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NAIRN 

Ttt  laid 

LINOLEUMS 

The  constant  wear  on  the  kitchen  floor — 
thousands  of  steps  daily — severely  test  the 
durability  of  the  floor  covering. 

A  Nairn  Inlaid  Linoleum  knows  no  worn 
spots.  Both  the  everlasting  goodness  of  the 
material  and  the  pattern  itself  go  all  the  way 
through  to  the  backing  sheet. 

Throughout  the  house,  wherever  feet  con- 
stantly pass  c-'long — as  in  the  front  hall — or 
wherever  soles  frequently  stop — as  at  the 
kitchen  sink — there  Nairn  proves  its  durabil- 
ity- 

At  the  same  time,  Nairn  patterns  are  so 
ta,steful  as  to  be  worthy  of  appearing  in  any 
room ;  and  so  varied  as  to  offer  designs  and 
colors  suitable  for  every  room. 

NAIRN  LINOLEUM  CO. 

NEWARK,  N.  J. 
W.  &  J.  SLOANE 

SOLE  SELLING  AGENTS 
563  Fifth  Avenue  216-228  Sutter  Street 
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San  Francisco        Los  Angelus 


DRV  GOODS  ECONOMIST,  MARCH  5,  1921 


auction  announcement 
IMPORTANT  PEREMPTORY  TRADE  SALE 

Wednesday,  March  9th,  1921 

PROMPTLY  AT  10  O'CLOCK 
ON  A  CREDIT  OF  30  DAYS 

By  order  of  the 


IPSWICH 


MILLS 


Over  5000  Cases 

FIRST  QUALITY 

Packed  30  and  60  Dozen  to  a  Case 

Men's  and  Women's  Hosiery 

The  Ipswich  Mills  entire  surplus  of  two  thread  Lisle  and  Mercerized  Hosiery 

Including  the  following  widely  known  and  popular  qualities 

About    280  Cases  Quality  2222,  Women's  Mercerized  Mock  Seams 

About    650  Cases  Quality  2280,  Women's  Light  Weight  Mercerized  Seamless 

About    425  Cases  Quality  2305,  Women's  Mercerized  Full  Seamless 

About  1400  Cases  Quality  2307,  Women's  Mercerized  Mock  Seams 

About    150  Cases  Quality  2308,  Women's  Lisle  Mock  Seams 

About    800  Cases  Quality  2450,  Men's  Light  Weight  Mercerized  Half  Hose 

About    650  Cases  Quality  2552,  Men's  Medium  Weight  Mercerized  Half  Hose 

About    700  Cases  Quality  3500,  Women's  Light  Weight  Lisle  Full  Seamless 

About    350  Cases  Quality  2302,  Women's  Lisle  Seamless 

In  Black,  White  and  Desirable  Shades  and  all  will  be  sold  absolutely  WITHOUT  RESERVE. 

The  Hosiery  will  be  ready  for  examination  with  catalogues  on  Tuesday,  March  8th,  day  previous  to  sale  at  Wil- 
merding,  Morris  &  Mitchell,  Auctioneers,  Salesrooms,  470-472  Broome  Street,  N.  Y.  C.    Telephone,  Spring  3210. 

Credits  to  be  approved  by  Lawrence  &  Co.,  24  Thomas  Street,  N.  Y.  C,  with  whom  all  settlements  must  be  made. 

Further  information,  regarding  these  goods  and  details  of  sale,  may  be  obtained  from 

Lawrence  &  Co. 

Selling  Agents 

89  FRANKLIN  TT  r'OSTON  24  THOMAS  ST.,  NEW  YORK 
ST.  LOUIS      r<        JELPHIA      SAN  FRANCISCO      LONDON,  ENG. 
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Free  Newspaper  Electrotypes 


Do  you  know— are  you  using — 
The  Scranton  Newspaper  Elec- 
trotype Service? 

Many  merchants  take  advantage  of 
this  service  regularly  in  their  local 
newspaper  advertising.  They  find 
that  the  attractive  illustrations,  which 
we  supply  free,  not  only  add  much 
charm  and  force  to  their  newspaper 
advertisements,  but  also  connect  their 
stores  directly  with  the  powerful 
Scranton  national  advertising  whicli 
appears  regularly  in  the  Ladies'  Home 
Journal. 

If  you  do  not  already  possess  a  copy 
of  "The  Scranton  Handy  Book"  send 
for  one  at  once.  It  contains  a  wide 
variety  of  unusually  pleasing  cuts, 
some  of  which  you  will  certainly  want 
for  your  Spring  advertising. 

In  particular  ask  for  electrotypes 
Nos.  37  and  38,  reproducing  the  April 
and  June  Ladies'  Home  Journal  illus- 
trations. By  using  them  throughout 
these  months  you  will  tie  up  your 
local  campaign  with  our  national  ad- 
vertising, and  identify  yourself  as  the 
Scranton  merchant  to  the  many 
women  in  your  town  who  will  read 
our  Ladies'  Hom^e  Journal  advertise- 
ments. 


THE  SCRANTON  LACE  COMPANY 

SCRANTON,  PA. 
NEW  YORK:  212  Fifth  Ave. 

CHICAGO:  Republic  Building 
TORONTO :  108  Wellington  Street,  W. 
(James  B.  Jamieson) 


SCRANTON 

HLET  NETS  -  LACE  CURTAINS  -  COLORED  DRAPERIES  -  BED  SPREADS  -  EMBROIDERIES 
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Invest  In  Foreign  Trade  Financing  Corporation 


fjry  HE  United  States  produces  in  one  year 
I  twenty-five  per  cent  more  than  its  own 
citizens  can  consume.  This  being  the 
case,  the  need  of  foreign  markets  is  obvious. 
"But,"  we  hear  some  of  our  readers — retailers, 
wholesalers,  or  maybe  manufacturers — say, 
"how  can  I  help  in  the  direction  of  increasing 
our  sales  abroad?  I  am  not  a  banker  or  a 
financier;  I  am  a  merchant — or  a  manufac- 
turer." 

True,  you  may  not  be  able  to  help  in  a  di- 
rect way.  You  can,  however,  be  of  material 
service  indirectly. 

There  is  now  being  formed,  under  the  Fed- 
eral statute  known  as  the  Edge  law,  the  For- 
eign Trade  Financing  Corporation.  This  cor- 
poration will  have  a  capital  of  $100,000,000, 
and  it  will  have  the  right  to  issue  debentures 
to  the  extent  of  ten  times  its  capital,  or  to  the 
extent  of  one  billion  dollars.  Thus,  its  total 
capital  will  be  $1,100,000,000.  Under  the 
Edge  law  National  banks  are  permitted  to  sub- 
scribe to  the  capital  of  corporations  that  are 
organized  in  accordance  with  the  provisions  of 
that  act,  in  amounts  not  exceeding,  in  the  ag- 
gregate, ten  per  cent  of  the  capital  and  surplus 
of  the  subscribing  banks.  The  laws  of  some  of 
the  States  permit  State  banks  to  do  likewise. 
But  individual  American  citizens,  and  corpora- 
tions when  owned  chiefly  by  American  citi- 
zens, may  also  become  stockholders  in  the  For- 
eign Trade  Financing  Corporation. 

Right  here  is  where  you  come  in,  Mr.  Mer- 
chant or  Mr.  Manufacturer.  It  is  desirable,  of 
course,  that  banks  subscribe  for  stock  in  the 
new  corporation,  but  it  is  even  more  desirable 
that  American  merchants  and  manufacturers 
do  likewise.  Even  if  all  of  the  necessary  capi- 
tal could  readily  be  raised  by  banks'  subscrip- 
tions the  result  would  not  be  half  so  satisfac- 
tory from  the  standpoint  of  the  country's  prog- 
ress as  it  will  if  the  business  men  invest  in  this 
foreign  trade  banking  institution  and  other- 
wise give  it  their  support. 

All  of  the  men  of  advanced  thought  in  this 
country — the  forward-looking  business  men, 
financiers  and  economists — are  deeply  im- 
pressed with  the  vital  importance  of  Americans 
taking  part  in  the  development  not  only  of 
their  own  country  but  of  the  rest  of  the  world. 


Lever  Act  Invalid 


THE  Supreme  Court  of  the  United 
States  ruled,  on  Monday  of  this 
week,  that  the  sections  of  the  Lever  act 
which  prohibit  profiteering  are  invaHd. 
The  text  of  the  law,  "that  it  is  hereby 
made  unlawful  for  any  person  willfully 
to  make  any  unjust  or  unreasonable  rate 
or  charge  in  handling  or  dealing  in  or 
with  any  necessaries,"  the  court  de- 
clares, does  not  constitute  a  fixing  by 
Congress  of  an  ascertainable  standard 
of  guilt  and  is  not  adequate  to  inform 
persons  accused  of  violation  thereof  of 
the  nature  and  cause  of  the  accusation 
against  them. 

And  so  there  falls  to  the  ground  the 
structure  upon  which  the  now  ex- At- 
torney General  Palmer  built  up  his  sys- 
tem of  State  commissioners  and  com- 
mittees, his  "flying  squadrons,"  his  in- 
quisitorial agents,  his  threats,  his  prose- 
cutions and  his  persecutions. 

It  is  understood  that  the  prosecu- 
tions pending  against  retail  merchants 
and  concerns  will  now  be  dropped. 
But  what  of  the  mental  distress  and  the 
loss  of  business  and  of  public  confi- 
dence which  those  merchants  and  con- 
cerns have  suffered  as  a  result  of  the 
law  now  declared  invalid?  And  what 
about  the  smaller  businesses  that  were 
destroyed  because  of  the  fixing  by 
ignorant  Government  agents  of  a  rate 
of  profit  so  small  that  under  it  the  busi- 
ness could  not  be  operated  except  at  a 
loss?  A  minor  matter  comparatively, 
but  yet  of  importance;  what  of  the 
burden  laid  upon  the  taxpayers  by  the 
vast  outlays  involved  in  the  enforce- 
ment of  the  act? 

And  is  it  not  absolutely  wrong  that 
a  so-called  law — or,  to  be  precise,  an 
amendment  to  an  existing  statute — 
which  is  really  invalid  should  be  per- 
mitted to  operate  for  a  year  and  four 
months  with  great  hardship  and  loss  to 
many,  many  citizens? 

This  Lever  act  incident  will  tend 
strongly  to  cause  Americans  to  query 
the  perfection  of  our  lawmaking  sys- 
tem. The  Constitution?  Treason? 
"If  this  be  treason,  Mr.  Speaker,  make 
the  most  of  it!" 


In  short,  our  close  interrelation  with  other 
nations  is  coming  more  and  more  to  be  clearly 
recognized.  But,  apart  from- this,  if  our  own 
industries  are  to  be  kept  in  operation  to  any- 
thing like  their  capacity,  if  our  American  men 
and  women  are  to  be  kept  employed,  if  we  are 
to  have  any  permanent  return  to  prosperity  in 
this  country,  we  must  in  some  way  or  other 
maintain  and  expand  the  export  trade  which 
we  have  won  largely  as  a  result  of  the  war. 
Through  the  demands  created  by  the  war  our 
production  facilities  were  largely  increased. 
Hence,  we  must  strive  by  every  legitimate 
means  to  increase  our  sales  to  foreign  coun- 
tries. We  must,  among  other  things,  do  all  in 
our  power  to  further  the  ability  of  the  peoples 
of  foreign  countries  to  purchase  and  consume 
our  merchandise. 

An  important  step  in  this  direction  is  by 
enabling  our  producers  to  sell  abroad  on  the 
long  credits  which,  as  a  result  of  the  conditions 
created  abroad  by  the  war,  are  now  an  indis- 
pensable factor  in  export  trade.  Our  goods  are 
badly  needed  in  many  foreign  countries,  but 
because  of  the  credit  conditions,  purchases  by 
merchants  and  manufacturers  in  those  coun- 
tries can  be  made  and  paid  for  only  with  the 
aid  of  long-time  credits.  To  this  condition  is 
due  in  large  degree  the  lack  of  consumption 
and  consequent  decline  in  prices  of  our  cotton, 
our  copper  and  various  other  products. 

Individual  manufacturers  and  exporters 
cannot  grant  these  long  terms  of  payment. 
But  such  terms  can  be  given  by  a  banking  cor- 
poration possessed  of  sufficient  capital  and 
managed  by  men  of  probity  and  experience. 
Under  the  Edge  law,  moreover,  the  banking 
corporation  has  the  right  to  establish  branches 
in  foreign  countries,  thus  facilitating  its  deal- 
ings with  foreign  purchasers. 

As  pointed  out  recently  by  Senator  Edge, 
the  sponsor  of  the  law  bearing  his  name,  one 
of  the  advantageous  results  of  the  operations 
of  the  Foreign  Trade  Financing  Corporation 
will  be  the  financing  of  export  trade  without 
financial  aid  from  the  United  States  Govern- 
ment. As  the  Senator  said,  "The  investor  in 
the  corporation's  securities  will  put  his  money 
to  work  for  his  own  profit,  not  lend  it  to  the 
Government.    It  will  work  and  earn  for  him 
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while  its  work  is  benefiting  America  and  the 
rest  of  the  world." 

The  standing  of  its  officers  furnishes  the 
best  possible  guarantee  of  the  corporation's 
ability  to  function  with  the  best  possible  re- 
sults to  all  concerned.  Its  president  is  W.  P. 
G.  Harding,  Governor  of  the  Federal  Reserve 
Board.  The  chairman  of  its  board  of  directors 
is  John  McHugh,  vice-president  of  the  Me- 
chanics and  Metals  National  Bank,  New  York. 
Fred  I.  Kent,  vice-president  of  the  Bankers 
Trust  Co.,  New  York,  who  was  a  member  of 
the  Reparations  Committee  at  the  Peace  Con- 
ference, is  Advisor  to  the  corporation,  and  its 
executive  vice-president  is  Jerome  Thralls,  sec- 
retary-treasurer of  the  Discount  Corporation 
of  New  York. 

The  starting  of  operations  by  the  new  cor- 
poration will  open  a  new  era  for  producers  in 
the  United  States.  But  all  of  our  citizens  will 
feel  the  benefit.  Holders  of  products  of  the  soil 
and  of  the  mine  will  be  able  to  dispose  of  them, 
factory  and  foundry  output  will  be  resumed  on 
an  extensive  scale,  labor  will  thus  be  more  fully 
employed,  and  wholesalers  and  retailers  will 
have  increased  sales  as  a  result  of  the  new 
life  pulsing  through  the  nation's  industrial 
veins.  Furthermore,  the  ability  of  foreign  na- 
tions to  produce  and  to  sell  will  be  revived,  thus 
giving  to  our  former  Allies  a  chance  to  begin 
paying  off  their  debts  to  us  and  thereby  lessen- 
ing the  burden  of  taxation  which  in  this  coun- 
try, as  in  others,  weighs  to-day  like  a  millstone 
around  the  neck  of  business. 


Michigan  Retailers' 
Interests  Assailed 

SUPPOSING  a  manufacturer  of  textiles  or 
of  clothing  were  compelled  by  law  to  place 
on  all  of  his  products  that  go  into  one 
particular  State  of  this  Union  a  label  stating 
the  amount  of  wool,  cotton,  silk,  shoddy  or 
other  ingredients  or  materials,  wouldn't  it  re- 
sult in  his  charging  more  for  what  he  sells  to 
distributors  in  that  State?  Or  might  not  such 
a  requirement  cause  many  manufacturers  to 
quit  selling  to  distributors  in  that  State?  At 
any  rate,  isn't  it  clear  that  the  enactment  of 
such  a  law  would  place  the  wholesalers  and  re- 
tailers in  that  State  at  a  disadvantage,  more 
especially  those  who  because  of  the  extent  of 
tlieir  trade  or  as  a  result  of  their  location  come 
into  direct  competition  with  those  in  other 
States? 

Such  a  measure,  however,  has  been  intro- 
duced in  the  Legislature  of  Michigan.  Its  title 
is:  "A  bill  to  provide  that  cloth,  clothing,  gar- 
ments, furs,  rubber  or  other  goods  shall  be 
labeled  as  to  kind  and  amount  of  material 
therein  contained  when  said  manufactured 
articles  are  offered  for  sale,  trade,  or  barter." 

Why  stop  at  the  lines  mentioned?  If  the 
idea  is  such  a  good  one,  why  not  extend  it  to 
other  lines?  For  instance,  to  Detroit's  great 
industry.  Let  Mr.  Ford  state  on  his  tin  Lizzies 
what  kind  of  steel  is  used  in  their  manufac- 
ture. Let  makers  of  automobile  bodies  tell  of 
the  constituents  of  the  upholstering,  or  of  the 
tops.  Brand  kitchen  cabinets  with  a  state- 
ment as  to  the  kind  of  wood  they're  made  of. 


tumbler,  or  of  a  lamp  chimney,  instead  of  hav- 
ing to  guess  at  them  by  the  "ring."  Let's  have 
paper  stamped  so  as  to  tell  what  proportion  of 
wood  pulp  and  what  proportion  of  rags.  Let's 
have  furniture  marked  to  show  what  part  is 
veneered  and  the  thickness  of  the  veneer. 
Lfet's  have  plated  collar  buttons  tell  how  thick 
is  the  layer  of  gold.  And — a  terrible  omission 
in  the  bill! — why  not  have  a  label  on  linen 
towels  telling  how  much  flax  they  contain? 
And  how  about  mattings  and  grass  rugs  ?  Let 
the  consumer  know  all  about  the  straw  or  grass 
they're  made  of. 

In  short,  leave  nothing  to  the  perspicacity, 
honesty  and  reputation  of  the  merchant.  De- 
stroy in  large  degree  the  good-will  built  up 
during  many  years  by  producing  or  distribut- 
ing sound,  reliable  merchandise,  by  putting 
Mr.  Honesty  and  Mr.  Crook  on  one  and  the 
same  level.  And  if  any  merchant  or  manufac- 
turer, honest  or  otherwise,  fails  to  comply 
with  the  terms  of  the  measure,  fine  him  $50  to 
$500  or  give  him  ten  to  ninety  days  in  the 
county  jail — or  both. 

If  the  sovereign  State  of  Michigan  enacts 
such  a  law  it  will  do  so  because  it  regards  such 
legislation  as  "immediately  necessary  for  the 
preservation  of  public  peace,  health  and 
safety" — for  such  is  the  necessity  as  expressly 
declared  in  Section  9  of  the  proposed  law. 

The  bill  in  question  was  introduced  on  Feb. 
8  and  has  been  referred  to  the  Committee  on 
State  Affairs.  We  don't  believe  a  committee 
composed  of  reasoning  human  beings  will  re- 
port such  a  measure,  more  especially  in  view 
of  the  fate  that  has  met  bills  of  more  or  less 
similar  character  introduced  in  Congress  from 
time  to  time  during  many  years. 

Still,  you  never  can  tell  in  matters  of  legis- 
lation; so  Yfe  urge  retailers,  wholesalers  and 
manufacturers  in  the  Wolverine  State  to  get 
busy  right  away  and  let  their  legislators  at 
Lansing  know  how  preposterous  is  the  pur- 
pose embodied  in  House  Bill  No.  138. 

Dry  goods  and  department  store  men,  in 
particular,  ought  to  get  in  touch  at  once  with 
Jason  E.  Hammond,  manager  of  the  Michigan 
Retail  Dry  Goods  Association,  11  Capital 
National  Bank  Building,  Lansing,  and  find  out 
how  they  can  best  co-operate  with  the  Associa- 
tion in  squelching  this  attempt  at  fool  legisla- 
tion. 

Growing  Opportunities  for 
The  Book  Department 

IT  has  long  been  our  conviction  that  one 
of  the  results  of  the  war  has  been  a 
growth  of  book  reading  among  the  Ameri- 
can people.  We  are  still,  in  large  degree, 
a  nation  of  newspaper  and  magazine  readers. 
During  the  war,  however,  the  desire  for  in- 
formation as  to  the  causes  of  the  conflict 
created  a  demand  for  books  on  the  subject, 
and  since  then,  because  of  the  growing  recog- 
nition of  the  impossibility  of  our  evading  re- 
lations with  the  rest  of  the  world  and  the 
consequent  spread  of  a  wish  to  broaden  one's 
views,  books  on  many  subjects  have  continued 
to  find  a  wider  audience.  To  these  causes  may 
be  added  the  campaign  conducted  by  publish- 


ers and  distributors,  with  the  ringing  slogan, 
"Buy  a  book  a  week!" 

In  the  great  majority  of  centers  the  depart- 
ment stores  are  the  principal  distributors  of 
books — or,  more  accurately,  a  department 
store  is  the  principal  book  distributor,  for  one 
store  usually  leads  its  competitors  in  this  line. 
This  is  due  to  the  lack  of  interest  in  books 
evinced  by  the  average  American  up  to  the 
very  recent  period  above  referred  to  and  the 
consequent  lack  of  good  book  stores.  In 
many  centers  the  department  store  has  been 
the  pioneer  in  book  distribution  on  any  ex- 
tended scale.  Often  such  an  establishment — 
even  in  good-sized  centers — has  to-day  the 
advantage  in  the  fact  that  there  isn't  a  book- 
store in  the  town.  And  to-day  the  well-run 
book  department  is  reaping  the  benefit  of  the 
department  store  ovraer's  enterprise  or  fore- 
sight. 

The  other  day  the  head  of  a  book  depart- 
ment in  a  large,  attractive  store  in  a  Middle- 
West  city  of  130,000  told  us  in  a  mighty  in- 
teresting way  of  the  present-day  book-buy- 
ing tendency  as  exemplified  in  his  experience. 
"To-day,"  he  said,  "people  think  nothing  of 
coming  in  and  paying  $2  for  a  book.  As  to 
number  of  sales,  I  can  tell  you  that  of  'Main 
Street,'  we  can't  get  copies  fast  enough  to 
supply  the  call.  But  it's  not  all  novels;  there 
is  a  big  demand  for  books  of  travel.  Books 
on  Roosevelt  are  eagerly  sought  by  the  men." 

We  asked  him  whether  he  had  sold  any 
copies  of  Wells's  "Outline  of  History."  As 
the  price  is  $10  net  for  the  two  volumes,  we 
rather  looked  for  an  answer  in  the  negative. 
But  the  reply  was:  "We've  already  sold  three 
copies."  i 

Evidently  the  day  has  gone  by  when  a 
leading  store  could  stop  short,  in  its  book  de- 
partment, at  cheap  reprints  and  non-copy- 
right fiction.  The  public  will  buy  good  litera- 
ture, if  they  get  the  chance — especially  the 
aew  works  that  deal  with  the  vital  topics  of 
the  day  and  the  new  fiction. 

If  they're  not  buying  books  in  your  town, 
you  can  educate  them  to  do  so.  Get  the  co- 
operation of  your  newspapers ;  induce  the 
editor  to  run  book  reviews — at  the  very  least, 
those  that  he  can  obtain  from  publishers. 
And  use  your  advertising  space  to  talk  to  the 
public  about  new  and  interesting  volumes. 

Educate  your  public  to  read  good  books 
and  thus  keep  posted  on  the  new  developments. 
So  doing,  you  will  sell  more  books,  and  you 
will  also  be  performing  a  great  public  service. 
Americans  generally  are  woefully  ignorant  in 
regard  to  conditions  that  constantly  tend  to 
create  national  and  international  problems — 
problems  that  may  arise  all  of  a  sudden,  like 
the  late  war,  and  involve  issues  of  the  most 
vital  and  far-reaching  nature.  Help  your 
neighbors  to  obtain  a  broader  view  and  a 
truer  perspective  and  at  the  same  time  in- 
crease the  sales  and  profits  of  your  book  de- 
partment and  attract  a  greater  number  of  in- 
terested customers  to  your  store. 


On  Monday  of  this  week  spot  cotton  in  the 
New  York  market  reached  the  low  level  of 
11.25  cents.  On  July  22,  1920,  the  price  was. 
43.75'  cents. 
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Outlawing  of  Lever  Act  Completes 
Case  of  the  Retail  Merchant 

But  Condemnation  of  Department  of  Justice  Attitude  and  Methods 
Brings  No  Redress  for  Those  Whose  Businesses  Were  Libeled,  and 
Whose  Good  Names  Were  Attacked — Lower  Court  Decision  Com- 
pletely Supported  by  Highest  Tribunal  in  Nation 


THE  Supreme  Court  of  the  United  States, 
in  a  decision  on  the  Lever  Necessaries 
Control  Act  handed  down  on  Monday  of 
this  week,  held  that  the  section  under  which 
the  Department  of  Justice  has  been  prosecut- 
ing and  persecuting  the  merchants  of  this 
country  is  unconstitutional.  The  opinion  was 
read  by  Chief  Justice  White.  The  main 
opinion  was  read  in  a  case  in  which  a  grocery 
concern  had  been  charged  with  selling  sugar 
at  excessive  prices,  but  the  principle  involved 
was  the  same  in  the  cases  wherein  certain 
clothing  and  other  textile  merchants .  were 
parties  in  interest  before  the  court. 

The  law  was  held  to  be  repugnant  to  the 
Fifth  and  Sixth  Amendments  to  the  Constitu- 
tion, under  which  the  rights  of  citizens  when 
charged  with  an  oifense  are  guaranteed,  and 
under  the  Sixth  Amendment  especially,  since 
it  guarantees  that  a  person  shall  "be  informed 
of  the  nature  and  cause  of  the  accusation" 
against  him.  The  lower  court  had  quashed 
the  indictment. 

Repugnant  to  Constitution 

After  reviewing  all  the  facts  and  the  law. 
Chief  Justice  White  said: 

"It  follows  from  what  we  have  said  that, 
not  forgetful  of  our  "duty  to  sustain  the  con- 
stitutionality of  the  statutes  if  ground  can 
possibly  be  found  to  do  so,  we  are,  neverthe- 
less, compelled  in  this  case  to  say  that  we 
think  the  court  below  was  clearly  right  in 
holding  that  statute  void  for  repugnance  to  the 
Constitution,  and  its  judgment  quashing  the 
indictment  on  that  ground  must  be,  and  it  is 
hereby  affirmed." 

In  his  opinion,  in  the  case  of  Weed's,  Inc., 
in  discussing  the  Lever  Act  briefly.  Chief  Jus- 
tice White  declared  that  it  was  "broad  as  hu- 
man imagination,"  expressing  thereby  his  idea 
of  the  indefiniteness  and  vagueness  of  the 
statute. 

Long  Thought  Unconstitutional 

This  decision  means  that  in  its  recent  ac- 
tivities the  Department  of  Justice,  in  seeking 
to  railroad  alleged  "profiteers"  to  jail,  was 
acting  under  a  statute  which  was  held  by  some 
of  the  best  constitutional  lawyers  at  the  time 
to  be  unconstitutional,  and  that  all  this  mis- 
directed zeal  was  unjustified  and  illegal  and 
the  taxpayers  were  called  upon  to  foot  enor- 
mous bills  to  keep  up  a  machine  that  subse- 
quently developed  more  force  as  a  political 
agency  than  as  an  instrument  of  the  law. 

The  activities  of  the  Attorney  General  at 
the  time  were  roundly  condemned  all  over  the 
country.  Now  he  has  been  condemned  by  the 
Supreme  Court;  but  this  will  be  small  satis- 
faction for  those  business  men  who  have  been 
the  target  of  Mr.  Palmer's  attacks. 

Lower  Court  Ruling  Sustained 

The  main  point  in  the  cases  before  the 
court  was  whether  Congress  had  authority  to 
adopt  Section  4  of  the  Lever  Act  as  re-enacted 
in  1919.  The  only  difference  in  the  re-enact- 
ment was  the  insertion  of  a  penalty  clause  and 
enlargement  of  the  enumerated  exemptions. 
The  defendant,  a  dealer  in  sugar,  was  charged 


By  the  Economises  Wiishington 
Cor  res  pondent 

with  violating  this  section  by  making  an  un- 
just and  unreasonable  rate  and  charge  in  han- 
dling and  dealing  in  a  certain  necessary. 

After  reviewing  the  facts,  the  Court  below 
quashed  the  indictment,  "because  the  law  is 
vague,  indefinite  and  uncertain  and  because  it 
fixes  no  unmistakable  standard  of  guilt,  but 
leaves  each  standard  to  the  variant  views  of 
the  different  courts  and  juries  which  may  be 
called  on  to  enforce  it,  and  because  it  does  not 
inform  the  defendant  of  the  nature  and  cause 
of  the  accusation  against  him,"  and  hence  is 
held  to  be  constitutionally  invalid. 

Not  Justified  by  State  of  War 

Chief  Justice  White  then  said: 

"In  ciases  submitted  at  about  the  same  time 
with  the  one  before  us  and  involving  identical 
questions  with  those  here  in  issue  it  is  con- 
tended that  the  section  does  not  embrace  the 
matters  charged.  We  come,  therefore,  on  our 
own  motion  in  this  case  to  dispose  of  that  sub- 
ject, since,  if  well  founded,  the  contention 
would  render  a  consideration  of  the  constitu- 
tional questions  unnecessary.  The  basis  upon 
which  the  contention  rests  is  that  the  words 
of  the  section  do  not  embrace  the  price  at 
which  a  commodity  is  sold,  and,  at  any  rate, 
the  receipt  of  sudh  price  is  not  thereby  in- 
tended to  be  penalized.  We  are  of  the  opinion, 
however,  that  these  propositions  are  without 
merit,  first,  because  the  words  of  the  section, 
as  re-enacted,  are  broad  enough  to  embrace  the 
price  for  which  a  commodity  is  sold,  and, 
second,  because  as  the  amended  section  plainly 
imposes  a  penalty  for  the  acts  which  it  includes 
when  committed  after  its  passage,  the  fact  that 
the  section  before  its  re-enactment  contained 
no  penalty  is  of  no  moment. 

"This  must  be  the  case  unless  it  can  be 
said  that  the  failure  at  one  time  to  impose  a 
penalty  for  a  forbidden  act  furnishes  an  ade- 
quate ground  for  preventing  the  subsequent 
enforcement  of  a  penalty  which  is  specifically 
and  unmistakably  provided.  We  are  of  the 
opinion  that  the  court  below  was  clearly  right 
in  ruling  that  decisions  of  this  Court  indis- 
putably establish  that  the  mere  existence  of  a 
state  of  war  could  not  suppress  or  change  the 
guarantees  and  limitations  of  the  Fifth  and 
Sixth  Amendments  as  to  questions  such  as  we 
are  here  passing  upon." 

No  Ascertainable  Guilt  Standard 

The  Chief  Justice  quoted  the  words  of  the 
section  in  question:  "That  it  is  hereby  made 
unlawful  for  any  person  willfully  ...  to 
make  any  unjust  or  unreasonable  rate  or 
charge  in  handling  or  dealing  in  or  with  any 
necessaries,"  and  said  the  question  was 
whether  this  "constituted  a  fixing  by  Congress 
of  an  ascertainable  standard  of  guilt  and  one 
adequate  to  inform  persons  accused  of  viola- 
tion thereof  of  the  nature  and  cause  of  the 
accusation  against  them.  That  they  are  not," 
the  court  continued,  "we  are  of  opinion,  so 
clearly  results  from  their  mere  statement  as  to 


render  elaboration  on  the  subject  wholly  un- 
necessary." 

Clearly  Against  Constitution 

The  Court,  in  amplifying  this  argument, 
pointed  out  that  the  statute  in  question  leaves 
open  the  widest  possible  inquiry,  "the  scope  of 
which  no  one  can  foresee  and  the  result  of 
which  no  one  can  foreshadow  or  adequately 
guard  against.  In  fact,  we  see  no  reason  to 
doubt  the  soundness  of  the  observations  of  the 
court  below  in  its  opinion  to  the  effect  that  to 
attempt  to  enforce  the  section  would  be  the 
exact  equivalent  of  an  effort  to  carry  out  a 
statute  which  in  terms  merely  penalized  and 
punished  all  acts  detrimental  to  public  interest 
when  unjust  and  unreasonable  in  the  estima- 
tion qf  the  court  and  jury. 

"This  condition  would  be  additionally  obvi- 
ous if  we  stopped  to  recur  to  the  persistent 
efforts  which  the  records  disclose  were  made 
by  administrative  officers,  doubtless  inspired 
by  a  jealous  effort  to  discharge  their  duty,  to 
establish  a  standard  of  their  own  to  be  used 
as  a  basis  to  render  the  section  possible  of  ex- 
ecution. It  results  from  the  considerations  we 
have  stated  that  the  section  before  us  was  void 
for  repugnance  to  the  Constitution  as  not  open 
to  question." 

The  court  dismissed  the  cited  cases  upon 
which  the  Government  rested  its  case,  saying 
"their  inappositiveness  is  necessarily  demon- 
strated when  it  is  observed  that  if  the  conten- 
tion as  to  their  effect  were  true  it  would  result, 
in  view  of  the  text  of  the  statute,  that  no 
standard  whatever  was  required,  no  informa- 
tion as  to  the  nature  and  cause  of  the  accusa- 
tion was  essential,  and  that  it  was  competent 
to  delegate  legislative  power  in  the  very  teeth 
of  the  settled  significance  of  the  Fifth  and 
Sixth  Amendments  and  of  other  plainly  ap- 
plicable provisions  of  the  Constitution;  and, 
second,  because  the  cases  relied  upon  all  rested 
upon  the  conclusions  that  for  reasons  found 
to  result  either  from  the  text  of  the  statutes 
involved  or  the  subjects  with  which  they  dealt, 
a  standard  of  some  sort  was  afforded.  Indeed, 
the  distinction  between  the  cases  relied  upon^ 
and  those  establishing  the  general  principle  to 
which  we  have  referred,  and  which  we  now 
apply  and  uphold  as  a  matter  of  reason  and 
authority,  is  so  clearly  pointed  out  in  decided 
cases  that  we  deem  it  only  necessary  to  cite 
them." 

Firms  Directly  Affected 

Among  the  numerous  concerns  handling 
dry  goods  or  allied  lines  that  were  parties  to 
suits  pending  before  the  Supreme  Court  or  in 
State  Courts  which  are  affected  by  the  deci- 
sion are:  The  A.  T.  Lewis  &  Son  Dry  Goods 
Co.,  the  Denver  Dry  Goods  Co.,  the  Daniels  & 
Fisher  Stores  Co.,  the  Hedgcock  &  Jones 
Specialty  Stores  Co.,  the  Powers-Behen  Cloth- 
ing Co.,  the  Fontius  Shoe  Co.,  the  Broadhurst- 
Young  Shoe  Co.,  the  Neusteter  Suit  Co.,  the. 
Cottrell  Clothing  Co.,  the  Joslin  Dry  Goods  Co., 
the  Gano-Downs  Clothing  Co.,  the  May  De- 
partment Stores  Co.,  the  Golden  Eagle  Dry 
Goods  Co.,  C.  A.  Weed  &  Co.,  Weed's,  Inc.,  and 
Gurden  H.  Smith. 
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Spokane  to  Repeat 
Tourist  Fair  at 
Culbertson's 

New  Building  to  Be  Scene  of  Exhibits 
Characteristic  of  the  Great 
Northwest 

Economist  Correspondence,  Spokane,  Wash. 

The  Sportsmen  and  Tourist  Fair  staged  for 
the  first  time  last  year  is  to  be  repeated  April 
12  and  13.  This  event  was  so  successful  in  its 
appeal  to  outdoor  people  and  so  useful  in  edu- 
cating them  to  the  newest  things  in  sporting 
merchandise  that  retailers  are  very  keen  on 
making  the  coming  fair  a  success.  The  pro- 
gram includes  an  exhibition  of  sporting  dogs, 
fish  and  furs  of  the  surrounding  territory; 
guns,  hunting  and  fishing  equipment;  traps 
and  demonstrations  of  their  use;  contests  in 
local  sports;  moving  pictures  of  hunting  and 
fishing;  exhibits  of  sports  apparel  for  men 
and  women  and  a  general  display  of  all  sorts 
of  outing  and  touring  supplies.  The  show  will 
be  held  in  Culbertson's  new  store,  just  com- 
pleted and  not  formally  opened  to  the  public. 
Tom  Keane,  advertising  manager  of  this  store, 
is  chairman  of  the  committee  which  is  re- 
sponsible for  the  event. 

Culbertson's  is  making  a  feature  of  month- 
ly Dollar  Day  sales  and  finds  them  excellent 
trade  getters.  Each  sale  sees  lines  of  people 
waiting  for  the  doors  to  open,  for  the  values 
oiTered  are  worth  coming  for.  The  scope  of  the 
sales  is  broad,  covering  the  entire  store. 
Though  it  is  not  possible  for  some  depart- 
ments to  participate  in  offering  goods  for  one 
dollar,  they  get  in  on  the  sales  by  giving  a  dol- 
lar off  on  certain  articles  or  on  each  group  of 
dollars  spent  for  higher  priced  goods.  For  in- 
stance, one  dollar  is  deducted  froni  each  four 
dollars  spent  on  special  lots  of  men's  clothes, 
which  is  another  way  of  giving  a  25  per  cent 
discount.  Small  luxury  articles  such  as  bags, 
beads,  gloves  and  ties  are  especially  sought  by 
customers.  Considerable  competition  has 
arisen  among  the  store's  buyers  as  to  which 
department  can  give  the  best  values. 

The  Smart  Shop,  which  was  closed  some 
time  ago,  has  been  reopened  by  Mrs.  J.  H. 
Duden,  formerly  with  Culbertson's,  and  will  be 
conducted  as  a  blouse,  silk  underwear  and 
hosiery  shop. 

United  Waist  League 
Chooses  1921  Officers 

At  the  annual  meeting  of  the  United  Waist 
League  of  America,  this  week,  the  following 
officers  were  elected:  Samuel  A.  Lerner,  Ler- 
ner  Waist  Co.,  president;  Leo  Kriegsman,  Brill 
&  Kriegsman,  first  vice-president;  Alfred 
Stern,  Alfred  Stern  &  Co.,  second  vice-presi- 
dent; Eugene  Solomon,  Solomon  &  Metzler, 
third  vice-president;  Louis  Beerman,  Beerman 
&  Frank,  fourth  vice-president;  Louis  M. 
Gross,  Louis  M.  Gross  &  Co.,  vice-president 
in  Cleveland;  Harry  L.  Hart,  Hart  &  Stein, 
vice-president  in  Philadelphia;  M.  L.  Strauss, 
Hirsch-StrausH  Co.,  vice-president  in  Chicago; 
Monroe  Froelich,  Monroe  Froelich,  Inc.,  treas- 
urer; M.  Mosessohn,  executive  director. 

In  his  annual  report,  M.  Mosessohn,  execu- 
tive director  of  the  association,  outlined  in 
detail  the  work  of  the  organization  during  the 
past  year,  and  emphasized  the  efforts  made 
by  the  association  with  retailers  all  over  the 
country  to  promote  the  sale  of  waists. 

He  told  of  the  organization's  work  in  at- 
tempting to  eliminate  trade  abuses,  including 
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the  return  of  worn  waists,  heavy  returns  and 
cancellations.  He  also  referred  to  the  color 
cards  issued  by  the  league,  which  have  elimi- 
nated much  speculation  in  colors,  saving  thou- 
sands of  dollars.  He  spoke  of  the  "wear- 
what-you-sell"  propaganda,  which  was  carried 
■on  during  the  year  for  the  purpose  of  having 
girls  in  the  waist  departments  of  specialty 
stores  and  department  stores  wear  waists  in- 
stead of  dresses. 

Summer  School  for 
Teachers  of  Selling 

There  will  be  a  summer  school  for  teachers 
of  retail  selling,  training  directors,  employ- 
ment managers  and  teachers  of  textiles,  given 
by  the  New  York  University  Training  School 
for  Teachers  of  Retail  Selling.  Instruction  will 
last  from  July  5  to  Aug.  13. 

In  making  this  announcement.  Dr.  Norris 
A.  Brisco,  director  of  the  school,  states  that 
theory  will  be  combined  with  practice,  and  that 
practical  experience  in  stores  will  be  given  to 
all  students  who  register  prior  to  June  15. 
Any  who  register  later  than  that  date  will  be 
accepted,  if  possible. 

A  special  feature  will  be  lectures  by  execu- 
tives of  large  concerns  in  New  York  City  and 
Newark,  N.  J. 

Courses  will  be  given  in  retail  salesmanship, 
store  organization,  color  and  design,  textiles, 
fundamentals  of  employment  management, 
tests,  ratings  and  personnel  problems,  non-tex- 
tiles and  methods  for  teachers  and  training 
directors. 

In  all  the  courses,  except  employment  man- 
agement. Dr.  Brisco  will  be  assisted  by  the 
following  advisory  committee:  Miss  Isabella 
Brandow,  chairman-director  of  the  department 
of  training  and  welfare,  of  Lord  &  Taylor; 
A.  S.  Donaldson,  superintendent  of  training, 
E.  H.  Macy  &  Co.;  H.  A.  Dorr,  director  of 
training,  Hahne  &  Co.,  Newark;  Miss  Eliza- 
beth Steinbeck,  educational  director,  A.  I. 
Namm  &  Son,  and  Miss  Florence  Hall,  direc- 
tor of  education  and  welfare.  Stem  Bros. 

An  intensive  course  in  employment  man- 
agement will  be  conducted  under  the  direction 
of  Dr.  Brisco,  assisted  by  the  following  com- 
mittee of  employment  and  personnel  managers : 
Karl  Eggs,  L.  Bamberger  &  Co.,  Newark;  J. 
C.  Reilly,  Lord  &  Taylor;  Charles  M.  King, 
Best  &  Co.;  Miss  Beatrice  Henry,  Abraham 
&  Straus;  R.  E.  V.  Kersburg,  R.  H.  Macy  & 
Co. 

Ticonderoga  Merchant 
Dies  at  Age  of  75 

Lyman  C.  Drake,  leading  dry  goods  mer- 
chant of  Ticonderoga,  N.  Y.,  died  Feb.  18  at 
the  age  of  seventy-five.  Mr.  Drake  had  been 
in  poor  health  for  several  years,  two  years  ago 
being  compelled  to  turn  over  to  his  sons  the 
management  of  his  business.  He  was  born 
in  1845  at  Schroon  Lake,  N.  Y.,  and  began  his 
selling  career  at  the  age  of  seventeen  peddling 
tinware  from  a  wagon.  Later  he  studied  in  a 
business  school  and  became  a  traveling  sales- 
man for  a  boot  and  shoe  firm.  After  a  short 
business  experience  in  Chestertown,  N.  Y.,  he 
established  the  firm  of  Drake  &  Haskell  at 
Ticonderoga.  The  firm  was  later  known  as 
Drake  &  Bennett  and  Drake  Bros.  In  1919  Mr. 
Drake  admitted  his  sons  A.  B.  and  M.  V.  Drake 
to  partnership  and  the  firm  name  became  L.  C. 
Drake  &  Sons,  under  which  the  business  will 
continue  in  its  three-story  home.  Mr.  Drake  is 
survived  by  two  sons,  two  brothers  and  a 
sister. 


Simonds  &;  Adams  to 
Open  Big  Addition 

Upon  completion  of  their  new  addition 
within  the  next  two  months,  Simonds  &  Adams 
of  Haverhill,  Mass.,  will  open  to  the  public 
one  of  the  largest  department  stores  in  New 
England.  Half  a  million  dollars  are  being 
spent  on  changes  in  their  old  building  and  the 
erection  of  a  new  one,  which  will  more  than 
triple  their  present  floor  space.  The  new 
building  will  be  equipped  with  every  conve- 
nience of  the  modern  department  store. 

The  second  floor  alone,  which  will  contain 
more  space  than  has  the  entire  old  building, 
will  be  devoted  to  ready-to-wear  and  will  be 
ready  for  occupancy  in  March.  Workmen  are 
busy  days,  nights  and  Sundays  to  accomplish 
this.  A  section  of  this  floor  will  be  lighted 
by  natural  daylight  permitted  by  large  sky- 
lights and  windows. 

Earle  Powers,  general  manager,  is  highly 
enthusiastic  over  the  future  of  this  store,  made 
possible  by  the  new  building.  He  says :  "Not 
only  will  we  have  one  of  the  very  finest  stores 
in  New  England,  but  we  will  carry  a  line  of 
goods  so  complete  and  varied  that  no  one  will 
have  to  go  to  Boston  to  get  just  what  she  or 
he  wants." 

Medals  for  Silk"  Week 

Gold,  silver  and  bronze  medals  will  be 
awarded  nationally  for  the  best  window  dis- 
plays of  silk  and  silk  products  during  Na- 
tional Silk  Week.  These  medals  are  declared 
by  art  critics  to  be  the  most  beautiful  designed 
for  such  a  purpose  in  many  years  and  have 
received  the  recognition  of  the  American 
Numismatic  Society.  They  are  the  work  of 
a  young  Argentine  sculptor,  who  has  become 
an  American  citizen.  His  name  is  Julio 
Kilenyi  and  he  has  recently  acquired  consider- 
able fame  in  the  art  world  through  portrait 
plaques  of  President  Wilson,  Jacob  Schift  and 
other  nationally  prominent  persons  and 
through  his  work  as  a  sculptor  and  in  medal 
work. 

The  obverse  side  presents  a  modification 
of  the  National  Silk  Poster  which  caused  a 
mild  art  sensation  when  produced,  and  the 
reverse  symbolizes  Commerce  bestowing  a 
palm  in  recognition  of  display  art.  The  first 
prize  medal  will  be  of  gold,  the  next  four  of 
silver  and  the  sixth  to  the  fifteenth  will  be 
of  bronze. 

1921  ''Silk  Guide"  Out 

The  1921  edition  of  the  "Silk  Guide,"  pub- 
lished at  109  East  Twenty-ninth  Street,  New 
York,  has  just  made  its  appearance.  It  is 
issued  in  desk  and  pocket  editions.  The 
"Guide"  is  a  directory  of  silk  manufacturers 
and  distributors  in  the  United  States  and 
Canada,  in  all  lines  into  which  silk  enters  as  a 
material  of  manufacture.  It  also  gives  the 
names  of  dyers  and  finishing  concerns  and  of 
dealers  in  raw  materials,  in  addition  to 
handlers  of  dyestuffs,  chemicals  and  oils. 

Maps  of  the  silk  manufacturing  States  are 
included.  There  are  a  number  of  technical 
articles  by  authorities  in  the  line,  besides  a 
great  deal  of  other  information  of  interest  to 
silk  men. 


D.  C.  Eraser  has  been  appointed  general 
manager  and  merchandise  manager  for  the 
Reid  &  Hughes  Co.,  Lawrence,  Mass.  Mr. 
Fraser  formerly  held  an  executive  position 
with  the  Timothy  Smith  Co.,  Boston,  and  prior 
thereto  was  with  R.  H.  Macy  &  Co.,  Inc.,  New 
York.  He  received  his  dry  goods  training  in 
England,  where  he  was  connected  with  promi- 
nent firms,  including  Whiteley's,  one  of  the 
largest  department  stores  in  London. 
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Greenville,  S.  C,  Will  Be  Rendezvous 
For  Sellers  and  Buyers  this  Fall 

Textile  Products  Show,  Developed  from  Successful  Southern  Tex- 
tile Expositions  and  Conducted  by  Incorporated  Organization 
Whose  Directorate  Includes  Some  of  South's  Greatest  Manufac- 
turers, Will  Attract  Visitors  from  Large  Section  of  Union  and  from 

South  and  Central  America 


RETAILERS  in  the  Atlantic  States,  the 
eastern  sections  of  the  Central  West 
and  in  the  South  and  Southwest  will 
have  an  unusual  opportunity  to  learn  all  about 
the  manufacture  of  cotton  goods  this  coming 
October.  This  opportunity  will  be  furnished 
by  an  Exposition  which  is  to  be  held  in  Green- 
ville, S.  C.,  by  the  Southern  Textile  Exposi- 
tion, Inc.  Among  the  directors  of  this  organi- 
zation are  Ellison  A.  Smyth,  president  of  the 
Pelzer  Manufacturing  Co.,  Pelzer,  S.  C,  and 
other  great  mill  concerns  in  the  South;  B.  E. 
Geer,  president  of  the  Judson  Mills,  Green- 
ville; John  W.  Arrington,  president  of  the 
Union  Bleaching  &  finishing  Co.,  Greenville ; 
Edwin  Howard,  Southern  agent  for  the  Mason 
Machine  Works,  and  Augustus  W.  Smith, 
president  and  treasurer  of  the  Brandon  Mills 
and  an  officer  of  other  large  cotton  manufac- 
turing plants  in  Greenville.  William  G.  Sir- 
rine,  a  prominent  lawyer  of  Greenville,  is  the 
Southern  Textile  Exposition's  president  and 
treasurer. 

This  Exposition  will  be  known  as  the  Tex- 
tile Products  Show.  It  will  consist  largely  of 
goods  made  in  Southern  mills,  from  cotton  and 
from  silk.  The  Show  will  open  Oct.  6,  and  will 
continue  till  the  night  of  Oct.  12,  thus  giving 
six  days  for  Exposition  purposes,  with  a  Sun- 
day in  between. 

Earlier  Expositions  in  Greenville 

The  plans  for  this  event  are  the  outcome  of 
the  shows  held  in  recent  years  by  the  South- 
ern Textile  Exposition,  Inc.  The  idea  of  hav- 
ing an  Exposition  in  Greenville  was  conceived 
in  1915  by  the  Southern  Textile  Association, 
an  organization  composed  of  superintendents 
and  overseers  of  Southern  cotton  mills.  The 
Exposition  then  held  was  such  a  success  as  to 
lead  to  the  formation  and  incorporation  of 
the  Southern  Textile  Exposition. 

Among  the  plans  developed  by  this  organi- 
zation was  the  building  of  an  appropriate 
home  for  the  Exposition.  These  plans  cul- 
minated in  the  building,  in  Greenville,  known 
as  Textile  Hall. 

The  second  Textile  Exposition  was  held  in 
this  Hall  in  1917;  another  was  held  in  1919, 
and  a  fourth  Textile  Exposition  took  place 
last  year. 

On  Far  Broader  Scale 

The  directors  of  the  corporation,  noting 
the  large  attendance  at  the  Expositions  of  peo- 
ple from  other  sections  who  were  interested 
in  the  textile  industry,  decided,  after  a  great 
deal  of  discussion  and  correspondence  with 
manufacturers  and  distributors  of  cotton 
goods  in  other  sections,  to  inaugurate  this  com- 
ing fall  what  will  be  known  as  the  Textile 
Products  Show  and  to  hold  a  similar  Show 
every  second  year. 

At  this  coming  Textile  Products  Show — 
Oct.  6  to  12,  as  said — not  only  will  the  ex- 
hibits include  the  manufacturing  there  of 
woven  fabrics  but  there  will  also  be  on  exhi- 
bition knit  goods,  including  hosiery,  under- 


wear, sweaters,  etc,  and  the  processes  involved 
in  their  production. 

Wide  Variety  of  Cotton  Products 

There  will  also  be  exhibits  of  goods  made 
from  cotton  fabrics.  One  of  the  largest  manu- 
facturers of  collars  in  this  country  has  been 
asked  to  install  a  complete  set  of  machinery, 
with  operatives,  showing  every  stage  of  collar 
manufacture.  The  manufacture  of  automobile 
tires  will  be  shown.    Hemstitching,  embroid- 


Fire  and  Brimstone 
Can't  Keep  Michaels 
Out  of  Business 

UNDAUNTED  by  the  loss  of  their  entire 
wholesale  and  retail  stock  and  buildings 
in  the  $2,000,000  fire  which  recently  swept 
through  the  business  section  of  Athens,  Ga., 
Michael  Brothers  already  have  plans  well 
under  way  for  the  rebuilding  of  their  de- 
partment store  and  opened  temporary  quar- 
ters in  the  Georgian  hotel  almost  before  the 
ashes  of  their  building  were  cold.  Expres- 
sions of  sympathy  have  been  received  from 
many  quarters  by  the  proprietors  of  the 
business. 

In  three  column  nine  inch  advertise- 
ments in  the  newspapers,  the  National  Bank 
of  Athens  published  a  letter  to  Michael 
Brothers  over  the  signature  of  John  White 
Morton,  president  of  the  bank,  assuring  them 
that  the  bank  was  "still  behind  them."  The 
letter  said  in  part,  "We  are  yours  to  com- 
mand, and  if  anyone  should  worry  because 
you  have  had  a  loss,  just  tell  them  to  attach 
their  bill  to  a  draft  on  The  National  Bank 
of  Athens,  and  their  bill  will  be  paid." 

"The  fire  started  in  an  adjoining  block 
and  in  about  39  minutes  licked  up  what  it 
took  us  39  years  to  build,"  says  M.  G.  Michael. 


ery,  ribbon  weaving  and  many  other  indus- 
tries will  be  shown.  So  that  besides  exhibits 
of  all  kinds  of  cotton  fabrics  and  other  mer- 
chandise into  which  cotton  enters  there  will 
be  machinery  in  motion  showing  how  the 
manufacturing  processes  are  carried  on. 

Another  important  branch  of  the  Show  will 
be  articles  made  from  yarn  and  cloth,  but  not 
having  the  appearance  of  either — for  example, 
writing  paper  made  from  macerated  cotton 
cloth  and  yam,  also  "imitation  ivory"  and 
other  products  on  the  pyroxylin  order. 

Magnificent  Building  Provided 

That  the  facilities  are  fully  provided  in 
Greenville  for  an  Exposition  of  the  broadest 
character  is  indicated  by  the  character  of  the 
Hall — a  magnificent  building  representing  a 
replacement  value  of  $250,000.  The  Hall  will 
be  decorated  in  a  manner  which,  it  is  believed, 
will  be  unique  and  strikingly  appropriate  to 


this,  the  first  great  Exposition  of  the  prod- 
ucts of  Southern  cotton  fields  and  factories. 
Excellent  music  of  an  unobtrusive  kind,  such 
as  an  orchestra  playing  chamber  music,  will 
be  provided. 

The  visitors,  it  is  expected,  will  consist  of 
several  classes. 

Numerous  manufacturers  will  exhibit  and 
otherwise  support  the  Exposition,  with  a  view 
to  export  as  well  as  domestic  trade,  and  these, 
of  course,  will  be  in  attendance.  For  their  be- 
hoof there  will  be  exhibits  of  all  kinds  of  con- 
tainers for  packing  for  export,  together  with 
exhibits  of  stencils  and  other  appliances  used 
in  the  shipping  of  the  products.  ■ 

Interest  in  the  Exposition  has  already  been 
aroused  among  exporters  and  among  large 
banks  doing  a  foreign  business. 

Foreign  Buyers  Invited 

A  decided  effort  is  being  made  to  attract 
importers  in  foreign  countries.  Such  mer- 
chants will  be  invited  to  visit  the  Show,  and 
for  their  transportation  from  New  York  to 
Greenville  and  their  comfort  while  in  the 
Southern  center  suitable  arrangements  will  be 
made.  It  is  expected  that  importers  in  South 
and  Central  America  especially  will  be  drawn 
to  the  Show.  Advertising  matter  will  be  sent 
to  those  countries,  pointing  out  that  this  is 
the  first  opportunity  such  merchants  have  had 
to  get  in  direct  touch,  in  one  day,  with  the 
manufacturer,  the  man  who  makes  the  pack- 
age or  container,  the  man  who  makes  the 
marking  devices,  and  the  banker  who  handles 
the  drafts,  documents  and  credit  arrange- 
ments. 

Not  only  will  the  officials  of  cotton  mills  be 
invited  to  attend  but  they  will  also  be  re- 
quested to  have  their  superintendents  and 
overseers  visit  Greenville  with  a  view  of  gain- 
ing a  broader  comprehension  of  the  craft  in 
which  they  are  engaged.  At  the  last  Southern 
Textile  Exposition  twenty-two  overseers  were 
sent  from  one  mill  to  see  what  new  machin- 
ery was  being  used  and  how  it  was  manipu- 
lated. 

Merchants  Asked  to  Attend 

To  wholesalers  and  retailers  in  the  eastern 
sections  of  the  Central  West  and  in  the  South 
and  Southwest  a  cordial  invitation  will  be  ex- 
tended. Those  interested  in  the  manufacture 
and  distribution  of  textiles  and  other  dry 
goods  will  be  especially  welcome,  but  the  men 
in  charge  of  the  Show  particularly  hope  for 
the  attendance  of  business  men  located  in  and 
around  St.  Louis,  Cleveland,  Louisville  and 
on  through  the  South  and  the  Southwest. 

It  is  also  hoped  that  many  who  are  not 
directly  interested  in  textiles  will  regard  it  as 
worth  while  to  visit  the  Exposition — which, 
besides  its  various  other  educational  features, 
will  be  unique  in  this  respect:  that  at  Green- 
ville cotton  may  be  seen  growing  and  all  the 
processes,  from  the  ginning  up  to  the  bleach- 
ing and  finishing  and  even,  to  the  making  up 
of  the  fabric  into  garments,  ace  carried  on 
within  the  limits  of  the  town. 
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Course  of  Business  Obstructed 
By  Numerous  Big  Questions 

Activity  in  Some  Directions  Is  Offset  by  Reduced  Production 
and  Lack  of  Orders  —  Progress  Waits  Words  of  Vital  Import 
from  Europe  and  from  Washington  —  Retailers  Are  Busy  on 

Pre-Easter  Selling 


CONDITIONS  in  the  business  world  show 
changes,  but  little  if  any  real  improve- 
ment.   Increased  activity  is  evident  in 
spots,  but  this  is  balanced  by  reduced  produc- 
tion in  other  directions. 

The  large  number  of  unemployed  men  has 
not  been  reduced  in  the  principal  manufactur- 
ing centers  and  there  appears  to  be  little  to 
indicate  any  change  in  this  situation. 

The  German  Attitude 

From  the  broad  standpoint  the  develop- 
ment of  the  week  that  has  the  most  important 
bearing  on  business  conditions  is  the  recal- 
citrant attitude  of  Germany  in  the  matter  of 
reparations.  With  a  willingness  on  the  part  of 
Germany  to  recognize  facts,  get  out  of  the 
bum  sports  club,  and  accept  the  inevitable  there 
would  be  a  fair  chance  of  a  return  to  stable 
conditions  in  Europe.  The  increase  in  Ger- 
many's experts,  her  growing  imports  of  raw 
materials  and  various  other  indications  of  in- 
dustrial and  commercial  activity  give  the  lie 
to  the  poor  mouth  her  representatives  are  pull- 
ing and  show  that  her  road  to  normalcy  would 
be  neither  very  long  nor  very  arduous  if  she 
would  quit  camouflage  and  accept  the  situa- 
tion. 

Meanwhile,  every  day  and  week  of  delay 
has  an  adverse  influence  on  trade  and  es- 
pecially on  the  demand  for  raw  materials. 

Steel  Trade  Marking  Time 

Steel  production  is  not  stable,  according  to 
the  monthly  review  of  the  National  City  Bank 
of  New  York.  "No  move  has  been  made  by 
the  Steel  Corporation  to  meet  the  price  cuts  of 
its  competitors,  but  its  order  book  is  being  de- 
pleted and  some  of  its  subsidiaries  are  cur- 
tailing operations,"  says  the  review. 

Reduced  Railroad  Earnings 

Railroad  operation  in  1920  resulted  in 
earnings  of  .$62,264,421  as  compared  with  over 
516  millions  in  1919,  according  to  official 
estimates  of  the  Interstate  Commerce  Com- 
mission made  public  this  week.  This  great 
falling  off  in  earnings  was  due  chiefly  to  in- 
creased labor  co.sts.  It  furnishes  food  for  re- 
flection in  view  of  the  statements  so  frequently 
made  that  the  cost  of  labor  must  be  reduced. 
Unless,  however,  some  relief  is  had  soon  as  a 
result  of  the  enactment  of  the  Winslow-Town- 
.send  bill,  or  of  other  legislation,  it  will  not  be 
difficult  to  forecast  a  further  cutting  down  of 
operating  costs  through  the  elimination  of 
more  train  service. 

It  seems  assured  that  the  purchasing  of 
new  equipment  of  all  kinds  will  be  kept  down 
to  a  minimum  thus  adversely  affecting  the 
earning  power  of  many  workers. 

No  Evidence  of  Distress 

In  other  industries  produc;tion  is  on  a  re- 
duced scale  due  to  limited  demand.  Yet  there 
is  a  minimum  of  distress  everywhere.  This  is 
pointed  to  as  indicating  that  up  to  now  the 
workingmen  of  the  country  have  not  exhausted 
their  .saving.s— or  their  credit.    The  extent  of 


their  present  resources  cannot,  however,  be  es- 
timated and  this  fact  has  a  decided  bearing  on 
the  entire  commercial  situation. 

Aw^aiting  the  Message 

Uncertainty  as  to  what  the  new  administra- 
tion at  Washington  will  do  to  rehabilitate  the 
business  of  the  country  has  undoubtedly  been 
a  factor  of  great  importance  to  the  business 
world  for  some  time  past.  The  trend  of  prices 
and  the  opening  of  mills  now  closed  down  de- 
pend alike  upon  the  policy  declared  yesterday 
(Friday)  when  President  Harding  took  office. 

Prices  of  foodstuffs  declined  slightly  in 
some  instances  during  the  week  though  this 
was  offset  by  advances  in  the  prices  of  other 
items.  Compared  with  the  quotations  of  a 
year  ago,  however,  a  sharp  reduction  in  the 
cost  of  eating  has  been  effected. 

Lack  of  Homes  Grow^ing 

The  housing  problem  is  no  nearer  a  solu- 
tion. New  York,  Chicago  and  other  centers 
share  in  the  lack  of  sufficient  accommodations. 
Building  materials  are  to  be  had  at  consider- 
ably less  cost  than  at  this  time  last  year; 
money  is  available  for  building  purposes  at 
rates  that  are  not  considered  prohibitive,  yet 
the  preparations  for  the  erection  of  new  homes 
that  have  been  made  thus  far  are  negligible  in 
extent. 

Retail  Stores  Busy 

Retail  stores  in  leading  centers  are 
thronged  with  women  in  search  of  Easter 
finery.  The  consumer  demand  for  ready-to- 
wear  apparel  is  insistent  and  widespread.  In 
all  leading  centers  the  reports  are  uniformly 
to  this  effect. 

Garments  for  street  and  sports  wear  share 
in  consumer  interest  and  the  need  for  milli- 
nery, trimmings,  accessories  such  as  gloves, 
veilings,  neckwear  hosiery  and  footwear  con- 
tribute to  help  fill  stores  and  create  activity. 

That  home  dressmaking  has  taken  on  new 
life  is  amply  attested  by  the  activity  in  silk 
dress  goods  and  notions  departments.  In 
some  other  departments,  carpets  and  rugs,  for 
example,  quiet  reigns  and  bids  fair  to  continue 
until  the  end  of  the  month,  when  a  new  season 
is  expected  to  usher  in  new  and  lower  prices, 
and  thus  create  new  interest. 

Goods  Wanted  at  Once 

One  result  of  the  current  activity  in  retail 
stores  is  the  widespread,  sustained  demand 
for  goods  needed  to  replace  those  sold.  This 
demand  is,  however,  limited  to  actual  needs, 
and  while  orders  are  plentiful,  they  in  all  cases 
specify  immediate  delivery  as  a  governing  con- 
dition. 

Speaking  of  this  state  of  trade,  a  whole- 
sale buyer  stated  his  belief  this  week  that  the 
very  nature  of  the  calls  for  his  merchandise 
would  result  in  a  shortage  of  supply  in  a  few 
weeks'  time. 

He  based  his  opinion  on  the  fact  that  few, 
if  any,  of  the  mills  he  bought  goods  from 
were  making  goods  for  stock.  None  of  them, 
he  said,  were  willing  to  produce  any  goods  un- 


less they  had  actual  signed  orders  for  them. 
They  would  undertake  to  make  up  what  was 
ordered,  starting  immediately,  and  would  ex- 
pedite the  work  as  much  as  possible,  but  the 
buyer  must  allow  sufficient  time  for  weaving, 
bleaching,  finishing,  etc.,  and  for  transporta- 
tion. In  the  lines  this  wholesale  buyer  handled 
a  period  of  about  six  weeks  would  have  to  be 
allowed.  Six  weeks  was  too  long  to  wait  for 
goods,  he  declared,  and  then  he  added  that  it 
was  also  longer  than  his  stock  would  last  if  the 
demand  continued  as  at  present.  Therefore, 
he  was  in  the  market  and  was  bidding  for 
goods  in  competition  with  buyers  for  other 
houses. 

Some  Scarcity  Probable 

This  condition  is  by  no  means  exceptional 
in  the  New  York  market  this  season.  As  a 
consequence  of  it,  some  lines  of  goods  will 
probably  become  scarce  and  some  others  may 
be  out  of  stock  for  a  time. 

Retail  buyers  should  govern  themselves  ac- 
cordingly and  see  to  it  that  needed  goods  are 
ordered  while  they  can  be  had.  There  is  a  de- 
cided shortage  of  jobs  and  specials. 

Weaknes  of  Raw  Cotton 

Continued  weakness  of  rzm  cotton,  yarns 
and  gray  goods  has  been  a  discouraging  fea- 
ture of  the  textile  markets  during  the  last 
week.  Raw  cotton  has  been  sliding  steadily 
downward  and  reached  the  basis  of  11.25  cents 
for  Middling  Upland  spot,  and  10.95  cents  on 
futures,  on  Monday  of  this  week — a  decline  of 
almost  75  per  cent  from  the  high  point  of  last 
year.  It  is  obvious  that  the  pessimistic  predic- 
tions of  10  cent  cotton  are  on  the  verge  of  be- 
ing fulfilled. 


All  Eyes  on  Europe 

The  main  reason  for  this  persistent  decline 
is,  of  course,  the  discouraging  conditions  in 
Europe.  The  European  textile  industry  is  in 
a  bad  way  and  there  seems  no  prospect  of  its 
early  revival.  Something  is  to  be  hoped  from 
the  successful  determination  of  the  German 
indemnity  question,  but  even  if  this  is  satis- 
factorily settled,  there  will  still  remain  many 
grave  financial  and  social  problems  to  be 
wrestled  with  before  Europe  is  really  on  its 
feet.  A  settlement  of  the  basis  of  the  German 
indemnity,  however,  would  furnish  a  consid- 
erable stimulus  to  the  cotton  market. 

The  gray  goods  market,  too,  is  showing  a 
continuously  declining  activity.  Sales  of  print 
cloths  at  Fall  River  last  week  did  not  amount 
to  more  than  60,000  pieces,  as  compared  with 
as  much  as  300,000  pieces  during  the  brief 
revival  of  January  last.  Prices  have  also  been 
steadily  declining  and  are  now  in  many  in- 
stances below  those  reached  during  the  worst 
of  the  dull  period  last  year.  Sales  of  38y2- 
inch  5.35  yd.  64  x  60's  were  made  in  the  New 
York  market  in  the  beginning  of  this  week  at 
71/2  cents. 

Buyers  Ask  Quick  Delivery 

Finished  cottons  continue  active  for  prompt 
delivery— particularly  wash  goods,  white  goods 
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and  domestics.  Staple  ginghams  and  branded 
bleached  cottons  are  not  easy  to  get  for  the 
wanted  deliveries.  There  is  an  increasing  call 
for  printed  voiles,  while  fancy  white  goods  are 
also  in  better  demand. 

Wool  Dress  Goods  Moving 

Wool  dress  goods  are  much  more  active  fol- 
lowing the  opening  of  the  American  Woolen 
Co.  It  is  understood  that  the  company  is  sell- 
ing only  a  four-months'  production  and  that 
some  of  its  lines  may  shortly  be  withdrawn. 
The  values  set  for  fall  are  generally  considered 
to  be  safely  low  and  buyers  are  operating  with 
distinct  confidence.  There  has  been  a  consid- 
erable revival  of  woolen  mill  activity  in  vari- 
ous parts  of  New  England.  Raw  wool  is  no- 
ticeably weaker  in  foreign  markets,  but  is  com- 
paratively steady  in  the  domestic  market. 

Silk  Week  a  Success 

Silks  are  quite  active.  National  Silk  Week 
has  been  generally  taken  up  all  over  the  coun- 
try and  has  given  a  decided  stimulus  to  de- 
mand. There  is  no  change  in  the  nature  of 
the  demand.  Prices  rule  about  the  same.  The 
raw  silk  market  is  firm  but  quiet.  The  Silk 
Syndicate  is  exercising  a  strict  control  over 
the  Yokohama  market,  and  the  loan  being  made 
to  it  by  the  Japanese  Government  indicates 
that  its  control  will  be  continued  for  some  time 
to  come.  Proposals  are  being  discussed  for  the 
establishment  of  a  raw  silk  exchange  in  New 
York  with  the  object  of  giving  manufacturers 
an  open  market  here  and  an  opportunity  of  pro- 
tecting themselves  by  hedging  on  their  future 
purchases. 

Women's  Garments 

Buyers  of  fabrics  for  women's  garments 
are  favoring  velour  and  Bolivia  cloth  for  next 
fall.  Varieties  of  chinchillas  have  been  shown 
in  leading  quarters  of  the  market  and  have 
been  brought  to  the  attention  of  the  cutting- 
up  trade,  in  view  of  the  anticipated  style  de- 


mand for  this  type  of  materials  later  in  the 
season.  Material  of  this  sort  is  confidently 
predicted  to  appear  in  sports  coats  next  fall. 

Many  varieties  of  tricotines  are  offered  for 
fall  and  will  undoubtedly  lead  in.  the  dress 
trade. 

There  has  been  little  activity  in  the  dress 
and  suit  market  of  late.  Price  continues  to 
rule  and,  therefore,  merchandise  retailing  be- 
tween $35  and  $50  has  been  most  active.  Many 
buyers  are  in  the  market  but  they  are  purchas- 
ing only  such  goods  as  are  required  to  meet 
their  immediate  needs.  With  the  general  cus- 
tom of  reducing  prices  after  Easter  in  mind, 
retailers  are  finding  it  difficult  to  buy  mer- 
chandise that  they  can  reduce.  In  fact,  the 
general  opinion  is  that  prices  now  ruling  are  as 
low  as  can  be  expected  and  therefore,  no  cuts 
can  be  made  for  after-Easter  sales. 

Blouse  manufacturers  are  opening  their 
midsummer  lines. 

Knit  Underwear 

Fair  buying  of  spring  underwear  by  re- 
tailers, and  filling  in  orders  on  hosiery,  were 
noted  this  week.  It  has  been  announced  that 
the  general  opening  of  fall  underwear  lines  to 
jobbers  will  take  place  March  14,  though  some 
lines  have  been  priced  already.  Opening  prices 
will  be  made  very  low  in  an  effort  to  attract  im- 
mediate buying. 

The  feature  of  the  hosiery  market  is  the 
announcement  that  5,000  cases  of  low  end  cot- 
ton hosiery  made  by  one  of  the  largest  manu- 
facturers in  the  country  will  be  offered  at  auc- 
tion on  Wednesday  of  next  week  in  New  York. 
The  prices  realized  are  likely  to  be  low,  for  this 
kind  of  merchandise  has  not  sold  well  for  sev- 
eral years  past.  They  will,  however,  estab- 
lish temporarily  a  market  level  which  is  now 
conspicuously  lacking. 

Linen  Situation 

The  tendency  of  the  Irish  flax  market,  ac- 
cording to  recent  advices  from  Belfast,  is  still 


higher,  due  largely  to  the  free  buying  by 
spinners  on  the  Continent.  This  was  to  be 
expected  as  it  is  an  inevitable  consequence  of 
the  establishment  of  an  open  market. 

Naturally,  enough  increased  animation  in 
the  Irish  yarn  market  followed  at  once,  and 
the  demand  for  yarns  covered  a  more  varied 
range  than  had  been  the  case  for  some  time 
past.  Differences  of  opinion  as  to  yarn  values 
occur  frequently,  but  thanks  to  a  disposition 
of  producers  to  clear  out  their  stocks  of  yarns 
a  considerable  amount  of  selling  has  been 
recorded. 

Orders  for  yarns  for  future  delivery  are 
not  being  placed  on  a  corresponding  basis, 
however.  Inasmuch  as  these  will  have  to  be 
made  of  the  new  flax,  spinners  have  found  it 
necessary  to  advance  prices — and  may  have  to 
further  increase  them. 

In  the  weaving  end  little  activity  is 
noticed.  Some  small  filling  in  orders  are  be- 
ing placed  from  time  to  time  but  that  is 
about  all  the  current  business. 

Some  sales  of  sheers  from  stock  have 
helped  to  relieve  an  otherwise  quiet  period, 
but  there  is  little  probability  of  any  real  im- 
provement in  demand  for  the  next  few  weeks, 
say,  until  American  buyers  reach  Belfast  next 
month. 

Salesmen's  Dinner 

A  splendid  "get-together"  meeting  was 
that  recently  held  by  the  large  salesforce  of 
the  firm  of  Samstag  &  Hilder  Bros. 

The  celebration  marked  the  salesmen's 
twenty-eighth  annual  dinner,  and  was  held  in 
the  banquet  room  of  the  Hotel  Astor.  Henry 
F.  Samstag,  president,  and  L.  Albert  Sam- 
stag,  vice-president,  made  speeches  in  which 
they  described  the  art  and  business  of  good 
salesmanship.  The  entertainment  was  in 
charge  of  an  able  committee,  composed  of 
Martin  Goldberg  and  O.  E.  Tischler. 


New  York  Jobbers'  Prices  on  Cotton  Goods 

These  prices  are  given  for  the  purpose  of  indicating  by  comparison  from  week  to  week  the  general  trend  of 
the  market  The  price  of  an  article,  as  every  merchant  and  buyer  knows,  varies  accordmg  to  the  quantity  pur- 
cha^d  and  in  many  cases  a  specially  low  price  is  made  by  a  seller  in  order  to  get  the  buyer  started.  If  you  happen 
tohaL7ust  bo%htsome  brand  or  line  at  a  figure  below  the  one  quoted  donH  jump  to  the  conclusion  that  the  price 
given  is  inaccurate.   It  is  as  accurate  as  can  be  stated  in  justice  to  all  parties  concerned. 
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H  ow  the  Federal  Reserve  Performs  Its 
Job  of  Providing  Elastic  Currency 

"That  Means  a  Currency  Which  Increases  When  Business  Needs  a 
Great  Deal  of  Currency  and  Decreases  When  Business  Needs  Less" 
—In  This  Article  Mr.  Morgan  Brings  Out  Clearly  How  This  Ex- 
pansion and  Contraction  Is  Managed 


THEY  speak  of  the  financial  trouble  of 
1907  as  a  "money  panic."  It  was  also 
said  a  year  ago  that  a  "money  panic" 
was  impossible  because  we  had  the  Federal 
Reserve  System.  What  is  a  "money  panic," 
and  what  has  the  Federal  Reserve  System  done 
to  lessen  the  chance  of  such  a  disaster  coming 
again  ? 

A  money  panic  is  very  much  like  any  other 
kind  of  a  panic,  when  many  people  want  the 
same  thing,  few  can  get  it,  and  all  fear  to 
face  the  consequences.  Suppose  there  was  only 
just  so  much  coal  in  town,  no  more  could  be 
had  and  cold  weather  set  in.  The  first  people 
to  hear  of  it  would  buy  more  than  they  needed, 
others  would  get  less  than  they  needed,  and 
some  would  get  none  at  all.  There  would  be 
great  .alarm,  and  many  people  would  suifer. 
That  would  be  a  coal  panic. 

Starts  Small,  But  Grows  Swiftly 

Suppose  there  was  only  just  so  much  money 
— that  is,  hand-to-hand  currency — 
and  no  more  could  be  had.  Suppose 
that  then  a  sudden  demand  for  cur- 
rency set  in,  caused  perhaps  by  a 
rumor  that  Smith  could  not  pay  Jones 
because  Smith's  bank  could  not  pay 
Smith.  Everybody  would  start  in  to 
get  all  the  currency  he  could  "so  as 
to  be  sure  of  having  it."  .Some  would 
get  more  than  they  needed,  others 
would  get  little  or  none  at  all.  That 
would  be  a  money  panic,  and  that  was 
what  happened  in  1907. 

It  was  to  forestall  such  a  condi- 
tion that  one  of  the  main  functions 
of  the  Federal  Reserve  System  was 
framed.    Among  other  things,  the 
title  of  the  Federal  Reserve  Act, 
which  Congress  passed  in  1914,  said 
that  the  Act  was  to  "furnish  an  elas- 
tic currency."    That  means  a  cur- 
rency which  increases  when  business 
needs  a, great  deal  of  currency,  and  decreases 
when  business  needs  less.   During  the  war  and 
for  a  time  after  it  business  needed  a  great  deal 
of  currency,  and  through  the  Federal  Reserve 
System  it  obtained  it.    Now  business  needs 
less,  and  the  currency  circulation  of  the  Fed- 
eral Reserve  System  is  growing  smaller.  That 
is  an  "elastic  currency." 


By  Shepard  Morgan 

Assistant  Federal  Reserve  Agent,  Federal 
Reserve  Bank  of  New  York 

in  the  amount  of  the  payroll. 

The  check  is  cashed  out  of  money  the  bank 
has  in  its  till,  and  other  checks  are  cashed,  also. 
Along  toward  afternoon  the  teller  reports  to 
the  cashier  that  currency  paid  out  has  exceeded 
currency  taken  in,  and  that  he  will  need  more 
currency  for  to-morrow's  business.  The 
cashier  replies  that  it  will  be  on  hand  when 
needed. 

Bank  Can  Draw,  Too 

The  First  National  Bank,  like  every  other 
National  bank  in  the  country  and  many  State 
banks  and  trust  companies,  is  a  member  of  the 
Federal  Reserve  System.  That  means  that  it 
has  a  deposit  at  the  Federal  Reserve  Bank,  and 
it  can  draw  against  that  deposit  just  the  same 


Put  in  Plain  Language 

ALMOST  everybody  knows  what  the  Federal  Reserve  System 
is  supposed  to  do,  but  there  are  correspondingly  few  who 
have  a  clear  idea  of  how  it  does  it.  "The  expansion  and  contrac- 
tion of  credit"  is  a  heavy  phrase  that  the  majority  are  wont  to 
pass  along  without  taking  the  trouble  of  analyzing  it  to  obtain  a 
clear  understanding. 

This  is  the  third  article  which  has  appeared  in  the  Econo- 
mist, written  by  Shepard  Morgan,  Assistant  Federal  Reserve 
Agent  of  the  Federal  Reserve  Bank  of  New  York.  Mr.  Morgan 
tells  a  story  in  such  a  way  that  he  who  runs  may  read;  a  clear 
and  lasting  visualization  of  the  operations  of  the  Federal  Reserve 
Bank  is  made  possible  by  his  treatment  of  the  subject. 

The  fourth  and  concluding  article  of  Mr.  Morgan's  series  will 
appear  in  the  Economist  of  March  1  9. 


Works  Like  Production  Schedule 

The  Federal  Reserve  banks  are  manufac- 
turers of  .credit,  and  one  of  the  forms  in  which 
that  credit  becomes  useful  to  the  people  is 
Federal  Reserve  notes.  They  manufacture 
more  at  some  times  than  at  others,  just  as  a 
manufacturer  of  woolen  goods  speeds  up  his 
plant  and  enlarges  his  output  when  orders  are 
numerous  and  large,  and  reduces  operation  and 
diminishes  his  output  when  orders  are  few  and 
small.  More  than  that,  the  P'ederal  Reserve 
notes  are  produced  automatically,  according  to 
the  demand. 

•Just  how  this  works  will  be  seen  in  fol- 
lowing the  steps  through  from  the  moment  the 
payroll  clerk  of  Robinson's  Woolen  Mill  appears 
at  the  First  National  Bank  with  a  chock  drawn 


as  Robinson's  Woolen  Mill  could  draw  against 
its  deposit  at  the  First  National  Bank.  But 
the  First  National  Bank,  by  law,  cannot,  with- 
out paying  a  penalty,  draw  down  its  deposit 
at  the  Federal  Reserve  Bank  below  the  per- 
centage fixed  in  the  law,  which  on  the  average 
for  all  member  banks  in  the  country  amounts 
to  about  10  per  cent  of  the  deposits  each  holds 
for  its  own  customers. 

How  the  Cashier  Proceeded 

So  the  chances  are  that  when  the  cashier 
of  the  First  National  Bank  learned  that  more 
currency  would  be  needed  for  the  next  day's 
business,  he  looked  up  his  account  at  the  Fed- 
eral Reserve  Bank,  and  upon  finding  that  it 
was  close  to  the  minimum  required  by  law,  de- 
cided to  borrow.  He  sent  a  letter  off  to  the 
Federal  Reserve  Bank  containing  some  com- 
mercial paper  and  Liberty  bonds,  and  at  the 
same  time  telegraphed  for  a  shipment  of  Fed- 
eral Reserve  notes.  The  next  morning  he  re- 
ceived the  currency,  and  the  Federal  Reserve 
Bank  received  the  commercial  paper  and  Lib- 
erty bonds,  which  served  as  security  for  a  loan 
to  the  First  National  Bank,  and  was  placed 


immediately  as.  collateral  to  Federal  Reserve 
notes. 

When  Discount  Rates  Go  Up 

But  the  Federal  Reserve  Bank  could  not 
go  on  sending  out  its  currency  forever.  It  has 
to  keep  a  reserve  of  gold  amounting  at  least 
to  40  per  cent  of  its  Federal  Reserve  notes  in 
circulation,  and  if  the  amount  in  circulation 
increases  too  rapidly,  and  if  its  reserve  per- 
centages decline  too  far,  it  advances  its  dis- 
count rate.  That  is,  it  raises  the  rate  at  which 
loans  are  granted,  and  since  loans  cost  more, 
the  banks  are  inclined  to  borrow  less. 

So  much  for  the  way  demands  for  currency 
are  met  by  increasing  the  output  of  Federal 
Reserve  notes.   A  commercial  need  has  caused 
a  bank  to  borrow  from  the  Federal  Reserve 
Bank,  and  the  need  has  been  met  by  the  issue  - 
of  Federal  Reserve  notes.    Similarly,  a  com- 
mercial reason  accounts  for  the  reduction  in 
the  amount  of  Federal  Reserve  notes,  as  will 
be  seen  in  what  happened  to  the 
money  paid  out  to  the  employees  at 
Robinson's  Woolen  Mill. 

Where  the  Bank  Came  Back 

Some  of  them  spent  their  money 
for  rent  or  clothing;  others  saved 
part  of  it,  putting  it  in  a  bank ;  a  few 
hid  it  away.  In  all  cases,  sooner  or 
later  the  money  got  back  to  the 
banks,  except  that  which  was  hidden ; 
and  some  of  it,  together  with  other 
currency  that  came  from  other  pay- 
rolls and  from  stores,  amusement 
houses  and  a  hundred  sources,  got  to 
the  First  National  Bank.  Perhaps 
the  demands  on  the  First  National 
Bank  for  currency  began  to  diminish, 
and  it  found  that  it  was  accumulating 
more  than  it  was  called  on  to  pay  out. 

That  money  was  no  good  to  the 
First  National  Bank  unless  it  could 
use  it,  because  under  the  law  it  could  not  be 
counted  as  reserve.  At  the  same  time,  the 
First  National  Bank's  loan  at  the  Federal  Re- 
serve Bank  was  running,  and  interest  was  be- 
ing lost.  So  the  First  National  Bank  shipped 
its  excess  currency,  mostly  Federal  Reserve 
notes,  to  the  Federal  Reserve  Bank  and  paid  off 
its  loan.  The  Federal  Reserve  Bank  put  the 
notes  away  and  ultimately  retired  them  alto- 
gether. 

These  instances,  multiplied  a  thousandfold, 
explain  the  way  Federal  Reserve  notes  in  cir- 
culation increase  and  diminish,  and  tend  to 
fulfill  that  purpose  of  the  Federal  Reserve  Act 
which  has  to  do  with  "furnishing  an  elastic 
currency." 


F.  Woolcott  has  opened  a  ready-to-wear 
store  in  Warren,  Pa.,  after  spending  some 
years  as  a  successful  department  manager  in 
stores  in  that  city.  He  was  with  the  C.  H. 
Smith  Co.  for  three  years  and  for  the  last  two 
years  has  been  associated  with  the  Leonard- 
son  store.  His  new  shop  will  handle  suits, 
coats,  dresses,  waists,  furs  and  kindred  lines, 
and  Mr.  Woolcott  is  now  in  the  market  buying. 
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Credit  Men  to  Fight  Bad  Check 
Operators  With  NationalfFund 

Association  to  Prosecute  When  Victimized  Merchants  Are  Unable  to 
Proceed  Themselves,  Secretary  Woodlock  Announces  —  Gray  Tells 
How  Cleveland  Merchants  Are  Proceeding  to  Obtain  Legislation  to 
Discourage  Shoplifting  —  Ohio  Conference  at  Columbus  Draws  Big 

Attendance 


LAST  week  was  a  big  week  for  the  Retail 
Credit  Men  of  Ohio,  for  they  took  part  in 
six  meetings  of  the  first  annual  confer- 
ence of  the  Ohio  group  members  of  the  Retail 
Credit  Men's  National  Association.  This  is 
the  first  conference  of  this  kind  ever  held  east 
of  the  Mississippi.  Last  year  such  a  confer- 
ence was  held  in  California  and  last  month 
there  was  one  held  in  Spokane.  Kansas  City 
will  be  the  meeting  place  for  a  State  confer- 
ence in  May,  but  Ohio  has  the  distinction  of 
being  the  first  State  east  of  the  Mississippi  to 
try  it  out. 

The  large  attendance  at  all  of  the  Ohio 
meetings  proved  that  the  try-out  was  success- 
ful and  already  plans  are  on  foot  for  the  next 
conference  which  will  be  held  in  Cleveland.  It 
is  the  aim  of  the  national  organization  to  have 
such  State  conferences  every  year  in  every 
State.  The  Ohio  meetings  were  held  in  Cin- 
cinnati, Chillicothe,  Marion,  Toledo,  Canton, 
Akron,  and  the  main  meeting  in  Columbus. 

Practical  Subjects  Discussed 

The  Columbus  meeting  was  held  at  the  Ho- 
tel Chittenden.  At  the  morning  session  an  ad- 
dress of  welcome  was  given  by  Harry  C.  Bard, 
president  of  the  Columbus  Retail  Credit  Men's 
Association.  Following  this  there  were  papers 
on  subjects  of  special  interest  to  credit  men. 
L.  D.  Whittaker  of  the  Union  Clothing  Co., 
Columbus,  spoke  on  "Collections  by  Phone;"  H. 
K.  Galbraith  of  Chillicothe,  on  "Reporting  and 
Collections  in  a  Town  of  15,000;"  E.  J.  Hur- 
comb  of  the  O'Neil  Co.,  Akron,  on  "Psychology 
of  Collections"  and  then  R.  K.  Chapman,  secre- 
tary of  the  Cincinnati  Retail  Credit  Men's  As- 
sociation, brought  the. formal  part  of  the  pro- 
gram to  a  close  with  a  paper  on  "Twenty-five 
Years  of  Credit  Reporting." 

Following  the  papers  David  J.  Woodlock  of 
St.  Louis,  secretary  of  the  Retail  Credit  Men's 
National  Association,  conducted  a  quiz  on  all 
of  the  subjects  discussed.  This  quiz,  or  open 
forum,  was  one  of  the  most  popular  features  of 
the  program. 

After  the  morning  meeting  in  Columbus 
there  were  group  luncheons  and  in  the  after- 
noon G.  C.  Driser,  credit  man  of  the  May  Co., 
of  Cleveland,  gave  an  address  on  "Opening  an 
Account."  This  session  was  closed  with  an  ad- 
dress by  Mr.  Woodlock  on  "The  National  Asso- 
ciation." 

"Must  Educate  Public" 

"Education  is  the  only  way  to  make  people 
good  pay,"  said  Mr.  Woodlock.  "We  must  edu- 
cate the  public  to  pay  every  thirty  days,  for 
that  is  what  we  mean  by  'good  pay'  and  it  can 
be  done  just  as  education  was  used  to  solve  the 
'return  goods'  problem.  Co-operation  is  the 
keynote  of  success  in  collections  just  as  it  is 
the  keynote  to  every  other  kind  of  success  in 
this  century.  Under  the  old  sy^em  if  there 
was  a  bad  account  in  a  town  it  was  on  every 
merchant's  book.  With  co-operation  a  'bad 
account'  could  not  'put  it  over'  on  more  than 
one  merchant  in  a  town." 

Mr.  Woodlock  believes  in  and  urges  a  lib- 
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eral  policy  of  extending  credit  but  he  always 
adds  the  warning  to  "watch  it." 

"Credit  is  here  to  stay,"  he  stated.  "Years 
ago  a  merchant  would  not  think  of  allowing 
credit  to  a  small  salaried  clerk  or  a  young 
woman  stenographer.  To-day  they  not  only  al- 
low it,  but  encourage  it,  and  some  of  the  young 
unmarried  women  are  among  those  accounts 
of  Al  rating.  With  credit  accounts  increasing 
every  day  the  credit  man  is  becoming  more  and 
more  important.  He  can  be  a  business  builder 
for  his  firm  and  he  must  remember  that  the 
grouch  or  the  crab  in  the  credit  office  can  do 
as  much  to  drive  away  business  as  the  grouch 
or  the  crab  behind  the  counter.  Above  all  the 
credit  man  must  be  a  diplomat." 

New  Tools  to  Fight  Fraud 

To  cope  with  the  bad  check  epidemic,  which 
is  quite  appalling  in  the  West,  Mr.  Woodlock 
said  that,  in  addition  to  the  Credit  World  pub- 
lishing suspects  and  warning  merchants  of  bad 
check  men,  a  national  prosecution  fund  was  to 
be  set  aside  for  the  sole  purpose  of  prosecut- 
ing criminal  forgers  when  the  merchants  them- 
selves are  unable  to  do  so. 

Speaking  of  present  trade  conditions  Mr. 
Woodlock  said:  "Out  in  Missouri  where  I  come 
from  things  looked  pretty  bad  a  few  months 
ago  when  the  mining  business  was  shot  to 
pieces,  but  prospects  are  bright  right  now.  I 
have  noticed  the  same  thing  here  in  Ohio  in  my 
travels  through  the  State.  Although  I  had 
heard  reports  about  bad  business  before  I  came 
here  I  have  yet  to  find  anything  but  the  most 
favorable  reports  from  the  credit  and  collection 
end  of  the  retail  trade. 


Cotton,  Wool 
and    Silk  Prices 
on    Feb.    I  in 
Each    of  Seven 
Years. 
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A  Dry  Goods  Economist  graph  based  on 
figures  furnished  by  the  Bankers  Economic 
Service.  The  lOO  or  par  -mth  which  the 
figures  are  compared  is  the  average  price  on 
Feb.  I  for  each  of  five  years  prior  to  the  war 


At  the  conclusion  of  Mr.  Woodlock's  ad- 
dress officers  of  the  Ohio  State  Conference  for 
1921  were  elected.  E.  J.  Hurcomb  of  the 
O'Neil  Co.,  Akron,  and  "daddy"  and  past  presi- 
dent of  the  Akron  Retail  Credit  Men's  Associa- 
tion, was  elected  president.  William  H.  Gray, 
secretary  of  the  Retail  Merchants'  Board  of  the 
Cleveland  Chamber  of  Commerce,  and  secre- 
tary of  the  Cleveland  Retail  Credit  Men's  Co., 
was  made  secretary  and  treasurer  of  the  Ohio 
State  conference  for  the  coming  year. 

The  week's  sessions  were  brought  to  a  close 
at  a  dinner  meeting  held  at  the  Howe  Hotel  in 
Akron  on  Friday. 

At  this  meeting  Mr.  Gray,  the  newly  elected 
secretary  of  the  Ohio  group  conference,  was 
called  upon  to  speak.  He  told  his  audience 
what  Cleveland  was  doing  through  its  Cham- 
ber of  Commerce  to  stamp  out  shoplifting. 

"Senate  Bill  120,  making  shoplifting  a  fel- 
ony, was  introduced  in  the  Ohio  Legislature 
through  the  influence  of  the  Cleveland  Cham- 
ber of  Commerce,"  said  Mr.  Gray,  "and  Cleve- 
land is  backing  the  bill  to  the  limit.  The  Retail 
Merchants'  Board  of  the  Chamber  pledged  at  a 
recent  meeting  to  give  100  per  cent  co-opera- 
tion with  the  police  department  and  courts  in 
stamping  out  shoplifting  in  Cleveland  stores 
and  decided  to  discard  the  policy  of  leniency 
toward  such  offenders  which  has  been  gen- 
erally followed  in  the  past. 

Secret  Committee  Handles  Cases 

"The  board  also  authorized  a  secret  com- 
mittee of  three  of  its  .members  to  handle  all 
such  cases.  They  agreed  to  report  every  case 
to  the  secretary  and  to  leave  the  handling  of  it 
entirely  to  the  committee  whose  personnel  will 
be  unknown  to  them.  The  committee  in  turn 
will  co-operate  with  the  police. 

"Another  thing  which  the  Retail  Credit 
Men  of  Cleveland  hope  to  remedy  is  the  abuse 
of  accounts  in  the  case  of  contemplated  di- 
vorces. In  the  past  it  has  been  the  habit  of 
many  lawyers  to  advise  wives  seeking  divorce 
to  'go  the  limit'  in  using  their  husband's 
charge  accounts.  We  are  going  to  make  this 
our  next  objective  after  the  shoplifters." 

Warning  Against  Long 
Accounts  Saves  Money 

A  little  reminder  to  the  patrons,  advising 
that  they  should  watch  their  purchases  very 
closely,  especially  when  they  buy  on  credit,  is 
sometimes  the  means  of  saving  many  a  dollar 
for  the  retailer.  One  merchant  sends  a  card 
out  to  those  of  his  patrons  who  charge  their 
purchases.  The  following  is  one  of  the  re- 
minders : — 

"May  we  respectively  state  that  we  do  not 
make  a  practice  of  carrying  long  accounts  on 
our  books.  We  are  willing  to  extend  credit 
where  credit  is  due,  but  request  that  any  ac- 
count you  have  with  us  be  settled  in  full 
within  30  days  or  within  60  days,  as  we  do 
not  want  to  carry  long  running  accounts  on 
our  books." 
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"1  like  your  'pepper  pot'  page,"  says  the 
consulting  accountant  of  an  eastern  store. 
"We  sell  a  million  dollars  a  month  and  have 
on  our  charge  ledgers  some  of  the  richest 
families  on  the  Atlantic  coast,"  he  adds. 
"You  mention  a  buyer  that  started  as  a  wagon 
driver.  Well,  vv^e  can  match  that:  our  credit 
manager  started  with  us  as  a  messenger  in 
our  delivery  department  and  to-day,  though 
he's  a  top  notcher,  he's  proud  of  his  'humble' 
origin." 

*    *  * 

The  telegraph  sported  another  perfectly 
good  Enoch  Arden  story  when  Fred  Williams 
of  Lafayette,  Ga.,  sent  word  to  his  wife  he'd 
be  home  soon.  His  body  had  already  been 
buried,  his  insurance  paid  and  his  wife  re- 
married to  a  former  rival.  Here's  a  prece- 
dent setting  chance  for  the  law. 


George  R.  Holsinger,  of  the  G.  M.  McKelvey 
Co.,  Youngstown,  Ohio,  morninged  with  us  re- 
cently and  gave  us  some  mighty  good  information 
about  an  entertainment  department  in  his  store 
which  Mr.  Ditchett  has  written  up  on  another 
page.    Read  it. 


Recently  an  American  shoemaker  accepted 
several  thousand  pounds  of  mushrooms  in 
payment  of  a  bill.  We're  fond  of  the  vegeta- 
ble—or is  it  an  animal?— but  we'd  hesitate 
to  accept  it  as  payment  for  fear  our  goods 
hadn't  given  satisfaction  and  the  debtor 
would  insert  a  few  toadstools  as  a  discount. 

*  *  * 

One  of  the  "advantages"  of  having  a  grocery 
and  delicatessen  department  is  that  when  a  cus- 
tomer comes  in  for  herring-bone  tick  and  asks 
"clerks"  v;here  it  is  to  be  obtained,  he  is  not  held 
up  for  a  lengthy  investigation.  "Grocery  depart- 
ment, rear  of  basement,"  is  the  "easy"  answer  

unless  experience  has  demonstrated  to  the  store 
the  need  for  properly  posting  their  force. 

*  »  * 

Magazine-story  writers,  particularly  those 
who  contribute  to  "weeklies,"  take  delight  in 
telling  the  department  store  owner  how  much 
more  efficiently  his  store  would  be  managed 
if  he  took  their  advice.  Might  it  not  be  a 
good  idea  for  some  of  these  "experts"  to  use 
their  pencils  on  our  national  legislators? 
Why  not  convince  them  how  much  could  be 
saved  if  instead  of  spending  the  nation's 
money  on  the  "drunken  sailor"  plan  they 
would  follow  the  "budget"  .system  of  con- 
trolling appropriatifms  and  expenditures 
which  the  well-managed  department  store 
employ.s  ? 

*  *  * 

//  huHiuHHH  iff  dull  in  your  commv^ 
nity  v)hy  not  plan  Home  sort  of  co- 
operative Hale?  All  you  retailers  rjet 
together  and  vjhoop  'er  up  for  a  day 
or  a  iveek  vnth  a  well-planned  line  of 
attack. 


J.  B.  Howe  of  Carrollton,  Ky.,  wants  to 
know  what  the  rest  of  you  are  doing  about 
the  labor  situation.  Are  you  reducing  wages, 
cutting  down  help  or  what?  Write  and  tell 
us. 

*    *  * 

A  picture  on  your  show  cards  makes  them 
much  more  attractive.  Stickers  may  be  had 
at  small  cost  for  the  purpose. 


vf        *  * 


'  MEW 


As  soon  as  C.  G.  Phillips,  our  president, 
left  for  Florida,  the  weather  man  forwarded 
to  N.  Y.  12%  inches  of  snow,  and  improved 
the  weather  in  the  South.  We  hope  Mr. 
Phillips  ivill  come  home  soon  so's  we  can 
liave  some  more  spring  weather. 


About  the  only  thing  New  Yorkers  have 
to  blame  for  "red  noses"  is  the  Subway  Sun, 
which  shines  night  and  day. 

*  *  * 

Helen  L.  Schermerhorn  writes  thus- 

ly: 

"I  wish  to  tell  you  how  much  I  have 
enjoyed  the  articles  on  Imitation 
Leather  and  other  non-textile  merchan- 
dise that  have  been  appearing  in  the 
Dry  Goods  Economist  this  fall  and  win- 
ter." Soon  we'll  have  to  eliminate  ad- 
vertising from  the  Economist  and  pub- 
lish it  as  a  TEXT  BOOK  only. 

*  *  * 

We  are  writing  Congress  to-day  to  please 
pass  a  bill  AT  ONCE  compelling  men  to  have 
their  stenogs  type  their  (writers')  names 
under  letter  signatures.  We've  lost  a  lot  of 
friends  through  wrong  guesses. 

*  * 

C.  W.  Zollinger  of  Canton,  Ohio,  says:  "Pub- 
lic opinion  should  be  shaped  by  the  merchants  of 
this  country,  for  themselves  and  by  themselves, 
through  every  possible  medium  of  thought  and 
action.  The  public  is  interested  in  prices  and  true 
values  and  there  have  been  such  radical  changes  in 
the  dry  goods  business  that  a  change  of  attitude 
of  public  mind  towards  the  retailer  can  easily  be 
accomplished  if  the  merchants  of  any  given  com- 
munity vjill  set  to  it  to  do  the  work  in  a  thor- 
oughly convincing  and  intelligent  manner." 

■X-      *  * 

Ninety-nine  times  out  of  a  hundred  it  is 
YOUR  fault  when  an  employee  is  "fired." 
You  haven't  taken  the  time  and  trouble  to 
teach  him  or  her  HOW  to  do  the  job. 

*  *  * 

The  ideas  entertained  by  the  average 
newspaper  man  as  to  how  to  figure  profits  ( ?) 
are  ably  illustrated  by  an  item  in  the  New 
York  Tim,es  stating  that  friends  of  the  now 
former  Secretary  of  the  Navy  had  purchased 
for  $141  the  chair  he  had  occupied  at  Cab- 
inet meetings.  The  Times  writer  declares, 
"The  Government  profited  more  than  100  per 
cent  on  the  deal,  since  the  chair  cost  origi- 


nally only  $65  and  the  $141  represents  re- 
placement cost  to-day."  If  the  Government 
has  to  pay  $141  to  replace  the  chair  sold, 
pray,  Mr.  Times  Writer,  where  is  the  profit? 

*  *  -x- 

The  Green  Book  for  March  asks,  "Shall 
%vomen  be  'pried  loose'  from  their  jobs?" 
"Well,  not  until  more  houses  have  been  built 
and  rents  have  been  'pried  down',"  say  we. 

•X-     *  * 

The  elevator  boy  wants  to  know  if  Job 
Analysis  isn't  a  step  backward  to  the  time 
when  a  man  DID  only  what  he  was  SUP- 
POSED to  do. 

*  *  * 

Read  "McTeague,"  by  Frank  Norris,  if 
you're  mourning  over  the  fact  that  you 
haven't  gotten  as  many  dollars  as  you'd  like 
to  have. 

*  *  * 

The  stenographer  suggests  that  business  men 
read  "the  sermon  on  the  Mount"  and  then  go  to 
work.  Fine!  But  why  not  read  it  during  the 
lunch  period? 

*  *  * 

"Should  war  debts  be  cancelled?"  If 
you're  talking  of  the  writer's,  YES!  If  of 
the  other  fellow's,  NO!! 


Guy  Hubbart  is  now  editor  of  a  new 
Economist  Group  paper,  "Advertising 
Ideas,"  and  he's  as  proud  of  it  as  he  is 
of  his  little  three-year-old  son,  or  al- 
most so. 


THftTLU  6E  A 
,  GREAT 
PACEMAKER. 
Foa  6EQAL0/ME 


The  Elite  Department  Store  will  soon 
open  its  doors  in  AUentown,  Pa.,  with  every- 
thing newlyweds  will  need  for  the  first  home 
furnishing.  They're  also  going  to  carry  talk- 
ing machines. 

*  *  * 

We've  been  informed  that  the  director  of 
the  mint  MUST  purchase  208,000,000  ounces 
at  $1  per  ounce,  no  difference  what  the  mar- 
ket value.  Just  now  it's  about  half  that 
amount  Us  business  men  just  GOTTA  take 
a  hand  in  the  running  of  the  Government! 

*  *  * 

New  York  paper  says  "Penny  Lunches"  are 
coming  back,  but  darn  it,  restaurant  keepers  don't 
know  it.    They  still  charge  us  10c.  for  coffee. 

*  *  * 

If  the  budget  system  for  the  country  will  only 
save  as  many  dollars  as  the  minutes  Congress  is 
wasting  in  passing  it,  we'll  have  no  income  tax 
to  pay  next  year. 

*  *  * 

If  the  employees  of  the  A.  Polsky  Co., 
Akron,  Ohio,  live  up  to  the  platform  recently 
adopted  by  the  firm  for  1921,  the  coming  year 
will  have  marked  real  progress  in  retailing. 
Here  it  is — , 

There  shall  be  no  misstatements : 
There  shall  be  no  exaggerations: 
There  shall  be  no  broken  promises: 
There  shall  be  no  lack  of  courtesy: 
There  shall  be  no  disappointments. 
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Electric  Goods  Sell  Readily  When  Pushed 


How  a  Texas  Store  Featured  This  Line  with  Profit  and  Built  Up  a 
Remarkable  Business  in  Household  Appliances 


ELECTRICITY  has  become  an  important 
factor  both  in  good  government  and  in 
merchandising.  Now  that  women  have 
added  to  their  other  outside  activities  an 
interest  in  good  government,  backed  by  the 
voting  power  to  see  that  they  get  it,  it  is 
highly  important  that  they  be  given,  some- 
how, time  to  learn  their  new  job.  Electric 
household  appliances  are  conservers  of  time 
and  effort.  Vacuum  cleaners,  stoves,  wash- 
ing machines,  irons  and  a  dozen  other  things 
run  by  electricity  do  housework  so  quickly 
and  easily  that  most  of  the- old  drudgery  has 
been  removed  from  the  modernly  equipped 
home. 

Operation  Not  Too  Costly 

In  many  Western  cities  and  some  places 
in  the  East  electric  current  is  to  be  had  so 
cheaply  that  the  electric  range  can  be  oper- 
ated more  economically  than  coal  or  gas 
stoves.  The  advantage  in  cleanliness  and 
ease  of  operation  are  certainly  with  the  elec- 
tric range.  As  with  cooking,  so  with  clean- 
ing and  laundering.    The  vacuum  cleaner  is 


no  longer  a  luxury  and  the  electrically  driven 
washing  machine  more  than  pays  for  itself 
in  the  saving  of  clothes,  the  modern  laundry 
being  considered  a  greater  destroyer  of 
clothes  than  the  person  who  wears  them. 
The  saving  in  laundry  bills,  lost  articles  and 
petty  annoyances  of  sending  clothes  to  some 
general  cleaning  place,  runs  up  the  scale 
so  far  in  favor  of  the  electric  washer  that 
there  is  no  comparison. 

To-day  every  woman  has  her  electric  iron. 
Most  women  who  have  homes  and  small 
families  have  their  electric  percolators  and 
toasters;  and  down  through  the  line  of  appli- 
ances there  is  a  ready  demand  from  all 
homes.  Why  should  the  department  store 
not  capitalize  this  demand  for  electrical 
goods? 

Made  Small  Start 

In  the  store  of  W.  C.  Stripling,  Fort 
Worth,  Tex.,  an  electric  appliance  depart- 
ment was  installed  about  a  year  ago.  At 
first  only  a  few  washing  machines  were  car- 
ried and  set  aside  in  the  corner  of  the  store 


where  display  was  bad,  light  poor,  and  gen- 
eral selling  conditions  below  par.  A  little 
advertising  and  the  putting  of  a  man  or  two 
in  the  field,  however,  brought  orders  and 
more  orders,  and  then  orders  and  orders, 
until  the  firm  was  buying  washing  machines 
by  the  carload.  When  L.  B.  Hinkle,  who 
had  been  in  charge  of  the  department  from 
the  first,  saw  what  a  success  it  was  making, 
he  decided  to  further  extend  his  operations 
and  from  the  small,  isolated  washing  ma- 
chine section  developed  a  department  that 
to-day  occupies  the  most  prominent  space  on 
the  first  floor  of  the  Stripling  store,  taking 
up  an  aisle  the  entire  length  of  the  store. 
Opening  off  from  this  aisle  are  six  or  seven 
booths  for  demonstration.  Everything  elec- 
trical is  carried,  even  to  lamps,  light  bulbs, 
fuses  and  so  forth. 

"The  idea  of  this  department  is  to  serve 
the  woman  in  the  home  with  whatever  elec- 
trical appliances  she  can  use,"  says  Mr. 
Hinkle.  "Electrical  appliances  in  the  home 
are  a  great  saver  of  labor  and  time.  They 
make  for  happy,  contented  homes  in  that  they 


Electrical  aoods  fiaure  prominently  in  the  homefurnishings  department  of  the  Kaufman  _ 
Electrical  gooas  jignre  protf         y  basement  illustrated  in  the  two  viezvs  on  this  page. 


Straus  Co.,  Louisville,  Ky.    They  are  carried  in  the  spacious 
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remove  all  the  petty  drudgery  of  housework 
which  has  always  made  woman's  life— and 
especially  woman's  life  in  a  frontier  coun- 
try, where  servants  are  hard  to  get  and  in- 
efficient when  you  get  them — most  disgree- 
able. 

"The  electrical  appliances  of  to-day  are 
ornamental,  serviceable  and  of  great  value. 
Any  store  that  places  a  complete  line  of  ap- 
pliances on  its  floors  cannot  help  but  sell 
great  quantities,  and  you  would  be  surprised 
to  find  the  classes  to  which  you  will  cater  in 
your  electrical  department.  Women  who  re- 
side in  small  homes  in  the  poor  districts  of 
the  city  require  and  appreciate  this  class 
of  goods  as  do  their  wealthier  sisters  in  the 
better  part  of  the  town. 

Employ  Field  Men 

"In  developing  this  class  of  business, 
however,  it  is  quite  necessary  to  do  consid- 
erable outside  solicitation.  To  do  this  we 
have  from  four  to  ten  men  on  the  outside  all 
the  time.  These  men  work  on  a  strictly  com- 
mission basis.  They  sell  anything  carried 
in  the  store,  but  specialize  on  washing  ma- 
chines and  one  or  two  other  articles  on  which 
there  is  a  larger  commission.  We  advertise 
extensively  and  in  this  way  secure  a  large 
number  of  leads  daily.   These  leads  are  dis- 


tributed equally  and  fairly  to  the  field  men. 

"Through  the  development  of  our  sales- 
force  on  the  floor  and  in  the  field  and  the 
development  of  a  good  class  of  demonstra- 
tors, who  can  handle  the  merchandise  when 
delivered  to  the  home,  we  have  been  able  to 
sell  as  high  as  21  washing  machines  in  one 
day.  In  nine  months  time  we  have  sold  some 
500  electric  sweepers,  450  washing  machines, 
15  or  20  mangles  and  a  large  number  of  elec- 
tric sewing  machines,  and  all  this  in  addi- 
tion to  the  small  wares,  which  have  more 
than  paid  for  the  upkeep  of  the  department. 

"Our  salesmen  on  the  outside  make  an 
average  of  from  $50  to  $100  a  week  for  them- 
selves and  bring  into  the  department  a  large 
sales  volume  and  a  good  profit. 

Repair  Service  Necessary 

"The  development  of  this  department  has 
required  that  we  have  on  hand  at  all  times 
men  who  can  repair  and  adjust  all  articles 
we  have  sold,  and  to  do  this  we  employ  reg- 
ularly two  men  who  have  cars  and  travel 
from  one  part  of  the  city  to  another.  In 
addition  to  repairing  broken  or  misused  ar- 
ticles they  deliver  and  set  up  all  merchandise 
sold. 

"For  a  stated  period  of  time  after  the 
sale,  we  guarantee  all  merchandise  against 


defects  and  failure  to  work  properly.  After 
that  period  is  over  we  charge  the  owner  of 
the  merchandise  for  every  call  of  the  repair 
man,  the  charge  being  enough  to  pay  his  sal- 
ary, upkeep  of  the  car  and  overhead,  and 
provide  us  with  a  small  profit. 

"The  charge  for  current  in  Fort  Worth  is 
quite  high,  but  in  the  sale  of  the  electric 
range  we  are  able  to  compete  with  the  gas 
and  coal  stove.  In  some  cities  near  hydro- 
electric power,  where  the  rate  is  much  lower 
than  it  is  here,  the  electric  range  ought  to  be 
a  great  money  saver  over  every  other  form 
of  heating  and  cooking  device. 

Fans  Help  Even  Heating 

"Fort  Worth  is  quite  hot  during  some 
months  of  the  year  and  we  have  developed  a 
large  electric  fan  business  during  these  sea- 
sons. Last  winter  we  also  developed  a  con- 
siderable electric  fan  business  by  demonstrat- 
ing to  the  house  owner  that  by  placing  an 
electric  fan  near  a  stove  or  a  heater  the  hot 
air  would  be  more  evenly  distributed  to  all 
sections  of  the  room  and  the  room  kept  at  a 
more  even  temperature.  This  -  was  easily 
demonstrated  by  placing  a  fan  near  the  heat- 
ing apparatus  and  showing  how  the  hot  air  was 
thrown  a  considerable  distance  by  it." 


McNeir  Asks  Increased  Duty  on  Rugs 

Presents  Views  of  Carpet  Manufacturers  on  Foreign  Made  Floor- 
coverings  and  American  Industry  . 


"We  do  not  claim  that  the  1920  prices  are 
normal  for  any  purpose  whatever,  any  more 
than  that  wages  of  1920  and  1921  are  normal. 
Before  the  war  we  were  paying  a  weaver  of 
Wilton  and  Brussels  carpet  $18  a  week.  We 
have  been  paying  $62  a  week  recently ;  but  we 
do  not  expect  to  keep  that  up.  We  have  had 
to  put  that  on  the  prices  of  the  goods  and  the 
prices  of  the  goods  have  suffered. 

"But  let  me  say  that  since  last  November 
they  have  come  down;  they  have  not  only 
come  down  in  the  regular  course  of  business, 
but  auctions  carried  on  by  one  manufacturer 
have  brought  them  down.  And  let  me  say 
further  for  the  benefit  of  this  committee 
and  the  public  generally,  they  are  going  down 
still  further.  The  trade  was  expecting  a 
further  material  reduction  on  carpets  and 
rugs  the  first  of  April,  and  they  are  not  go- 
ing to  he  disappointed."  One  of  the  interest- 
ing statements  made  Jan.  21,  1921,  by  George 
McNeir  of  W.  &  J.  Sloane  at  the  tariff  hear- 
ing before  the  Committee  on  Ways  and 
Means,  Washington. 

Mr.  McNeir,  who  appeared  as  representa- 
tive of  the  Mohawk  Carpet  Mills,  Inc.,  told 
the  committee  many  facts  regarding  the  car- 
pet and  rug  industry.  He  began  his  state- 
ment by  showing  that  the  total  capital  in- 
vested in  carpet  manufacture  is  $120,000,000; 
that  more  than  40,000  operatives,  most  of 
them  skilled,  were  employed,  and  that  the 
annual  production  of  carpets  and  rugs  in  the 
United  States  is  approximately  $110,000,000. 

Then  he  opened  a  plea  that  carpet  wools 
bo  placed  on  the  free  list  on  the  ground  that 
this  class  of  wool  is  not  raised  in  this  country 
and  therefore  no  protective  tariff  is  necessary 
on  it.  "But,"  he  continued,  "if  because  of  the 
extraordinary  necessities  of  the  Government 
it  is  deemed  necessary  to  impose  any  kind  of 
a  duty  on  carpet  wools,  they  should  bear  only 
a  revenue  duty,  which  in  no  event  should  ex- 
ceed an  ad  valorem  rate  of  20  per  cent.  If 
carpet  wools  are  placed  on  the  free  list  where 
they  properly  belong,  the  compensatory  or 


specific  duties  on  carpets  and  rugs  could  be 
proportionately  reduced,  leaving  the  ad 
valorem  duties  to  cover  the  difference  in  cost 
of  production  here  and  abroad." 

Speaking  of  the  supply  of  carpet  wools, 
Mr.  McNeir  said  that  they  are  annually 
growing  scarcer.  The  present  supply  he  put 
at  3,000,000  lb.  from  South  America,  8,000,- 
000  lb.  of  black-faced  sheep  wool  from  Scot- 
land, a  small  quantity  ixom  Iceland,  the  com- 
mon wiry  wools  from  Northern  China,  Africa, 
Persia  and  the  Balkan  States.  Nothing  from 
India  or  Australia.  This  supply,  he  told,  the 
committee,  was  certain  to  diminish  in  a  com- 
paratively few  years  and  then  it  will  become 
necessary  to  find  some  substitute  in  order  to 
produce  carpets  and  rugs. 

"The  existing  paragraphs  (292-303)  re- 
ferring to  carpets  and  rugs  have  been  prolific 
of  a  great  many  protests  and  a  great  deal  of 
litigation  before  the  Court  of  Customs  Ap- 
peals," said  Mr.  McNeir,  "These  paragraphs 
are  full  of  ambiguities,  contradictions  and 
erroneous  classifications.  New  classifications 
and  phraseology  should  be  adopted  no  matter 
what  rates  are  finally  fixed." 

How  to  differentiate  between  a  carpet  and 
a  rug-  is  one  of  the  problems  that  Mr.  McNeir 
would  like  to  see  settled.  Another  is  the  de- 
termination of  what  an  Axminster  carpet  is. 

"The  present  paragraphs  have  been  in 
use  in  tariff  laws  for  many  years.  When  they 
were  originally  framed  it  is  safe  to  say  that 
90  per  cent  of  all  floorcoverings  used  in  this 
country  were  what  has  always  been  known  as 
breadth  goods,  sewed  together  to  make  a 
carpet  that  would  cover  every  inch  of  space 
in  a  room.  But  with  the  increased  use  of 
Oriental  rugs  and  the  advent  of  apartment 
houses  all  over  the  country  together  with  the 
use  of  hardwood  floors,  and  the  recrignized 
sanitary  advantages  in  the  use  of  rugs,  the 
demand  has  been  completely  reversed  until  to- 
day more  than  90  per  cent  of  the  woven  floor 
coverings  manufactured  in  this  country  are 
rugs.    The  necessity,  therefore,  for  clear  and 


unambiguous  language  becomes  apparent." 

The  remedy  for  this,  according  to  Mr. 
McNeir,  is  to  use  the  terms  "carpets"  and 
"rugs"  synonymously  in  each  paragraph,  so 
that  the  rate  of  duty  prescribed  therein  will 
be  understood  to  apply  to  carpets  as  well  as 
to  rugs. 

Such  a  revision  is  necessary  because  for- 
eign competitors  have,  whenever  the  tariff 
would  permit,  flooded  this  country  with  rugs 
of  all  sizes,  seamed  and  seamless,  and  have 
gained  under  recent  rulings  of  the  Customs 
Court  their  principal  advantage  in  the  manu- 
facture of  wide  plain  goods,  sold  by  the  roll, 
and  in  weaving  rugs  complete  with  borders, 
in  rolls  of  40  to  50  yd.,  which  only  needed  to 
be  cut  apart  after  arrival  in  this  country  to 
actually  become  complete  rugs.  "These 
goods,"  according  to  Mr.  McNeir,  "were 
brought  in  under  paragraph  297  as  carpets 
under  a  duty  of  20  per  cent  ad  valorem,  when 
actually  they  were  rugs  and  should  have  paid 
a  duty  of  50  per  cent  under  paragraph  300." 

Two  changes  in  tariff  rates  were  sought 
by  Mr.  McNeir.  One  was  on  chenille  goods 
which  now  carry  a  compound  duty  of  60  cents 
a  square  yard  and  40  per  cent  ad  valorem. 
This,  he  holds,  should  be  10  cents  a  square 
ft.  and  50  per  cent  ad  valorem.  In  support 
of  his  argument  for  the  proposed  change,  Mr. 
McNeir  showed  that  the  labor  cost  of  making 
a  chenille  rug  in  this  country  had  risen  since 
1914  from  $40  to  $100.  In  Great  Britain  it 
cost  $14.50  to  make  a  similar  rug  in  1914  and 
$36.25  in  1920. 

The  other  increase  asked  for  was  from  44 
to  60  cents  a  square  yard  on  body  Brussels 
and  Axminsters,  leaving  the  ad  valorem  rate  as 
now. 

Toward  the  close  of  hfs  statement  to  the 
committee,  Mr.  McNeir  said:  "Wages  have 
gone  up  steadily;  the  mills  are  all  shut  down 
and  they  are  going  to  stay  shut  down— at 
least  the  mills  about  which  I  have  anything 
to  say — until  there  is  some  readjustment  in 
labor." 
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Rug  Trade  Quiet 
As  Spring  Season 
Nears  Its  End 

WITH  practically  all  carpet  mills  closed 
down,  and  a  general  belief  that  the 
fall  season  will  open  with  a  big  auc- 
tion sale,  the  approach  of  April  brings  up 
the  usual  number  of  questions  for  buyers  and 
manufacturers  to  consider. 

Many  factors  contribute  to  give  these 
questions  an  unusual  significance  at  this  time. 

Probable  Demand 

What  total  quantity  of  goods  will  there  be 
a  ready  market  for  during  the  season? 

What  percentage  of  this  total  is  now  in  the 
hands  of  retailers  or  of  wholesale  distribu- 
tors? 

Upon  the  answers  made  by  individual  buy- 
ers to  these  questions  as  they  study  their  own 
needs  depends  in  large  measure  the  success  or 
failure  of  the  coming  opening. 

Buyers  who  have  stocks  sufficient  to  meet 
their  needs  for  three  months  or  thereabouts 
can  afford  to  purchase  a  limited  quantity  of 
goods  solely  for  dressing  up  or  sweetening 
their  stocks  and  can  wait  until  the  market  has 
adjusted  itself  to  the  changed  conditions  that 
are  expected  to  develop. 

Must  Make  Good  Showing 

On  the  other  hand,  those  buyers  whose 
stocks  are  too  low  for  safety  must  secure  ad- 
ditional goods  whether  prices  are  to  their 
liking  or  not. 

How  many  of  each  of  these  two  classes  or 
groups  of  buyers  there  are  is  a  matter  of  con- 
jecture. No  reliable  estimates  on  which  to 
attempt  to  classify  the  needy  and  those  other 
buyers  who  can  afford  to  wait  are  available. 

Roadmen  almost  invariably  report  retail 
stocks  as  of  limited  proportions  with  assort- 
ments much  broken,  but  they  also  recognize 
the  fact  that  there  is  nothing  to  be  gained  by 
the  retailer  in  bringing  out  reserve  stocks  at 
this  time.  In  fact,  the  withholding  of  reserve 
stocks  until  they  are  needed  for  the  purpose  of 
impressing  customers  is  conceded  to  be  the 
best  thing  a  buyer  can  do  just  at  this  time. 

Price  Revision  Assured 

That  new  and  lower  prices  will  be  named 
at  the  fall  opening  is  undoubted.  How  much 
lower?  is  what  is  being  asked.  To  this  we  can 
only  answer  that  the  verdict  of  buyers  at  the 
auction,  if  there  is  one,  will  govern  the  makers 
of  carpets  and  rugs  of  the  same  class  as  those 
to  be  auctioned.  In  other  words,  there  is  no 
reason  to  believe  that  the  conditions  which 
govern  price  making  will  differ  next  month 
from  those  that  have  prevailed  at  openings 
during  the  last  ten  years  or  longer. 

Assuming  that  the  individual  buyer  gages 
the  market  trend  accurately,  the  question  pre- 
sents itself:  How  much  can  I  sell  at  the 
prices  I  will  have  to  ask?  Immediately  a  sur- 
vey of  the  local  demand  and  of  the  attitude  of 
consumers  becomes  necessary.  Upon  the  con- 
clusions reached  depends  the  first  decision  of 
the  buyer  as  to  what  and  how  much  he  should 
buy. 

How  to  Select  Goods 

Before  deciding  this,  the  careful  buyer  will 
analyze  further  and  determine  for  himself 
how  much  he  must  buy  early,  and  what  he 
may  safely  defer  purchasing.  How  the  mar- 
ket trend  points  at  the  opening  will  further 
affect  his  purchases,  of  course,  but  he  will  go 
to  the  opening  with  a  clear  understanding  that 


he  needs  a  definite  quantity  of  goods  at  the 
market  price — and  that  he  can  use  in  addition 
another  definite  quantity  of  goods  if  he  can 
buy  them  at  the  prices  he  thinks  he  ought  to 
pay. 

There  are  just  four  weeks  available  for 
buyers  of  rugs  and  carpets  to  study  the  situ- 
ation and  determine  upon  the  proper  course  to 
be  pursued.   Delays  are  dangerous. 

Carpet  Auction? 
Sure,  Last  Week 

It  Was  on  Fifth  Avenue,  Too,  But 
Not  at  Eighteenth  Street. 

An  interesting  and  instructive  slant  on  the 
floorcovering  situation  was  afforded  last  week 
at  the  auction  sale  of  the  stock  of  the  Empire 
Carpet  Co.,  when  approximately  $1,000,000 
worth  of  goods  was  disposed  of  at  prices 
which,  as  a  rule,  ranged  from  5  to  10  per  cent 
below  the  market. 

The  offering  included  many  well-known 
lines  of  rugs,  carpets,  linoleums,  felt  base 
goods,  grass  and  fiber  rugs,  mattings  and 
cocoa  mats.  There  were  626  lots  in  all,  and 
of  these  only  32  lots  were  classified  as  slightly 
imperfect. 

Throughout  the  sale  the  bidding  was  ac- 
tive, and  of  the  250  or  more  men  present 
nearly  all  secured  a  share  of  the  goods.  The 
majority  of  those  attending  represented 
stores  within  a  radius  of  600  miles  and  the 
names  called  by  the  crier  were  about  equally 
divided  between  department  stores  and  spe- 
cialty concerns. 

Representatives  of  various  concerns,  in- 
cluding those  whose  goods  were  being  sold, 
watched  the  progress  of  the  sale  closely. 


Cretonne  coated  with  pyroxalyn  is  water- 
proof and  durable.  It  is  in  an  admirable 
material  to  use  for  pillow  tops,  for  covers  for 
porch  furniture  and  for  any  other  use  when 
exposure  to  wet  or  dirt  is  to  be  considered, 
as  when  soiled  the  goods  may  be  wiped  off 
zmth  damp  or  dry  cloth.  It  is  also  stated  that 
the  surface  will  not  break  or  soften  in  use, 
has  no  odor  and  is  not  affected  by  moderate 
heat. 


Commission  Will  Treat 
Price  Guarantees 
Individually 

Each  Complaint  Must  Be  Specific  to 
Insure  Consideration. 

Shall  prices  of  carpets,  rugs  and  other  mer- 
chandise be  maintained  by  guarantees  given 
by  manufacturers,  as  has  been  the  custom, 
or  is  the  practice  contrary  to  law? 

The  question  has  been  before  the  Federal 
Trade  Commission  for  decision  for  some  time, 
and  after  a  series  of  hearings  the  Commission 
made  the  following  announcement  of  its  atti- 
tude on  Feb.  15: 

"The  Commission  received  so  many  com- 
plaints about  the  practice  of  manufacturers 
in  guaranteeing  commodities  in  the  hands  of 
wholesalers,  against  decline  in  price,  that  an 
extensive  inquiry  was  made,  resulting  in  ex- 
pressions from  more  than  three  hundred  and 
fifty  manufacturing  and  selling  concerns,  in- 
cluding trade  associations  whose  represented 
membership  must  be  more  than  double  the 
number  of  individual  statements.  From  the 
scope  of  the  inquiry  and  the  number  and 
variety  of  replies,  the  results  shown  may  be 
taken  to  be  fairly  representative  of  the  dif- 
ference in  business  opinion  on  this  subject. 

"The  Federal  Trade  Commission,  there- 
fore, will  consider  each  case  of  complaint  of 
this  character  upon  the  facts  shown  in  the 
specific  case,  applying  the  legal  tests  thereto." 

Keep  These  Copies  for 
Future  Use 

New  Salespeople  Can  Get  Much  Help 
from  Our  Merchandising 
Articles 

"Mr.  R.  B.  Bunting,  Carpet  Department, 

Dry  Goods  Economist, 
"Dear  Sir: — 

"The  writer  has  read  with  considerable 
interest  and  no  little  profit  some  of  the  splen- 
did articles  on  the  manufacture  of  the  various 
grades  of  carpets  which  have  appeared  in 
your  department  of  the  Economist  during 
the  year  past  and  now  is  smitten  with  the 
pangs  of  keen  regret  that  he  did  not  put  forth 
the  necessary  effort  that  would  have  insured  a 
perusal  of  all  of  them. 

"Literature  on  the  weaving  of  carpets  and 
rugs  seems  to  be  a  very  scarce  article,  at  any 
rate,  after  making  numerous  inquiries  dur- 
ing the  past  two  years  and  learning  of  no 
other  volumes  than  those  on  Orientals,  the 
writer  has  come  to  that  conclusion.  Thus 
articles  of  the  type  that  have  appeared  in  the 
Economist  do  supply  'the  long  felt  want.' " 

The  articles  which  the  writer  of  the  above 
referred  to  formed  part  of  a  series  which  has 
been  running  since  last  spring.  The  purpose 
of  the  series  is  to  present  helps  for  both  the 
buyer  and  his  salesmen  in  the  merchandising 
of  all  articles  used  for  decoration  and  equip- 
ment of  the  home.  During  the  coming  spring 
and  summer  other  articles  dealing  with"  floor 
coverings  and  drapery  goods  are  scheduled  to 
appear.  There  will  also  be  printed  helpful 
talks  on  salesmanship  and  display. 

Preserve  the  numbers  containing  these 
articles  for  the  instruction  of  new  help. 


The  Reischmann  Co.,  furniture  dealers, 
have  moved  from  14  East  Thirty-second  Street 
to  239  West  Thirty-sixth  Street  where  they 
occupy  the  store  and  basement. 
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Novelty  Curtains  a  New  Development 
In  British  Textile  Industry 

Scrim  and  Marquisette,  Though  Unknown  in  British  Stores,  Are 
Now  Used  by  Nottingham  Manufacturers  of  Lace  Curtains  for  the 
American  Trade— Labor  Continues  to  Keep  Producing  Costs  at 

High  Level 


ALTHOUGH  the  general  style  of  house 
window  dressing  in  England  is  very 
different  from  that  employed  in  Amer- 
ica, many  Nottingham  firms  do  a  big  business 
with  the  United  States,  owing  to  the  careful 
way  in  which  they  specialize  for  the  require- 
ments and  tastes  of  the  American  consumers. 

The  novelty  curtain,  for  instance,  which 
is  so  popular  in  the  States,  is  not  much  in 
evidence  in  English  homes,  where  the  long 
draped  curtain,  usually  made  in  one  piece  or 
embroidered  on  net,  is  almost  as  universal  as 
it  was  thirty  years  ago.  The  most  popular 
alternative  is  the  brise-bise,  but  there  are 
signs  that  the  American  taste  for  novelty  cur- 
tains will  spread  to  the  old  country,  especially 
now  that  more  houses  are  being  built  with  the 
windows  of  a  type  suitable  for  the  shorter 
made-up  curtain. 

To  Meet  American  Demand 

For  the  present,  however,  Nottingham 
manufacturers  of  novelty  curtains  find  their 
best  customers  in  the  American  market,  and 
undeterred  by  the  prevailing  slackness  of 
trade,  they  are  getting  out  some  very  charm- 
ing lines  for  the  spring  and  summer.  "Scrim" 
and  "marquisette"  are  terms  absolutely  un- 
known to  the  British  public,  but  the  Not- 
tingham lace  manufacturer  is  fully  alive  to 
the  beautiful  effects  which  can  be  produced  by 
the  converters  (another  word  unknovm  in  Eng- 
land) and  he  lays  himself  out  to  make  beauti- 
ful strips  suitable  for  decorating  these  fabrics. 

Classical  figure  subjects  are  at  the  moment 
the  most  popular,  but  some  very  charming 
trellis  designs  are  being  made  in  the  allover 
curtains.  The  border  strips  can  be  cut  from 
the  piece  at  the  convenience  of  the  converters, 
or,  if  preferred,  they  can  be  used  as  a  single 
piece  curtain.  Composed  of  the  finest  Sea  Is- 
land or  Egyptian  cotton,  they  are  extraordi- 
narily dainty  in  appearance. 

Patterns  in  Wide  Variety 

The  Nottingham  school  of  curtain  design- 
ers, especially  the  younger  men  who  have  got 
back  into  harness  again  after  the  war,  are 
evolving  many  original  patterns  just  now.  For 
some  of  their  best  ideas  they  turn  to  real 
hand-made  lace,  but  many  of  their  most  pleas- 
ing effects  are  obtained  by  copying  famous 
pieces  of  tapestry  as  well  as  fashionable  cre- 
tonne patterns  in  lace. 

Th  ere  will  be  a  great  demand  this  spring 
for  nature  subject.s — birds,  animals  and  so 
forth — while  the  imitation  of  pieces  of  pot- 
tery, including  the  homely  willow  pattern, 
promises  to  have  a  good  turn.  Shadow  effects 
in  fine  gages,  reproduced  from  real  hand-made 
lace,  are  also  being  sought  by  buyers. 

All  these  curtains  are  specially  made  by 
certain  Nottingham  manufacturers  with  the 
single  border  for  the  American  market.  In 
England  no  purchaser  will  look  at  a  curtain 
which  has  not  the  same  border  all  'round. 

Among  the  most  striking  curtains  shortly 
to  be  placed  on  the  market  are  some  with  a 
body  compo.sed  of  Nottingham  plain  or  spot 
net,  with  insertion  let  in  between  this  and 
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the  lace  border,  which  is  sewn  on  the  outside 
edge.    The  filet  ground  is  still  all  the  rage. 

Call  for  Sectional  Panels  Grows 

Sectional  panels  are  going  to  be  still  more 
popular.  They  are  made  in  nine-inch  strips 
and  can  be  cut  off  to  fit  a  window  of  any  size. 
A  few  manufacturers  have  made  them  in  six- 
inch  strips,  but  the  nine-inch  size  undoubtedly 
sells  better.  For  the  American  customers  they 
are  made  in  lengths  of  36,  54  and  90  inches. 

The  Adam  and  Louis  XV.  styles  have  been 
very  successfully  copied.  No  more  beautiful 
curtains  are  being  made  anywhere  than  those 
on  the  machines  of  the  leading  Nottingham 
firms  at  the  present  time. 

For  Bedspreads  and  Chair  Backs 

The  use  of  lace  for  household  decoration 
grows  in  a  variety  of  ways.  One  example  is 
that  of  bedspreads,  in  which  the  taste  of  the 
designer  displays  itself  in  the  selection  of  all 
sorts  of  motifs  including  classical  figures, 
animals,  birds  and  coats  of  arms.  These  are 
let  in  at  regular  intervals,  the  other  parts  be- 
ing of  linen  or  of  fine  lace.  White,  ivory  and 
beige  (usually  spoken  of  in  England  as  ecru) 
are  the  favorite  shades.  The  same  kind  of 
subjects  are  seen  in  chair  backs  of  lace,  which 
can  be  made  en  suite  with  the  window  decora- 
tions. 


There  is  a  tendency  for  prices  to  become 
slightly  easier,  but  the  drop  is  not  great.  The 
fall  in  cotton  is  not  yet  refiected  in  the  price 
of  the  finished  lace,  as  manufacturers  are  still 
using  the  yarn  which  they  bought  when  the 
cotton  boom  was  on. 

Labor  Cost  Keeps  Prices  Up 

Cotton,  although  the  raw  material  of  lace, 
bears  a  much  smaller  proportion  to  the  cost 
of  the  lace  than  does  the  raw  material  of  most 
other  industries.  Labor  is  the  most  important 
factor  in  lace  production,  and  the  increase  in 
wages,  coal,  and  transportation  swallows  up 
almost  all  of  the  reductions  obtained  from 
the  cheapening  of  cotton. 

American  buyers  who  place  their  orders 
now  can  rely  upon  prompt  deliveries,  but  if 
there  is  any  policy  of  holding  off  in  the  hope 
of  a  considerable  fall  in  prices,  it  will  be  im- 
possible to  get  all  the  goods  across  in  time. 
Manufacturers  are  seeking  orders  for  spring 
and  in  some  cases  have  sent  representatives 
to  America  to  hurry  things  up. 

Status  Is  Excellent 

The  curtain  trade  is  in  a  better  condition 
than  any  of  the  other  sections  of  the  lace  in- 
dustry, although  a  certain  amount  of  short 
time  is  being  worked.  A  distinct  improvement 
is  now  manifesting  itself,  however,  and  this 
will  be  specially  welcomed  in  Nottingham, 
where  nine-tenths  of  the  curtain  machinery  of 
Great  Britain  is  concentrated. 


Seek  to  Bar  Out 
Japanese  Rugs 

Grass  and  Fiber  Branch  of  Industry 
Propose  New  and  Higher 
Duties. 

Claiming  that  the  existing  tariff  law  does 
not  afford  proper  protection  to  American 
manufacturers  of  grass  and  fiber  rugs,  the 
Grass  and  Fiber  Rug  Manufacturers'  Asso- 
ciation of  New  York  offered  the  following  as 
a  substitute  for  paragraphs  272-273  of  sched- 
ule J  to  the  Ways  and  Means  Committee, 
House  of  Representatives,  at  the  recent  hear- 
ing in  Washington: 

"Floorcoverings,  carpetings,  carpets,  rugs, 
art  squares,  matting  and  mats,  plain  or  fig- 
ured, composed  or  manufactured  in  whole  or 
in  part  from  grass,  paper,  straw,  flax,  hemp, 
ramie,  jute,  or  any  other  vegetable  substance 
or  vegetable  fiber,  or  from  any  mineral  sub- 
stance, and  having  a  warp  of  cotton,  hemp, 
paper,  jute,  ramie,  or  other  vegetable,  animal, 
or  mineral  sub.stance,  including  what  are  com- 
monly known  as  China,  Japan  and  India  grass, 
straw,  and  paper  floorcoverings,  carpetings, 
carpets,  rugs,  art  squares,  matting  and  mats, 
of  whatever  kind  and  description  whatsoever, 
valued  up  to  20  cents  per  square  yard,  2  cents 


per  square  foot,  and  35  per  cent  ad  valorem, 
and  valued  over  20  cents  per  square  yard,  4 
cents  per  square  foot,  and  35  per  cent  ad 
valorem." 

In  the  course  of  the  plea  entered  by  Frank 
E.  Carstarphen,  general  counsel  of  the  asso- 
ciation, it  was  shown  that  foreign  rugs,  chiefly 
of  Japanese  manufacture,  were  being  sold  in 
leading  cities  under  the  registered  trade- 
marks of  American  manufacturers.  It  was 
also  stated  that  representatives  of  Japanese 
manufacturers  purchase  rugs  in  American 
stores  and  ship  them  to  Japan  to  be  copied  in 
order  that  the  rugs  sent  to  this  country  from 
Japan  shall  be  up  to  date.  Competition  of  this 
character,  it  was  held,  should  be  prevented  by 
a  duty  that  would  make  the  sale  of  the  goods 
impossible,  because  it  appears  that  the  laws 
which  are  intended  to  prevent  the  importation 
of  misbranded  merchandise  are  not  enforced 
at  our  ports  of  entry. 


To  Bid  for  Home  Trade 

Irwin  Diener  is  head  of  the  new  home 
furnishings  department  of  D.  Bernheim  & 
Sons,  Inc.,  Alexandria,  Va.  He  is  planning  a 
vigorous  campaign  to  interest  the  residents 
of  Alexandria  and  to  demonstrate  to  them 
that  there  is  no  necessity  for  them  to  travel 
to  the  National  Capital  when  they  are  in  need 
of  up-to-date  floorcoverings  and  other  articles 
for  household  decoration. 
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"Play  Up  Colors  as  I  Did," 
Says  William  Burke 

Head  of  Live  Drapery  Department  in  Milwau- 
kee Store  Tells  of  Some  of  the  Things  He  Did  to 
Build  Up  His  Department 


WHILE  great  potentialities  of  display 
are  found  in  a  drapery  department, 
still  in  times  past  so  many  different 
settings  and  di^lay  effects  have  been  used 
that  it  is  quite  unusual  to  find  something  novel 
or  at  all  out  of  the  ordinary. 

Gimbel's  in  Milwaukee,  while  not  possess- 
ing any  monopoly  on  sales  display  ideas,  have 
used  the  bulk  of  the  "tried  and  found  effec- 
tive" manners  of  merchandise  display,  and 
then  have  branched  out  a  little  and  have  done 
things  novel  enough  to  make  their  department 
a  most  effective  sales  producer  as  well  as  a 
pleasing  department  to  look  at. 

William  Burke,  who  heads  this  depart- 
ment, is  a  man  who  has  given  considerable 
study  to  the  artistic  handling  of  merchandise 
and  the  production  of  sales  effects  by  the  com- 
bination of  colors  in  his  display  features. 

Importance  of  Color 

"Color,"  said  Mr.  Burke,  "is  something 
that  too  few  people  pay  enough  attention  to. 
It  is  often  said  that  we  learn  85  per  cent  of 
the  things  we  know  in  our  lives  by  having 
visualized  them.  In  other  words,  85  per  cent 
of  our  perceptions  come  through  our  eyes. 
Then  with  this  in  mind,  it  is  easy  to  appre- 
ciate the  part  that  color  plays  in  the  training 
and  the  developing  of  our  senses,  yet  how  few 
people  make  an  intelligent  study  of  this  all- 
absorbing  and  important  subject. 

"The  home  is  the  place  where  great  atten- 
tion should  be  paid  to  color  combinations,  and 
where  the  development  of  color  features  should 
be- most  pronounced.  Growing  children  react 
in  a  far  greater  degree  to  colors  than  we 
realize.  How  often  do  we  ourselves  come  into 
a  room  and  immediately  become  cheerful  and 


more  marked,  and  yet  while  he  may  feel 
cheered  or  depressed  by  certain  surroundings, 
he  has  not  figured  it  out,  nor  does  he  know 
what  it  is  that  affects  his  feelings.  There- 
fore, it  is  quite  necessary  that  the  parents 
give  enough  attention  to  color  combinations  in 
their  homes  to  insure  that  the  child  will  not 


by  a  number  of  outside  men  have  also  been  a 
most  effective  medium  of  building  up  trade. 
The  Gimbel  store  has  arranged  that  all  sales- 
men shall  spend  at  least  two  or  three  mornings 
a  week  in  outside  solicitation,  the  programs 
of  the  salesmen  being  arranged  so  that  during 
the  dull  morning  hours  most  of  the  staff  are 
getting  in  touch  with  new  customers,  follow- 
ing up  complaints  or  answering  inquiries. 
This  one  feature  has  added  greatly  in  building 
up  the  Gimbel  business. 

Special  Furniture 

Following  out  his  idea  that  colors  play  such 
an  important  part  in  the  home  atmosphere,  Mr. 
Burke  has  arranged  many  special  combina- 
tions for  furniture  and  has  placed  in  the  store 
a  line  of  art  furniture  for  which  Gimbel's 
make  specially  designed  covers.  This  feature 
has  also  proved  very  effective. 


be  depressed  while  at  home." 

Novelty  of  merchandise  produced  in  the 
workrooms  and  handled  in  the  Gimbel  store  is 
another  feature  that  Mr.  Burke  has  used 
largely  in  building  up  his  drapery  trade.  Part 


By  developing  art  trade  of  this  kind  the 
store  is  able  to  sell  large  quantities  of  mer- 
chandise and  also  to  provide  considerable  busi- 
ness for  its  workroom,  as  it  takes  contracts 
for  upholstering  furniture  and  for  making 
covers  in  any  desired  style. 

By  going  a  little  out  of  the  way  in  develop- 
ing something  that  surpasses  the  ordinary, 
this  store  has  been  able  to  greatly  increase  its 
drapery  goods  sales,  and  while  display  possi- 
bilities may  seem  limited,  Mr.  Burke  has  dem- 
onstrated that  by  he  finding  of  some  unusual 
feature  and  employing  it  to  attract  attention 
it  is  possible  to  build  up  a  responsive  following 
and  to  attract  trade. 


Lavish  displays  of  drapery  goods  are  made  at  all  times  in  the  Gimbel  stores.    These  two  views 
are  typical  of  the  displays  in  the  Milwaukee  store. 


bright  because  of  the  color  combination  or  the 
setting  found  in  that  room?  We  realize  that 
has  done  the  work ;  that  the  color  and  the  set- 
ting in  which  the  color  is  found  has  enabled 
us  to  have  a  bright  outlook  for  the  time  being. 
"With  the  growing  child  this  influence  is 


of  his  success  has  been  due  to  his  having  made 
a  series  of  lace  curtains  for  use  in  odd  win- 
dows. These  are  demonstrated  on  the  floor 
of  the  department  and  have  proved  most  effec- 
tive as  sales  getters. 

Special  orders  and  contract  work  obtained 


Get  Ready  Now  For 

Homecraft  Week 

Preparations  for  "Homecraft  Week,"  the 
big  event  in  the  drapery  department  of  so 
many  live  stores,  are  now  practically  com- 
pleted. This  event,  which  marks  the  open- 
ing of  the  spring  retailing  season,  will  be 
held  in  the  week  of  April  4  to  9  this  year.  It 
is  timed  to  fit  in  with  the  householder's  plans 
for  fitting  up  new  homes  and,  therefore, 
should  be  observed  by  all  retailers. 

If  you,  Mr.  Reader,  have  not  arranged  to 
hold  a  sale  during  that  week,  get  busy  at 
once  in  order  that  you  may  take  advantage  of 
the  national  advertising  that  is  now  running 
in  the  leading  magazines. 


The  New  York  office  and  salesroom  of 
Stephen  Sanford  &  Sons,  Inc.,  Amsterdam, 
N.  Y.,  is  now  located  at  295  Fifth  Avenue, 
between  Thirtieth  and  Thirty-first  streets. 
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NO  DEALER  EVER 
HAD  TO  "UNLOAD" 

PYREX 

"^OU  never  heard  of  a  "sale" 
^  on  PYREX.  It  will  be  just  as 
unnatural  as  a  reduction  sale  on 
$20.00  gold  pieces. 

No  dealer,  wholesale  or  retail,  was 
ever  caught  "long"  on  PYREX  in 
a  "short"  market. 

PYREX  is  a  super  staple  undis- 
turbed by  wildcat  increases. 

The  price  of  PYREX  has  been 
maintained  through  thick  and  thin 
with  only  a  normal  advance—even 
the  most  difficult  pieces  to  manu- 
facture have  only  been  increased 
20%  since  1915. 

PYREX  is  constant.  You  can 
draw  business  by  displaying 
PYREX  when  you  could  not  at- 
tract a  bargain  fly  with  cut  price 
molasses. 

Get  your  orders  in  now  for  a  com- 
plete line  of  PYREX.  Wise  dealers 
arrange  for  regular  deliveries  to 
insure  supply  and  be  prepared  for 
the  quick  PYREX  turnover. 


Transparent  Oven  Dishes 


Pyrex  Sales  Division 

CORNING  GLASS  WORKS 

World's  Largest  Makers 
of  Technical  Glass 

702  TIOGA  AVENUE      CORNING,  N.  Y. 
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PORCH  SHADES 


J  ACoolInv 
'3  Porcb 

,  room  at  "'e"'  . 
.  '  „iux  Shado  V 

your  po'* 


PORCHSHADE^ 

Make  Your  Porch 
Your  Summer  Home 

Con  vert  your  sunny  porches  into 
cool,  airy,  secluded,  outdoor 
rooms  where  you  can  read  play, 
lounge  or  entertain  m  delightful 
comlort— no  matter  how  hot  the 
day 

You  can  have  such  a  porch  by 
installing  Aerolux  Vent.latmg 
Pore  h  Shades  They  keep  out 
the  sun  s  heat  and  glare  yet 
admit  Looling  breezes  Easily 
hung— cannot  flap  in  wind 
Send  for  this  Book— Free 
See  how  others havemadetheir 
i>orch<^cosy,  attractive,  home- 
like (jives  you  valuable  sug- 
gestjons. 

The  Aeroshade  Co. 

SUXOakUod  sve. 
W«ukcah4.  Tia. 


"  Wind  f^j^ 


Millions  Read  the  Ads 

""pHE  main  force  of  our  advertising  drive  is  aimed 
1  at  the  home  owner  and  builder.  Eighteen  of 
the  leading  national  magazines  will  carry  the  story 
of  Aerolux  Ventilating  Porch  Shades  into  nearly 
8,000,000  American  homes  month  after  month 
creating  the  desire  for  this  modern  home  comfort. 
Make  this  advertising  work  for  you. 

Through  your  newspapers  and  window  displays  you 
can  focus  this  national  publicity  on  your  store.  Your 
increasing  sales  will  reflect  the  market  created 
through  the  national  advertising. 

It  is  the  merchant  who  gets  started  early  who  sells 
the  most  Porch  Shades.  Many  do  not  wait  until 
they  are  suffering  from  the  heat  before  buying.  Our 
national  advertising  gets  people  interested  early.  It 
will  bring  them  to  your  store — be  ready  for  them. 

It  may  be  there  is  no  Aerolux  merchant  in  your  com- 
munity. Write  us  today  and  we  will  tell  you  how  we 
help  you  build  permanent  business  in  Porch  Shades. 

THE  AEROSHADE  COMPANY 

2112  Oakland  Ave.  Waukesha,  Wis. 


SUPERIOR  FEATURES  OF 
A  SUPERIOR  SHADE 

Hang  Easy.  Simply  drive  "hangers" 
into  porch  beam  and  hook  shade  to 
these  Top  molding  strengthened  by 
metal  clamps  around  three  sides.  No 
holes  to  weaken. 


Non-Corroding  Cord  Glides.  Raising  cords 
run  smoothly  over  never  rusting  glides. 
All  strain  of  raising  the  shade  trans- 
terred  through  "hang  easy"  to  porch 
beam — not  to  top  molding. 

All  Ventilating.  Fabric  ventilates  uni- 
formly from  top  to  bottom.  No  loosely 
woven  sections  for  sun  and  rain  to  enter 


Colored  Cords.  Made  from  same  stock 
as  fish  nets.  Tastefully  match  the  fabric 
m  color. 


Patented  No-Whips.  Only  shade  made 
with  adjustable  no-whip  cords — easily 
kept  taut.  Combined  with  Hang  Easy 
attachment  and  not  necessary  to  install 
separately — no  extra  strain  on  top  mold- 


=      "Aerolux  Window  Shades  are  Ideal  for  Store  Windows' 
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Shortage  of  Cotton  Goods  Unlikely; 
Output  Enough  to  Meet  Demand 

Buyers  Should  Take  Present  Talk  of  Scarcity  with  Grain  of  Salt — 
Quick  Delivery  May  Be  Impossible  in  Some  Cases  But  Demand  Is  Not 
Exceeding  Capacity  of  Mills — No  Foretelling  the  Future 


MUCH  is  being  talked  about  the  shortage 
of  branded  cottons  and  ginghams.  And 
much  of  this  talk  should  be  taken  with  a 
grain  of  salt.  Talk  of  shortage  always  de- 
velops when  goods  for  prompt  delivery  are  not 
easy  to  obtain.  It  passes  from  mouth  to 
mouth.  Buyers  get  anxious  and  hurry  to'  place 
orders.  Wholesalers  and  others  who  have 
stocks  on  hand  get  stiff er  in  their  attitude  and 
their  prices.  But  the  situation  is  almost  in- 
variably exaggerated. 

Several  months  ago  the  Economist  pointed 
out  that  owing  to  conditions  of  production 
there  would  probably  develop  a  scarcity  of 
many  goods  for  prompt  delivery  by  the  time 
the  spring  selling  season  drew  near.  This  has 
happened  in  the  case  of  staple  ginghams  and 
branded  bleached  cottons  and  may  happen  in 
the  case  of  other  seasonable  lines  before  spring 
is  passed.  But  it  does  not  mean  that  such  goods 
are  absolutely  unobtainable.  It  means  simply 
that  they  cannot  so  easily  be  obtained  in  the 
needed  quantities  and  assortments  for  the  de- 
sired delivery,  and  it  also  means  that  they 
-carry  more  or  less  of  a  premium. 

Production  Apace  with  Demand 

It  is  not  likely  that  a  real  shortage  of  any 
cotton  goods  will  develop  in  the  near  future. 
Production  of  cotton  goods  at  present  is  said 
by  some  mill  men  to  be  less  than  current  con- 
sumption, but  this  is  doubtful.  Mill  production 
is  not  large,  and  in  some  sections  of  the  coun- 
try— the  South  particularly — it  shows  a  ten- 
dency toward  renewed  curtailment.  But  con- 
sidering the  lack  of  export  demand,  the  dullness 
of  the  automobile,  electrical  and  other  indus- 
tries which  are  large  consumers  of  cotton  fab- 
rics, and  the  comparative  quiet  of  the  domestic 
dry  goods  trade,  it  is  altogether  probable  that 
the  present  production  of  cotton  goods  is 
pretty  closely  adjusted  to  the  existing  demand. 

There  is  every  reason  to  believe  that  it  will 
■continue  to  be  so.  The  absolute  abstention  of 
buyers  from  the  market,  which  put  production 
virtually  out  of  business  during  the  second 
half  of  1920,  is  not  apt  to  be  repeated,  because 
in  the  first  place  another  precipitate  drop  in 
the  market  is  out  of  the  question,  and  in  the 
second  place  stocks  in  the  hands  of  distributors 
are  low  and  must  be  renewed  frequently. 

Conservative  Buying  Continues 

The  policy  of  frequent  hand-to-mouth  buy- 
ing which  is  now  a  feature  of  all  the  textile 
markets  has  come  into  operation  through  force 
of  circumstances  and  will  continue  for  the 
same  reason  until  a  complete  change  comes 
over  the  complexion  of  the  world's  business. 
This  policy  represents  a  compromise  which  is 
equally  satisfactory  to  buyers  and  sellers,  for 
the  mills  are  no  more  anxious  than  distributors 
to  commit  themselves  far  ahead. 

The  point  of  all  this  is  that  so  long  as 
manufacturers  can  count — as  they  can  now  rea- 
sonably count — upon  a  steady  volume  of  filling- 
in  business  for  a  moderate  period  ahead,  pro- 
duction will  not  fall  below  current  demand. 
And  consequently  it  will  not  fall  below  con- 
sumer requirements,  because  consumer  re- 
quirements are  reflected  more  accurately  in 
the  present  hand-to-mouth  method  of  buying 


.  By  W,  D,  Darby 

than  they  would  be  in  buying  for  the  long 
future. 

There  is  no  reason,  therefore,  to  expect  any 
shortage  of  goods  nor  any  rise  in  prices  con- 
sequent on  such  a  shortage.  The  situation,  in 
other  words,  is  temporarily  stabilized  and  it  is 


Kentucky  Retailers 
Map  Out  1921 

DIRECTORS  of  the  Retailers'  Association 
of  Kentucky,  who  held  a  meeting  dur- 
ing the  recent  convention  at  Louisville,  out- 
lined the  following  work  for  1921: 

A  bi-weekly  bulletin  service  to  keep 
members  closely  posted  on  merchandising 
conditions,  markets  and  prices. 

Studious  preparation  for  the  1922  session 
of  the  State  Legislature  and  the  formation  of 
a  strong  legislative  committee  to  prepare  a 
program  outlining  the  ideas  of  the  Associa- 
tion and  active  co-operation  with  smaller 
committees  from  all  other  trade  organizations 
in  the  State. 

A  strong  membership  campaign  with  a 
goal  of  two  thousand  by  January,  1922. 

The  formation  in  all  localities  of  aSvertis- 
ing  clubs  along  the  general  line  and  follow- 
ing out  the  general  purposes  of  Better  Busi- 
ness Bureaus. 

Formation  of  a  mutual  fire  insurance 
company  as  soon  as  the  membership  reaches 
the  necessary  size. 

Co-operation  with  the  National  Retail 
Dry  Goods  Association  in  its  program  of 
national  legislation. 

Eugene  J.  Straus  was  re-elected  president 
and  George  T.  Holmes  managing  secretary. 
The  following  additional  directors  were 
elected:  Joseph  S.  Boggs,  Louisville;  B.  B. 
Rice,  Hopkinsville;  Bertram  B.  Mann,  Hen- 
derson; Robert  J.  Frick,  Louisville;  J.  H. 
Rudy,  Paducah;  Granville  L.  Burton,  Louis- 
ville; J.  B.  Cubbage.  Leitchfleld;  William 
Heick,  Louisville;  Simon  Wolf,  Lexington, 
and   Milton  Marx,  Newport. 


satisfactory  enough  as  a  sort  of  roughly  impro- 
vised bridge  spanning  the  divide. 

The  Circle  Remains  Vicious 

For  partial  production,  although  it  may 
meet  current  requirements,  means  widespread 
unemployment,  an  impoverished  labor  surplus, 
a  progressive  decline  in  purchasing  power.  A 
progressive  decline  in  purchasing  power  will 
necessitate  a  further  curtailment  of  demand 
and  therefore  a  further  curtailment  of  produc- 
tion with  a  consequent  further  i-eduction  of 
employment — and  so  on  around  the  vicious 
circle  again.  Quite  simply  and  plainly  the 
present  situation,  if  it  is  continued,  will  make 
necessary  and  inevitable  a  continued  deflation 
of  prices. 


As  matters  stand  to-day  there  is  no  other 
possible  prospect  for  the  cotton  goods  market. 
It  must  be  realized  that  there  has  been  no  ap- 
preciable improvement  in  the  economic  condi- 
tion of  the  world  at  large.  Indeed  many  coun- 
tries are  just  beginning  to  feel  the  full  effect 
of  the  economic  ills  from  which  the  world  has 
been  suffering.  Lancashire's  trade  with  the 
Far  East,  for  instance,  grows  continually  worse 
and  the  outlook,  to  quote  from  a  recent  Man- 
chester cable,  is  "dismal."  It  could  not  be 
otherwise.  The  continued  paralysis  of  world 
demand  means  a  progressive  impairment  of  the 
world's  purchasing  power.  And  under  such 
conditions  nothing — no  shutting  down  of  mills 
nor  maintenance  of  production  costs — can 
serve  to  sustain  prices.  They  can  only  make 
matters  worse. 

The  Raw  Cotton  Situation 

The  raw  cotton  market  furnishes  a  perti- 
nent illustration  of  this  elementary  economic 
law.  All  kinds  of  people — bankers,  merchants. 
Congressmen — and  all  kinds  of  associations  of 
people  have  been  doing  their  bit  to  keep  cotton 
prices  from  falling.  They  have  advised  hold- 
ing; they  have  advised  a  radical  reduction  of 
acreage;  they  have  put  various  kinds  of  pres- 
sure behind  their  advice.  They  have  issued 
volumes  of  oral  and  printed  publicity  demon- 
strating the  unquestionable  fact  that  the  po- 
tential world  demand  for  cotton  could  easily  ex- 
haust the  available  supply.  But  as  far  as  keep- 
ing up  the  price  of  cotton  is  concerned  they 
might  just  as  well  have  been  out  in  a  field 
throwing  stones  at  their  coats,  as  our  old  Latin 
teacher  used  to  say. 

It  may  be  argued  that  there  is  actually  ex- 
isting a  great  surplus  of  raw  cotton  while  there 
is  not  actually  existing  a  great  surplus  of  cot- 
ton goods.  But  we  have  a  great  surplus  pro- 
ductive capacity,  which  in  practice  amounts 
pretty  much  to  the  same  thing,  and  further- 
more the  presence  of  an  unconsumed  surplus 
of  raw  material  affects  the  purchasing  power 
of  the  producers  and  distributors  of  raw  ma- 
terial and  consequently  the  consumption  of 
manufactured  products. 

Foreign  Trade  Essential 

Even  if  the  normal  production  of  the  Amer- 
ican cotton  goods  industry  were  consumed  by 
the  normal  domestic  demand — which  it  is  not — 
it  would  still  remain  as  true  as  it  is  now  that 
normal  production  could  be  maintained  only  by 
the  successful  marketing  abroad  of  our  great 
surplus  of  raw  materials,  foodstuffs  and  manu- 
factured products  upon  which  the  purchasing 
power  of  our  public  as  a  whole  largely  depends. 
This  means,  as  the  ECONOMIST  has  pointed  out 
time  and  time  again,  that  we  cannot  have  a 
lastingly  firm  and  stable  cotton  goods  market 
until  Europe  is  "put  on  its  feet,"  as  the  saying 
is,  and  the  currents  of  international  trade  are 
flowing  freely  again. 

On  this  subject  it  is  useless  to  make  pre- 
dictions and  superfluous  to  rehash  the  proba- 
bilities of  an  early  and  satisfactory  readjust- 
ment of  European  economic  affairs — already 
discussed  frequently  in  these  columns.  It  is 
sufficient  to  say  that  some  sort  of  settlement 
.  before  May  1  is  obligatory  under  the  terms  of 

(Continued  on  page  115) 


36 


DRY  GOODS  ECONOMIST,  MARCH  5,  1921 


rO*'< 


©  Brown  Bros. 


Florence  Harding  Lavender 
Grace  Coolidge  Gray 

Florence  Harding  Lavender,  personally  selected  and  named  by  Mrs.  Warren  G. 
Harding-,  is  a  lustrous  shade  of  the  orchid  tone  so  fashionable  for  evening  wear. 

For  afternoon  wear,  Marion  Blue  is  a  beautiful  blue  shade,  between  an  electric 
and  sapphire. 

Coolidge  Navy,  personally  chosen  by  Mrs.  Calvin  Coolidge,  is  her  favorite  color 
for  the  street  and  for  semi-formal  occasions.  This  Navy  is  a  beautiful  color  be- 
tween a  Marine  and  a  Midnight  Blue. 

Grace  Coolidge  Gray  is  a  clear  cool  tone  of  the  color  most  wanted  by  the  Spring 
trade,  and  was  selected  by  Mrs.  CooHdge  as  her  choice  for  evening  wear. 

Immediate  delivery  of  these  four  shades  can  be  had  in  the  following  well-known 
Corticelli  Dress  Silks : 


Florence  Harding  Lavender 

made  in 
Corticelli  Satin  Patria 
"       Service  Taffeta 
"        Crepe  Jersey 
"       igio  Poplin 
"  Georgette 

Marion  Blue 

made  in 
"       Satin  Patria 
"       Satin  Princess 
"        Satin  Militaire 
"       igio  Poplin 
"  Georgette 


Grace  Coolidge  Gray  and 
Coolidge  Navy 

made  in 
Corticelli  Satin  Patria 
"       Satin  Militaire 

Taffeta 
"       Crepe  de  Chine 
"  Georgette 
"       igio  Poplin 
"       Satin  Crepe 
"       Crepe  Meteor 


We  can  also  supply  the  Harding  and  Coolidge  Colors  in  Corticelli  Spool  Silk, 
Corticelli  Silk  Hosiery,  Yarns  and  Crochet  Cottons. 

The  Harding  Colors  were  shown  exclusively  by  us  at  the  New  York  Silk  Show 
and  attracted  much  favorable  attention. 


Corticelli  x^i  Dres 


New  York 


Chicago 


St.  Louis 


NONOTUCK  SILK  COMPANY 
Cincinnati  San  Francisco  Boston 


Philadelphia 


Baltimore 


St.  Paul 
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"Cut  Cotton  Acreage  in  Half 
South's  Slogan  for  1921 

Authorities  Reiterate  That  Growers  Are  Fully  Determined  to  Keep 
Production  Low — Prices  of  Fertilizer  and  Equipment  Another 
Factor  to  Discourage  Farmers— Crop  of  6,000,000  to  7,000,000 
Bales  Is  Predicted  by  Those  Who  Claim  to  Know 

By  Economist  Correspondent  at  Atlanta 


A  NY  man,  in  the  South  or  outside  of  the 
/\  South,  who  says,  or  is  circulating 
^  propaganda  to  the  effect  that  the 
South  will  not  cut  the  1921  cotton  acreage 
drastically,  does  not  know  the  facts,"  declares 
J,  J.  Brown,  Georgia  Commissioner  of  Agri- 
culture. 

"Without  fear  of  contradiction,  I  am  con- 
fident that  the  farmers  of  Georgia,  or  the  en- 
tire Eastern  and  Western  belt,  will  cut  the 
acreage  in  half,  and  that  means  50  per  cent. 

Butts  County  Lined  Up 

"In  Butts  County,  Georgia,  which  is  one 
of  the  largest  cotton-growing  counties  in  the 
State,  the  acreage  will  be  reduced  50  per  cent, 
sure.  One  of  the  lai'gest  planters  in  that 
county,  who  usually  tends  3000  acres,  will  cut 
50  per  cent  and  others  likewise. 

"In  Butts  County  there  are  more  negro 
tenant  cotton  planters  than  in  any  section  of 
the  State.  They,  nor  their  landlords,  have 
credit.  The  latter,  in  many  instances,  have 
not  paid  for  their  last  year's  fertilizer  bills, 
and  they  lost  tremendously  on  the  1920-21 
crop.  They  also  have  their  hands  full  of  un- 
marketed cotton  from  the  previous  yield.  They 
fully  realize  that  it  would  be  suicidal  for  them 
to  finance  tenants. 

"While  it  is  as  plain  as  two  and  two  equal 
four,  but  which  few  have  realized,  the  fertilizer 
companies  themselves  are  doing  as  much  in  the 
movement  to  bring  about  a  great  decrease  in 
the  acreage  as  any  one  else,  unintentionally, 
simply  by  maintaining  the  price  of  fertilizer 
almost  at  skyline  prices." 

Fertilizer  Prices  as  a  Factor 

"Let  the  fertilizer  companies  keep  their 
prices  up  if  they  want  to — the  longer  they  stay 
up  the  better,  and  more  certain  will  be  the 
acreage  reduction  in  cotton,"  said  a  national 
figure  in  agricultural  organizations. 

Fertilizer  companies,  according  to  bankers 
and  merchants,  and  their  own  selves,  are  draw- 
ing their  credit  lines  tighter  and  tighter  daily. 
A.  farmer,  or  supply  merchant  that  secures 
fertilizer  this  year,  must  be  in  jam-up  finan- 
cial condition,  or  give  positive  proof  that  he 
will  be  able  to  meet  his  obligation  promptly. 

Many  Haven't  the  Equipment 

Further  concrete  evidence  indicates  that 
the  South  will  cut  the  acreage  to  the  "quick," 
not  purely  because  of  agitation  and  because 
of  bankrupt  prices,  but  vividly  as  the  result  of 
necessity  and  compulsion.  Many  have  not 
even  equipment  to  tend  a  crop  with,  much  less 
credit  standing.  Hundreds  of  farmers  were 
forced  to  sacrifice  their  live  stock  and  farming 
implements  in  order  to  keep  from  starving,  or 
to  prevent  their  being  seized  by  creditors  and 
dumped  on  the  market  at  any  price  they  might 
bring. 

Here's  what  one  of  the  largest  and  most 
influential  South  Georgia  bankers — member  of 
the  Federal  Reserve  Bank— told  the  writer  the 
other  day: 

"Farmers  are  asking  for  comparatively 
little  credit,  not  really  because  they  don't  need 
money  and  help,  but  because,  in  the  main,  they 


have  no  security  that  already  is  not  mortgaged. 
Banks  are  restricting  credits,  and  those  for- 
tunate in  securing  loans  must  be  in  A-1  shape, 
as  well  as  agreeing  to  cut  their  cotton  acreage." 

Mr.  Barrett's  Views 

In  the  opinion  of  Charles  Barrett,  president 
of  the  National  Farmers'  Union,  who  was  in 
Atlanta  the  other  day,  and  who  was  instru- 
mental in  having  the  House  and  Senate  pass 
the  resolution  calling  for  a  count  of  the  num- 
ber of  bales  of  cotton,  told  the  writer  that  the 
great  acreage  curtailment  in  cotton  was  al- 
ready an  established  fact,  only  waiting  official 
records  of  the  Department  of  Agriculture  to 
proclaim  that  fact  to  the  world.  Charles  Bar- 
rett, as  a  rule,  let's  the  other  fellow  do  the 
talking— the  blowing  of  "hot  air"— and  when 
he  says  a  thing  he  generally  knows  exactly 
what  he  is  talking  about.  He  is  in  close  touch 
with  the  cotton  situation— he  knows  the 
farmer,  knows  him  probably  better  than  any 
other  living  man ;  that's  one  reason  he  has  been 
head  of  the  great  organization  he  is  leading  for 
almost  a  quarter  of  a  century. 

The  Four  Principal  Reasons 

"There  are  four  principal  reasons  why  the 
1921  cotton  crop  is  certain  to  be  reduced  ap- 
proximately 50  per  cent  of  the  crop  grown  in 
1920,"  says  Harvie  Jordan,  secretary-treasurer 
of  the  association. 

"First,  the  farmers  are  not  buying  any- 
thing like  the  fertilizer  this  year  that  they 
did  last  year. 

"Second,  the  farmers  cannot  borrow  the 
money  this  year  that  they  did  last  year. 

"Third,  the  farmers  having  no  money  with 
which  to  purchase  food  for  their  families  and 
feed  for  their  stock  must  raise  this  food  and 
feed  themselves.  This  will  require  much  land 
formerly  used  for  cotton  cultivation. 

"Fourth,  the  farmers  will  not  raise  a  large 
cotton  crop  with  the  bulk  of  the  1920  crop  still 
on  hand." 

Plan  for  Co-operative  Marketing 

"As  soon  as  the  acreage  question  is  out  of 
the  way  the  American  Cotton  Association  in- 
tends to  throw  all  its  force  into  bringing  about 
co-operative  marketing  for  cotton,  which  has 
been  its  aim^from  the  beginning,  and  in  which 
some  important  steps  already  have  been  made. 

"The  1920  report  of  our  committee  on  co- 
operative marketing  contains  plans  for  smaller 
co-operative  organizations  which  are  intended 
to  be  linked  later  into  great  central  marketing 
units  and  finally  one,  if  possible. 

"Our  ultimate  aim  is  precisely  that  of  the 
California  plan,  adapted  to  the  peculiar  re- 
quirements of  cotton  and  the  section  where  it 
is  grown,  but  we  believe  that  local  units 
capable  of  ultimately  putting  that  plan  into 
operation  should  be  built  up  first. 

"In  fact,  we  have  several  of  these  now, 
operating  to  the  great  benefit  of  their  mem- 
bers and  constantly  combining  and  enlarging 
their  scope." 

The  whole  foundation  of  the  business  struc- 
ture of  the  South  hinges  upon  the  number  of 
acres  cultivated  in  cotton  this  spring. 


A  drastic  reduction  in  the  1921  cotton  acre- 
age will  be  made.  Farmers  are  aware  of  the 
colossal  carryover  at  the  close  of  this  season. 
They  know  that  nothing  but  the  smallest  yield 
in  a  quarter  of  a  century  will  save  them  and 
the  entire  South  from  disaster. 

That  may  sound  stiff,  but  it's  true— ask 
any  banker  in  the  South,  any  merchant,  any 
manufacturer,  -any  professional  man,  any  ed- 
itor, or  any  one  else  who  loves  to  live  in  the 
land  of  Dixie,  or  who  knows  black  from  white 
in  our  section  of  the  country. 

Aim  at  About  6,000,000  Bales 

Great  food  and  feed  crops — as  much  as 
farmers  are  able  to  cultivate  and  6,000,000 — 
not  more  than  7,000,000— bale  crops  will  sus- 
tain cotton  at  a  fair  price,  but  will  not  create 
any  famine  and  wartime  prices,  regardless  of 
how  active  domestic  or  foreign  spindles  may 
become,  or  how  rosy  general  economic  and 
financial  conditions  may  become. 

A  movement  has  started  to  induce  bankers, 
manufacturers,  merchants,  capitalists  and  the 
average  onlooker  to  buy  and  store  in  bonded 
warehouses  the  bales  that  now  are  being  sacri- 
ficed, as  a  dirt-cheap  investment  which  has 
merit  sufficient  to  attract  any  investor's  gaze 
and  money.  With  good  ordinary  staple  at  six 
cents  a  pound  and  less  than  13  cents  for  mid- 
dling, cotton,  for  the  long  pull,  is  considered  a 
handsome  investment.  V.  V.  B. 


Canadian  Conditions 

Improving  Steadily 

Economist  correspondence,  Ottawa,  Ont.,  Canada 

Canadian  trade  conditions  continue  to  im- 
prove with  a  steadiness  that  is  very  encourag- 
ing. Both  wholesalers  and  retailers  agree 
that  movements  of  stock  are  becoming  more 
normal  and  signs  point  to  a  remarkable  recov- 
ery in  clothing,  dry  goods  and  kindred  lines. 
Collections  might  be  better  than  they  are,  but 
financial  experts  look  for  improvement  here 
also.  A  large  number  of  assignments  are 
noted  every  week,  the  number  usually  being 
between  forty  and  fifty.  Many  of  these  are 
in  the  dry  goods  trade,  where  prices  fell  too 
rapidly  for  stores  to  realize  anything  like  full 
value  for  their  goods. 

Wool  Prices  Encourage  Growers 

Wool  growers  are  much  encouraged  by  the 
prices  realized  through  sales  of  their  product 
by  the  Canadian  Co-operative  Wool  Growers, 
Ltd.  .  Up  to  the  end  of  1920  all  wool  sold 
averaged  33  cents  a  pound,  and  sales  of  1,800,- 
000  pounds  have  been  made  in  1921  at  very 
satisfactory  prices  considering  the  poor  con- 
dition of  the  market.  Of  the  wool  sold  the 
American  market  took  51  per  cent,  the  domes- 
tic market  45  per  cent  and  Great  Britain  only 
4  per  cent.  The  quality  of  the  wool  has  been 
much  higher  than  in  past  times,  surprising 
many  buyers. 

Canada's  net  national  debt  showed  a  de- 
crease of  $5,495,000  for  January,  according  to 
figures  of  the  finance  department,  ordinary 
revenue  amounting  to  $39,480,892  and  ordi- 
nary expenditures  $28,346,349.  The  most 
encouraging  feature  of  the  report  is  the  de- 
cline in  capital  expenditure.  In  January  it 
was  only  $2,507,950,  as  against  $62,179,734 
in  January,  1920.  This  is  due  chiefly  to 
reduction  of  war  expenditure. 


People  all  over  the  country  will  be  able 
to  see  the  great  New  York  Toy  Fair  on  the 
screen.  Ruth  Roland,  the  fllm  star,  was  fea- 
tured along  with  a  number  of  manufacturers 
and  buyers  when  the  Screen  Revieiv  made 
pictures  of  individual  exhibits  and  toys  of 
every  description  at  the  Imperial  Hotel. 
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Navy  Blue  Suits 
Constitute  90 
P.C.  of  Demand 

Suit  Business  Developing  More  and 
More  Into  Staples — Buyers  Report 
Fair  Spring  Business 

Suit  buyers  are  ordering  cautiously,  but 
have  ordered  in  the  aggregate,  sufficient  to 
keep  the  factories  running  fairly  well  toward 
capacity.  Unlike  previous  years  prior  to 
Easter,  manufacturers  are  not  booked  up  way 
ahead  with  heavy  orders,  but  they  come  in 
from  day  to  day  and  are  completed  and  ready 
for  delivery  from  one  to  three  weeks,  depend- 
ing upon  the  facilities  of  the  shop  to  turn  out 
finished  goods.  Manufacturers  seem  pleased 
with  the  situation. 

Prices  are  now  about  20  per  cent  to  35  per 
cent  below  those  which  prevailed  a  year  ago. 
Navy  blues  constitute  about  90  per  cent  of  the 
demand,  specially  for  staple  garments,  with 
grays  coming  next. 

The  suit  business  is  developing  more  and 
more  into  staples.  Women  are  showing  a  ten- 
dency to  buy  dresses  where  fancy  garments  are 
required.  Despite  the  fact  the  dresses  are  in- 
creasing in  demand,  suit  manufacturers  claim 
that  suits  will  always  be  necessary,  in  order  to 
complete  a  wardrobe. 

Styles  are  not  confined  to  any  particular 
line  and  a  good  variety  is  shown.  The  sports 
suit  is  gaining  in  popularity  and  forms  an  ap- 
preciable percentage  of  the  suit  business  han- 
dled for  spring. 

Buyers  in  town  report  that  they  are  doing 
a  fair  spring  business  in  suits  and  that  they 
are  looking  forward  to  a  long  spring  season, 
inasmuch  as  Easter  comes  very  early  this  year, 
March  27.  Buyers  feel  they  have  at  least  four 
weeks  after  Easter  in  which  to  sell  spring 
merchandise. 

Here's  the  Right  Way 
To  Upset  Confidence 

One  of  the  most  effective  ways  of  abusing 
the  confidence  of  the  public,  which  is  grad- 
ually coming  back  into  the  field  for  merchan- 
•dise,  is  a  method  which  is  followed  in  more 
than  one  instance,  an  example  of  which  is  re- 
ferred to  here.     A  manufacturer   of  pil^ 
fabric  coats  shipped  a  number  of  garments 
to  a  retailer,  priced  especially  for  the  purpose 
of  giving  the  retailer  an  opportunity  to  stage 
a  good  January  sale.    As  a  matter  of  fact, 
the  retailer  disposed  of  more  than  900  of 
these  coats  during  January.   He  bought  them 
at  $25.    One  of  the  coats  showed  a  slight  de- 
fect in  the  way  the  fur  collar  was  put  on,  and 
it  was  returned  to  the  manufacturer  to  be 
corrected.    The  retailer,  however,  forgot  to 
remove  the  store  price  tag.    The  manufac- 
turer was  somewhat  surprised  when  it  showed 
that  the  coat  was  marked  $69.50  with  a  red 
line  drawn  through  the  price  and  the  sup- 
posed sale  price  fixed  at  $48.98. 

The  inference  is  obvious.  If  the  coat, 
bought  for  $25,  had  been  sold  to  the  public 
at  a  special  price  of  $35,  or  at  the  outside 
$37.50,  the  retailer  would  have  made  his  le- 
gitimate profit  and  the  public  would  have  re- 
ceived the  value  it  was  entitled  to,  but  as  it 
was  the  buyer  of  one  of  those  coats  at  $48.98 
bought  it  under  the  impression  that  he  was 
purchasing  a  coat  marked  down  from  $69.50 
and  there  is  no  mistaking  the  fact  that  the 
purchaser  bought  a  misrepresented  article. 


Draivn  by  an  Economist  artist 

Two  Easter  show-window  figures  which  illustrate  attractive  accessories  for  both  tailored  and 
eveniZ  effects  Both  costumes  are  in  Harding  blue,  and  show  some  of  the  novel  jewelry  which  is 
sure  to  have  a  large  following.  The  smart  tailleur  is  of  gray  Poiret  twill ;  Hashes  of  Harding  blue 
aZ  seen  in  the  lorgnette  chain,  the  bracelet,  the  umbrella  handle  and  the  buckle  on  the  Harding  blue 
Zraw  sailor  The  evening  gown  is  developed  in  Harding  blue  satin  and  blonde  lace,  the  underskirt 
is  Jf  cloth  of  silver  and  the  neck  chain,  bracelet  and  earrmgs  and  high  back  comb  are  also  m  tins 
fascinating  shade. 

Easter  Windows  in  Harding  Blue 
Offer  Many  Possibilities 


"Music  hath  charms"  and  it  might  well  be 
said,  too,  that  "Color  lends  enchantment."  One 
might  easily  imagine  that  Aladdin  had  been 
rubbing  his  lamp  in  the  showroom  of  one 
manufacturer  who  has  anticipated  the  demand 
for  the  new  Harding  blue  and  has  created  an 
entire  line  of  jewelry  in  this  one  fascinating 
shade.  Necklaces,  cordeliers,  pendants,  hat- 
pins, bracelets,  earrings,  all  the  jewelry  with 
which  the  up-to-date  woman  completes  her  cos- 
tume have  been  made  up  in  the  new  color. 

Those  interested  in  making  attractive  win- 
dow displays  for  Easter  have  seized  upon  the 
new  shades  not  only  because  it  is  appropriate 
for  the  season,  but  also  because  of  its  timeli- 
ness, since  Mrs.  Harding  will  be  just  about 
"settled"  in  at  the  White  House  at  Easter  time. 

The  Harding  blue  may  perhaps  be  best  de- 
scribed by  saying  that  it  verges  on  a  light 
shade  of  our  old  Alice  blue  and  has  the  faintest 
suggestion  of  a  greenish  tinge.  The  new 
jewelry  is  fascinating  in  its  changing  tones, 
which  bring  to  the  mind  such  terms  as  iri- 
descent, aquamarine,  opalescent,  but  which 
have  as  their  foundation  the  real  Harding  blue. 

Gaging  the  demand  for  merchandise  in  this 
popular  color,  manufacturers  of  various  lines 
have  already  completed  new  and  striking  spe- 


cialties which  are  being  offered  for  the^ Easter 
trade.  Foremost  among  them  are  jaunty  para- 
sols of  colorful  design  with  dainty  white  ivory 
tops,  white  kid  leather  handles,  and  ferrule 
ends  to  match;  original  styles  in  neckwear  with 
blue  ribbons  and  Smart  veilings. 

The  variety  of  merchandise  being  offered 
in  Harding  blue  represents  a  fine  opportunity 
for  dealers  to  feature  color  in  Easter  show 
windows.  And  the  value  of  color  need  not  be 
emphasized  for  the  alert  display  man. 

Julius  Garfinkle  &  Co.,  Washington,  D.  C, 
have  long  since  achieved  distinction  in 
window  display,  and  is  one  of  the  first  stores 
to  show  a  display  featuring  Harding  blue.  It 
will  be  an  absorbing  task  to  make  the  Easter 
window  display  one  of  unusual  attractiveness. 
Complete  costumes  in  the  new  color,  as  shown 
by  the  accompanying  illustrations,  may  be  re- 
produced in  every  detail. 


At  the  annual  meeting  of  the  Tennessee 
Retail  Clothiers,  many  important  subjects 
were  discussed  and  officers  elected  as  follows: 
President,  W.  P.  Taylor,  Knoxville ;  vice-presi- 
dents, Fred  Hillman,  Jackson ;  Dave  Goldstein, 
Murf reesboro,  and  Gus  Helm,  Morristown ;  sec- 
retary, James  F.  Hall,  Knoxville. 
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BURLEIGH  BLANKETS 


In  Burleigh  is  combined  everything  good  in  a 
blanket — rich  texture,  fine  finish  and  a  quality 
that  makes  and  holds  customers. 

Soft,  warm,  harmonious  colorings  and  distinc- 
tive patterns  provide  a  ready  desire  and  a  ready 
profitable  sale  wherever  an  abundant  stock  of 
these  fine  wool  and  wool  mixed  blankets  is  dis- 
played. 

Made  by  a  mill  whose  prestige  and  facilities  of 
production  assures  highest  standards  of  mate- 
rial and  workmanship  —  and  distributed  by 
Covert  and  Workman  whose  reputable  and  en- 
viable position  in  the  blanket  market  further 
exemplifies  its  dependability  —  Burleigh  pre- 
sents a  dominating  appeal  to  the  buying  instinct 
on  the  part  of  both  store  and  customer. 


Quality  first! 

Mill  specialization 
makes  better 
blankets  at  lower 
costs. 

Burleigh  Weights 
quoted  riAinimum. 

Cream  color  bind- 
ings. 

Burleigh  Blankets 
washed  before 
napped. 


COVERT  &  WORKMAN 

SOLE  DISTRIBUTORS 

225  Fourth  Ave-,  New  York. 


Covert  &  Workman 
Lines  Cater  to  a  Mer- 
chant's   Sales  Volume. 

Burleigh  all  -  wool  and 
wool   mixed  Blankets. 

Newco  Steamer  Rugs. 

Mianus  Motor  Robes  and 
Steamer  Rugs. 

Cumberland    Gap  Wool 
Bed  Blankets. 

Portland  fine  wool  Steam- 
er Rugs  and  Robes. 

Freidand  shoddy  Bed  and 
Camp  lilankets. 

Old  Town  all-wool  B:;(l 
lilankels. 


APPAREL  MERCfiANDTSING" 
A  Department  of  the  ^ 
Dry  Goods  Economist 
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On  this  page  are  two  Lanvin  models 
which  were  worn  by  Mademoiselle  Yvonne 
Printeinps,  ztife  of  M.  Sacha  Guitry,  in 
the  play  " Lc  Cnincdienc"  at  the  Theatre 
Edouard  I'll. 

The  sleeve,  which  is  slashed  from  the 
shoulder  to  an  inch  above  the  elbow  with 
flare  at  the  lower  edge,  is  one  of  the  novel 
and  interesting  features  of  the  model  above. 
It  is  made  in  white  crepe  satin,  and  is 
trimmed  with  incrustations  of  bands  of 
royal  blue  and  black  crepe. 


Photo  by  Kadel  &■  Herbert. 


Spring  frocks  of  serge  show  con- 
vertible collars  and  extremely  short 
sleeves,  as  illustrated  above.  Braid- 
ing as  a  trimming  is  also  a  feature 
of  these  models.  From  Grand  Mai- 
son  de  Blanc,  Paris. 


A  three  piece  cape  costume  from  Lanvin 
in  black  serge  embroidered  in  white.  The 
detachable  cape  may  be  unbuttoned  from  the 
shoulders.  The  skirt  features  a  continued  use 
of  the  free  panel  effect.  The  foundation  slip 
is  of  red  silk  and  this  color  is  repeated  in 
bands  of  silk  inserted  in  the  three-quarter 
flared  sleeves,  and  at  the  neck,  which  is  out- 
lined with  a  scarlet  binding.  The  cape  is  of 
black  serge  with  bands  of  the  scarlet,  and  is 
lined  with  serge  embroidered  in  white.  The 
girdle  is  of  jet.  The  short  cape  which  is  worn 
attached  to  the  shoulders  of  this  dress  is  sug- 
gestive of  the  early  Renaissance,  namely  the 
Henri  II  period. 


PARIS  MILLINERS  BRING  OUT  NOVELTIES  IN  ^SHAPES,  FABRICS  AND  TRIMMINGS 

Trnm  left  to  right  iJraped  hat  in  picture  style  of  black  tulle.  The  frill  (mni  uinlrninilh  llie  hrini  forms  the  nose  veil.  I'rom  Tcwis.  Toque  in  embroidered  straw 
fabric  trimmed  with  a  large  bow  of  the  material  at  the  .side,  kroui  .Iraiiur  ."  Murlhr.  Ijirge  Dirn  loire  poke  from  Jeanne  &  Marihe  in  crepe  de  Chine  with 
nppliques  of  tin.wl  .spanqled  net.     Tlnral  toque  by  Lewis  In  one  .^idrd  Irimnir  rffecl.     i'ell  lif  lilark  ClmiiliUy  lace.    The  flowers  are  of  l-a-o  lone  pink  ribbon. 
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The  vogue  for  irregular 
hem  lines,  now  an  established 
style  for  spring,  is  cleverly 
interpreted  in  the  afternoon 
dress  shown  at  the  left.  Black 
charmeuse  studded  with  steel 
beads  are  the  mediums 
through  which  this  artist 
worked. 

Summer  wraps  reflect  the  soft, 
graceful  lines  of  the  summer  frocks 
in  capes  of  lace.  The  figure  in  the 
center  is  of  a  soft  gray  tone  which 
blends  with  the  collar  of  squirrel. 

At  the  right  is  shown  a  sports  cos- 
tume of  French  blue  duvetyn  and 
plaided  tan  and  blue  velour.  The  vest 
of  white  satin  is  a  new  and  smart 
accessory. 

Jewels  play  an  important  part 
today's  fashions,  for  with  simplicity 
the  keynote  of  costuming ,  individu- 
ality is  expressed  in  accessories.  The 
diamond  earrings  and  chin-strap  of 
pearls  were  shown  by  C artier  at  the 
Fashion  Show  staged  by  Harry  Col- 
lins last  week  at  the  Ritz,  at  which  the 
costumes  described  above  were  ex- 
hibited. 


Sketched  by  an  Economist  artist 


Simple  Lines,  Rich  Fabrics  and  Free 
Use  of  Color  Featured  by  Collins 

Fashion  Show  at  Ritz  Demonstrates  Wide  Range  of  Tendencies- 
Plain  Colors,  with  Laces  and  Chiffons,  Extensively  Shown  in 
Afternoon  Dresses— Simple  Lines  of  Gowns  Bring  Change  in 

Evening  Coiffures 


JUST  how  wide  is  the  range  of  style  ten- 
dencies was  effectively  demonstrated  at 
the  fashion  show  given  by  Harry  Collins 
at  the  Ritz-Carlton  Hotel  on  Wednesday  and 
Thursday  of  last  week  for  the  benefit  of  the 
Reconstruction  Hospital.  In  this  show  cos- 
tumes for  all  occasions  were  displayed,  from 
sports  suits  to  dinner  gowns  and  the  less 
formal  deshabilles.  The  most  striking  feature 
was  the  simplicity  of  line  and  the  free  use  of 
color  and  the  richness  of  fabrics  employed. 

Stunning  Princess  Evening  Gowns 

A  brilliant  brocade  in  rich  bronze,  gold 
and  greens  was  used  in  an  evening  gown  and 
in  striking  contrast  was  a  stunning  black  satin 
dress  with  rhinestone  shoulder  straps  as  its 
only  trimming.  Both  models  were  draped  in 
princess  style  with  narrow  trains  hanging  free 
from  the  waist. 

Extreme  back  decolletage  and  profuse  use 
of  brilliants  over  the  shoulders  was  a  charac- 
teristic of  these  gowns  that  were  otherwise 
very  simple,  and  draped  in  close,  graceful  lines. 

Plain  Colors  for  Afternoon 

Self-tone  brocades  and  beaded  nets  were 
noted  among  the  evening  gowns,  while  plain 
colors  in  chiffons,  taffetas  and  crepes  appeared 


in  the  afternoon  dresses.  In  the  latter  the 
silhouette  varied  from  the  severe  princess  of 
the  more  formal  costumes  to  flounced  and 
draped  skirts  with  simple,  fitted  bodices.  In 
the  taffetas  there  was  a  hint  of  the  quaint 
.1830  style,  with  wide  neck-line  and  tiny  sleeves, 
or  no  sleeves  at  all,  and  extremely  full  skirts, 
without  any  stiffening. 

Chiffon  and  Lace  Draperies 

Soft  draperies  of  laces  and  chiffons  were 
widely  featured  in  the  afternoon  dresses,  with 
a  marked  note  in  the  color  schemes.  Laces 
were  dyed  to  blend  with  crepes  of  chiffon  with 
which  they  were  combined.  In  some  instances 
two-fabric  effects  were  accomplished  by  using 
dyed  lace  in  the  bodice  and  black  in  the  skirt. 

Yellow,  green  and  brown  were  the  dominat- 
ing shades,  with  particular  stress  placed  on 
a  pale  apple-green  and  a  distinctive  canary  yel- 
low. These  colors  are  being  featured  by  many 
designers  this  spring  and  will  undoubtedly  be 
well  liked,  for  they  carry  an  atmosphere  of 
coolness. 

All-lace  in  Beige  and  Browns 

Beige  and  browns  were  among  the  prettiest 
of  the  all-lace  frocks  and  with  them  were  worn 
brown  tulle  hats  of  broad  dimensions. 


One  of  the  smartest  accessories  worn  with 
these  lace  dresses  was  a  corsage  of  waxed  pond 
lilies.  These  delicate  flowers  in  the  soft  folds 
of  brown  lace  were  most  effective.  The  same 
color  scheme  prevails  in  the  hat,  but  here  a 
single  flower  lightens  the  fold  of  brown. 

The  use  of  grapes  as  a  trimming  was  noted 
on  a  frock  of  apple-green  chiffon.  This  fruit 
formed  the  girdle  and  hung  in  a  streamer  at 
one  side  of  the  front,  while  the  short  sleeves 
were  edged  with  drops  of  single  grapes.  This 
trimming  was  carried  out  on  the  broad- 
brimmed  Milan  hat  with  crown  and  top  of 
brim  made  of  chiffon. 

The  majority  of  neck-lines  in  afternoon 
dresses  sponsored  by  Harry  Collins  showed  the 
rounding  style  with  a  few  off-the-shoulder 
types,  but  none  were  high.  Sleeves  varied 
from  none  at  all  to  three-quarter  lengths,  with 
the  majority  of  them  above  the  elbow. 

Lace  Wraps  for  Summer  Evenings 

Lace  wraps  for  evening  wear  carried  the 
desired  light  and  airy  effects  for  summer  and 
with  soft  squirrel  collars  all  that  could  be 
desired  was  embodied  in  the  models  shown  by 
Harry  Collins. 

In  the  sports  suits  the  sleeveless  coat  at- 
tracted the  most  attention.   A  model  of  henna 

(Continued  on  page  117) 
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MISSES 


COATS,  WRAPS 

and 

SPORT  COATS 

In  Every  Kind  of  Material 
and  Every  Kind  of  Style 
For  Children,  Juniors, 
IViisses  and  Small  W omen 


Three  Reasons  Why 
We  Are  Successful 

PRICES  that  are  favorable. 

WORKMANSHIP  of  the  very 
best. 

STYLES  that  are   up    to  the 
minute. 


BETTER  Coats,  BETTER 

Made,  At  BETTER  Prices 
For  Immediate  Delivery. 


H.   GOLDWATER  &  CO. 

Manufadurets  of  Priscilla  and  American  Girl  Coals 

40-46  WEST  25th  STREET  -:-  NEW  YORK 
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Spring  Ready-to- Wear  Now  Dominates  in 
Ads  in  All  Parts  of  Country 

Stores  Continue  to  Lay  Particular  Emphasis  on  Price  Element — 
Blouses  and  Suits  Get  More  Space,  and  Dresses  Continue  to  Gain 
— Summary  of  Offerings  by  Well-known  Stores  in  Many  Centers 


1 


fTHHE  retail  stores  throughout  the  country 
are  featuring  their  spring  lines  100  per 
cent  strong  in  their  daily-paper  adver- 
tising. They  continue  to  lay  particular  em- 
phasis on  the  price  element,  and  in  many  cases 
use  comparative  values  to  bring  home  a  point. 

Blouses  are  playing  a  more  important  part 
in  advertising  than  for  several  weeks.  Suit 
advertising  also  occupies  more  space  lately,  al- 
though dresses  continue  to  hold  an  important 
place,  probably  stronger  than  ever  before.  A 
number  of  advertisers,  both  in  and  out  of  New 
York,  feature  black  quilted  satin  coats. 

Franklin  Simon  &  Co.  continue  to  feature 
their  educational  propaganda  in  connection 
with  spring  ready-to-wear  offerings,  and  in  a 
six-column  ad  say :  "Women's  coats  and  capes 
of  black  satin  take  fashion  at  the  'flash- 
point.' They  offer  these  black  satin  coats  at 
$59  to  $245.  They  are  both  quilted  and  un- 
quilted  models. 

Bonwit,  Teller  &  Co.  make  a  special  fea- 
ture of  their  department  specializing  in 
women's  sports  apparel.  They  also  bring  out 
day-time  frocks  of  crepe  silk  and  the  special 
modes  for  the  miss  of  14  to  20.  Tailored  suits 
and  three-piece  costumes  are  offered  at  $65  to 
$350,  graceful  wraps  and  capes  at  $55  to  $395 
and  tailored  shirts  and  sport  blouses  at  $6.90 
to  $55. 

Blouse  Called  a  Shirt 

It  is  interesting  to  note  in  this  connection 
that  Bonwit,  Teller  &  Co.  characterize  the 
tailored  blouse  as  a  shirt,  rather  than  as  a 
blouse.  This  tendency  is  growing  owing  to 
the  fact  that  the  tailored  blouse  is  constructed 
on  strictly  mannish  lines. 

The  Betty  Wales  Dress  Shop,  which  sells 
dresses  only,  features  tricotine,  and  twill  cord, 
straight  line,  Redingote  and  blouse  models  at 
$68;  other  tricotine  frocks  specially  priced 
from  $34  to  $58. 

The  Stanley  &  MacGibbons  Co.  features 
new  spring  frocks  at  $39.50  and  suits  at 
$49.50.  Oppenheim,  Collins  &  Co. — Afternoon 
and  street  frocks  at  $35  to  $165.  Special  for 
Monday,  afternoon  and  street  dresses  at  $38. 
Also  black  satin  quilted  coats  at  $58.  Best  & 
Co. — Crepe  de  Chine  dresses  at  $39,  Poiret 
twill  at  $69,  Canton  crepe  at  $59,  tricotine  at 
$49.50,  taffeta  at  $35  and  other  crepe  de  Chine 
dresses  at  $25. 

Renard — Special  sale  of  spring  dresses  of 
crepe  de  Chine  and  taffeta,  "$35  values,"  at 
$17.85,  $49.50  values  at  $22.85.  B.  Altman  & 
Co. — Black  taffeta  skirts  specially  priced  at 
$13.50.  Stern  Bros. — 200  women's  silk  jersey 
dresses  at  $23.75.  Tailored  suits  of  tricotine 
and  poiret  twill  at  $68. 

Silk  Week  at  Macy's  , 

R.  H.  Macy  &  Co.  carried  out  the  Silk  Week 
idea  in  their  ready-to-wear  department,  and 
made  special  offerings  of  silk  sweaters  and  silk 
dresses  as  well  as  silk  negligees  and  under 
garments.  Saks  &  Co.  feature  as  "decidedly 
new"  a  silk  sweater  suit  for  women,  which  they 
said  "will  serve  now  for  winter  sports  in  the 
South  and  later  for  summer  sports  in  the 
North."  It  is  made  of  fiber  silk  in  navy, 
henna,  gray  and  black,  and  offered  at  $69.50. 
Saks  &  Co.  also  had  a  special  offering  of 
women's  spring  suits  for  large  figures  at 


$59.50  and  quilted  satin  coats  for  misses  at 
$59.50.  Black  satin  coats  for  women  at  $75, 
taffeta  frocks  at  $49.50.  Flannel  skirts  at 
$9.75  and  $12.75. 

Russek's  had  a  special  offering  of  coats  and 
suits  for  $95. 

Tailored  Suit  Featured 

Lord  &  Taylor,  in  a  full-page  ad  under  the 
caption  "A  Spring  Bouquet  of  Paris  Styles," 
played  up  very  strongly  the  latest  creations 
that  Paris  has  produced  in  blouses.  They  also 
state  that  when  spring  comes  to  Fifth  Avenue, 
the  tailored  suit  will  play  the  leading  role.  A 
Directoire  suit  of  fine  tricotine,  large,  novel 
embroidered  pockets  and  flaring  reveres,  is 
offered  at  $95.  Other  tailored  suits  at  $55  to 
$150,  and  costume  suits  in  three-piece  models 
at  $115  to  $250.  Special  Easter  dresses  were 
offered  at  $60  and  others  from  $55  to  $250. 

Bedell — New  coats  attractively  priced  at 
$35,  and  man-tailored  suits  specially  priced  at 
$35  and  $55.  A.  I.  Namm  &  Son,  Brooklyn, 
who  held  the  formal  opening  of  their  big  new 
store  this  week,  offered  a  number  of  ready-to- 
wear  attractions,  and  conducted  each  day  dur- 
ing the  week,  from  2:30  to  4:30,  a  fashion 
show  of  new  spring  modes  on  living  models. 
Abraham  Straus,  Inc.,  Brooklyn — In  their  "su- 
premacy sales"  they  include  women's  dresses  at 
$22.95  and  blouses  at  $3.98  and  $5.98,  also 
suits  at  $47.50. 

In  Other  Centers 

Philadelphia,  Pa. — Gimbel  Bros,  held  a 
Paris  Fashion  Review  with  living  models,  fea- 
turing fashions  that  were  shown  in  Paris  less 
than  three  weeks  before.  They  showed 
women's  and  misses'  suits,  wraps,  dresses, 
sports  wear,  spring  furs,  French  millinery  and 
English  sports  miflinery,  sweaters  and  skirts. 
The  review  was  staged  twice  daily  from  11 
o'clock  to  12:30,  and  2:30  to  4  o'clock.  They 
advertised  "as  elaborate  waists  at  $10  and 
$15.75  as  $25  could  have  bought  last  year." 
Also  a  line  of  women's  morning  dresses, 
"smart  enough  to  market  in,"  were  offered  at 
$5. 

Lit  Bros,  had  a  spring  opening  of  outer- 
wear fashions,  in  women's  and  misses'  coats, 
suits  and  dresses,  in  which  special  emphasis 
was  made  upon  "flne  $40  dresses  at  $25." 
These  were  offered  in  most  of  the  popular 
fabrics  and  colors. 

Special  Waist  Feature    at  $3.95 

Five  hundred  sample  waists  were  put  on 
special  sale  at  $3.95.  Blouses  of  gray  silk, 
crepe  satin,  hand  embroidered  and  hand 
beaded,  were  shown  at  $19.98.  Georgette  crepe 
over-blouses  were  offered  at  $14.98  and  crepe 
de  Chine  blouses  at  $9.98. 

Snellenburg's  featured  new  spring  dresses 
— extra  sizes  for  stout  women — at  $18.50  to 
$125  and  suits  for  $25  to  $125.  They  also 
showed  a  line  of  "$25  new  spring  frocks  of 
Mignonette,  very,  very  special,"  at  $11.50. 

Oppenheim,  Collins  &  Co.  featured  300 
tailored  street  dresses  in  navy  tricotine  with 
self  or  contrasting  colored  tricolette  or  satin 
girdle  at  $11.75.  They  also  offered  at  a 
"special  price"  of  $18,  250  wool  Jersey  sport 
suits  in  mannish  models. 

(Continued  on  page  121) 


Economist  Photo 
(Fashion  Camera) 

Coat  of  ex- 
quisitely niatch- 
ed'broadtailwith 
collar  of  Chin- 
chilla. The  sim- 
plicity of  the 
lines  is  signifi- 
cant, as  there  is 
an  entire  ab- 
sence of  exag- 
gerated feature. 
Favoring  t  h  e 
k  i  m.  0  n  0  line 
around  t  h c 
shoulders  and 
arm  the  straight 
hem-line  is  pre- 
served. Lined  in 
platinum  grey, 
with  alternating 
stripes  of  satin, 
meteor  and  vel- 
vet all  of  the 
same  c  o  I  o  r. 
From  Otto 
Kahn,  Inc. 


Mrs.  Harding's  Fur  Coat 
Has  Interesting  Story 

The  fur  coat  which  Mrs.  Harding  wore  yes- 
terday at  the  inauguration  carries  with  it  an 
interesting  story  of  advertising,  production 
and  delivery. 

When  Mrs.  Harding  was  in  New  York  a 
few  weeks  ago,  purchasing  her  inaugural  ward- 
robe, she  ordered  a  fur  coat  from  Otto  Kahn, 
Inc.  She  made  the  remark  during  the  course 
of  her  purchasing  activities  at  the  Ritz-Carl- 
ton  Hotel,  that  she  was  interested  in  this  com- 
pany's line  because  she  was  attracted  to  it  by 
its  advertising. 

Negotiations  for  the  coat  were  thus  started. 
It  is  said  that  the  broadtails  used  in  this  coat 
are  about  as  perfectly  matched  as  it  is  possible 
to  match  skins,  and  that  the  chinchilla  collar 
is  also  of  a  specially  good  quality.  The  order 
for  the  coat  was  placed  on  Feb.  5,  and  the  fin- 
ished garment  was  delivered  to  Mrs.  Harding 
in  Washington,  by  special  messenger  from  the 
company,  on  Feb.  23. 

The  outstanding  feature  of  the  garment  is 
its  simplicity.  It  is  not  flared,  trimmed  or 
boxed.  It  is  merely  a  straight-hanging,  full- 
cut  coat,  with  moderate  kimono  sleeves,  and 
untrimmed  cuffs.  The  deep,  rich,  chinchilla 
collar  is  the  only  feature  which  breaks  the 
black  broadtail.  The  coat  is  lined  with  gray 
silk  and  velvet,  giving  it  a  striped  effect. 


Irving  Cohen,  with  Women's  Wear  for 
many  years,  has  become  associated  with  the 
Dry  Goods  Economist  in  the  ready-to-wear 
division  of  the  business  office.  Mr.  Cohen  has 
many  friends  in  the  trade  who  will  be  in- 
terested in  learning  of  his  new  business  con- 
nection. 
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enables  us  to   make  this  special  offer.  VViVe  your  order  in  any  size  lots. 

S  T  E  R  N  .  A  I  LLE  R,  CO. 

22    WE5T   32  5^   STREET  ~  NEV    YORK.  CITY 
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Mid-summer  blouses  are  appearing  in  the  wholesale  showrooms  and  a  great  variety  of  fabrics  are  displayed.  At  the  left  Cobden  &  Co.,  Inc.,  show 
a  blouse  of  tan  ratine,  with  collar,  cuffs  and  vest  of  ecru  batiste.  The  ruMes  are  edged  with  a  blending  shade  of  brown.  The  next  model,  from  Joel 
Isaacs  &■  Sons,  is  of  fine  French  voile,  combined  with  a  Rodier  embroidered  voile  of  pale  salmon  color,  with  flowers  in  brilliant  hues.  Tiny  ruffles  of 
net  add  further  to  the  dainty  airyness  of  this  model.  In  the  center  is  an  artistic  creation  of  rose  and  gray  chiffon,  embroidered  and  blanket-stitched 
in  wool.  The  wonderful  color  scheme  is  the  charm  of  this  simple  slip-over  blouse  from  the  Flambeau  Weavers.  Fine  hand-enlbroidered  Philippine 
blouses  continue  in  vogue.  The  seated  figure  at  the  right  shows  one  of  the  newest  models,  hand-drawn  and  lace-trimmed,  from  Weil  &  Weil.  At  the 
right  is  shozvn  one  of  the  season's  smartest  crepe  fabrics  in  a  semi-tailored  model  from  Son  &  Ash. 


Blouses  Come  in  Strong  With  Great 
Vogue  for  Sports  Clothing 

Tailored  Models  in  Silk  or  Cottony  Are  Favored — Tuxedo^ 
Jabot  and  Dutch  Collars  Are  Scoring — Beading  and  Silk 
Embroidery  Bring  Out  Brilliant  Color  Combinations 


A  survey  of  the  wholesale  blouse  market 
to-day  confirms  the  statements  made  in  these 
columns  since  the  opening  of  spring  lines, 
namely,  that  the  increasing  demand  for  sports 
clothes  will  have  a  decided  effect  upon  blouse 
styles'. 

The  volume  of  business  to-day  in  blouses 
is  in  the  models  that  carry  a  tailored  note 
whether  made  in  silk  or  cotton.  Variety  of 
treatment  in  this  type  of  blouse  has  brought 
out  many  styles  of  collars,  some  high  and 
others  low,  but  the  favored  ones  are  the 
tuxedo,  the  Dutch  and  the  jabot. 

In  Sheer  Materials 

Combinations  of  sheer  materials  have  been 
featured  in  mid-summer  lines,  while  voiles, 
for  instance,  are  trimmed  with  Rodier's  colored 
embroidered  voiles,  and  the  effects  are  won- 
derful. Inserts  of  bands  or  motifs  in  which 
the  colored  backgrounds  bring  out  the  raised 
embroidered  figures  are  extremely  novel  and 
have  been  worked  into  collars,  vestees,  cuffs 
and  belts.  Another  novel  trimming  is  narrow 
net  rushings  or  flutings  shirred  in  rows  on 
collars  and  jabots  which  make  dainty  voiles 
even  softer. 

Silk  crepes  have  demonstrated  their  value 
in  the  blouse  industry,  and  many  new  weaves 
have  been  launched  and  accepted.  These  ma- 
terials adapt  themselves  well  to  high  col- 
lars and  long  sleeves,  which  are  well  liked  in 
tailored  blouses  and  have  brought  re-orders  for 
early  spring  deliveries. 

Wide  Scope  for  Novelties 

Since  the  admission  of  the  blouse  to  the 
rank  of  an  afternoon  dress,  there  is  a  wide 
scope  for  novelties.  We  still  have  the  long 
chiffon  blouse  which  is  as  much  a  robe  as  any- 
thing, but  the  shorter  models  are  the  favored 
type. 

Beading  and  silk  embroidery  are  the  chief 
trimming  features  and  brilliant  color  combi- 
nations are  brought  out  through  these.  Tinsel 
appears  to  some  extent  on  domestic  styles,  but 


it  is  strongly  featured  on  imported  models,  in 
fact,  it  shares  first  place  with  beads  as  trim- 
ming. 

Printed  silks  are  featured  in  the  new 
blouses,  and  because  of  their  elaborate  color- 
ing the  models  themselves  are  decidedly  simple. 
The  slip-over  style  being  the  favorite. 

Blouse  "Gets  In"  Everywhere 

Ratine  and  ginghams  have  found  a  good 
market  this  season,  undoubtedly  due  to  the 

This  Practical  Stunt 
Moves  Ready-to-we;ar 

AN  experiment  which  has  been  tried  out 
in  one  large  department  store  for  the 
purpose  of  disposing  of  some  articles  of 
apparel  at  low  prices,  has  worked  out  satis- 
factorily. This  plan  involves  the  transfer  of 
the  garments  which  they  desire  to  dispose  of 
to  the  ground  floor,  where  they  are  grouped 
on  tables,  or  in  other  convenient  ways,  and 
usually  they  sell  very  rapidly. 

In  this  particular  store  the  ready-to-wear 
section  is  on  the  third  floor,  which  is  relieved 
by  this  plan  of  the  "sale"  atmosphere.  This 
store  is  satisfied  that  more  garments  are  dis- 
posed of  quickly  in  this  way  than  if  they 
were  advertised  as  a  "sale"  and  sold  in  the 
regular  section. 


increased  demand  for  these  materials  in  sepa- 
rate skirts,  for  the  blouse  has  not  only  been 
admitted  to  the  rank  of  the  afternoon  dress, 
but  it  has  invaded  the  morning  frock  field  as 
well. 

Contrary  to  some  opinions,  this  spring  looks 
good  for  blouses. 

Easter  comes  too  early  to  induce  women  to 
buy  street  dresses,  and  their  inclination  will 
be  to  wear  something  different  than  a  heavy 
winter  coat,  therefore  our  deduction  is  clear 
that  suits  will  have  a  good  sale  and  this  will 
stimulate  the  sale  of  blouses. 


In  connection  with  the  recent  announce- 
ment by  M.  Mosessohn,  executive  director  of 
the  United  Waist  League  of  America,  advo- 
cating a  closer  affiliation  between  the  blouse 
and  separate  skirt  industries,  a  suggestion 
has  been  made  that  it  might  be  a  wise  busi- 
ness move  for  the  many  shops  specializing  in 
blouses  to  add  a  line  of  skirts.  The  point  is 
made  that  a  suit  or  a  skirt  is  incomplete 
without  a  waist.  This  makes  a  waist  a  com- 
plementary article  of  apparel.  It  is  also  sug- 
gested that  the  blouse  and  skirt  departments 
in  the  department  stores  might  co-operate 
more  closely  in  developing  the  advantages  this 
idea  offers. 

Comments  from  ready-to-wear  buyers  in 
regard  to  this  suggestion  would  be  interest- 
ing and  the  Dry  Goods  Economist  will  be 
glad  to  exploit  the  views  of  those  garment 
buyers  who  would  like  to  have  something 
to  say  on  the  subject. 
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Style  341. 

This  popular-priced 
brassiere  for  full  figures 
is  made  of  white  batiste 
and  trimmed  with  gal- 
loon embroidery.  It  is 
'vell-finished  in  every 
detail  and  exception- 
ally strong  and  durable. 

Sizes  34  to  52 
$12.00  per  dozen 

The  W  a  r  n  e  r  Brothers 
Company,  Inc.,  New  York, 
Chicago,  San  Francisco, 
New    Orleans,  Montreal. 


{/arners 

f  BRASSIERES  AND 
BANDEAUX  BRASSIERES 
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Selling  Methods  Like  These  Make 
Things  Hum  in  Negligees 

Many  of  These  Garments  Are  Now  Being  Used  for  Outer  Wear,  and 
Franklin  Simon  &  Co.  Have  a  Most  Effective  Way  of  Encouraging 
The  Tendency  —  Individuality  Is  Furnished  in  Every  Garment,  with 
Live  Model  a  Prominent  Feature  in  Clinching  the  Sale 


NEGLIGEES  have  shown  such  marked  de- 
velopment during  recent  years,  it  is  not 
surprising  that  many  of  these  garments 
are  being  used  for  outer  wear.  Franklin 
Simon  &  Co.,  Fifth  Avenue,  who  conduct  a 
very  extensive  and  successful  negligee  depart- 
ment, are  selling  a  number  of  negligees  to  be 
worn  over  the  light  flimsy  dress.  At  the  pres- 
ent time  these  are  being  used  for  southern 
wear,  particularly  at  the  resorts  this  year. 

Very  elaborate  negligees  in  laces  and  silks 
are  being  sold  to  be  worn  over  evening  gowns, 
instead  of  malines  and  tulles  which  have  been 
used,  for  several  years.  The  negligee,  as  a 
matter  of  fact,  is  rapidly  finding  a  more  gen- 
eral field  in  which  its  utility  may  be  tested. 
This  is  probably  because  of  the  style  element 
which  has  entered  into  its  construction. 

In  Soft  Pastel  Shades 

Negligees  are  made  up  in  all  of  the  cur- 
rent fashionable  colors,  but  particularly  in 
the  pastel  shades.  They  are  made  up  for  the 
cool  weather  in  corduroys  and  other  warm 
materials,  while  for  warm  weather  flimsy 
materials  are  used. 

The  negligee  department  of  Franklin  Si- 
mon &  Co.  may  be  considered  a  model  suc- 
cessful department.  It  occupies  an  impor- 
tant place  and  covers  about  2500  square  feet 
on  a  balcony  in  front  of  the  store,  directly 
over  the  first  floor.  A  number  of  elevators 
stop  at  the  balcony.  The  floor  is  richly  car- 
peted and  on  two  sides  of  the  department  are 
spacious  rooms  in  mahogany,  in  which  a  large 
stock  is  carried  for  inspection  and  sale. 

The  stock  is  divided  into  Japanese  kimonos, 
French  aud  English  importations  and  do- 
mestic productions.  Stock  is  taken  every 
morning  and  all  garments  which  have  been 
sold  during  the  previous  day  are  replaced 
from  the  stock  room  upstairs.  In  .a  large 
show  case  with  a  plate  glass  front  are  shown 
two  garments.  These  are  changed  once  or 
twice  a  week. 

Mannequin  Has  Important  Role 

One  important  phase  of  the  work  of  the 
department  is  carried  out  by  a  mannequin 
attired  in  negligee,  who  promenades  in  the 
department.  She  changes  her  garment  fre- 
quently, and  it  is  said  that  she  is  one  of  the 
best  saleswomen  in  the  department,  and  is 
termed  their  silent  salesman.  She  does  not 
offer  garments  for  sale,  but  many  times  dur- 
ing the  day  the  garment  which  she  is  wear- 
ing is  purchased  from  her  back. 

This  mannequin  also  tries  on  negligees 
which  customers  are  inspecting,  and  in  this 
way  the  customer  is  enabled  to  get  the  real  ef- 
fect of  the  garment,  whereas  she  could  not  do 
so  if  she  tried  it  on  over  her  street  clothes.  A 
fitting  room  is  available  in  the  department  if 
a  patron  desires  to  try  on  the  garment  she  is 
looking  at,  to  see  if  it  suits  her  particular  type. 

Ordinarily  there  are  about  a  half  dozen 
wax  models  on  which  are  prettily  draped  the 
newest  creations,  but  during  sales  periods, 
principally  in  January  and  July  and  run- 
ning into  February  and  August,  reel  racks. 


carrying  a  large  number  of  garments,  are  on 
the  floor,  making  them  very  accessible  for 
quick  inspection.  Franklin  Simon  &  Co.'s 
negligee  business  is  practically  a  twelve 
months'  business.  During  the  holidays  they 
have  about  twenty-eight  salespeople  in  this 
department  and  during  the  slack  season 
about  eight  or  ten  and  these  are  kept  busy  all 
during  the  buying  hours  of  the  day. 

Providing  the  Individual  Touch 

;  Franklin  Simon  &  Co.  "Simonize"  practi- 
cally all  the  negligees  they  buy.  That  is, 
garments  imported  by  the  buyer,  are  made 
according  to  her  ideas,  and  those  which  are 
made  in  this  country  are  for  the  most  part 
made  according  to  her  suggestions.  Models 
from  manufacturers,  she  will  modify  here 
and  there  to  give  them  an  individual  touch. 

While  Franklin  Simon  &  Co.  cater  more 
or  less  to  a  high  class  trade  (their  negligees 
are  not  sold  for  less  than  $12.50  and  aver- 
age from  $25  to  $50  each),  there  is  no  doubt 
that  stores  catering  to  a  popular  demand 


EVERYBODY  in  the  garment  industry, 
from  the  manufacturer  to  the  retailer, 
has  his  own  opinion  of  the  resident 
buyer  who  works  both  ends  from  the  middle. 
The  most  effective  way  of  eliminating  that 
evil  from  the  industry  is  to  cut  all  negotia- 
tions with  buyers  who  persist  in  continuing 
this  one  hundred  per  cent  unethical  practice. 
A  resident  buyer  cannot  serve  a  client  loy- 
ally if  he  is  receiving  commissions  from  manu- 
facturers. 

Limits  Market  Possibilities 

The  retailer  who  knows  that  his  resident 
buyer  is  accepting  commissions  from  manu- 
facturers, and  continues  to  deal  through  that 
buyer,  is  aiding  and  abetting  a  menace  to  the 
garment  industry.  There  are  enough  good 
resident  buyers  in  the  market  who  are  anxious 
to  carry  on  in  a  legitimate  manner,  to  take 
care  of  the  needs  of  every  retailer  who  re- 
quires representation  here.  It  is  only  natural 
for  a  resident  buyer  who  accepts  commissions 
to  place  orders  for  his  clients  with  those 
manufacturers  who  are  willing  to  give  him  the 
best  commission. 

Not  every  manufacturer  will  do  this.  The 
client  is,  therefore,  limited  in  his  market  pos- 
sibilities, and  in  many  cases  manufacturers 
who  are  not  willing  to  pay  the  buyer  a  com- 
mission have  the  best  merchandise  for  his 
particular  purpose.  Because  these  manufac- 
turers will  not  pay  commissions  to  the  buyer, 
the  client  is  deprived  of  that  merchandise. 
He  must  accept  other  merchandise  from  manu- 
facturers with  whom  the  resident  buyer  may 


could  apply  principles  which  are  followed  in 
this  department,  and  a  good  store  could  es- 
tablish and  build  up  a  prestige  by  individual- 
izing the  class  of  merchandise  handled  in  this 
department,  even  in  garments  which  are  sold 
at  lower  prices.  A  little  touch  here  and 
there,  or  a  slight  change  which  makes  the 
garment  more  attractive,  or  an  alteration  in 
trimming,  makes  it  more  desirable  to  the  cus- 
tomer and  carries  a  note  of  individuality. 

Word  of  Mouth  Advertising 

When  one  customer  is  pleased  with  a  par- 
ticular garment  of  this  character,  she  passes 
the  information  on  to  her  friends  and  grad- 
ually the  department  is  built  up,  purely 
through  the  prestige  established  by  methods 
which  speak  individuality.  It  is  advisable  to 
maintain  this  department  on  lines  which  are 
as  exclusive  as  the  character  of  the  trade  will 
permit,  but  regardless  of  what  the  character 
of  the  trade  may  be,  there  is  always  some 
way  in  which  a  clever  manager  can  utilize 
the  systems  of  other  departments. 


be  "linked  up." 

The  resident  buyer  should  charge  a  legiti- 
mate fee  for  representation  and  if  the  retail- 
er's commissions,  based  upon  purchases  made, 
are  not  sufficient  to  make  it  profitable  for  the 
buyer  to  represent  legitimately  an  out-of- 
town  client,  an  arrangement  should  be  made 
between  the  buyer  and  the  retailer  whereby 
the  buyer  may  be  assured  of  a  fixed  minimum 
or  annual  retainer.  Many  times  it  would  be 
cheaper  for  the  retailer  to  pay  twice  as  much 
of  a  fee  for  proper  representation,  as  it  would 
to  worry  along  on  a  small  fee  basis  with  a 
buyer  who  places  a  manufacturer's  commis- 
sion above  his  client's  interest. 

The  resident  buyer  is  the  connecting  link 
between  the  manufacturer  in  the  wholesale 
market  and  the  retailer  at  a  distant  point, 
and  there  is  no  doubt  that  the  resident  buyer 
who  serves  both  manufacturer  and  retailer  is 
a  weak  link  in  the  merchandise  chain,  and  as 
such,  he  renders  the  entire  chain  of  operations 
as  weak  as  his  own  link. 

Such  a  resident  buyer  is  a  snag  in  the 
system,  and  an  influence  which  breeds  many 
evils  in  subsequent  relations  between  the  re- 
tailer and  the  manufacturer.  Manufacturers 
and  retailers  who  will  insist  upon  resident 
buyers  operating  on  a  legitimate  basis,  and 
who  will  insist  upon  the  elimination  of  com- 
missions to  resident  buyers  who  are  paid  a  fee 
for  their  services  by  the  retailer,  will  do  much 
toward  improving  a  very  serious  and  menac- 
ing evil.  They  will  have  the  assistance  of  those 
resident  buyers  who  are  willing  to  carry  ct: 
business  legitimately. 


Good  Business  Has  No  Room  for 
The  "Two-Way"  Resident  Buyer 
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The  Finest  Corset  Possible 

for  less  money 


That  is  what  makes  the  Jane 
Jackson  corset  a  sensation. 

It  sounds  too  good  to  be  true,  but 
the  explanation  is  simple. 

Every  dealer  knows  that  corsets  of 
the  very  finest  quality  have  always 
been  profusely  decorated  with  elab- 
orate trimmings,  real  lace,  gold  plated 
hooks,  expensive  embroideries,  etc. 
Every  dealer  knows  that  these  frivol- 
ities were  used  simply  as  an  excuse 
for  extravagant  prices.  The  cost  of 
the  very  finest  corsets  has  therefore 
been  excessive. 

VstoV^  less 

The  Jane  Jackson  is  a  corset  of 
this  quality,  but  the  price  is  }i  to  }4 
lower  because  all  frivolities  are 
eliminated — all  costly  non-essentials 
done  away  with. 

Now  you  can  give  your  customers 
a  corset  of  the  quality  the  very  rich 
demand  at  a  price  for  moderate 
purses.  The  selling  appeal  is  tre- 
mendous—  the  possibilities  unlim- 
ited. 


As  an  indication  of  the  quality 
of  material  used  throughout  in  these 
ultra-fine  corsets  the  boning  is 
Walohn— the  hose  supporters  Vel- 
vet Grip. 

Special  values  like  this  build 
business.  They  speed  sales.  The 
Jane  Jackson  is  the  greatest  thing 
you  can  get  into  your  Corset  Depart- 
ment. Front  and  back  lace.  Write 
for  our  big  proposition. 


JACKSON  CORSET  COMPANY 

JACKSON,  MICHIGAN 


Established  1883 


Also  Creators  of  College  Girl  Corsets 
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"Baby  Week"  Plans  Are  in  Order  Now; 
Well  Laid,  They  Pull  Strong 

No  Longer  a  Fad,  but  a  Fixed  Feature  of  the  Annual  Program, 
This  Event  Commands  Attention  of  Stores  Small  and  Large  — 
Select  Now  the  Most  Advantageous  Time,  Then  Put  Into  Practice 
Some  of  the  Suggestions  in  This  Article 


THE  first  week  in  May  has  for  several 
years  been  observed  as  "Baby  Week," 
in  conjunction  with  a  Government  cam- 
paign for  "better  babies."  However,  owing  to 
the  variation  of  the  weather  in  different  sec- 
tions of  the  country,  it  is  not  always  practical 
to  adhere  strictly  to  any  fixed  date.  Some 
stores  observe  "Baby  Week"  as  early  as  the 
first  week  in  April,  others  much  later,  while 
there  are  sorfte  that  feature  the  special  induce- 
ments of  "Baby  Week"  throughout  the  year  as 
means  of  attracting  the  youthful  customer  and 
his  parents. 

Deserves  Distinctive  Treatment 

There  are,  moreover,  other  factors  than 
local  weather  conditions  which  make  the  gen- 
eral observance  of  "Baby  Week"  on  a  fixed 
date  impracticable.  Where  May  sales,  anni- 
versary sales,  general  reduction  sales  or  any 
other  special  sales  are  exploited  at  that  time, 
it  is  preferable  to  feature  "Baby  Week"  at 
some  other  time,  when  it  can  be  given  a  more 
distinctive  appeal.  The  mother  will  not,  and 
should  not,  take  her  baby  or  young  children 
into  crowded  stores  where  general  sales  are 
advertised. 

When  one  realizes  that  the  cold,  calculat- 


By  Helen  M.  Lehman 


7^ HE  importance  and  helpfulnei-s  of  ivin- 
do2v  display  and  interior  demonstra- 
tions before  and  during  "Baby  Week" 
should  not  be  overlooked.  "Baby  Week"  has 
passed  the  "fad"  stage  and  has  become  an 
ayinual  occasion  toivard  which  mothers  look 
forward  to  pick  up  useful  knoivledge  about 
their  babies  in  a  pleasant  way  and  at  no 
expense.  Informing  and  educating  displays 
make  a  tremendous  "hit." 

The  department  often  contains  merchan- 
dise for  a  unique  display  ivith  which  the 
display  man  is  not  familiar.  He  will  there- 
fore ivelcome  suggestions  from  the  buyer  as 
to  appropriate  and  telling  displays.  Novel- 
ties may  often  be  featured  with  effect,  as  for 
instance  some  new  beach  toy  with  a  scene  of 
kiddies  at  the  seashore  or  lakeside. 


ing  mind  of  business  must  be  tempered  to 
the  maternal  instinct  and  child's  viewpoint  in 
staging  "Baby  Week,"  the  full  significance  of 
such  an  event  is  evident. 

"Baby  Week"  has  much  to  recommend  it 
from  the  standpoint  of  merchant  and  customer, 
in  that  it  means  both  better  business  and 
better  babies.  Every  store  that  plans  such  a 
feature  can  profit  by  the  experiences  of  the 


stores  mentioned  in  this  article,  based  on  1920 
performances. 

How  a  Pittsburgh  Store  Did  It 

The  Kaufmann  &  Baer  Co.,  Pittsburgh, 
whose  excellent  infants',  juvenile  and  toy  de- 
partments attest  the  value  they  set  upon  the 
juvenile  customer,  observed  the  last  week  in 
April  as  "Baby  Week."  Miss  A.  J.  McGlure, 
department  manager,  thus  expressed  her  pleas- 
ure at  the  results  attained : 

"An  appreciation  of  the  mind  of  the  mother 
and  the  infant  is  absolutely  necessary.  One 
must  be  able,  at  this  time  particularly,  to  ap- 
pear in  thorough  sympathy  with  each  indi- 
vidual customer  and  to  offer  almost  profes- 
sional advice.  We  had  two  trained  nurses  in 
the  department  throughout  the  entire  week, 
which  we  had  advertised  extensively  as  a  'Bet- 
ter Babies  Week.'  They  were  in  charge  of  two 
scales,  on  which  all  infants  brought  into  the 
department  were  weighed.  The  name,  age, 
weight  and  other  information  about  each  child 
were  recorded  on  duplicate  cards,  one  of  which 
was  given  to  the  mother  and  the  other  retained 
by  the  store. 

Scales  Kept  Mothers  Coming 

"These  cards  also  provided  space  on  which 
to  record  data  regarding  the  child  throughout 
the  year.  The  mother  understood  that  she  had 
the  privilege  of  bringing  her  baby  in  at  any 
time  to  be  weighed  and  have  its  progress  re- 
corded on  the  store's  record  card.  The  scales 
are  kept  in  the  department  at  all  times,  though 


Draix/n  by  an  Economist  Artist 

,   ,      „         .      ,     ,     ,.         .      -,1   1-    ■       j„;  h:,ih  crrfiu  ';n<;h  picikt  vear  size     Left  center:    White  net  straight  line  model  trimmed  in 

.    Left:   Party  froek  of  zvh  e  net  wUh  l  "^^{1^^.^%^^"^^^^^  Blaskopf  &  Co.    Right  eenter:  Red  and  white  eheeked  gingham  with 

ptn  tucked  panels  and  Vemse  l^^^ThJon  trimJna  in  afoupTof  thlee     The  hack  buttoned  to  the  waist  line'  has  a  bias  flounce  and  sash.    Model  from 

ts:rf:::'mg'^%T^  Slie:%'~^  tr    Jf  ca^'^'      ''''' '''' 

ing  on  cuffs.   Deep  side  pockets  lined  with  white.    Model  from  Cole,  Granas,  Enderlm  Co.,  Inc..  Los  Angeles,  Lai. 
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Cleveland  Exposition 

of  Spring  and  Summer  Garments 

March  7th,  8th,  9th  and  10th 

Now — when  merchants  are  planning  their 
Easter  week  and  April  merchandising,  Cleve- 
land manufacturers  of  women's  ready-to-wear 
garments  offer  extra  service  in  their  show 
rooms  to  visiting  buyers. 

Merchants,  generally,  expect  a  good  Easter 
and  April  business,  and  visitors  to  the  Cleve- 
land market  during  this  exposition  will  find 
a  wealth  of  modishly  styled — fairly  priced — 
salable  merchandise. 

Purchases  made  at  this  time  will  assure  deliv- 
ery for  Easter  and  April  selling. 

CLeVeiAND  the  QUALIT/MARKei 
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the  nurse  was  in  attendance  only  during  'Baby 
Week.' 

"We  gave  three  prizes  to  babies,  the  first 
to  the  healthiest  baby  up  to  six  months  of  age, 
the  second  to  the  one  with  the  best  record  up 
to  one  year,  and  the  third  up  to  two  years. 
The  prize  winner  was  determined  by  the  record 
taken  by  the  attendant  nurses. 

Consolation  Prize  Kept  Up  Interest 

"We  also  gave  a  consolation  prize.  At  the 
time  each  baby  was  weighed,  we  gave  the 
mother  a  numbered  card,  upon  which  she  wrote 
the  baby's  name,  then  deposited  it  in  a  box  kept 
in  the  department.  At  the  conclusion  of  'Baby 
Week'  some  fortunate  youngster  found  that 
his  card  had  won  him  the  consolation  prize. 

"Another  feature  that  attracted  unusual  in- 
terest was  the  offer  of  a  free  gold  baby  ring 
with  every  purchase  of  $10  or  more  in  the 
infants'  department. 

"We  have  a  playground  on  the  eighth 
floor  and  a  splendidly  stocked  all-year  toy  de- 
partment on  the  fourth  floor.  We  do,  indeed, 
believe  that  successful  merchandising  is  some- 
thing more  than  a  barter  of  our  wares  for  dol- 
lars and  cents.  We  look  for  expansion  through 
the  medium  of  our  juvenile  departments." 

Style  Show  in  Toledo 

The  Lasalle  &  Koch  Co.,  Toledo,  Ohio,  fea- 
tured a  Saturday  afternoon  juvenile  show  as 
Baby  Week  "stunt"  last  April.  Miss  Blanche 
Meyers,  infants'  wear  department  manager, 
sent  out  this  cleverly  worded  invitation  direct 
to  customers  and  also  to  the  public  in  general, 
through  newspaper  advertising : 

"Come  to  the  Children's  Style  Revue 
This  very  afternoon  at  2 ; 
Youngsters  little  and  big  you'll  see. 
Decked  as  cute  as  they  can  be. 
In  Springtime  togs  of  colors  gay. 
And  chic  design  and  piquant  way. 
You'll  covet  little  things  like  this. 
To  deck  some  well-loved  little  Miss, 
Toledo's  own,  these  children  are — 
Fifty  of  them  and  each  will  star; 
So  come  to  the  Children's  Style  Revue 
This  afternoon,  eighth  floor  at  2." 

As  children  love  to  "show  off,"  the  small 
models  were  delighted  to  participate  in  the 
event,  and  a  host  of  children,  little  and  big,  and 
their  parents  accepted  the  store's  invitation. 

After  the  style  show,  in  which  clever  little 


Tuxedo  sweater,  of  thick  soft  worsted  yarn 
designed  for  perfect  fit  of  the  two-year-old 
child  who  is  usually  fitted  in  larger  sizes. 
Shown  by  Louis  Schlesinger  Knitting  Co.,  Inc. 

models  of  lace  and  net  and  organdy,  with  tucks 
and  knots  and  garlands  of  ribbon  and  flowers, 
were  shown  to  advantage,  the  children  en- 
joyed "a-ring-around-rosy"  dance  around  the 
fountain,  while  a  big  band  played.  The  occa- 
sion was  delightful  for  both  the  children  and 
their  elders  and  will  long  be  remembered  in 
Toledo. 

This  Stunt  Is  Interesting 

The  Marx  &  Haas  Clothing  Co.,  St.  Louis, 
Mo.,  also  woo  the  child  customer.  An  unusual 
"give-away"  was  originated  by  the  firm  re- 
cently.  The  item  was,  "His  first  pair  of  pants." 

The  store  gives  the  miniature  pantaloons  to 
the  parents  when  the  child  is  born — to  be  worn 
by  him  on  his  first  birthday.  A  small  booklet 
on  the  care  of  the  baby,  prepared  by  the  United 
States  Government  Public  Health  Service,  and 
a  gift  card,  accompany  each  pair  of  pants.  The 


privilege  of  the  booklet  is  extended  to  only  one 
store  in  each  town. 

The  John  Borsch  Co.  of  Burlington,  Vt., 
observed  "Baby  Week,"  from  May  3  to  8.  Be- 
sides an  unusual  attractive  display  of  merchan- 
dise, well  advertised,  this  store  also  featured 
and  advertised  special  "stunts"  in  its  infants' 
department  which  attracted  widespread  atten- 
tion. 

Health  Lectures  by  Nurse 

A  county  Red  Cross  nurse  was  engaged 
to  discourse  on  subjects  concerning  baby  wel- 
fare and  the  baby's  health  and  happiness.  The 
lectures  were  from  2  to  5  p.  m.,  and  were  most 
interesting  and  instructive  to  mothers  and  ex- 
pectant mothers. 

On  Wednesday,  Thursday,  Friday  and  Sat- 
urday all  children  and  their  parents  were  in- 
vited, through  extensive  newspaper  advertis- 
ing, to  attend  a  scenic  fairy  tale  of  "The  Old 
Lady  Who  Lived  in  a  Shoe."  A  great  shoe 
was  erected  in  the  infants'  department  to  serve 
as  the  "old  lady's"  home,  and  from  this  abode 
the  venerable  old  character  told  fairy  stories, 
to  the  great  delight  of  the  small  guests. 

•  Another  stunt  featured  by  this  infants'  de- 
partment was  the  distribution  of  free  photo- 
graphs among  the  children.  With  every  $1 
purchase  made  in  the  infants'  department,  the 
mother  was  given  a  coupon.  When  presented 
to  a  photographer,  with  whom  arrangements 
had  been  made,  each  coupon  was  honored  by  a 
5x7  photo  of  the  child  whose  name  appeared 
on  the  coupon.  These  photographs  were  ex- 
hibited at  intervals  in  the  store's  windows  and 
attracted  a  good  deal  of  attention. 

This  Window  "Went  Big" 

The  Halle  Bros.  Co.,  Cleveland,  displayed 
a  baby  window  which  was  a  delight  to  all  be- 
holders. A  miniature  merry-go-'round  with 
horses,  elephants  and  other  animals  rocked 
gently  back  and  forth  in  rhythm  with  the 
swaying  little  wax  figures,  with  their  flying 
curls  and  gay  little  frocks.  The  dolls  were 
exact  replicas  of  young  children  on  a  May-day 
frolic,  dressed  in  the  best  of  small  frocks, 
bonnets,  socks  and  little  shoes  in  stock.  Gar- 
lands of  flowers  and  ribbon  streamers  further 
enhanced  the  beauty  of  the  window.  Infants' 
and  juvenile  toys  were  scattered  about. 

The  May  Co.,  Cleveland,  has  "Baby  Week," 
but  this  store  observes  it  practically  fifty-two 
weeks  in  the  year.  A  most  attractive  feature 
of  the  May  Co.  toy  department  is  the  dolls' 
hospital. 


Drawn  by  an  Economist  artist 

I  Animal  Dream  Pillow-Set  consists  of  duck,  cat,  rabbit  and  dog.  From  Rombong.  2.  Child's  book  rack  The  Gift  Co.  Z  and  4.  Play  set  aprons. 
The  sXaTco    ChTcago  lU  strap  and  toys  of  mother-of-pearl  and  pyroxylin.   6.  Sand  pillow  of  brown  leather  with  strap  for  carrying  on 

arm.    The  Mistress  Patty  Comfort  Co.,  N.  Cambridge,  Mass.    ?•  Bootee  holder. 


This  and  the  carriage  strap  are  from  the  Ipex  Co. 
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PAT.  APPLI  ED  F=OR 


KNITTED  THINGS  OF  QUALITY  YARNS 


Remarkable  Announcement  to 

YARN  HOUSE  internationally 
famous  for  producing  knittings 
yarns  of  supreme  quality  has  decided  to 
^ive  to  retail  merchants  of  America  a 
new  standard  in  machine  -  knit  outer- 
wear, ^ure  materials  throughout  — 
not  a  thread  of  cotton  in  the  entire  line. 

Every  g,arment  carries  the  James  Lees 
g,uarantee  and  the  James  Lees  label — 
assurance  to  you  and  your  customers  of 
one  quality  of  material  and  one  quality 
of  workmanship — The  Best 


Every  step  in  the  production — from 
the  purchase  of  the  raw  materials 
to  the  delivery  of  the  finished  gar- 
ments— is  under  one  control. 
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Drawn  by  an  Economist  artist 

Hand  knitted  scarfs  are  making  a  tremendous  hit  at  Palm  Beach.  Here  are  four,  just  shown 
by  exclusive  shops  and  made  by  the  Flambeau  Weavers,  New  York.  They  are  very  light  in  weight 
and  rich  in  color,  which  qualities  appeal  for  spring  and  summer  zveav. 

IV s  the  Fabric  Thafs  of  First 
Interest  in  Smart  Sports  Wear 

Knitted  Fabrics  Are  Making  Swift  Turnovers  in  These  Lines- 
Variety  Sufficient  to  Satisfy  Practically  the  Whole  Gamut  of 

Tastes 


With  the  price  appeal  a  strong  factor  in 
spring  selling  it  is  evident  that  garments  made 
of  fabrics  that  enable  the  retailer  to  sell  at  a 
low  price  are  going  to  be  high  up  among  the 
favorites  of  the  consumer.  This  has  already 
been  proven  in  the  case  of  garments  made  of 
knitted  fabrics,  for  departments  carrying  suits 
of  this  material  are  making  notably  swift  turn- 
overs, which  goes  to  show  that  the  public  will 
buy  when  the  price  is  satisfactory.  These  suits 
retail  at  $17.50. 

Double  Service 

The  popularity  of  the  knitted  suit  is  fur- 
ther explained  by  the  tremendous  vogue  for 
separate  sweater  coats  and  sports  skirts.  Here 
is  where  the  knited  suit  jacket  plays  a  double 
part  and  is  often  worn  with  skirts  of  silk,  wool, 
or  even  cotton.  The  knitted  skirt  is  also  suit- 
able to  combine  with  sweaters  or  separate 
sports  jackets  of  duvetyn. 

Here  is  a  chance  to  sell  one  suit  and  at  least 
two  skirts  and,  with  a  little  urging,  a  separate 
jacket  or  two,  with  at  least  a  couple  of  blouses. 
Why  make  only  one  sale  when  six  are  in  sight  ? 
That  is  what  the  sports  suit  can  be  made  to  do 
for  in  stores  all  over  the  country. 

Influence  of  Style  on  Fabrics 

Several  years  ago,  when  wool  knitted  fab- 
rics were  introduced  to  the  coat  and  suit  trade, 
there  was  very  little  variety,  but  to-day  we 
find  this  material  right  up-to-the-minute  in 
style.  The  double-faced  materials,  with  plaid 
or  checked  backs,  are  the  newest  and  meet 
every  demand  'of  the  spring  vogue  for  plain 
coats  and  checked  skirts. 

The  small  checks  are  the  smartest.  In  fact 
the  present  tendency  is  toward  small  figures  in 
all  materials.  Skirts  of  this  fabric  are  simple, 
moderately  short  and  scant,  while  the  coats  are 
tailored  with  a  tuxedo  or  notched  collar  made 


Economist  photos   (Fashion  Camera) 

Flannel  as  a  sports  fabric  is  receiving  great 
attention  this  spring.  Both  separate  skirt  and 
coat  houses  are  featuring  it  and  as  illustrated 
above,  when  these  are  worn  to()ether,  the  suit  is 
complete.  Skirt  from  Dreyfus  Blumenfeld  Co. 
Jacket  from  I.  J.  Rubin  &  Co.,  who  also  show 
the  suit  of  double-faced  knitted  fabric  shown 
below.  These  materials  have  won  favor  for 
sport  suits  because  of  their  excellent  quality 
as  well  as  the  price  appeal. 

of  the  check. 

Another  novelty  knitted  fabric  resembles 
the  fashionable  tweeds.  It  is  sufficiently  heavy 
in  weight  to  tailor  beautifully  and  it  is  not  at 
once  apparent  to  the  eye  that  it  is  a  knitted 
material. 

Duvetyn  and  Tw^eed 

Do  you  believe  that  duvetyn  jackets  are 
worn  with  tweed  skirts?  Well,  they  are — and 
they're  all  the  rage.  Deep  rich  Burgundy  in 
silk  duvetyn  combined  with  a  mixture  in  tweed 
that  harmonizes  makes  an  especially  effective 
ensemble.  The  smart  Fifth  Avenue  shops  are 
showing  them  and  customers  are  responding 
warmly;  in  fact,  producers  are  hard  pressed 
to  meet  the  demands. 


Capes  Everywhere 

Paris  says  capes.  Palm  Beach  wears  capes, 
and  New  York  is  selling  them.  Among  the 
most  attractive  sports  capes  are  those  circular 
in  cut  and  of  finger-tip  length,  made  of  im- 
ported English  tweed,  the  only  trimming,  an 
angora  collar.  Capes  of  this  cut  and  material 
combine  effectively  with  smart  walking  skirts 
also  of  the  tweed,  which  brings  up  the  ques- 
tion, "What  constitutes  a  suit?"  Fact  is,  how- 
ever, they  call  this  combination  a  sports  suit. 

Don't  fail  to  see  them  for  they  are  among 
the  novelties  and  have  great  possibilities. 
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OUR  PLEDGE 

Should  manufacturing  conditions  in 
France  become  more  favorable  we  pledge 
ourselves  to  give  our  customers  every 
benefit  consistent  with  fair  dealing. 


Althea 


THE  ALTHEA 


CENTEMERI  semi-mousquetaire  glove  styles  have 
become  so  firmly  established  as  a  constant  producer 
of  glove  profits  that  they  now  share  equal  selling 
honors  with  the  superlative  wrist  length  styles  in  the 
composition  of  a  well-balanced  glove  stock. 

The  Fielder  with  its  full  P.  K.  sewing  and  two-tone  crochet 
embroidery  has  wide-spread  recognition  as  a  glove  style  that 
will  satisfy  the  customer  who  insists  on  the  de  luxe  glove. 

For  the  merchant  who  is  primarily  interested  in  a  semi- 
mousquetaire  at  a  modified  price,  the  Althea  is  especially 
designed.  By  employing  overseam  sewing  and  restricting  the 
embroidery  to  a  fine  line,  but  dainty  efl^ect,  we  reduce  labor 
and  duty  costs  one  dollar  and  fifty  cents  per  dozen  pairs, 
without  any  sacrifice  of  quality  in  the  leather  or  the 
workmanship. 


Price  on  advance  orders  after  i 
August  1,  terms  less  5%  for  cash  J 


39.00 


per 
doz. 


400  Fifth  Avenue, 


New  York 
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Glove  Situation 
Shaping  Itself 
Toward  Normal 

"Cleaning  House"  Continues,  While 
Fall  Plans  Are  Developed — Gray 
Chamois-suedes  and  Silk 
Mousquetaires  Strong 
for  Easter 

The  glove  situation  is  gradually  assuming 
a  more  normal  aspect.  Both  the  wholesalers 
and  the  retailers  are  rapidly  cleaning  up  their 
stocks,  getting  sizes,  styles  and  colored  as- 
sortments in  better  shape  so  that  they  will 
shortly  be  prepared  to  conduct  their  glove 
business  on  something  other  than  the  present 
destructive  "price  basis." 

Both  the  manufacturer  and  the  retailer 
are  guiding  their  operations  along  an  exceed- 
ingly conservative  channel.  According  to  the 
latest  repbrts,  75  per  cent  of  the  glove  works 
in  France  are  idle,  because  the  glove  manufac- 
turers in  that  country  refuse  to  go  ahead  with 
manufacturing  until  the  outlook  for  fall  be- 
comes more  promising. 

Preparing  to  Adjust  Prices 

Meanwhile,  they  are  making  their  plans 
to  readjust  prices  upon  a  lower  level  which 
will  satisfy  the  demand  for  more  reasonable 
prices  and  at  the  same  time  will  enable  them 
to  manufacture  at  a  fair  profit. 

Importers  in  this  market  are  booking  or- 
ders for  fall  with  the  understanding  that  they 
will  extend  all  the  reductions  possible  to  the 
retailer.  Many  of  the  leaders,  however,  are 
strongly  of  the  opinion  that  prices  will  not  be 
very  much  lower  than  the  present  quotations. 

Silk  Gloves  Active 

Very  lightweight  leather  gloves  are  selling 
to  a  moderate  extent  for  Easter  delivery.  The 
shortage  in  gray  glace  mousquetaires  is  being 
reflected  in  a  greatly  stimulated  demand  for 
gray  shades  in  chamois-suedes  and  16-button 
silk  mousquetaires.  Unfortunately,  stocks  of 
gray  gloves  of  all  kinds  are  exceedingly  low, 
because  neither  the  wholesaler  nor  the  re- 
tailer had  enough  faith  in  this  shade  to  make 
adequate  preparations. 

Pongee  and  mastic  shades  are  the  next 
best  color.  Both  grays  and  pongees  should 
continue  their  run  well  into  the  summer  sea- 
son when  they  will  be  replaced  by  white. 

Possibility  of  German  Goods 

In  the  chamois-suede  field  much  concern  is 
felt  over  the  prospect  of  an  excessive  supply 
of  German-made  goods  in  the  near  future. 
Orders  are  being  booked  for  early  fall  delivery 
at  prices  which  are  below  the  prevailing  quo- 
tations on  chamois-suedes  and  yet  these  quo- 
tations are  figured  on  a  very  close  basis. 

Thus  far  shipments  from  Germany  for 
spring  delivery  have  contained  mostly  wrist- 
length  chamois-suedes  which,  although  they 
are  offered  at  a  very  low  figure,  are  not  pros- 
pering because  of  the  great  vogue  for  12-  and 
16-button  mousquetaires.  The  glove  of  the 
hour  in  chamois-suedes  is  the  16-button  mous- 
quetaire  in  a  new  shade  of  gray  called 
platinum. 

A  manufacturer  of  fur  coats  is  devoting 
particular  attention  to  a  dolman  to  fit  small 
women.  For  the  coming  season  he  is  offering 
some  new  novelties. 

White  chinchilla  sports  coats  are  being  fea- 
tured this  season  by  one  manufacturer  who  is 
devoting  considerable  attention  to  this  par- 
ticular line. 


About  Georgette: — 

SALESLADIES  who  can  tell  a  customer 
ho'w  to  take  care  of  the  garment  that 
she  buys,  frequently  are  ordained  with  ever- 
lasting benediction,  because  they  not  only 
sell  a  garment,  but  tell  the  customer  how  to 
make  it  last  longer.  There  is  one  little  point 
in  this  connection  that  everyone  who  buys 
georgette  would  be  interested  in  knowing. 
It  is  merely  a  direction  for  washing  garments 

made  of  georgette:  

Whisk  one  tablespoonful  of  Lux  into 
a  thick  lather  in  half  a  bowlful  of  very 
hot  water.  Then  add  cold  water  till 
lukewarm.  Dip  the  garment  up  and 
down.  Press  the  rich  suds  again  and 
again  through  soiled  spots. 

DO  NOT  RUB.  Rinse  in  three  luke- 
warm waters.  Squeeze  the  water  out — 
DO  NOT  WRING.  Roll  in  a  towel, 
and  when  nearly  dry  press  with  a  warm 
iron — never  a  hot  one.  Georgette  crepe 
garments  should  be  gently  pulled  into 
shape  as  they  dry  and  should  also  be 
shaped  as  you  iron. 


Color  Craze  Appears 
In  Neckwear  Market 

The  color  craze  which  is  so  rampant  in 
the  dress  accessories  field  generally  is  now 
gripping  the  neckwear  market.  The  whole 
category  of  new  colors,  from  the  soft,  neu- 
tral grays  to  the  brilliant  tangerine  and 
henna  tones  are  being  accepted  in  neckwear 
made  in  practically  all  kinds  of  materials. 

Crepe  de  Chine  Gilets 

In  practically  all  of  the  silk  nejckwear 
novelties  the  fashionable  gray  and  henna 
tones  are  in  the  lead.  Crepe  de  Chine  and 
Canton  crepe  in  these  colors  are  particularly 
well  liked'  in  gilets,  "fronts"  and  waistcoats. 
So  prominent  is  the  vogue  for  "fronts"  that 
one  of  the  wits  in  the  neckwear  market  laugh- 
ingly declared,  "The  neckwear  business  is 
practically  all  'front' !" 

Guimpes  with  Peplum  Finish 

Of  almost  equal  importance  in  the  Easter 
neckwear  lines  are  the  guimpe  styles,  partic- 
ularly those  having  the  extended  peplum 
fronts.  In  these  styles  also  color  is  a  domi- 
nating theme.  Organdies  in  gray,  tangerine, 
jade,  "Harding"  blue  and  shrimp  pink  are 
being  shown  as  well  as  ginghams  and  novelty 
silljs  in  a  variety  of  colored  check  effects. 
In  practically  all  of  these  the  style  tendency 
is  very  strong  toward  the  more  tailored 
finish. 

Some  entirely  new  guimpes  are  shown 
made  of  net  with  Irish  lace  trimmings  ar- 
ranged in  frill  designs. 

The  business  in  collars  thus  far  is  slight- 
ly below  expectations.  Among  the  best  sell- 
ing types  are  the  round  and  tuxedo  collars, 
the  former  for  slip-on  sweaters  and  frocks, 
and  the  latter  for  wear  with  the  navy  tailor- 
made  suit. 

A  good  substantial  demand  continues 
for  bandings,  vestings  and  organdy  flounc- 
ings. 

A  special  line  of  quilted  satin  coats  is  being 
featured  by  a  manufacturer  at  prices  ranging 
from  $23.50  to  $44.50.  This  particular  style 
of  garment  is  in  popular  demand,  and  the 
manufacturer  claims  they  are  excellent  values. 
He  is  cutting  ahead  for  stock. 


Colored  Chenilles 
Still  Liveliest 
Of  Veilings 

Vogue  Switches  from  Color  to  Color, 

but  Refuses  to  Subside — Black 

and  White  Effects  Appear 

in  Offing 

An  exceptional  condition  exists  in  the 
veiling  market.  The  vogue  for  colored 
chenille  dots,  which  was  the  outstanding  fea- 
ture in  this  field  practically  throughout  last 
year,  refuses  to  subside.  From  week  to  week 
the  volume  of  demand  varies  in  one  locality 
or  another,  or  else  it  shifts  from  one  color  to 
another,  but  it  goes  merrily  on,  at  least  suf- 
ficiently to  cause  some  of  the  veiling  manufac- 
turers and  importers  serious  concern. 

Black  and  White  Rumor 

Representatives  from  some  of  the  fore- 
most veiling' firms  are  on  their  way  to  Europe 
to  investigate  fashion  and  merchandising 
conditions  over  there  and  to  decide  just  how 
much  longer  this  craze  for  colored  chenille 
dots  is  likely  to  continue. 

Recently,  rumors  from  Paris  have  indi- 
cated a  revival  of  black  and  white  effects.  It 
has  been  so  long  since  the  magpie  idea  pre- 
vailed in  this  market  that  its  return  would 
represent  a  decided  style  departure. 

The  introduction  of  a  radically  new  trend 
in  fashion  is  always  likely  to  stimulate  new 
interest  throughout  a  given  field,  but  the  mag- 
pie idea  is  not  sufficiently  elastic  to  yield  the 
splendid  opportunities  for  profits  which  col- 
ored veils  afford. 

After  a  very  careful  analysis  of  the 
fashion  trend,  the  Economist  is  of  the  opinion 
that  colored  veilings  will  continue  to  be  a 
strong  feature  throughout  the  spring  season. 
The  vogue  for  gray  in  frocks,  wraps  and  furs 
is  a  great  help  in  sustaining  the  interest  in 
colored  veilings  and  millinery  because  such  a 
dull  neutral  shade  is  greatly  enhanced  by  as- 
sociation with  color. 

Shrimp,  Henna  and  "Harding  Blue" 

The  new  blue  and  red  shades  are  particu- 
larly handsome  when  worn  with  gray  or  navy. 
Prominent  among  the  red  tones  are  the 
shrimp,  henna,  tangerine  and  rust  colors 
which  are  equally  beautiful,  whether  used 
alone  or  in  combination  with  any  of  the  dark 
staple  colors,  or  the  lighter  sand  and  French 
grays.  Many  new  blue  tones  under  the  term 
of  "Harding"  blue  are  shown,  not  only  in  the 
chenille  dots,  but  in  the  numerous  chiffon 
sport  veils  with  inset  of  plain  mesh. 

In  the  smaller  chenille  dotted  veilings,  the 
flesh  and  black  and  white  combinations  are 
beginning  to  show  selling  strength,  while  a 
steady  demand  obtains  for  black,  brown  and 
navy. 

As  the  Easter  season  approaches,  the 
volume  of  business  in  draped  veils  is  increas- 
ing. Not  only  are  the  huge  square  and  rec- 
tangulas  veils  selling,  but  there  are  some 
radically  new  shapes  to  rivet  attention. 

Prominent  among  these  novelty  effects  are 
triangular  veils  so  arranged  that  the  longest 
angle  may  be  split  and  the  veiling  worn  in 
scarf  fashion.  The  egg  shape  is  another  nov- 
elty which  is  especially  suited  for  wear  over 
snug-fitting  turbans. 

One  of  the  newest  arrivals  is  a  nine-inch 
embroidered  lace  veiling  which  is  intended  to 
be  draped  over  the  brim  of  a  tricorne  sailor. 
This  style  is  particularly  alluring  when  it  is 
worn  so  as  to  extend  just  below  the  eyes. 
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The  Cutting  Factory  —  where 
from  150  to  175  Expert  Cut- 
ters are  constantly  fashioning 
the  celebrated  P  i  o  t  o  Kid 
Gloves. 


The  Making  and  Finishing 
Factory — -where  several  hun- 
dred skillful  women  and  girls 
daily  fabricate  and  perfect  the 
Celebrated  Pioto  Kid  Gloves. 


The  Coloring  Mill  —  where 
from  50  to  75  colorers  are  en- 
gaged in  brushing,  as  only 
they  know  how,  the  delicate 
Pioto  Colors  into  the  fine  kid 
leathers. 


12  and  16  Button  Pioto 
Long  Kid  Gloves,  all 
colors,  ready  for  immediate 
deliveries. 


This  building  also  honses  the 
Kneestakers,  whose  skillfiil 
preparation  of  the  leathers 
makes  the  distinctly  Pioto 
quality. 
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Knit  Sports  Wear  Finds  Favor 
Because  of  Ready  Adaptability 

Scarfs  and  Sweaters  Command  Interesting  Place  in  Spring  Pro- 
grams— Tuxedo  and  Tie-back  Sweaters  Strong — Capes  and  Skirts 
Matching  Sweaters  Prominent  Among  Leading  Novelties 


Knit  outer  apparel  continues  to  grow  in 
favor  for  sport  and  semi-sports  wear.  Scarfs 
and  sweaters  in  the  fashionable  high  colors  of 
the  season  as  well  as  in  the  staple,  navies, 
blacks  and  grays  are  shown  in  abundance. 

Koman  stripes  in  both  fiber  and  pure  thread 
silk  scarfs  attract  much  attention.  Sweaters 
are  attractively  trimmed  in  skirt  and  border 
stripes  of  contrasting  or  harmonious  color  com- 
binations. Among  the  favored  woolen  apparel 
are  mohair  and  chiffon  alpaca  sweaters  of 
light,  warm  texture. 

Sweaters  of  Many  Types 

In  sweaters,  the  tuxedo  continues  to  hold 
first  place  in  style.  Tie  backs  are  still  good. 
The  slip-on  in  round  or  V-neck  in  both  pure 
silk  and  fiber  is  in  demand. 

Among  the  season's  novelties  in  knit  ap- 
parel are  capes  and  skirts  matching  sweaters. 
Knit  dresses  are  receiving  creditable  recogni- 
tion. Smart  brushed  wool  tuxedo  sweaters 
shown  in  many  of  the  leading  shops  are  well 
accepted.  Plain  and  braided  sashes  continue 
to  be  correct  waist  accessories. 

Machine  embroidery  closely  resembling  the 
best  handwork  trims  some  of  the  newest 
models.  A  widespread  demand  for  the  better 
quality  goods  is  evident.  Light  colors  are  sell- 
ing well. 

Farmers'  State  of 
Mind  Discussed 
Before  Ad  Club 

A.  D.  Wilson  Brings  Timely  Message 
to  St.  Paul  Meeting— Jesse  H. 
Neal  Talks  on  Business  Papers 

The  fourth  annual  convention  of  the  Asso- 
ciated Advertising  Clubs  of  Minnesota  met  at 
St.  Paul  Feb.  16  and  17,  in  conjunction  with 
the  Eighth  District,  Associated  Advertising 
Clubs  of  the  World.  The  meeting  was  not 
limited  to  members  of  advertising  clubs,  but 
was  open  to  any  one  interested  in  advertising 
and  selling,  bringing  out  bankers,  merchants 
and  manufacturers  from  Minnesota,  North  and 
South  Dakota,  and  Montana,  and  other  pro- 
gressive business  men  in  widely  varied  lines. 

To  provide  for  the  different  interests,  de- 
partmental sessions  were  arranged. 

A  Close-up  of  the  Farmer 

The  convention  was  called  to  order  by 
Horace  C.  Klein,  president  of  the  Minnesota 
organization,  who  introduced  A.  D.  Wilson  of 
the  University  of  Minnesota.  Mr.  Wilson  dis- 
cussed the  functions  of  admen  with  particular 
reference  to  appealing  to  the  farmer.  He  dis- 
cussed the  farmer  "close  up,"  and  said  it  was 
the  advertising  man's  problem  to  dispel  much 
of  the  suspicion  that  has  arisen. 

"Farmers  generally  are  misunderstood  by 
the  average  man,"  he  said.  "We  fail  to  ap- 
preciate the  fact  that  the  farmer  has  a  psy- 
chology peculiarly  his  own,  and  that  his  en- 
vironment necessarily  must  develop  a  psy- 
chology different  in  many  respects  from  other 


men.  He  is  alone  most  of  the  time.  His  tasks 
are  such  that  while  he  may  perform  them 
physically,  he  can  at  the  time  do  a  lot  of  think- 
ing  on  other  subjects. 

"The  average  farmer  to-day  is  just  as  well 
read  as  any  business  man.  He  is  not  up  to 
the  minute  as  regards  the  modern  methods  of 
business,  and  this  is  because  he  rarely  asso- 
ciates with  business  men.  Crooks  and  disrepu- 
table business  men  have  recognized  the  farm- 
er's handicap  in  this  regard  and  in  past  years 
have  robbed  the  Minnesota  farmers  of  millions 
of  dollars  through  crooked  methods.  The 
farmer  is  easily  swayed  by  a  glib  orator." 

The  Value  of  Specialization 

Jesse  H.  Neal  of  New  York,  executive  sec- 
retary of  the  Associated  Business  Papers, 
spoke  on  specialization  in  advertising.  He  out- 
lined the  scope  and  purpose  of  the  special  trade 
journal. 

"Advertising,"  he  said,  "serves  its  fullest 
purpose  when  it  reaches  the  man  most  vitally 
interested.  There  was  a  day  when  the  lazy 
advertising  man  wrote  one  piece  of  copy  for 
a  nation-wide  advertising  campaign  but  that 
day  has  passed.  The  farmer  is  interested  in 
a  piece  of  machinery  from  the  farmer's  stand- 
point. The  grocer  may  use  that  same  piece  of 
machinery  and  is  interested  in  it  from  the 
standpoint  of  the  grocer.  The  hardware  man 
who  sells  the  machine  to  both  is  interested  in 
it  from  the  viewpoint  of  both. 

"Every  piece  of  copy  that  is  written  for  an 
advertisement  should  be  written  with  a  view 
of  reaching  the  man  into  whose  hands  it  will 
fall.  In  this  regard  the  trade  journal  has  its 
especial  appeal  and  is  becoming  more  valuable 
every  day." 


Economist  photos    (Fasliion  Camera) 

Slip-on  middy  in  pearl  gray  and  black  pure 
thread  silk  with  latest  Parisian  novelty  round 
neck.  Shown  in  full  line  of  two-color  combi- 
nations, sizes  34  to  40.  Shown  by  Louis  Auer- 
bach. 

Right:  Aeronette  tuxedo  of  fine  imported 
yarn  in  spider  web  stitch.  The  model  comes 
in  all  staple  colors  and  seasonal  high  shades, 
tomato,  honeydcw,  etc.  The  fitted  collar  and 
Roman  sash  suitable  also  for  a  scarf  are 
special  features.  Shown  by  Goldsmith-Proctor 
Knitting  Mills,  Inc. 

Optimism  Imparted  to 
100  Country  Merchants 

A  business  conference  of  more  than  one 
hundred  country  merchants  met  at  the  whole- 
sale house  of  Finch,  Van  Slyck  &  McConville, 
St.  Paul,  on  Feb.  15  to  discuss  advertising  and 
other  problems  of  the  country  merchant.  The 
Finch  Advertising  Club  is  an  organization  of 
country  merchants  conducted  under  the 
auspices  of  this  firm,  by  C.  E.  Lawrence,  the 
advertising  manager.  Its  mission  is  to  assist 
merchants  in  doing  more  and  better  advertis- 
ing and  in  handling  other  problems  which 
come  up  in  store  life. 

Fred  P.  Mann,  Devil's  Lake,  N.  D.,  took 
charge  of  the  discussions  in  the  morning  and 
afternoon  sessions  of  the  conference. 

In  the  afternoon  Dean  Geo.  W.  Dowrie  of 
the  Minnesota  University  School  of  Commerce 
told  the  merchants  that  the  outlook  for  busi- 
ness in  the  United  States  was  as  good  as  it 
ever  had  been.  He  was  of  the  opinion  that  the 
readjustment  process  would  be  accomplished 
to  the  general  benefit  of  business.  He  prophe- 
sied a  healthy  business  future  for  every  in- 
dustry in  this  country. 

At  noon.  Finch,  Van  Slyck  &  McConville 
gave  a  luncheon  to  the  merchants  in  the  cafe- 
teria, which  is  conducted  in  the  wholesale 
house,  and  in  the  evening  they  entertained 
them  at  a  banquet  at  the  St.  Paul  Hotel. 

Harry  J.  Lohr,  of  the  firm,  was  toastmaster, 
and  C.  C.  Peterson,  merchant,  of  Grand  Rapids, 
Minn.,  gave  a  talk  with  demonstrations  on 
successful  country  merchant  advertising. 

Goldberg  Bros.,  38  West  Twenty-first 
Street,  manufacturers  of  ladies'  leather  hand- 
bags, have  found  business  so  good  that  they 
have  leased  an  additional  floor  to  take  care  of 
the  increase. 


78 


DRY  GOCDS  ECONOMIST,  MARCH  5,  1921 


BROTHERS 


Style  No.  939 — Vallier 
Two  pearl  clasp,  hand 
crocheted  embroidery. 
P.K.  sewn.  Contrasting 
double  welt.  Colors — 
black,  white,  brown, 
beaver,  champagne, 
mode  and  grey.  Glace 
kid.      Price    per  dozen, 

$30.00 


Vallier  brings  Frencli  Glove 
quality  at  prices  undreamed  of  a 
year  ago.  ere  is  no  need  for 

us  to  say  liow  ttese  imported 
gloves  will  accelerate  your  selling. 


'rice  5 


ject  to  change  witnout  notice 


IRELAND  BROTHERS 

JOHNSTOWN  NEW  YORK 

New  York  Salesroom:  50  Union  Square 


Style  No.  955 — Vallier. 
Two  clasp,  overseam. 
Glace  kid.  Colors — 
black  self,  black/white, 
brown,  beaver,  tan, 
Rrey,  mode  and  cham- 
pagne.    Price  per  dozen. 


mode. 


.    909 — Vallier 
P.K.  Two 
Imperial  em- 
;ry.       Color  s — 
k  ,  black/white, 
white/black,  tan, 
irown.  beaver  and 
Price  per  dozen. 


$30.00 


$22.50 
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Class  Instruction  Brings 
Big-Time''  Profit  in 
Paper  Novelties 

The  articles  on  display  in  this  window  were  all 
made  by  members  of  classes  instructed  in  paper 
novelty 'work  by  the  G.  M.  McKelvey  Co..  Youngs- 
town,  Ohio.  They  constitute  an  effective  demonstra- 
tion of  the  big  possibilities  in  this  line. 


THE  valuable  results  in  the  way  of  attract- 
ing customers  and  realizing  a  handsome 
profit  by  the  handling  of  paper  novelties 
were  outlined  to  an  ECONOMIST  staff-member  a 
few  days  ago  by  George  R.  Holsinger,  man- 
ager of  the  stationery,  books,  art  needlework 
and  gift  sections  of  the  G.  M.  McKelvey  Co., 
Youngstown,  Ohio. 

During  the  three  weeks  previous  to  the 
interview  there  had  been  conducted  in  the  Mc- 
Kelvey store — as  there  still  are — under  Mr. 
Holsinger's  immediate  direction,  classes  of  in- 
struction in  making  a  wide  variety  of  fancy 
articles  out  of  paper.  These  classes  also  in- 
clude instruction  in  the  making  of  beads,  etc., 
with  sealing  wax  and  the  decoration  of  vases 
with  this  same  material. 

Good  Attendance  All  Day  Long 

The  degree  of  interest  in  this  kind  of  work 
evinced  by  the  Youngstown  public  is  shown  by 
the  fact  that  during  any  part  of  the  day,  from 
9  a.  m.  to  5  p.  m.,  there  are  in  attendance  at 
the  McKelvey  stores  classes  all  the  way  from 
fifty  to  a  hundred  women  and  girls. 

Especial  interest  in  the  work  has  been 
shown  by  the  school  teachers  of  Youngstown. 
This  is  due  in  large  degree  to  the  fact  that 
instruction  in  the  weaving  of  various  articles 
from  crepe  paper  rope,  which  is  fast  taking 
the  place  of  raffia  weaving,  is  given  in  the 
schools.  Incidentally,  Youngstown  is  not  ex- 
ceptional in  this  matter,  as  we  understand  that 
instruction  in  the  art  is  now  part  of  the  curric- 
ulum of  Teachers'  College  at  Columbia  Uni- 
versity and  in  the  public  schools  of  many  other 
centers. 

Mr.  Holsinger  laid  emphasis  on  the  im- 
portance of  having  a  competent  instructor  and 
of  following  this  up  by  training  someone  in  the 
department  as  an  understudy. 

i  Made  Costumes  for  Cantata 

The  possibilities  in  connection  with  a  de- 
partment of  this  kind,  Mr.  Holsinger  regards 
as  almpst  unlimited.  "As  an  example,"  said 
he,  "there  was  recently  held  at  one  of  our  local 
schools  a  flower  cantata,  the  participants  in 
which  wore  costumes  representing  different 
flowers.  These  costumes  were  made  of  fancy 
paper  by  the  girls  who  participated,  under  the 
direction  of  the  instructor  in  our  store. 

"Recently,"  he  continued,  "a  party  was 
given  by  a  local  iron  and  steel  company  at 
which  about  seventy-five  were  present. 
Prior  to  the  event  a  representative  of  the  con- 
cern called  on  me  and  asked  for  suggestions. 
As  a  result,  we  furnished  the  decorations  for 
the  hall  and  for  the  tables,  these  being  made 
of  the  fancy  paper,  in  our  school  of  instruc- 
tion. I  feel  that  there  is  a  great  opportunity 
for  the  supplying  of  decorations  for  parties. 


Here  is  a  class  interested  in  its  icork.  The  enthusiasm  with  which  the  members  "go  to' 
their  lessons  could  hardlv  be  better  indicated. 


weddings,  etc.,  and,  holding  this  belief  as  I 
do,  the  section  in  our  store  has  been  entitled 
the  Entertainment  Department. 

Its  Possibilities  Surprising 

"You  would  perhaps  be  surprised,"  con- 
tinued Mr.  Holsinger,  "at  the  amount  of  busi- 
ness done  in  this  department.  In  two  weeks 
we  sold  $1,800  worth  of  material  of  all  kinds. 
And,  besides  that,  the  school  of  instruction  and 
the  department  itself  has  brought  hundreds  of 
people  into  the  store,  all  of  whom  showed  their 
interest  in  the*  work  and  the  products.  In 
fact,  when  we  put  in  this  department  I  had  no 
idea  of  its  possibilities,  and  I  am  glad  to  fur- 
nish you  with  all  the  information  I  can  about 
it  because  I  am  an  enthusiastic  reader  of  the 
Economist  and  I  am  glad  to  be  able  to  give 
to  you  an  idea  that  will  be  of  value  to  other 
subscribers." 

Adjoins  Gift  Department 

The  Entertainment  Department  is  located 
on  the  third  floor,  adjoining  the  gift  depart- 
ment. The  latter  department,  by  the  way,  has 
proved  a  very  successful  feature  in  the  McKel- 
vey store. 

We  reproduce  on  this  page  two  photographs 
kindly  furnished  to  us  by  Mr.  Holsinger. 

In  the  one  showing  the  class  at  work  can 
be  seen,  at  the  right,  one  of  the  "scholars" 
pleating  some  of  the  paper  on  a  sewing  ma- 
chine. At  the  left  is  a  "scholar"  making  a 
sealing-wax  bead  with  the  aid  of  a  knitting 
needle  and  an  alcohol  lamp. 

The  window  display  is  composed  entirely  of 
articles  made  by  members  of  the  instruction 
classes.    Even  the  basket  in  which  the  flowers 


are  placed  was  made  in  the  department,  and  the 
lamp  shades  were  decorated  there.  Needless  to 
say,  the  costume  with  sash  and  the  hat  are 
also  products  of  the  department. 


Buyers  Wary  in  Their 
Orders  of  Underwear 

Philadelphia  office  of  the  Dry  Goods  Economist 
1420  Widener  BIdg. 

Orders  now  being  given  in  the  hosiery  and 
knit  underwear  industries  are  those  that,  in 
normal  times,  would  have  been  given  from  five 
to  seven  months  ago  by  the  jobbers.  Absence 
of  confidence  in  prices  and  in  other  market 
conditions  are  said  to  be  responsible.  Jobbers 
are  unwilling  to  place  large  orders  with  a  pos- 
sibility of  a  slump  in  prices  leaving  them  over- 
stocked with  high-priced  goods,  as  was  the 
case  a  year  ago.  Manufacturers  are  unwilling 
to  take  large  orders  for  future  delivery  with 
the  possibility  of  having  them  canceled.  The 
mills,  regarded  as  a  whole,  are  running  in 
capacity  only  to  meet  present  demands. 


Growing  business  has  made  it  necessary 
for  George  Borgfeldt  &  Co.,  Sixteenth  Street 
and  Irving  Place,  to  devote  an  entire  floor  to 
their  American  fancy  goods  department.  This 
department  is  now  located  on  the  third  floor. 
In  connection  with  the  new  expansion,  the  com- 
pany has  brought  out  several  new  lines. 

Follmer,  Clogg  &  Co.,  umbrellas  and  para- 
sols, formerly  at  114  Fifth  Avenue,  are  now 
local!ed  in  more  spacious  quarters  at  295  Fifth 
Avenue. 
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No.  F3211/3 

—Misses'  2-clasp,  oTer- 
seam  real  kid,  Paris 
point  embroidery;  black, 
white,  tan,  brown,  grey, 
bearer.     Paris  point- 

$18.00  doz, 

3-row  emb'y— 

$18.50  doz. 


No.  15 

—Women's  2-clasp  over- 
seam,  real  kid;  2-tone 
hand  embroidery ;  black, 
while,  tan,  brown,  grey, 
champagne,  beaver,  taupe, 
navy— 

$25.50  doz. 


FOURTH  AVENUE  &  22nd  STREET 


NEW  YORK 


white 
champ, 
pearl 


Kid 


No.  F4211/3 

—Women's  2-elasp,  over- 
seam,  real  kid,  Paris 
point  embroidery ; 

black 


self  or  con- 
["trasting  sewing 
I  and  eml)'y. 


all  self 


$22.50  doz. 


No.  F4213/3 


—Women's  2-clasp,  real 
kid   pique,    Paris  point 
embroidery ; 
black  \ 

white     L  self  or  con- 
champ,  j  trastlng  emb'y. 
peart  ■' 


tan 

brown 

grey 

beaver 

navy 


all  self 


$24.00  doz 


No.  12 

—Women's  2-clasp  o»ei 
seam,  real  kid,  Z-UK 
hand  crochet  embroidOTI 
black,  white,  tan,  browi 
grey,  champagne,  beavei 
taupe,  navy— 

$25.50  doz 


n 


No.  3 

—Women's  2  pearl  clasps, 
pique,  real  kid,  hand 
crochet,  self  embroidery; 
black,  white,  tan,  brown, 
grey,  champagne,  navy, 
taupe — 

$28.00  doz. 


r 


No.  9 

—Women's  2  pearl  clasps 
pique,  real  kid,  2-tone 
hand  crochet  embroidery; 
black,  white,  tan,  brown, 
grey,  champagne,  beaver, 
taupe,  navy— 

$30.00  doz. 


Real  Kid 
Mousquetaires 

—  Women's  16  -  button, 
real  kid  overseam,  Paris 
point  embroidery;  black, 
white,  champagne,  brown, 
Ian,  grey,  beaver — 
F4511/3  8  Bt.  White, 

$42.00 
r4611/3  12  Bt.  White 

$48.00 
F«ll/3  16  Bt.  White 

$54.00 
F4811/3  20  Bt.  White 

$68.00 
Black  and  colors,  $2,00 
doz.  e.xtra. 
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This  Book  Department  Bases  Success 
On  Selling  with  a  Conscience 


"You  Become  a  Custodian  of  the  Right  Thought  of  Your  Cus- 
tomers," Declares  Miss  Schmieding,  Department  Manager  of 
Joske  Brothers  Co.,  San  Antonio — Insists  on  Book  Advertising 
'  Separate  from  That  of  Main  Store 


4,  i 


B 


OOK  custom  is  a  trade  that  is  easily 
developed,  if  one  really  understands 
the  psychology  of  book  selling.  It 
being  a  trade  peculiar  to  itself,  it  is  quite  im- 
possible to  develop  it  on  the  general  lines  of 
selling  as  employed  in  the  average  store." 
Such  is  the  idea  of  Miss  E.  Schmieding,  head 
of  the  book  department  of  Joske  Brothers  Co., 
San  Antonio,  Texas.  The  Joske  book  depart- 
ment is  one  of  the  most  attractive  departments 
of  the  store,  40  by  90  feet,  with  an  addition  in 
the  form  of  an  "L,"  16  by  25  feet,  giving  it 
a  very  large  floor  space. 

Aims  at  Discriminating 

In  handling  the  sale  of  books  in  the  store. 
Miss  Schmieding  has  endeavored  to  build  up 
the  class  of  trade  that  will  come  back  again 
and  again,  and  in  so  doing  has  found  it  neces- 
sary to  appeal,  not  to  the  readers  of  the  cheaper 
works,  but  to  those  people  who  are  truly  dis- 
criminating in  their  selection  of  literature. 
She  also  found  that  in  order  to  do  this,  it  is 
necessary  that  the  salespeople  and  the  head  of 
the  department  know  their  merchandise  thor- 
oughly. 

There  has  been  much  discussion  in  late 
years  as  to  the  effect  of  the  cover  on  the  sala 
of  the  book,  and  many  book  concerns  have  writ- 
ten to  some  extent  on  the  value  of  red  as  an 
effective  cover  color.  Statistics  showing  the 
relative  sales  of  certain  books  when  bound  in 
red,  green,  blue  and  other  colors  have  been 
prepared.  It  has  been  found  by  investigation 
that  a  red  covered  book  had  the  greatest  per- 
centage of  sales,  green  following,  blue  coming 
third,  and  other  colors  afterward. 

Sells  Contents,  Not  Cover 

But  this  is  not  the  class  of  business  that 
Miss  Schmieding  is  after.  She  has  been  with 
the  Joske  concern  something  over  ten  years, 
and  in  that  time  has  been  able  to  develop  a  book 
department  that  is  one  of  the  best  in  the 
Southwest.  Her  policy  has  always  been  to  sell 
/■the  contents  of  a  book  rather  than  its  cover. 


Use  of  display  tables  in  book  department  Joske  Bros.  Co.,  San  Antonio,  Texas. 


Eepeat  orders  keep  coming  from  men  and 
women  who,  having  bought  once  from  her  de- 
partment, feel  sure  that  in  that  department 
they  will  find  an  understanding  of  literature 
and  art. 

The  fiction  and  juvenile  sections  are,  of 
course,  the  chief  sections  of  the  department, 
and  the  juvenile  section  is  becoming  more  and 
more  important.  This  is  an  age  in  which  chil- 
dren are  reading  far  more  than  ever  before, 
and  it  is  quite  encouraging  to  know  that  the 
class  of  books  called  for  are  of  a  high  order. 
In  fact,  as  is  the  case  in  the  Joske  department, 
many  stores  to-day  scrutinize  books  very  care- 
fully before  making  a  purchase,  and  rule  out 
much  matter  that  might  have  a  sale,  but  which 
they  feel  would  be  detrimental  to  the  child 
reader. 

In  discussing  with  an  ECONOMIST  staff- 


Novel  shelving  arrangement,  book  department  Joske  Bros.  Co.,  San  Antonio,  Texas. 


member  her  methods  of  building  the  Joske 
Brothers  book  department  Miss  Schmieding 
recently  said: 

"My  experience  in  book  departments  has 
been  long  and  varied,  and  it  is  necessary  that 
anyone  who  contemplates  handling  a  depart- 
ment of  this  kind  have  an  experience  varied 
enough  to  really  know  literature.  In  the  sale 
of  books  you  sell  not  so  many  ounces  of  paper 
and  cardboard,  but  you  sell  an  intangible,  an 
indefinite  something  that  some  mind  has  put 
in  to  the  book  in  question.  You  are  selling 
over  and  over  again  the  brains  of  men  who 
have  devoted  their  lives  to  study,  research  or 
exceptional  writing.  Consequently,  you  sell  a 
force — a  vital  something  that  will  either  add 
to  or  detract  from  the  mind  that  reads.  You 
become  in  this  way  a  custodian  for  the  right 
thought  of  your  customers.  You  become  a 
molder  of  opinion,  a  molder  of  character,  a 
developer  of  thought,  and  it  is  necessary  that 
you  have  a  thorough  knowledge  of  what  you 
are  dealing  in,  and  also  that  you  have  true  ap- 
preciation of  what  is  really  good  and  worth 
while. 

Policy  Always  Constructive 

"The  book  department  of  this  store  has  al- 
ways been  conducted  on  a  high  plane.  It  has 
been  our  policy  to  give  the  best  values  possible, 
and  also  to  make  our  selection  so  that  all  our 
customers  may  be  sure  of  buying  constructive 
literature. 

"As  to  the  building-up  of  the  department, 
it  is  our  policy  to  use  considerable  advertising 
and  to  show  that  we  have  in  stock  merchandise 
for  which  there  is  a  steady  and  constant  de- 
mand. Let  people  know  that  you  are  the  first 
in  town  to  have  a  certain  book,  and  you  are 
bound  to  get  considerable  demand  from  people 
who  read  the  better  magazines,  especially  those 
that  employ  worthwhile  critics  to  look  over 

(Continued  on  page  118) 
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Retail  Stocks  of 
Heavy  Underwear 
Are  Still  Large 

Expectations  of  Makers  Who  Figure 
on  Low  Stocks  as  Basis  for  Big 
Fall  Orders  Are  Not  Likely 
to  Be  Fulfilled 

Producers  of  heavy  weight  underwear,  who 
are  preparing  for  next  fall's  business  in  ex- 
pectation of  a  rushing  trade,  are  due  for  en- 
lightening as  to  their  immediate  future. 
Some  of  those  who  have  opened  their  lines  say 
they  have  received  good  orders  and  certain 
of  those  who  are  not  yet  ready  to  start  out 
say  they  see  no  reason  for  expecting  other 
than  that  result.  They  are  predicting  these 
statements,  apparently,  on  an  assumption  that 
retailers  are  lightly  stocked  with  heavy  weight 
underwear.  That  is  a  mistake.  Except  in  lo- 
calities where  the  winter  weather  has  been 
up  to  tradition  and  experience,  heavy  weight 
^oods  have  not  sold  well. 

Price  No  Spur  for  Heavy  Goods 

Up  to  Christmas,  or  thereabouts,  consumers 
bought  fairly  well  in  most  localities.  Then 
they  stopped.  Since  then  they  have  bought 
little.  There  is  no  reason  to  suppose  that 
present  stocks  will  be  absorbed  this  season. 
It  is  so  near  spring  that  even  a  sudden  cold 
spell  is  not  likely  to  make  anyone  feel  like 
buying  heavy  underwear  which  will  have  to 
be  put  away  in  mothballs  in  a  month.  It  is 
not  a  question  of  price.  In  some  instances 
prices  have  been  cut  in  half  without  attract- 
ing a  single  purchaser.  People  are  simply  not 
buying  things  they  do  not  need  immediately, 
following  the  retailer  in  this  regard. 

Retailers  Have  Plenty  Heavy  Weights 

Retail  stocks  are  large,  in  consequence, 
«ven  in  stores  that  bought  only  normal  quanti- 
ties. Those  which  plunged  are  much  over- 
stocked. There  is  no  chance  to  clean  up. 
Consequently,  there  is  no  need  for  buying 
early.  To  buy  a  small  portion  of  probable 
needs  as  soon  as  lines  are  oiTered  would  be 
of  considerable  assistance  in  getting  the  pro- 
ducing end  of  the  business  under  way,  espe- 
cially those  mills  which  make  only  heavy 
weight  goods.  Some  buyers,  though  not  in 
need  of  light  weight  stocks  at  this  time,  have 
followed  this  idea  in  order  to  assist  mills 
which  "took  care  of  them"  during  the  last 
year  or  two.  It  is  hardly  to  be  expected,  how- 
ever, that  the  example  will  be  followed  to  any 
extent. 

That  fall  prices  will  be  quite  low  is  evident. 
Manufacturers  know  the  necessity  for  estab- 
lishing a  stable  market  and  will  do  their  best 
to  realize  it.  They  have  too  keen  a  recollec- 
tion of  what  has  happened  in  other  markets 
where  prices  have  dropped  a  little  at  a  time 
to  do  otherwise.  There  is  considerable  price 
uncertainty  in  the  yarn  market,  which  will 
make  establishment  of  the  desired  level  no 
easy  matter.  With  raw  cotton  dropping,  spin- 
ners are  forced  to  revise  their  prices  from 
time  to  time,  and  the  end  of  the  recessions  is 
not  seen. 

Tariff  to  Help  Settle  Wool  Goods 

This  is  less  apparent  in  wool  and  wool 
mixed  goods.  The  proposed  tariff  has  an  in- 
fluence here.  Wool  yarns  are  pretty  low  al- 
ready. Few  people  expect  further  declines. 
With  a  fair  degree  of  present  strength,  then. 


Four-week  Merchandise 
Fair  and  Fashion 
Show  for  Summer 

VV^HAT  is  planned  to  be  the  largest  mer- 
""^  chandise  exhibit  ever  held  in  New  York 
City  will  be  staged  at  the  Hotel  Imperial, 
July  18  to  Aug.  13.  All  classes  of  wearing 
apparel,  including  millinery,  boots  and  shoes, 
will  be  shown,  together  with  notions,  novel- 
ties and  small  wares,  toys  and  sporting  goods, 
holiday  goods  and  art  needlework  and  gift 
goods. 

The  exhibit  space  will  include  the  Red 
Room,  the  Crystal  Room  and  the  Blue  Dining 
Room,  with  a  seating  capacity  of  1,000. 
Admission  will  be  free,  but  only  upon  pres- 
entation of  cards  of  invitation.  There  will 
be  music  throughout  the  fair,  furnished  by 
the  Imperial  Orchestra,  with  special  pro- 
grams for  the  four  fashion  shows,  which  will 
be  staged  on  Wednesday  evening  of  each 
week  during  the  fair. 

Judges  of  prize-winning  designs  will  be 
selected  from  New  York  department  stores, 
and  $1,000  in  cash  and  three  silver  cups 
will  be  awarded  at  each  of  the  four  shows. 

At  the  opening  show  on  Wednesday, 
July  20,  knit  apparel  with  all  kinds  of  coats, 
sweaters,  etc.,  will  be  shown  and  original 
Mack  Sennett  bathing  girls  will  act  as 
models.     Admission  will  be  by  invitation. 

Wednesday,  July  27,  will  be  devoted  to 
a  display  of  evening  gowns,  evening  wraps 
and  accessories,  and  Wednesday,  Aug.  3,  to 
millinery.  At  the  fourth  and  last  show, 
Wednesday,  Aug.  1 0,  coats,  suits  and  outer 
apparel  will  be  displayed. 

The  exhibits  will  include  the  newest  and 
smartest  numbers  from  leading  New  York 
manufacturers. 


and  the  prospect  of  a  tariff  which  will  cer- 
tainly raise  wool  prices,  those  making  under- 
wear of  which  wool  is  a  constituent  element 
have  no  weak  raw  material  market  to  contend 
with.  They  are,  nevertheless,  likely  to  name' 
prices  representing  sound  bottom,  trusting  to 
increase  them  later  if  wool  prices  warrant  it. 
What  early  buying  is  done  could  most  profit- 
ably be  in  these  lines. 

Light  weight  underwear  is  being  bought 
in  quantities  encouraging  to  producers,  but 
not  in  large  amounts.  One  factor  militating 
against  larger  purchases  is  the  determination 
of  store  heads  to  keep  their  buyers  well  in 
hand  and  to  limit  expenditure  to  sums  abso- 
lutely necessary  for  the  upkeep  of  department 
stocks.  Another  is  the  declining  cotton  mar- 
ket. It  is  surprising  how  closely  buyers  are 
following  the  raw  material  markets.  Travel- 
ing salesmen  say  it  is  the  same  in  other  lines. 
They  feel  they  have  just  ground  for  com- 
plaint when  a  drop  of  fifty  points  in  cotton 
or  ten  cents  in  silk  brings  a  demand  for  a 
corresponding  reduction  in  the  price  of  their 
lines. 

Jockeying  for  Lower  Quotations 

They  have,  too.  Certainly  no  intelligent 
buyer  believes,  if  he  thinks  it  over,  that  a 
manufacturer  can  move  his  price  up  and  down 
with  every  fluctuation  in  the  material  market. 
The  buyer  himself  does  not  shift  his  price 
whenever  one  of  the  firms  he  deals  with  makes 
a  reduction  or  increases  its  price.  He  never 
would  know  where  he  stood  if  he  were  to  try 
it.  Why  should  the  manufacturer  do  it,  then? 
One  is  inclined  to  think  that  most  of  such 
requests  for  changing  prices  are  nothing  more 
than  bids  for  lower  quotations.  That  is  all 
right  enough  if  the  buyer  gets  away  with  it. 


But  as  one  salesman  says,  "Those  fellows  don't 
think  of  a  very  important  point,  which  is  that 
they  get  just  what  they  pay  for."  That 
doesn't  apply  as  strongly  to  staples  like  under- 
wear as  to  other  lines.  Nevertheless,  it  is 
something  to  think  about. 

Apparently  light  weight  underwear  is  be- 
ing bought  with  an  idea  of  accumulating  stocks 
sufficient  to  last  through  April  or  thereabouts. 
There  was  a  fair  carry-over  from  last  summer 
in  a  number  of  stores  and  stocks  are  gener- 
ally large  enough  to  go  that  far  with  only 
moderate  purchases  to  fill  in  sizes  and  num- 
bers. The  mildness  of  the  winter  has  made 
stocks  lower  than  they  would  have  been  had 
heavy  weights  been  in  demand,  but  few  stores 
are  in  desperate  need  of  goods. 

Buy  Well  Known  Lines  First 

Where  one  or  more  well-known  makes  are 
carried  and  have  become  so  well  known  to 
customers  that  there  is  a  steady  demand  for 
them,  buyers  are  confining  their  purchases  to 
these  lines.  Goods  which  are  sol(f  with  no 
maker's  identification  are  the  last  to  be 
bought.  Department  heads  feel  it  is  best  to 
use  their  financial  allotment  for  goods  on 
which  they  have  built  up  a  business. 

Buyers  recently  interviewed  state  that  they 
have  bought  either  very  little  or  no  woven 
fabric  underwear  yet.  Their  stocks  are  not 
too  heavy,  but  they  have  a  faint  suspicion  that 
later  in  the  season  they  may  have  difficulty 
getting  their  familiar  makes  of  knitted  light 
weights  as  they  want  them.  They  do  not 
feel  that  way  about  woven  fabric  goods.  Some 
of  them  say,  too,  that  substitution  is  easier 
in  the  latter  underwear  than  in  the  former, 
and  they  can  always  get  some  sort  of  woven 
goods. 

Expect  Good  Summer  Season 

There  is  every  reason  to  look  forward  to 
a  profitable  summer  season  in  underwear  sell- 
ing. Despite  the  "price"  attitude,  which  con- 
sumers are  generally  showing,  a  few  months 
from  now  should  see  the  beginning  of  a 
change.  The  newspapers  have  practically 
ceased  to  hammer  on  the  subject  of  "going 
down"  and  are  engaged  in  an  effort  to  spur 
business  forward.  That  means  one  less  re- 
tarding influence.  Furthermore,  a  certain 
amount  of  light  weight  underwear  was  worn 
out  this  winter  and  will  have  to  be  replaced. 
These  factors  augur  a  season  equal  at  least 
in  volume  to  any  past  normal  season,  and 
every  department  should  be  got  thoroughly 
ready  for  its  beginning. 


Herman  Berg,  for  a  number  of  years  a 
stockholder  of  Geo.  Borgfeldt  &  Co.,  and 
manager  of  the  import  toy  department,  died 
at  Palm  Beach,  Fla.,  on  Feb.  22  after  a  long 
illness  of  pneumonia.  Mr.  Berg  started  in 
with  Geo.  Borgfeldt  &  Co.  as  a  boy  and 
worked  his  way  up  to  the  head  of  the  import 
toy  department.  He  made  many  trips  abroad 
to  buy  and  was  a  well-known  figure  in  all 
the  toy  centers  of  Europe. 

Mrs.  Elizabeth  F6eney  will  hereafter  man- 
age the  dress  department  of  the  Fair  Store  in 
Cincinnati,  in  addition  to  the  misses'  depart- 
ment. The  coat  and  suit  department  will  be 
in  charge  of  Miss  Bertha  Gayser,  who  has  been 
Mrs.  Feeney's  assistant. 

Through  an  error  of  the  types,  in  an  ad- 
vertisement of  the  Globe  Co. — Ribbon  Depart- 
ment—31-33  West  Thirty-first  Street,  which 
appeared  in  a  recent  issue  of  the  Economist, 
Vanity  Fair  Superb  ribbons  were  offered  in 
lots  of  "six"  pieces,  instead  of  sixty  pieces,  as 
put  up  and  sold.  We  trust  our  readers  will 
note  this  correction,  with  a  view  to  the  preven- 
tion of  any  future  misapprehension. 
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This  is  our  last  month's 
advertisement  —  the  one 
that  started  the  deluge  of 
orders  for  lot  No.  1400. 
If  you  didn't  see  it  — 
read  the  story  on  the 
page  opposite.  Then  act 
— quick! 
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Imagination  a  Definite  Factor  in 
Merchandising  Art  and  Gift  Goods 

Miss  Herrick  Started  with  a  Trunk  Full  of  Merchandise  and 
$300— She  "-'Found  Her  Vocation''  and  a  Tidy  Fortune,  as  Well 


Drawn  by  an  Economist  artist 

An  incense  burner,  which  is  a  reproduction 
of  an  old  Chinese  gate  with  a  pagoda  roof,  the 
fumes  issuing  from  the  top  of  the  pagoda. 
It  is  made  of  metal  with  polychrome  finish. 
This  and  the  candelabra  in  the  center  are  from 
the  Art  Metal  Works. 

M[SS  Grace  T.  Herrick,  of  the  Herrick 
Studios,  Palo  Alto,  Cal.,  believes  in  find- 
ing the  right  job  and  sticking  to  it  with 
all  your  might.  She  thinks  more  care  should 
be  given  in  retail  stores  to  the  particular  selec- 
tion of  the  particular  individuals  for  the  par- 
ticular department,  and  that  vocational  train- 
ing should  be  a  part  of  every  store  system. 

Hit-or-miss  selection  of  salespeople,  with- 
out regard  for  their  personal  tastes  and  in- 
clinations, is  harmful  to  the  store  and  an  injus- 
tice to  the  salespeople  themselves. 

Tired  of  Schoolroom  Grind 

Seven  years  ago  Miss  Herrick  was  teaching 
school  in  Japan,  previous  to  that  she  had  tried 
a  number  of  "jobs"  and  "positions."  One  is 
convinced  in  talking  to  Miss  Herrick  that  she 
has  "made  good"  in  all  she  has  done,  and  that 
she  would  "make  good"  at  anything  she  under- 
took. She,  however,  discounts  her  success  un- 
til she  hit  upon  the  hig  idea  of  an  art  and  gift 
shop. 

Miss  Herrick  tells  the  story  of  her  business 
success  modestly  and  naturally  and  frankly 
"hopes  that  some  discouraged  department  man- 
ager or  art  and  gift  shop  merchant  may  be 
heartened  for  new  endeavor  and  strike  out  for 
the  goal  which  is  within  reach  of  all." 

"Seven  years  ago  when  I  returned  from  two 
years'  teaching  in  the  Orient,  I  brought  home 
with  me  a  number  of  small  art  objects  and 
Oriental  novelties,  such  thing's  as  had  attracted 
me  most  and  which  I  thought  my  friends  and 
acquaintances  in  the  States  might  desire  and 
purchase  at  a  price  that  would  allow  me  a 
margin  of  profit,"  she  said. 

A  Trunkful  and  $300 

"The  things  I  brought  over  filled  one 
medium-sized  trunk.  A  trunk  full  of  miscel- 
laneous merchandise  and  $300  which  was  the 
sum  total  of  my  capital  is  not  much  of  a  nuc- 
leus for  a  business.  I  would  not  advise  any 
person  lacking  in  nerve,  or  energy,  or  a  natural 
aptitude  and  love  for  this  kind  of  work  to  at- 
tempt it.  Given  these  most  valued  assets, 
however,  especially  the  latter,  and  there  is  no 
more  promising  business  which  may  be  started 
on  so  little  ready  cash. 


Above:  Metal  and  polychrome  candelabra 
with  two  hand-painted  fibre  candles.  The  elec- 
tric connection  is  made  by  a  canopy  switch 
placed  in  the  base,  and  is  equipped  with  six 
feet  of  silk-covered  cord.  To  retail  at  about 
$17.50. 

Below:  Self-filling  fountain  pen,  the  feature 
of  which  is  its  great  ink  capacity  and  natural 
pump  action.  It  has  an  inside  barrel  of  hard 
rubber.    From  the  Dunn  Pen  Co. 

"My  arrival  home  with  my  'stock  of  goods,' 
fortunately  for  me,  occurred  near  Christmas 
time  and  my  first  customer  also  fortunately 
was  a  person  of  business  acumen  and  vision. 
He  was  the  owner  of  an  unattractive  and 
dilapidated  store  building,  the  main  fioor  of 
which  offered  an  unoccupied  space  about  25  ft. 
wide  by  50  ft.  deep,  and  which  he  suggested  I 
take  at  a  nominal  rental  for  the  display  of  my 
stock  and  such  other  similar  goods  as  my  small 
cash  and  smaller  credit  would  buy. 

Planned  Temporary  Business 

"The  idea  was  for  a  Christmas  shop  for  the 
holidays,  mainly  to  dispose  of  the  things  I  had 
brought  over.  As  my  occupancy  of  the  build- 
ing promised  to  be  so  temporary  and  the  owner 
was  charging  such  a  small  rental,  only  $25  a 
month,  I  did  not  ask  for  repairs  and  the  state 
of  'my  store'  was  most  discouraging.  We  set 
to  work,  however,  and  soon  the  windows  were 
cleaned  and  shiny,  the  walls  covered  with 
coarse  rice  sacking  fastened  on  with  thumb 
tacks  and  the  rough  boards  stained  and  partly 
covered  with  rugs. 

"Then  my  merchandise  was  displayed  as  at- 
tractively and  ingeniously  as  was  possible  and 
I  was  ready  for  customers.  When  the  dawn 
stole  in  through  my  windows  on  Christmas 
morning,  my  shop  was  as  bare  as  Mother  Hub- 
bard's cupboard,  all  my  little  slant  eyed  'gods' 
and  'idols'  and  'heathen  Chinese'  had  found  a 


This  little  Chinese  figure  is  a  pen,  pencil  and 
ruler  holder.  It  is  dressed  in  bright  colored 
cretonne,  oraiige  colored  trousers  and  blue 
jacket.    To  retail  at  $1.75.    From  Jane  Gray. 

purchaser,  also  much  other  goods  which  I  had 
bought  hurriedly  and  sometimes  unadvisedly  to 
meet  the  Christmas  demand  was  gone,  and  the 
silver  in  my  coffers  exceeded  $300  by  a  consid- 
erable amount. 

"I  had  been  so  busy  I  had  not  had  time  to 
plan,  but  almost  from  the  first  I  knew  that  I 
had  found  my  vocation  and  that  my  shop  was 
a  permanent  business.  In  the  first  place  I  ap- 
preciate thoroughly  the  difficulty  most  people 
have  in  selecting  gifts  and  how  almost  impos- 
sible it  is  to  make  up  one's  mind  about  the 
'right  gift.'  Now,  I  love  giving,  and  anything 
may  be  a  gift,  from  a  rat  trap  to  an  automo- 
bile. It  is  the  spirit  of  giving  that  must  be 
embodied  in  the  gift  department,  not  what 
the  article  is,  nearly  as  much  as  the  sentiment 
it  conveys,  so  I  had  all  of  my  merchandise  at- 
tractively boxed  and  as  far  as  I  could  I  had 
printed  on  the  box  some  little  rhyme  or  jingle 
that  conveyed  both  the  sentiment  of  the  ob- 
ject and  the  gift  sentiment. 

Pleasing  the  Individual  Customer 

"Then  I  interested  myself  and  later  taught 
my  assistants  to  be  interested  in  the  individual 
selection  and  the  occasion  for  its  use,  so  that 
we  were  able  to  make  an  appropriate  sugges- 
tion which  would  rneet  the  customer's  require- 
ments, both  as  to  taste  and  purse. 

"With  the  first  of  the  year — after  that  ex- 
perimental Christmas,  I  went  to  market,  and  I 
sent  orders  as  large  as  I  could  afford  for  Chi- 
nese art  wares.  I  have  always  specialized  on 
goods  that  were  suggestive  of  China.  There  is 
much  romance  in  the  early  history  and  tradi- 
tions of  the  Chinese  and  the  piquant  little  face 
of  the  Chinese  reproduces  adorably. 

"When  my  supplies  were  cut  off  from 
France,  I  immediately  set  about  experiments 
for  making  these  goods  in  my  own  workroom. 
I  have  my  models  cast  by  artists,  the  colors  are 
the  most  delicate  that  paints  will  blend,  and  the 
little  verses  and  jingles  are  as  rhythmical  and 
appropriate  as  I  can  possibly  find. 

Like  a  Visit  to  China 

"I  do  an  immense  amount  of  business  in 
this  line.  It  has  grown  to  such  an  extent  that 
last  August  we  moved  into  our  beautiful  new 

(Continued  on  page  120) 
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The  Name  Tells  the  Story  of  This  Re- 
markable Knitted  Sleeper  for  Children 

It's  the  "1-4-U"  to  stock  because  of  its  extra  liberal  cut.  It's  the  "i-^-U'" 
because  of  its  superior  percentage  of  finest  wool.  The  "1-4-U"  because  of 
its  wonderful  value  at  a  distinctly  popular  price.  The  flat-cover  seat,  the 
larger  seat-gusset  and  the  overlocked  seams  are  only  a  few  examples  of 
the  splendid  workmanship  that  distinguishes  this  product— as  it  does 
all  products— of  the  Beverly  Mills.  The  "1-4-U"  Knitted  Sleeper  for 
Fall  now  in  preparation.  Soon  to  be  displayed  by  the  leading  jobbers. 

BEVERLY  UNDERWEAR  CO.,  BEVERLY,  N.  J. 

SOLD  TO  JOBBERS  THROUGH  THE  CAMPE  CORP. 
350  BROADWAY,  NEW  YORK  CITY 


DRY  GOODS  ECONOMIST,  MARCH  5,  1921 


97 


Sports  Clothing  to  Play  a  Larger 
Part  in  This  Summer's  Sales 

Retailers  Now  Have  Decks  Cleared  for  Easter  but  Are  Conservative  in 
Ordering— Disappointment  Invited,  However,  if  Buyers  Wait  Too 
Long — Better  Fabrics  and  Better  Tailoring  in  Summer  Wear  Opens 
Up  Prospects  for  Extensive  Business  for  Retailers 


WITH  Easter  only  twenty-two  days  away 
and  the  spring  selling  season  for 
men's  and  boys'  wear  well  under 
way,  buyers  are  getting  their  decks  cleared 
for  action  in  summer  clothing.  Many  late 
orders  for  tropical  fabric  suits  are  anticipated 
because  of  the  conservative  buying  policy 
which  is  being  followed  in  the  majority  of 
stores. 

For  those  who  have  not  covered  their  re- 
quirements, the  warning  is  issued  against  de- 
laying too  long.  While  it  is  true  that  several 
manufacturers  have  anticipated  an  eleventh- 
hour  rush  of  orders  and  have  stored  up  stocks 
of  summer  merchandise,  they  cannot  be  de- 
pended upon  in  too  large  a  measure,  and  an 
advance  in  price  is  probable  if  any  indication 
of  scarcity  appears. 

Orders  Not  Quarter  of  Normal 

The  situation  concerning  orders  for  summer 
clothing  was  pretty  well  summed  up  in  a 
statement  made  to  an  Economist  representa- 
tive recently  by  one  of  the  prominent  manu- 
facturers, who  said,  "Generally  speaking,  the 
orders  for  summer  goods  have  been  less  than 
25  per  cent  of  normal.  The  retailer  is  look- 
ing for  lower  prices  and  thinks  present  prices 
too  high  despite  the  fact  that  the  fabric  mills 
and  clothing  manufacturers  are  selling  at  a 
loss  of  profit.  We  have  been  selling  at  no 
profit  and  as  soon  as  the  demand  starts,  the 
prices  will  be  higher.  Retail  stocks  are  de- 
pleted and  summer  clothing  now  has  a  more 
important  standing  than  in  the  past  years. 
It  is  wanted  in  good  quality  that  will  stand 
wear  and  look  well. 

Reductions  Revert  to  Early  Orders 

"Many  manufacturers  have  made  up  stocks 
of  staples  lines  and  will  have  them  ready 
when  the  late  demand  starts  in.  Some  of  our 
orders  were  taken  as  early  as  last  October  and 
prices  were  guaranteed  against  decline.  Any 
reductions  we  have  been  able  to  make  have 
reverted  to  those  early  orders." 

Indications  are  that  clothing  made  of  good 
quality  summer  fabrics  are  to  be  more  popular 
this  year  than  ever  before.  The  general 
standard  of  that  class  of  merchandise  has 


Sport  cap  for  golfing  and  general  outdoor 
wear,  made  of  herringbone  cloth  in  the  broivn 
tones. 


By  J.  L.  Car  gill 


Economist  photo  (Fashion  Camera) 


One  of  the  popular  types  of  summer  clothing 
TJihich  promises  to  be  a  big  feature  for  the 
coming  season.  This  is  a  double-breasted  coat 
of  black  mohair  cloth,  with  pin  stripe  of  white. 
From  summer  line  of  Currick  &  Leiken  Co. 

Popular  style  in  the  larger  type  of  summer 
hat.  This  is  a  Bangkok  with,  a  AVi  inch  Fedora 
shaped  crozifn  and  2%  inch  brim,  extra  wide 
black  band  and  yellow  satin  lining.  Front 
New  England  Panama  Hat  Co. 

been  raised  and  better  workmanship  is  being 
put  into  such  garments,  so  they  present  an 
appearance  that  compares  very  favorably  with 
heavier  garments.  They  will  wear  well  and 
hold  their  shape,  and  the  men  of  the  country 
are  realizing  more  and  more  the  coolness  and 
comfort  they  afford.  One  of  the  great 
troubles  in  the  past  has  been  that  suits  of 
such  fabrics  were  not  well  tailored. 

Broader  Use  of  Sports  Suits 

Sports  clothing  models,  such  as  golf  suits, 
are  to  be  strong  features,  more  especially  in 
the  larger  towns  and  cities.  They  have  a 
snappy  appearance  and  are  roomy  and  com- 
fortable. They  are  to  be  worn  this  year  not 
only  on  the  golf  links  with  the  "knickers," 
but  for  office  and  general  business  use  with 
the  long  trousers.  Many  of  that  class  of  suits 
are  being  made  with  both  types  of  trousers, 
while  others  are  being  made  with  the  long 
trousers  only  and  will  be  used  for  both  out- 
ing and  business. 


Sports  model  clothing  gives  more  oppor- 
tunity for  individuality  of  style  and  no  store 
can  afford  to  overlook  the  type  if  the  full  op- 
portunities for  business  are  to  be  taken  advan- 
tage of.  Sports  clothing  will,  of  course,  be  par- 
ticularly strong  in  college  towns. 

The  final  kick  has  been  taken  by  stores 
in  all  parts  of  the  country  in  getting  rid  of 
heavy  clothing  through  reduction  sales,  and 
it  is  reported  that  many  retailers  will  have 
considerable  stocks  to  carry  over  until  next 
year.  Several  instances  have  been  brought  to 
light  where  merchants  have  purchased  sur- 
plus goods  from  manufacturers  for  the  pur- 
pose of  holding  them  over  until  next  year, 
taking  advantage  of  the  sacrifice  prices  for 
"distress"  merchandise  which  has  been  in  the 
markets. 

Clearing  House  for  Spring 

The  Kaufmann  &  Baer  Co.,  of  Pittsburgh, 
Pa.,  placed  its  entire  stock  of  overcoats  and 
suits  on  sale  at  $29.50  to  get  ready  foi-  spring 
goods  and  that  is  typical  of  what  all  stores 
have  been  doing  throughout  the  country. 

One  of  the  unusual  developments  of  the 
present  season  has  been  a  strong  demand,  par- 
ticularly from  New  York  city  buyers,  for  a 
new  type  of  suit  coat.  The  demand  has  been 
for  a  high  waist  line  model,  fitted  closely 
around  the  hips,  with  but  slight  flare  at  the 
bottom,  high  vent,  and  narrow  lapels.  One 
and  two  button  models  are  wanted. 

Reductions  Have  Little  Effect 

Action  recently  by  the  American  Woolen 
Co.,  in  reducing  prices  on  certain  numbers  of 
stock  goods  25  to  33  1-3  per  cent,  had  but 
little  general  effect  in  the  trade.  For  example,, 
one  number  in  a  blue  serge  which  was  priced 
at  $4.50  a  yard  last  fall,  was  $3,671/2  opening 


Smart  spring  hat  of  heather  mixture  im- 
ported Donegal  cloth — small  shape  with  jaunty 
roll  to  brim.  This  and  the  cap  at  the  left  are 
made  by  N.  Price,  Son  &  Co.,  Philadelphia,  Pa. 
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John  Shannon's  English  Clothes 

mirror  Bond  Street  style.  Here  de- 
picted is  a  model  which  has  a  vogue 
in  Smart  London — a  braided  jacket 
and  waistcoat  in  dark  oxfords,  to  be 
worn  with  checked  or  striped  worsted 
trousers  in  lieu  of  the  more  formal 
"cutaway,"  in  the  same  manner  that 
the  "Tuxedo"  is  now  generally  worn 
in  place  of  Full   Evening  Dress. 


John  Shannon's  English  Clothes  are  not  just  specialties,  but  are  a  complete  line  of  men's 
outer  apparel  for  formal  and  informal  wear— City  and  Country— Indoors  and  Outdoors. 

Our  new  samples  have  just  arrived  from  the  other  side.  We  will  welcome  the  oppor- 
tunity to  present  the  full  range  of  John  Shannon's  English  Clothes  for  your  inspection. 

Buyers  who  have  already  seen  these  models  are  impressed  by  the  fine  workmanship, 
beautiful  finish  and  the  completeness  of  the  range  of  models  and  fabrics. 


SHANNON  &  SON  UJ> 

SIDNEY  M.  JENKINS.    UNITED    STATES  MANACEa 

HOLLAND  BLDG..  27^  FIFTH  AVE.,  cor.  30 is  ST 
NEW  YORK  CITY 
LONDON  and  WALSALL,  ENGLAND 


TRADE  MARK 
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this  spring,  and  is  now  reduced  to  $2.37 1/2. 

A  standard  make,  cut  and  trim  for  a  gar- 
ment formerly  cost  $20,  now  costs  about  $16. 
When  a  serge  selling  at  $4.50  was  used,  the 
wholesale  selling  price  of  a  suit  would  be 
from  $48.50  to  $52.50.  With  the  serge  cost- 
ing $2.37%  and  the  making  reduced  $4  in  cost, 
the  same  suit  would  wholesale  for  about  $35. 

The  battle  continues  in  the  New  York 
market  between  the  clothing  manufacturers 
and  unions.  Several  lawsuits  have  been  filed 
against  the  union  officials  by  manufacturers. 
Many  factories  are  working,  much  work  is  be- 
ing done  in  out  of  town  markets  and  some  of 
the  New  York  manufacturers  are  making  no 
effort  to  do  any  spring  business. 

In  the  shirt  trade  business  is  much  more 
brisk  than  it  has  been  for  many  months. 

Opinions  Differ  on  Collar  Prices 

Retailers  are  disturbed  because  collar 
prices  remain  stationary  at  $2.10  a  dozen,  re- 
duced from  the  peak  price  of  $2.40,  and  think 
that  the  decline  should  go  to  $1.40,  so  collars 
could  be  retailed  at  20  cents  each  or  three 
for  50  cents.  The  manufacturers  reply  that 
before  the  war  collars  were  the  greatest  value 
worn  by  men  at  12 V2  cents;  that  cotton  is 
still  much  higher  than  before  the  war  and 
labor  also,  and  that  wholesale  prices  of  collars 
are  still  less  than  double  the  pre-war  level. 

Because  of  the  lateness  of  the  present  sea- 
son, several  shirt  manufacturers  are  consider- 
ing seriously  the  advisability  of  omitting  the 
fall  season  business  and  letting  the  season  go 
by  with  nothing  but  spot  merchandise  offered. 
They  believe  it  to  be  the  only  possible  way 
to  get  the  regular  seasons  back  on  normal 
schedule.  A  shortage  of  piece  goods  is  also 
expected  before  the  end  of  the  summer  and 
certain  manufacturers  declare  that  skipping 
a  season  will  give  the  needed  zest  to  orders 
from  retailers  for  spring,  1922. 

One  manufacturer  of  woolen  shirtings  re- 


.  Economist  photos  (Fashion  Camera) 

Norfolk  jacket  in  a  boy's  suit  with 
"Knickers,"  new  low  notch  lapel. _  Made  by 
The  H.  A.  Seinsheimer  Co.,  Cincinnati,  0. 


Uniforms  zvorn  by  real  live  sailors  in  Uncle 
Sam's  navy  have  been  reproduced  very  closely 
in  this  little  suit  for  boys,  even  to  the  long 
trousers.  Sailor  collar  and  cuffs  are  of  blue 
with  ivhite  stripes  and  the  rating_  mmrks  'on 
sleeve  and  neckpiece  are  worked  in  blue  and 
red.  Made  by  The  Branch  Manufacturing  Co., 
Coldzvater,  Mich. 

cently  announced  prices  for  1921,  showing  re- 
ductions of  from  25  to  37V2  per  cent  over 
1920  prices. 

Hat  deliveries  have  been  late,  and  in  fact 
indications  are  that  many  orders  will  still 
be  going  forward  late  this  month  which  should 
ordinarily  have  been  delivered  in  January. 
The  strikes  in  various  hat  and  cap  factories 
have  now  been  settled  but  they  caused  a  great 
delay  in  a  season  which  started  late. 

Editor  Organizes  New 
Business  Service 

Frederick  T.  Frazer,  who  has  been  the 
editor  of  The  Haberdasher  for  the  past  15 
years  and  editor  of  The  Boys'  Outfitter  since 
its  founding,  has  recently  disposed  of  his  in- 
terests in  The  Haberdasher  Co.  and  has  es- 
tablished a  resident  buying  and  business  coun- 
sel service  for  dealers  in  men's  and  boys'  wear 
under  the  name  of  Frederick  T.  Frazer  &  Co., 
with  offices  at  65  Fifth  Avenue.  Frederick 
Storm,  for  three  years  representative  of  The 
Haberdasher  and  The  Boys'  Outfitter  in  the 
wholesale  field,  is  associated  with  the  new  firm 
as  vice-president.  Mr.  Frazer  has  also  become 
a  director  of  the  Byron  G.  Moon  Agency  of 
Troy,  N.  Y.,  whose  New  York  office  he  will 
manage  at  the  foregoing  address. 


Forty-four  members  of  the  United  Shirt 
Manufacturers'  Association,  Inc.,  of  New  York 
City,  have  recently  issued  statements  to  the 
trade  declaring  prices  to  be  at  the  bottom  and 
far ^  below  the  proper  levels,  and  urging  mer- 
chants to  buy  for  their  needs  at  once.  The 
warning  was  given  that  delays  were  danger- 
ous, that  "distlfess  goods"  were  practically 
cleared  from  the  market,  and  that  very  little 
merchandise  was  being  manufactured. 


Retail  Clothiers 
Of  Ohio  Back 
New,.Tax  Plan 

Convention  Endorses  N.  R.  D.  G.  A. 
Proposals — Howard  R.  Heyman, 
of  Hamilton,  Elected  President 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building 

Election  of  officers  and  resolutions  urging 
change  or  repeal  of  luxury  taxes  in  the  rev- 
enue law  and  indorsing  the  substitute  taxation 
plan  proposed  by  the  National  Retail  Dry 
Goods  Association  were  the  main  features  of 
the  closing  session  of  the  Ohio  Retail  Clothiers 
and  Furnishers'  Association  convention  held  at 
the  Statler  Hotel  in  Cleveland. 

The  resolution  relative  to  luxury  taxes 
stated  that  the  tax  is  "operated  inefficiently 
and  does  not  serve  the  purpose  originally  in- 
tended." 

Iglauer  Presents  New  Plan 

The  proposed  revenue  law  was  presented  at 
the  morning  session  by  Jay  Iglauer,  controller 
of  the  Halle  Bros.  Co.,  a  member  of  the  Joint 
Committee  of  the  Dry  Goods  Association  and 
the  Retail  Clothiers.  It  proposed  elimination 
of  excess  profits  levies  on  corporations,  surtax 
on  individuals,  taxes  on  transportation  and  in- 
surance, non-alcoholic  beverages,  admissions 
and  dues  and  special  capital  stock. 

It  was  also  urged  that  incomes  on  salaries, 
wages  and  bonuses  should  not  be  taxed  at  as 
high  a  rate  as  income  from  business  and  in- 
vestments. Business,  it  was  argued,  should 
be  taxed  on  the  business  itself  and  subject  to 
no  further  tax  when  distributed  to  partners  or 
stockholders. 

How  Exemptions  Would  Be  Changed 

A  10  per  cent  tax  was  suggested  on  all  busi- 
ness above  the  $5,000  exempted  by  law.  Indi- 
vidual income  exemption  limits,  now  $2,000  for 
married  and  $1,000  for  single  men,  would,  un- 
der the  proposed  plan,  exempt  married  men's 
incomes  under  $5,000  and  single  men's  under 
$2,000. 

T.  P.  Jones  of  the  W.  B.  Davis  Co.,  Cleve- 
land, and  B.  R.  Baker  were  appointed  a  com- 
mittee to  act  with  the  National  Retail  Dry 
Goods  Association  in  pressing  the  adoption  of 
the  plan  by  Congress. 

Another  resolution  recommended  the  adop- 
tion by  Ohio  clothing  dealers  of  a  uniform  sys- 
tem of  discounts. 

Officers  elected  for  1921  were:  President, 
Howard  R.  Heyman,  Hamilton;  first  vice- 
president,  Charles  J.  Lang,  Cleveland;  second 
vice-president,  Charles  Balycott,  Van  Wert; 
secretary,  Sol  Wolf,  Bellview ;  treasurer,  Jacob 
Victor,  St.  Mary's;  directors,  Robert  Levy, 
Columbus ;  H.  Robins,  Warren ;  Samuel  Kress, 
Dayton;  national  director,  George  Herman  of 
Newark. 

No  place  for  the  1922  meeting  was  selected. 

The  Men's  Apparel  Club  of  Ohio,  which  met 
with  the  clothing  dealers,  elected  officers  as  fol- 
lows :  President,  Mark  Slomah,  Rochester,  N. 
Y. ;  vice-presidents,  Fred  A.  Smith  of  Cleve- 
land and  George  Henry  of  Cincinnati;  secre- 
tary-treasurer, Ralph  E.  Smith,  Cleveland;  as- 
sistant secretary-treasurer,  Carl  Markoff, 
Cleveland ;  directors,  H.  J.  Shutt  of  Cincinnati, 
Earl  Heckler  of  Cleveland;  A.  McSwiney  of 
Rochester,  N.  Y.,  Charles  H.  Tobias  of  Cincin- 
nati, Henry  Stern  of  Dayton,  J.  H.  DeWeese  of 
Dayton,  Carl  Hartman  of  Mansfield. 

The  Hotel  Winton  was  selected  as  perma- 
nent headquarters  for  the  club. 
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Style  No.  689—  Cut  from  genuine 
Deerskin  leather  of  excellent  quality. 
TRIPLSEWN  throughout,  with  silk- 
ing of  contrasting  color.  Contrasting 
cable  stitch  pointing;  Pearl  Button  or 
Clasp  as  preferred.  Colors:  Natural, 
Gray,  Fawn,  Olive,  Brown  and 
Chamois. 


Beau  Brummel  at  the  Wheel 

Had  the  celebrated  leader  of  fashion  lived  a  century  later  he  would  have  enjoyed  the  style, 
fit  and  real  beauty  of 

Gates  Buckskin  Gloves 


For  Driving,  Sports  and  Street 

The  recent  great  popularity  of  buckskin  gloves  for 
general  outdoor  wear — an  increasing  and  lasting 
favor — is  due  to  the  discovery  that  by  a  special  tan- 
ning process  and  workmanship  the  inherent  strength 
and  durability  of  buckskin  may  be  combined  with 
the  style,  fit  and  pliancy  of  Mocha  and  Cape, 

This  happy  combination  is  best  realized  in 
GATES  GLOUES  made  by  specialists  in  buckskin  glove 
manufacture. 


Seams  are  "TRtPLSEWN" — a  stitching  thrice  as  strong 
as  ordinary. 

Customers  who  buy  GATES  GLOUES  do  not  come  back 
for  exchanges.    They  come  back  for  more. 
Lined  and  unlined  styles  in  wide  variety  for  every 
outdoor  need.    Six  color  shades. 

NOTE — Our  salesmen  are  NOW  ready  to  show  them 
to  you.  Why  not  judge  them  yourself?  A  post- 
card will  bring  our  representative.  Send  for  our  leaf- 
let, "In  the  Days  of  Daniel  Boone." 


C ATeS,  ^^ICLS  CO. 

JOHNSTOWN        -        NEW  YORK 


San  Francisco,  120  Battery  St, 


Boston,  Textile  Bldg.,  99  Chauncy  St. 


Chicago,  31  E.  Jackson  Blvd. 
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London's  West  End  Clubs  Really  the 
Fountain-head  of  Men's  Styles 

There  the  Modern  Beau  Brummells  Decide  Fine  Points 
of  Pattern,  Color  and  Material — Just  Now  the  Frock 
Overcoat,  Popular  a  Few  Years  Ago,  Is  Having  An 
other  '^Run''  Among  London's  Smart  Class  ^ 

London  Office  of  the  Dry  Goods  Economist, 
11  Queen  Victoria  Street,  E.  C. 

IF  one  wants  to  see  the  really  well-dressed 
man  in  London,  and  pick  up  the  very 
latest  style  and  the  "last  word"  in  cut 
and  pattern  and  material,  one  must  go  to  the 
places  where  he  and  his  kind  congregate. 
Such  places  are  primarily  the  "smart"  clubs 
and  restaurants  and  the  foyers  of  fashionable 
theatres ;  and,  out  of  doors,  the  measured  mile 
stretching  between  Knightsbridge  and  Picca- 
dilly Circus  in  one  direction  and  between  Bond 
Street  and  Pall  Mall  in  the  other,  and  "Church 
Parade"  in  Hyde  Park  on  Sundays.  Any- 
where else,  a  blank  is  pretty  sure  to  be  drawn. 

Where  Fashions  Originate 

From  personal  observation,  I  fancy  that 
far  more  styles  in  men's  clothes  have  their 
origin  in  the  leading  West  End  clubs  than  in 
the  tailors'  parlors.  The  smoking  rooms  of 
ultra-fashionable  institutions,  like  the  Marl- 
borough (King  George's  club),  the  Bath,  the 
Bachelors',  the  Wellington,  and  White's — 
which,  between  them,  have  half  the  British 
Peerage  on  their  membership  lists — are  the 
places  where  our  modem  Beau  Brummells  de- 
cide delicate  points  as  to  cut  and  material, 
color  and  pattern,  etc.  The  word  is  given  by 
an  acknowledged  authority,  and  next  season's 
jackets  are  "waisted"  or  "non-waisted,"  or  one 
inch  shorter  or  longer  than  hitherto. 

Yet  exactly  where  the  famous  Daily  Mail 
hat  was  invented  is  a  mystery.  Clubland's 
theory,  however,  is  that  it  originated  either 
in  a  lunatic  asylum  or  an  inebriate's  home. 

A  New  Dress  Coat 

At  one  of  the  leading  restaurants  the  other 
night  I  noticed  a  fellow  diner  with  a  dress 
suit  that  had  several  novel  points  about  it. 
To  begin  with,  the  coat:  The  lapels  of  this, 
instead  of  being  silk  faced,  were  of  cloth, 
bound  with  a  narrow  strip  of  mohair  braid, 
and  this  braid  was  carried  all  along  the  outer 
edges  of  the  fronts  and  to  the  ends  of  the 
skirts.  The  cuffs  were  turned  back  to  a  depth 
of  nearly  three  inches,  and  finished  oflf  in  the 
same  fashion.  There  was  an  outside  hand- 
kerchief pocket,  cut  on  a  slant,  and  three  black 
rimless  buttons  on  either  breast,  with  the 
same  number  on  each  cuff. 

The  waistcoat,  which  was  single-breasted 
and  rather  high,  had  a  somewhat  narrower 
opening  than  usual.  Its  edges  and  pockets 
were  also  bound,  and  there  were  four  small 
buttons  set  close  enough  together  to  just 
touch.  As  for  the  trousers,  there  was  noth- 
ing particularly  distinctive  about  them,  per- 
haps, beyond  a  single  stripe  of  mohair  braid 
running  down  the  outer  seam. 

My  own  opinion,  for  what  it  is  worth,  is 
that  a  dress  suit  on  these  lines  is  a  bit  too 
conspicuous  to  become  popular — except  among 
cinema  stars.  To  wear  clothes  that  attract 
attention  is,  and  very  properly,  looked  upon 
as  bad  taste. 

Latest  Lounge  Suits 

With  regard  to  lounge  suits  for  the  present 
season,  the  pattern  most  affected  just  now 
appears  to  be  either  a  gray  herring-bone  or 
a  combination  of  black  and  gray.  The  de- 
mand is  all  for  stripes  (which  should  not  be 
too  pronounced)  and  checks  are  very  little 


adopted.  Fashion  requires 
the  jacket  to  be  well 
"waisted,"  and  the  ap- 
proved fastening  is  a  link 
button.  The  correct  num- 
ber of  buttons  on  the  cuffs  is  four.  These 
are  set  close  together,  and  it  is  imperative 
that  the  buttonholes  should  be  properly 
"worked."  Another  point  to  note  is  that  the 
sleeves  themselves  are  rather  narrow,  espe- 
cially over  the  wrists.  Side  pockets  without 
flaps  are  already  quite  demode.  The  style 
was  a  freak  one,  and  never  really  caught  on 
among  smart  men. 

Single-breasted  Pattern  Sticks 

Although  tentative  efforts  have  been  made 
recently  to  revive  the  old  fashioned  double- 
breasted  waistcoat  for  wear  with  lounge  suits, 
the  single-breasted  pattern  is  much  the  more 
popular.  The  opening  at  the  neck  is  long  and 
narrow,  and  the  edges  below  the  bottom  but- 
ton, which  is  always  worn  unfastened,  fall  well 
away.  A  vertical  chain  hole  between  the  third 
and  fourth  buttons  is  practically  necessaiy, 
unless  of  course  a  man  is  particularly  anxious 
to  lose  his  watch. 

For  outdoor  wear  the  frock  overcoat  of  a 
few  years  ago  seems  to  be  enjoying  another 
spell  of  popularity,  and  the  sartorial  artists 
of   Savile   Row    (the   headquarters   of  the 


London  tailoring  world) 
report  that  there  is  quite 
a  "boom"  in  these  gar- 
ments. Certain  modifica- 
tions in  their  cut,  etc., 
have,  however,  been  intro- 
duced, so  it  is  not  much 
use  bringing  an  old  specimen  out  of  one's 
wardrobe  and  trying  to  pass  muster  with  it 
among  the  discerning. 

Wide  and  Straight  Lapels 

Thus,  the  lapels  are  now  a  little  wider  than 
was  formerly  the  case,  with  the  edges  quite 
straight  (no  suspicion  of  a  curve)  and  they  are 
also  fairly  long.  Of  the  three  buttons  on  either 
breast,  only  the  lower  two  are  employed.  The 
cuffs  are  finished  plain,  instead  of  being 
turned  up,  and  have  four  buttons  on  them. 

The  side  pockets  are  cut  on  a  slant,  and 
the  left  breast  has  a  handkerchief  pocket  out- 
side. As  often  as  not  nowadays  the  frock 
overcoat  is  made  without  the  velvet  collar  that 
used  to  be  an  integral  part  of  it.  In  some 
styles  there  is  a  half -belt  at  the  back;  but 
this  is  not  very  general,  as  it  is  held  to  rather 
spoil  the  close  fit  that  such  a  garment  ought 
to  have  in  order  to  look  really  effective. 

Just  a  final  word.  However  smartly  made, 
the  appearance  of  a  frock  overcoat  is  com- 
pletely spoiled  if  the  wrong  sort  of  headgear 
be  adopted  with  it.  The  only  sort  permissible 
is  a  silk  hat.  H.  W. 


Sports  Models  a  Leading  Topic  Before 
Minnesota  Retail  Clothiers'  Convention 


That  sports  models  in  men's  clothing  for 
spring  will  probably  find  greater  sale  in  the 
larger  cities  than  in  the  smaller  communities, 
but  that  the  merchants  in  the  smaller  places 
should  have  enough  of  such  models  on  hand  to 
hold  the  trade  of  the  young  men  who  would 
otherwise  go  to  the  larger  cities  to  buy,  was 
one  of  the  features  brought  out  at  the  re- 
cent annual  meeting  of  the  Minnesota  Retail 
Clothiers'  Association,  held  in  Minneapolis. 

It  was  decided  to  appoint  a  committee  to 
see  what  arrangements  could  be  made  with 
insurance  companies  for  lower  rates  in  a  gen- 
eral co-operative  insurance  plan  among 
clothiers. 

John  L.  Lynch  of  the  Standard  Clothing 
Co.  of  Minneapolis  warned  against  com- 
parative figures  in  advertisements  and  espe- 
cially against  the  exaggerations  which  have 


crept  into  many  ads.  It  seemed  to  be  the  pre- 
vailing opinion  that  while  the  two-pant  suits 
were  undoubtedly  best  from  the  consumers' 
point  of  view,  they  were  of  doubtful  value 
from  the  clothing  merchants'  viewpoint.  Mr. 
Lynch  advised  merchants  to  keep  their  stocks 
low  and  take  a  chance  on  the  much  talked  of 
shortage  in  clothing.  He  advised  merchants 
to  take  no  part  in  current  labor  disputes. 

The  opinion  was  expressed  that  salaries  of 
retail  clerks  should  not  be  reduced  because 
conditions  do  not  yet  warrant  such  action. 
How  to  prevent  peddlers  selling  clothing  from 
wagons  through  rural  districts  in  competition 
with  legitimate  merchants  in  nearby  towns, 
and  how  to  curb  the  activities  of  transient 
agents,  taking  orders  for  made  to  order  suits 
through  the  country  districts,  were  some  of 
the  problems  discussed. 
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What  You  want  for  the  Children 
are  Suits  that  Sell  and  Satisfy 


Mother  comes  in — wants  a  suit  that  is  nifty — bright- 
wants  it  to  wash. 


-styHsh — wants  it  to  fit — 


\     '-  t: 


Q 


And  will  it  stand  the  careless,  unthinking  usage  that  the 
child  will  give  it? 

Will  it  go  through  the  trials  of  seeking  Captain  Kidd's  treas- 
ure, digging  a  cave,  scooping  the  bottom  out  of  the  lake, 
serving  in  the  army,  baking  mud  pies,  digging  a  mine? 
And  will  it  regain  its  pristine  purity  when  it  goes  through  the 
wash  ? 


Say  "Yes"  to  all  these  ques- 
tions when  you  are  selling  those 
wonderful,  satisfactory 


Reg.U.S.Pat.OfF. 


"Branch"  Wash  Suits  for  Children 

Give  them  any  design  they  want — ^we  have  them.  Let  them  know  that 
"Junior  Jackies"  are  made  especially  for  the  growing,  healthy,  rollicking, 
care-free  American  child. 

You  want  to  see  these  suits? 
Shall  we  send  salesman  or  samples? 

THE  BRANCH  MANUFACTURING  CO.,  Coldwater,  Mich. 

CHICAGO  SALESROOM:  408  MEDINAH  BLDG. 


No.  5216 


No.  5216  Basket  filled  with 
flowers,  as  Hyacinths,  Tulips, 
Maybells,  etc.,  each  $1.50,  per 
dozen  $15.00. 

My  Illustrated  Catalogue 

No.  5  coniaining  Everlasting 
Decorative  Flowers,  Plants, 
Vines,  Garlands,  Hanging 
Baskets,  etc.,  will  be  mailed 
FREE  FOR  THE  ASKING. 

FRANK  NETSCHERT 

No.  61  Barclay  St.,  New  York,  N.  Y. 


Our  Way  to  Make  Profits 

is  to  save  on  purchases.  The  most 
authentic  information  of  the  trades 
is  found  in  the 

Dry  Goods  Economist 


H.  LissNER  Company 


IhC. 


PANTS  MANUFACTURERS 

1150  Broadway,  (Cor.  27th  St.) 
Victoria  Building  ::  ::  New  York 


Th&moMiK 

1      The  Thermometer  Beautifiil 

It's  an  adornment  to  any  home  or  office.  Guar- 
anteed absolutely  accurate.  The  flag  travels  around 
raised  dial  and  points  to  temperature.  Made  in 
many  artistic  styles  and  fin- 
ishes. Liberal  profit  to 
Write  for  catalog  and 

^  MFG.  CO.  O 

'^7    Brooklyn,  N.  Y. 
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Four- Seasons  Idea 
Is  Discussed  at 
Boston  Session 

New  England  Retail  Clothiers  Hear 
Views  of  J.  C.  Morse— Six  o'Clock 
Saturday  Closing  Considered 

Four  buying  seasons  for  men's  and  boys' 
wear;  6  o'clock  closing  on  Saturdays;  prices 
for  spring  and  fall;  terms  and  discounts;  pay- 
ments of  express  charges  for  balances  due  on 
orders ;  and  taxation  were  a  few  of  the  im- 
portant matters  discussed  at  the  fourth  an- 
nual convention  of  the  New  England  Retail 
Clothiers'  Association  held  recently  at  the  Bos- 
ton City  Club. 

The  four  seasons  for  buying  spring,  sum- 
mer, fall  and  winter  were  strongly  urged  in  an 
address  by  Julius  C.  Morse  of  Leopold  Morse 
Co.  of  Boston,  who  said  cancellations  and  re- 
turn of  goods  would  be  decreased.  He  esti- 
mated that  $35  to  $45  would  be  the  popular 
prices  for  men's  suits  and  that  overcoat  prices 
for  fall  would  be  35  to  40  per  cent  below  last 
fall  quotations  while  suit  prices  would  be-  about 
the  same  as  those  for  spring. 

Points  About  6  o'Clock  Closing 

During  the  discussion  on  closing  the  stores 
at  6  o'clock  Saturdays  it  was  said  that  the  plan 
has  proven  very  successful  in  most  of  the 
larger  cities  in  the  country  and  that  stores  in 
the  smaller  cities  and  towns  were  being  closed 
earlier  than  in  former  years. 

Gov.  C.  H.  Cox  of  Massachusetts  was  the 
guest  of  honor  at  the  annual  banquet  and  sev- 
eral prominent  retailers  delivered  addresses. 

In  an  address  made  after  the  banquet  by 
William  Goldman  of  Cohen,  Goldman  &  Co., 
clothing  manufacturers  of  New  York  City,  the 
four-buying  season  plan  was  strongly  de- 
nounced. It  would  double  some  of  the  items  of 
overhead  expense  and  thus  increase  the  price 
of  clothing  and  would  increase  cancellations,  he 
asserted.  It  would  necessitate  woolen  and 
clothing  manufacturers  getting  four  lines  pre- 
pared a  year  instead  of  two  and  make  the  busi- 
ness about  like  women's  clothing.  It  would  in- 
vite cancellations  he  said,  because  a  retailer 
would  feel  inclined  to  cancel  any  unfilled  orders 
when  the  new  styles  were  shown  and  it  would 
mean  the  expense  of  four  trips  a  year  instead 
of  two  for  the  salesmen. 

Attacks  High  Protectionists 

Mr.  Goldman  attacked  the  high  protection- 
ists on  the  tariff  question  and  said  many  for- 
eign countries  were  ready  to  pass  laws  in  re- 
taliation for  any  tariff  increases  here  on  goods 
from  their  ports.  "It  looks  as  if  we  were 
starting  a  tariff  war,"  he  declared. 

He  assailed  the  high  tariff  being  proposed 
on  wool  and  declared  that  with  40  per  cent  of 
the  wool  used  in  the  country  being  imported, 
it  would  not  only  make  the  imported  article 
high,  but  would  bring  the  price  of  domestic 
supply  almost  as  high  and  add  to  the  cost  of 
clothing. 


An  extremely  unique  promotional  campaign 
is  soon  to  be  started  in  the  boys'  wear  field  by 
the  Reliance  Manufacturing  Co.  of  Chicago,  in 
its  lines  of  boys'  blouses,  shirts  aand  play  suits. 
A  handbook  of  over  100  pages  with  illustra- 
tions, telling  how  to  build  a  fire  without 
matches,  snare  a  rabbit  and  do  any  number  of 
things  a  boy  likes  is  to  be  distributed  in  con- 
nection with  the  campaign. 


si' 


Boys'  blouse  of  white  with  purple  stripes, 
imported  madras,  made  with  soft  collar  and 
turn-back  cuffs,  yoke  and  an  adjustable  band 
at  the  bottom.  Made  by  Greenebamn  Bros.  & 
Co.,  Philadelphia. 

New  York  Clothiers' 
Convention  Optimistic 

Optimism  was  the  keynote  of  the  annual 
convention  of  the  New  York  State  Retail 
Clothiers'  and  Furnishers'  Association,  held 
last  week  in  Rochester,  at  which  many  prob- 
lems of  the  trade  were  under  discussion. 

Officers  were  elected  as  follows :  President, 
Julius  M.  Hosch,  Brooklyn ;  vice-presidents, 
Harry  C.  Monroe,  New  York;  Nicholas  M. 
Peters,  Syracuse,  and  William  E.  Lennon  of 
Olean ;  treasurer,  Lee  Kamonier,  New  York ; 
secretary,  Lawrence  T.  Boesen,  New  York. 

That  store  service  should  be  advertised 
and  that  the  advertising  of  manufacturers' 
trade  names  and  brands  should  be  discour- 
aged, was  the  theme  of  an  address  by  Horace 
G.  Larimer,  formerly  Fair  Price  Commis- 
sioner for  Iowa. 

The  convention  went  on  record  as  favoring 
standardization  of  retail  prices  of  collars, 
after  a  committee  had  reported  conference 
with  some  leading  manufacturers  who  de- 
clared themselves  unable  under  the  law  to 
regulate  selling  prices  of  their  goods. 

In  one  of  the  principal  addresses  of  the 
convention,  Andreas  Burkhardt,  president  of 
the  National  Association  of  Retail  Clothiers, 
made  a  plea  for  early,  orderly  buying,  ex- 
pressed optimism  for  the  future  and  flayed 
the  actions  of  the  Amalgamated  Clothing 
Workers.  He  declared  the  claim  of  the  union 
that  the  manufacturers  sought  the  return  of 
sweatshop  conditions  to  be  propaganda  and 
said  the  National  Retailers  would  never  per- 
mit such  conditions. 

Something  of  a  sensation  was  caused  when 
William  A.  Bandler,  president  of  the  Clothing 
Manufacturers'  Association  of  New  York, 
named  three  leaders  of  the  Amalgamated 
Clothing  Workers  who  should  be  on  a  ship 
bound  for  Russia.  He  denounced  the  methods 
of  the  union  and  declared  it  100  per  cent  in 
favor  of  violence  to  intimidate  workers  who 
desired  to  return  to  shops.  He  flayed  the  acts 
and  intentions  of  the  union  leaders  and  said 
nothing  short  of  factory  control  would  ever 
satisfy  them. 


Pointed  Program 
To  Attract  Ohio 
Merchants 

No  Dull  Moments  When  Retail  Asso- 
ciation Gathers — Legislative  Prob- 
lems to  Be  Taken  Up 

Economist  Correspondence,  Columbus,  O. 

Five  hundred  retail  dry  goods  merchants  of 
the  state,  or  more,  are  expected  to  attend  the 
annual  convention  of  the  Ohio  Retail  Dry 
Goods  Association,  to  be  held  at  the  Southern 
Hotel  Wednesday  and  Thursday,  March  9  and 
10. 

Secretary  Lynn  Revenaugh  has  prepared 
an  attractive  program,  and  as  the  dry  goods 
men  of  the  state,  in  common  with  all  other 
mercantile  lines,  are  facing  many  important 
problems,  several  of  which  are  reflected  in  the 
proceedings  of  the  General  Assembly,  now  in 
session,  it  is  expected  the  convention  will  be 
not  only  large  numerically,  but  also  of  vital  in- 
terest and  importance. 

There  are  only  seven  formal  numbers  on 
the  program,  but  in  view  of  the  weight  of  the 
subjects  assigned,  the  program  is  a  big  one. 
Starting  Wednesday  afternoon,  it  includes : 

Features  of  the  Program 

Business  outlook  for  1921,  by  Josiah  Kirby 
of  the  Cleveland  Discount  Co. ;  Merchandising 
Policies  for  1921,  Edward  H.  Haefner,  presi- 
dent the  Alms-Doepke  Co.,  Cincinnati. 

Evening — A  smoker,  over  which  George 
Guckenberger,  of  the  Guckenberger  Co.,  Cin- 
cinnati, will  preside,  with  a  general  discussion 
of  many  subjects,  both  assigned  and  un- 
assigned. 

Thursday  morning — "Taxation,"  S-  E.  For- 
ney, Tax  Commissioner  of  Ohio;  "How  to  Meet 
Present  Day  Conditions,"  Fred  Lazarus,  Jr.,  of 
the  F.  &  R.  Lazarus  «&  Co.,  Columbus;  "How 
Can  You  Conduct  Business  and  Maintain  Wage 
Scale?",  H.  S.  Ames,  the  Rike-Kumler  Co., 
Dayton. 

This  last  has  a  direct  bearing  on  the  situa- 
tion precipitated  by  the  introduction  of  H.  B. 
155,  by  Mr.  Muhleman  of  Zanesville,  an  Ohio 
Federation  of  Labor  measure  that  is  backed 
by  the  women's  clubs  of  the  state  because  it 
reduces  maximum  weekly  hours  of  work  for 
women  from  50  to  48  and  provides  eight  hours 
as  the  maximum  for  any  one  day  instead  of  10, 
which  is  carried  in  the  present  law  so  as  to  per- 
mit the  small  town  merchant  to  take  care  of  his 
Saturday  trade.  Probably  an  amendment  will 
be  offered  to  include  women  in  domestic 
service. 

Thursday  afternoon — "Who  is  to  Blame  for 
the  Retailers'  Problems?"  was  discussed  by  W. 
H.  Mazey  of  the  W.  H.  Mazey  Co.,  Newark, 
Ohio,  while  to  Hal.  Geer  of  St.  Paul,  Minn.,  was 
assigned  "Parcel  Post  Delivery." 


Figures  contained  in  the  annual  report  of 
the  Manhattan  Shirt  Co.  for  the  year  which 
ended  Nov.  29,  1920,  showed  a  surplus  after 
charges  and  taxes  had  been  paid,  equivalent  to 
$2.31  a  share  earned  on  the  $5,000,000  com- 
mon stock,  of  $25  par  value.  That  figure  com- 
pares to  $5.06  earned  on  each  share  during  the 
preceding  year. 

Among  the  new  styles  of  men's  collars  is 
one  recently  brought  out  by  Cluett,  Peabody 
&  Co.,  Inc.  It  is  very  low  with  an  inverted  V 
front  that  will  admit  of  the  tying  of  the  highly 
placed  and  tightly  tied  cravat  with  ample  space 
for  the  cravat. 
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THE  RIGHT  WORKING 
GLOVES  OR  MITTENS 

for  the  men  who  trade  with  you  should  have  cer- 
tain quahfications  in  order  to  give  the  best  satis- 
faction and  keep  such  customers  happy.  See  to 
it  that  these  working  gloves  or  mittens  show  this 
trademark: 


"eg" 


.SBESTOI 


IN 


■off' 


Then  you  know — and  the  workingman  will 
learn  that  hands  are  fully  protected.  The 
gloves  remain  soft  and  comfortable,  endure 
water  and  steam  without  injury,  stand  great  heat 
and  have  wonderful  wearing  qualities.  There 
is  a  glove  or  mitten  to  suit  the  requirements  of 
every  class  of  workingmen  and  every  labor  in 
which  they  engage. 

Ask  your  Jobber's  Salesman 

Eisendrath  Glove  Co. 

2001  Elston  Ave.  Chicago,  IIL 


DO  YOU 
NEED  A 
-  MERCHANDISE 
MANAGER  ? 

Only  one  in  a  thousand  of 
the  readers  of  a  daily  news- 
paper is  trained  to  fit  posi- 
tions above  the  grade  of 
salesman. 

Practically  every  reader  of 
the  Economist  is  a  store  ex- 
ecutive or  buyer.  That  ex- 
plains the  unusual  quality 
of  the  replies  to  Economist 
"Wants." 


DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 
4900  Bryant 
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Sell  Toilet  Goods  by  Keeping  Interest 
At  a  Regular  Pitch  Every  Day 


There  Is  Always  a  Customer  for  Each  Item  in  Stock,  but  They  Do 
Not  Always  Know  That  Your  Store  Is  the  Place  to  Buy  —  Tell 
Them  Every  Day,  and  the  Effect  Won't  Be  Long  in  Coming  — 
There  Are  Literally  Hundreds  of  Ways  to  Stimulate  Daily  Buying 


T 


OILET  goods  are  worth  featuring  every 
day.   There  are  at  least  three  good  rea- 
sons to  be  considered.  Here  they  are : 
First   reason — Because  the  depart- 
ment usually  occupies  valuable  space  on 
the  first  floor. 

Second  reason — Because  the  depart- 
ment is  in  reality  a  multiple  attractor. 
Each  item  in  it — and  there  are  hundreds 
— represents  a  constant  need  in  some  cus- 
tomer's mind. 

Third  reason — Because  there  is  no 
season  for  toilet  goods.  Each  item  in  the 
department  has  a  natural  demand  any  day 
in  the  year. 

One-Day  Feature  Ideas 

Keeping  these  points  in  mind,  isn't  it  worth 
while  to  try  to  attract  extra  customers  to  the 
department  every 
day  ?  And  wouldn't  it 

be  worth  while,  any- 
way, in  view  of  the 

fact  that  there  is  good 

profit  in  most  items 

and  that  every  pur- 
.  chaser  in  the  toilet 

goods  department  is  a 

potential  customer  for 

other  departments  ? 
Look  at  it  in  this 

light  while  you  con- 
sider the  suggestions 

outlined  here. 

Suggestion  No.  1 

has  its  counterpart  in 

the  hotel  and  restaur- 
ant business.  You've 

had  the  waiter  sug- 
gest something  that 

is  specially  good  when 

you  were  ordering 

from  the  menu  card. 

Well,  the  chef  out  in 

the  kitchen  told  the 

waiter    to    urge  as 

many    customers  as 

possible  to  order  that 

dish.    His  reasons  are 

are  pretty  good  ones : 

(1)  Sometimes  it  is  a  dish  that  is  per- 
fectly good  but  can  be  served  at  a  good  profit 
due  to  advantageous  conditions  in  the  meat, 
vegetables  or  other  provision  markets. 

And  This  Is  a  Big  Reason! 

(2)  Sometimes  the  dish  is  made  up  in 
quantity  and,  being  quickly  perishable,  must  be 
sold  the  day  it  is  cooked. 

(3)  Oftentimes  the  recommended  dish  is 
the  kind  which  leads  the  diner  to  order  other 
items  from  the  bill  of  fare  which  he  might  not 
otherwise  want.  Don't  think  the  chef  is  not 
a  good  salesman  because  he  is  a  cook. 

He's  a  cook  because  he  is  a  good  salesman. 
He  has  the  most  difficult  customers  in  the  world 
to  sell  every  day,  three  times  a  day  and,  in 
many  instances,  all  hours  of  the  day. 

Now,  an  idea  in  toilet  goods  selling  based 
on  the  chef's  method. 


By  Guy  Hubbart 

Out  in  the  chef's  kitchen,  facing  the  door 
through  which  the  line  of  waiters  must  file 
while  serving  diners,  is  a  bulletin  board  on 
which  the  "recommended  dishes"  are  posted.  It 
says:  "Recommend  roast  beef,  lamb  stew, 
spinach  soup,  peach  pie,  etc.,  to-day." 

Push  Something  Each  Day 

Isn't  there  a  live  idea  here  for  the  toilet 
goods  department?  Especially  for  the  sales- 
person with  a  bright,  alert  mind  or  the  man- 
ager who  must  make  the  department  pay? 
There  surely  is  an  idea  here.  Your  depart- 
ment is  a  great  deal  like  the  chef's  menu  of  the 
day,  full  of  a  variety  of  items  of  interest  to  a 
greater  variety  of  customers. 


This 


totkt  goods  display  in  the  store  of  Miller  &  Rhoads,  Richmond,  Va.,  is  attractive  enough 
make  this  department  one  of  the  features  of  the  store. 


several,  three  of  them 


Eating  is  a  universal  habit;  so  is  making 
the  toilet — with  soap,  talcums,  lotions,  face 
creams,  manicuring  items,  dentifrices  and  ac- 
cessories, perfumes,  bath  salts,  rouges  and  the 
hundred  and  two  other  items  for  the  toilet  table 
and  the  bathroom. 

Have  Bulletins  of  Your  Own 

Why  not  recommend  one  big  item  a  day? 
Why  not  pick  something  attractive  and  fea- 
ture it  on  a  framed  bulletin  board  at  the  en- 
trance to  the  department  and  in  the  section 
where  it  is  sold? 

Recommended  items  may  be  featured  as 
special  values,  reduced  in  price  for  a  period,  if 
the  reduced  price  is  a  part  of  the  store  policy. 
But  reduced  price  is  not  necessary  in  order  to 
carry  out  the  idea. 

The  important  thing  is  to  feature  some- 
thing, make  it  stand  out  in  an  attractive  way. 
Make  people  see  it.  It  may  be  a  bottle  of 
perfumery,  a  special  bar  of  toilet  soap,  bath 


salts,  anything  in  toilet  goods. 

The  item  is  not  so  important  as  the  way  it 
is  featured.  There  are  several  practical  ways. 
Here  are  three,  suggested  merely : 

Try  Out  These  Ideas 

First  way — Post  the  item  in  ten  or  twenty 
places  in  the  department  in  a  framed  bulle- 
tin. The  idea  back  of  this  method  amounts  to 
featuring  by  sheer  repetition — a  mighty  good 
method,  by  the  way.  People  will  begin  to  buy 
this  item  after  seeing  it  ten  or  twelve  times. 

The  placard  or  framed  bulletin  could  have 
a  title  like  this:  "Our  Special  for  To-day." 
"Such  and  Such  Toilet  Soap."  Put  the  title  in 
one  kind  of  lettering  and  the  item  in  another 
and  more  brilliant  color.  Use  the  bulletin 
for  different  items  on  different  days. 

Second  way — Devote  a  whole  or  a  large 
part  of  one  counter  to 
the  display  of  the  item 
featured.  This  is  fre- 
quently done,  but  usu- 
ally the  display  re- 
mains several  days. 
One  day  is  better; 
and  state  that  on  the 
bulletin:  "For  To- 
day Only." 

Ingenious  and  re- 
sourceful salespeople 
can  think  up  varia- 
tions of  the  above 
suggestions  and  can 
make  them  even  more 
practical.  That  is 
why  the  ideas  are  out- 
lined  here.  Each 
store  has  its  own  in- 
dividual problems  and 
knows  better  than  an 
outsider  what  kind  of 
featuring  is  best. 
Here  follows  an  idea 
that  fits  any  stere. 

Many  f  amo  us 
toilet  goods  events 
have  centered  around 
group  ideas,  or  bulk-selling  ideas.  That  is,  a 
combination  feature  of  several  items  at  an  ag- 
gregate price,  offering  the  purchaser  a  reduc- 
tion on  the  group,  like  this : 

One  can  of  talcum,  one  can  of  tooth  powder 
or  other  dentifrices,  one  bottle  of  bath  salts, 
two  cakes  of  toilet  soap,  at  the  aggregate  price 
of  all  less,  say,  the  price  of  one  cake  of  soap, 
or  some  other  item. 

Ten  or  twelve  groups  of  this  kind  properly 
advertised,  well  displayed  on  the  counters  and, 
if  possible,  exhibited  i,n  a  window  are  sure  to 
bring  a  good  volume  of  sales.  The  candy 
stores  run  features  of  this  kind  continually 
and  they  pay. 

There  are  two  elements  of  interest  to  this 
idea — (1)  The  small  reduction  from  the  ag- 
gregate price  is  an  incentive.  It  may  be 
stated  in  actual  money  like  "$2.60  worth  of 
toilet  goods  for  $2.30"  (if  30  cents  is  the  re- 
duction) or  it  can  be  stated  by  naming  each 
item  and  saying  "if  bought  together,  less  the 

(Continued  on  page  111) 
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HIGHEST 


QUALITY 


BY  INVITATION 
MEMBER  OF 


A.  P.  W. 

Satin  Tissue  is  a 
big  heavy  Roll. 
Heft  it.  See  how 
much  more  it 
weighs  than  the 
average  roll,  even 
when  the  other 
roll  is  big  and 
bulky. 

A.  P.  W.  Satin 

Tissue  sheets  are 
big,  too  —  no 
skimping  on  size 
to  try  to  fool 
anybody. 
A.  P.  W.  Satin 
Tissue  is  honest- 
to-goodness  good 
value  all  the  way 
through,  and  it  is 
wonderfully  high 
grade  Paper, 
made  from  the 
finest  grades  of 
clean,  new  stock 
to  insure  QUAL- 
ITY in  every 
sheet. 


NEW  YORK.  U.S.A. 


ALBAN^rN.  Y.. 
U.  S.  A. 


Enjoy  the  Satisfaction  and 
Profit  of  Selling  the  Nation's 

STANDARD 

A.  P.  W.  SATIN  TISSUE  is  the  STANDARD  Quality  Toilet 
Paper  that  is  Nationally  Known  as  the  fine,  firm  satin  tissue  that 
is  so  ECONOMICAL  because  there  are  2500  SHEETS  to  a  Roll. 

A.  P.  W.  SATIN  TISSUE  is  Nationally  Advertised— is  the  big- 
gest selling  roll  in  all  the  line  of 


A.  P.  W.  SATIN  TISSUE  is  the  roll  that  for  years  has  been  the 
choice  of  hundreds  of  thousands  of  American  homekeepers — that 
is  sold  by  over  10,000  Leading  Dealers. 

Why  sell  Toilet  Paper  of  unknown  value  when  you 
can  sell  A.  P.  W.  SATIN  TISSUE  for  66c  a  roll— $2.64 
a  carton— at  the  rate  of  2%c  a  hundred  sheets? 

The  above  prices  are  slightly  higher  beyond  the  first  4  zones  from  Albany. 

Let  us  tell  you  about  our  Advertising  and  Selling  Service  for  Retailers  who 
carry  A  P  W.  SATIN  TISSUE  and  the  other  A.  P.  W.  QUALITY 
PRODUCTS— PURE  WHITE,  CROSS  CUT,  FORT  ORANGE  and 
ONLIWON.    Use  a  postal  card. 


A.  P.  W.  PAPER  CO.,  Department  E,  Albany,  N.Y. 


< 


DRY  GOODS  ECONOMIST,  MARCH  5,  1921 


Lowly  Hog  Comes  into  High 
Estate  in  Manufacture  of  Brushes 

Animal  Bristles  Give  Better  Service  Than  Vegetable  Fibres,  but 
There  Are  Important  Uses  for  Both  Kinds — Three  Easy  Tests 
Will  Show  the  Difference — There's  a  Lot  in  the  Setting  of  the 
Brush,  Too,  for  That  Determines  Durability 

THE  wearing  quality  of  a  brush  whether 
its  back  be  of  wood,  pyroxylin,  china 
or  silver,  depends  very  largely  on  its 
bristles.  These  may  be  of  either  animal  or 
vegetable  origin,  the  animal  product  being 
the  better. 

Bristles  come  from  all  over  the  world  and 
are  as  different  in  character  as  the  people 
of  their  countries  of  origin.  The  best  bristles 
come  from  hogs  raised  in  the  countries  of 
northern  Europe.  Chinese  and  American 
hogs  supply  the  second  grade  and  French 
swine  the  third. 

The  Russian  bristle  is  stiffest  and  longest, 
often  seven  inches  in  length.  It  may  be 
either  black  or  white.  The  Chinese  bristle 
is  about  five  and  one-half  inches  long  and  is 
less  firm  and  durable  than  the  Russian.  The 
German  bristle  varies  in  length  from  quite 
short  to  six  inches,  and  is  black,  brown  or 
white. 

The  American  bristle  is  only  two  or  three 
■nches  long;  but  it  is  fine  and  flexible.  It 
is  the  cheapest,  and  is  used  to  mix  with  other 
kinds.  The  end  nearest  the  skin,  known  as 
the  "buff"  end,  is  thick  and  stiff  and  is  used 
in  the  finer  hair  brushes.  The  opposite  end, 
known  as  the  "flag"  end,  is  thin  and  more 
flexible,  and  is  used  for  paint  brushes. 

Animal  bristles  and  hairs  are  bought  by 
the  pound.  First,  they  are  boiled,  bleached 
and  dressed.  They  are  then  sorted  as  to 
quality  and  mixed  to  suit  the  various  pur- 
poses of  the  different  kinds  of  brushes.  The 
fact  that  these  are  mostly  hand  processes 
has  much  to  do  with  the  price  of  the  higher 
quality  of  bristle  brushes.  A  good  bristle  is 
tough  and  has  "life,"  or  resiliency.  Its  vary- 
ing degrees  of  coarseness  or  fineness  suit  it 
to  the  various  brushes,  hair,  hat,  coat,  tooth, 
nail,  etc. 

Vegetation  Another  Source 

The  other  large  source  of  bristles  is  veg- 
etable fiber.  These  bristles  may  be  prepared 
from  the  stalks  or  leaves  of  swamp  grass  or 
plants.  Two  of  the  most  important  vegetable 
fibers  are  known  as  Palmetto  fiber  and  Tam- 
pico — the  latter  a  long  wiry  grass,  which 
when  bleached,  colored  and  stiffened  by  shel- 
lac or  varnish  resembles  the  animal  bristle 
or  hair.  Cocoanut  and  palm  fibers  make  up 
the  cheaper  grade  of  vegetable  bristles. 
Moisture  and  continued  use,  however,  soon 
takes  out  the  stiffening  and  resiliency,  leav- 
ing them  limber  and  soft. 

To  Distinguish  the  Two  Kinds 

Here  are  three  simple  tests  for  distin- 
guishing the  vegetable  from  the  animal 
bristle : 

Press  the  finger  or  thumb  into  the  center 
of  the  brush  and  then  lift  it  quickly.  True 
bristles  spring  back  to  an  upright  position 
immediately,  while  imitation  ones  straighten 
more  slowly. 

Pull  the  bristle  between  thumb  nail  and 
forefinger  tightly  pressed.  If  it  is  a  bristle 
it  will  curl  over;  but  if  a  fiber,  it  will  drop  or 
break  off. 

Heat  the  bristle  or  touch  a  match  to  it. 
If  it  burns  like  hair  it  is  a  true  bristle;  but 
if  like  paper,  it  is  fiber. 


This  bath  brush,  which  measures  4%  in. 
in  length  has  a  three-ply  base  of  rubber  and 
a  cotton  strap  handle.  From  Monarch  Brush 
Co.,  Troy,  N.  Y. 

Chicken  and  goose  quills  are  sometimes 
shredded  and  prepared  for  use  as  bristles. 
Poorer  grade  brushes  are  often  a  combina- 
tion of  inferior  animal  bristle  and  vegetable 
fiber.  Shaving  brushes  of  the  best  quality 
are  all  badger  hair.  The  filled  badger  shav- 
ing brush  has  a  fringe  of  badger  hair  with 
a  center  of  an  inferior  bristle.  Whalebone 
bristles,  used  for  headache  brushes,  are  soft 
bone  like  hairs  lining  the  throat  of  the  whale. 

Setting  Determines  Wear 

The  method  of  setting  the  bristles  in  the 
back  has  much  to  do  with  a  brush's  quality. 
What  is  known  as  the  "compound  drawn" 
brush  has  the  bristles  drawn  into  holes — 
previously  drilled  into  the  "stock"  or  wooden 
back — by  loops  of  wire  which  catch  the 
bristles  in  the  middle  allowing  both  ends  to 
protrude.  Several  bristles  doubled  over  the 
same  wire  form  one  tuft.  If  the  brush  is  a 
split  back  compound  drawn  brush  the  stock 
holding  the  bristles  inserted  in  this  manner 
is  covered  over  with  a  veneer  of  wood  or 
some  other  material  which  conceals  the  wire. 
If  it  is  a  solid  back  compound  drawn  brush, 
holes  are  drilled  from  end  to  end  connecting 
with  the  holes  holding  the  bristles.  The 
ends  of  the  wires  holding  the  bristles  are 
pulled  out  at  the  end  of  the  back  farthest 
from  the  handle  and  securely  fastened.  The 
holes  are  then  filled  in  with  wooden  plugs. 
All  English  hand-made  brushes  are  of  this 
kind  and  may  be  recognized  not  only  by  their 
superior  bristles  and  workmanship  but  by 
the  six  or  more  pegs  showing  on  the  end. 

Cemented  Bristles  Inferior 

"Compound  set"  brushes  also  have  holes 
drilled  in  the  back.  The  tufts  of  bristles, 
bound  around  with  thread,  are  dipped  into  a 
molten  cement  and  set  into  these  holes. 
Washing  and  use  are  likely  to  loosen  the 
bristles  thus  set,  allowing  them  to  fall  out. 

A  good  quality  of  tooth,  shaving  and  hair 
brush  is  made  by  setting  the  bristles  in  mol- 
ten rubber,  which  when  cooled,  holds  them 
firmly. 

Wood  for  brush  backs  should  be  light, 
tough  and  durable,  with  a  dense,  hard  grain 
that  will  take  a  good  polish.  Soft,  cheap 
woods,  stained  to  imitate  the  more  valuable 
woods,  such  as  mahogany,  rosewood  and 
teakwood,  are  apt  to  split  and  lose  their 
coior  and  finish. 


Pressed  and  molded  into  shape,  the  beading 
design  zvhich  forms  the  borders  of  these  pieces 
stands  out  in  strong  cameo  effect.  They  are 
part  of  a  set  of  25  pieces  included  in  the  line 
of  the  Fiberloid  Corporation. 

W.  C.  Garrison  Retires 
From  Active  Business 

W.  C.  Garrison  has  resigned  the  manager- 
ship of  the  Berwick  Store  Co.,  Berwick,  Pa. 
He  has  been  connected  with  the  concern 
eighteen  years.  He  reorganized  the  account- 
ing end  of  the  business  and  installed  the 
present  department  system.  He  was  elected 
manager  in  1905  and  has  held  that  post  ever 
since,  being  credited  with  a  large  degree  of 
the  concern's  subsequent  progress  and  success. 

We  understand  that,  in  leaving,  Mr.  Gar- 
rison carries  with  him  the  sincere  respect  of 
all  the  officials,  stockholders,  department 
heads  and  employees.  His  resignation  is  due 
to  the  need  of  a  complete  rest  as  a  result  of 
the  extraordinary  responsibilities  which  rested 
upon  him  duiring  the  war  period  and  subse- 
quently. For  the  present,  however,  he  will 
continue  to  be  connected  with  the  concern  in 
an  advisory  capacity. 

Action  as  to  the  appointment  of  the  suc- 
cessor has  not  yet  been  taken. 


Sell  Toilet  Goods 

(Continued  from  page  109) 

price  of  one  item,"  naming  the  item. 

There  are  literally  hundreds  of  ways  to 
stimulate  daily  buying  of  toilet  goods ;  what  is 
offered  here  can  be  nothing  more  than  a  hint. 

The  big  point  is  "keep  after  the  customers 
by  keeping  them  interested  in  toilet  goods." 
And  do  it  in  the  spring  if  not  all  year !  Spring 
stimulates  buying  and  using  toilet  goods. 


Known  as  the  veteran  merchant  of  Blue 
Island,  111.,  William  G.  Staffel,  38  years  in  the 
dry  goods  business  in  that  city,  died  recently 
after  a  useful  and  active  life.  Mr.  Staffel  was 
born  in  Blue  Island,  Nov.  4,  1859,  and  began 
his  trade  career  when  sixteen  years  of  age. 
He  started  in  business  in  1883. 
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"Quiclislip"  AlLRuhher 
Ventilated  Baby  Bloomers 


Trade  '<RUBRIZ"  Mark 

WARNING! 

"Quickslip"  and  "Protecto"  Ven- 
tilated Bloomers  are  protected  by 
our  patents — United  States  No. 
1353750;  Great  Britain,  150219; 
Canada,  202688.  Every  garment 
trade-marked  and  numbered 


Ask  Your  Jobber 
for  Samples  or 
Write  Us  Direct 


Investigation  Will  Pay  You 

All  rubber,  and  ventilated,  these  air-cooled  bloom- 
ers afford  complete,  sanitary  protection.  Made  with 
openings  at  the  sides  to  permit  necessary  ventilation 
—waist  and  leg  bands  cemented — practically  one- 
piece.  Generously  roomy.  Three  sizes:  Small, 
Med  ium  and  Large.  Counter  display  box  with  each 
order.  Sell  "Quickslips"  in  your  Infants'  and  Notions 
Departments. 

Al^O  MAKERS  OF 

"Kepdry"  "Protecto"  "Velvet  Finish" 

Household  Ladies'  Sanitary  Rubber 

Aprons  Bloomers  .  Sheeting 


Rubberized  Sheeting  &  Specialty  Co.,  Inc. 

"Rubber  Goods  Headquarters" 
221  Fourth  Avenue  New  York  City 

Export  Department: 
D.  E.  BRONSON  &  CO.,  Inc.,  15  East  26th  St.,  New  York 


Trade  "RUBRIZ"  Mark 
"Protecto"  Sanitary  Bloomers 

(Patented) 

Modern,  reliable,  quick-fit- 
ting, self-adjusting,  all-rubber, 
sanitary  quick-selling.  Ven- 
tilated at  sides.  Cool,  com- 
fortable. All  threads  elimi- 
natel,  thus  allowing  garment 
to  adjust  ltse)f  to  several 
sizes.  Can  be  cleansed  by 
immersion  In  warm  water. 
Ready  to  wear,  nothing  to  ad- 
just. Three  sizes,  Large,  Me- 
dium and  Small.  In-restigate. 


-  Build  a  Real  Dye  Trade  - 
with  Sunset — the  real  dye 


22 
FAST 
COLORS 


New  Window 
Cut-OutFREE 

Size:  28"x40". 
Many  b'^auti- 
ful  colors.  If 
you  have  not 
already  re- 
ceived one, 
write.  Sent 
free. 


Permanent  Profits  grow  only  where  the  product  makes 
good  permanently.  Sunset  is  the  one  home  dye  that 
always  gives  satisfaction — dyes  all  fabrics  perfectly  in  one 
dye  bath — ^no  chance  of  mistakes  or  ruined  garments. 
That's  why  the  Sunset  trade  grows  steadily  and  sticks 
— also  the  Sunset  profits. 

Stock  up  on  Sunset  for  the  big  Spring  business.  Cash 
in  the  good  profits  on  our  strong  national  advertising 
by  displaying  Sunset. 

The  handsomely  lithographed  Sunset  Cut-Out,  the  Display 
Case  and  Color  Card,  actually  cut  your  selling  expense,  when 
displayed  in  your  store. 

Plenty  of  Sunset — all  colors — available  at  all  times.  Order 
today  from  your  jobber.     If  you  have  trouble  or  delay  in 


Counter 
Display  Case 

Your  jobber 
can  supply 
Sunset  packed 
1  gross  as- 
sorted in  this 
attractive  dis- 
play case. 
Ask  him. 


getting  Sunset,  write  at  once  to 

HAROLD  F.  RITCHIE  &  CO.,  Inc. 

Sales  Rcpresentatioes  for  Unllcd  States  and  Canada 
171  Madison  Ave.,  New  York  Toronto,  Canada 

NORTH  AMERICAN  DYE  CORPORATION,  Manufacturers 
Mount  Vernon,  N.  Y.  Toronto,  Canada 

Sunset  SoapDyes 


The  Real  Dye 
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Broad  Field  for  Department 

Head  in  Training  Salesforce 

Until  the  Store  as  a  Whole  Takes  Up  the  Project,  He  or  She  Can 
Be  an  Effective  Instructor — And  Training  Is  Getting  More  Im- 
portant Every  Day  in  Every  Job,  Especially  in  the  Store 


A CATCHY  poster  in  a  New  York  City 
street  car  reads :  "Business  used  to 
scoff  at  the  college  graduate.  Now  cor- 
porations send  out  scouts  who  employ  college 
men  and  women  before  they  have  graduated 
because  education  has  become  invaluable  to 
business."  Picking  up  a  business  paper  we 
read  that  a  St.  Louis  store  started  out  the 
New  Year  with  the  adopted  policy,  "Fewer 
workers  with  more  pay."  The  combined  ef- 
forts of  the  store's  employment  and  educa- 
tional departments  in  more  careful  selecting 
and  training  of  employees  has  proved  that  the 
smaller  group,  intensively  trained,  renders 
maximum  service. 

Helps  Solve  Labor  Problem 

This  policy,  this  business  organization  be- 
lieves, will  also  aid  substantially  in  solving 
its  labor  turnover  problem,  since  the  trained 
worker  will  automatically  promote  himself 
and  thus  the  business  and  employees  grow 
contentedly  together. 

And  so  it  is  that  one  by  one  department 
stores  all  over  the  country,  realizing  that  for 
them,  as  for  other  businesses,  education  is  in- . 
valuable,  are  adopting  similar  policies  of 
training  employees.  The  trained  employee 
has  become  a  necessity.  His  or  her,  education 
is  invaluable  to  the  business. 

Department  managers  interested  in  the  fu- 
ture business  of  their  departments  will  stop, 
look  and  listen  at  these  signs  of  the  times. 
Out  of  these  timely  warnings  they  will  read 
two  inevitable  facts  of  vast  importance  to 
them.  They  will  see  that  those  assisting 
them  in  building  up  their  business  must  be 
trained  for  best  results  and  also  that  for  the 
present  the  department  head  himself  must 
provide  the  training.  Special  training  de- 
partments will  come  in  time  and  be  as  uni- 
versally accepted  as  are  the  receiving,  credit 
and  other  recognized  departments.  But  until 
they  do  it's  "up  to"  them. 

This  Man  Has  Started  Well 

A  notably  successful  department  head  in 
a  hustling  store  in  the  Southwest,  sensing  this 
situation,  set  about  to  meet  it  and  this  is  how 
he  is  doing  it.  He  is  putting  a  new  meaning 
into  that  much  abused  word  "co-operation." 
He  calls  it  "thinking  together."  To  promote 
such  "thinking  together"  as  will  result  in 
more  effective  teamwork  he  has  instituted  de- 
partment meetings.  These  he  holds  twice  a 
month,  either  at  8 :30  in  the  morning  or  after 
6  in  the  evening,  as  best  suits  at  the  time,  but 
on  regular  days.  Because  these  meetings  are 
regular  and  worth  while  in  that  every  member 
of  the  department  gains  from  them  such 
training  as  better  fits  him  for  his  work,  they 
are  popular.  The  salespeople  are  required  to 
attend  but  what  is  more  vital,  they  like  to 
attend. 

How^  the  Plan  Is  Worked 

Since  this  plan  is  not  only  theoretically 
admirable,  but  actually  effective,  the  depart- 
ment meeting  plan  adopted  by  this  department 
and  others  in  the  same  store  may  prove  of  in- 
terest and  value  to  other  department  heads. 

In  presenting  his  plan  to  other  buyers  in 
the  store  who  realized  the  profitable  team 
spirit  of  his  department  and  wished  to  know 


Mail  Order  House  a 
Help  to  Retailer, 
This  Man  Says 

THE  big  mail  order  house  ought  to  be  a 
great  help  to  the  retailer  if  he  would 
use  it  right,  is  the  view  of  Bob  Mooney  of  the 
B.  &  O.  Cash  Store,  Temple,  Okla. 

Mr.  Mooney.  together  with  G.  M.  Bailey, 
the  piece  goods  buyer  of  the  B.  &  O.  Cash 
Store,  was  among  the  callers  at  the  Econ- 
omist Office  recently,  and  his  ideas  regard- 
ing mail  order  house  competition  are  based 
on  his  experience  in  dealing  with  farmers 
in  the  vicinity  of  Temple,  all  of  whom  re- 
ceive and  study  mail  order  house  catalogues. 
Mr.  Mooney  holds  that  the  store  can  beat 
out  the  mail  order  house  every  time  if  the 
merchant  is  up  on  his  toes  and  going.  He 
has  no  fear  of  mail  order  house  competition 
regarding  prices,  and  as  he  sees  it,  the  store 
has  a  great  advantage  over  the  mail  order 
house  because  it  can  show  goods  instead  of 
pictures.  Pictures  do  not  show  values,  and 
goods  do. 

Incidentally,  the  B.  &  O.  Cash  Store  is 
one  of  several  mentioned  on  our  first  edi- 
torial page  in  the  Economist  of  Feb.  1 2  as 
having  built  up  remarkable  businesses 
through  working  consistently  on  the  belief 
that  no  idea  is  too  big  for  them  to  consider 
its  adaptation  to  their  business. 

During  the  last  six  months  the  B.  &  O. 
Cash  Store  has  done  a  business  of  close  to 
$750,000;  so  that  if  it  maintains  this  record 
during  the  remainder  of  its  fiscal  year  it  will 
show  aggregate  sales  of  practically  a  million 
and  a  half. 


the  secret  of  its  happy  atmosphere  of  fine  de- 
partment spirit  and  remarkable  record  of  un- 
usual profits,  he  said:  "First  of  all  do  not 
overlook  the  importance  of  a  regular  time  and 
place  of  meeting  and  definite  plan  of  meeting. 
This  gives  the  impression  of  importance  and 
method  necessary  to  success  in  undertakings 
of  any  kind.  Besides  it  establishes  a  habit  as 
well  as  enabling  the  salespeople  to  plan  ahead 
to  attend,  conveniently. 

"However,  ke6p  your  plan  adaptable  and 
elastic,  so  that  it  can  be  shaped  or  changed  to 
suit  the  unavoidably  changeable  circum- 
stances of  business  and  store  life. 

Inspirational  and  Practical 

"As  to  the  plan  or  program  of  the  meeting 
itself,  aim  to-  make  it  both  inspirational  and 
practical.  The  successful  salesperson  needs 
both.  Inspiration  to  move  ahead  in  the  job 
may  come  through  department  or  general 
trade  information  such  as  is  gained  through 
keeping  in  touch  with  the  rest  of  the  business 
world. 

"To  accomplish  this  make  use  of  the  news 
and  information  of  business  papers.  Also 
avail  yourself  of  a  variety  of  short,  helpful 
talks  by  outside  men  and  women  who  have  a 
message  that  will  inspire.  The  touch  of  per- 
sonalities is  powerful.  The  practical  side  of 
department  life  should  be  covered  by  talks. 


demonstrations,  or  even  better,  well  directed 
"discussions  on : 

1.  Methods,  or  department  ways  of  doing 
business. 

2.  Merchandise,  or  the  goods  to  be  sold. 
"There  is  a  limited  field  of  study  along 

both  lines. 

Always  Room  to  Improve 

"Methods  may  be  constantly  improved 
upon  through  the  exchange  of  ideas  of  those 
responsible  for  the  department's  business. 
The  successful  method  of  yesterday  may  be 
obsolete  to-day.  Open  and  frequent  discus- 
sion of  methods,  moreover,  aids  in  developing 
individuality  in  that  each  learns  to  think  for 
himself  and  to  feel  that  his  ideas  are  worth 
while. 

"Knowing  the  merchandise  is  essential  to 
the  growth  of  both  the  individual  and  the 
business.  This  infers  acquaintance  with 
qualities,  styles,  sizes  and  special  selling  fea- 
tures, each  a  study  in  itself.  Talks  and  dem- 
onstrations on  these  subjects  by  the  buyer  or 
assistant  or  others  'who  know'  develop  sales- 
people along  these  lines.  Thus  the  depart- 
ment becomes  a  research  museum  and  each 
salesperson  a  specialist  in  his  line.  Selling 
becomes  a  profession. 

"As  to  the  purpose  of  the  meetings,  keep 
it  ever  before  your  group  and  management 
that  they  exist  primarily  and  legitimately  to 
promote  that  individual  development  and 
pleasant  and  energetic  teamwork  upon  which 
depend  bigger  and  better  business  for  both  de- 
partment and  store." 

Parcel  Post  Delivery 

Features  Program 

The  Executive  Committee  of  the  Interna- 
tional Retail  Delivery  Association  met  at  Pitts- 
burgh last  week  to  make  final  arrangements 
for  Association's  convention  in  that  city, 
March  14  to  17.  The  interest  in  parcel-post 
delivery  of  store  merchandise,  shown  by  the 
receipt  of  many  letters  from  stores  all  over 
the  country,  moved  the  committee  to  set  aside 
an  entire  session  for  this  subject.  Invitations 
are  being  sent  to  all  stores  asking  them  to  have 
representatives  present  to  give  their  views  on 
the  subject. 

The  Association  is  issuing  a  set  of  ques- 
tions covering  every  point  which  must  be  taken 
into  consideration  if  a  change  is  contemplated. 
This  list  contains  many  points  which  have 
never  been  covered  when  the  subject  of  parcel 
post  has  been  discussed. 

The  exhibition  of  devices  should  prove  of 
interest  and  benefit  to  every  one  who  attends 
the  convention.  The  space  alloted  for  this  ex- 
hibition has  been  going  fast  and  all  indica- 
tions are  that  it  will  have  to  be  increased. 

Every  store,  regardless  of  size  or  location, 
or  whether  a  member  of  the  Association  or 
not,  is  invited  to  participate  in  the  coming  con- 
vention and  send  representatives.  Stores  are 
urged  to  send  every  executive  whose  work  or 
department  has  any  bearing  upon  delivery  or 
delivery  costs. 


At  the  annual  dinner  of  the  store  force  of 
J.  B.  Ivey  &  Co.,  Charlotte,  N.  C,  bonus  checks 
were  distributed  to  82  of  the  175  employees 
present.  A  program  of  mixed  comedy  and 
musical  entertainment  was  followed  by  talks 
by  J.  B.  Ivey,  head  of  the  firm ;  G.  A.  Eichel- 
berger,  store  superintendent,  and  David  Owens, 
manager.  Mr.  Owens  stated  that  1920  showed 
an  increase  in  sales  of  $300,000  over  1919. 
This  store  has  grown  fast  in  the  last  two 
years. 

S.  Craig  Preston,  225  Fifth  Avenue,  has 
opened  showrooms  for  his  line  of  art  and  gift 
goods  in  the  Republic  Building,  Chicago. 
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UNCLE 


It  is  only  the  lack  of  vision  and  enterprise  that  will  prevent  you  from  creating  a  handsome  business 
from  the  sale  of  delicious  War  Department  Canned  Corned  Beef  and  Corned  Beef  Hash. 

Uncle  Sam  is  willing  to  help  you  (whether  you  are  a  big  merchant,  wholesaler  or  small  dealer)  to 
better  and  bigger  business  through  the  release  of  millions  of  dollars'  worth  of  canned  meats. 

The  public  is  willing  to  buy — wants  to  buy — wants  to  know  where  it  can  buy. 

Uncle  Sam  has  created  the  demand  through  nation-wide  publicity  in  the  daily  papers.  The  Ameri- 
can housewife  is  told  she  can  cut  living  costs  by  buying  these  nourishing  meats— and  she  is  going  to 
those  stores  that  sell  them. 

Surely  you  can  appreciate  what  such  an  attraction  means  to  your  store.  You  spend  thousands  of 
dollars  to  induce  potential  customers  to  enter  your  doors,  don't  you?  Here,  then,  is  a  ready  made  in- 
ducement, that,  instead  of  costing  you  money,  nets  you  a  profit  with  the  possibility  of  increased  sales 
in  other  departments  of  your  store. 

Wake  up!  Don't  let  this  great  opportunity  slip  by  you.  Big  or  little,  there  are  enormous  possibili- 
ties in  it  for  you. 

Fill  out  your  order  blanks — send  to  the  nearest  Depot  Quartermaster  and  cash  in  on  this  big  chance 
to  make  good  customers,  better  customers,  and  create  a  host  of  new  customers. 

BUY  WM  DEPARTAffiNT 

'JBjuf  it  b[f  tJiQ  Carloadj^yroiqM  prepaid 
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Simple  Lines 

(Continued  from  page  51) 

duvetyn  worn  over  a  sports  dress  of  cream 
Canton  crepe  made  a  very  smart  outfit.  An- 
other model  cut  on  box  lines  in  French  blue 
duvetyn  was  worn  with  a  white  satin  vest 
which,  by  the  way,  is  a  new  accessory  for 
sports  clothes.    Tan  velour  made  the  skirt. 

The  coiffure  has  changed  radically  with 
the  adoption  of'  the  simple  classic  lines  in 
evening  gowns  and  because  of  the  severe  sim- 
plicity reflected  in  the  costume,  the  headdress 
must  necessarily  be  simple  and  also  of  classic 
origin.  At  this  fashion  show  the  coiffures 
were  dressed  high  in  the  back  and  combed 
straight  off  the  forehead  to  conform  with  the 
costumes. 

This  simplicity  in  dress  has  brought  much 
attention  to  dress  accessories,  and  jewels  are 
playing  an  important  part  in  this  role.  One 
of  the  smartest  and  newest  notes  in  this  line 
was  launched  by  Cartier.  It  is  a  chin  strap 
of  pearls  strung  from  diamond  earrings  as 
illustrated  in  the  sketch  on  page  51. 

Jeweled  bands,  worn  low  over  the  fore- 
head, with  strings  of  jewels  over  the  ears,  are 
other  accessories  worthy  of  note,  for  they 
are  now  accepted  in  place  of  the  high  feather 
trimmings  which  were  in  vogue  last  season. 


Humphrey  D.  Tate  has  recently  resigned 
as  buyer  of  young  men's  clothing  for  the 
Marshall  Field  &  Co.  store  in  Chicago  and 
has  taken  a  position  as  clothing  buyer  for 
Franklin  Simon  &  Co. 


Dresses  Becoming 
More  and  More 
Profitable 

THE  buyer  of  women's  ready-to-wear  in 
a  prominent  department  store  in  the 
metropolitan  section,  is  responsible  for  a 
statement  that  in  two  or  three  years,  the 
sale  of  suits,  even  in  the  Easter  season,  will 
represent  only  about  20  per  cent  of  the 
amount  of  suits  sold  in  recent  years. 

There  is  a  distinct  and  decided  tendency 
on  the  part  of  women  to  wear  dresses  in 
preference  to  suits,  he  said,  and  it  is  only 
by  persistent  educational  work  throu  gh  the 
store's  advertising  departments,  and  by  the 
manufacturers,  backed  up  by  new  styles  and 
good  values,  that  suits  can  maintain  a  promi- 
nent place  in  the  ready-to-wear  business. 

Dresses  have  proven  in  recent  months  to 
be  the  most  acceptable  garment  to  the  gen- 
eral public.  This  is  one  of  the  causes  which 
is  responsible,  the  buyer  said,  for  the  notice- 
able falling  off  in  the  blouse  business. 


The  United  Toy  Manufacturers'  Associa- 
tion held  a  business  meeting  with  an  elaborate 
course  dinner  at  the  McAlpin  Hotel  on  Thurs- 
day evening  of  last  week.  Plans  were  dis- 
cussed for  further  developing  the  toy  business 
in  America  to  meet  competition  with  products 
from  abroad. 


Waist  League  Looks 
To  Future  Confidently 

Information  emanating  from  the  offices  of 
the  United  Waist  League  of  America  indicates 
that  the  waist  industry  is  looking  forward  to 
a  good  year.  The  industry  is  now  on  a  sound 
financial  basis,  it  is  pointed  out,  and  can  meet 
the  demands  of  merchants,  both  in  the  quality 
of  its  product  and  the  prices  quoted. 

In  referring  to  buyers  who  are  still  hesi- 
tating about  making  purchases,  it  is  pointed 
out  that  they  represent  retail  houses  which  are 
not  inclined  to  cut  their  prices  to  meet  present 
market  conditions,  and  it  is  only  a  matter  of 
time  when  they  will  have  to  swing  into  the  line 
themselves. 

On  the  other  hand,  buyers  and  merchants 
contend  that  they  .  have  been  cutting  their 
prices  to  levels  which  in  many  instances  not 
only  yield  no  profits,  but  mean  a  loss.  This  ac- 
tion, they  say,  has  been  absolutely  necessary  to 
clear  their  stocks  and  to  give  the  public  the  ad- 
vantage of  every  reduction  possible. 


Because  of  a  new  agreement  between  the 
Knit  Goods  Manufacturers'  Association  and 
the  National  Wholesale  Dry  Goods  Associa- 
tion, the  official  opening  of  fall  and  winter 
underwear  lines  has  been  postponed  until  the 
middle  of  March. 

Reduction  of  approximately  20  per  cent  in 
wages  has  been  accepted  by  the  United  Hat- 
ters of  North  America. 


WASH  CLOTHS  &  TOWELS  WASH  CLOTHS  &  TOWELS 


GLOVES 


GLOVES 


LTE>Q 


WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


])5LFEL»  QUALITY 


DESIGN  PftTEWTED  I 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  (D. 

PHILADELPHIA 

New  York   Salesroom   61    White  St. 


A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  huek  towel. 

Sample   on  Bequest; 

John  R.  Lankenau  Co.,  Boston-11,  Mass^ 


ART  NEEDLEWORK 


FANG Y  L I NENS 

EMBROl  DERY  MATERIALS 
Teri-Lusta"  FPIH  "Crystal" 

Mercerized  .  Artificial 

COTTONS       WHLliTS  ^^^^ 
Complete  Requiremerits  for 

NEEDLEWORK  DEPARTMENTS 


Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


RICHZIRDSON'S 

PURE  MERCERIZED 
SILKS  COTTONS 
ism  mm  m  'OPSEWIMG 

Richardson's  lOc  Cpochct  Books 

RiCIIARDSOn  SILK  COMPAMV 
Chicago     Manufacturers     New  VorK  ^ 


TIAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Q)H0E5,NY. 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAR-OUT  COMPLAINTS 
ON  LEATHER  6^  FABRIC  GLOVES 

BUTTON  STAY  CO.,  Gloversville.NY 


BSUS!  Moid 


s.M.HOHL  ^■^o-^^■^  ave.  new  york. 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
Scrub,  Paint,  Dust  and  Pol- 
ishing Clc<hs.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels, 

,     JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
731^  FRANKLIN  ST..     NEW  YORK  CITY 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


IS 

GLOVES 

English,  French,  American 

Wholesale  Department: 
2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,MILLS&CO.,  •^"''rr"' 


Telephones 


f  6329) 
16330/ 


Gramercy 


Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Northwest   corner   21st  St. 


A.  M.TOLSON  &  CO.  '•^N^ew  yoM" 
Velcot  Fabric  Gloves 
Capes  &  Chcimois 

Distributors  for 
CHARLES  PERRIN  &  CIE.,  Grenoble,  France 
Founded  in  1905 
PREVOT  (P  &  L  Gloves),  Millau,  France 
A.  X.  A.  Gloves  St.  Junien,  France 


NECKWEAR       LACES  &  EMBROIDERIES     BRAIDS  &  TRIMMINGS 


Qrowhyl^cRioear 

we  22nd  Street  Hetoyork 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  RINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


ALL  THAT  THE  NAME  IMPLIES!  % 

POLLOCK  6- LOWEmmMi 

40  WEST  20tK  STREET-NEW  YORK 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23rd  Street 


New  York  City 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Featherbone  Co. 

Three  Oaks,  Mich, 
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This  Book  Department 
Sells  "With  Conscience" 

(Continued  from  page  85) 

new  books  and  write  of  them. 

"It  is  our  policy  to  run  book  advertisements 
separate  and  apart  from  the  general  commer- 
cial advertisements  of  the  store,  feeling  that 
in  so  doing  we  set  it  out  more  prominently,  and 
also  take  away  from  it  the  feeling  that  the 
book  department  in  the  store  is  on  the  same 
commercial  plane  as  is  the  notions,  ready-to- 
wear  or  some  other  department. 

Specialized  Advertising 

"One  policy  that  is  constantly  followed  is 
to  advertise  a  certain  book  widely  and  then  to 
check  up  on  our  sales  of  that  book.  In  so  doing 
it  has  been  found  that  if  the  selection  of  book 
to  be  advertised  has  been  properly  made  that 
excellent  results  will  follow.  Sometimes  this 
idea  is  expanded  to  the  advertising  of  a  com- 
plete line  of  books,  a  set  of  books  following 
a  certain  line  of  thought,  either  scientific,  in- 
spirational, educational,  or  merely  interesting, 
but  carrying  out  some  thought  along  those 
lines.   This  has  also  brought  excellent  results. 

"Christmas  time,  of  course,  is  the  big  book 
season.  At  this  time  we  run  full-page  ads, 
commencing  our  campaign  the  first  Sunday 
after  Thanksgiving,  and  carrying  it  on  from 
time  to  time  until  the  holiday  season  is  over. 
This  advertising  and  promotion  work  has  de- 
veloped a  steady  call  for  merchandise. 

"One  element  of  our  business  that  is  per- 


Toy  Maker  Almost 
Wishes  He  Was 
Born  German! 

/^NE  toy  manufacturer  exhibiting  at  the 
Imperial  Hotel,  said  this  week  "1  made 
a  mistake  in  not  taking  my  line  to  Leipzig  to 
show  it.  It  would  probably  have  sold  bet- 
ter as  German-made  goods  than  American." 
Many  of  the  toy  manufacturers  showing  their 
lines  at  the  toy  fair  in  New  York  are  young 
men  who  saw  service  overseas  during  the 
war. 

When  these  young  fellows  came  home 
they  found  a  new  and  what  promised  to  be  a 
flourishing  industry  here,  in  the  toy  busi- 
ness. Some  of  them  raised  every  cent  of 
capital  they  possibly  could  to  go  into  the 
business.     They  feel  that  in  view  of  the  fact 

that  they   offered  all   they   had  their  lives 

for  America,  America  should  show  some 
sense  of  loyalty. 

"Buy  American-Made  Toys"  is  a  slogan 
which  comes  from  the  hearts  of  these  young 
men  who  are  fighting  for  America's  infant 
industry. 


haps  a  little  unusual  is  that  we  have  a  very 
large  patronage  from  men.  It  has  been  the 
policy  to  carry  in  stock  the  best  business  books 
and  the  best  books  of  all  kinds  which  have 
an  appeal  to  the  masculine  mind.  This  fact  we 
have  advertised  continuously,  and  though  our 


department  is  located  on  the  second  floor  in  a 
position  rather  difficult  to  find,  we  have  a 
phenomenal  men's  business. 

"It  is  a  mistaken  idea  that  men  will  not  go 
to  a  department  store.  It  seems  to  me  that  the 
fault  has  been  with  the  department  store,  in 
that  they  have  not  advertised  properly  to  men. 
Men  usually  go  where  they  can  get  what  they 
want  in  the  quickest  time  and  with  the  least 
trouble,  and  if  this  is  in  a  department  store 
you  will  find  them  there.  However,  it  is  the 
department  store's  business  to  carry  this 
message  to  them." 

One  of  the  big  elements  of  the  work  of  the 
Joske  Brothers'  Store  has  been  its  co-operation 
with  the  public  libraries.  It  has  also  made 
it  a  policy  to  follow  closely  lectures  and  other 
educational  events  in  the  city  and  to  try  and 
have  books  that  will  fit  in  closely  with  the 
topic  or  the  line  of  thought  dominating  such 
events. 

Shelving  Ingeniously  Designed 

In  the  layout  of  her  department  Miss 
Schmieding  has  developed  special  shelving  and 
display  racks  that  aid  the  handling  of  books 
materially.  Across  the  entire  back  of  the  de- 
partment there  is  a  line  of  shelves  60  or  70  feet 
long,  worked  out  on  a  small  alcove  or  recess 
plan.  In  the  front  are  some  ten  or  twelve 
recesses  with  shelving  along  the  sides  across 
the  back,  thus  giving  very  nearly  twice  the 
shelving  frontage  that  a  straight  line  of 
shelves  would  have  had,  also  it  gives  to  the 
department  a  unique  setting. 

The  magazine  sales  of  the  department  pro- 
vide another  feature  that  has  proved  a  profit- 
able one. 


DRESSES 


DRESSES 


A  BWES  OKtSS  MEANS  ftUAUTV 

515  Washington  St. 
Boston,  Mass. 
412  Francis  St. 
St,  Joseph,  Mo, 

154  Sutter  St.,  San  Francisco.  Cal. 


DRESSES 
$6.75  to  $25.00 

Broder  &  Co. 

48-54  W.  25th  St,  N.Y  C. 
701  Medinah  Bldg. 
Chicago,  111. 
Jefferson  Hotel 
St.  Louis,  Mo. 


Prompt 


Taffeta,  Charmeuse, 
.  Canton  Crepe, Serge, Tricotine 

i^hlDIllBIlt  other  seasonable  materials. 

*^  Prices  $10.75  to  $37.50 

Write  for  sample  assoriment 

KAHN  DRESS  CO. 

36  West  32nd  St.  New  York 


COATS    &  SUITS 


now 
showing 


A.L.  COHEN  i 


"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 

Waists-  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  Blvd.  and  Wells  Si. 
CHICAGO 


YOUR  HELP  SITUATION  to-day 


Can  be  solvi^d  by  the  aid  ol  the 
"GRAPHIC  SERVICE'- 
WRITE  for  further  Particulars 
THEGRAPHIC INSTRUCTOR 
231  WEST  39th  STREET 

New 
York 
City 


S   X   O    U   X  s 

WOLF  &  LATNER 

COAT.S    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their  ' 
specific  purprjRc. 
122-124-126  W.  26th  .St.  New  York 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on 
Silk,  Taffeta,  Georgette 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies, 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The  Little   Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone,   Chelsea  1113 


We, 


Made  by 

MITCHELL  BROS.  CO. 
367  W.  Adams  St. 

CHICAGO 


Adams  Street, 
at  the  Bridge 


WAISTS 


EXPAND  yOUI^BUSINESS 

by  introducing  Ihe 


of  National  Higk  Repute 
amory  Well  Dressed  Wbmerv 

 398  FIFTH  AVENUE.  NEW  YORK 


Ti  \m1               Originator  and  Designer  of 

f^i^  WAISTS  AND 

LJ  jBLOUSES 

L\|«/           of  distinction 

Adolph  R.  Haas 

4t       214  So.  Franklin  St. 

^•^s^,,^^  Chicago 

T)ul3rGck: "Davis  Co. 

"Pd5laner5  onfl  Vfanu lecturers  oP 

6Kclu5ive  131ou5e5 


DRESSES 


Good  Values 
Sxclaslve  Styles 
Tricotine* 
Serges 
Jerseys 
Satins 
Oeorgrette 
Taffetas 
$15.00  to 

.$40.00 
Send  for 
samples. 
Prompt 
deliveries     158  W 


DRESSES 

THE 


29th 


Tel.:  Watkins 
7350-7351 
St.    New  York 


Dresses 

Samples  sent 

on  approval 
Immediate 

Shipment 


Poplins  $4.00  up 
Serges  $4.75  up 
Satins  $7.75  up 
Tricotines  $10.75  up 


^  Queen  Costume  Co.,  Inc.  ~ 
114-120  West  26th  St.       New  York 


WAISTS 


7^' 


MADE   IN   U  S  A. 


Nationally  Advertised 
.A^a^nes  Newspapers 

^398  FIFTH  AVENUE,  NEW  yOr?K, 


THE 

Cotton     HIRSCH-  Silk 

Waists       STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 
16  So.  Market  St.,  Chicago 


IDEAS 

Cuts — Ads — Circulars 
Show-cards  -Letters 
Window  Trims  —  Folders, 
etc.     .Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  dctailsl 

Merchants  Business  Building  Service 

231  West  39lh  Street  New  York  City 


CHILDREN'S  WEAR 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 

THE  B.  W.  COMPANY 
73  FIFTH  AVENUE  NEW  YORK 


SToneWaui. 


WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  oopular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldg.,  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  906. 


PLAYSUITS 


KOVERALLS 

q.eg.  u  S.  Pot.  Oft- 

Patented  January  8th  19 IS 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco.  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Bioadway.  N.  Y. 
Frankfort,  Ind. 


 ss 

"Pw  Fconony  CarnKnT 
"America's  Play  Garment" 

is  as  well  made  as  the 
famous  Outerall  one-piece 
WfirU  p:;irinent.  Assorted 
styles.  Samples  on  request. 

Michigiin  Motor  Garment 
Go.i  Greenville,  Mich  ^ 
jnmiTip 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyeir  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  vour  needs 
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Shortage  Unlikely 

(Continued  from  page  35) 

the  Treaty  of  Versailles.  It  happens  also  that 
by  May  1  the  amount  of  the  reduction  in  cot- 
ton acreage  for  the  coming  season  will  be  defi- 
nitely determined  and  some  idea  may  be  had 
of  the  probable  amount  of  the  crop. 

Settlement  Means  Stimulation 

If  by  May  1  a  satisfactory  working  settle- 
ment of  Europe's  outstanding  economic  and  po- 
litical problems  has  been  effected,  and  if  in 
addition  there  seems  reason  to  expect  a  short 
cotton  crop  next  season,  then  it  is  quite  prob- 
able that  we  shall  see  a  rising  market  for  cot- 
ton goods  toward  the  end  of  the  year.  For 
there  is  a  great  unsatisfied  world  demand  for 
cotton  goods  and  the  restoration  of  the  world's 
purchasing  power  would  almost  necessarily  run 
ahead  of  production. 

No  Foretelling  Now 

But  pending  these  developments  there  is  no 
foretelling  the  future  of  the  market.  At  pres- 
ent, however,  the  prospect  looks  like  a  con- 
tinued downward  trend  over  a  considerable 
period  of  time.  Temporarily  the  market  is 
stabilized,  and  no  particular  change  may  be 
looked  for  during  the  next  couple  of  months. 
So,  to  end  this  article  where  it  started,  buy- 
ers should  not  be  misled  by  a  comparative 
scarcity  of  some  lines  into  supposing  that  the 
market  is  going  up,  any  more  than  they  should 
be  misled  by  the  comparative  weakness  of  some 
other  lines — brown  sheetings,  for  instance — 


into  supposing  that  the  market  is  going  down. 

Just  at  present  the  market  is  going  neither 
up  nor  down.  It  is  just  about  steady.  But  con- 
sidering the  uncertainty  of  the  future  the  best 
policy  for  buyers  to  pursue  is  precisely  the 
policy  of  careful  purchasing  for  nearby  re- 
quirements which  they  are  now  pursuing. 


Nebraska,  Kansas,  Mississippi,  Iowa,  Ten- 
nessee, Alabama  and  Illinois  appear  to  have 
been  the  best  States  in  which  to  sell  household 
appliances  during  the  period  between  Nov.  15 
and  Dec.  31,  judging  by  the  results  of  a  con- 
test conducted  by  the  Hoover  Suction  Sweeper 
Co.,  the  aim  of  which  was  to  sell  60,000  sweep- 
ers in  the  period  named.  Ten  silver  loving- 
cups  were  the  prizes  offered,  and  they  were 
competed  for  by  individual  salesmen  and  sales 
divisions.  In  spite  of  the  period  being  one  of 
the  low  points  in  consumer  demand,  the  60,- 
000  bogey  was  exceeded  by  7000. 

What  is  claimed  to  be  the  deepest  store 
•front  in  the  entire  West  is  that  of  Julius  Orkin, 
1512  Douglas  Street,  Omaha,  Neb.,  which  will 
be  opened  for  business  March  15.  The  new 
store  has  four  floors  and  a  basement  and  is 
made  distinctive  by  the  architectural  treat- 
ment of  the  front,  which  is  32  feet  in  depth 
with  arcade  windows  finished  in  Circassian 
walnut.  Mr.  Orkin  and  a  staff  of  buyers  are 
now  in  New  York  on  a  buying  trip. 

Arthur  Stern,  formerly  of  L.  Strauss  & 
Co.,  Indianapolis,  Ind.,  is  now  buyer  of  men's 
and  boys'  clothing  for  Mandell  Bros,  of  Chi- 
cago. 


Brooklyn  Department 
Store  Changes  Hands 

The  department  store  of  Levi  Bros.  Co., 
Inc.,  at  1013  Broadway,  Brooklyn,  popu- 
larly known  as  the  "Berlin,"  has  been  sold 
to  a  corporation  composed  of  men  identified 
with  the  Wm.  Filene's  Sons  Co.,  of  Boston. 
The  beginning  of  the  present  Levi  store  was 
made  at  Broadway  and  Myrtle  avenue,  Brook- 
lyn, one  block  from  the  present  location.  A 
year  later  the  store  was  moved  to  its  present 
site  on  the  corner  of  Broadway  and  Wil- 
loughby  avenue,  where  it  grew  until  it  had  a 
60-foot  frontage  on  Broadway  and  a  100-foot 
depth  throughout.  The  president  and  general 
manager  for  the  new  corporation  is  Charles 
0.  Cooper,  who  was  formerly  division  man- 
ager of  the  bargain  basement  of  the  Filene 
store. 

With  Mr.  Cooper  are  associated  Charles 
E.  Bradley  and  Arthur  W.  Wright,  merchan- 
dise managers  for  the  Wm.  Filene's  Sons  Co. 
Mr.  Bradley  is  located  at  the  New  York  of- 
fices of  the  firm,  and  Mr.  Wright  is  on  the  staff 
of  the  Filene  organization  at  its  store  in 
Boston. 


J.  Dale  Fink  is  now  buying  coats,  suits, 
dresses,  waists  and  house  dresses  for  the  Wal- 
lace Co.,  of  Schenectady,  N.  Y.,  succeeding  Ed- 
ward E.  Lee.  Mr.  Fink  was  formerly  of 
Harrisburg,  Pa.  Mrs.  Troup  is  now  buying 
misses'  coats,  suits  and  dresses  for  the  com- 
pany, succeeding  K.  Goode. 


U  R 


MUSLIN  UNDERWEAR 


WOMEN  APPRECIATE 


MERCHANTS 
PRAISE 


ROBERT  VIETGELMANN, «/"«.'  : 
352  FourthAve  Tel  Mad  S<i807%  i'^-r-& 
NEW  YORK  WSvJvs~>_.J 


aeManoioeftED 

NO  5ewE0 


SILK  UNDERWEAR 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Designed  by 

Bessie  Damsey 

201  East  16th  St.  New  York 


SHOES 


BATHING 


SHOES 


IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 


BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


(Gottlieb  Bros. 

MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  272'  ST..  NEW  YORK, 

CHICAGO  OFFICE  -  223  JACKSON  BOULEVABO 

W.  F.  DROESEMUELLER 
SAN  FRANCISCO  OFFICE-  135  KEARNY  ST. 
I.  HANAto  


ACKMAN'S 

FURS 

"America's  Leading  Far  Line" 

NEW  YORK,  35  W.  35th  Street 

CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


RIBBONS 


SiK  RIBBONS 

We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN,  INC. 

l9  East  IGtVi  Street. New- York 


SKIRTS 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel 
Suite  722. 


CORSETS 


LABELS 


[WOVEN  ENGflAVED  EMBOSSED  &  PRINTED 


FOR  ALL  WEARING  APPAREL 
404  S.WELLS  STREET  CHICAGO 


MILLINERY 


D.  B.FISK&CO. 

CHICAGO 


'MIL-LINERV 
MERCHANDISE 

Open  thruout  the  year 

NEW  YORK 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washingl  on 
Ave. 


411  Fifth  Avenue     Cleveland,  Hotel  Cleveland 


APRONS 


BENDS    SO    EASY  " 

No.  142— Glazed  Kid  Vamp,  Dull 
Kid    top,    7    inoii    B'lexible  Welt. 
Sofsliu,     Tip.     W2    incli  common 
sense  heel.   20  last. 
B-iVo  to  9;  C-4  to  9:  D, 

E-m  to  9  $5.75 

Add  30  cents  for  'sizes  &Vz  and  9. 


HOLTERS  COMPANY 


Men's 
Fine 
Shoes 

Rockland 
Quality 


W-  SumnerSmijh 

BATHING  SHOES 


CHICAGO 


-  WRITE - 


INTRODUCING 

— our  plans,  ideas^  cu\s,  etc.,  in  your 
advertising  means  sure  results^bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE  ECONOMY  SERVICE 
231  W.  39th  Street  New  York  City 


GnEciAN-TrjECD 
Maternit^^  and 
Post-Operation  Corset 

Grecian-Treco  Fabric  Modern-Hygienic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SAMPLE 

Benjamin  £  JoHnes,Newark,N.J. 


SOTJTHIMD 


ox, 


garment'^ 

Percde  and  Amke^  Qi^ms. 

Southland  Mf^Co 

.  :   Write  for  Samp 


Ladies  COMFORT  Shoes 

Soft- Flexible  Leather 


LOW  SZ.S'i  Pair 

Odler  Sryles  on  Request 

Made  m  CD  E  EE  widths 

Sold  in  3b  Pair  Lots  

FOB  Factory 


HIGH  6  3  J5  Pair 


THE  HELD  CORPORATION 

UNION  SQ.L;ARE     new  YORK 


A 


1 
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Art  and  Gift  Goods 


(Continued  from  page  93) 

shop  in  the  Old  Town  Hall,  located  on  Uni- 
versity Avenue.  The  old  hall  itself  is  rich  in 
romance  and  history,  and  affords  perhaps  the 
best  location  in  the  town  for  a  shop,  I  use  the 
upper  floor  for  a  workshop,  the  lower  and 
street  floor,  about  75  x  100  ft.,  is  taken  up  en- 
tirely by  my  art  and  gift  shop.  Coming  in  off 
the  street  is  almost  like  being  transported  to 
China,  so  pronounced  is  my  decorative  scheme. 
The  woodwork  throughout  is  in  black  and 
cream,  with  red  and  gold  Chinese  coverings. 

"The  lights  are  shaded  with  Chinese  hats 
and  there  are  Oriental  rugs  on  the  floor.  I  use 
tables  mostly  for  the  display  of  merchandise, 
having  shelves  only  at  the  back.  Seven  years 
in  the  art  and  gift  shop  have  seemed  such  a 
little  time,  but  seven  years  at  school  teaching 
or  any  of  the  other  'jobs'  I  held  would  have 
seemed  an  eternity. 

"I  found  my  'vocation'  and  stuck  to  it  (by 
the  way  don't  stick  to  it,  unless  you  are  abso- 
lutely sure  it  is  your  vocation) ,  and  I  have  been 
happy  in  my  work  and  my  $300  now  runs  into 
thousands." 


At  the  annual  meeting  of  the  Cincinnati 
Shoe  Manufacturers'  Association  held  recently 
officers  were  elected  as  follows:  President, 
John  G.  Holters,  president  of  the  Holters  Co. ; 
vice-president,  Robert  Wise,  president  of  Wise, 
Shaw  &  Feder  Co. ;  secretary,  J.  J.  Smith  of 
Stern-Auer  Co. ;  treasurer,  L.  S.  Roth,  presi- 
dent of  the  Roth  Shoe  Manufacturing  Co. ;  ex- 
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Applause  of  Hillman 
Starts  Propaganda 
Flow  in  Nebraska 

Economist  Correspondence,  Omaha,  Neb. 

JPPLAUSE  by  Nebraska  Retail  Clothiers 
yl  in  convention  in  Omaha  for  anti-sweat 
shop  speech  by  Sidney  Hillman  of  the 
Amalgamated  Clothing  Workers  of  America 
has  made  Nebraska  clothiets  a  target  for 
both  New  York  manufacturers  and  striking 
clothing  workers. 

L.  A.  Leppke,  Omaha,  secretary-treasurer 
of  the  association,  is  receiving  communica- 
tions frora  the  conflicting  sides.  Statements 
in  Hillman's  speech  ivere  denied  by  the  man- 
ufacturers and  the  ivorkers  have  attempted 
to  prove  them  to  Mr.  Leppke.  Several  New 
York  papers  have  devoted  more  than  a  col- 
umn to  Hillman's  speech  read  in  Omaha  and 
denials  by  the  manufacturers  in  which  the 
Nebraska  clothiers  have  figured. 

"The  Nebraska  association  is  for  getting 
clothing  back  to  a  normal  price  level  but 
we  don't  want  to  see  a  death  bed  scene  in 
every  suit.  We're  against  a  return  to  the 
sweat  shop  system,"  was  the  way  Mr. 
Leppke  expressed  the  Nebraska  associa- 
tion's attitude  in  the  controversy . 


ecutive  secretary,  William  H.  Tateman ;  Execu- 
tive Committee,  Carl  H.  Krippendorf  of  the 
Krippendorf-Dittmann  Co. ;  Irvin  Krohn  of  the 
Krohn-Fechheimer  Co.;  John  Duttenhofer  of 
the  Val  Duttenhofer  Sons  Co.;  Sam  B,  Wolf 
of  the  Sam  B.  Wolf  Shoe  Manufacturing  Co. ; 
Milton  Adler  of  the  Julian  &  Kokenge  Co.,  and 
Max  Hirsch. 


Economist  a  Textbook 
For  N.  Y.  U.  Classes 


A  teacher  in  New  York  University  sends 
in  a  letter  containing  these  two  paragraphs. 
The  Economist  as  a  text  book  in  a  university 
is  certainly  going  a  long  way. 

"The  'Job  Analysis'  number  of  the  Dry 
Goods  Economist  appeals  to  me  as  the  best 
text  book  out  on  store  management.  Coming 
direct  from  the  business  and  from  the  mind 
and  heart  of  the  various  executives  them- 
selves, it  has  the  'punch'  that  makes  it  go. 

"This  I  know  because  as  an  educational 
director  who  believes  in  instructing  not  only  in 
what  and  how  but  in  why  I  am  using  it  ar- 
ticle by  article  as  my  text  book  in  a  class  of 
store  executives  and  salespeople  considering 
store  organization.  It  immediately  created 
that  open  minded  interest  in  their  work  upon 
which  we  all  agree  depends  their  efficiency. 
The  idea  of  studying  out  of  a  business  maga- 
zine right  off  the  press  made  a  great  hit." 


When  the  new  store  of  the  Braunstein-Blatt 
Co.  was  opened  at  Altantic  City  on  Feb.  19 
the  community  expressed  its  appreciation  of 
the  service  rendered  by  this  firm  in  a  testi- 
monial dinner  which  was  widely  attended  by 
men  prominent  in  business  and  civic  life.  The 
dinner  was  held  in  the  spacious  auditorium  of 
the  new  establishment.  Henry  Wiederhold 
served  as  chairman  of  the  committee  having 
the  dinner  in  charge. 


KNIT  GOODS 


HOSIERY 


/^AWUFACTURIMG  CO.. INC. 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


SWEATERS 

BATHING  SlipoDs— Tuxedos— Silk  Sweaters 

SUITS—  36.00  doz.  and  up 

NOVELTIES      IMMEDIATE  DELIVERY 

Write  for  10  Best  Sellers  on  Approval 

HYGRADE  KNITTING  CO.,  inc. 

1  East  28th  Street      : :     New  York 


ANGORA 
mJitl^m^k^  MOTOR 

SCARFS  and  SHAWLS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  WiUon  BIdg.,  1270  B'way 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26  West  23rd  St.,  New  York  City 

ChictjoRep.,  R.  GOSLING,  209  Medinah  BIdg. 


MEN'S  WEAR 


(l)oul)lf  Your  Work  Shirt> Sales) 


CORE'S 

SLEEVE  WORK  SHIR 

mt^':  Shirt        .Vwttx-fifi.  S*ffl)  Pr^v**^  ^-^^^ 

"WM^Kf.  SHIRT  factories" 

CANTON.  OHIO  MASSIU.ON,  OHI#, 


LADIES  FULL  FASHIONED 


SI  Lie 
HOSIERY 


J.R.Beaton  Co.,I  Ml 

329  Fourth  Ave.  Nev/York 


Wilier 

SOCKS  FOR  WEAR 

Trom    Mill  "  Retailer 

9>(?ie  Gr  SAMPLES  ^jPUICE 3 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


GOTHAM  SILK  HOSIERY  CO.,  Inc. 

llltTGauiKEIIKlISS  STAMPED  0«m     Manufacturers  of 

SILK 
HOSIERY 


*M0 


516  Fifth  Avenue,  New  York 

MilU  at  New  York  &  Phila. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITI 
Their  own  or  your  material 
EASY-ECONOMICA^-PRGFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 

1  49  W.  28th  St..  Now  York 

60  Years  Experience  behind  our  Service 


HOSIERY 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.  1 00— Ladies'  SilkLisle,  $3.75 

(LAZAR)  All  Colors 

A    )    LACE  INSERTED  HOSE 
$22.50  and  $33.00 

HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


The  original 
and  only  man- 
ufacturers 
t  ti  e  genuine 


an-      vC\HE  The  Trade 


with  I 


Racine  Feet.  The  Trade  Mark  with  a  reputatioo reputation  i 

^    RACINE  FEET  KNITTING  CO 

U  BELOIT,  WISCONSIN 


I 


cgfs 

"Made  in  U.  S.  A." 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway      New  York 

"'No  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RIUCRSIDE  KNITTING  MILLS 

READING  PA 


MUSIC  PUBLISHERS 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Bamplca 

McKINLEY  MUSIC  CO.,  Chicago 


UNDERWEAR 


Deterioration  comes  and  quality  goes,  but  the 

Alliance  Mills 

Ribbed  Union  Suits 

and  Separate  Garments 

for  Women  and  Children  remain  unchangeable 
Most  leading  jobbers  can  supply  you 

ALLIANCE  KNITTING  MILLS 

Whitesboro,  N.  Y. 


1?^ 


Qantfy(^ut 

UNDERWEAR 


Its  big  COMFORT  advantage 
—the  Patented  "Can't-SIip" 
shoulder  strap — makes  Comfy- 
Cut  an  UNMATCHED  profit- 
maker.  Nationally  advertised. 
Ask  your  Jobber  for  samples. 

Boyce,  Wheeler  ft  Boyco 
339  Broadway         New  lork 


^OWICWmVQ  Union  Suits  lor 

^<AKNiCo^<?  Men  and  Boys 

Made  of  finest  long 
^^^iAt*^^    staple  yams. 
'^"JVTON.  Mill  to  Merchant 

Taunton  Knitting  Co. 

Taunton,  Mass. 


'Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 
Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


BOOKS 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers* 


.1 
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Spring  Ready-to-wear 
Featured  Everywhere 

(Contijiued  from  page  53) 

Franklin  Simon  &  Co.  of  New  York  an- 
nounced an  exhibition  for  women  and  misses 
of  spring  fashions,  to  be  held  at  the  Bellevue- 
Stratford  here  on  March  4  and  5.  In  this  an- 
nouncement they  featured  a  pongee  silk  frock 
for  girls  at  $12.50. 

A  large  number  of  specialty  shops  in  Phil- 
adelphia were  represented  in  the  advertising 
columns  of  the  Philadelphia  papers.  All  of 
them  laid  particular  emphasis  upon  the  low 
prices  which  they  claim  they  are  asking  for 
spring  ready-to-wear. 

Dallas,  Texas.^A.  Harrison  Co.  featured 
silk  blouses  at  $18.50  to  $75.  Navy  and  gray 
taffeta  frocks  at  $35  to  $198.50.  Suits  and 
wraps  of  tricotine,  serge  and  flannel  tailored, 
embodying  the  flare  styles,  in  gray  and  blue,  at 
$39.50  to  $289.50.  Sanger  Bros,  showed  suits 
of  piquetine  and  tricotine  with  unbelted  box 
coats  at  $48.50  to  $225.  Sports  models  were 
shown  in  flannel  at  $25  to  $169.50.  Silk  duve- 
tyne  wraps  and  cape  coats  at  $79.50  to  $225. 
Taffeta,  Canton  crepe  and  crepe  de  Chine 
frocks  at  $35  to  $289.50. 

Many  of  the  shops  featured  silk  garments 
to  carry  out  the  National  Silk  Week  idea  from 
Feb.  28  to  March  5. 

Boston,  Mass. — Franklin  Simon  &  Co., 
New  York,  announced  an  exhibition  for  women 
and  misses  of  the  spring  fashions,  at  the  Hotel 


Vendome,  here,  on  Monday,  Tuesday  and 
Wednesday,  "presenting  every  essential  and 
accessory  of  the  spring  wardrobe  for  every 
occasion  of  a  spring  day  or  evening." 

The  E.  T-  Slattery  Co.  announced  the  debut 
of  "Betty  Wales,  Junior."  The  model  illus- 
trated was  a  junior  frock  of  Cambridge  crepe 
at  $58.  Noyes  Bros.,  in  a  unique  illustrated 
article,  featured  Tweed-O-Wool  suits  for 
spring  at  "moderate  prices." 

Montreal,  Canada. — Week-end  advertis- 
ing in  the  daily  papers  contained  the  following 
special  announcements:  Goodwin's  advertised 
a  smart  sports  suit  made  up  in  light  gray 
tweed,  English  style,  shoulder  lining  of  silk, 
for  $34.75.  Jas.  Ogilvy,  Ltd.,  announced  a 
month-end  skirt  sale,  three  lots,  priced  at  $4.95, 
$12.50  and  $13.98,  each  lot  composed  respec- 
tively of  poplin  silk,  wool  serge  skirts  in  the 
pleated  styles  valued  at  $19.50,  and  Baronet 
Satin  in  white  and  variety  of  novelty  shades, 
said  to  be  worth  $29.50. 

Ottawa,  Canada. — Bryson,  Graham,  Ltd., 
featured  women's  sports  coats,  tailored,  some 
polo  cloth  in  plain  shades,  and  also  smart  check 
mixtures  at  $29.50,  and  new  spring  suits  in 
tricotine  and  serge  from  $49.50  to  $60.  The 
Daly  Co.,  Ltd.,  showed  women's  and  misses' 
taffeta  and  charmeuse  dresses,  featuring  the 
latest  colors  at  prices  ranging  from  $25  to 
$75.  They  also  offered  tailored  blouses  of 
rajah  silk  with  Peter  Pan  or  convertible  colors 
at  $4.50  and  $5,  also  striped  wash  silk  blouses 
at  $6.50  and  georgette  or  crepe  de  Chine  at 
$6.95. 

Middleman's  offered  85  new  spring  suits  at 


$49  and  125  spring  coats  at  $29.50,  $35  and 
$45. 

Murphy-Gamble,  Ltd.,  had  a  special  sale  of 
"$40  general  purpose  dresses  for  $19.50"  and 
$55  silk  dresses  at  $27.50. 

Omaha,  Neb. — Leading  stores  are  retail- 
ing taffeta  silk  dresses  in  all  styles  from 
$19.50  to  $55.  Some  exclusive  models  in  taf- 
feta are  featured  at  $35  and  $38.  Canton 
crepe  dresses  are  sold  at  $50  to  $75  and  spring 
coats  and  wraps  in  tricotine,  marvella  and 
Poiret  twills  from  $29  to  $119.  Spring  suits  in 
tricotine,  twill  cord  and  mannish  mixtures  in 
the  box,  tuxedo  and  tailored  styles  are  selling 
at  $25  and  up. 

National  Silk  Week  in  Omaha  opened  Feb. 
28  with  special  sales  on  yardage  silk  and 
ready-to-wear  silk  garments.  One  store  on  one 
day  sold  silk  and  wool  dresses  at  $22.75  and 
another  at  $44.95. 

Portland,  Ore. —  The  stores  in  Portland 
observed  National  Silk  Week  by  cutting  prices 
on  silk,  on  featuring  special  values.  Adver- 
tisements lay  particular  stress  on  silk  gar- 
ments, from  underwear  to  frocks.  The  recent 
balmy  weather  has  caused  millinery  to  move 
rapidly.  Meier  &  Frank,  during  a  two-day 
millinery  sale,  offered  special  values  in  hats  at 
$6.  Lipman  Wolfe  &  Co.  are  featuring  Pellard 
suits  at  prices  from  $75  to  $100.  H.  L.  Liebes 
&  Co.  found  a  ready  sale  for  smart  and  bril- 
liantly colored  sport  wear,  including  such  ma- 
terials as  duvetyn,  lustrerola  and  combinations 
of  silk  and  wool.  Merchants  say  that  prices 
are  lower,  quality  is  better  and  the  assortment 
wider  than  at  any  time  since  the  war. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  Chicago 


Liberty-Belle 

HAIRPINS 


Cabinets 


Tube 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


l(|ea 


net 


HaipNei/ 

(Human  Hail') 


COSM()STinpi\GCO. 


REAL  HUMAN  HAIR 

INVISIBLE   -  SANITARY 

GUARANTE  ED 
SATISFACTION 

wnrre  F0«  samples 

EGO  TH4DING  CO. 

33  Union  Sq.,  N.   Y.  City 


West  Electric 
Hair  Curlers 


,    ,  -  SHAMPOO 

LocK^jAA/rc^fcTRicHAiR  Curler  Co. 

FHILAPELPHM.  PA.,    U.S. A 


J. 


Manufacturers  of 
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DRESS 
S  HIELDS 

and  Rubber  Sheet- 
ing ;  Infants'  Special- 
ties ;  Sanitary  Goods. 

J.  BEYERLE    MFG.  CO. 

18-22  W.  20th  St.,  New  York. 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 
Mfrs.   of  Ladies   Hand  Bags 

AH  Styles   and  Prices 
300-306      So.      Franklin  St. 
CliicagO,  111. 


J    r THIMBLES 

(jlijMigl  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  in 
your  district. 

The  ANSONIA    NOVELTY  Co. 

AHSOHIA,     CONN.  U.S.A. 


/^"EVERSHARP"25^50^&75' 
SCISSORS 


THE  EDGE 

THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSOHS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

(THE  EVERSHARP  SUEAR  CO, 

BRIDGEPORT  CONNECTICUT 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be 
hind  the  display  man  with  suggestions. 
The  Dry  Goods  Economist  is  at  your  ser 
vice.  Get  out  the  last  half  dozen  numbers 
act  now  and  watch  the  department  improve, 


Manhattan  Trading  Corporation 

E.  C.  DieckethofF,  President 

^  y  Foreign &Domestic 


NOTIONS 


Sole  Agents  for  the  Lightning  Needle  Co. 
27-33  West  23rd  Street  New  Ifork  City 


D'O  ¥®l|  SILL 


i  ^  Hi 


FIRST 

Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N EW  YORK 


The 


SANITARY  NAPKINS 

ConvenienLly  and  attractively  packed;  half 
dozen  and  dozen  cartons ;  individual  transparent 
envelopes ;  and  compressed  in  individual  boxes, 
Writo  fur  interesting  prices. 
..  HYGIENIC  FIBRE  COMPANY 
2CO  Broadway     New  York  City 


Oreators  of  boxed 
Gift  movelties^^,JK 


PRESTOM  STUDIOS 

REPUBLIC  X,     x7  ^ 

233   F-irXrt  AVE.  NEW  YORK 


I  DISTRIBUTORS 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
UCKET     P.  .  I. 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         BosIod,  Mat*. 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Wovon  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 
KIRBY,  BEARD  &  CO.  B>rmingham,Eng. 
Hair  Pins,  Pins,    Needles,  Needle  Cases  ■ 


SANITARY  NAPKINS® 
APRONS-KNICKER^ 

BELTS 


FOR  INFANTS 
ANP  WOMEN 

'"62"St&GirapdAve,PHILADELPHIA. 

S./v 


REEPXR 


Al,/o  (^^fneral  Line  of 

.  'ocketbook/  GamG 

Collar  Ba^/'  Manicurpy  Etc 
A.  L..     R,EED  CO. 

■37  3- FIFTH  AVE.  NEW  YORK 
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New  Lights  Are  Cast 
On  the  Problems  of 
Immigration 

Now  an  International  Matter,  with 
Wide  Divergence  Between  Ameri- 
can and  European  Views 

"Immigration  and  the  Future,"  by  Frances 
Kellor,  author  of  "Experimental  Sociology,"  etc. 
276  pages,  including  index  and  synopsis.  New 
York.    The  George  H.  Doran  Co. 

It  was  the  custom  on 'the  part  of  Amer- 
icans to  regard  this  country  as  "the  melting 
pot."  We  believed  that  the  great  majority  of 
the  immigrants  to  our  shores  sooner  or  later 
became  assimilated.  The  war,  however,  opened 
our  eyes.  We  found  that  the  immigrants,  in  a 
vast  number  of  cases,  retained  their  old  love 
for  their  native  country;  we  realized  that  as- 
similation was  by  no  means  so  complete  or  such 
an  easy  matter  as  we  had  believed,  and  to-day 
the  problem  of  immigration  has  assumed  new 
phases — among  these  being  the  question  of 
limitation  of  immigration,  selection  of  immi- 
grants on  the  other  side  of  the  Atlantic,  direc- 
tion of  the  immigrant  after  he  arrives  in  the 
United  States,  and  so  forth. 

Few  Americans,  however,  even  at  this  time 
realize  or  are  even  aware  of  the  fact  that  the 
problem  of  immigration  is  not  ours  alone,  but 
the  problem  also,  and  a  very  crucial  one,  of  the 
countries  from  which  our  immigrants  come. 
Still  less  are  we  acquainted  with  the  measures 


adopted  or  considered  by  European  govern- 
ments in  connection  with  such  of  their  na- 
tionals as  leave  their  shores  to  take  up  their 
abode  or  residence  in  foreign  lands.  And  it  is 
the  information  given  on  this  subject  in  this 
attention-arresting  and  thought-compelling 
volume  which,  it  seems  to  the  present  reviewer, 
most  deserves  to  be  stressed. 

In  more  than  one  passage  the  author  em- 
phasizes the  desire  of  the  governments  of  Eu- 
rope to  tie  the  immigrant  to  his  native  land,  to 
control  him  as  much  as  possible  after  his  ar- 
rival in  the  foreign  country.  It  is  even  pro- 
posed by  some  governments,  we  learn,  to  give 
the  immigrant  political  representation  in  his 
own  country.  In  short,  whereas  formerly  there 
was  little  divergence  between  the  policies  in 
Europe  and  in  this  country  as  regards  the  im- 
migrant, to-day  Europe  favors  race  distinction 
and  separation  while  in  the  United  States  we 
are  endeavoring  to  amalgamate  races. 

Strange  to  say,  moreover,  the  United  States 
appears  to  be  the  only  country  lacking  recogni- 
tion or  appreciation  of  this  change  in  the 
status  of  immigration.  And  yet  what  can  be 
more  serious  than  the  raising  of  barriers  to 
the  Americanization  of  our  immigrants?  To 
the  raising  of  additional  barriers  it  would  be 
more  correct  to  say. 

Closely  allied  with  this  phase  of  the  subject 
is  that  of  the  inducements  offered  to  immi- 
grants in  other  countries  in  this  hemisphere 
and  in  Australia,  a  matter  to  which,  it  is  evi- 
dent, Americans  who  wish  to  grasp  the  situa- 
tion must  give  due  study  and  in  connection 
with  which  they  will  find  Miss  Kellor's  work 
one  of  decided  value. 


The  influence  of  the  foreign  language  press 
in  this  country,  too.  Is  it  a  favorable  factor  as 
regards  assimilation,  or  does  it  tend  to  prevent 
Americanization?  This  is  a  matter  on  which 
American  opinion  is  now  divided.  The  present 
reviewer  notes  with  pleasure  that  Miss  Kellor, 
after  a  broad  and  evidently  careful  study  of 
the  subject,  by  no  means  advises  that  the  im- 
migrant who  is  unable  to  read  English  be  de- 
prived of  this  sole,  even  though  often  imper- 
fect, means  of  acquiring  information  as  to 
American  methods  and  ideals.  She  points  out, 
however,  that  the  potential  value  of  this  press 
to  America  is  dependent  largely  on  its  being 
put  on  a  sound  American  business  basis.  To 
many  of  our  readers  there  will  be  special  inter- 
est in  what  the  author  has  to  say  in  regard  to 
the  part  which  American  national  advertisers 
may  perform  in  this  work  and  also  in  her  state- 
ment as  to  the  considerations  which,  with  oth- 
ers of  similar  character,  "have  led  the  Amer- 
ican advertiser  who  patronizes  this  press  to  the 
conclusion  that  its  feeding  by  American  adver- 
tisers, and  not  its  starvation,  will  further  as- 
similation and  will  aid  American  prosperity." 

Proceeding  from  these  aspects  of  the  prob- 
lem to  the  relation  business  holds  to  immigra- 
tion. Miss  Kellor  throws  considerable  light  on 
the  American  immigrant's  vulnerability  to 
radical  doctrines,  reviews  the  hitherto  some- 
what resultless  efforts  toward  Americaniza- 
tion adopted  in  some  of  our  industrial  plants, 
and  offers  suggestions  as  to  assimilation 
methods  which  might  well  be  adopted  not  only 
in  industrial  and  financial  fields,  but  also  with 
the  aid  and  co-operation  of  farmers'  organiza- 
tions.  Going  above  and  beyond  this,  there  are 
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BABY  GOODS 


BABY  GOODS 


FLOOR  COVERINGS 


SAMPLES  ON  REQUEST 


mSDON! 
SAFETyPINS 

"Ohe  A  Point Plix" 

HEAVY  SPRING  SRA5S  WIRE 
EXTDA  HEAVY  NtCKEL  FINISH 
LOHGTAPEQINC  POINTS- KOH-PULLING 
CAPS  U  OUAPDS  SECUatLY  ASSEMBLED 

RISDON  MFG.  CO.,  Naugatuck.  Conn. 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough  "  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


YARNS 


Pennant 
Darning  Cotton 

30  yd.;  8-pIy;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett  &  Orswell  Co. ' 

Pawtucket,  R.  I. 


E  R 

I  IBRE  LUSTRE 
SILK  YARN 
Now  In  Diamond 
Wound  Balls 

•'Tra'l.-    Marl:  H-K," 
I      CARVER-BEAVER    YARN    CO.,  INC. 

M,<,  Uroadway.  New  York  


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers'   Merchandise  Guide  is 
you  check  over  the  trade 
marks  and  names. 


JSoas  B-ibtioncraft  Companp 

DESIGNERS  and  MAKERS 
of 

45iftS  for  53abp  anb  iWilaftp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  3  70 


INFANTS'  GOODS 

Crib  and  Carriage  Pads 
— Bibs  of  all  Styles— 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  DraweKS. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity,  durability  —  profits. 

Excelsior  Quilting  Co.,  new!'\^ork 


ft  BABY  NfOVELTIES 


Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  liaby  Arm- 
lets, Teething  Rings, 
Kattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y. 


Richard  G.  Krueger 

Manufacturer 
bhowroom  ^--^ 

AND  STUDIO:  r-^^^x^.t-J* 
895FOURTHAVE.  NEWKORK  <^II^J^'%'^  ' 
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DOLLS   &  TOYS 


Roily  Rattle  — it  KloaU, 
Ajsorlcd  charactcra  at 


$4;  $6  &  $75" 


Water  Baby — in  assorted 

tyi"$2"  to  $15 


Hanrlpainted  Nov- 
(•Itica,  Rattles, 
Toy  Sets,  Dolls' 
Toilet   Sets,  etc. 


^r  V^ipig. Schwartz  Co. 
■A^r  "'-^  110  W.32nd  St.,  N.Y. 


Send  for  catdloR  10 


i 

ririginal  SANITARY  Nursery 
^  Playthings  for  BABY 

$25  or  $50  Rite  Assortment 

It's  the  Rite  Line 

Eeo  jmor^fe,  Snc. 

No.  119  West  42nd  St., New  York 

s           Opposite  Bush  Bldg. 

"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad   St.,   Boston,  Mass. 


O     Children's  Garment 
 Drying  Forms 


NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TFMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


TYROLER'S 
EAR  CONFORMER  CAP 

Prevents   projecting   or  folding 
of  Infants'  ears  wliile  asleep  or 
lying.    Removes  and  corrects  all 
fe  ^HTj^  L      .^M^        tendency  of  ears  to  protrude. 
m.\^k                 ^     Sanitary,  washable.     Each  cap 
^K'^                       separate  package. 
^^V"  l^^&fii              sizes— small,   medium,  large. 
V.  ^^^^^K'iS'    Cotton  ^4.rtO  per  doz. 

All  year  round  seller  in  infant 
wear  dept. 

T  24.%    West    llItU  St. 

1  yroler  Mtg.  to.,  ivew  York 
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Patent 


Tlie"Twirlie  Twins"  Top 

Registered  Trade  Mark 
An  everlasting  toy  for 
children  6  to  60 

A  profitable  quick  seller 

Write  for  folder 

PATENTED  SPECIALTIES  CORP. 

1903  City  Hall  Sq.  Bldg. 
Chicago,  111. 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &J.  SLOANE  563  Fifth  Ave.,  N.V. 


OIL  CLOTH 


TRADE 
MARK 
REG. 


Table  Oil  Cloth 

"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
Tbe  Colnmbns- Union  Oil  Clot&Co. 
Columbus,  Ohio 


PILLOWS 


^rgRV-PILLOWS 

w  wnrwv     assure  large  profits  and 

satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


COTS  AND  CAMP  FURNITURE 


WE  MAKE 

COTS  and  CAMP  FDRNITUEE,  MOPS. 
Tents,  Awiiinprs.  Covers,  Leggintt, 
Carpenters'  Aitroiis,  Tneker's  Best 
Sllclcers  and  Itntncwnt.s.  Four  Fac- 
tories.   Write  for  prices.    Prompt  shipments. 

Tucker  Duck  &  Rubber  Co. 

FT.  SMITH,  ARK. 
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shown  to  exist  opportunities  for  "selling  Amer- 
ican ideas  embodied  in  commodities,"  one  of 
the  principal  means  for  so  doing  being  the  fur- 
thering of  a  knowledge  of  the  English  lan- 
guage among  the  dwellers  in  this  country  who 
compose  some  30  or  more  racial  markets. 

Allied  with  this  thought  is  that  of  the  im- 
migrant's influence  in  selling  American  goods 
abroad.  If  in  his  letters  home  he  were  to  speak 
favorably  of  a  certain  brand  or  product  or  if  he 
were  to  send  American  goods  home  would 
not  this  stimulate  the  demand  for  Ameri- 
can goods  abroad?  Careless  disregard  of 
the  immigrant's  savings  and  indifference  to 
his  exploitation  are  cited  as  other  examples  of 
the  failure  of  American  business  men,  and  es- 
pecially of  American  bankers,  to  duly  aid  in 
the  solution  of  the  immigration  problem  and 
all  the  more  so  in  view  of  the  resentment 
against  Americans  often  aroused  in  the  immi- 
grant by  his  first  financial  experiences  in  this 
country. 

The  third  division  of  the  book  deals  with 
the  immigration  problem  from  the  standpoint 
of  public  policy,  several  of  these  aspects  being 
formulated  in  pithy  questions  and  briefiy  dis- 
cussed. Finally,  we  come  to  the  principles  of 
assimilation,  which  involve  recognition  by  the 
American  of  the  capacities,  qualities  and  con- 
tributions which  the  immigrants  bring,  to- 
gether with  the  judging  of  racial  traits  not 
largely  by  contact  with  individual  members  or 
with  isolated  groups,  as  is  usually  the  case,  but 
by  a  knowledge  of  the  history  and  culture  of 
the  races  as  a  whole. 

Supplementing  such  recognition  and  closely 
correlated  with  it,  of  course,  there  must  be,  on 


the  part  of  the  immigrant,  recognition  of  the 
finer  traits  of  the  American  and  an  apprecia- 
tion of  American  achievement.  Other  essen- 
tials also  present  themselves ;  so  that  the  work 
of  assimilation  is  no  simple  one.  Nor  does 
Miss  Kellor  regard  it  as  easy  of  accomplish- 
ment. On  the  contrary,  she  warns  us  that  if 
assimilation  in  all  the  ways  she  describes  is  to 
be  more  than  a  hope,  more  than  an  aspiration, 
it  will  be  necessary  for  Americans  to  make  a 
radical  change  in  at  least  some  of  their  habits 
of  thought. 


Meet  the  Sample  Men 


Ever  hear  of  the  National  Sample  Men's 
Association?  Probably  not;  but  it's  really 
a  dry  goods  trade  organization.  It's  made 
up  of  jobbing  houses  in  the  Central  West, 
the  West  and  the  Southwest.  Its  president 
is  J.  W.  Hamilton  of  Finch,  Van  Slyck  & 
McConville,  St.  Paul;  its  other  officers  are 
connected  with  jobbing  firms  in  Detroit  and 
St.  Joe.  The  Association  is  seven  years  old 
and  its  aims  are:  "to  help  the  jobber  and 
manufacturer  sell  more  goods;  to  reduce 
selling  expenses,  and  to  save  the  merchant's 
time  in  buying  his  lines."  At  its  meeting 
held  in  Chicago  last  May  thirty  wholesale 
houses  were  represented  and  the  membership 
has  since  greatly  increased. 

The  Association  publishes  a  live  monthly, 
entitled  "The  Sample  Man,"  and  articles 
therein  tell,  among  other  things,  how  excess 
baggage  can  be  reduced  through  up-to-date 
methods  in  the  making  up  of  samples. 


Knitted  Textile  Makers 
Convene  This  Month 

The  annual  convention  of  the  National  As- 
sociation of  Sweater  and  Knitted  Textile 
Manufacturers  will  be  held  at  the  Adelphia 
Hotel,  Philadelphia,  on  March  24  and  25.  Dele- 
gates and  a  large  number  of  buyers  who  are 
expected  to  attend,  will  then  go  to  Atlantic 
City,  where  the  Association  will  conduct  a  dis- 
play of  knitted  sports  wear.  On  the  evening 
of  Saturday,  the  26th,  the  convention  will  close 
with  a  dinner  and  a  ball  at  the  Hotel  Tray- 
more.  It  is  expected  that  between  five  and 
six  hundred  buyers  and  representatives  of  the 
association  from  New  York,  Chicago,  Cleve- 
land, Milwaukee  and  Philadelphia  will  attend. 

It  has  been  estimated  that  the  output  of 
the  knitted  outer  wear  amounts  to  $287,000,000 
annually.  The  Association  is  endeavoring  to 
draw  a  line  between  knitted  outerwear  and 
knit  goods  generally. 


C.  S.  Logan,  Inc.,  has  appointed  Mrs.  Bris- 
coe buyer  of  dresses  and  Miss  Walden  buyer 
of  skirts  and  waists. 

Miss  Newman,  who  has  resigned  as  man- 
ager of  the  women's  ready-to-wear  depart- 
ments of  the  Stix,  Baer  &  Fuller  Dry  Goods 
Co.,  St.  Louis,  has  been  succeeded  by  Mrs. 
Dessie  M.  Russell,  formerly  of  Wanamaker's, 
New  York.  Earle  Jones,  buyer  of  the  misses' 
and  girls'  department  has  been  succeeded  by 
Miss  Hannah  Mahoney,  formerly  of  the  J.  L. 
Hudson  Co.,  Detroit. 
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STORE  FIXTURES 

MEMPHIS.  TENNESSEE.; 


EVERYTHING  IN  FIXTURES  | 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  C0.| 

Jackson  &  Franklin  Sis.,  Chicago 


BALDWIN 
p^kag:**  Carriers 

give  most  serTice  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.  L.  Baldwin  &  Co.,  Mfr  s. 

356  W.  Madison  Street,  Chicago 


FLYER 


OWB  BEGULAH 

Cloth 
Covered  Stock 
Boxes 

MADE  WITH  WOOD    FRAME.     GIVE  TEAItS 

OF  SERVICE 
Guaranteed  dust  proof.     Let  us  estimate  on 
your   needs.     Catalogs   on  request. 
GLASSTONE  &  ALLEN 
45  N.  Division  St.  Buffalo,  N.  Y. 


Ask  to  see  the  -mcCaskev  trip.- 
write  for  samples  and  prices 

The  Mccaskey  register  Co. 

ALLIANCE.  OHIO 
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DISPLAY  FIXTURES 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meillcke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
Insures  instant  and  accurate 
computation  of  •  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clarlt  St.,  Chicago. 


3  in  1  Air  Brushes 


Made  in  all  sizes.     Better  in  every  way  for 
show  card  and  window  baeliground  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


Putnam's  Improved  Cloth  Chart 


Write 

THE  A.  E.  PUTNAM  COMPANY,    Washington,  la. 


furniture 
equipment 

' MANUFACTURERS  FOR  OVER  50YRS. 


EISCHMANNCO. 

229  to  239  West  36fh  Street,  H.  Y. 


PAPER  SHREDDERS 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blom{el(li&  Rapp  Company 

108  N.  Jefferson  Street 
CHICAGO,  ILL. 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.»  Ltd. 
Nottingham.  England 

Specimen  Samples  and  cata- 
logues at  D.  G,  E.  Buyers 
Information  Dept.,  239  West 
39th  St..N.  Y. 

Wholesalers   &   Importers  Only 


BEST  STEEL 
DISPLAY  RACKS 

/Jug — Comfort — Lace 
Carta  in — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


GALVA 


Illi 


<6cf)o  2B>cilige  Curtainjef 

Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  Unea  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  around  the  corner  on 
Thirty-first  Street. 


UPHOLSTERY  MATERIALS 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


PHONOGRAPHS 


CLEARTONE  PHONOGRAPHS 

S4.00to  $200.00  Retail 

Our  Sundry  Dept.  otters  Needles  39c  pet 
thousand.  Motors  51.35  to  $14.75  each. 
Tone-Arms  and  Reproducers  $1.30  to 
$5.75  per  set.  Main  springs  20c  to  90c 
each.  Becords.  Needles,  Sapphire  Points 
and  Parts  at  reasonable  prices. 
Write  for  our  81-page  catalogue,  the 
only  one  of  its  kind  in  America,  il- 
lustrating 33  different  styles  of  Talking 
Machines  and  over  500  different  Parts. 

LUCKY  13  PHONOGRAPH  sCOMPANY 
501  E.  19th  St.,  N,  Y.,  U.  S,  A,,  Desk  12 


Mfrs.  Complete  Store  Display 
Equipment.  Our  products  Include 
Papier  Mache  Display  Forms,  Wax 
Figures,  Period  Wood  Fixtures, 
Fine  Ornament  Wood  Fixtures. 
Metal  Display  Equipment  In  all  Its 
Detail. 

THE  BARLOW-KIMNET  CO. 

724  Broadway,  New  York 
Write  for  Our  New  Folder 


WAX  FIGURES 


70  West 


The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 
French 

  Wax  Figure  Company 

Water  St.,    Milwaukee,   Wis.;   715  Medinah 
HIdg..  Chicago.  111. 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willhelp  you  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547  W.  4th  St..  Cincinnati,  Ohio,  U.  S.  A. 


Stop  Hiding  Your  Merchandise.  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
attractive  displays.    Make  it  easy  for  customers  to 
liuy— easy    for    you    to  sell. 
The  S-X  Display  Racks  will 
give   you    this    service,  and 
more.     Write  for  circulars. 
SYLVAN 
SPECIALTY 
SHOP 

55Z  W.  Lake  Str., 
Chicago,  Illinois 
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DRY  GOODS  EC0.\'0M1ST,  MARCH  5,  1921 


IlUllllllllllllllllllllllllllllllllllllliWIIIIili 

ECONOMIST  WANT 


ADS 


OFFERINGS  TO  BUYERS 


ALL  SET 
IN  OUR  NEW  HOME 
Ready  to  deliver  Crepe  de  Chine,  Georgette 
and  Pongee  waists  from  $24.00  to  $48.00  dozen 
Sample  orders  carefully  filled. 
To  close  out  500  dozen  Satin  Stripe  Voiles 
and   Seco   Silks   $9.00   to   $12.00.  FAMOUS 
WAIST  CO.,  65  West  Houston  Street,  Njew 
York. 


WAISTS:  heavv  satin  stripe  tub  $27;  heavy 
satin  stripe  crepe  $36.    ASH  &  CO.,  925 
Filbert  St.,  Philadelphia. 


LINES  WANTED 


DUSINESS  MAN,  25  years'  in  wholesale 
toy  business,  also  buyer  for  Russia  and 
Poland,  offers  services  to  American  firm  as 
buyer  of  German  toys.  MORITZ  WELTMAN, 
Tittmann  str.  49,  Dresden,  Germany. 


C  OLE  AGENCIES  required  for  the  whole 
^  of  Ireland  by  firm  with  head  oflice  in 
Dublin,  for  gloves,  corsets,  etc.,  or  any  lines 
suitable  for  the  Irish  Market.  BOX  1712, 
Dry  Goods  Economist. 


VY/ ANTED  by  men  with  an  established  trade 
"  a  side  line  of  Infants'  and  Children's 
apparel  up  to  five  years.  Massachusetts  or 
New  England,  to  Job  preferred.  Address  BOX 
1705,  Dry  Goods  Economist. 


As  the  Economist  circulation  covers  such  a  wide  area,  whenever  possible 
give  name  and  address.    If  a  box  number  is  used,  give  some  idea  of  location 
of  business.     For  example,  "Pennsylvania,"  Box  810,  Dry  Goods  Economist. 
In  "Position  Wanted"  ads,  state  preference  as  to  location,  if  any. 
All  replies  to  box  numbers  are  forwarded  daily  from  the  Economist  office. 

IF,  in  answering  Economist  Want  Ads  directed  to  this  office,  you  supplement 
your  letter  with   additional  matter  photographs,    samples   of  ads,  etc.  

be  sure  and  send  sufficient  postage  to  cover  the  cost  of  forwarding  them  to  the 
advertiser.  The  Economist  can  only  forward  first  class  mail  covered  by  2c 
postage. 

Rates: — Position  Wanted — 40  cents  per  line.     All  other  headings — SO  Qents  per  line. 
6  words  or  fraction  thereof  usually  constitute  1  line.     Minimum  amount  accepted  4 
lines.    Capitals  considered  as  two  lines.     Boxed  display  ads — $7.00  per  inch;  Position 
Wanted — ^$6.00  per  inch — minimum  amount  accepted  1  inch. 
Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  double  the  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


HELP  WANTED 


ASSISTANT  MANAGER  for  a  prosperous 
growing  well  organized  department  store 
and  expanding  rapidly  to  meet  the  demands 
of  a  fast  growing  industrial  community  located 
in  the  North-west.  Will  do  a  million  and  a 
half  this  year.  This  position  has  unusual 
opportunities  for  the  man  who  can  qualify. 
It  requires  a  high  grade  man  of  vision  and 
ability  with  high  grade  department  store 
training.  Must  be  familiar  with  all  lines  of 
merchandise;  tactful  in  hiring  and  managing 
help;  with  a  starting  salary  of  $6,000  for  the 
first  year.  State  in  your  first  letter  your  age, 
nationality  and  salary  now  receiving  and  full 
business  history.  No  one  under  40  need  apply. 
.Ml  applications  will  be  held  strictly  confidential. 
BOX  1722  Dry  Goods  Economist. 


WANTED  TO  BUY 


WANTED  for  Detroit  and  adjacent  territory 
by  an  experienced  salesman  with  estab- 
lished trade  a  line  of  cotton  yard  goods,  cur- 
tains and  white  goods,  ribbons  and  notions. 
BOX  1659,  Dry  Goods  Economist. 


VT/ELL  KNOWN  RIBBON  SALESMAN  de- 
sides  connection  selling  agent  for  entire 
output    of    a    mill.      Box    1740,    Dry  Goods 
Economist. 


BUSINESS  OPPORTUNITIES 


BASEMENT  DEPARTMENTS  FOR  RENT— 
Basement  departments  for  rent  consisting 
of  ladies'  ready-to-wear,  millinery,  shoes,  in 
exceptionally  well  rated  specialty  shop  doing 
half  million  business  situated  in  one  of  the 
best  cities  in  Middle  West.  Wonderful  op- 
portunity for  growth.  Immediate  action 
necessary.  Write  N.  C,  1214  Wilson  Bldg., 
New  York. 

CORPORATION  controlling  special  patented 
non-competitive  machine  having  tremendous 
earning  possibilities,  desires  agents^  and  dis- 
tributors having  had  experience  in  selling 
large  retail  stores  throughout  the  United  States. 
Cooperation  and  aggressive  sales  promotion  as- 
sured. This  is  an  exceptional  opportunity  for 
responsible  specialty  salesman  desiring  to 
secure  exclusive  and  protected  territory,  en- 
abling building  up  large  profitable  business. 
Write  stating  territory  desired,  experience  and 
previous  connections,  also  financial  responsi- 
bility. Due  consideration  will  be  given  those 
with  best  qualifications.  BOX  1715,  Dry 
Goods  Economist. 


Our  business  is  conducting  .leased  depart- 
ments in  department  stores — Housef urnishings 
and  China.  Experienced.  Plenty  of  capital. 
Looking  for  location  in  good  live  department 
store.    A.  D.  SLOCUM,  Fort  Dodge,  Iowa. 


DESPONSIBLE  Company  wants  to  lease 
^  space  for  optical  departments  on  percent- 
age basis.  Only  good  locations  with  prosperous 
stores  considered.  WEBBER  OPTICAL  CO., 
Danville,  lil. 


WANT  TO  LEASE 
CONCERN  OF  HIGH  STANDING  IS 
frPRN  TO  NEGOTIATE  WITH  PROGRES- 
SIVE DEPARTMENT  STORE  FOR  SP.ACK 
SUITABLE  FOR  YOUNG  MENS'  AN'I) 
BOYS'  CLOTHING,  IF  NECESSARY, 
WILf,  BE  PLEASED  TO  EXCHANGE 
REFERENCES.  COMMUNICATIONS  CON- 
SIDERED CONFIDENTIAL.  BOX  1736, 
Dry  Goods  Economist. 


TO   HOSIERY  MANUFACTURERS 

A  British  Wholesale  and  Shipping 
Firm  of  London,  England,  is  open  to 
purchase  large  quantities  of  Silk,  Cot- 
ton, Art  Silk  and  Lisle  Ladies'  Hose, 
perfect  goods  only.  Write  giving_  full 
particulars  and  name  of  agent  if  in 
London.  To  Box  455,  Willings,  125 
Strand,  London,  England. 


\T/ANTED — To  buy  for  cash,  department  store 
W  in  Ohio,  Indiana  or  Michigan,  doing 
business  up  to  $500,000.00  per  year.  Must 
have  large  up-to-date  stock.  Buyer  has  ample 
resources.  Address  BOX  1730,  Dry  Goods 
Economist. 


FOR  RENT 


A LARGE  new  modern  basement  in  the 
liveliest  and  busiest  department  store  in 
Albany.  Basement  now  under  course  of  con- 
struction to  be  ready  in  about  three  weeks. 
Space  approximately  50  x  100.  We  want  to 
rent  this  space  for  housefurnishings  and  kindred 
lines.  A  business  of  $100,000  to  $200,000  can 
be  developed  here  in  a  short  time.  If  you 
are  looking  for  a  proposition  of  this  sort, 
would  advise  you  to  visit  Albany  and  the 
proposition  will  be  gone  over  with  you  in 
detail.  M.  LURIE  &  CO.,  54-62  South  Pearl 
St.,  Albany. 


BIG  BUSINESS  BARGAIN 
Will   lease  our  ready-to-wear  dept.   to  reliable 
party.    Doing   about    $100,000   business.  Best 
city  in  Penna.,  150,000  population.    BOX  1537, 
Dry  Goods  Economist. 


FOR  RENT— Shoe  department  in  a  high 
class  specialty  store  in  a  city  of  150,000 
population  in-  the  middle  West.  Space  in  the 
rear  of  main  floor,  one  of  the  best  stores  and 
locations  in  town.  Only  responsible  concern 
who  can  handle  popular  and  high  class  ladies' 
shoes  need  answer,  to  I.  SLOANE,  1270  Broad- 
way, New  York. 


T  IVE  PROGRESSIVE  CONCERN  doing  big 
volume  of  business,  willing  to  lease  space 
on  first  floor  for  women's  shoe  department. 
Location  most  ideal.  Only  an  aggressive  wide 
awake  concern  will  be  considered. 

THE  PARISIAN  CO. 
Birmingham,  Ala. 


VJ^ANTED  to  lease  high  class  ladies'  shoe 
"  spacf  in  ladies'  ready-to-wear  department 
of  specialty  store,  best  city  in  Oklahoma.  BOX 
1664,  Dry  Goods  Economist. 


WANTED  TO  BUY 


/"■!) R ISTI A,\  firm  will  buy  dry  goods  stock 
^-^  or  dry  goods  and  ready-to- war  in  New 
York,  I''nnsylvania  or  Ohio.  Address  BOX 
1731,  Dry  Goods  Economist. 


OPEN  to  buy  medium  lize  department  stores 
doing  anywhere  from  $150,000  to  $400,000. 
in     New     York     State,     Pennsylvania,  Ohio, 
Indiana  and   Michigan.     Stat'-  what   you  have 
.  to  oflfer.    BOX  1533,  Dry  Goods  Economist. 


T  T  NUSUAL  opportunity  in  gloves,  toilet  arti- 
^  cles,  fancy  leather  goods,  women's  neck- 
wear. Will  lease  to  right"  party  for  these  lines 
ground  floor  space  in  established,  attracti-ve. 
women's  apparel  store  in  Middle  Western  city 
of  300,000.  Must  know  and  be  able  to  mer- 
chandise quality  goods,  catering  to  the  best 
trade.  If  party  desires,  he  may  absorb  hosiery 
department  now  doing  $30,000  annually.  BOX 
1666,  Dry  Goods  Economist. 


FOR  SALE 


FOR  SALE — A  complete  outfit,  consisting  of 
eleven  National  Cash  Register  Electric 
'Phones,  one  OfiSce  Switch  Board  and  two  Mo- 
tors. This  is  a  bargain  at  one-half  price  Ap- 
ply The  M.  M.  NEWCOMER  COMPANY, 
BOX  774,  Knoxville,  Tenn. 


FOR  SALE — 32  Measuregraph  Machines  for 
use  in  yard  goods  departments  at  one-half 
present  price.  Address  Supply  Department, 
MANDEL  BROTHERS,  CHICAGO. 


rpOR  SALE— $20,000  Stock  of  Men's  and 
^  Women's  Furnishings.  If  you  want  a 
good-paying  store  where  you  can  make 
$8,000  clear  over  and  above  all  expenses 
yearly  answer  this  advertisement.  Situated 
on  one  of  the  busiest  Main  Street  business  cor- 
ners. Must  sell  on  account  of  health.  F.  B. 
SCHAEFER,  1379  Main  St.,  Buffalo,  N.  Y. 


LADIES'  and  Children's  ready-to-wear  busi- 
ness— with  china,  glassware,  toys,  etc.,  in 
annex  (double  store).  Best  small  town  in 
Western  Penna. — county  seat.  An  old  estab- 
lished, successful  cash  business,  showing  steady 
gains.  On  main  thoroughfare.  About  $7,500 
stock.  Splendid  opportunity  for  man  and  wife 
with  business  experience.  Owner  wishes  to 
retire.    BOX  1685,  Dry  Goods  Economist. 


LAMSON  CASH  SYSTEM  FOR  SALE 
Lamson's  "Preferred"  and  "Perfection"  Cable 
Cash  Carrier  System,  consisting  of  eleven  lines, 
47  stations,  166  cups,  one  motor,  drive  shaft  and 
pulleys — enough  to  take  care  of  three  or  four 
large  floors,  a  real  bargain  for  a  quick  buyer. 
SMITH  &  WELTON,  INC., 
Norfolk,  Va. 


ASSISTANT  TO  CHINA  BUYER 

We  have  an  opening  for  a  young  man  as 
assistant  to  the  buyer  of  our  China  and  Glass- 
ware Department.  One  acting  in  similar 
capacity  preferred.  Good  salary,  permanent 
position. 

Apply  Superintendent 
BOSTON  STORE, 
MILWAUKEE 


ASSISTANT 
SHOE  BUYER 
By    a    Baltimore    Department    Store.  Ability, 
energy  and  a  clean  record  required.    State  all 
particulars    and    salary    expected.    BOX  1708, 
Dry  Goods  Economist. 


BUYER  AND  MANAGER  for  Millinery  De- 
partment in  PFEIFER  BROS.  DEPART- 
MENT STORE,  Little  Rock,  Ark.  Bonus  and 
salary.     Southern  experience  required. 


BUYER  for  notions,  art  goods,  jewelry  and 
leather  goods  for  a  store  in  a  New  England 
City.  A  good  opportunity  for  a  young  man 
who  can  show  results.  State  particulars  in 
first  letter.  BO'X  1711,  Dry  Goods  Econo- 
mist. 


SIX  TIME  CLOCKS 
FOR  SALE 

— every  one  in  first  class  condition;  will  sell 
separately  or  n  single  lots;  large  size.  $75. 
small  size,  $50.  For  full  particulars  address. 
Superintendent,  YOUNKER  BROTHERS,  Des 
Moines,  Iowa. 


6  LAMSON  BASKET  CASH  CARRIERS. 
Address  WELKERS,  1120  Caldoun  St.,  Ft 
Wayne,  Ind. 


We  Have  for  Immediate  Disposal 

A  Lamson  Air  Line  system  for  carry- 
ing packages  and  cash;  18  stations  com- 
plete, with  central  station;  also 
An    elevated    wrapper's    and  cashier's 
station,  natural  oak. 

GEO.  E.  STIFEL  CO., 
Wheeling,  W.  Va. 


BUYER 
DRESS  GOODS  &  SILKS 
THIS  IS  AN  OPPORTUNITY 
FOR  A  COMPETENT.  DE- 
PENDABLE BUYER  IN  A 
MODERN.  PROGRESSIVE 
MIDDLE  WEST  DEPART- 
MENT STORE.  SEND  BUSI- 
NESS HISTORY.  AGE  AND 
SALARY  DESIRED  IN  FIRST 
LETTER.  ADDRESS  BOX 
1647.  DRY  GOODS  ECONO- 
MIST. 


BUYER 

SILKS  AND   DRESS  GOODS 
DEPARTMENT 

by  one  of  the  most  progressive  Eastern 
stores,  a  night's  ride  from  New  York. 
Must  be  experienced  in  aggressive  mer- 
chandising and  must  be  familiar  with 
medium  and  highest  grades  of  merchan- 
dise. This  position  presents  a  great 
opportunity  for  a  smart  assistant  who  is 
now  under  a  successful  buyer 

BOX  1663,  Dby  Goods  Economist. 


VALUABLE  SPACE  to  b-t  in  department 
store,  in  city  of  275,000  population,  near 
Boston,  ladic-s'  hnsicrv.  undcrwf-ar,  corsets 
and  gloves.  Apply  BOX  1710,  Dry  Goods 
Economist. 


FOR  SALE 


pOMPLETE  Lamson  Cash  Carrier  System; 
^  26  stations;  for  large  store  of  one.  two 
or  three  floors.  Priced  for  quick  sale.  KING'S 
PALACE,  Washington,  D.  C. 

r\RY  GOODS,  fancy  silks,  laces,  curta-n  m-i- 
^  tcrials,  cut  glass  and  china.  The  only 
store  of  the  kind  in  town  of  3,000.  Best  loci- 
t-on  in  square.  County  seat  of  town  in  North- 
west Missouri.  $12,000  will  buy  stock  and  fix- 
tures. Owner  wishes  to  retire.  BOX  173B, 
Dry  Goods  Economist. 


HELP  WANTED 


BUYER  WANTED 
FOR  A  STORE 
SELLING   A    MILLION  DOLLARS 
ANNUALLY 

Last  buyer  who  has  just  died,  was  so  success- 
ful he  made  six  trips  to  New  York  each  year. 
Following  departments.  Notions,  art  goods, 
toilet  goods,  gloves,  hosiery,  ribbons,  stationery. 
Address  ROBERT  T.  ALEXANDER,  6  West 
32d  St.,  New  York. 


ADVERTISING  MANAGER 

High  grade  store  in  one  of  the  larg- 
est Middle  West  cities  is  ready  to  con- 
sider applications  for  position  as  ad- 
vertising manager.  Preference  is  for  a 
man  accustomed  to  high  grade  work. 
No  objection  to  one  now  in  an  assistant 
position.  Address  BOX  1693,  Dhy 
Goods  Economist. 


ASSISTANT— A  large  Kansas  City  store  re- 
quires  the  services  of  a  young  woman  in 
their  hosiery  dc-partmcnt  as  assistant  to  the 
manager.  State  experience;  where  now  em- 
ployed; salary  expected;  splendid  opening  for 
one  with  unusual  ability.  BOX  1727,  Dry 
Goods  Economist. 


BUYER 

We  are  doing  more  drygoods  business  than 
ever  and  need  a  good,  live,  experienced  buyer 
for  laces,  trimmings,  handkerchiefs,  pocket- 
books,  notions,  ribbons,  neckwear,  and  kindred 
small  ware  and  fancy  goods  lines.  We  are  a 
department  store  doing  nearly  half  a  million 
in  Middle  West  town  of  20,000.  Address  Box 
1739,  Dry  Goods  Economist. 


COMBINATION  MAN 
Popular  price  department  store  in 
southern  city,  wants  window  trimmer, 
card  writer  and  advertising  man. 
Must  write  forceful  ads,  trim  business- 
getting  windows  and  write  attractive 
cards.  Salary  $60.  State  experience 
and  send  samples  of  work  in  first  letter. 
Good  opportunity  for  a  hustler.  BOX 
1667,  Dry  Goods  Economist. 


The  great  economy  cloth 

RENFREW 
DEVONSHIRE 

A  Yam  Dyed  I    ^\  T"  LJ  "Outweara 

Fabnc       \^  \,/\J   1     IT.  Galatea" 
32  INCH 

None  superior  in 
wearing  quality 
color  or  finish 

m 

SINCE  lae? 
Also  makers  of 
RENFREW     COLORED  DAMASK 
RENFREW     N  U  V  0  G  U  E  FABRICS] 
RENFREW  GREAT  WHITE  FABRICSj 

F.    U.    STEARNS   &  COMPANY 

SELLING  AGENTS 
9  Thomas  Street  New  York 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


"Old  Bleach"  Pure  Irish  Linens  are 
identified  by  this  insignia. 

—also,  identified  with  surpassing 
beauty  and  highest  quahty. 

Our  new  prices  offer  advantages 
that  buyers  will  be  quick  to  appre- 
ciate— now  that  linens  are  active 
again. 


The 


bid  Bleach"  Linen  Co.,  Ltd. 

Reg.  Trade  Mark 

23  -  25  East  26th  Street,  New  York 

Canadian  Representative:  W.  H.  STELE Y 
22  West  Wellington  Street,  Toronto,  Ont. 
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THE  BUYERS'  WEEKLY  STAFF  MEETING 

75th  Year  New  York,  Saturday,  March  12,  1921 

S.  H.  DiTCHETT,  Editor-in-Chief 
Ernest  C.  Hastings,  Managing  Editor  E.  C.  Donegan,  News  Editor 


No.  4001 


R.  B.  Bunting — Floorcoverings,  draperies  and 
other  home  goods  ;  linens 

W.  D.  Dakbt — Silks,  woolens,  worsteds,  cottons 
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Good  for  Presidents  and  for  Business  Men 


SINCE  the  last  issue  of  the  Dry  Goods 
Economist  went  to  press  there  has  oc- 
curred what  bids  fair  to  prove  a  mo- 
mentous change  in  our  national  government. 
On  Friday  of  last  week  Warren  G.  Harding 
took  his  place  in  the  long  line  of  American 
Presidents  and  entered  on  his  duties  as  the 
nation's  Chief  Executive. 

In  these  days  Americans  do  not  with  one 
accord  throw  their  hats  in  the  air  or  split  the 
welkin  with  applause  because  of  a  change  in 
the  Washington  administration.  We  are  less 
buoyant,  less  optimistic  than  our  forefathers; 
we  prefer  to  "wait  and  see;"  we  look  upon 
each  new  President  as  an  unknown  quantity. 
None,  in  fact,  can  foresee  the  demands  that 
will  be  made  on  him,  the  exigencies  with 
which  he  must  do  his  best  to  cope. 

There  are,  however,  two  points  about  Presi- 
dent Harding  that  should  make  Americans, 
whatever  their  political  creed  or  bias,  hopeful 
as  to  the  outcome  of  his  administration. 

The  first  of  these  is  that  repeatedly  since 
his  nomination  to  the  high  office  he  now  fills 
he  has  given  evidences  of  a  conscientious  rec- 
ognition of  the  difficulties  he  is  required  to  face 
and  the  responsibilities  he  has  been  called 
upon  to.  assume.  "I  feel  more  like  praying," 
he  is  quoted  as  saying  when  asked  how  he  felt 
about  his  nomination.  A  godfearing,  upward- 
looking  man,  it  would  seem,  'anxious  to  take 
the  right  action,  pursue  the  right  course.  And 
it  is  noteworthy  that  subsequent  to  his  elec- 
tion little,  if  anything,  has  been  heard  along 
the  lines  of  the  early  criticisms  as  to  Mr. 
Harding's  alleged  proneness  to  follow  blindly 
the  counsels  of  his  party's  leaders. 

This  thought  brings  us  to  the  second 
quality  which  the  new  President  seems  to  pos- 
sess in  a  large  degree,  and  this  is  the  ability 
to  work  with  others — willingness  to  learn  the 
other  fellow's  point  of  view,  coupled  with  a 
sincere  desire  to  utilize  the  special  qualities  of 
his  lieutenants  in  the  effort  to  buttress  or 
quicken  his  own  powers,  as  the  case  may  re- 
quire, and  thus  provide  that  "compensating 
balance"  which  will  offset  or  make  up  for  his 
own  shortcomings.  And  inasmuch  as  no  mortal 
has  ever  yet  been  perfect,  inasmuch  as  the  suc- 
cess of  many  men,  great  captains  of  industry 


and  others,  has  been  attributed  by  themselves 
largely  to  the  co-operation  given  them  by  their 
associates  in  business,  the  possession  of  this 
quality  of  being  able  to  work  with  others  is, 
in  our  opinion,  an  excellent  augury  as  to  the 
kind  of  results  our  new  President  will  be  able 
to  accomplish. 

WITH  Woodrow  Wilson,  as  he  returns  to 
private  life,  will  go  the  good  wishes  of 
many  millions  in  this  country  and  abroad. 
That  he  spent  himself  in  what  he  believed  to 


We'll  Say  So! 


I SPEAK  for  administrative  effi- 
ciency, for  lightened  tax  burdens, 
for  sound  commercial  practices,  for 
adequate  credit  facilities,  for  sympa- 
thetic concern  for  all  agricultural  prob- 
lems, for  the  omission  of  unnecessary 
interference  of  Government  with  busi- 
ness, for  an  end  to  Government's  ex- 
periment in  business,  and  for  more 
efficient  business  in  Government  ad- 
ministration. 
From  President  Harding's  inaugural  address. 


be  the  cause  of  humanity  is  generally  recog- 
nized; that  he  may  have  complete  restoration 
to  health  is  the  universal  desire.  That  as  a 
new  perspective  is  afforded  by  the  lapse  of 
time  he  will  rise  in  the  estimation  of  even  his 
most  severe  critics  and  his  most  bitter  antag- 
onists there  can  be  no  question.  Woodrow 
Wilson  is  a  great  American,  great  from  many 
standpoints,  and  that  he  may  be  with  us  for 
many  years  is  our  hope  and  our  earnest 
prayer. 

Great  as  Mr.  Wilson  is,  however,  he  has 
proved  himself  lacking  in  the  one  quality 
which  would  have  made  him  still  greater. 
And,  strange  to  say,  this  is  just  the  quality 
which  seems  to  be  possessed  in  large  degree 
by  his  immediate  successor  in  the  presidential 
office.  Can  anyone  recall  the  development  by 
Mr.  Wilson,  during  his  eight  years  of  office,  of 


any  strong,  loyal  capable  lieutenant?  Criti- 
cism and  sarcasm  have  been  hurled  at  more 
than  one  member  of  his  Cabinet,  but  talk  with 
those  who  know  this,  that  or  the  other  of  Mr. 
Wilson's  former  aids  in  that  aid's  home  and 
the  character  they  give  him  will  be  found  to 
be  of  the  best — for  ability  and  brains  as  well  as 
integrity.  "He  simply  wasn't  'let,'  "  they  will 
tell  you.  And  the  resignation  or  other  actions 
of  others  of  the  ex-President's  Cabinet  mem- 
bers speak  loudly  along  the  same  lines. 

Similarly,  in  his  relations  with  Congress. 
Mr.  Wilson  was  by  no  means  the  only  Presi- 
dent who  encountered  opposition  on  the  part 
of  the  Senate  or  of  the  House,  or  of  both.  Far 
from  it.  But  when  we  consider  how  his  break 
with  the  Senate  arose  and  how  the  rift  broad- 
ened and  widened  is  it  too  much  to  say  that  by 
a  President  of  less  self-centered  views,  by  an 
executive  possessed  of  greater  understanding 
of  his  fellow  men  and  of  a  keener  regard  for 
the  feelings  of  his  associates,  much  of  the 
trouble  could  have  been  avoided? 

That  years  before  his  elevation  to  high 
office  Mr.  Wilson  himself  had  a  glimpse  of  the 
need  in  an  executive  of  a  quality  in  which  he 
himself  proved  so  lacking  is  apparent  in  his 
comments  on  a  former  President  of  the  United 
States,  in  "A  History  of  the  American  Peo- 
ple," copyrighted  by  Woodrow  Wilson,  in  1901 
and  1902,  to  this  effect:  "A  more  moderate, 
a  more  approachable,  more  sagacious  man 
might  by  conference  have  hit  upon  some  plan 
by  which  his  differences  with  the  leaders  in 
Congress  would  have  been  accommodated." 

WE  may  seem  to  have  labored  this  weak 
point  in  the  make-up  of  one  of  the 
world's  most  remarkable  men.  We 
have  done  so,  however,  not  by  any  means  in  a 
spirit  of  cavil  or  of  captious  criticism,  but 
simply  because  of  the  lesson  it  affords  to  busi- 
ness men. 

There  are  numerous  merchants — and  this 
is  true  of  owners  of  little  stores  as  of  proprie- 
tors of  big  ones — who  are  wearing  themselves 
out  because  they  will  not  delegate  authority, 
will  not  confer  responsibility.  They  are  wres- 
tling and  striving  in  an  unnecessary  degree 
just  because  they  have  failed  to  train  compe- 
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tent  assistants.  There  are  also  numerous  men 
and  women  occupying  positions  in  stores  who 
prevent  themselves  from  going  up  to  higher 
places  just  because  they  cannot  or  will  not 
work  with  others.  Such  people  do  not  realize 
the  extent  to  which  their  progress  is  dependent 
on  the  keeping  of  their  minds  open  to  new  im- 
pressions, as  well  as  on  the  part  which  the  aid 
and  co-operation  of  others  may,  or,  rather, 
inevitably  does,  play  in  opening  up  and  keep- 
ing clear  the  road  to  success. 


SelV  Resident  Buyer  to 
Department  Heads 


"M 


Y  resident  buyer  in  New  York  and  my 
department  buyers  in  the  store. 
What  are  the  relations  between 
them?"  This  is  a  question  the  merchant  might 
well  ask  himself  with  frequency,  and  not  rest 
satisfied  with  asking  it  but  look  into  the  situa- 
tion and  arrive  at  a  correct  answer — an  accu- 
rate, first-hand  knowledge  of  the  situation. 

If  this  is  a  matter  he  has  failed  to  study 
and  follow  up,  he'll  find  in  all  likelihood  that 
the  green-eyed  monster  is  actively  on  the  job, 
or,  to  put  it  less  poetically,  that  there's  a  whole 
lot  of  jealousy  on  the  part  of  the  department 
buyers  as  regards  the  New  York  man  and  his 
work. 

We're  safe  in  saying  this  not  only  because 
such  an  attitude  does  exist  in  many  cases,  but 
because  it's  just  "human  nature"  that  it  should 
exist.  Unless  the  matter  is  carefully  explained 
to  him  (or  her)  and  the  attitude  of  the  store 
head  or  firm  made  perfectly  clear,  it  is  but 
natural  for  a  department  buyer  to  feel  that 
the  resident  buyer's  activities  tend  to  detract 
from  the  importance  of  the  department  buy- 
er's work  and  the  need  for  his  (or  her) 
services. 

Such  may  not  be  the  attitude  of  all  the  de- 
partment buyers  in  a  store.  Those  who  have 
had  experience  with  a  resident  buyer  will,  in 
all  probability,  realize  the  advantages  which 
they  as  well  as  the  store  can  derive  from  his 
co-operation. 

It  is  well  worth  while,  however,  for  the 
store  owner  or  firm  to  "sell"  the  resident  buyer 
to  his  entire  staff.    This  is  just  as  important 


as  it  is  to  bear  in  mind  certain  things  in  se- 
lecting a  resident  buyer  which  were  outlined 
in  these  columns  on  Feb.  26.  "Selling"  the 
resident  buyer  to  the  department  buyers  ought, 
indeed,  to  be  the  merchant's  first  task  after  he 
has  decided  on  who  is  to  represent  his  store  in 
the  New  York  market. 

Explain  to  the  department  buyers  that  the 
New  York  representative,  whether  an  indi- 
vidual or  a  concern — is  going  to  be  an  aid  and 
not  in  any  way  a  competitor  to  each  depart- 
ment head.  Tell  your  people  that  the  New 
York  man  is  not  going  to  make  their  jobs  un- 
necessary, but  that  he  is  their  co-worker. 

And  here  is  a  good  chance  for  the  mer- 
chant to  lay  stress  on  the  great  and  by  all  odds 
most  important  function  of  the  department 
head,  and  in  so  doing  kill  two  birds  with  one 
stone,  viz.,  reassure  the  department  buyers  that 
the  New  York  man  has  no  designs  on  their  job 
and  induce  the  department  buyers  to  realize 
more  keenly  than  ever  that  they  have  got  to  be 
department  sellers.  . 

We've  used  the  term  "department  buyer"  in 
this  article  just  for  the  sake  of  convenience 
and  because  it  hooks  up  with  the  phrase  "resi- 
dent buyer."  Perhaps  you've  noticed  that  the 
Economist  consistently  avoids  the  use  of  the 
word  "buyer"  and,  as  a  rule,  employs  the 
phrase  "merchandise  department  head."  We 
do  so  because  of  the  fact  that  selling,  manage- 
ment of  his  staff,  watching  the  movement  of 
his  stock,  preparing  ad  copy  and  such-like 
duties  make  up  75  per  cent  of  the  department 
head's  job,  while  the  buying  represents  but  25 
per  cent.  We  have  some  good  friends  among 
merchants  and  general  managers  who  also 
avoid  the  word  "buyer"  and,  with  them,  we 
have  tried — so  far  unsuccessfully — to  devise  a 
title  as  brief  as  "buyer"  but  expressive  of  all 
the  "buyer's"  duties. 

With  facts  like  those  above  mentioned  in 
mind  and  with  that  knowledge  of  the  make-up 
and  temperament  of  each  of  his  merchandise 
department  heads  which  he  no  doubt  possesses, 
the  merchant  who  is  so  progressive  as  to  em- 
ploy a  resident  buyer  surely  ought  to  have  little 
difficulty  in  overcoming  whatever  jealousy 
there  may  exist  against  that  adjunct  to  his  or- 
ganization. 


Things  To  Work  For 

SOMETHING  of  what  a  Better  Business 
Bureau  can  accomplish  in  the  way  of  pro- 
tecting the  interests  of  the  merchant  who 
does  business  on  the  level,  especially  where  a 
State  law  against  fraudulent  advertising  can 
be  invoked,  is  indicated  by  a  recent  occurrence 
in  Indianapolis.  The  incident  also  shows 
what  such  a  bureau  can  do  for  the  merchant 
who  is  not  on  the  square — that  is,  by  causing 
him  to  realize  that  honesty  is  the  best  policy. 

The  unprincipled  or  shortsighted  merchant 
in  the  case  we  have  in  mind  purchased  a  stock 
of  goods  from  the  receiver  in  bankruptcy.  He 
then  stretched  across  the  front  of  his  store 
a  muslin  sign  reading:  "Bankrupt  Sale." 
This  sign  further  declared  that  "the  entire 
stock  must  be  closed  out  in  thirty  days." 

The  impression  was  thus  created  among  the 
public  that  the  merchant  was  bankrupt  and 
that  his  entire  stock  must  be  closed  out  quick- 
ly, whereas  the  fact  was  that  the  sale  covered 
only  the  stock  he  had  purchased  from  a  bank- 
rupt. 

The  Better  Business  Bureau  of  Indianapolis 
called  the  merchant's  attention  to  the  mislead- 
ing nature  of  this  advertising  and  he  prom- 
ised to  take  down  the  sign.  He  failed  to  keep 
his  promise,  however;  so  the  Bureau  filed  an 
affidavit  charging  him  with  violation  of  the 
State  law  against  fraudulent  advertising.  On 
trial  the  court  found  the  merchant  guilty  as 
charged  and  imposed  a  fine  of  $10  and  costs. 
Counsel  for  the  defendant  announced  that  the 
case  would  be  appealed.  No  appeal  was  taken, 
however,  and  the  fine  was  paid. 

Perhaps  the  most  gratifying  result  of  the 
prosecution  was  this:  that  the  merchant  sub- 
sequently went  to  the  Better  Business  Bureau 
and  expressed  his  desire  to  co-operate  with  its 
efforts  for  truth  in  advertising  in  Indianapolis. 
This  offer  was  accepted  and  the  merchant  is 
now  one  of  the  Bureau's  members. 

Two  things,  then,  for  retailers  everywhere 
to  work  for  right  now,  if  they  do  not  already 
possess  them:  a  local  Better  Business  Bureau 
and  a  State  law  against  false  and  misleading 
advertising. 


5  UP  PI.  US 


News  note— Immigration  Commissioner  Caminetti  returns  from  Europe  and  warns  that  a  flood  of  immigration  is  not  only  possible,  but  probable. 

LOOK.',-  LIKE  A  CASE  OF  "BRINGING  EUROPE  BACK,"  OR  BRINGING  IT  OVER  HERE! 
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The  Export  Business  of  the  United 
States  and  Why  It  Is  Your  Business 

None  of  Us  Can  Enjoy  Breakfast,  Much  Less  Our  Profits,  without 
Being  Affected  by  Export  Business — But  to  Many  It  Seems  a 
Distant  Subject,  According  to  an  Interview  with  George  Ed*  Smith 


T  r  NFORTUNATELY,  there  appears  to  be 
1  J  a  belief  in  this  country  not  alone  among 
the  uninitiated,  but  also  among  many  of 
our  business  men,  that  the  export  business  is 
a  thing  apart,  something  in  which  the  average 
manufacturer  and  merchant,  the  man  on  the 
street,  the  salaried  employee,  has  no  interest 
whatever.  There  is  an  instinctive  feeling  that 
only  men  who  manufacture  for  export  and 
those  who  handle  either  raw  materials  or  man- 
ufactured goods  for  shipment  to  other  coun- 
tries, are  concerned  in  the  export  business. 
Nothing  could  be  further  from  the  truth. 

As  a  matter  of  fact,  every  one  in  the  United 
States  has  a  direct  interest  in  the  export  busi- 
ness of  the  United  States.  This  applies  alike 
to  manufacturers  whose  product  is  designed 
exclusively  for  domestic  consumption,  to  mer- 
chants of  all  sorts,  great  and  small,  to  retired 

business  men,  to  bankers,  to  sal-   

aried  workers,  and  to  laborers  of 
all  classes — skilled  and  unskilled. 
Each  has  a  direct  personal  interest 
in  this  matter  of  the  export  ques- 
tion. Many,  in  addition,  have  a 
business  or  professional  interest 
which  is  much  greater  than  they 
appear  to  believe. 

Taking  up,  first,  one  of  the 
broader  aspects  of  the  question,  it 
may  be  well  to  point  out  that  in 
the  year  1919  the  total  exports 
from  this  country  were  valued  at 
$7,225,084,257.  The  total  imports 
during  the  same  year  were  valued 
at  $3,095,876,582.  Here  is  a  bal- 
ance in  favor  of  the  United  States 

of  something  over  $4,000,000,000,   

and  the  figures  show  that  there 
was  brought  into  the  United  States  as  a  result 
of  export  trade  some  $4,000,000,000  of  foreign 
money  which  would  not  have  been  brought  here 
had  the  export  business  of  the  country  been 
less  than  the  import. 

Had  Wide  Distribution 

In  other  words,  the  export  trade  of  the 
country  contributed  $4,000,000,000  to  the  pros- 
perity of  the  United  States.  In  the  ordinary 
course  of  business  this  $4,000,000,000  was  dis- 
tributed among  producers,  manufacturers  and 
■workmen,  and  through  them  it  found  its  way 
into  the  ordinary  channels  of  the  retail  trade, 
contributing  to  the  success  of  the  small  manu- 
facturer, the  small  business  man,  the  owners 
of  theaters  and  of  moving-picture  houses,  and 
every  one  else  who  in  small  or  large  ways  are 
parts  of  our  complex  business  organization.  I 
think  it  safe  to  say  that  hardly  anyone  in  the 
United  States  failed  to  benefit  at  least  a  little 
by  this  enormous  balance  of  trade  in  our  favor, 
which  was  directly  attributable  to  our  export 
ljusiness. 

Strikes  Close  to  Us  All 

Small  merchants  and  manufacturers  and 
salaried  people  very  generally  have,  to  the 
present,  taken  no  interest  in  export  business. 
They  do  not  understand  it ;  they  are  busy  with 
their  own  affairs,  and,  having  no  time  to  study 


this  rather  complex  question,  they  assume  in 
many  instances  that  it  is  of  no  importance  to 
them  whether  we  have  export  trade  or  not. 
Yet  none  of  these  men  enjoys  his  breakfast  in 
the  morning  without  the  aid  of  our  export 
business.  That  sounds  to  many  almost  prepos- 
terous.  Let  us  look  at  the  facts. 

It  Hits  Close  to  Home 

"On  the  breakfast  table  is  linen,  probably 
imported  from  a  foreign  country.  There  is 
chinaware,  which  may  come  from  one  of  the 
other  continents.  In  the  knives  is  manganese 
— imported.  There  is  coffee  from  Brazil,  sugar 
from  Cuba.  The  tin  in  which  some  of  the 
food  has  been  packed  very  probably  came  from 
a  foreign  country.  The  tungsten  in  the  in- 
candescent globe  above  the  table  was  imported. 
Very  probably  the  man  or  some  member  of 


Look  Alive,  Mr.  Business  Man ! 

THAT  the  average  business  man  in  the  United  States  does 
not  fully  realize  the  importance  of  export  trade  both  to 
the  prosperity  of  the  country  as  a  whole  and  to  the  prosperity 
of  his  own  business,  that  the  threatened  curtailment  of  our  ex- 
port trade  is  a  matter  of  serious  concern  to  the  public  at  large, 
and  that  if  our  prosperity  is  to  be  maintained  the  interest  of 
both  the  business  and  the  general  public  must  be  enlisted  in 
support  and  promotion  of  our  export  trade,  is  the  opinion  ex- 
pressed by  George  Ed.  Smith,  president  of  the  Royal  Type- 
writer Co.,  in  a  vigorous  interview  on  the  subject  with  an 
Economist  staff  member. 


his  family  is  wearing  woolen  or  silk  goods,  the 
material  for  which  was  brought  from  abroad. 

Paid  for  with  Exports 

But,  says  the  skeptic,  you  are  now  talking 
about  imports  and  not  exports.  What  has  all 
of  this  to  do  with  the  export  business  of  the 
United  States?  It  has  a  very  direct  relation 
to  the  export  business  of  the  United  States, 
for  it  is  by  exporting  that  we  pay  for  the 
goods  we  import.  Were  that  not  so,  and  the 
United  States  a  debtor  nation  instead  of  a 
creditor  nation,  this  country  would  be  ship- 
ping gold  abroad  in  great  quantities,  and  the 
prosperity  of  the  country  would  be  reduced  by 
just  so  much. 

Even  the  "Flivver"  Comes  In 

The  man  on  a  small  salary,  who  rides  in 
his  automobile  on  Sunday  may  think  he  has  no 
interest  in  the  export  business.  But  he  knows 
the  price  of  the  tires  on  his  "flivver."  What 
he  does  not  know  is  that  the  price  of  those  tires 
is  determined,  at  least  to  an  extent,  by  this 
country's  export  business.  Crude  rubber  is 
imported.  It  is  paid  for  by  exports.  And,  if 
the  tire  manufacturers  of  this  country  were 
obliged  to  ship  gold  to  pay  for  the  crude  rubber 
they  imported,  the  price  of  tires  would  be  very 
materially  affected. 

The  small  manufacturer  turning  out  a  very 


fair  supply  of  wooden  clothes  pins  in  Keokuk 
may  think  that  because  his  whole  output  is 
disposed  of  within  a  radius  of  a  thousand  miles 
from  his  factory,  that  he  is  not  interested  in 
the  export  business.  He  fails  to  realize  that 
a  complete  stoppage  of  the  export  business 
might  mean  his  ruination.  There  are  other 
clothes  pin  manufacturers  in  the  country. 
They  are  manufacturing  for  export.  They 
may  not,  therefore,  compete  with  our  man  in 
Keokuk.  Let  the  export  business  die,  and  in- 
stantly all  other  manufacturers  of  clothes  pins 
become  active  competitors  within  that  thou- 
sand-mile radius,  and  our  friend,  the  small 
manufacturer,  finds  his  business  and  his  profits 
so  severely  cut  that  it  is  almost  hopeless  to 
continue. 

In  a  somewhat  like  manner  the  producer  of 
raw  materials — wheat,  for  instance — may 
think  that  because  he  sells  his 
product  at  a  good  price  near  home 
the  export  business  is  no  concern 
of  his.  He  is  quite  mistaken.  The 
price  he  gets  for  his  products  is 
determined,  at  least  in  very  large, 
measure  by  the  surplus  pro- 
duced in  the  country  and  exported 
abroad.  The  instant  the  surplus 
is  backed  up  into  his  particular 
market,  through  a  stoppage  of  the 
export  trade,  his  market  is  affected 
and  the  price  that  he  obtains  will 
drop.  These  are  elementary  eco- 
nomic facts,  and  the  surprising 
part  of  it  is  that  so  few  small 
producers  and  manufacturers  in 
America  realize  the  truth  of  them. 

Labor  in  this  country  has  a 
very  large  stake  in  the  export  busi- 
ness, for,  as  the  figures  show,  the  value  of 
goods  exported  is  very  great.  This  merchan- 
dise has  to  be  produced,  manufactured  and 
shipped.  It  takes  labor — a  great  deal  of  labor 
— to  produce  and  make  and  ship  goods  valued 
at  $7,000,000,000.  Perhaps  as  high  as  75  per 
cent  of  the  value  of  export  shipments  repre- 
sents labor  cost. 

The  labor  market  is  upheld  in  this  coun- 
try by  the  export  business.  Most  business  men 
in  the  country  realize  today  that  the  high 
figures  of  unemployment  are  due  to  a  very 
great  degree  to  the  curtailment  of  export  busi- 
ness due  to  disturbed  conditions  abroad. 
Were  this  export  business  wiped  out  entirely, 
and  for  a  long  period,  unemployment  would  not 
only  increase  enormously  but  would  continue 
indefinitely.  There  would  not  be  enough  work 
in  this  country  for  the  working  people  here, 
labor  prices  would  fall  rapidly,  and  the  country 
would  have  an  era  of  hard  times  such  as  it 
has  never  experienced. 

Why  We  Do  Need  Exports 

It  would  probably  be  possible  for  the  United 
States  to  exist  without  export  trade.  It  is  a 
fact  that  in  this  country  are  produced  most  of 
the  necessities  of  life  and  in  sufficient  quan- 
tities to  supply  the  existing  demand.  But 
when  it  comes  to  the  question  of  living  rather 
than  existing,  then  export  trade  becomes  a 

(Continued  on  pag-e  155) 
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Interest  in  Textiles  Centers  in 
Demand  for  Easter  Goods 


EASTER  selling  and  the  filling  in  of  lines 
depleted  thereby  is  engaging  the  atten- 
tion of  retailers  in  all  sections.  In 
leading  wholesale  houses,  too,  the  activities  of 
the  week  are  concentrated  on  the  movement  of 
goods  needed  for  immediate  selling. 

In  the  ready-to-wear  garment  industry 
precedence  is  given  to  Easter  merchandise  as 
a  matter  of  course,  and  in  accessories  such  as 
millinery,  gloves  and  shoes,  similar  conditions 
are  noted. 

Lever  Law's  End  Unnoticed 

So  great  has  been  the  demand  for  this 
needed  merchandise  that  but  little  notice  has 
been  taken  of  the  repeal  of  the  Lever  act  in 
the  closing  hours  of  Congress  last  week, 
despite  the  general  hostility  of  retail  mer- 
chants to  that  law. 

Other  developments  that  vitally  affect  pro- 
duction and  demand  are  engaging  the  atten- 
tion of  the  dry  goods  trade.  Prices  of  com- 
modities at  wholesale  have  declined  still  fur- 
ther of  late  and  now  stand  at  about  43  per 
cent  below  those  of  a  year  ago. 

With  cotton  at  less  than  11  cents,  wool  at 
prices  that  to  the  farmer  are  quite  as  distress- 
ing, and  several  other  important  raw  materials 
at  prices  that  do  not  equal  the  cost  of  produc- 
tion, the  question  arises:  Where  are  our  sur- 
plus stocks  to  be  merchandised,  and  how? 

More  Wage  Cuts 

Further  cuts  in  wages  which  will  have  the 
effect  of  reducing  the  cost  of  living  are  being 
announced  daily.  The  latest  of  these  include 
the  big  Western  packing  houses  and  the  New 
York  Central  Railroad.  The  steel  industry  is 
declared  to  be  due  for  some  reduction  of  labor 
costs  as  are  alternative  to  a  decreased  output. 

The  sudden  ending  of  the  negotiations  in 
London  on  Monday  has  served  to  postpone  for 
a  time  at  least,  the  resumption  of  trade  with 
German  textile  concerns. 

Recent  reports  from  Russia  tend  to  show 
that  Soviet  rule  in  that  country  has  received  a 
check. 

Poor  Outlook  for  Cotton 

In  the  cotton  goods  market  the  situation  is 
anything  but  rosy.  Raw  cotton  continues  to 
weaken  and  the  market  has  about  given  up 
hope  of  any  material  advance  for  the  time 
being.  The  almost  demoralized  state  of  the 
Lancashire  cotton  trade,  the  failure  of  Europe 
to  make  any  real  progress  toward  the  settle- 
ment of  her  outstanding  economic  and  political 
difficulties,  and  the  progressive  impoverishment 
of  the  world's  population  renders  the  outlook 
for  cotton  extremely  discouraging. 

It  is  generally  believed  that  the  situation 
will  be  corrected  to  some  extent  by  a  radical 
curtailment  of  the  acreage  planted  to  cotton 
this  season,  but  the  probable  extent  of  the  cur- 
tailment cannot  be  gaged  until  after  the  middle 
of  next  month,  when  planting  really  begins  in 
most  of  the  belt. 

Prices  Lack  Stability 

Yams  and  gray  goods  have  continued  dull 
and  weak.  Demand  has  been  light  for  prac- 
tically all  constructions,  and  prices  generally 
have  been  lower.  Print  cloths  were  quoted  in 
the  New  York  market  at  the  beginning  of  this 
week  on  the  basis  of  6%  cents  for  38y2-inch 
5.35  yard  64x60*8 — as  compared  with  a  high 
price  of  26  cents  last  year.    Sales  of  print 


cloths  at  Fall  River  last  week  amounted  to 
about  60,000  pieces,  as  compared  with  over 
300,000  pieces  for  some  weeks  in  January. 

Business  in  finished  cottons  continues  to  be 
confined  chiefly  to  small  orders  on  wash  goods 
for  immediate  delivery.  Ginghams,  tissues, 
voiles,  batistes,  organdies,  Swisses  and  silk- 
mixed  fabrics  are  most  in  demand.  Unbranded 
bleached  cottons  and  domestics  are  weaker. 

Woolens  and  Worsteds  Lower 

In  woolen  and  worsted  goods  the  feature  of 
the  week  has  been  the  opening  of  men's  suit- 
ings for  fall  by  the  American  Woolen  Co.  and 
the  announcement  by  the  same  company  that 
its  lines  of  dress  goods  and  cloakings  have  been 
sold  up  and  withdrawn.  These  matters  have 
been  noticed  in  detail  elsewhere  in  this  issue. 

At  the  close  of  last  week  the  Amoskeag 
Manufacturing  Co.  named  new  prices  on  serges 
and  other  dress  goods  for  forward  delivery. 
Among  the  representative  prices  named  are  50 
cents  for  a  36-inch  all-wool  serge,  $1,15  for  a 
54-inch  all-wool  French  serge,  $1.30  for  a  58- 
inch  poplin  and  95  cents  for  a  54-inch  Panama. 
All  these  prices  are  net.  They  are  about  50 
per  cent  lower  than  last  year's  prices  and  about 
75  per  cent  above  the  lowest  prices  quoted  im- 
mediately before  the  war. 

Raw  wool  markets  here  and  abroad  are 
quiet  and  weaker. 

Call  for  Silks 

Silks  remain  active  on  seasonable  goods  for 
prompt  delivery.  Demand,  as  previously  noted, 
runs  chiefly  to  Canton  crepes,  crepes  de  Chine, 
georgettes,  messalines  and  taffetas.  There  is 
also  a  demand  for  foulards  from  some  centers. 
Ribbons,  too,  are  quite  active.  National  Silk 
Week  has  been  a  distinct  success  and  has  stim- 
ulated demand  considerably  throughout  the 
country.  Harding  blue  was  very  much  fea- 
tured last  week  and  is  beginning  to  be  notice- 
able along  Fifth  Avenue. 

The  raw  silk  market  is  quiet  and  firm. 
Somewhat  more  activity  has  been  shown  in 
the  Canton  and  Italian  markets.  Stocks  of 
raw  silk  in  the  warehouses  of  this  country  on 
March  1,  according  to  figures  issued  by  the  Silk 
Association  of  America,  amounted  to  27,928 
bales,  as  compared  with  65,026  bales  on  March 
1  of  last  year. 

Dress  Accessories 

A  revival  of  embroideries  seems  fairly  cer- 
tain to  take  place  during  the  coming  summer. 
Some  of  the  leading  embroidery  houses  report 
a  very  pleasing  increase  in  demand  for  all-over 
Anglais  and  wide  embroidery  flouncings  in  or- 
gandy, batiste  and  some  of  the  finer  Swiss 
muslins. 

The  pre-Easter  business  of  lace  depart- 
ments is  reported  as  being  better  than  for  sev- 
eral years  past.  The  important  place  that  lace 
holds  in  the  present  fashions  is  no  doubt  re- 
sponsible for  this  greatly  increased  demand 
which  is  expected  to  continue  throughout  the 
spring  and  summer  seasons. 

Sash  ribbons  are  the  biggest  selling  number 
in  these  departments  at  the  present  time.  It 
seems  that  this  merchandise  cannot  be  too 
gorgeous  or  too  expensive.  Some  wonderful 
tinsels  and  silks  in  brocades,  warp  prints  and 
satins  are  being  featured. 

Velvet-trimmed  parasols  are  shown  with 
the  early  exhibits  of  summer  dresses.  Velvet 
ribbon  latticed  through  the  silk  and  tied  in 


bows,  or  appliqued  upon  the  silk  in  elaborate 
designs,  makes  stunning  parasols  for  wear 
with  the  dainty  wash  frocks  being  shown  for 
afternoon  and  tea  wear. 

Hosiery  Auction 

The  auction  of  5000  cases  of  Ipswich 
hosiery  was  jammed  by  jobbers,  a  good  many 
retailers  from  east  of  the  Mississippi  and  a 
scattering  of  mail  order  and  chain  store  repre- 
sentatives. Bidding  was  not  especially  keen, 
but  fair  prices  were  realized.  Cordovan  was 
the  best  color.  Grays  were  only  fair.  There 
seemed  to  be  a  good  sprinkling  of  speculators 
buying. 

Busy  on  Footwear 

Shoe  factories  are  rushing  at  top  speed  on 
late  style  creations  for  the  Easter  trade,  and 
some  of  them  are  working  overtime  because  of 
the  time  limit.  Practically  all  of  the  orders 
are  wanted  for  Easter  business,  and  a  great 
number  of  merchants  are  receiving  their  stock 
later  than  they  had  hoped  for. 

There  is  a  fast-growing  demand  for  lower 
heels  in  style  shoes  and  the  Junior  Louis  heel, 
a  happy  medium  between  the  old  full  Louis  and 
the  Baby  Louis,  is  gaining  strong  favor.  They 
average  14/8  to  15/8  in  height  and  are  slim 
enough  to  look  well,  yet  low  enough  and  sub- 
stantial enough  to  give  a  good  measure  of 
comfort. 

Crooked  Bankruptcy 

Schemers  Sentenced 

The  Government  has  secured  convictions  of 
two  Syrian  merchants  of  North  Carolina  for 
conspiracy  and  use  of  the  mails  to  defraud. 
One  was  sent  to  prison  for  two  years  and  fined 
$2,000,  the  other  escaping  with  a  $500  fine.  A 
number  of  men  were  discharged  for  lack  of 
evidence  on  which  to  prosecute  and  several 
were  freed  through  failure  of  the  Government 
to  produce  sufficient  evidence  after  the  cases 
came  to  trial.  Those  merchants  who  have  not 
yet  been  tried  will  appear  before  the  court  at 
the  May  session  in  Raleigh. 

Prosecution  was  initiated  on  the  charge 
that  about  sixty  Syrians  had  conspired  to  de- 
fraud Northern  wholesalers  through  use  of 
the  mails,  securing  merchandise  on  credit  and 
going  bankrupt  after  secretly  disposing  of  the 
goods.  The  scheme  was  to  send  a  representa- 
tive to  New  York,  Philadelphia  or  Cincinnati 
with  a  large  amount  of  cash,  to  secure  goods 
worth  many  times  the  sum  carried  by  him  and 
have  the  merchandise  shipped  to  several  stores. 
It  was  then  distributed  among  other  stores 
which  failed  soon  afterwards.  It  was  also  part 
of  the  scheme  to  have  several  men  open  one  or 
two  stores,  establish  credit  by  small  purchases 
and  then  secure  large  quantities,  to  be  disposed 
of  secretly  before  failure. 

The  goods  were  sold  secretly  to  merchants 
in  the  North,  only  small  quantities  of  mer- 
chandise remaining  upon  which  the  creditor 
wholesalers  could  realize.  Where  all  buying 
was  done  in  person  the  charge  of  using  the 
mails  to  defraud  fell  through;  but  sufficient 
evidence  on  this  charge  was  secured  to  war- 
rant holding  a  number  of  the  defendants  for 
future  trial.  Much  of  the  necessary  evidence 
was  obtained  from  accused  persons  turning 
State's  evidence. 

Apparently  the  system  revolved  about  one 
or  two  men  who  furnished  the  cash  to  carry  on 
operations  and  who  split  the  profits  with  their 
associates.  The  frauds  covered  the  period 
from  December,  1918,  to  June,  1920.  The  diffi- 
culty of  getting  convictions  in  such  cases  is 
indicated  by  the  fact  that  only  two  of  all  the 
men  accused  have  been  found  guilty. 
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Ambitious  Fashion 
Show  Planned 
For  Baltimore 

A  Fashion  Show  on  an  ambitious  scale,  one 
that  is  expected  to  excel  anything  of  the  kind 
heretofore  -put  on  in  this  country,  is  being 
planned  by  leading  manufacturers  and  whole- 
salers of  Baltimore. 

The  show  will  be  held  in  August,  the  place 
being  the  Fifth  Kegiment  Armory,  a  spacious 
building  which  will  give  excellent  opportunity 
for  the  display  of  fashionable  garments,  milli- 
nery, etc.,  on  living  models. 

Invitations  were  sent  out  on  Saturday  of 
last  week  to  the  executives  of  firms  in  Balti- 
more engaged  in  the  manufacture  or  distribu- 
tion of  fabrics,  wearing  apparels,  etc.,  to  at- 
tend a  "get-together"  dinner  to  be  held  at  the 
Hotel  Emerson  last  evening  (Friday)  at  which 
time  definite  plans  were  to  be  formulated  and 
adopted.  Several  meetings  have  been  held  by 
committees  with  a  view  to  having  plans  all 
ready  to  submit  to  yesterday's  meeting. 

Flint  Garrison,  publisher  of  the  Drygoods- 
man,  St.  Louis,  who  staged  and  managed  the 
several  remarkable  Fashion  Pageants  held  in 
his  city  within  the  last  three  or  four  years,  was 
scheduled  as  a  speaker  at  the  dinner.  A.  C. 
Pearson,  first  vice-president  of  the  Textile 
Publishing  Co.,  publishers  of  the  Dry  Goods 
Economist  and  of  the  Atlantic  Coast  Mer- 
chant, will  also  be  a  speaker. 

The  Fashion  Show  is  to  be  open  for  at  least 
a  week. 

This  will  be  the  first  occasion  on  which 


manufacturers  and  wholesalers  of  Baltimore  in 
the  textile  and  apparel  lines  have  co-operated 
in  a  movement  of  this  kind.  There  are  many 
lines  of  manufactures  for  which  Baltimore  is 
nationally  known,  among  these  being  middy 
blouses,  children's  dresses,  straw  hats, 
women's  lingerie,  men's  underwear,  men's 
clothing  and  furnishings,  umbrellas,  and  boots 
and  shoes. 

The  organization  which  is  to  conduct  the 
Show,  and  which  is  known  as  the  Baltimore 
Fashion  Show,  is  to  be  a  permanent  organiza- 
tion. The  president  is  William  B.  Lalor  of  the 
Florence  W.  MacCarthy  Co.  The  vice-presi- 
dents are:  I.  Manning  Parsons  of  John  E. 
Hurst  &  Co.,  Inc.;  James  M.  Easter  of  the 
Daniel  Miller  Co.,  Jacob  Epstein  of  the  Amer- 
ican Wholesale  Corporation,  Franklin  P.  Cator 
of  Armstrong,  Cator  &  Co.,  George  Harsch  of 
E.  Rosenfeld  &  Co.,  William  C.  Rouse  of  Rouse, 
Hempstone  &  Co.,  Siegmond  Sonneborn  of 
Henry  Sonneborn  &  Co.,  S.  F.  Miller  of  S.  F. 
&  A.  F.  Miller  &  Co.,  Walter  Hopkins  of  the 
Brigham  Hopkins  Co.,  and  Edward  Dowell  of 
Dowell,  Helm  &  Co.  Waldo  Newcomer,  presi- 
dent of  the  National  Exchange  Bank  is  treas- 
urer and  Ralph  F.  Nolley  of  the  Atlantic  Coast 
Merchant  is  treasurer. 

The  committee  chairmen  include  a  number 
of  men  of  prominence  in  the  industrial  and 
commercial  life  of  Baltimore, 

Marshall  Field  &  Co. 

Veteran  Dies  At  65 

After  a  service  of  over  fifty-two  years 
with  Marshall  Field  &  Co.,  wholesale,  during 
which  period  he  rose  from  errand  boy  to  the 


position  of  head  of  the  wholesale  ginghams 
department,  Steen  Billow  died  on  March  2 
at  his  home  in  Wilmette,  111. 

He  was  born  in  Dixon,  111.,  in  December, 
1856,  and  began  work  with  Marshall  Field  & 
Co.  April  1,  1868.  The  firm  was  then  known 
as  Field,  Leiter  &  Co.  and  was  located  on 
West  Lake  Street.  Though  only  twelve  years 
of  age  at  that  time,  young  Billow  already 
knew  the  responsibility  of  a  family,  his 
father  having  been  killed  in  the  Civil  War 
and  he  being  the  eldest  son. 

In  1871  he  was  placed  in  the  wholesale 
dress  goods  department.  Later  he  was  asso- 
ciated with  W.  R.  Wiley  in  the  wool  goods, 
cotton  goods  and  ginghams  department.  In 
1913,  when  the  department  was  divided,  he 
was  given  entire  charge  of  the  ginghams,  a 
position  entailing  much  responsibility,  as  his 
duties  included  styling  the  ginghams  made 
by  the  Marshall  Field  &  Co.  mills.  The  repu- 
tation of  these  ginghams  is  due  in  a  measure 
to  Mr.  Billow's  successful  work. 

On  April  1,  1918,  the  fiftieth  anniversary 
of  his  service  with  Marshall  Field  &  Co.,  Mr. 
Billow  was  presented  with  the  concern's  dia- 
mond fifty-year  medal  by  John  G.  Shedd, 
president  of  the  firm.  He  was  also  given  a 
loving-cup  by  his  associates  in  the  departments 
with  which  he  had  been  connected. 

Mr.  Billow  was  a  man  of  sterling  charac- 
ter, strong-minded,  yet  unassuming.  He  was 
devoted  to  his  family  and  to  his  duties,  and 
would  often  remark  to  his  close  friends  that 
his  success  was  largely  due  to  the  sunny  dis- 
position and  helpfulness  of  his  wife. 

Surviving  the  deceased,  besides  Mrs.  Bil- 
low, are  a  daughter  and  a  son.  The  funeral 
was  held  Saturday  of  last  week  in  Wilmette, 
burial  being  in  Graceland  Cemetery. 


This  Week's  Wholesale  Cotton  Goods  Market 


American  and  Superior  Prints 

Shirtings    9i/4 

Greys  and  Shepherd  Checks  10% 

Pink  Chambray   IOV2 

Black  and  White   10% 

Indigo  and  White   10% 

Calcutta  and  White  10% 

Turkey  Red  and  White  10% 

Turkey  Red  and  Black  10% 

Claret  and  White  10% 

Solid  Black,  Indigo  and  Cadet  Blue  10% 

Pilgrim  and  Fremont  Prints 

Shirtings    8% 

Greys  and  Shepherd  Checks   9% 

Pink  Chambray    9% 

Indigo  and  White    9^/4 

Black  and  White    9% 

Calcutta  and  White   9% 

Turkey  Red  and  White   9% 

Turkey  Red  and  Black   9% 

Solid  Black,  Indigo  and  Cadet  Blue   9% 

Solid  Colors 

Longbranch  Red  %   10 

Green  %  10 

Orange  %   10 

Queenstown  Red  %   H 

Green  %   H 

Orange  %   H 

Red  4/4   14% 

Green  4/4   14 Va 

Orange  4/4   14  ¥2 

Loyalty  Red  %   H 

Green  %   •  •  •  H 

Orange  %   H 

Red  %   14 

Loyalty  Twill  — 

Percales 

Richmond  Light  — 

Richmond  Dark  12  V2 

Durban  Light  Y  12y2 

Durban  Dark   15 

Scout  Light  13 

Scout  Dark   15 


As  Accurate  as  Possible 

These  prices  are  given  for  the  pur- 
pose of  indicating  by  comparison  from 
week  to  week  the  general  trend  of  the 
market.  The  price  of  an  article,  as 
every  merchant  and  buyer  knows, 
varies  according  to  the  quantity  pur- 
chased and  in  some  cases  a  specially 
low  price  may  be  made  as  a  "leader." 
If  you  happen  to  have  just  bought  some 
brand  or  line  at  a  figure  below  the  one 
quoted  don't  jump  to  the  conclusion 
that  the  price  given  is  inaccurate.  It  is 
as  accurate  as  can  be  stated  in  justice  to 
all  parties  concerned. 


Bradford  Light   1^ 

Bradford  Dark  jo 

Kanton  Light  jo 

Kanton  Dark  jo^ 

Kenmore  Light  1° 

Kenmore  Dark  I0/2 

American  Cambric  Light  15 

American  Cambric  Dark  jo 

Norwood  Light  18^2 

Norwood  Dark  ^0 

Manchester  Light  1°% 

Manchester  Dark  "0 

Ginghams 

Belle  Haven  Staple  jOj/s 

Gordon  Staple  H  /a 

Amoskeag   

Lancaster   


Norwood  .14% 

Greylocks   .13% 

Volunteer  .12 

Special  13% 

Utility  15 

Red  Rose  of  Lancaster  15 

Bates   .  18% 

A.  F.  C   17 

Red  Seal  17 

Defender    18% 

Toile  du  Nord  18% 

No.  1600,  32  in  16 

36"  Unbleached  Cheesecloth 

Monarch  B     5 

Tacoma  W    51/4 

Saratoga  A   6 

Stag  BB   7 

36"  Bleached  Gauze 

Norwood  No.  30   5 

Norwood  No.  40   5% 

Norwood  No.  50   6 

Norwood  No.  60   7 

Sea  Bird,  24"  White    5% 

Sea  Bird,  24"  Colored   7 

Oriental,  36"  White  Bunting   7% 

Oriental  86"  Colored  Bunting  10 

25"  Red,  White  and  Blue 

36"  Unbleached  Muslin 

Broncon  C    6% 

Panama    7% 

Plaza    7% 

Value    7% 

New  York  LL   8 

Hercules  LL    8 

Denison  XX   8% 

Savannah  Valley   9 

*Belmar   9 

*Farragut  LL    9 

Enterprise  CCC    9% 

Gibraltar  LL   9% 


Goods  marked  *  can  be  shipped  direct  from 
Southern  mills  in  bale  lots  only,  25  pieces  to  a 
bale.    No  freight  allowance. 

(Continued  on  page  159) 
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5alt  and  Pepp 


Copyi'i^'Tt  hy  the    Textile    Publishing  C<? 


/oo  Ctooc/     to  Lose 


■"Crone's  Store  Quits  Business  in  Defiance," 
is  the  truculent  headline  which  raises  visions 
of  a  lively  rovi^.  But  it  turns  out  that  it  is  only 
a  perfectly  peaceful  store  going  out  of  busi- 
ness in  Defiance,  Ohio.  Wish  these  newspaper 
men  wouldn't  get  so  excited  about  little  things 
like  this. 

*  *  * 

A  traveler  says:  "It  was  interesting  to 
observe  in  El  Centro  (an  oasis  in  the  desert) 
a  copy  of  your  publication  in  the  prosperous 
store  of  Mortimer  Rieser."  What  would  he 
say  if  he  knew  the  Economist  goes  into  all 
the  prosperous  stores  in  New  Zealand,  Aus- 
tralia, England,  South  Africa,  South  Ameri- 
ca, etc.,  etc.,  etc.? 

An  exchange  says  that  the  meanest  cuss 
in  the  world  is  the  married  man  who  has 
trained  a  mouse  to  sleep  in  his  "money 
pocket." 

*  *  * 

The  old  saying,  "Men  may  come  and 
men  may  go,  but  I  keep  on  forever," 
seems  to  fit  J.  H.  Lewis,  credit  manager 
of  Marshall  Field  &  Co.,  popularly 
known  as  the  dean  of  the  credit  men  of 
Chicago.  His  hearty  handclasp  and 
winning  smile  seems  daily  in  evidence 
as  he  shows  visiting  merchants  and 
credit  men  "how  it  can  be  done." 


The  Lever  Act,  along  with  certain  other 
wartime  laws,  was  repealed  just  prior  to  the 
close  of  the  66th  Congress,  and  with  it  went 
the  amendment  under  which  Palmer  formed 
his  committees  and  "flying  squadrons"  ar.d 
raised  particular  hades  for  numerous  retailers. 
This  same  amendment  was  dead  before  it  was 
repealed,  having  been  declared  unconstitu- 
tional by  the  Supreme  Court. 

*    *  * 

Thomas  E.  Covington  with  Schune- 
man  &  Evans,  St.  Paul,  Minn.,  mer- 
chandised with  us  an  hour  or  so 
recently.  Reports  business  good.  Looks 
forward  to  the  best  spring  in  history. 


It  makes  no  difference  how  much  you  do  for 
your  employees,  if  you  don't  do  it  the  way  the 
employees  WANT  it  done  your  work  will  be  a 
failure. 

*    *  ■» 

Many  merchants  the  country  over  have  dis- 
covered when  asking  for  loans  or  credit  that 
character  is  a  real  tangible  asset  in  business. 
It  is  more  to  be  guarded  than  the  cash  dravra. 


When  Uncle  Sam  becomes  the  delivery 
boy,  on  whom  are  we  going  to  blame  our 
troubles?  The  delivery  department  has  been 
a  patient  "goat"  for  so  long  it  will  be  hard 
to  get  along  without  it. 


M):  Shafer  of  Klein's  says: 

"We  should  be  thrice  thankful  that  the  period 
of  readjustment  has  passed  with  so  little  payiic 
and  hysteria.  The  credit  for  this  is  due  to  the 
foresight  and  caution  of  American  business  men. 
Business  is  poor,  but,  then,  evev  in  the  niost  pros- 
perous days  it  could  be  better." 


OVERHEARD  IN  THE  SHOW  ROOM 

Buyer  gets  off  elevator;  salesman  greets  him 
U'ith  open  arms. 

The  following  conversation  takes  place: 
"Hello,  Mr.  Rosenthal!" 
"Hello,  Sam." 

"What's  the  good  word,  Mr.  Rosenthal?" 
"Got  a  real  order,  Sam." 
"Them's  welcome  words,  Mr.  Rosenthal." 
Models — Front  and  center. 


Unexplainable  things  are  always  happen- 
ing. Medical  and  scientific  men  are  baffled  in 
the  attempts  to  catch  the  sleeping  sickness  mi- 
crobe, but  have  gotten  to  the  point  where  they 
rate  it  as  an  aberration  of  the  central  nervous 
system.  People  are  sleeping,  talking,  and  sing- 
ing for  days,  weeks,  and  months  at  a  time. 
And  now  an  educated  nurse,  young  and  good- 
looking,  sets  fire  to  a  Brooklyn  apartment 
house  for  excitement,  thereby  endangering  the 
lives  of  fifty  families.  "Something  came  over 
me  and  made  me  do  it!"  she  said. 

*    *  * 

Louis  Borsoh  will  open  a  new  shop 
for  women's  apparel  at  316  Seventh 
Street,  Los  Angeles.  Says  he's  going  to 
give  women  style  plus  value.  Some  job, 
Louis,  but  it  can  be  "did." 


Harry  Burstein  of  Philadelphia  went  all 
the  way  to  Harrisburg  to  arrange  the  de- 
tails of  opening  a  new  store — Queen  Com- 
pany— at  5  South  Fourth  Street. 


Schulman  &  Son  open  new  store  at  48  High 
Street,  Thompsonville,  Conn.,  with  the  things  both 
men  and  women  wear.  Good  luck  to  you  from  the 
Economist. 


There  were  12%  inches  of  snow,  but  she 
wore,  from  her  knees  down,  ONLY  spider- 
web  stockings  of  silk,  and  low,  very  low, 
pumps.  Then  we  talk  of  regulating  women's 
styles.    It  can't  be  "did,"  Clarence. 


Washington  announces  that  one  Amer- 
ican in  every  638  went  to  Europe  in  1920. 
Another  reason  why  ALL  war  loans  should 
be  paid — to  get  back  some  of  the  money 
these  visitors  left  over  there. 


Get  a  copy  of  "Acres  of  Diamonds"  by 
Russell  Conwell  and  keep  it  on  your  desk  to 
read  when  you  get  to  envying  the  Jones'  or 
Frank  Cohn's  store  in  some  other  town. 


A.  A.  Christian  of  Gimbels,  Philadelphia, 
says,  "We  have  very  large  faith  in  1921 — in 
its  possibilities  for  developing  business  and  we 
are  making  very  sure  that  our  stocks  are 
strong  enough  and  tempting  enough  to  win." 

*  *  * 

Now  do  you  know  the  dogs  in  Lester 
Lansburgh's  style  show  in  Brooklyn  wore  the 
same  tails  and  the  same  ears  they  had  on  last 
year  and  the  year  before  that? 

*  *  * 

Men  are  continually  harping  about  the  day 
when  they'll  be  ABSOLUTELY  independent. 
Will  they  ever  come  to  the  time  when  they'll  dare 
spell  DOG  any  other  way;  or  say  that  2  x  2  =  5; 
or  send  a  letter  tvith  other  than  postage  stamps; 
and  a  million  other  "ors."? 

*  *  * 

The  speech  made  by  John  D.  Clarke,  Bos- 
ton, at  the  dinner  given  the  Merchants  and 
Manufacturers  of  Omaha,  Neb.,  was  the  "piece 
de  resistance,"  so  we  are  told.  Clarke-  con- 
tinues to  be  a  headliner  in  affairs  of  this  kind. 
The  dinner  brought  out  the  biggest  gathering 
of  its  kind  in  Omaha.  Over  500  guests  at- 
tended. 

*  *  * 

To  JAM 

I  >A(EEK  IM 
'      THE  „ 
>  CALEciOftR. 


With  all  the  "WEEKS"  that  are  springing  or 
jumping  up,  we  hope  to  goodness  the  undertakers' 
association  don't  decide  to  run  a  week.  If  they 
did  we  suppose  they'd  have  the  doctors  write  the 
copy  for  the  ads. 

*  *  * 

The  Hecht  Co.,  which  began  operations 
in  Washington,  D.  C,  in  a  modest  way 
twenty-five  years  ago,  is  just  a  bit  proud  of 
its  record  for  "successful  store-keeping"  as 
C.  B.  Dulcan,  merchandise  manager,  puts 
it.  Mr.  Dulcan  and  the  store's  entire  buy- 
ing corps  is  scouting  around  the  New  York 
market  for  several  hundred  thousand  dollars' 
worth  of  goods  to  show  the  incoming  Repub- 
licans tvhat  a  live  store  can  do  in  its  Anni- 
versary Sale  in  April. 

*  *  4f 

William  H.  Yelland,  chairman  of  the  Pub- 
licity Committee  of  the  International  Silk 
Exposition,  says,  "It  is  hard  to  visualize  any- 
thing so  thoroughly  good  as  your  special  edi- 
tion given  over  to  silks  in  its  every  phase." 

*  *  * 

James  Field  of  the  James  Field  Co.,  Ro- 
chester, N.  Y.,  gave  all-year-toy  selling  a  se- 
vere test  when  he  put  the  toy  department  in 
the  basement  with  tents  and  awnings.  "Toys 
will  sell  anywhere,"  says  Mr.  Field;  "we  ex- 
pect to  do  a  record-breaking  business  this 
year." 

4f      *  4f 

Cluett-Peabody  Co.  earned  only  $7.58  on  its 
stock  for  1920  as  compared  with  $25.90  in  1919. 
Yes,  we're  getting  back  to  normal. 

*  *  * 

Teach  your  employees  to  THINK 
and  you  won't  have  so  many  headaches 
of  vour  own. 
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Employee  Shares  New  Responsibility 
In  the  Wage  Problem  Now 

Department  Store  Owners  Throughout  the  Country  Are  Resisting 
Downward  Pull  for  the  Sake  of  Maintaining  Standards  —  Effort 
Can  Succeed  if  Workers  Do  Their  Part,  and  It  Means  New  Distinc- 
tion for  Department  Store  Policies 


EVER  start  for  the  club  for  an  evening 
of  joy  and  end  up  in  "Bill's"  or  "Tom's" 
den  at  seven-up  or  red  dog  or  some 
other  vicious  game  peculiar  to  those  friends 
anxious  to  separate  you  from  your  change — 
that  is,  bills  up  to  $10? 

That's  about  vi'hat  happened  to  us  Vi^hen 
we  planned  this  article.  It  was  our  intention 
to  write  a  story  on  how  the  merchants  are 
handling  the  help  problem,  only  to  find  that 
they  are  letting  employees  handle  every  phase 
of  it  themselves. 

Fifty  Big  Stores  in  Agreement 

To  be  more  specific,  we  sent  out  letters  to 
half  a  hundred  of  our  good  friends,  asking 
four  questions,  and  the  replies  without  a 
single  exception  were  exactly  the  same. 

Here  are  the  questions  and  the  answers : 

1.  "Are  you  reducing  salaries?" 
"No." 

2.  "Are  you  eliminating  bonuses?" 
"No." 

3.  "Are  you  putting  in  bonus  plans?" 
Those  who  do  not  have  one,  or  a  satisfac-. 

tory  one,  are  contemplating  inaugurating  one. 

4.  "Are  you  reducing  your  force?" 

"Only  where  departments  are  over- 
manned, and  only  then  when  individuals  are 
falling  away  below  the  average  selling  cost  of 
the  section." 

And  None  Are  Wanted 

Many  even  went  further  than  the  mere 
answering  of  the  questions  and  expressed  a 
hope  that  there  would  be  no  salary  reductions 
in  the  future. 

So,  you  see,  one  can't  say  much  to  mer- 
chants. They  are  certainly  taking  a  big,  broad 
view  of  their  businesses. 

We  must,  therefore,  direct  our  article  to 
employees,  and  if  you,  Mr.  Boss,  will  see  that 
your  "help"  reads  this,  we  believe  it  will  help 
to  clear  up  an  uneasiness  that  now  exists  in 
the  personnel  of  practically  every  institution 
in  the  country. 

The  Part  of  the  Employees 

Now  we'll  go  over  to  the  auditorium  and 
address  ourselves  to  the  employees. 

Mr.  Salesperson,  Mr.  Delivery  Man  and 
Mr.  Worker  in  Any  Position,  it  is  up  to  you 
whether  your  "pay"  goes  up  or  down  from 
now  on. 

Wages  did  increase  during  the  war  and 
your  boss  is  willing  that  present  scales  be 
-maintained,  provided  you  roll  up  your  sleeves 
and  go  to  work  to  prove  you  are  worth  what 
you  are  getting. 

Customers  Must  Be  Brought  Back 

You  folks  who  sell  have  got  to  impress 
xipon  your  customers  the  goodness  of  your 
store,  first,  and  of  its  merchandise,  second. 
Tou  must  make  your  patrons  tvant  to  come 
"back  to  you  and  your  department  to  supply 
their  wants.  Petty  jealousies  and  gossip  must 
t)e  eliminated,  especially  where  either  is  apt 
to  interfere  with  the  smooth  working  of  your 
■department. 


By  Ernest  C,  Hastings 

Putting  it  briefly,  you  must  render  a  sell- 
ing service  that  represents  the  height  of  your 
ability;  and  this  can  be  done  only  by  a  knowl- 
edge of  your  merchandise,  your  advertising, 
your  window  displays,  your  delivery  and  other 
ramifications  of  your  store. 

Where  Non-Sellers  Come  In 

You  men  and  women  classed  as  non-sell- 
ing must  also  turn  your  energies  to  making 


"Bargain  Book"  for 
Harrods'  January 
Sale  Goes  Big 

THE  London  store  of  Harrods,  Ltd.,  one 
of  the  largest  British  retail  establish- 
ments, got  tremendous  results  from  a  Bar- 
gain Book  published  in  connection  with  its 
January. sale.  This  store  printed  a  fifty-page 
book,  plentifully  illustrated,  and  distributed 
it  widely.  Supplemented  by  $16,000  worth 
of  newspaper  space,  it  brought  business 
amounting  to  $1,800,000  in  five  and  one  half 
days. 

Included  in  the  book  were  several  small, 
special  supplements  advertising  specific  lines 
of  goods,  such  as  wines,  spirits  and  cigars; 
men's  wear,  shoes,  etc.  An  idea  which  has 
been  used  in  a  limited  way  in  this  country 
was  taken  advantage  of  with  good  result. 
This  was  the  use  of  samples  of  fabrics  in  the 
book,  both  loose  and  attached  to  a  page 
above  description  of  the  goods.  Description 
of  a  loose  sample  was  given  by  stamping  on 
the  piece  the  name,  width  and  price,  and  the 
firm  name.  This  sample  scheme  is  rather 
expensive  to  carry  out;  but  it  brings  sales. 


satisfied  customers  first.  Then  you  must 
render  to  the  house  a  full  dollar's  worth  of 
service  for  every  dollar  you  get.  And,  you 
must  study  the  things  you  do  and  your  de- 
partment to  see  where  waste  can  be  elimi- 
nated. 

To  all  store  workers  we  would  say  this : 
The  cost  of  doing  business  in  practically  every 
store  in  the  country  is  too  high.  It  must  come 
down.  Neither  you  nor  your  boss  is  respon- 
sible for  this.  It  is  one  of  the  evils  that  crept 
in  during  the  war,  when  the  public  was  will- 
ing to  pay  'most  any  old  price  for  any  old 
thing. 

Boss  Helpless  Without  Support 

That  period  is  past.  We  must  get  back 
to  a  basis  of  doing  business  that  will  enable 
prices  to  spell  the  utmost  economy  to  those 
who  visit  the  store. 

The  boss  can't  reduce  costs  in  any  way 
without  your  help,  except  by  lowering  your 
salary.    But,  he's  guaranteed  to  us  that  he 


will  use  this  method  only  as  a  last  resort. 

You  are  to  have  a  chance  to  do  those 
hundreds  of  things  that  are  within  your 
power  to  cut  down  costs.  If  you  fail  to  grasp 
the  opportunity,  and  are  compelled  to  accept 
lowered  wages  later  on,  you  have  no  one  to 
blame  but  yourself. 

More  Than  Half  Way 

The  boss  is  willing  to  go  even  further. 
He  will  continue  to  pay  war  salaries,  and,  in 
thousands  of  cases,  pay  a  bonus  for  work 
done  in  excess  of  that  which  is  necessary  to 
earn  the  salary  now  being  paid. 

Neither  is  the  boss  going  to  reduce  the 
"force,"  except  in  those  cases  where  war-indif- 
ference compelled  using  more  people  to  do  a 
job  than  was  necessary  or  fair. 

The  Economist  publishes  these  state- 
ments not  as  suppositions,  but  as  facts,  for 
they  represent  statements  made  directly  to  us 
from  fifty  representative  merchants  represent- 
ing every  section  of  the  United  States. 

What  the  Merchants  Wrote 

Let  us  quote  a  few  paragraphs  from  let- 
ters the  postman  delivered. 

Southern  store  says:  "We  are  making 
every  possible  effort  to  raise  standard  of  ef- 
ficiency through  education  and  training  rather 
than  reduce  salaries." 

Baltimore  store  says:  "We  have  not  re- 
duced any  salaries,  eliminated  any  bonuses, 
nor  made  any  attempt  to  reduce  our  force. 
What  we  are  hoping  to  do  is  to  maintain  as 
high  a  standard  as  possible,  and  at  the  same 
time  secure  a  state  of  efficiency  which  will 
warrant  this  decision." 

Washington  store  says:  "We  are  making 
every  possible  study  to  reduce  waste,  thinking 
that  in  this  way  we  can  save  better  than  by 
a  reduction  of  salaries." 

To  Increase  Individual  Productivity 

New  England  store  says:  "The  reduction 
of  expense  is  the  most  necessary  point  of  at- 
tack for  us,  as  for  other  retail  houses,  and 
we  hope  to  attain  the  desired  end  by  increas- 
ing individual  productivity,  lowered  expense 
through  more  careful  check  on  expenditure, 
etc.,  rather  than  by  a  'cut'  in  salary." 

Far  Western  store  says:  "Our  employees 
have  formed  an  expense  committee  to  make 
a  careful  study  of  the  store  so  that  savings 
may  be  effected  which  will  do  away  with  any 
need  for  reduced  salaries." 

After  reading  these  five  representative 
paragraphs,  can  there  be  any  doubt  of  a  sin- 
cere desire  not  to  reduce  wages?  Never  be- 
fore have  employers  put  a  proposition  so  di- 
rectly up  to  employees. 

Just  a  word  of  warning. 

If  one  of  the  girls  or  men  in  your  depart- 
ment is  asked  to  resign,  do  not  jump  to  the 
conclusion  that  what  we've  said  about  the 
boss  is  untrue.  You  don't  know  and  can't 
know  the  records  of  that  man  in  the  superin- 
tendent's office.  He  may  be  the  finest  fellow 
in  the  world,  but  the  store  can't  pay  him  on 
that  basis.    His  record  must  be  a  productive 

(Continued  on  page  1.57) 
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Truth-in- Fabric''  Advocates  Plan 
Concerted  Drive  in  Congress 

Senator  Capper  and  Representative  French  Announce  Cease- 
less Effort  to  Begin  as  Soon  as  Legislators  Convene^Revenue 
Measures  Still  Nebulous  But  Several  Forms  of  Sales  Tax  May 
Be  Considered— Harding  Anxious  for  Settlement. 


By  the  Economist's  Washington  Correspondent 

y/f-T^RUTH  in  fabric"  legislation  is  to  be 
I  brought  to  the  front  by  its  advo- 
cates  in  the  coming  special  session 
of  Congress  and  pressed  for  final  action  with 
all  the  influence  that  can  be  brought  to  bear  in 
its  support.  Senator  Capper,  author  of  the 
bill  introduced  in  the  Senate  last  session, 
identical  with  the  bill  in  the  House  by  Mr. 
French  of  Idaho,  stated  to-day  that  he  would 
reintroduce  the  measure  the  day  the  new  ses- 
sion convenes. 

By  way  of  accumulating  ammunition  the 
Kansas  Senator  laid  before  the  Senate  day 
after  day  during  the  session  just  closed  peti- 
tions and  memorials  from  organized  bodies  and 
individuals  praying  Congress  to  enact  legisla- 
tion of  this  character. 

Other  Senators  from  the  wool-growing 
States  were  similarly  deluged  with  petitions, 
and  the  facts  all  indicate  that  the  advocates 
of  "truth  in  fabric"  legislation,  designed  for 
no  other  purpose  than  to  enhance  the  price  of 
wool  to  the  grower,  are  organized  for  a  cam- 
paign that  will  make  itself  felt  when  Congress 
reconvenes  in  special  session. 

Will  Make  Strong  Fight 
"I  shall  make  the  best  fight  I  know  how  for 
this  legislation,"  said  Senator  Capper.  "I  be- 
lieve that  the  people  of  this  country  are  behind 
the  principle  involved  in  this  proposed  legisla- 
tion, and  that  they  will  not  be  satisfied  until 
this  law  is  enacted  and  they  are  permitted  to 
have  what  they  are  supposed  to  buy  and  en- 
titled to  know  exactly  what  the  wool  content 
of  any  piece  of  cloth  or  any  garment  is.  The 
bill  is  designed  to  compel  honesty  and  square 
dealing  in  business.  That  is  the  only  question 
involved,  and  the  American  people  are  in  favor 
of  honesty  in  business. 

"I  did  not  press  my  bill  the  last  session 
because  it  would  have  been  time  wasted.  The 
Senate  committee  was  busy  with  other  matters 
that  had  to  be  given  careful  consideration. 
Meanwhile,  however,  the  House  committee  has 
studied  the  question  closely  but  no  report  was 
made  to  the  House  on  the  subject. 

House  Hearings  Ample 
"Those  hearings  were  exhaustive,  and  I  do 
not  believe  the  Senate  committee  will  be  re- 
quired to  give  much  time  to  a  further  tech- 
nical inquiry  into  the  subject.  The  bill  will  be 
reintroduced  in  the  House  and  there  will  not 
be  a  day  that  its  advocates  will  not  be  pressixig 
it. 

"I  look  for  action  at  a  reasonably  early 
date,  and  it  is  my  prediction  that  this  legisla- 
tion, regardless  of  the  opposition  of  cloth  and 
clothing  manufacturers  and  the  retail  trade, 
will  be  written  into  the  statute  books." 

Rogers  Bill  To  Be  Revived 
The  Rogers  misbranding  bill,  which  ak'O 
was  before  the  House  committee  and  which 
was  the  subject  of  extended  hearings  and  un- 
questionably was  supported  by  a  majority  of 
the  committee  in  preference  to  the  more  rad- 
ical proposals,  was  another  measure  that  died 
with  the  expiration  of  the  session.  It,  too,  will 
be  revived  and  pressed.  It  was  put  forth  last 
session  as  a  suitable  substitute  for  the  "truth 
in  fabric"  bill.    It  provides  merely  that  where 
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Stocks  and  sales  of  eight  Boston  department 
stores  in  1920.  Reproduced  from  the^  Feb.  25 
isstie  of  the  Monthly  Review  of  Business  and 
Industrial  Conditions  in  the  New  England 
District,  published  by  the  Federal  Reserve 
Bank  of  Boston. 

articles  are  branded  or  listed,  the  label  must 
be  correct.  It  was  favored  by  manufacturers 
who  appeared  before  the  committee. 

Lever  Act  Repealed 

AMONG  the  bills  passed  in  the  closing  hours 
of  Congress  and  approved  by  the  Presi- 
dent was  the  joint  resolution  repealing  the 
wartime  laws  with  the  exception  of  the  trading 
with  the  enemy  act  and  those  for  the  protec- 
tion of  various  war  bond  issues.  The  Lever 
act,  with  its  amendment  under  which  the 
Department  of  Justice  undertook  its  anti- 
profiteering  campaign,  was  among  the  laws  re- 
pealed. This  is  the  law  that  was  knocked  out 
last  week  by  the  Supreme  Court  as  being  in 
violation  of  the  Constitution.  A  year  ago, 
when  a  similar  joint  resolution  was  passed  by 
the  Congress,  President  Wilson  vetoed  it. 

The  emergency  tariff  bill  was  vetoed  by  the 
President,  as  had  been  anticipated. 

Smoot  Favors  Turnover  Tax 

IMMEDIATELY  upon  the  adjournment  of 
the  Congress,  talk  was  revived  of  promised 
pressure  for  the  proposed  gross  sales  tax  as 
a  means  of  obtaining  revenue.  Senator  Smoot 
of  Utah,  a  prominent  member  of  the  Finance 
Committee,  has  announced  that  it  is  his  inten- 
tion to  offer  such  a  plan  as  an  amendment  to 
whatever  revenue  bill  the  House  sends  to  the 
Senate.  Mr.  Smoot  favors  a  general  turnover 
tax.  Chairman  Fordney  of  the  Ways  and  Means 
Committee  is  not  now  so  insistent  on  a  sales 
tax  as  he  was  a  few  months  ago.  In  his  latest 
talks  on  this  subject  he  is  inclined  to  the  view 
that  a  sales  tax  will  not  be  necessary,  and  that 
all  the  revenue  required  may  be  obtained 
through  other  channels. 

If  such  a  tax  must  be  imposed,  however,  he 
will  favor  the  Canadian  plan,  which  limits  the 


total  of  the  tax  to  2  per  cent  and  imposes  1  per 
cent  on  the  wholesaler  and  1  per  cent  on  the 
manufacturer,  with  a  2  per  cent  tax  where 
sales  are  made  direct  from  the  manufacturer 
to  the  retailer.  It  is  probable  that  Representa- 
tive Bacharach  of  New  Jersey,  a  member  of 
the  Ways  and  Means  Committee,  will  reintro- 
duce and  press  his  sales  tax  bill,  which  is  based 
on  the  plan  of  levying  a  tax  upon  final  sales  by 
retailers. 

Will  Confer  with  Harding 

Not  until  after  the  leaders  have  had  more 
intimate  conversations  with  President  Harding 
will  they  know  exactly  what  their  plans  are  to 
be  with  regard  to  the  revision  of  the  tariff  and 
the  modification  of  existing  internal  revenue 
laws.  These  conferences  began  this  week,  for 
the  President  has  expressed  the  desire  that  the 
Congress  start  the  consideration  of  these  im- 
portant subjects  the  moment  it  reconvenes. 

Income  Tax  Deductions 

A STATEMENT  just  issued  by  the  Com- 
missioner of  Internal  Revenue  bearing 
upon  the  subject  of  allowable  deductions  for 
taxes  in  the  making  of  income  tax  returns  for 
1920  deals  with  a  multiplicity  of  small  things, 
some  of  which  may  be  of  interest  to  the  re- 
tailer. The  statement  is  made  that  the  sales 
tax  on  jewelry  and  on  works  of  art  is  levied 
against  the  dealer*,  and  he  alone  is  entitled  to 
the  benefit  of  the  deduction. 

The  following  are  among  the  taxes  deducti- 
ble by  the  purchaser:  The  tax  on  "luxuries" 
— men's  and  women's  wearing  apparel,  trunks, 
valises,  fans,  umbrellas,  etc. — and  taxes  on 
amounts  paid  for  perfumes  and  toilet  prepara- 
tions, and  the  stamp  tax  on  patent  medicines, 
but  the  Bureau  emphasizes  the  fact  that  claims 
for  all  these  varied  deductions  for  taxes  must 
be  supported  by  some  form  of  record  and  not 
any  mere  estimated  amount. 

The  excise  tax  levied  upon  manufacturers, 
producers  and  importers  of  certain  articles  is 
also  deductible.  Some  of  the  articles  taxed  are 
automobiles  and  accessories,  pianos,  phono- 
graphs and  records,  chewing  gum  and  candy, 
sporting  goods,  cameras,  films  and  plates,  port- 
able electric  fans,  thermos  bottles,  automatic 
slot  devices,  weighing  and  vending  machines, 
articles  made  of  fur,  and  toilet  soap  and  toilet 
powders.  These  taxes  are  paid  by  the  manu- 
facturer, producer  or  importer  and  are  not  de- 
ductible by  the  individual  purchaser. 

To  Appeal  Salary  Case 

THE  question  whether  the  revenue  officials 
of  the  Government  have  a  right  to  pass 
upon  the  salary  roll  of  a  corporation  and  de- 
cide whether  salaries  allowed  are  excessive,  is 
to  be  fought  through  the  courts.  The  corpora- 
tion excise  tax  act  of  1909  provides  for  the 
deduction  of  "ordinary  and  necessary  ex- 
penses" of  a  business,  and  other  deductions  in 
arriving  at  the  net  income,  which  was  the 
measure  of  the  tax.  In  July,  1909,  a  few  days 
prior  to  the  approval  by  the  President  of  the 
corporation  excise  tax  act  of  Aug.  5,  1909,  the 
Pennsylvania  Knitting  Mills  Co.  increased  the 
salary  of  its  President  from  $5,000  to  $20,000 
a  year.  When  this  came  to  the  attention  of 
Treasury  officials  it  was  protested  as  irregular, 
and  the  matter  was  taken  into  the  United 
States  District  Court  for  the  Eastern  District 
of  Pennsylvania. 

The  court  held  that  Congress  had  a  right 
to  limit  the  amount  of  salaries  to  be  paid,  but 
had  not  done  so  in  restricting  the  deductions 
to  ordinary  and  necessary  expenses.  The 
Treasury  Department  announces  that  an  ap- 
peal to  the  Circuit  Court  of  Appeals  will  be 
made  in  the  Knitting  Mills  case.  The  ques- 
tion is  one  of  vital  importance  both  to  industry 
and  to  the  Government,  and  the  decision  will 
■  be  expedited,  if  possible,  and  the  case  heard  by 
the  Court  of  Appeals  this  spring.      F.  1.  W. 
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Dirrtl  ImportatUnt 


■■VHAT  A  PLEASURE  IT  tS  TO  TURN 
book.  How  different  everything  appears, 

brought  lo  rcaJity  in  appareling  and 


n  Atrau  the  Seat 


Tuesday  and  Wednesday^ 
September  14th  and  15th 

OPENING 

Displays  and  Selling 

In  Grand  Rapids'  "Store  Beautiful" 


YOUR  THOUGHTS  HA\T  BEEN  CENTERED  ON  THE  ACQUIRING  OF, 


Dapper  Coat*  for  Little  Boys 
Sit£t  lo  3  yra,  f2O£0  ' 

•STRICTLY  TAILORED  OF  GRAY 


Yom  lehiire  and  thorough  in- 
spection of  superb  New  Fall 
A  ttire,  Millinery,  Garnitures 
and  Accessories,  is  suggested. 


Imported  Exquuite 
Feather  Bags 

DIRECT  FROM  OUB  PAJtIS  OFHCE 


Pattern  and  Dress  Hats 
$18  and  to  S3S 

SUCH     EXCLUSIVE,  FAMOUS 


16  Button  Imported 
Kid  Gloves 

f6S5 

.07    FINEST    QUALITY  KID 


Imported  Beaded  Bags 
From  Paree' 

ANOTHER  OF  OUR  DIRECT  IM- 


SUk  Blouses 

Domestic  and  Imported 

S12J0anJto$6S 

I  THE  OVER-SKIRT  TYPE 


Children's  Velvet  Bonnets 
Hen  at  fSJS 

trimtiOngs  op  satrj  ribbon 


New  Corsets  in 
Famous  Makes 
$2J5  to  il8£0 


All  Silk  40-inch  Duvetyn 

At  a  yard.  $10 

THE  SCARCEST  OF  MATERIALS 


Autumn's  New  Coatings 

$7  lo  $22£0  yard 

SALT'S  PLUSHES.  VELOUBS^LUF- 

?hc  jTifd — i7.00  io  KIM. 

Colorful  New  FaD  Ribbons 

RIBBONS  FOR  EVERY  POSSIBLE 


A  Page  of  DUllat  Day  Wurzburg  Specials 


Tomorrow,  finotber  PageofDollar  Specials 


XT'- 


Newer  Suits 
$ss.srs.S9S,$i» 


Negligees  and  House  Robes 

ALI^  A-FLUT^R  ^^S. 

Frocks  in  Youthful  Lines . 

IT  WtfULD  NOT  BE  FAIR  TO  DE- 

Pure  Thread  Siflc  Hodery 

FULL-FASHIONED  WITH  MER- 

ceriiol  liili  lupporttr ^l^*^^BUdt^°t 
l^littJ^d?or'^aiIl«  D«yi — «  p«lr jS!^ 


And,Oh,SucW;oat» 
and  Wraps 

$4S,fSSto$296 

VANY  ARE  LAVISHLY^BI^MMED 


Women's  New  FaU  BooU 
At  $10  to  $15 

EMPHASJIZING    THE  DAIN 


Infants'  New  Slip-on 
Sweaters,  Direct  Imports 

Here  at  $6£0  ■ 

FANCY   STITCH-     MADE  ,M 


Men's  Silken  Dress  ShirU 
$5^5  to  $15 

A  ^COLLECTI^^N   OF  ^HE  ^Vj;a? 

Fancy  Cravats  for  the  Men 

HUNDREDS  OF  THEM  IN  NEWEST 


Men's  Fine  Felt  (Fall)  Hats 

55,55  and  $7SS 

IN  THE  MEN'S  SHOP  WE  ARE 

Corduroy  House  Coats 
and  the  New  Robes 

StOM  and  to  S2S.O0 

MADE  OF  SOFT,  VELVETT^COB- 

New  Fall  SuiU  for  the  Men 
$4975  and  $59  JS 

WOOL  MATERIALS  IN  SINGLE  OE 


Veilings  in  Newer  Meshes 

50c  to  $2jOO  a  yd 

PARTICULARLY    LOVELY  FOR 


Pattern  Veils 
$tSOio$S  • 

EXTRAORDINARY  COLORS,  MANY 


For  Boys,  T'few  2  Pants  Suits 

$1735  cmd  $2235 

W  |)^0^L  ^^MATE^RIALS  SELECTEP 

Middy  Blouses  in 
Serge  or  Flannel 

$838  to  $15 

MADE  WITH  LARGE  SAILOR  OR 


^^^^    A  Crisp  SI  Bill  F'fo 

IE*  J      *pr«n  OlsgtMBifc  4  *«rd«  Sl  y  „ 


Si 


Save  This  "Ad"  for  Shopping  Reference 


Every  Store  Has  Two  Identities — And  Each 
Exists  Separately  in  Customer's  Mind 

And  the  Adman  Can  Express  the  Dual  Nature  of  His  Institution  Without 
Confusing  the  Reader;  He  Does  It  Every  Day— Retail  Copy  Really  Ought 
to  Have  Three  Dimensions,  Which  Are  Here  Explained 


TO  whom  do  the  goods  belong  after  they 
have  appeared  in  the  store's  advertise- 
ment? 

After  the  seeming  absurdity  of  this  query 
has  died  out,  consider  the  fact  that  a  great 
deal  of  merchandise  of  a  kind  is  sold  either 
before  the  copy  appears  in  print  or  before 
the  purchaser  sees  the  advertisement.  Not 
all,  but  a  great  deal.  There  are  people  who 
come  in  early  and  buy  without  ever  seeing  the 
store  advertisement  for  the  day  on  which  the 
goods  they  buy  is  advertised. 

This  statement  is  not  intended  to  discredit 
the  efficiency  of  retail  advertising,  but  is 
utilized  to  present  a  helpful  viewpoint — a 
viewpoint  having  to  do  with  the  relation  of 
advertising  to  goods — between  the  time  the 
advertisement  appears  and  the  unwrapping  of 
the  parcel  by  the  customer. 

The  Purchase  Before  Reading 

To  illustrate,  for  the  sake  of  clearness :  A 
lady  comes  in  early  and  buys  a  gown,  say, 
about  9:30  a.  m.  At  4:30  p.  m.  she  uses  a 
breathing  spell  to  look  through  the  nevvspaper, 
news  and  advertising,  before  attending  the 
five  o'clock  tea  for  which  the  govsm  was 
bought. 

There  she  sits  with  her  gown  on  and 
maybe  the  party  hat  and  dress  shoes  bought 
for  the  occasion,  and  on  page  three  she  reads 
what  the  store  set  out  to  tell  her  before  she 
came  in  to  buy. 


By  Guy  Hubbart 

"Well,  what  of  it?"  says  the  man  who 
wrote  what  the  lady  is  reading,  about  what 
she  has  on.  "Isn't  just  such  a  situation  quite 
natural?  Thursday  is  Thursday,  and  so  is 
Thursday's  advertisement  in  regard  to  new 
modish  costumes,  gowns,  and  accessories! 
Some  read  the  advertisements  before  they  buy 
and  some  read  them  afterward." 

This  is  true  and  cannot  be  helped,  need 
not  be  helped,  especially  if  the  writer  of  the 
copy  had  the  situation  in  mind  when  the  copy 
was  written.  And  that  is  what  this  paragraph 
leads  up  to. 

Customers  Identify  Goods  by  Use 

Merchandise  has  only  one  identity:  Its 
use-value  to  the  customer.  It  has  to  her  mind 
no  advertising  value.  On  the  other  hand,  the 
store  has  two  identities  in  the  customer's 
mind. 

One  of  the  identities  is  expressed  in  the 
store  itself  as  an  institution  of  service,  where 
goods  are  on  sale;  the  other  is  on  the  adver- 
tising page.  This  is  a  detached  store  with 
words,  pictures  and  ideas  and  a  signature — 
the  only  real  link  between  the  store  and  what 
it  puts  into  advertising  copy  for  people  to 
read. 

When  the  customer  reads  the  copy  she  is 
thinking  of  goods  and  what  they  mean  to  her 


by  way  of  supplying  current  and  perhaps  fu- 
ture needs. 

But  she  isn't  in  the  store.  She's  in  the 
advertisement,  figuratively. 

When  she  enters  the  store,  she  steps  out 
of  the  advertisement,  theoretically  at  least. 
All  this,  provided  the  copy  has  done  what  the 
store  expected  it  to  do — linked  the  lady's 
needs  with  the  store's  merchandise. 

Different  Value  in  Reader's  Mind 

The  store  is  a  place — a  thing;  the  adver- 
tisement is  a  picture — a  worded  image.  They 
may  be  identical  in  the  adman's  mind,  but 
they  have  different  values  in  the  reader's 
mind. 

Isn't  it  then  necessary  for  the  adman  to 
think  of  this  when  he  writes  copy  for  Thurs- 
day's advertisement?  Wouldn't  it  be  better 
to  think  of  the  goods  about  which  he  writes 
as  if  they  would  live  after  the  advertisement 
dies  rather  than  as  something  existing  only 
to  write  about  for  the  moment? 

Three-Dimension  Advertising 

Here  is  the  point:  Most  retail  copy  has 
only  one  dimension  indicated  by  "the  mer- 
chandise is  here."  It  ought  to  have  three  di- 
mensions: 

"Here" — from  the  selling  point  of  view — 
"ready  for  you  to  buy." 

"There" — from  the  prospective  customer's 
or   advertisement-reader's   point  of  view — 
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"ready  for  me  to  purchase,"  "me"  being  the 
prospective  customer. 

The  only  thing  that  gives  "here"  and 
"there"  any  relation  in  the  copy  is  the  fact 
that  the  customer  knows  that  the  store  sells 
goods. 

"Mine" — the  third  dimension — "and  satis- 
factory to  my  tastes  and  needs,"  is  what 
identifies  the  goods  so  far  as  the  prospective 
purchaser  is  concerned. 

That  is  what  the  lady  thinks  who  pur- 
chased the  govpn — "mine!"  But  the  adman 
generally  expresses  it  as  "ours."  Copy  is 
timed  in  the  present.  Isn't  it  a  past-tense 
-situation:  after  the  customer  owns  the  gown 
the  advertisement  led  or  influenced  her  to 
buy?    Surely  it  is. 

Maybe  this  thought  is  worth  nothing  or 
only  a  little.  It  is  put  here  for  what  it  is 
worth  toward  suggesting  a  "customer-tense" 
for  copy  rather  than  a  "store-tense" ;  a  "now" 
tense  instead  of  a  future  tense." 

On  the  preceding  page  are  two  advertise- 
ments from  Wurzburg's,  Grand  Rapids,  Mich. 
One  features  bargain  values  in  a  dignified  way 
under  the  general  heading  of  "Dollar  Day" ; 
the  other  features  new  merchandise  under  the 
heading,  "Fall  Style  Exhibit."  (This  season 
is  in  the  past,  but  the  advertisement  suits  the 
purpose  here.) 

Both  advertisements  are  arranged  and 
typed  in  a  particularly  sensible  manner.  That 
is  the  main  reason  they  are  reproduced  in  this 
particular  issue  of  the  current  retail  adver- 
tising page.  With  the  signature  missing  from 
either  one  the  other  would  not  lose  its  store 
identity. 

The  "Dollar  Day"  advertisement  is  a  good 
example  of  what  is  meant  by  "easy  to  read." 
It  displays  items  with  white  space  and  uni- 
form black-face  heads  and  clear  body  type. 
There  is  just  enough  illustration  to  break  the 
monotony  and  enough  big  captions  to  divide 
the  space  into  thirds. 

The  style  exhibit  advertisement  is  just 
as  well  managed  as  the  bargain  announcement 
and  is  just  as  easy  to  read — still  it  looks  the 
part  it  plays.  It  introduces  the  store  in  the 
guise  of  a  new  season's  merchandise.  The  in- 
troductory is  written  mostly  from  the  cus- 
tomer's rather  than  the  store's  point  of  view. 
This  is  refreshing.  Most  current  advertise- 
ments talk  about  the  store  more  than  the 
people  the  store  wants  to  serve.  A  habit,  per- 
haps, but  one  worth  changing. 

The  customer  is  thinking  of  her  need  when 
she  reads  advertisements  rather  than  how 
the  store  gets  its  goods  and  operates  its  busi- 
ness. And  in  the  spring  more  than  at  any 
other  time  women  are  interested  in  what 
the  goods  mean  to  them! 

Stores  can  easily  identify  their  advertise- 
ments and  when  they  do  they  automatically 
identify  their  goods,  their  values  and  their  ser- 
vice. An  advertisement  properly  gaged  to 
meet  the  mental  attitude  of  customers  costs  no 
more  than  one  which  is  vague. 


Texas  Business  Men 
Advocate  Ad  Purity 

A  vigorous  attempt  is  being  made  to  have 
the  Texas  Legislature  pass  an  adequate  fraud- 
ulent advertising  bill.  There  is  no  law  in  that 
State  covering  the  subject  in  any  degree,  and 
business  men  are  anxious  to  have  proper  pro- 
tection assured  consumers — and  incidentally 
themselves,  since  honest  advertisers  sustain 
consideraV^le  damage  through  the  activities  of 
unscrupulous  persons. 

The  Senate  has  passed  a  bill  similar  to  the 
Indiana  law.  The  Dallas  Advertising  League 
and  the  Better  Business  Bureau  of  that  city 
are  trying  to  secure  passage  of  a  different  bill, 
which  they  consider  more  effective. 


OPTIMISM  as  to  industrial  and  commer- 
cial conditions  in  England,  the  land  of 
his  adoption,  was  expressed  by  H.  Gor- 
don Selfridge  on  Wednesday  of  this  week.  Mr. 
Selfridge  reached  New  York  on  Monday  on  the 
Cunard  liner  Imperator. 

When  I  called  on  him  in  his  suite  at  the 
Biltmore  Mr.  Selfridge  seemed  full  of  vigor 
and,  as  said,  expressed  himself  as  confident  re- 
garding a  return  to  normal.  "We  are  begin- 
ning to  go  up  the  hill  again,"  said  he. 

In  response  to  a  question  as  to  the  price 
trend,  Mr.  Selfridge  was  emphatic  as  to  the  de- 
cline having  reached  the  limit  on  certain  lines 
of  goods,  in  which  a  shortage  is  beginning  to 
manifest  itself.  "We  have  reached  the  point 
of  underproduction,"  he  continued,  "this  can 
mean  nothing  but  a  stiffening  of  prices." 

High  Wages  Prevent  Work 

"How  will  a  remedy  be  found  for  the  un- 
employment problem?"  I  asked. 

"There  are  undoubtedly  a  great  number  of 
men  out  of  work,"  was  the  reply,  "but  that  is 
no  new  condition,  especially  in  London.  You 
will  recall  that  before  the  war  the  extent  of  un- 
employment was  very  serious. 

"As  a  matter  of  fact,  however,  work  is 
more  plentiful  than  is  apparent  on  the  sur- 
face. The  trouble  lies  in  the  ideas  of  workers 
as  to  the  wages  they  ought  to  be  paid.  My 
architect  told  me  only  the  other  day  that  con- 
struction had  been  deferred,  and  would  con- 
tinue to  be  postponed,  on  certain  buildings  in 
which  he  was  interested  until  the  operatives 
should  agree  to  abate  their  demands." 

I  asked  Mr.  Selfridge  if  the  standard  of 
living  in  England  had  remained  at  or  near 
the  point  reached  during  the  latter  part  of  the 
war.  He  described  conditions  there  in  a  way 
which  indicates  a  close  approximation  to  those 
in  this  country,  viz.,  extravagance  on  the  part 
of  those  suddenly  in  receipt  of  incomes  to 
which  they  had  been  unaccustomed,  lack  of 
saving  during  flush  times,  and  difficulty  on  the 
part  of  workers  in  adjusting  themselves  to 
straitened  conditions. 

German  Goods  in  Disfavor 
There  is  strong  opposition  to  the  importa- 
tion of  German  goods  into  England,  according 
to  Mr.  Selfridge.  Prejudice  against  using  or 
consuming  the  products  of  their  late  foes  is 
rampant  among  the  public ;  and  merchants,  in- 
cluding prominent  concerns,  are  not  only 
acquiescing  in  this  attitude  but  fostering  it  by 
announcements  as  to  their  non-handling  of 
goods  of  German  origin.  Mr.  Selfridge  said 
he  had  refused  to  be  led  into  such  a  policy,  and 
had  told  those  who  spoke  to  him  on  the  subject 
that  his  business  would  be  conducted  as  he  and 
his  associates  thought  fit. 

I  reminded  Mr.  Selfridge  that  while  the 
German  reparations  must  be  paid  largely  in 
merchandise,  nevertheless  Lloyd  George  had 
recently  expressed  decided  apprehension  as  to 
the  effect  on  British  industry  of  extensive  im- 
portations of  German  goods  and  the  United 
Kingdom — to  which  Mr.  Selfridge  replied: 

"France  is  so  afraid  of  Germany,  and 
Lloyd  George  is  obliged  to  be  extremely  con- 
siderate of  the  feelings  of  the  French  people. 
Of  course,  this  question  of  German  merchan- 
dise exports  is  a  difficult  one,  from  more  than 
one  standpoint." 


Regarding  the  payment  of  their  debts  to  us 
by  our  allies,  Mr.  Selfridge  said  that  in  his 
opinion  England  would  be  able  to  pay  in  cash 
as  well  as  in  merchandise.  "England  is  mak- 
ing money,"  he  added. 

Getting  back  to  matters  more  directly  re- 
lated to  the  dry  goods  business,  Mr.  Selfridge 
said  that  the  majority  of  British  retailers  had 
not  yet  liquidated  their  high-priced  stocks. 
"We  were  severely  criticised  last  -lune,"  he 
added,  "when  we  made  a  general  cut  in  prices, 
but  we  felt  that  we  were  doing  the  right 
thing  and  subsequent  developments  justified 
our  action." 

Frontage  of  500  Ft. 

Referring  to  the  big  extension  of  his  firm's 
facilities  by  the  erection  of  an  additional  build- 
ing, Mr.  Selfridge  said: 

"We  are  replacing  the  old  structures  ad- 
joining our  original  building  and  good  prog- 
ress is  being  made.  When  construction  is  com- 
pleted we  shall  have  an  establishment  of  uni- 
form appearance  and  character  throughout 
occupying  an  entire  block,  with  a  frontage  on 
Oxford  Street  of  500  ft." 

A  Palatial  London  Home 

Mr.  Selfridge  showed  me  some  photographs 
of  his  London  home,  an  article  regarding  which 
I  had  happened  to  read  quite  recently  in  an 
American  magazine.  This  historic,  spacious 
and  beautiful  mansion  is  knovra  as  Lansdowne 
House,  having  been  the  town  house  of  the 
Marquis  of  Lansdowne.  It  is  replete  with 
priceless  works  of  art,  and  some  idea  of  its  size 
is  afforded  by  the  fact  that  there  is  a  ballroom 
of  vast  proportions  on  the  ground  floor. 

Readers  unfamiliar  with  London's  aristo- 
cratic residence  quarter  may  learn  with  sur- 
prise that  Lansdowne  House,  though  only  a 
step  from  Piccadilly,  stands  in  its  own  spacious 
grounds,  with  trees,  shrubbery  and  formal  gar- 
dens. 

Mr.  Selfridge  may  well  be  proud  of  his 
home  as  of  the  business  he  has  built  up  and 
the  building  it  will  shortly  occupy,  proud 
also  of  the  results  attained  by  his  concern  dur- 
ing the  last  difficult  and  perplexing  year,  as 
shown  by  the  annual  report  from  which  we 
present  some  extracts  on  page  129. 

S.  H.  DiTCHETT. 


Sheldon's  for  1921  Out 

The  1921  edition  of  Sheldon's  Retail  Trade 
is  out.  This  book  of  571  pages  contains  the 
names  and  addresses  of  department  and  dry 
goods  stores  in  the  leading  centers  of  the  coun- 
try. It  also  gives  the  names  of  the  merchan- 
dise department  heads,  the  merchandise  man- 
ager and  the  New  York  resident  buyer. 

The  new  edition  of  Sheldon's  Jobbing  Trade 
and  City  Offices  has  also  made  its  appearance. 
This  book  of  320  pages  includes,  as  its  name 
implies,  the  names  of  jobbers  throughout  the 
country,  and  their  department  heads.  It  also 
gives  the  names  of  the  concern's  resident  buyer 
in  New  York. 

Both  of  these  directories  are  well  known  in 
the  trade  and  are  recognized  everywhere  as 
standard  works  of  reference.  They  are  pub- 
lished by  the  J.  D.  Sheldon  Co.,  32  Union 
Square. 
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Wool  Goods  Prices  Low  Enough  to 
Start  Things— But  Be  Careful! 

Suggestion  That  Rockbottom  for  Season  Will  Be  100  Per  Cent  Above  Pre- 
war Doesn't  Hold  Water — And  What  a  Job  It  Would  Be  to  Devise  a  Tariff 
to  Level  Competition  with  a  Hurdle  Like  That  to  Be  Taken — Present 
Prices  Fair  Enough  Now;  but  There's  No  Reason  for  Blind  Faith  as  Yet 


WHAT  is  happening  in  the  woolen  and 
worsted  industry  just  now  bears  a 
particularly  strong  resemblance  to 
what  happened  in  the  cotton  goods  industry 
early  in  January.  In  other  words,  stocks 
have  apparently  been  well  liquidated,  a  new 
and  satisfactory  basis  of  values  has  been 
established,  and  the  trade  is  buying  with  a 
certain  amount  of  eagerness.  So  far  so 
good. 

That  the  new  basis  of  values  is  entirely 
satisfactory  to  the  trade  has  been  demon- 
strated during  the  last  week  by  two  inci- 
dents :  First,  by  the  report  that  all  women's 
wear  cloakings  and  dress  goods  in  Dept.  4 
of  the  American  Woolen  Company  have  been 
sold  up  and  withdrawn,  and,  second,  by  an 
auction  sale  of  about  1300  pieces  of  men's 
wear  and  dress  goods  at  which  prices  were 
higher  than  those  seen  at  similar  auctions 
in  the  recent  past. 

Reveals  Trend  of  Demand 

The  auction  was  interesting  as  showing 
the  active  demand  for  certain  staple  worst- 
eds for  immediate  delivery.  On  some  trico- 
tines,  for  example,  the  prices  bid  were 
higher  than  those  made  a  few  weeks  ago  by 
the  American  Woolen  Company  for  fall  de- 
livery— eliminating  the  discount — and  on 
some  men's  wear  serges  the  prices  bid  were 
higher  than  those  named  the  following  day 
on  the  same  lines  for  fall.  Many  of  the 
dress  goods  offerings  brought  20  to  50  cents 
a  yard  more  than  the  same  goods  did  a  few 
weeks  ago. 

The  withdrawal  of  the  women's  wear 
lines  in  Dept.  4  of  the  American  Woolen 
Company  is  rendered  more  significant  by  the 
fact  that  many  of  the  orders  received  are  be- 
ing revised.  Revisions  in  some  cases  are 
said  to  amount  to  as  much  as  50  per  cent.  It 
is  possible,  of  course,  to  exaggerate  the  im- 
portance of  this.  The  American  Woolen- 
Company  is  not  a  dominant  factor  in  the 
dress  goods  field;  its  production  of  these 
lines  is  limited.  Furthermore,  its  promi- 
nence in  the  wool  goods  industry  generally 
and  the  wide  notice  given  to  its  affairs  as 
indicative  of  conditions  in  the  industry  as  a 
whole  are  bound  to  attract  a  large  amount  of 
attention  to  its  openings.  But  making  al- 
lowance for  these  things  it  seems  plain 
enough  that  the  quick  selling  up  of  its  lines 
indicates  at  least  that  the  prices  made  are 
considered  safely  and  satisfactorily  low. 

Bit  of  Surprise  in  Men's  Suitings 

In  the  men's  wear  field,  where  the  posi- 
tion of  the  company  is  more  dominant,  fall 
prices  were  made  last  week  on  suitings.  Al- 
though, as  already  mentioned,  the  prices 
named  were  lower  in  some  instances  than 
those  obtained  at  auction  on  the  same 
numbers  the  day  before,  they  were  on  the 
whole  a  little  higher  than  the  trade  generally 
was  expecting.  The  trade  was  expecting 
prices  at  least  as  low  as,  or  possibly  lower, 
than  those  made  in  January  on  goods  from 
stock.  As  a  matter  of  fact,  the  medium  and 
higher  grade  suitings  were  slightly  higher  in 


By  W,  D.  Darby 

price — about  15  cents  a  yard  in  some  cases — 
while  the  lower  grades  were  slightly  lower  in 
price. 

For  instance,  the  standard  11-oz.  Fulton 
serge  3192  was  priced  at  $2,421/2  as  compared 
with  $2,371/2  last  January  and  $4.50  for  fall, 
1920.  The  spring,  1914,  price  on  this  num- 
ber was  $1,121/2.  The  Ayer  serge  1814-44,  on 
the  other  hand,  was  priced  at  $2.75  as  com- 
pared with  $2,771/2  last  January  and  $4.50 
for  fall,  1920.  The  fall,  1914,  price  on  this 
number  was  $1.25.  Generally  the  prices 
range  from  a  little  over  40  to  a  little  over  50 
per  cent  under  those  made  for  fall,  1920,  and 
about  100  per  cent  over  pre-war  prices. 

An  Idea  of  Rockbottom 

It  is  worth  noting  that  the  American 
Woolen  Co.  and  the  trade  as  a  whole  con- 
siders 100  per  cent  above  pre-war  prices  as 
about  rockbottom  for  the  coming  season. 
There  are  some  in  the  trade  who  believe  that 
it  represents  as  low  a  level  as  is  likely  to  be 
seen  for  several  seasons.  Their  reason  is 
quite  simply  that  a  protective  tariff  on  wool 
and  wool  manufactures  will  stiffen  the  prices 
of  cloths.  Obviously  that  is  what  the  manu- 
facturing end  of  the  industry  is  hoping  for. 
It  is  not  what  the  consumer  is  hoping  for. 
It  is  not  what  the  consumer  has  a  right  to 
expect.  But  in  any  case  it  is  worth  consid- 
ering as  a  possibility  to  be  reckoned  with. 

However,  while  prophecy  in  the  present 
chaotic  condition  of  the  world  is  a  hazardous 
business,  it  may  be  predicted  with  reasonable 
certainty  that  a  price  level  100  per  cent  above 
that  of  pre-war  days  is  not  one  that  can  be 
maintained  for  any  length  of  time.  The  gen- 
eral cost  of  living  is  not  now  100  per  cent 
above  pre-war  level;  the  purchasing  power  of 
the  public  as  a  whole  is  not  100  per  cent 
above  the  pre-war  level;  and  both  are  tend- 
ing downward.  And  it  is  an  economic  truism 
that  no  one  commodity,  except  under  very 
special  conditions,  can  remain  long  out  of 
line  with  the  general  commodity  level. 

Cotton  Decline  as  Example 

Cotton  goods  furnish  an  eloquent  case 
in  point.  It  was  generally  conceded  that  the 
prices  made  on  cotton  goods  in  January  were 
absolutely  rockbottom.  No  one  questioned, 
nor  questions  now,  the  statement  of  the  pro- 
ducers that  the  prices  then  named  were  as 
low  as  could  possibly  be  made.  Yet  on  some 
lines  of  staple  cottons  prices  now  are  actual- 
ly declining.  The  immediate  reason  is  that 
raw  cotton  is  declining.  But  this  is  not  the 
real  reason.  Raw  cotton  is  going  down  be- 
cause the  mills  are  not  buying  enough  cot- 
ton, and  the  mills  are  not  buying  enough 
cotton  because  the  people  of  the  world  are 
not  buying  enough  cotton  goods.  And  the 
people  of  the  world  cannot  buy  enough  cot- 
ton goods  until  their  purchasing  power  and 
the  price  of  cotton  goods  are  more  nearly  on 
an  equal  basis. 

It  is  a  fair  assumption  that  the  same  law 


will  operate  in  the  case  of  wool  goods.  A 
high  tariff  would  counteract  it  to  some  ex- 
tent. But  not  absolutely.  An  ad  valorem- 
tariff  of  as  high  as  100  per  cent  on  imported 
wool  goods  would  place  them  on  an  equal 
basis  with  our  products  if  their  price  were 
at  least  50  per  cent  as  high.  But  if  domestic 
prices  are  maintained  at  100  per  cent  or  more 
above  pre-war  levels  and  European  prices 
continue  to  decline,  as  they  must  and  will 
do,  there  is  no  conceivable  tariff  that  will 
effectively  protect  our  woolen  industry 
against  competition  from  abroad. 

Apart  from  this,  there  is  the  fact  that  our 
woolen  industry  produces  a  surplus  above 
normal  domestic  requirements,  and  to  a  large 
extent  domestic  prices  of  any  commodity  are 
determined  by  the  value  of  the  exportable 
surplus  in  the  world's  markets.  There  is  no 
getting  away  from  this,  tariff  or  no  tariff. 
Curtailment  of  production  is  effective  only  as 
a  temporary  expedient.  It  can  maintain 
prices  for  a  time,  but  in  the  end  it  defeats 
its  own  object  by  reducing  consumption. 
Curtailed  consumption  follows  curtailed  pro- 
duction almost  as  a  matter  of  course. 

Durability  of  Prices  Open  to  Question 

In  brief,  woo^  goods  cannot  defy  funda- 
mental economic  laws — not  for  any  length 
of  time.  And  consequently  it  may  be  said 
with  reasonable  certainty  that  the  fall  prices 
recently  made  on  wool  goods  instead  of  be- 
ing rockbottom,  as  many  in  the  trade  appear 
to  believe,  represent  simply  a  firm  step  on 
the  way  down.  That  they  are  as  low  as  pres- 
ent costs  warrant  seems  probable  on  the  sur- 
face. That  they  appeal  to  the  trade  general- 
ly as  a  safe  basis  for  operation  is  certain. 
But  just  how  long  they  will  hold  is  another 
matter.  It  is  a  reasonable  assumption  that 
they  will  hold  some  time  into  the  fall  season 
— but  not  much  longer. 

These  observations  are  advanced  not  by 
way  of  throwing  a  wet  blanket  of  pessimism 
over  the  renascent  optimism  of  the  wool 
goods  market  but  by  way  of  forestalling  some 
of  the  misleading  talk  which  the  present 
brisk  renewal  of  activity  is  likely  to  start — 
such  statements,  for  instance,  as  the  one  at- 
tributed to  a  leading  worsted  manufacturer, 
that  prices  are  likely  to  go  Higher.  Every 
buyer  is  familiar  with  this  talk:  "The  mills 
are  sold  up.  Goods  are  going  to  be  scarce 
next  fall.  Prices  are  going  to  be  higher. 
Better  jump  in  now  and  get  what  you  can." 
That  cock  won't  fight  any  more. 

Only  a  Step,  After  All 

The  situation  as  it  stands  is  satisfactory. 
It  means  renewed  mill  activity.  It  means 
fuller  employment.  It  means  an  increased 
demand  for  raw  material.  It  means  a  sub- 
stantial contribution  to  the  revival  of  trade 
generally.  In  this  respect  it  is  a  valuable 
and  welcome  step  in  the  process  of  readjust- 
ment. But  it  is  only  a  step,  and  to  mistake 
it  for  the  bottom  step  is  to  risk  a  severe 
tumble.  The  only  safe  motto  for  the  wool 
goods  buyer,  as  for  all  other  buyers,  must 
continue  to  be  "Watch  your  step!" 
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Two-in-One 
Bed  Blankets 

Blanket 
Comfortables 
Crib  Blankets 
Motor  Robes  and 
^       Traveling  Rugs 
C;^    Indian  Blankets 
Beach  Blankets 
Bathrobe 
julankets 
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Increase  Your  Spring  Sales— 

IN  recent  years  we  have  had  grow- 
ing business  during  the  spring  • 
and  summer  months.  You  should 
get  your  share  —  feature  outdoor 
blankets  — go  after  the  summer 
resort  trade. 

Now  is  the  time  to  make  the  drive- 
show  the  blankets  in  your  windows  and  on 
your  counter.  There  is  no  hne  so  com- 
plete as  the  Esmond  for  1921.  The  most 
beautiful  and  varied  range  of  Jacquard 
patterns  and  colors  ever  offered — blankets 
for  every  purpose. 

Ask  your  jobber  for  an  Esmond  Sampler  case  show- 
ing complete  range  of  qualities.  If  one  case  isn't  enough 
for  your  needs,  get  several.  Your  jobber  will  send  on 
request  color  sheet  showing  exact  contents. 

THE  ESMOND  MILLS 

Esmond,  R.  I. 

Our  sole  Selling  Agents 
CLARENCE  WHITMAN  &  SON,  INC. 

New  York  Philadelphia 
354  Fourth  Ave.  927  Chestnut  St. 

St.  Louis  Chicago 
310  Silk  Exchange  Bldg.  226  West  Adams  bt. 

San  Francisco  .x^rTTTr*^ 
Postal  Telegraph  Bldg.  y^yAU/VA) 
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Why  Knitted  Woolens  Now  Have 
Place  in  Home  Dressmaking 


Cutters-up  Have  Found  It  Can  Be  as  Easily  Cut  and  Handled  as 
a  Woven  Cloth,  and  It  Holds  Shape  Under  Wear — In  Made-up 
Garments  It  Is  One  of  Successes  of  Season — And  It  Is  Not  to  Be 
Confused  with  Jersey  Cloth 


THE  very  great  vogue  of  knitted  woolens 
this  spring  is  something  that  deserves 
the  serious  notice  of  piece  goods  buyers. 
There  still  persists  an  impression  among  piece 
goods  buyers  that  knitted  woolens  are  outside 
their  field.  Knitted  woolens,  they  think,  may 
be  a  big  item  in  made-up  garments,  but  are 
not  suitable  for  home  dressmaking  and  are 
not  the  sort  of  thing  that  can  be  sold  over  the 
counter  by  the  yard.  There  was  a  time  when 
this  was  true,  but  no  longer. 

There  was  a  time  also  when  the  manufac- 
turer of  tailored  suits  thought  the  same  thing. 
He  thought  that  knitted  woolens  were  all  right 
for  loose-fitting  sports  clothes.  But,  he  ar- 
gued, they  are  difficult  to  cut;  they  are  diffi- 
cult to  make  up;  they  stretch  and  sag  and 
hang.  He  admitted  their  many  advantages — 
their  elasticity,  economy  and  wearability — but 
he  insisted  that  they  were  not  his  affair.  He 
had  tried  jersey  cloth,  he  said,  and  had  found 
it  impracticable  for  his  purposes. 

Some  Things  to  Unlearn 

The  trouble  was  that  the  cutter,  when  he 
heard  of  knitted  woolens,  was  thinking  of  jer- 
sey cloth,  just  as  the  piece  goods  buyer  is  doing 
still.  And,  in  order  to  get  his  preconceptions 
on  the  subject  out  of  his  mind,  it  was  neces- 
sary for  a  leading  manufacturer  of  knitted 
woolens  to  have  tailored  suits  made  up  by  a 
number  of  cutters  at  his  own  expense.  In  this 
way  the  cutting-up  trade  was  made  to  realize 
that  knitted  woolens  and  jersey  cloth  are  two 
quite  different  things,  and  that  in  the  finest 
knitted  woolens  of  to-day  there  has  been 
evolved  a  fabric  as  different  from  the  familiar 
jersey  cloth  as  it  is,  for  example,  from  a  serge. 

What  It  Is  Now 

As  a  result,  cutters  have  been  taking  up 
this  fabric  to  an  increasing  extent  until  this 
season  it  is  said  to  have  the  biggest  sale  of 
any  single  fabric  in  made-up  garments.  They 
are  finding  that  it  can  be  as  easily  cut  and 
handled  as  a  woven  cloth ;  that  it  can  be  made 
up  into  strictly  tailored  garments;  that  it 
holds  its  shape  under  wear;  that,  in  fact,  it 
has  all  the  characteristics  of  a  woven  cloth 
except  those  characteristics  which  distinguish 
a  woven  cloth  from  a  cloth  made  on  the  knitted 
principle. 

The  characteristics  of  a  cloth  made  on  the 
knitted  principle  have  already  been  explained 
more  than  once  by  the  Economist;  but  it  may 
be  worth  while  to  repeat  some  of  them  here. 
The  first  of  them,  and  perhaps  the  most  im- 
portant in  these  times,  is  that  of  economy. 
Knitted  cloth  is  economical  both  in  cost  and  in 
serviceability.  It  costs  much  less  than  a  woven 
cloth  to  make,  for  the  simple  reason  that  it  can 
be  made  about  twice  as  fast — in  other  words, 
the  labor  cost  on  it  is  about  half  as  much. 
This  is  an  extremely  important  item,  particu- 
larly now  when  raw  wool  is  very  low  and  labor 
costs  are  the  chief  obstacle  in  the  way  of  cor- 
respondingly low  prices  for  cloths. 

Serviceability  Makes  It  Economical 

In  addition  to  costing  less,  knitted  cloth  is 
economical  by  reason  of  its  many  serviceable 


"Dress  Consultant" 
A  Real  Idea  for 
Dress  Goods 

'  I  'HE  story  of  how  a  saleswoman  in  a 
Western  store  helped  increase  business 
in  the  silks  and  dress  goods  departments  is 
an  inspiration  to  other  store  workers  and 
something  for  department  heads  to  think 
about.  She  was  responsible  for  the  installa- 
tion of  a  "Dress  Consultant,"  and  how  she 
happened  to  do  it  is  best  told  in  her  own 
words. 

"The  idea  occurred  to  me  during  a  silk 
sale.  So  many  women  would  be  on  the 
point  of  buying  and  then  turn  away  be- 
cause, 'I  don't  know  how  to  make  it  and 
probably  it  wouldn't  look  good  when  it  was 
done.'  I  thought  about  that  from  all  angles. 
It  seemed  to  me  there  must  be  some  way  to 
sell  those  women  dress  fabrics. 

"1  knew  a  dressmaker  who  operated  a 
large  shop  until  her  health  gave  out.  She 
had  become  much  better,  but  she  hadn't  the 
courage  to  return  to  business.  To  her  1  took 
a  tentative  scheme,  and  together  we  thrashed 
it  out,  finally  evolving  a  plan  which  I  wrote 
out  and  dropped  in  the  store's  suggestion 
box. 

"A  week  later  I  was  called  to  the  office. 
The  manager  wanted  to  know  where  I  got 
the  idea.  1  told  him.  I  knew  I  could  make 
more  sales  every  day  if  I  were  able  to  say 
to  a  hesitating  customer,  'Madame  X,  who  is 
here  in  the  store,  can  plan  that  for  you. 
You  ca:i  make  a  stunning  dress  and  save 
enough  for  a  new  hat  to  match.'  He  de- 
cided to  give  it  a  trial. 

"My  friend  the  dressmaker  was  asked 
to  take  the  new  department.  Her  task  was 
to  advise  customers  as  to  suitable  lines,  pat- 
terns and  trimmings,  at  a  nominal  charge. 
Anyone  buying  goods  in  the  store  could  take 
advantage  of  this  service.  A  big  advertis- 
ing feature  was  made  of  it,  and  the  con- 
sultant was  swamped  immediately.  To  keep 
the  business  within  bounds  we  had  to  set  a 
minimum  cost  on  the  garment  to  be  made. 

"There  are  now  three  consultants  and 
the  department  is  still  growing.  The  in- 
creased sales  of  silks  and  dress  goods  have 
paid  the  additional  salaries  several  times 
over.  As  for  myself,  I  was  moved  to  another 
department  to  keep  my  eyes  open  and  find 
out  why  it  wasn't  selling  the  goods  it  should. 
Some  day  I  shall  win  a  place  in  the  store 
really  worth  while." 


qualities.  The  wearability  of  any  fabric  de- 
pends to  a-  large  extent  on  its  tensile  strength, 
and  as  a  rule  the  tensile  strength  of  a  fabric 
is  impaired  by  continuous  friction  on  one  or 
more  places — as,  for  instance,  the  seat  of  a 
trousers  or  the  elbows  of  a  coat.  Cloth  made 
on  the  knitted  principle  has  a  superior  tensile 
strength,  for  technical  reasons,  which  it  is  not 


necessary  to  enter  into  here,  and  its  elasticity 
relieves  the  concentration  of  strain  or  friction 
on  any  one  point. 

More  Satisfaction  to  Wearer 

For  similar  reasons,  it  does  not  wrinkle 
easily.  The  economy  effected  in  this  way  alone 
can  be  appreciated  by  women  whose  clothes 
need  the  frequent  attention  of  the  tailor.  And 
the  vast  majority  of  women  who  press  their 
own  clothes  can  appreciate  equally  the  saving 
of  time  and  labor  and  temper.  This,  apart 
from  the  satisfaction  of  being  able  to  go  for 
an  automobile  or  train  ride,  on  a  tramp  or  a 
picnic,  without  looking  like  a  crumpled  ruin  at 
the  end  of  it.  Such  wrinkles  as  do  unavoid- 
ably appear  usually  disappear  after  the  gar- 
ment has  been  hung  overnight  in  the  clothes 
closet. 

The  defect  of  this  quality  of  elasticity  has 
been  the  tendency  to  sag.  But  this  has  been 
overcome  in  the  best  knitted  cloths  now  on 
the  market.  And  this  is  one  of  the  funda- 
mental distinctions  between  knitted  woolen 
cloth  and  what  is  usually  known  as  jersey 
cloth. 

Why  It  Is  to  Be  Distinguished 

It  is  also,  incidentally,  one  of  the  reasons 
why  it  is  altogether  wrong  and  misleading  to 
call  such  cloth  jersey  cloth.  Probably  nine 
out  of  ten  piece  goods  buyers  would  answer  the 
suggestion  that  they  carry  knitted  woolens  m 
their  department  by  pointing  out  that  the  home 
dressmaker  couldn't  cut  and  make  up  such 
fabrics  because  they  stretch. 

This  is  true  of  jersey  cloths  in  general,  but 
it  is  distinctly  not  true  of  the  kind  of  knitted 
woolens  which  are  now  being  used  so  much  by 
leading  garment  manufacturers.  These  cloths 
are  as  easy  to  cut  and  make  up  as  a  serge  or  a 
tricotine.  They  are  equally  adaptable  to  suits, 
coats  and  dresses.  And  for  the  woman  who  is 
not  a  sufficiently  skillful  dressmaker  to  under- 
take a  suit  or  a  dress,  they  can  be  made  up 
very  easily  into  separate  skirts  or  capes. 

Fashion  Favorable,  Too 

The  prominent  place  held  by  separate  skirts 
and  capes  in  the  fashion  for  this  spring,  by 
the  way,  offers  an  excellent  opportunity  to 
feature  knitted  cloth  for  this  purpose.  Any 
woman  who  can  sew  at  all  can  easily  make  a 
two-piece  skirt  or  a  cape  with  the  aid  of  a 
pattern. 

If  she  sees  garments  of  knitted  cloth  being 
featured  in  the  garment  departments;  if  she 
knows  that  they  are  in  style ;  if  she  has  knitted 
cloth  offered  to  her  in  the  piece  and  has  its 
advantages  and  its  economy  pointed  out  to  her 
in  the  proper  way,  then  it  is  likely  to  appeal 
strongly  to  her,  indeed. 

The  piece  goods  buyer  who  stocks  knitted 
woolen  cloth  in  his  department  should  be  care- 
ful to  distinguish  it  from  jersey.  He  not  only 
should  not  call  it  jersey  but  he  should  state 
distinctly  that  it  is  not  jersey.  He  should 
point  out  that  its  cheap  price  is  due  altogether 
to  the  comparatively  low  cost  of  manufacture 
and  not  to  any  inferiority  in  quality.  He 
should  explain  its  many  serviceable  qualities. 
He  should  demonstrate  that  it  does  not  stretch 
nor  sag.  And  he  should  finally  show  that  it 
offers  no  more  difficulty  than  the  familiar  serge 
or  tricotine  or  twill  to  the  scissors  and  needle 
of  even  the  most  amateurish  home  dressmaker. 
If  he  does  this  he  is  sure  to  find  that  knitted 
cloth  belongs  as  appropriately  on  his  shelves 
as  any  woven  staple,  and  will  well  repay  his 
investment. 


Adlem  &  Co.,  of  Red  Bank,  N.  J.,  have  sold 
out  to  Jacob  Yanko,  who  has  conducted  a  dry 
goods  store  on  Broad  Street,  Red  Bank,  for  the 
last  eight  years.  The  new  owner  intends  to 
make  improvements  and  start  immediate  busi- 
ness with  increased  stock. 
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"A  Spring  Beauty  for 
the  Beauty  of  Spring." 

The  above  illustration 
is  featured  in  Vogue 
for  April  and  Harper's 
Bazar  for  May. 


HE  fashion  creation  of  today  that 
reflects  a  pleasing  suggestion  of 
yesterday- 
Kenwood  Koverlets 

A  wealth  of  warmth  and  richness  for  bed  or  divan— or  as 
shoulder-throw.  Made  in  eight  charming  color  patterns— to 
harmonize  with  the  dominant  motif  in  home  furnishings.  To 
retail  at  $12.  Two  dozen  Koverlets  permit  a  window  or  store 
display  that  is  irresistible  to  the  woman  who  loves  beautiful 
things. 

Only  14  days  remain  in  which  to  take 
advantage  of  our  PREPAID  TRANS- 
PORTATION OFFER  on  initial  order. 
This  Special  Offer  and  a  showing  of 
Kenwood  Koverlet  patterns  is  made  in 
our  four-color  insert  in  February  26th 
Dry  Goods  Economist. 


Kenwood  Mills,  Department  E,  Albany,  N.  Y. 
Kenwood  Mills,  Ltd.,  Arnprior,  Ontario. 


Retailers  Reaped 
Full  Advantage 
of  Silk  Week 

More  Than  10,000  Merchants  Fea- 
tured Event  with  Apt  Displays 
and  Effective  Advertising 

AN  undoubted  but  not  unexpected  success 
attended  National  Silk  Week  through- 
out the  country.  While  the  event  seems 
to  have  been  most  energetically  and  elab- 
orately observed  in  the  Middle  West,  its 
observance  has  been  nation-wide.  It  is 
estimated  by  the  Silk  Association  of  Amer- 
ica that  over  10,000  merchants,  large  an^ 
small,  featured  National  Silk  Week,  most  of 
them  urging  the  message  of  silk  by  means 
of  special  v^^indow  and  store  displays  as  well 
as  extra  newspaper  advertising. 

As  a  general  rule,  price  was  not  em- 
phasized, although  the  great  difference  be- 
tween the  price  of  silks  now  and  a  year  ago 
suggested  to  many  stores  the  opportunity  of 
making  striking  comparisons.  Some  stores, 
too,  adopted  the  plan  of  m.aking  special  price 
offers  on  different  lines  of  silk  merchandise 
for  different  days.  On  the  whole,  however, 
merchants  trusted  to  their  displays  to  create 
in  the  minds  of  their  public  a  realization  of 
the  romance  and  beauty  of  silk,  to  stimulate 
a  feeling  for  the  desirability  of  silk,  quite 
apart  from  the  price  appeal.  And  this  effort 
seems  to  have  met  the  same  ready  response 
from  the  public  as  attended  the  International 
Silk  Exposition  last  month. 

Took  Cue  from  Silk  Show 

In  fact,  most  merchants,  as  far  as  their 
facilities  permitted,  sought  to  recreate  in 
their  stores  some  of  the  spirit  and  atmos- 
phere of  the  International  Silk  Show.  Some 
big  firms,  such  as  Marshall  Field  &  Co.  of 
Chicago,  staged  an  elaborate  presentation  of 
raw  silk  culture  and  reeling  as  well  as  a 
pageant  of  old  modes.  Others,  which  could 
not  undertake  such  an  elaborate  presenta- 
tion, obtained  something  of  the  same  effect 
by  means  of  pictures.  In  some  of  the  smaller 
cities  the  merchants  got  together  and  had 
motion  pictures  showing  the  processes  of 
sericulture  and  scenes  from  the  Interna- 
tional Silk  Show  exhibited  at  the  local 
theaters. 

Many  stores,  particularly  in  the  East,  re- 
produced in  whole  or  in  part  one  or  more  of 
the  exhibits  shown  at  the  International  Silk 
Show.  Some  of  these  stores  staged  elaborate 
pageants  which  stirred  up  a  great  amount 
of  interest  in  their  communities.  For  ex- 
ample, the  pageant  staged  by  Gimbel's  in 
Philadelphia  created  such  a  great  amount 
of  interest  that  the  New  Stanley  Theater, 
one  of  the  largest  theaters  in  that  city,  ar- 
ranged to  exhibit  a  part  of  it  on  their  stage 
during  the  present  week. 

Advertising  Was  Feature 

Considerable  ingenuity  was  exercised  by 
a  number  of  advertising  men  in  devising 
catchy  and  unusual  announcements.  One 
full-page  newspaper  announcement,  for  in- 
stance, contained  in  the  center  a  three- 
column  story  of  the  birth  of  silk  in  ancient 
China.  Another  was  in  the  form  of  a  half- 
page  motion  picture  scenario. ,  Such  out-of- 
the-ordinary  announcements  caught  very 
successfully  the  spirit  of  the  event  and  at- 
tracted a  lot  of  attention. 

In  many  cities,  including  New  York,  few 
of  the  stores  featured  National  Silk  Week 
as  such,  but  made  special  silk  displays  and 


held  special  silk  sales.  In  New  York  all  the 
big  department  stores  gave  some  or  all  of 
their  windows  over  to  silk  displays,  and  some 
of  the  specialty  stores,  such  as  Hickson's 
did  likewise.  Fifth  Avenue,  in  fact,  was  a 
regular  silk  bazaar.  Part  of  one  of  the  big 
exhibits  at  the  Silk  Show  was  used  by  Wana- 
maker  for  interior  display  and  another  part 
of  it  was  used  by  Hickson  for  window 
display. 

Gold,  silver  and  bronze  medals  are  to  be 
awarded  by  the  Silk  Association  of  America 
for  the  best  window  displays  made  during 
National  Silk  Week.  Additional  prizes  will 
be  awarded  for  special  excellence  among 
those  displays  which  do  not  qualify  for  the 
medals.  The  medals  have  been  designed  by 
Julio  Kilenyi,  the  famous  sculptor,  and  have 
received  the  distinction  of  being  exhibited 
by  the  American  Numismatic  Society.  The 


SILKS,  notably  crepes,  have  been  the 
marked  note  at  the  spring  openings,  due 
to  two  reasons,  first,  to  the  fact  that 
silks  in  Paris  have  fallen  in  price  from  30 
to  40  per  cent,  whereas  in  woolens  as  yet 
but  little  decrease  is  registered,  and  second, 
to  the  fact  that  the  dressmakers  have  defin- 
itely launched  the  longer,  fuller  skirts  which 
lend  themselves  more  readily  to  silk  goods 
than  to  woolens. 

From  the  yardage  point  of  view,  Canton 
crepes  take  precedence.  Heavy  Canton 
crepes  are  extensively  used  in  black,  also  in 
coral  for  suits.  Crepes  de  Chine  and  geor- 
gettes are  used  for  dresses,  and  combinations 
of  printed  georgettes  and  plain  foulards  have 
been  much  emphasized  for  afternoon  gowns. 
Silk  voiles  and  etamines  have  been  used  to 
some  extent. 

Taffetas  Good,  but  Not  Dominant 

Taffetas,  notably  black  taffetas  in  very 
supple  qualities,  are  also  good.  The  new 
taffeta,  "Colibri,"  launched  by  Bianchini 
this  season,  which  is  a  cross  between  a  very 
heavy  India  silk  and  a  supple  taffeta,  is  a 
prominent  number. 

Dull-colored  Scotch  plaided  taffetas  have 
been  featured  by  Cheruit  for  tailored  dresses 
and  for  capes.  Plaided  taffetas  have  also 
been  used  in  combination  with  plain  colored 
silk,  crepe  or  serge  in  one-piece  dresses. 

Combinations  of  taflfeta  and  organdy  have 
also  figured  to  some  extent,  but  on  the  whole, 
taffeta,  as  was  anticipated  at  the  start  of  the 


board  of  judges  in  the  contest  consists  of 
Albert  Blum,  M.  D.  C.  Crawford,  Stewart 
Culin,  Herman  Frankenthal,  Julio  Kilenyi, 
Clyde  Ludwick,  A.  M.  Waldron  and  L.  E. 
Weisgerber. 

On  March  31  a  testimonial  dinner  will  be 
tendered  to  John  J.  Twohey  and  his  fellow 
workers  on  the  committees  of  the  Interna- 
tional Silk  Exposition  and  National  Silk 
Week  in  appreciation  of  their  successful  ef- 
forts on  behalf  of  the  industry.  Mr.  Twohey 
was  the  organizer  and  first  president  of  the 
Silk  Travelers'  Association  and  was  one  of 
the  leading  factors  in  the  promotion  both 
of  the  International  Silk  Exposition  and  of 
National  Silk  Week.  The  committee  in 
charge  of  the  dinner  includes  Edwin  S. 
Bayer,  Joseph  Gerli,  Horace  B.  Cheney, 
James  Goldsmith,  Robert  J.  S.  Schwarzen- 
bach,  M.  W.  Dippel  and  William  Skinner. 


season,  has  been  in  no  way  an  important  fac- 
tor in  the  spring  fashions. 

Printed  foulards,  notably  in  bold  black 
and  white  combinations,  also  printed  satins, 
have  been  in  good  demand. 

The  Favored  Wool  Fabrics 

In  wool  fabrics,  poplins  in  plain  colors, 
in  mixtures  and  in  striped  effects,  with  very 
fine  black  serge  and  homespuns,  lead.  Suits 
in  severe  tailored  type  have  been  made  with 
skirt  in  a  plain  wool  poplin,  jacket  in  a 
striped  poplin,  or  the  reverse. 

Bold  black  and  white  striped  and  checked 
cheviots  have  figured  to  some  extent  for 
sports  suits.  Wool  jerseys  in  brown  and  tan 
mixtures  in  Rodier's  variety,  known  as 
"Djersabura,"  have  been  used  by  Lanvin. 
Heavy  embroidered  wool  cheviots  in  fancy 
striped  and  figured  effects  have  been  in 
good  demand  for  coats.  Bright  scarlet  chev- 
iots in  very  heavy  quality  have  been  well 
represented  for  separate  coats,  for  sports 
capes  and  for  jackets,  worn  with  black  or 
with  white  skirts. 

Lanvin  Emphasizes  Scarlet  Sports  Coats 

Lanvin,  in  particular,  has  made  pro- 
nounced use  of  scarlet  for  coats  for  sports 
wear;  in  fact,  at  this  house  scarlet  has  al- 
most entirely  replaced  the  popular  emerald 
green.  At  other  openings,  however,  bures 
and  cheviots  in  bright  emerald  green  have 
been  well  represented  in  sports  suits,  worn 
with  white  skirts. 

(Continued  on  page  85) 


Crepes  and  Other  Silks  Shown  Marked 
Favor  at  Paris  Spring  Openings 

Paris  Office  of  the  Dry  Goods  Economist,  2  Rue  ties  Italiens 
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FINE  LINEN  DISPLAY 
ACTS  AS  A  MAGNET 


— it  brings  customers  to  the  Linen  Department. 

The  usual  method  of  moving  staple  merchandise  is  price 
inducement. 

This  means  a  sacrifice  of  a  percentage  of  the  profit  in  the 
goods. 

A  better  way  in  the  Linen  Department  is  to  give  that  staple 
a  personality,  awaken  desire  and  stimulate  demand. 

That  is  one  of  the  advantages  of  selling  Irish  Linen  instead 
of  just  "linens." 

This  has  been  proved  by  a  number  of  stores  all  over  the 
country. 

By  means  of  attractive  displays  and  intensive  effort  they 
have  taken  advantage  of  the  fact  that  the  majority  of  buyers 
have  been  waiting  for  linens  to  pick  themselves  up. 
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Why  the  Retailer  Is  Interested  in 
The  Cleveland  Experiment 

Savings  It  Makes  in  Production,  Passed  Along  to  Consumer, 
Brings  Wider  Strata  of  Customer  Appeal  —  Manufacturers  and 
Workers  Now  Producing  Under  Agreement  That  Eliminates 
Obstacles  Which  Made  Previous  Arrangements  Unsatisfactory 


THE  industrial  world  has  been  watching 
with  considerable  interest  an  experiment 
which  is  being  carried  out  in  the 
women's  garment  industry  in  Cleveland. 
Nearly  forty  factories,  comprising  the  mem- 
bership of  the  Cleveland  Garment  Manufactur- 
ers' Association,  have  adopted  a  unique  plan 
for  co-operation  with  their  workers.  The  in- 
teresting question  is  now  asked  by  the  Dry 
Goods  Economist,  "What  will  be  the  elfect  of 
the  Cleveland  plan  upon  the  retailer  and  the 
consumer?" 

Manufacturing  of  garments  is  simple  when 
an  article  can  be  produced  in  quantities. 
Manufacturing  becomes  complex  when  the 
quantities  are  limited. 

Leveled  Production  Would  Simplify 

In  women's  garments  the  quantities  are 
limited,  particularly  in  the  garments  of  better 
quality.  Long  runs  are  impossible.  The 
flow  of  work  is  intermittent  with  ex- 
treme peaks  twice  each  year  and  with  peri- 
ods of  slackness  between  seasons.  It  must 
be  obvious  that  when  a  man  works  but  forty 
weeks  each  year  he  must  earn  enough  to  sup- 
port him  for  fifty-two.  Thus  when  women  in- 
sist upon  buying  their  garments  only  during 
two  limited  seasons  each  year,  the  workers 
must  add  to  the  cost  of  producing  those  gar- 
ments a  sum  sufficient  to  sustain  them  during 
the  balance  of  the  year.  If  one  million  gar- 
ments were  produced  in  twelve  months  they 
could  be  made  for  approximately  one-half  the 
labor  cost  they  would  require  if  they  were  all 
made  in  six  months  and  the  other  six  months 
were  idle  ones. 

Originally  all  workers  were  probably  paid 
by  the  week.  The  evils  of  this  system  are  pat- 
ent. The  good  worker  receives  no  more  pay 
than  the  poor  worker.  The  inevitable  result 
has  been  gradually  to  lower  production  to  the 
level  of  the  slowest  worker.  As  production 
dropped,  price,  at  the  other  end  of  the  teeter- 
teeter,  rose. 

Opposition  to  Piece  Work 

The  piece  work  system  came  into  being  in 
an  effort  to  eliminate  the  evils  of  the  straight 
week-work  plan.  At  first  the  manufacturer 
set  the  piece  price  but  evils  in  this  plan  grew 
up  and  the  workers  organized  to  prevent  them. 
Thereafter  developed  a  bargaining  between 
manufacturer  and  worker,  the  manufacturer 
trying  to  set  a  low  price  and  the  worker  doing 
his  best  to  set  a  high  one. 

The  piece  work  plan  had  other  evils,  the 
greatest  being  that  the  entire  cost  of  idle  time 
was  thrown  upon  the  worker.  If  there  were 
no  garments  to  be  made  the  worker  must  sit 
idly  by  without  pay  until  there  were.  He  en- 
deavored to  retrieve  this  lost  time  when  the 
next  bargaining  time  came  when  he  would 
stand  out  for  a  still  larger  price  for  his  work. 
But  this  in  turn  merely  piled  up  the  cost  upon 
the  consumer. 

Out  of  this  difficulty  there  was  born  the 
method  of  measuring  production  by  means  of 
a  stop-watch.  This  plan  is  known  as  scientific 
"management  and  Frederick  W.  Taylor  is  cred- 


By  Fred  C,  Butler 

Labor  Manager,  Cleveland  Garment  Manu- 
facturers^ Association 

ited  with  its  invention.  The  labor  unions, 
however,  opposed  this  system.  They  feared 
that  the  workers  would  be  speeded  up  under 
such  a  system  only  to  have  the  manufacturers 
set  the  standard  higher  until  the  workers  found 
themselves  chasing  a  will-o'-the-wisp  that 
would  ever  remain  just  beyond  their  reach. 

Workers  Guaranteed  a  Minimum 

When  the  garment  manufacturers  of  Cleve- 
land signed  their  epoch-making  agreement 
with  their  workers  in  December,  1919,  there 


'Tis  a  Wise  Buyer  Who 

Learns  from  Salesforce 

Employees  in  ready-to-wear  departments 
frequently  have  ideas  which  would  be  very 
profitable  if  called  to  the  attention  of  the 
buyer  or  department  executive.  Unfor- 
tunately  many  of  these  ideas  get  no  farther 
than  the  employee's  own  "think  box."  While 
realizing  that  many  stores  have  tried  out  the 
suggestion  box  idea,  it  might  be  well  if  the 
ready-to-wear  department  manager  would 
start  a  suggestion  box  of  his  own  and  give 
some  inducement  for  his  people  to  turn  in 
ideas  that  he  could  use.  It  is  surprising  the 
amount  of  information  that  could  be  had 
from  salespeople  regarding  the  salability  of 
merchandise.  Ofttimes  there  is  just  some 
little  trick  about  a  dress  or  coat  or  suit  that 
makes  it  undesirable,  and  if  the  buyer  had 
this  information  he  could  avoid  making  a 
similar  mistake  in  the  future.  A  great  deal 
of  information  can  also  be  obtained  from  the 
man  whose  duty  it  is  to  make  refunds  and 
exchanges  on  ready  to  wear. 

Try  it  out  and  see  how  it  works. 


was  incorporated  therein  the  provision  that  a 
new  wage  plan  would  be  devised  which  would 
guarantee  to  each  worker  his  minimum  week- 
ly wage  but  in  addition  would  provide  remu- 
neration based  upon  the  individual  skill  of  the 
worker. 

The  Cleveland  agreement  recognizes  in  its 
preamble  that  "workers  and  owners  are  jointly 
and  separately  responsible  for  the  cost  and 
quality  of  the  service  rendered  to  the  consum- 
ing public."  It  provides  for  the  admission  of 
the  public  as  a  joint  partner  in  the  industry 
through  the  creation  of  a  board  of  impartial 
referees  who  have  the  final  word  in  the  matter 
of  wages  and  in  all  disputes. 

Strikes  and  lockouts  are  made  illegal  ex- 
cept when  ordered  by  the  referees  themselves 
as  a  disciplinary  measure  against  one  party  or 
the  other.  Collective  bargaining  is  not  only 
recognized,  but  made  compulsory.  The  worker 
with  a  grievance  is  given  an  open  door  to  his 
employer  for  either  himself  or  his  shop  repre- 


sentative. If  he  still  feels  that  justice  is  not 
done  him  the  manager  of  the  union  and  the 
manager  of  the  manufacturers'  association 
take  up  the  matter.  If  they  cannot  agree  it 
goes  to  the  referees  through  their  resident  rep- 
resentative for  final  adjudication. 

A  standard  for  a  garment  is  set  and  there- 
after the  \*::^kers  are  paid  a  certain  price  for 
that  garment  regardless  of  the  number  of  min- 
utes it  requires  in  actual  practice. 

The  board  of  referees  twice  each  year  sets 
a  minimum  wage  for  each  class  of  workers  in 
the  industry.  The  men  are  entitled  to  this 
wage  while  they  are  in  the  plant  whether  they 
are  busy  or  not.  The  incentive  is  thereby 
placed  upon  the  manufacturer  to  keep  his 
workers  busy  and  to  plan  his  work  so  that  pro- 
duction shall  not  be  impeded. 

No  Limitation  on  Skill 

The  worker  is  permitted  to  do  his  best  re- 
gardless of  the  amount  of  work  ahead  and  pay- 
ment for  idle  time  serves  to  discourage  the  ten- 
dency to  slack  when  there  is  but  little  work 
ahead.  The  slow  worker  has  the  incentive  to 
earn  a  greater  wage  through  increasing  his 
production.  Both  manufacturer  and  worker 
are  encouraged  to  eliminate  wasted  time  and 
improper  methods. 

And  how  does  the  consumer  profit?  We 
have  seen  how  both  the  week  work  and  the 
piece  work  plans  served  to  create  idle  time 
and  slow  production  with  consequent  rising 
unit  costs. 

Means  Greater  Outlet 

The  Cleveland  plan  retains  all  of  the  ad- 
vantages of  both  the  old  plans  but  none  of  their 
disadvantages.  Neither  the  worker  nor  the 
manufacturer  can  gain  through  the  elimination 
of  waste  an^  poor  methods  of  production  un- 
less this  saving  is  passed  on  to  the  consumer. 
It  is  a  well-known  economic  fact  that  as  a 
price  is  lowered  new  strata  of  buyers  are 
reached  and  the  possible  production  increases 
in  a  geometrical  ratio.  If  a  seventy-five  dollar 
garment  can  be  sold  for  fifty  dollars  the  pos- 
sible number  of  buyers  is  fully  twice  as  great 
as  before. 

Costs  and  Sales  Interdependent 

Assuming  that  the  manufacturer  is  now 
selling  as  many  garments  as  he  possibly  can 
at  his  present  prices — and  most  of  them  are — 
he  can  increase  his  sales  and  consequently  his 
production  only  by  decreasing  his  costs.  The 
Cleveland  plan  will  surely  result  in  increased 
production  so  far  as  the  workers  are  concerned 
but  this  increased  production  cannot  take  place 
unless  sales  are  simultaneously  increased,  and 
sales  cannot  increase  unless  the  selling  price 
is  lowered. 

It  is  an  axiom  that  "the  consumer  pays." 
Inefficiency  whether  of  management  or  men  is 
inevitably  paid  for  by  the  ultimate  user.  The 
Cleveland  plan,  by  reducing  this  to  a  minimum, 
works  directly  for  the  consumer.  The  con- 
sumer can  aid  greatly  by  buying  early  and  by 
forswearing  the  great  American — or  is  it 
human? — tendency  to  wait  until  to-morrow. 
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Ahe  L  Utitz  &  Co. 

INCORPORATED 
THE  HOUSE  THAT  NEVER  DISAPPOINTS 

10  East  33rd  Street 
New  York 


MR.  RETAILER: 

THIS  IS  WORTHY  OF  YOUR  ATTENTION— READ  CAREFULLY,  AS 
IT  IS  A  NEW  DEPARTURE  IN  THE  DRESS  BUSINESS. 

IN  ORDER  TO  BE  SUCCESSFUL  IN  THIS  PRESENT  DAY  OF  MER- 
CHANDISING, ONE  MUST  BE  DIFFERENT  THAN  YOUR  NEXT  DOOR 
NEIGHBOR. 

WE  HAVE  SOLVED  THIS  BY  CONDUCTING  OUR  DRESS  BUSINESS 
ON  DIFFERENT  IDEAS  THAN  ANY  DRESS  HOUSE  NOW  OPERATING. 

WE  HAVE  MAPPED  OUT  A  PLAN  WHEREBY  WE  ARE  GOING  TO 
MANUFACTURE  SPECIAL  DRESSES,  AT  SPECIAL  PRICES  FOR 
SPECIAL  SALES. 

IT  IS  OUR  INTENTION  TO  HAVE  A  NEW  GROUP  OF  DRESSES  EACH 
MONTH;  THESE  WILL  BE  SHIPPED  TO  YOU  IN  A  ONE-LOT  SHIP- 
MENT IN  ORDER  TO  ENABLE  YOU  TO  RUN  A  SPECIAL  SALE  AND 
MAKE  A  QUICK  TURN-OVER. 

YOU  CAN  PLAN  YOUR  SALES  ONE  MONTH  IN  ADVANCE  AND  IN 
THIS  WAY  OF  OPERATING  IT  WILL  ENABLE  YOU  TO  GIVE  YOUR 
CUSTOMERS  EXCEPTIONAL  VALUES  AT  A  SPECIAL  PRICE. 

WE  WILL  NEVER  BE  IN  A  POSITION  TO  ACCEPT  RE-ORDERS  ON 
ANY  OF  OUR  SPECIALS,  AS  WE  WILL  SELL  ONLY  A  CERTAIN 
QUANTITY  EACH  MONTH,  THEREBY  ELIMINATING  STOCK  ON 
HAND. 

THEY  WILL  BE  SOLD  AT  SUCH  A  CLOSE  MARGIN  THAT  THEY 
WILL  BE  RIDICULOUSLY  LOW,  THEREFORE  ENABLING  YOU  TO  DO 
LIKEWISE  IN  RUNNING  YOUR  SPECIAL  SALES. 

THE  SECRET  IN  THE  PRESENT  DAY'S  MERCHANDISING  IS  QUICK 
TURN-OVERS. 

BE  AMONG  THE  FIRST  TO  INAUGURATE  THESE  "BUSINESS-GETTER 
SALES"  IN  YOUR  TERRITORY. 

IF  YOU  DO  NOT  QUITE  UNDERSTAND  THIS,  DROP  US  A  LINE,  OR, 
BETTER  STILL,  PAY  US  A  VISIT  AND  WE  WILL  GO  INTO  THIS  IDEA 
OF  MERCHANDISING  MORE  THOROUGHLY. 

VERY  TRULY  YOURS, 

ABE  L.  UTITZ  &  CO.,  INC. 

PER  ABE  L.  UTITZ,  PRESIDENT 
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THE  SIOUX  CITY  Daily  tiuiu-xje: 


COMING!    A  GIGANTIC! 


^  SEl.  "1  11  RK<a  I. Mi    FlilllAV    DAHGAIN    Al>  I.N 
TOMtillT  S  JOl  KNAL 


BASEMENT  DRESS  SALE  I 


Most  ^Phenomenal  Safe  In  ^ear^s,  of 

FvR  Fa'B'ric  Coats 


Sale  Friday  In  Our  Economy  Basement 


CHerly  without  precedent  In  its  valiic- 
givmg,  juiit  as  it  is  entirely  unexpected 


■lust  gycb  a  saJe  as  ne  linnw  hundreds 


plain,  malter-of-fac"l,  un^on 
lal  when  wo  secured  thi' 
ndicate  our  judpnir 
>iii'(  Confess- 
lion     one  of  r' 


of  \y.oiiie 

-liflscol  the 


have  been  yeamiug  r« 


Jicdstory  offtiegrcalostpnrcliflscol  the  kind  vi-e  have  ever  mado.  Certauily  wc  did 
'•isli  l  oats  for  Unnurro-B-'t  stil*,  but  \vc  feel  confident  Sioux  City  wom- 
■"»yLliio^  could  well  be,  -  Where  is  tlic  wuniiiq  who  docs  not  want 
"  loftdol^iQjiing  for  jusi  such  a  sniarl,  siuiminfr,  like 
■d  to  wait  for  just  bucli  an  event  as'lliis 


"W..  New  York  City 


AKE  COATS  EXCLX'- 
•  ■    OK  THE  FAMOUS 

MAKF.  OF  ' 


The 


strategy  behind  these  effective  ads  of  basement  ready-to-wear  are  pointedly  ex, 

buyer's  own  story. 

Methods  That  Get  Action  in 
Basement  Ready-to-Wear 


Goldberg^  of  Davidson'' Gets  Down  to  Concrete  Tips  in  This 
Story — Make  Your  Basement  a  Real  Underpriced  Store  or  Do 
Without  It,  He  Advises — What  the  Price  Range  Should  Be 
and  How  to  Make  Your  Appeal 


m  the 


By  A.  H.  Goldberg 

The  Davidson  Bros.  Co.,  Sioux  City,  la. 


"Q' 


UICK  sales — large  volume — buy  often 
— get  the  turnover — profits  take  care 
of  themselves,"  has  been  the  motto 
guiding  my  handling  of  the  bargain  base- 
ment department.  Possibly  a  professional 
slogan  maker  could  write  a  better  one — but 
mine  works. 

I  look  at  the  bargain  basement  as  more 
"than  a  handy  place  to  dump  stocks  that  don't 
sell  upstairs  or  a  place  to  send  the  customer 
who  finds  upstairs  prices  a  little  over  her  head. 
It  is  a  friend  getter  fqr  the  store.  It  is  a 
drawing  card.  It  catches  and  holds  trade  that 
might  slip  away  to  an  under-selling  store.  The 
bargain  basement  should  be  the  main  store's 
biggest  competitor — in  a  friendly  sense — and 
if  it  is  run  with  the  idea  of  giving  the  best 
possible  value  for  the  least  money  it  will  be 
just  that. 

He  Must  Know  Market 

The  old-fashioned  job-lot  buyer  who  thinks 
of  the  basement  as  a  place  where  anything 
can  be  disposed  of  is  on  the  wrong  track.  Buy- 
ing for  the  basement  is  a  man's  size  job.  The 
fellow  who  holds  to  the  slogan,  "It's  not  a 
question  of  how  cheaply  it  can  be  bought, 
but  how  good  for  how  little  money,"  has  his 
hands  full.  He  must  be  shrewd,  well  posted, 
know  the  market  from  one  end  to  the  other, 
be  combing  it  all  the  time,  shopping  from  one 
house  to  another,  comparing  prices  and  values 
and  knowing  them  when  they  appear  under 
his  nose. 

The  three  most  important  factors  in  base- 
ment merchandise  are  style,  material  and  price. 
Women  basement  customers  are  as  keen  on 
style  as  those  who  buy  upstairs.  Lack  of  this 
element  will  keep  garments  sticking  around 
just  as  it  will  in  the  upstairs  store.  Base- 
ment apparel  must  be  this  season's  models. 
As  to  material,  things  won't  move,  no  matter 
how  stylish,  unless  they  have  the  stuff  in 
them. 


Price  is  a  big  essential.  It  is  the  factor 
that  lures  customers  to  the  basement,  and  this 
is  where  the  basement  buyer  gets  his  real  hard 
work,  as  he  must  provide  the  same  sort  of 
attraction  as  the  buyer  upstairs  and  do  it 
at  a  lower  price.  This  sort  of  buying  is  a 
specialist's  job,  and  there  should  be  for  the 
basement  department  a  separate  staff  of  buy- 
ers with  a  separate  head. 

Should  Have  Independent  Daily  Ads 

The  basement  ought  to  have  daily  ads,  in- 
dependent of  the  upper  floors.  These  must  be 
frank,  truthful  statements.  Tell  it  plainly 
when  the  goods  are  seconds,  soiled,  imperfect, 
in  incomplete  assortment  or  limited  quantity. 
Use  large  heads  and  small  descriptions  and 
print  prices  in  large,  bold-faced  type.  I  be- 
lieve one  strong  item  should  always  be  fea- 
tured. Play  one  day  in  the  week  strongly,  as 
"Basement  Store  Day,"  and  the  poorest  day  in 
the  week  can  be  made  a  hummer.  It  has  been 
done. 

A  separate  basement  ad  man,  who  also 
might  act  as  window  trimmer  and  card  writer, 
is  a  big  help.  He  gets  the  basement  point  of 
view  and  gets  it  across  better  than  the  reg- 
ular ad  man. 

Distinctive  Prices  Help 

Make  your  basement  prices  different.  If 
upstairs  prices  end  in  even  amounts,  end  the 
basement's  prices  in  5  or  8.  For  instance,  a 
$1  article  upstairs  should  be  98  or  95  cents 
downstairs.  Along  this  same  line,  it  is  advisa- 
ble to  change  regular  stock  prices  for  special 
sales.  If  they  are  such  prices  as  $1.98,  $1.49, 
98  cents,  etc.,  change  them  to  read  $1.05,  94 
cents,  88  or  77  cents,  and  the  like.  People  get 
accustomed  to  your  price  endings  and  new 
ones  make  goods  seem  cheaper.  Use  signs  of 
special  color  and  larger  than  ordinary  size  on 
advertised  or  special  sale  goods,  and  always 


f]  EconomyF^Ba  semen  t 

On  Salt'  Sattirdny  in  Economy  Bawmtnt 


Brand  New  Arrivals- 
Early  Spring  Fashions 

Drcsitcs  Are  of  Tricolcfte,  Velours,  Trico 
lines.  Serges,  Taffetas,  Canton 
Crepe,  Satin,  Georgette 


SALE  FUR  FABRIC 
COATS 


have  your  goods  plainly  ticketed  with  their 
prices. 

The  price  limit  for  the  basement  is  a  very 
important  consideration.  It  can  be  made  in 
two  ways :  How  high  shall  the  basement  ad- 
vertise, and  how  low  shall  the  upstairs  adver- 
tise ;  or,  how  low  shall  the  upstairs  carry  goods 
and  how  high  shall  the  basement  carry  them? 

Basement  Price  Boundaries 

Consider  ready-to-wear  lines,  for  example. 
The  upstairs  store  should  never  advertise  coats 
or  suits  under  $35 ;  but  it  should  have  a  few  in 
stock  as  low  as  $25.  The  basement  ought  to 
be  strong  under  $35,  carrying  a  few  suits, 
dresses  and  coats  up  to  $65,  but  never  advertis- 
ing them  over  $32.95  or  skirts  over  $17.95. 
Upstairs  salespeople  should  be  instructed  to 
refer  to  the  basement  customers  who  cannot  be 
satisfied  on  price,  and  basement  salespeople 
should  be  taught  to  send  those  customers  up- 
stairs who  cannot  be  suited  downstairs.  Peo- 
ple must  be  kept  in  the  store.  They  can  usually 
be  satisfied  one  place  or  the  other. 

The  fact  that  the  basement  "sells  for  less" 
is  no  reason  for  allowing  it  to  be  unattractive 
or  to  limit  its  courtesies.  A  well-lighted  de- 
partment dispels  suspicion  that  inadequate 
lighting  sometimes  arouses  in  customers  who 
think  it  is  had  to  conceal  imperfections  or  poor 
quality.  The  department  need  not  have  all 
the  "atmosphere"  and  decoration  of  the  up- 
stairs store;  but  it  can  be  made  an  agreeable 
place  to  shop,  for  all  that.  Customers  should 
receive  the  same  attention  as  in  the  upstairs 
departments.  The  same  privileges  should  be 
extended,  money  cheerfully  refunded,  ex- 
changes made,  etc.  A  customer  is  no  less  sus- 
ceptible to  these  things  because  she  is  looking 
for  bargains. 

You  Can't  Fool  the  Women 

Lastly,  this  word:  Make  your  basement  a 
real  underpriced  store  or  do  without  it.  The 
largest  basement  stocks  are  carried  for  women 
because  they  form  the  largest  proportion  of  the 
basement's  customers.  The  majority  of  women 
are  bargain  hunters,  and  they  know  values. 
Yc'i  can't  fool  them  and  get  away  with  it. 

Any  time  you  conceive  the  idea  that  any 
old  buyer  can  handle  the  basement  you  are 
going  to  get  left.  "Oh,  what's  the  difference? 
Give  John  or  Joe  the  job,"  may  dispose  of  the 
problem  for  a  little  while.  But  first  thing  you 
know  some  fellow  will  open  up  an  underselling 
store  on  a  shoe  string  and  use  it  to  tie  you  to 
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The  Style  That 
Makes  the  Sale 


Real  Values 
on  the  Racks 


"i'^Tt'i — I'olo  sport  model  of  all-wool  Polo 
cloth  ;  full  lined  with  fancy  sill£ ;  raalan 
slioulders.  inverted  pleat  in  baelf ;  silU 
twist  stitching  trims  the  cuffs  and  pocket 
laps;  lar(,',i  ornamental  buttons.  Belted 
Jll  around.  Tolors;  Tan  4;  ^  c\  7C 
and  Pfl<in.  Sizes  14  to  |  y-'^ 
14    A  fcrf 


1854 — Wrap  of  all-wool  velour  full  lined 
with  fancy  silk.  The  large  collar  and 
back  are  elaborately  trimmed  with  silk 
and  wool  embroidery  in  combination. 
Colors:  Tan,  Rookie,  Copen  $  1  O  75 


and 
44 


Pekin.      Sizes    16  to 


$lg. 


1052 — Cape  of  aU-wool  velour;  150  inch 
sweep.  Collar  with  throw  finished  with 
ornamental  silk  tassels.  A  row  of  self 
covered  buttons  and  tailored  tucks  trim 
the  back.  Colors:  Tan,  tt  <*  £\  "JC 
Rookie.  Copen  and  Pekin.  V  I  I  I*'*' 
Sizss  14  to  44   M.\J 


You  can  satisfy  most  customers 
without  showing  everything  in 
stock  by  having  the  latest  styles 
as  soon  as  they  are  out. 


These  you  may  have  daily  with- 
out coming  to  market.  It  is  our 
business  to  help  keep  your  stock 
doun  and  your  assortments  up. 


Hundreds  of  stores  depend  upon  us  and  have  great 
success,  because  we  have  new  styles  always  and  co- 
operate closely  with  our  customers — fill  open  orders 
with  the  greatest  care  and  promptness. 


MiLLER-MAlD  BUILDING 

42-44^46  West  SS  -Street  New  York 

In  Boston  at  515  Washington  St.,Rooms  310-511 
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Silk  Sweaters  at  $35  Offer  Real 
Profit  Opportunity  This  Year 

Development  of  This  Article  of  Apparel  Has  Made  One  More 
Strong  Department  for  the  Store—Demand  This  Year  Will 
Be  Bigy  with  Particular  Emphasis  on  the  Tuxedo  Style 


the  mast.  He'll  begin  by  getting  your  base- 
ment business  and  end  by  getting  your  up- 
stairs trade;  for,  as  I  said  before,  the  base- 
ment is  your  friend  getter. 

On  the  other  hand,  get  a  man  who  knows 
values,  is  well  acquainted  with  the  markets 
and  has  a  nose  for  the  bargain  hidden  on  a 
manufacturer's  rear  rack,  and  your  whole  store 
is  benefited.  Everything  is  hammered  down 
from  the  top ;  but  all  boosts  come  from  the  bot- 
tom. Be  content  with  a  small  margin  of  profit, 
keep  stocks  fresh  and  of  good  quality  and  play 
for  turnover.  You  won't  need  a  spy  glass  to 
look  for  your  profit. 


Blouses  for  Stouts  Offerj 
Distinct  Appeal 

stout  wear  has  found  an  important  place 
in  the  ready-to-wear  department.  Garments 
made  for  the  stout  woman  are  proportioned 
differently  than  large  sizes  cut  on  regular 
lines.  This  applies  to  blouses  as  well  as  other 
garments,  because  if  they  are  not  fitted  prop- 
erly on  the  stout  woman,  they  are  bound  to  be 
ill-fitting  and  unsatisfactory  from  the  start. 
Many  manufacturers  are  confining  their  lines 
to  stouts.    It  is  an  art  in  itself. 

These  blouses  are  fashioned  in  the  latest 
prevailing  styles,  and  are  adapted  to  fit  a 
woman  of  generous  proportions,  and  at  the 
same  time  give  the  appearance  of  slender  and 
graceful  lines.  The  armhole  is  cut  much  larger 
than  in  regular  sizes  and  the  upper  arm  is  cut 
to  give  sufficient  room,  particularly  at  the 
muscle  and  elbow.  Waists  are  cut  extra  long. 
This  is  important,  because  it  eliminates  the 
dissatisfaction  which  arises  when  the  waist 
band  pulls  above  the  skirt  line.  Because  these 
waists  are  cut  proportionately  for  large  women 
they  are  longer  and  do  not  pull,  where  a  waist 
merely  of  larger  size,  cut  on  regular  lines, 
would  probably  pull  apart  at  the  seams,  mak- 
ing it  practically  useless.  Stout  waists  are 
also  given  an  extra  fulness  across  the  bust  and 
back.  Shoulders  are  cut  the  proper  length  to 
fit  correctly  and  the  cuffs  are  joined  to  fit. 

Wherever  possible  it  is  advisable  to  have 
a  customer,  who  has  not  been  accustomed  to 
wearing  stout  sizes,  try  a  waist  on.  She  can 
then  see  the  difference  between  a  stout  waist 
and  the  large  regular  size. 

It  would  be  advantageous  for  the  head  of 
this  department  to  keep  a  record  of  her  stout 
customers  and  whenever  something  particu- 
larly attractive  is  put  in  stock,  call  the  cus- 
tomer on  the  telephone,  or  drop  her  a  personal 
note.  This  attention  will  please  the  customer 
and  if  immediate  results  are  not  obtained  the 
customer  is  sure  to  bear  in  mind  the  attention 
she  has  received  when  she  does  need  some- 
thing. 

A  good  line  of  stouts  for  various  occasions 
requiring  dressy  models,  tailored  models, 
blouses  for  sports  wear,  or  for  general  use, 
are  obtainable  at  prices  ranging  from  $5  to 
$12,  depending  upon  materials,  styles,  trim- 
mings, etc. 


J.  L.  Hudson  Co.,  Detroit,  Mich.,  has  ap- 
pointed Herman  Rafeld,  formerly  with  William 
Filene  Sons  Co.  of  Boston,  buyer  of  girls'  and 
juniors'  ready-to-wear  in  the  basement  depart- 
ment. 

When  M.  J.  Doran  opens  his  new  store  in 
Fall  River,  Mass.,  Mrs.  Joseph  Burke,  formerly 
of  Cherry  &  Webb,  will  take  charge  of  the 
dress  department. 

Miss  C.  Grabowska  has  been  appointed 
buyer  of  waists  for  the  Dayton  Co.  of  Minne- 
apolis, Minn. 


Probably  no  article  of  apparel  worn  by 
woman  has  made  such  rapid  strides  in  its  de- 
velopment in  recent  years  as  the  silk  sweater. 
It  is  really  more  than  its  name  implies.  Origi- 
nally, a  sweater  made  of  wool  was  an  article 
which  was  valuable  primarily  for  its  utility. 
It  was  worn  in  the  cold  weather,  but  even  the 
wool  sweater,  which  was  confined  to  utility,  has 
developed  a  degree  of  style,  although  it  re- 
mains more  or  less  of  a  staple  article.  This 
does  not  refer,  of  course,  to  the  fancy  wool 
sweater  which  has  been  introduced  in  recent 
years,  in  various  colors  and  designs,  and  to 
which  we  make  no  reference  here. 

Birth  of  the  Silk  Sweater 

It  was  not  many  years  ago  that  the  silk 
sweater  was  unknown.  H.  E.  Friend  of  fhe 
Franklin  Knitting  Mills,  which,  until  compara- 
tively recently,  confined  its  operations  to 
knitted  neckwear,  mufflers,  etc.,  tells  an  inter- 
esting story  about  the  introduction  of  silk 
sweaters  for  common  use.  It  seems  that  less 
than  ten  years  ago,  a  few  of  these  sweaters 
were  made  up  and  presented  to  the  men's  fur- 
nishings department  of  the  L.  P.  Hollander  Co., 
Boston.  A  few  of  them  were  ordered  and  were 
sold.  Re-orders  were  sent  in  for  a  half-dozen 
or  so,  and  in  turn  they  were  sold.  These 
sweaters  had  no  collars,  but  they  proved  so 


Here's  a  Peep  Into 
Ready-to-Wear  Trade 
of  312  Towns 

A FAIR  barometer  of  business  conditions 
in  the  smaller  towns  throughout  the 
country,  particularly  in  the  ready-to-wear  in- 
dustry, is  provided  by  the  views  of  E.  C. 
Sams,  president  of  the  J.  C.  Penney  Co., 
which  operates  312  stores,  in  as  many  towns 
with  a  population  of  5,000  or  more.  Mr. 
Sams  declared  careful  merchandising  will  be 
necessary  to  an  intensive  degree,  and  is  of 
the  belief  that  retailers'  experiences  in  the 
last  year  will  induce  the  utmost  caution. 

•He  said  that  business  in  ready-to-wear  in 
the  cotton  producing  states  is  not  as  active 
as  in  some  other  parts  of  the  country,  but 
it  is  not  bad.  Mr.  Sams  said  that  in  the  cop- 
per producing  country  sales  are  inclined  to 
be  somewhat  disappointing,  but  they  have 
not  reached  a  level  which  would  tend  to  dis- 
courage. In  the  copper  mines  and  smelters, 
it  has  been  necessary  to  reduce  the  working 
forces  and  this  is  naturally  reflected  in  the 
purchasing  power  of  the  communities  which 
depend  upon  the  production  of  copper  for 
their  livelihood. 

Mr.  Sams  said  that  he  has  found  it  neces- 
sary to  buy  very  close,  on  a  hand-to-mouth 
basis.  It  is  necessary,  he  said,  to  maintain 
active  live  stocks  at  all  times,  because  there 
is  a  steady  movement  of  merchandise  into 
the  hands  of  the  consumer. 

It  was  the  intention  of  the  J.  C.  Penney 
Co.,  he  said,  to  increase  this  year  the  number 
of  its  stores,  but  this  contemplated  action  has 
been  temporarily  side-tracked  pending  a 
stabilization  of  business  conditions. 


attractive  that  the  buyer  in  the  woman's  de- 
partment seized  them.  The  buttons  were  or- 
dered changed  from  one  side  to  the  other,  so 
that  they  really  became  a  woman's  garment. 

The  silk  sweater  gradually  became  popu- 
lar, until  to-day  it  is  sold  everywhere.  Origin- 
ally it  was  sold  only  by  the  more  exclusive 
specialty  shops.  It  was  almost  unheard  of  to 
ask  $40  or  $50  for  a  garment  of  this  kind  in 
the  ordinary  department  store.  Now  this  is 
a  strong  department. 

More  Staple  Article  Now 

During  the  years  of  its  development  the 
silk  sweater  has  passed  through  stages  of 
elaboration  and  stabilization.  Garments  with 
fancy  leather  or  lace  collars,  or  fur-trimmed 
sweaters  have  given  way  to  more  staple  ar- 
ticles in  fancy  colorings  without  trimmings. 
The  sweater  has  become  an  article  which  must 
fit  well,  and  which  must  be  properly  con- 
structed. In  other  words,  it  is  all  in  the  knit- 
ting, and  elaborate  trimming  is  passe. 

It  is  said  that  the  demand  for  sweaters 
this  year  will  be  big.  A  popular  model  which 
is  being  taken  up  by  the  retailers  is  the 
tuxedo,  which  makes  a  very  attractive  gar- 
ment. Sweaters  made  of  thread  silk  are  sa,id 
by  one  hianufacturer  to  be  more  popular  than 
the  fiber  silk  or  the  spun  silk  article. 

Last  year  75  per  cent  of  the  silk  sweaters 
were  of  navy  blue,  and  while  this  color  still 
predominates  as  one  of  the  best  sellers  at  the 
beginning  of  the  season,  black  or  white,  which 
are  always  staple,  will  hold  their  ovra.  Grays 
in  fancy  shades  are  also  popular;  browns  and 
tans  follow  closely.  Henna  continues  to  be  a 
color  in  good  demand,  and  the  retailers  are 
also  calling  for  burnt  orange,  fern  green,  honey 
dew,  American  beauty  and  turquoise.  The 
brighter  shades  have  been,  ahd  it  is  expected 
will  be,  popular  with  the  younger  set. 

The  Part  Stockings  Play 

It  is  interesting  to  note  the  part  which 
stockings  are  playing  in  the  color  scheme  of  a 
woman's  attire.  Because  the  skirts  have  been 
and  probably  will  continue  to  be  short,  woman 
is  particular  about  wearing  attractive  hosiery. 
If  a  woman  wears  gray  stockings,  it  is  alto- 
gether likely  that  she  will  buy  her  garments 
to  harmonize  with  the  stockings,  and  the  same 
applies  if  she  buys  stockings  in  any  other  color. 
Formerly  if  a  woman  bought  a  brown  suit  she 
would  probably  buy  brown  stockings.  The 
condition  seems  to  be  reversed.  This  applies 
particularly  where  sports  apparel  is  involved, 
and  it  is  also  true  in  the  purchasing  of  a 
sweater  which  usually  must  harmonize  with 
the  sports  skirt,  or  whatever  other  garments 
are  worn. 

Silk  sweaters  can  be  sold  at  considerably 
lower  prices  this  year  than  last.  Sweaters 
which  brought  $50  retail  last  year  can  be 
bought  by  the  retailer  this  year  at  a  price 
which  will  enable  him  to  sell  them  at  a  reason- 
able and  legitimate  profit  at  $35,  and  the  vari- 
ous ranges  follow  in  the  same  proportion. 


J.  A.  Kinderman,  formerly  with  the  Bry- 
Block  Co.,  Memphis,  Tenn.,  has  been  appointed 
buyer  and  manager  of  the  ready-to-wear  de- 
partment of  the  Mirror,  Atlanta,  Ga. 
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3  Specials  for  your  Easter  Sales 


No.  1101— FINE  ALL  WOOL  YALAMA.  The 

throw  has  silk  tassels,  self-covered  buttons  in 
back.  Colors:  Tan,  Reindeer,  Navy  and  Copen. 
Sizes  16-40. 


No.  1820— FINE  ALL  WOOL  YALAMA  WRAP, 

full  fancy  silk  lined.  Contrasting  colored 
stitching  on  collar,  back  and  sleeves.  Silk 
tassels  on  straps  in  back  and  also  on  sleeves. 
Colors:  Tan,  Reindeer,  Copen,  Brown,  Navy  and 
Pekin.     Sizes  16-40. 


$11.75 


$18.75 


No.  2417— FINE  ALL  WOOL  YALAMA  WRAP, 

full  fancy  silk  lined,  back,  collar  and  pockets 
silk  hand  embroidered,  silk  tassels  on  sleeves. 
Colors:  Tan,  Reindeer,  Brown,  Navy  and  Copen. 
Sizes  16-44. 


$24.75 


We  have  a  thousand  of  each  on  our  racks,  for  immediate  shipment.    Write  at  once  and  we 
will  deliver  in  ample  time  for  Easter 

SEND  US  YOUR  OPEN  ORDER 

We  have  thousands  of  good  selling  coats,  wraps  and  suits  in  stock  and  will  take  great  pains  to  select 
numbers  appropriate  for  your  particular  locality. 
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Ready-to-wear  All  Over  Country 
Pushed  on  Price  Appeals 

Style  Emphasis  Is  Also  Strong,  But  Necessity  Is  Still  Felt  for 
Featuring  Prices — Here  Are  Summaries  from  Many  Centers  Show- 
ing Just  What  Representative  Stores  Are  Doing 


A  generous  application  of  price  appeal 
continues  to  permeate  the  advertising  copy 
of  the  ready-to-wear  departments  in  the 
various  department  and  specialty  stores,  in 
the  larger  centers.  There  is  apparently  a 
strong  tendency  on  the  part  of  these  estab- 
lishments, however,  to  lay  overshadowing 
emphasis  on  the  style  element.  Even  in 
many  of  the  larger  stores  special  mention  is 
made  of  price,  in  such  terms  as  "special 
values,"  "extraordinary  values,"  "ordinarily 
selling  for,"  "special  offering,"  "special  for 
Monday,"  "annual  spring  sales  week,"  "price 
far  below  normal,"  "underpriced  for  Monday," 
great  Easter  sale,"  etc. 

Retailers  in  different  sections  of  the 
country  report  sales  in  excess  of  those  for 
the  same  period  last  year,  and  despite  this 
fact  and  the  fact  that  they  are  operating 
close  to  Easter,  there  is  evident  throughout 
the  ready-to-wear  merchandising  field,  a  ne- 
cessity for  pushing  sales  rather  "than  invit- 
ing them.  This  week's  advertising  is  well 
represented  by  the  following  selected  of- 
ferings : 

Bonw^t  Teller  &  Co.,  in  an  ad  reading, 
"The  tailored  suit  presents  many  phases  of 
the  mode,"  emphasized  "long,  slenderized 
lines  achieve  grace  and  simplicity";  also 
"the  'Coolie'  silhouette  in  suits,  one  of  chic 
and  of  youth";  women's  suits  from  $59  to 
$350.  Misses'  suits  from  $39  to  $250. 
Women's  gowns  from  $55  to  $295  and  misses' 
gowns  from  $39  to  $295.  B.  Altman  &  Co. 
featured  women's  capes,  wraps  and  coats  in 
the  smart  spring  models,  "an  exceptional  op- 
portunity" at  $78. 

Dotted  Swiss  in  Blouses 

Best  &  Co.  made  a  pre-Easter  offering  of 
women's  suits  at  $39.50,  $59.50  and  $69.50, 
in  Poiret  twill,  twill  cords,  tricotine,  serge, 
with  braid,  bands,  buttons  or  embroidery 
trimming.  Also  misses'  spring  tailleurs,  in 
many  styles  at  $35,  $69  and  $85.  They  also 
introduced  a  tie-on  blouse  of  dotted  swiss  at 
$7.75.  "Dotted  swiss  as  a  summery,  youthful 
fabric  needs  no  introduction,  but  dotted 
swiss  as  a  blouse  is  a  very  recent  idea." 

Oppenheim,  Collins  &  Co.:  Special  value 
for  Monday  for  women  and  misses — custom- 
tailored  suits  at  $50,  including  straight-line, 
blouse,  box  coat  and  belted  styles  of  trico- 
tine, Poiret  twill  and  pencil  stripes,  plain 
tailored,  embroidered  or  braid-trimmed. 
They  also  advertised  two  special  dress 
values  for  Monday,  250  tailored  street 
dresses  in  straight-line  and  draped  models 
of  tricolette,  tricotine,  men's  wear  serge, 
taffeta  and  wool  jersey,  "extraordinary 
values"  at  $22;  also  175  informal  and  after- 
noon dresses  for  $38,  values  said  to  be  up  to 
$65.  Another  special  value  for  Monday  was 
black  satin  spring  coats  for  women  and 
misses  at  $55.  Oppenheim,  Collins  &  Co. 
featured  new  spring  coats  and  wraps  in  the 
popular  fabrics  at  $29.75,  $38,  $59.75  to  $175. 

Stern  Bros.:  Women's  wraps  and  coats 
at  an  "introductory"  price  of  $65  in  the  new- 
est fabrics — a  special  offering  of  women's 
distinctive  dresses  at  $59.50,  for  street  wear, 
afternoon,  dinner  or  evening  wear.  Women's 
tailored  suits  at  $49.50  in  tricotines,  Poiret 
twills  and  hair-line  stripe  fabric.  Misses' 


and  small  women's  wraps  and  coats  of 
quilted  satin  at  $49.75. 

R.  H.  Macy  &  Co.:  Women's  silk  dresses 
for  spring.  "Silk  frocks  are  the  first  con- 
sideration of  the  woman  planning  her  spring 
and  summer  wardrobe."  Crepe  de  Chines, 
taffeta  and  Canton  crepes  in  new  styles  and 
colors,  decorated  with  eyelet  embroidery,  at 
$48.75,  sports  dresses  of  embroidered  silk 
jersey  and  georgettes,  bead  trimming  at 
$69.75.  Printed  foulard  daytime  dresses  and 
black  lace  dinner  gowns  for  $89.75.  They 
advertised  for  the  miss,  silk  frocks  at  $48.75 
and  "a  well  tailored  tweed  suit"  at  $36.75; 
also  hand-made  blouses,  "just  arrived  from 
Paris,"  at  $5.74. 

James  McCreery  &  Co.:  A  full  page  ad 
in  the  Sunday  papers  announced  the 
"Annual  Spring  Sales  Week"  and  contained 
the  following  specials:  Women's  spring 
gowns,  $55  and  $39.50;  women's  spring  suits 
$58  and  $48.  Misses'  frocks  at  $39.50  and 
$42.50.  Smart  house  frocks  at  $2.50  and 
$7.50,  negligees  and  breakfast  coats  from 
$4.95  to  $19.60,  costume  blouses  of  silk 
minuette,  $5. 

Easter  Suits  at  $35 

The  Bedell  Co.  announced  a  sale  of  Easter 
■  suits  at  $35,  and  new  Easter  dresses  "priced 
far  below  regular"  at  $25,  in  silk  taffeta, 
tricotine,  crepe  de  Chine  and  Canton  crepe. 
Easter  sports  coats  of  Polo  cloth,  "underpriced 
for  Monday,"  at  $25  and  new  quilted  satin 
wraps,  "very  special,"  at  $49.75. 

Lane  Bryant  announced  a  sale  of  waists, 
consisting  of  blouses  and  tie  back  over- 
blouses  in  georgette.  Canton  georgette,  net 
and  crepe  de  Chine  in  white,  flesh,  bisque, 
navy  and  brown,  with  lace,  tucks,  em- 
broidery and  hand  drawn  work,  at  $9.95, 
"formerly  sold  at  $16."  They  also  offered 
"specially  priced"  Easter  suits. 

John  Forsythe  &  Sons  offered  a  new 
sports  model  blouse  of  white  silk  broadcloth 
at  $12.75  and  a  Peter  Pan  model  in  dimity, 
in  the  wanted  colors  at  $6.50.  Gimbel  Bros, 
in  a  full  page  ad  announced  "great  Easter 
sales,"  'which  included  misses'  frocks  in 
Canton  crepe,  crepe  de  Chine,  taffeta  and 
tricotine  at  $27.50;  also  women's  frocks  of 
Canton  crepe  at  $39.50,  and  misses'  wraps, 
"very  special  value,"  at  $49.50,  in  soft  Bo- 
livia and  Normandy  cloth,  entirely  silk 
lined.  Hand-tailored  suits  for  women  and 
misses  at  $55,  frilly  blouses  in  two  models, 
one  trimmed  with  real  filet,  one  with  Irish, 
at  $5.95;  also,  a  one-day  sale  of  wraps  of 
silk  for  $25. 

Frederick  Loeser  &  Co.,  Brooklyn,  fea- 
tured smart  satin  coats  for  spring,  "special" 
at  $57.50,  quilted  and  lined  with  crepe  de 
Chine;  also  coats,  capes  and  wraps  of  the 
newest  spring  fabrics,  at  $22.65,  $35  and 
$57.50.  Women's  tailor-made  suits  at  $52.50, 
$59.75  and  $75,  and  a  tricotine  suit  with  box 
coat,  at  $52.75;  other  special  suits  at  $27.50 
and  up.  They  also  featured  a  special  sale 
of  blouses  at  $3.95  consisting  of  tricolette 
tie-on-  and  georgette  overblouses.  Abraham 
&  Straus,  Inc.,  advertised  a  special  offering 
of  spring  coats  and  wraps  at  $47.50  devel- 
oped in  twill  cords  and  tricotines;  also 
women's  new  spring  suits  "very  specially 


priced"  at  $54.75. 

BOSTON,  MASS.— C.  F.  Hovey  Co.,  in 
their  Sunday  advertising,  featured  a  sale  oi 
women's  new  hemstitched  dresses,  taffeta  and 
crepe  de  Chine  at  $29.75;  also  women's  navy 
tricotine  suits,  tailored  and  hand  finished  in 
belted  and  straight  line  models  at  $55.  The 
Shepard  Stores  featured  spring  suits  "in 
which  newness  and  value  join  hands  to  make 
$45  the  magic  price  of  the  season."  These 
suits  include  the  straight  line  suits  with  coats 
reaching  to  fingertip.  The  Shepard  Stores  also 
featured  new  frocks  in  the  latest  fabrics  and 
styles,  no  price  mentioned.  Blouses  in  five  dif- 
ferent styles  from  $10.50  to  $18.85. 

Filene's  "automatic  bargain  basement"  ad- 
vertised 233  silk  or  wool  dresses,  including 
some  crepe  de  Chine,  foulards,  Paulette  silks, 
satins,  serges  and  velveteens  at  $7.95.  R. 
H.  White  Co.,  in  a  full-page,  voluminously 
illustrated  ad,  announced  its  display  of  style 
innovations  during  the  week,  a  special  feature 
of  which  was  its  "dramatic"  window  displays. 
In  their  ad  was  included  a  jade  homespun 
sports  dress  with  applique,  at  $65.  Also  a 
range  of  high-priced  and  exclusive  evening 
dresses,  in  lace  and  taffeta  creations,  tulle  and 
gold  cloth  and  the  newest  shades  of  georgette, 
from  $195  up.  The  blouses  included  beaded 
georgette,  all-over  embroidery  and  sports 
blouses  in  prices  ranging  from  $29.75  to  $95. 
Their  wraps  and  three-piece  costume  suits  in 
the  newest  fabrics  and  style  innovations  were 
noticeably  high  priced,  running  from  $115  up. 

Misses'  Suits  Featured 

PHILADELPHIA,  PA.— Gimbel  Bros., 
in  a  full-page  ad,  featured  misses'  blue 
suits,  "every  new  notion  from  Mandarin  and 
butterfly  coats  to  blouse  effects — and  on  to 
demure  straight  lines,"  between  $37.50  and 
$98.  Also  tweed  suits  at  $25,  $29.75,  $33.75, 
$45  and  $59.75.  Checks  and  plain  jersey  at 
$25.  Women's  suits  in  tricotine,  and  com- 
binations of  canton  crepe,  three  pieces,  coat 
bodice  and  skirt  beaded;  also  two-piece  suits 
with  "gipsy"  sashes,  from  $55  to  $225.  Also 
"suits  to  wear  any  time — all  the  time — any- 
where," at  $59,  $69,  $79,  $85,  $89  to  $125,  in 
tricotines,  twill  cords,  tricofina,  Poiret  twills, 
needle  gabardines  and  homespuns.  Blue  serges 
were  featured  at  $33.75  up  and  "Flex-o-tex" 
at  $18.75.  Women's  dresses  at  $75  in  crepe 
de  Chine,  Canton  crepes  and  Moroccan  crepe. 

Oppenheim,  Collins  &  Co.  advertised  for 
Monday  only  about  150  dresses  of  silk  trico- 
lette for  women  and  misses,  in  black,  navy, 
brown,  henna  and  reindeer,  embroidered  in 
silk  or  trimmed  with  ribbon,  self  girdle,  at 
$13.75;  also  about  175  sport  suits  of  wool 
jersey  at  $15.  They  also  advertised  misses' 
spring  tweed  suits  special  for  Monday  at  $35. 
A  model  illustrated  was  of  Coronado  tweed- 
mixture,  box  pleated  back,  notch  collar,  mili- 
tary patch  pockets,  self  girdle. 

Bonwit  Teller  &  Co.,  also  of  New  York, 
advertised  locally  tailored  sports  and  three- 
piece  costume  suits  at  $39.75  to  $350.  Fitted 
coats,  wraps  and  graceful  capes  at  $55  to  $395, 
in  plain  and  quilted  satin.  Canton  crepe, 
duvetyn,  marvella,  with  such  novelties  as  all- 
over  scroll  stitchery  in  contrasting  color  ef- 
fects, deep  cavalier  collars  and  applications  of 
braid  and  large  collars  and  full-length  panels 
of  squirrel  or  caracul  and  trimmings  of 
monkey  fur. 

OTTAWA,  CANADA.— A.  J.  Freiman 
advertised  serge  and  tricotine  suits  in  the 
newest  shades  and  styles  at  $39.50.  Silk 
and  cloth  dresses  at  $25  and  the  more 
conservative  styles  at  $35;  also  new  spring 
coats  at  $25  and  $27.50.  Middleman's 
featured  spring  suits  at  $45,  $49  and  $59, 
in  tricotine,  gabardines  and  men's  wear 
serges;  also  a  special  sale  of  dresses,  $14.95, 
$25  and  $35.  Nu  Vogue,  Ltd.,  had  a 
special  sale  of  136  spring  suits,  manufac- 

(Continued  on  page  85) 
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Style   151S)E— Very  smart  tailored   Suit  of  Style    1517E  —  Wrappy    Coat,  extremely 

ail-wool  tweed  ;  flnislied  with  narrow  belt  and  smart,  ot  fine  quality  all-wool  velour ;  trimmed 

three  mannish  pockets ;  lined  throughout  with  with    heavy    silk    stitching    to    match ;  lined 

fine    psau    de    eygne ;    all    leading  dj-i      "re  throughout  with   good   quality   ra- (to-i  /\f\ 

'P^  '  •  *  *'      dium  silk  ;  all  leading  shades  .p^  1  .UU 


Style  ISIGE— Smart  dressy 
satin  coat  with  narrow  belt ; 
deep  collar,  cuffs  and  bottom 
of  coat  trimmed  with  fancy 
quilting;  lined  throughout 
with    fine    quality  50 


Style  1515E— Wrappy  Coat, 
line  quality  "Veldyne"  ;  blouse 
effect  in  back  forms  loose 
open  sleeye,  finished  with 
elaborate  silk  tassels ;  blouse 
and  collar  trimmed  with  heavy 
fancy  stitching ;  lined  through- 
out with  fine  quality  radium 
silk ;  all  leading 
shades   

Net  30  days 


$45.00 


style  151SE  —  Unusually 
smart  jersey  Tuxedo  model ; 
coat  finished  at  bottom  with 
deep  tucked  band  and  narrow 
belt ;  all  leading 
shades   


$12.75 


Morris  Nagel &  Co.,  Inc. 

105  Madison  Avenue,        New  York 

Chicago,  139  South  Wells  Street 
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Ready-to-wear  display  by  Edsworth  H.  Bates,  display  manager  C.  W.  Klemm,  Inc.,  Bloomington,  III.  The  fretwork  background  was  made  of  plaster  and 
painted  gold  brown  with  a  blue  glase  and  decorated  with  metallic  foliage.  The  trees  and  the  flowers  in  the  vase  at  the  extreme  left  were  also  of  metallic  foliage. 
This  display  was  used  in  a  large  island  window  between  two  entrances. 

Here  Are  Helps  for  That  Easter  Window 


Ideal  spring  opening  background  suggestion. 
This  background  was  designed  and  used  by 
G.  E.  Wheete,  display  manager,  Vandereer  Dry 
Goods  Co.,  Tulsa,  Okla.  The  frame  is  of 
four-inch  boards  covered  with  tan-colored  felt. 
Grape  foliage  is  cut  from  felt  and  glued  onto 
the  frames.  Silhouettes  are  cut  out  of  orange 
felt  and  glued  on  panel,  which  is  of  lavender 
felt.  The  entire  panel  measures  6x6  feet 
and  formed  the  center  background  in  a  large 
arcade  window  24  x  j  feet. 

Miss  Margaret  Mulhern,  formerly  with 
Jordan-Marsh  Co.  of  Boston,  the  Brown- 
Thompson  Co.  of  Hartford  and  the  Marcus  Co. 
of  Worcester,  Mass.,  has  been  appointed  buyer 
of  women's  ready-to-wear  garments  in  the 
Simonds  &  Adams  department  store,  Haverhill, 
Mass. 

Kasarsky  Bros.  &  Fink,  furriers,  formerly 
Kasarsky  &  Fink,  have  moved  from  their  old 
establishment  into  new  and  larger  quarters  at 
134-140  West  Twenty-ninth  Street. 

The  Ideal  Coat  Manufacturing  Co.,  form- 
erly located  at  15  West  Twentieth  Street,  has 
changed  its  business  location  to  145  West  Thir- 
tieth Street. 


Style  Emphasis  Is  the  Effect  De- 
sired, for  After  Easter  the  Spell 
Is  Broken  and  the  Price  Factor 
Grows  in  Importance 

OPENINGS,  fashion  shows  and  style 
reviews  are  problems  for  the  display 
manager  and  department  heads  to  con- 
sider during  the  next  two  weeks.  With 
Easter  coming  March  27,  there  are  just  four- 
teen more  days  in  which  to  feature  spring 
styles  from  a  style  standpoint,  for  after  Eas- 
ter the  consumer  considers  her  immediate 
needs  and  buys  accordingly,  therefore  price 
will  influence  her  more  at  that  time  than 
style. 

On  this  page  is  a  suggestion  for  a  series 
of  windows  which  are  particularly  well  suited 
to  emphasize  style.  There  is  a  hint  of  spring 
in  the  green  shrubbery  and  the  warmth  of 
sunshine  in  the  flowers.  But  even  more  im- 
portant than  the  atmosphere  in  this  setting 
is  the  possibilities  of  impressing  the  casual 
observer  by  the  means  of  repetition.  The  plan 
of  using  the  same  setting  in  several  windows 
is  decidedly  eifective. 

Novel  Posters 

Accompanying  this  article  are  two  posters 
which  have  caused  crowds  to  gather  around 
the  windows  in  which  they  were  featured. 
They  are  extreme  in  their  execution  and  yet 
they  carry  a  certain  value  from  a  style  stand- 
point. 

The  silhouette  poster  lacks  color,  but 
is  unique  in  the  striking  contrast  of  black 
and  white.  The  two  figures  may  be  made  to 
carry  the  last  note  of  the  prevailing  styles,  or 
they  might  be  effective  in  contrasting  period 
styles.  But  no  matter  what  they  picture,  they 
cannot  fail  to  attract  attention. 

The  "Patch  Poster"  is  one  of  the  cleverest 
patents  in  the  field.  It  is  made  of  real  mer- 
chandise mounted  on  a  satin  background.  The 
figure  is  painted  but  everything  else  might 
be  taken  direct  from  the  ready-to-wear  de- 
partments, all  except  the  hair,  which  is  made 
of  wool. 


A  nczv  and  novel  poster  background  used  by 
Edward  Munn,  display  manager  for  Franklin 
Simon  &  Co.,  New  York,  as  a  setting  in  a 
window  display  featuring  wearing  apparel.  The 
figure  is  painted  on  the  panel.  The  hair  is 
made  of  wool.  A  real  dress  and  stockings,  cut 
in  half,  are  draped  on  the  poster  zvhilc  the 
shoes  are  painted  on.  The  beads  are  placed 
to  appear  as  though  they  went  around  the  neck 
of  the  figure  and  are  held  up  by  a  small  hook, 
which  is  secreted  in  the  hand.  The  fan  in  the 
right  hand  zvas  taken  from  the  store's  stock. 

Brecher  &  Dursht,  Inc.,  manufacturing  fur- 
riers, have  removed  from  32  West  Twenty- 
ninth  Street,  to  new  and  permanent  quarters, 
159-163  West  Twenty-fifth  Street. 
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Exclusive  with 

Horatio  Simon  &  Co. 

A  Town  and  Sport  Suit  whose 
Hand  Tailoring  and  distinc- 
tive workmanship  will  appeal 
immediately  to  the  discrim- 
inating customer. 

As  illustrated  in  fancy  Eng- 
lish Check,  also  Homespuns  in 
the  shades  of  *'Mrs.  Harding 
Blue,"  wren,  terra  cotta  and 
tan,  also  Toile  de  Laine  in  the 
new  Palm  Beach  shade^  Cafe 
au  Lait,  rust,  Copenhagen  and 
henna — Silk  lined. 

Original  in  style  and  unique  in 
price. 

8%  10  days 

Horatio  Simon  &  Co.  is  an  old 
house  with  a  new  name.  The 
goodwill  which  this  house  has 
built  in  the  past  is  the  sum  total 
of  value  plus  service. 


Send  a  trial  order  and  call  when  in  New  York. 


Horatio  Simon  &  Co. 
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Manufacturers  of 

Misses'  Suits,  Misses'  and  Junior  Coats 
15  East  26th  Street  Opposite  Madison  Square 


o 

D 

o 


o 

D 
o 


o 

D 

o 


o 

D 

o 


o 

D 

o 


o 

D 

o 


o 

D 

o 


o 

D 

o 


o 

D 

o 


o 

D 

o 


New  York  City  D 


nt^tnt   inr-tn,  t/M— tr>i  lot-rni  — — ^ftnf>i=;==IoaOI  =301301  30C30K 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


57 


Dallas  Merchants 
Co-operate  for 
Style  Show 

Opening  of  Large  New  Theater  in 
City  Brings  Retailers  Oppor- 
tunity to  Feature  Stunt 

READY-TO-WEAR  merchants  of  Dallas, 
Tex.,  will  stage  an  elaborate  fashion 
show  during  the  week  of  April  10,  simul- 
taneously with  the  opening  of  the  big  new 
Majestic  Theater,  in  which  the  event  will 
take  place.  Herbert  Marcus,  president  of 
Neiman-Marcus  Co.,  general  chairman  of  the 
Spring  Style  Show  Committee,  said  when  in 
New  York  on  a  recent  visit,  that  the  show, 
which  is  to  be  put  on  every  afternoon  and 
evening  during  the  week,  will  be  the  main 
feature  of  the  opening  week  of  the  theater, 
and  that  no  stone  will  be  left  unturned  to 
make  this  exhibit  one  of  the  highest-class 
and  most  comprehensive  style  shows  held  in 
the  country. 

Different  Apparel  in  Groups 

The  details  had  not  been  worked  out  at 
the  time  of  Mr.  Marcus's  visit  to  New  York, 
but  in  a  general  way,  it  might  be  said,  dif- 
ferent days  will  be  devoted  to  the  showing 
of  different  groups  of  apparel.  Some  of  the 
matinees  will  feature  ready  to  wear  for  girls 
of  tender  age.  Women's  street,  afternoon  and 
evening  gowns  will  be  shown  in  the  evening. 
Different  settings  will  be  arranged  to  bring 
out  to  best  advantage  the  main  idea  of  the 
showings.  These  exhibitions  will  be  arranged 
in  scenario  and  not  in  the  usual  promenade 
fashion.  They  will  be  limited  in  time  so  that 
they  will  not  be  boring  to  the  audience.  In 
order  to  insure  a  maximum  attendance,  special 
theatrical  features  have  also  been  planned  for 
during  the  week. 

The  showing  was  to  have  been  held  origin- 
ally this  month,  but  the  merchants  of  Dallas 
thought  that  the  opening  of  the  theater  later 
in  the  season,  and  after  the  Easter  offerings 
had  been  made,  would  be  a  psychological  time 
to  stage  the  event. 

City  to  Have  Opera,  Too 

Mr.  Marcus,  who  is  general  chairman  of 
the  local  Grand  Opera  Committee,  was  also 
making  arrangements  for  the  annual  opera 
season  of  the  Chicago  Grand  Opera  Company 
in  Dallas.  This  company  will  perform  at  the 
Coliseum  on  March  23,  24  and  26. 

Mr.  Marcus  is  very  hopeful  for  the  future 
of  Dallas  as  a  retail  center.  It  is  already  one 
of  the  important  wholesale  distributing  points 
of  the  country,  and  in  order  to  add  to  its  im- 
portance as  a  retail  city,  a  division  of  the 
Chamber  of  Commerce  is  being  formed  to 
develop  retail  interest  in  Dallas,  within  a 
radius  of  hundreds  of  miles.  He  is  particu- 
larly active  in  this  work  and  feels  that  be- 
cause of  the  fact  that  Dallas  handles  a  par- 
ticularly high  grade  of  merchandise  gener- 
ally, the  plan  of  the  retailers  to  have  a  di- 
vision in  the  Chamber  will  prove  profitable. 

Despite  the  fact  that  cotton,  which  is 
raised  in  vast  quantities  in  Texas,  has  been 
falling  in  price  to  a  level  which,  in  some  in- 
stances, is  said  to  be  below  the  cost  of  raising 
it,  retail  business  in  Dallas  has  been  good.  In 
the  case  of  the  Neiman-Marcus  Co.,  he  said 
January  sales  showed  an  increase  in  dollars 
and  cents  of  about  15  per  cent  over  Janu- 
ary last  year,  which  means  a  much  greater 
percentage  of  increase  in  the  volume  of  busi- 
ness done,  from  the  standpoint  of  units  sold. 
The  Neiman-Marcus    Co.    conducts    a  store 


Ready-to-wear  Buyers : 

Do  you  want  to  be  placed  in  touch  with 
a  special  lot  of  coats,  suits,  dresses, 
blouses,  skirts,  etc.,  which  you  can  use  in 
your  stocks  for  quick  turnover? 

Do  you  want  to  know  when  new  novelties 
are  presented  by  the  manufacturers? 

Do  you  want  to  know  what  particular 
line  of  ready-to-wear  is  selling  best  in  your 
section  of  the  country? 

These  are  only  a  few  of  the  questions 
which  the  "Apparel  Merchandising"  section 
of  the  Dry  Goods  Economist  will  be  glad  to 
investigate  for  you  at  any  time  you  may  sub- 
mit an  inquiry. 

We  want  to  be  of  service  to  you.  We 
can   keep  you   in  touch  with  the  wholesale 
market.     We  can  tell  you  where  to  get  any- 
thing you  want,  at  any  price  you  want  to  pay, 
at  any  time  you  want  it.     Communicate  with 
"Apparel  Merchandising," 
Dry  Goods  Economist, 
239  West  39th  Street, 
New  York  City. 


which  caters  only  to  a  high-class  patronage, 
and  in  view  of  this  fact  Mr.  Marcus  said  that 
he  looked  forward  to  a  time  in  the  very  near 
future  when  the  price  of  high-grade  merchan- 
dise will  be  brought  down  to  a  lower  level,  in 
order  to  create  a  broader  market  for  this 
grade  of  goods. 

Must  Improve  Cotton  Marketing 

Mr.  Marcus  said  that  one  of  the  ways  in 
which  the  purchasing  power  of  the  cotton 
country  could  be  increased  would  be  to  de- 
vise a  scheme  whereby  cotton  could  be  mar- 
keted for  twelve  months  in  the  year,  rather 
than  at  stipulated  periods.  He  suggested  the 
warehousing  of  cotton  crops  for  distribution 
whenever  there  is  a  demand  for  it,  rather 
than  marketing  it  in  vast  quantities  at  one 
time,  when  there  may  be  no  appreciable  de- 
mand. He  referred  to  the  drastic  action  of 
the  cotton  growers  of  the  South  in  wanting  to 
reduce  their  cotton  acreage,  in  order  to  pre- 
vent flooding  the  market  with  cotton  at  prices 
which  yielded  no  profit,  and  in  many  cases  a 
loss  to  the  grower.  Inasmuch  as  cotton  is  a 
product  of  the  South,  he  said,  the  present  con- 
dition necessarily  reduces  the  purchasing 
power  of  the  Southern  population,  and  this 
must  reflect  in  time  on  the  business  of  the 
retailers  located  in  cotton  raising  districts. 

Help  for  Those  Who 
Want  Quick  Deliveries 

Some  buyers  have  complained  about  diffi- 
culty in  obtaining  satisfactory  delivery^  of 
women's  ready-to-wear  garments  for  spring. 
While  they  would  be  exoecting  the  impossible 
if  they  went  to  the  manufacturer  and  asked 
for  immediate  deliveries  at  this  time,  it  is 
a  fact  that  many  buyers  have  been  ordering 
so  cautiously  that  the  manufacturers  simply 
have  not  gone  ahead  on  full  schedule  and  are, 
therefore,  not  in  a  position  over  night  to  take 
any  immediate  delivery  orders.  Manufactur- 
ers operating  their  own  shops  are,  for  the 
most  part,  able  to  make  reasonable  deliveries 
under  the  existing  conditions,  and  while  there 
may  be  instances  where  the  delivery  might  not 
be  "satisfactory  to  the  buyers,  manufacturers 
are  in  a  position  to  ship  merchandise  within 
two  or  three  weeks. 

There  are  many  stock  houses,  however, 
which  carry  merchandise  for  immediate  de- 
livery and  buyers  should  have  no  difficulty  in 
obtaining  delivery  at  these  houses. 


More  Advertising 
The  Answer  to 
Drop  in  Sales 

Metropolitan  Store  "Stepped  on  the 

Gas"  When  Slump  Came,  Revising 

Schedule  All  Along  the  Line 

Driving  a  ready-to-wear  department  is 
like  driving  a  motor  car.  When  you  come  to 
a  hill  you  have  to  change  gears  and  step  on 
the  gas.  It  does  not  make  much  difference 
how  steep  the  hill  may  be,  or  how  rough,  if 
you  get  fair  traction,  the  proper  application 
of  the  gas  will  carry  over  the  top.  The  aver- 
age advertising  appropriation  may  be  lik- 
ened to  your  gas  control,  and  when  your 
sales  begin  to  fall  off  you  must  step  on  the 
appropriation  until  you  have  gone  over  the 
top. 

One  of  the  large  department  stores  in 
the  metropolitan  district  a  few  months  ago 
found  its  ready-to-wear  sales  slipping  back- 
ward. Just  applying  the  brakes  would  not 
pull  out  of  the  mire.  It  was  necessary  to 
apply  some  dynamic  force.  The  advertising 
appropriation  was  increased  and  will  be 
maintained  at  the  higher  percentage  level 
until  a  normal  momentum  has  been  estab- 
lished. This  store  aims  to  spend  about  4  per 
cent  of  the  gross  sales  for  the  ready-to-wear, 
departments,  but  during  a  six  months'  period 
it  was  found  that  some  of  the  departments 
needed  extra  steam.  The  following  schedule 
was  therefore  applied:  Women's  coats  and 
suits,  4.54;  women's  dresses,  6.03;  misses' 
and  children's  coats,  suits  and  dresses,  6.95; 
furs,  1,77;  blouses,  sweaters,  housedresses, 
etc.,  3.59;  skirts,  3.48;  petticoats,  4.71. 

It  is  seen  that  women's  dresses  and  the 
misses'  and  children's  departments  required 
jacking  up.  They  were  not  showing  the 
proper  volume  of  sales  and  required  promo- 
tion, due,  it  was  claimed,  to  competition,  in- 
efficient management,  etc.  The  plan,  of 
course,  presumes  that  when  the  goal  that  has 
been  set  has  been  reached,  they  will  be  brought 
down  to  a  more  equitable  percentage. 

Special  Sale  Dresses 
For  Quick  Turnover 

A  manufacturer  of  dresses  in  New  York 
who  has  just  started  in  business,  will  conduct 
it  along  highly  specialized  lines,  confining  his 
operations  to  special  lines  for  special  sales. 
The  first  offering  made  by  this  manufacturer 
was  for  delivery  this  month  and  consisted  of 
20,000  foulard  dresses  in  about  25  numbers, 
which  he  sold  at  $10.75  net,  ten  days  E.  0.  M. 
These  dresses  were  exceptionally  good  value 
and  verified  the  maker's  intention  to  sell  values 
close  to  bed-rock.  The  retailer  can  take  as 
many  as  he  wants  for  special  sale  purposes,  for 
quick  turnover.  A  line  of  these  dresses  would 
make  a  good  week-end  or  month-end  sale  and 
because  of  the  low  prices  which  the  retailer 
would  be  able  to  sell  them  for,  they  would  un- 
doubtedly be  disposed  of  quickly,  and  be  an 
agent  to  increase  the  average  sales. 

The  manufacturer  states  that  he  is  going 
to  watch  the  sales  of  these  dresses  by  retailers, 
and  that  he  will  cut  off  his  list  any  retailer 
who  he  finds  is  getting  a  price  in  excess  of  a 
legitimate  mark-up.  Because  it  is  purely  a 
sale  proposition  the  manufacturer  wants  to  see 
the  idea  carried  right  through  to  the  consumer. 

We  shall  be  glad  to  place  retailers  in  touch 
with  this  manufacturer  if  they  so  desire.  The 
line  for  April  will  be  made  up  shortly. 
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The  tendency  to  over-stocking  and  uneven  selling,  unavoidable  with 
duplicated  lines,  is  avoided  by  concentrating  on  The  BloomHeld  Skirt 
only. 


Easter 


is  but  a  few  days  away  and 
your  customers  are  in  a  buy- 
ing mood  now,  if  ever  they 
will  be. 

Have  you  skirts  enough? 
From  all  indications — which 
you  know  as  well  as  we — this 
will  be  one  of  the  greatest 
skirt  seasons  merchants  have 
had.  This  is  easy  trade  to  get. 
Are  you  going  after  it  prop- 
erly? 

Telegraphic  fill-in  orders  can 
be  left  to  our  judgment  with 
the  certainty  that  any  skirts 
sent  will  be  quickly  sold. 

Women's,  misses',  children's 
— in  every  material — for 
every  purpose. 

The  Bloomfield  Co. 

"  Every-Thing-in-Skirts" 
Cleveland,  O. 
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Paris  Couturiers 
Cling  to  Slim 
Silhouette 

Summary  of  the  Season's  Openings 
Gives  Significant  Suggestions  as 
to  Probable  Favorites 

WITH  the  house  of  Poiret,  last  to  open, 
Paris  has  set  her  seal  of  approval 
upon  spring  styles.  This  season  the 
openings  of  the  French  houses  were  reported 
in  the  Economist  by  cable.  The  following 
summary  will  give  an  idea  of  the  styles,  col- 
ors and  fabrics  approved  by  the  various  de- 
signers for  the  coming  spring.  In  another 
article  in  this  issue  the  models  which  Ameri- 
can importers  have  chosen  from  these  same 
French  houses  will  be  reviewed. 

Among  the  openings  previously  reported 
by  the  Economist  are  those  of  Poiret, 
Jenny,  Cheruit,  Premet,  Madeleine  &  Made- 
leine, Drecoll,  Worth,  Paquin,  Renee,  Ber- 
nard, Agnes,  Molyneux  and  Beer.  Consider- 
ing the  individuality  of  each  of  these  de- 
signers and  the  many  possible  differences  in 
the  modeling  of  clothes,  the  note  of  sameness 
in  many  of  the  houses  is  remarkable. 

Straight  Silhouette 

The  straight  silhouette  is  sponsored  by 
practically  all  of  them  for  street  dresses,  but 
this  by  no  means  dominates  the  styles. 
Poiret,  for  instance,  took  inspiration  from 
a  wide  range  of  historic  costumes  in  design- 
ing his  models.  The  Spanish  influence, 
which  was  strong  in  the  costumes  he  de- 
signed for  L'Homme  d  la  Rose,  one  of  the 
most-talked-of  plays  in  Paris  to-day,  was  re- 
peated in  Poiret's  collection  of  models  for 
spring.  Besides  the  Spanish,  there  were 
models  in  this  collection  suggesting  various 
peasant  costumes,  especially  in  the  embroid- 
ery used  for  decoration. 

"Some  of  the  influences  were  noticeably 
traced  to  the  period  of  Henry  II  and  Frances 
I  through  the  treatment  of  ruffs  and  long- 
pointed  corsages  and  short  shoulder  capes. 

Cavalier  Cape  by  Lanvin 

Lanvin  also  featured  the  Henry  II  cava- 
lier cape,  a  style  which  she  really  launched 
last  fall  and  has  been  so  well  accepted  it 
bids  fair  to  being  one  of  the  smartest  and 
best  liked  styles  for  spring.  This  house  fea- 
tured bouffant  effects  in  afternoon  dresses 
with  the  original  placing  of  the  fullness  be- 
tween the  hip  and  the  knee  accomplished  by 
stiffened  godet  gores. 

Lanvin's  evening  gowns  carried  a  note  of 
historic  interest  in  the  fitted  bodices,  and 
long  full  skirts  and  upstanding  rushes  at  the 
waist  in  pure  Henry  II  style.  She  also  showed 
sleeveless  evening  gowns  with  high  gaunt- 
let cuffs  attached  at  the  armhole  by  long 
bands  of  ribbon.  Another  novelty  of  note 
in  this  collection  was  the  profuse  use  of  nar- 
row tinted  Valenciennes  lace  for  afternoon 
dresses. 

East  Indian  Influence  a  New  Note 

In  the  Madeleine  &  Madeleine  collection 
a  new  note  was  struck  in  the  East  Indian  in- 
fluence noted  in  the  straight  line  dresses 
hanging  from  the  shoulder  to  the  knee  and 
from  there  a  decided  place  to  the  hem. 
Madeleine  &  Madeleine  launched  this  style 
last  fall,  but  without  much  success.  This 
spring  it  has  created  decided  interest. 

Another  feature  shown  last  season  and 
just  now  receiving  recognition  is  that  of  long 


Sample  FaU  Coats 
Started  by  Jobbers 

SAMPLE  fall  coats  are  already  being  or- 
dered by  jobbers,  and  salesmen  will  take 
them  on  the  road  within  a  few  weeks.  Judg- 
ing from  the  way  these  jobbers  are  sampling 
some  of  the  New  York  productions  they  look 
for  a  good  demand  on  the  part  of  their  retail 
trade.  This  applies  particularly  to  popular 
priced  garments  for  which  there  is  a  notice- 
ably increasing  demand  throughout  the 
country,  and  especially  away  from  the  large 
cities.  Just  what  is  a  matter  of  conjecture  at 
the  present  time.  This  will  depend  to  no 
small  degree  upon  general  business  condi- 
tions and  the  employment  situation  when 
the  cool  weather  sets  in.  If  business  in  the 
industrial  centers  demands  that  machinery 
work  to  capacity,  or  nearly  so,  and  the  farm- 
ers are  able  to  obtain  satisfactory  prices  for 
their  grain,  cotton,  etc.,  and  the  mines  and 
railroads  resume  normal  activity,  there  is  no 
doubt  but  that  retailers  will  find  it  to  their 
advantage  to  stock  up" to  meet  a  natural  call 
for  new  garments.  On  the  other  hand,  if 
industrial  conditions  remain  in  a  more  or 
less  apathetic  state  for  any  great  length  of 
time,  it  behooves  retailers  to  buy  cautiously. 

It  is  absolutely  essential  that  the  buyer 
watch  every  change  in  the  market  and  every 
change  in  public  attitude  and  the  tendency 
of  industrial  activities,  particularly  in  his 
own  community,  and  that  he  be  guided  ni  his 
purchases  accordingly. 


tight  sleeves  of  heavy  beaded  net  in  evening 
dresses.  Madeleine  &  Madeleine  featured 
these. 

Yokes  and  fichus  have  appeared  on  street 
and  afternoon  dresses  in  many  of  the  model 
houses  in  both  single-  and  double-tier  effect. 
Jenny,  particularly,  uses  quantities  of  broad 
Bertha  collars  in  heavy  Italian  lace  on  serge 
and  taffeta  dresses.  This  is  a  decided  note 
and  may  not  be  well  accepted,  but  it  will 
have  its  influence  and  has  already  brought 
lace  fichus  into  the  dress  accessory  line  and 
New  York  shops  have  featured  them  in  their 
spring  merchandise. 

Skirts  Decidedly  Longer 

It  is  conceded  by  most  fashion  authorities 
that  the  well-dressed  wonjan  will  wear  her 
skirts  decidedly  longer;  in  fact,  panels  on 
some  scarcely  escape  the  ground.  Premet  is 
one  who  sponsors  the  longer  skirt.  He  also 
favors  the  circular  models,  although  they 
have  not  been  generally  accepted  except  for 
overskirts. 

Three-piece  coat  dresses  have  made  a  de- 
cided inroad  into  the  suits  field.  They  have 
been  shown  this  season  by  nearly  all  the 
French  dressmakers. 

High  collars  seem  to  have  lost  prestige 
for  few  houses  showed  them  in  their  line. 
The  round  and  square  neck  predominated  as 
did  the  long,  loose  sleeve.  Lanvin  brought 
out  full  bishop  sleeves  with  elbow  length 
gauntlet  cuffs. 

Fabrics  in  Combination 

Combinations  of  fabrics  were  strikingly 
featured,  among  them  printed  piques  in  waist 
coat  blouses  with  long  chiffon  sleeves, 
Scotch  plaids  as  trimming  on  serge  dresses 
and  linings  to  capes,  waxed  voiles  with  nar- 
row changeable  plaid  braids. 

Molyneux  emphasized  black  and  white  in 
dresses  of  printed  linens.  Agnes  also  fea- 
tured black  and  white  combinations  in  fou- 
lards incrustated  on  chiffon  and  organdy  on 
taffeta. 


Madeleine  &  Madeleine  combined  black 
foulard  printed  in  brilliant  colors  with  black 
or  navy  serge. 

In  Poiret's  collection  all-over  embroidered 
jackets  were  shown  with  plain  skirts,  giving 
a  two-fabric  effect.  Scotch  plaid  serge  and 
Scotch  plaid  taffetas  were  in  Cheruit's 
dresses  and  long  capes,  which  were  fur 
trimmed. 

There  were  no  exceptions  in  regard  to  the 
profuse  use  of  lace.  It  appeared  in  after- 
noon and  evening  dresses  and  even  suits, 
some  dyed  and  some  natural  with  black  and 
white  especially  good. 

The  colors  that  predominated  in  all  cos- 
tumes were  black,  navy,  buff,  copper,  brown, 
coral,  pink,  turquoise,  bottle  green,  bright 
green  and  scarlet. 

Thousands  Visit  Gimbels' 
Style  Show 

All  the  gaiety  and  brilliance  of  color  of  the 
Parisian  spring  and  summer  styles  in  women's 
wearing  apparel  were  transmitted  to  this 
country  and  placed  on  review  in  most  striking 
manner  at  the  annual  Spring  Fashion  Show  of 
Paris  styes  at  Gimbel  Brothers'  store  in  Phil- 
adelphia last  week.  Attended  by  thousands  of 
people  every  day  during  the  week  event,  the 
show  was  numbered  among  the  most  success- 
ful ever  given  by  Gimbel  Brothers. 

More  than  half  a  hundred  garments,  em- 
bracing the  wide  scope  of  the  very  latest  style 
creations  of  famous  designers  and  makers  of 
Paris,  brought  over  to  this  country  by  Miss 
McLaughlin  of  Gimbel  Brothers'  ready-to-wear 
department,  were  displayed  on  attractive,  liv- 
ing models.  Coats  and  wraps,  suits  and 
dresses,  including  designs  for  wear  at  every 
occasion  during  the  spring  and  summer  sea- 
sons, were  included. 

They  were  worn  with  appropriate  creations 
of  the  millinery  art,  made  especially  for  the 
occasion  and  especially  manufactured  footwear 
made  in  the  most  approved  French  shoe  styles. 
Handsome  parasols  and  other  accessories  added 
to  the  realism  and  natural  attractiveness  of 
the  display. 

A  spotless  white  carpeted  runway  extended 
throughout  the  broad  length  and  breadth  of 
the  eighth  floor  of  the  Gimbel  store.  Start- 
ing from  the  dressing  room  at  one  end  of  the 
big  store  auditorium,  the  gayly  attired  models 
stepped  into  view  on  a  raised  platform,  where 
the  garment  was  described  as  to  materials, 
trimmings  and  other  important  features.  The 
model  then  passed  along  the  runway  through 
the  various  departments  on  the  floor  and  into 
the  tea  room  and  restaurant,  where  the  run- 
way was  also  on  a  raised  platform,  and  then 
back  again. 

The  store  was  beautifully  decorated  for  the 
spring  opening  with  palms,  and  flowers  form- 
ing an  important  part.  Two  orchestras  were 
playing,  one  in  the  restaurant  and  the  other 
in  the  auditorium  at  the  opposite  end  of  the 
runway. 

From  opening  in  the  morning  until  the 
close  in  late  afternoon,  crowds  of  interested 
people  lined  both  sides  of  the  runway  every 
day.  Seating  capacity  was  overtaxed  prac- 
tically all  the  time,  and  standing  room  was 
almost  at  a  premium.  Jack  Field,  display 
manager  of  the  store,  had  charge  of  decora- 
tions and  staging  the  show. 


Owing  to  a  nervous  breakdown,  Neel  Mur- 
phy, ready-to-wear  merchandise  manager  of 
Mabley  &  Carew  Co.  of  Cincinnati,  has  re- 
signed and  Miss  Stella  Kiehborth  is  acting  in 
his  place.  Miss  Rachael  Schwarz  is  the  new 
buyer  of  children's  ready-to-wear,  and  Miss 
Emma  Hoffmeier  is  now  buying  waists. 
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Our  Advertising  plans  for  192 


X"^N  1921,  WoLFHEAD  adver' 
tising  will  appear  in  a 
greater  number  of  maga2,ines 
than  we  have  ever  used  before. 

Our  advertising  will  appear 
in  four  nationally  known  pub- 
lications having  a  combined 
circulation  of  more  than  four 
million. 

This  enlarged  advertising 
program  will  undoubtedly 
bring  an  increased  demand  for 
WoLFHEAD  Undergarments 
from  the  consuming  public,  and 
in  that  way  will  prove  of  great 
value  to  all  dealers  handling 
WoLFHEAD  Undergarments. 

Advertisements  will  appear 
in  the  following  list  of  publi- 
cations during  1921: 

Ladies'  Home  Journal  Vogue 
Pictorial  Review    Harper's  Baz,ar 

To  keep  the  trade  informed  in  regard  to  our  national  advertising,  and  to  put 
before  them  the  latest  styles  in  undergarments,  we  will  run  full-page  advertise- 
ments m  the  Dry  Goods  Economist  and  Corset  6?  Underwear  Review  every 
month,  in  addition  to  our  house  organ,  the  Wolfhead,  which  will  be  pub- 
lished each  month. 

The  above  outline  assures  us  that  Wolfhead  Undergarments  will  be  backed 
by  most  original  and  striking  advertising  during  1921. 


Wonderful  values 
in  cottons  and  silks 
at  . all  prices 

THE-WOtF  COMPANY' 
Fi'trh.Avc.  NcwYqrk  Cirv 


FHEAD 


erg' arm  en  ts 

at  good  stores  everywhere.  ..' 


THE  WOLF  COMPANY 

364  Fifth  Avenue,  New  York 


315  Medinah  Building 
CHICAGO 


Victorv  Building 
PHILADELPHIA 


742  Market  Street 
SAN  FRANCISCO 


Sole  Sales  A^enls 

The  Wolf  Company 

American  Undergarment 
Company 

American  Undergarment 
Corporation 
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New  York  Importers 
Embrace  Conservatism 
In  Their  Selections 
From  Paris 


III  the  dinner  dress  at  the  left  Rolande  has 
molded  black  satin  into  the  slim  silhouette 
and  modified  its  lines  with  fihiiy  lace  and  a 
bit  of  monkey  fur. 

Kitten's  ear  crepe  and  black  Maline  lace,  con- 
trasted with  a  jeweled  girdle  and  drops  of 
amethysts,  bespeak  the  mode  in  this  model 
from  Agnes. 

In  this  street  dress  of  Paquin  serge,  Made- 
leine &  Madeleine  carry  out  many  novel  fea- 
tures. Its  trimming  of  cire  Hercules  braid 
and  vestee  of  soft  white  mull,  zvith  collar  and 
rush  of  the  same,  are  trimmings  favored  by 
many  houses. 

With  two-fabric  combinations  in  vogue, 
models  such  as  these  attract  the  eye.  Agnes 
has  used  in  the  model  below  Poiret  twill  over 
navy  and  vuhite  foulard.  White  beading  and 
hand-run  stitchery  are  cleverly  worked  into 
bands  of  trimming  which  zverc  also  employed 
on  a  cape  zvorn  with  the  dress. 


Maddeine 
Madeleine 


A RETURN  to  conservatism  in  women's 
dress  is  assured  if  the  models  now  dis- 
played by  New  York  importers  are  cri- 
terions  of  the  mode.  The  models  chosen  this 
season  are  certainly  less  radical  than  last  year 
but  here  their  simplicity  stops. 

With  the  decrease  of  ornamentation  there 
has  been  an  increase  in  price  as  one  buyer  ex- 
pressed it,  "Modern  simplicity  implies  expense, 
old-fashioned  simplicity  dullness." 

Simplicity  Will  Be  Welcomed 

But  modern  simplicity  is  worth  the  price, 
for  it  is  easily  adapted  to  American  taste  and 
domestic  fabrics.  Many  new  weaves  and  soft 
effects  in  wools  and  silks  have  been  launched 
for  spring  and  houses  such  as  Haas  Bros., 
Harry  Angelo,  E.  L.  Brady,  W.  J.  Spain,  Ait- 
kin Son  &  Co.,  are  showing  extensive  lines  of 
materials  that  are  rich  in  color  and  design  and 
offer  much  for  the  Eastern  type  of  beauty. 
There  are  also  exquisitely  made  laces  of  open 
mesh  embroidered  in  color  or  beautifully  dyed 
blonde  maline  and  Venice  all  of  shades  which 
match  the  season's  chiffon  and  failles. 

From  a  general  survey  of  these  materials 
this  spring  will  be  brilliant,  even  though 
simple.  Due  to  delay  in  delivery  many  of  the 
French  houses  were  not  represented  on  the 
first  day  of  the  importers'  openings  and  con- 
sequently only  a  few  models  were  displayed 
making  it  impossible  to  give  a  just  criticism  at 
that  time. 


Miss  Anna  Grossman,  buyer  of  women's 
dresses,  is  no  longer  connected  with  William 
Taylor,  Son  &  Co.  of  Cleveland,  Ohio. 

I.  Streicher,  dress  manufacturer,  formerly 
1    at  142  Fifth  Avenue  is  now  located  at  36-38 
West  Twenty-fifth  Street. 


Drazvn  by  an  Economist  artist. 

Keeps  Force  Posted  on 
Fashion  Developments 

The  sales  manager  of  a  Chicago  department 
store  collects  interesting  data  and  information 
about  all  lines  which  are  dominated  by  fashion. 
The  salespeople  in  this  department  read  this 
information  and  by  so  doing  gain  a  host  of 
new  friends  for  the  store. 

This  little  tip  suggests  that  ready-to-wear 
managers  might  stimulate  the  interest  of  the 
people  in  their  department  by  keeping  them 
posted  on  every  new  fashion  change ;  in  the  in- 
troduction of  new  fabrics ;  in  novelties  in  coats, 
suits,  dresses,  skirts,  blouses,  etc.  Particularly 
during  the  seasons  when  the  Paris  couturiers 
are  having  their  openings  the  salesgirls  in  the 
ready-to-wear  departments  should  be  posted 
as  to  what  features  dominate  their  creations. 
Of  course,  each  of  the  dressmakers  in  Paris  has 
his  own  individual  creations  and  each  possesses 
points  of  fashion  which  indicate  what  the 
manufacturers  in  this  country  produce  later. 

Every  prospective  customer  is  interested  in 
hearing  authentic  information  about  style  and 
fashions,  and  a  salesgirl  becomes  a  lasting 
friend  of  the  customer,  when  she  can  chat  au- 
thoritatively for  a  few  minutes  and  tell  her 
about  what  Paris  is  doing,  and  what  the  manu- 
facturers will  do  later,  and  how  this,  that  or 
the  other  fabric  is  the  thing  and  why. 


Mathews,  Johnson  &  Sanders  of  Macon. 
Ga.,  has  appointed  Miss  Daisy  Brigance  of 
New  York,  buyer  of  ready-to-wear. 

At  the  Palais  Royal,  Washington,  D.  C, 
B.  Bobbs,  who  has  been  buying  ready-to-wear 
for  the  basement,  will  buy  coats,  suits  and 
dresses  for  the  regular  department  and  C.  Wei- 
bel  will  succeed  Mr.  Bobbs  in  the  basement. 
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There  is  most  surely  a  mental  as  well  as  physical 
charm  enjoyed  by  the  woman  who  wears  fine  under- 
things.    M.  Martin  &  Co. 

102-108  Madison  Avenue  New  York 

Write  tor  our  style  booklet — 
"Milady's  Underthinga" 


PLUME  UNDERWEAR 


-as 


r;..:;'a;-i«Sit.. 
Reproduction  uj 


payr     (Jtlolier  l.aJta  Home  Journal 


SHORT  buying  and 
delayed  buying  are 
fatal  to  profits.  The 
merchant  who  has  the 
merchandise  is  the  one 
who  makes  the  sale  and 
gets  his  price.  The  pub- 
lic will  not  wait.  Put 
the  goods  on  your 
shelves  NOW. 

The  PI  ume  line  is 
ready — the  most  com- 
plete, the  most  attrac- 
tive we  have  ever 
shown. 


UNDERWEAR 


Chicago 


M.  Martin  QC  Company 

America's  Best  Made  Undergarments 

102-108  Madison  Avenue 
New  York 

San  Francisco  Detroit  Boston 

Los  Angeles  Philadelphia 


■ 
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Paris  Millinery  Has  Strong  Directoire 
Tone,  but  Variety  Is  Keynote 

Attitude  of  Parisienne  Toward  Model  Makers'  Efforts  Still  to  Be 
Determined,  However — Creators  Seem  to  Have  Provided  Wide  Enough 
Range  to  Meet  Any  Emergency — Tendencies  as  Revealed  in  a  Tour  of 
the  Showrooms  of  Many  Leading  Houses 


THE  Directoire  styles  continue  to  be 
strongly  emphasized  in  the  new  Paris 
millinery.  This  influence,  it  was  an- 
ticipated by  many  of  the  American  buyers, 
would  also  largely  influence  the  spring  open- 
ings of  the  Paris  dressmakers.  In  so  far  as 
garments  are  concerned,  however,  never  has 
there  been  a  season  when  the  Directoire  has 
been  less  noticeable.  But  the  broad-brimmed 
Directoire  poke  with  high,  square-top  crown 
is  featured  to  greater  or  less  extent  by  every 
milliner  in  Paris. 

Whether  or  not  these  styles  in  hats  will 
be  accepted  by  the  Parisienne,  once  she 
starts  to  make  her  choice  of  a  spring  bonnet, 
it  is  yet  too  early  to  tell;  but  with  fashions 
in  garments  veering  toward  the  full  skirts 
and  the  trimmed  effects  of  the  early  French 
and  Spanish  Renaissance,  this  seems  hardly 
possible. 

Ready  for  Any  Emergency 

As  though  to  provide  for  this  emergency, 
in  addition  to  the  Directoire  style,  the  mil- 
liners are  also  showing  Spanish  tricornes, 
Chinese  pagoda  shapes,  broad-brimmed 
Gainsboroughs,  jaunty  berets  in  Henri  II 
style,  draped  Oriental  turbans,  Egyptian 
toques  and  Breton  sailors.  In  fact,  in  mil- 
linery as  in  garments  this  year,  the  styles 
are  almost  chaotic  in  their  variety,  thereby 
reflecting  the  general  upset  condition  in  the 
world  at  large. 

Trimming  as  You  Like  It 

Generally  speaking,  there  is  a  marked 
movement  both  of  trimming  and  of  line  to- 
ward the  front.  On  the  other  hand,  however, 
numerous  hats  are  featured  with  trimming 
placed  squarely  across  the  brim  at  the  back. 
Trimming  at  the  side  in  pendant  effect  is  still 
extensively  used,  and  underbrim  trimmings 
of  all  kinds  are  well  represented.  Quanti- 
ties of  fruit  are  used,  but  flowers  are  rarely 
seen.  Ribbon  is  also  in  good  demand  for 
trimming,  notably  cire  satin,  moire  ribbons 
and  metal-run  grosgrain  ribbons. 

Straw  and  fabric  combinations  are  ex- 
tensively employed,  notably  crepe  Georgette, 
crepe  de  Chine  and  a  stiff  triple  crepe  of 
very  crinkly  appearance,  which  is  called 
crepe  Frangais.  Straw  crowns  with  brims 
covered  with  these  crepes  flgure  conspicu- 
ously, although  preference  is  given  to  hats 
made  entirely  in  crepe. 

Tulle  Returns  to  Favor 

Tulle  is  again  coming  into  prominence 
and  is  used  in  combination  with  straw,  the 
entire  brim  being  made  of  the  tulle  and  the 
crown  of  the  straw. 

A  new  silk  and  straw  fabric  of  very  lus- 
trous finish  has  been  brought  out.  It  is  of 
soft  supple  quality  excellent  for  draping. 
This  is  a  combination  of  straw  woven  with 
vegetable  silk. 

Lace  also  continues  in  good  demand,  both 
as  a  trimming  and  as  a  covering  for  shapes. 
Shapes  in  the  combination  of  lace  and  straw 
are  prominent  and  have  been  extensively  sold 
for  wear  on  the  Riviera. 


Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

Black  and  white  effects  stand  out  con- 
spicuously, notably  white  hats  trimmed  with 
black.  Combinations  of  black  and  of  scar- 
let are  also  conspicuous  and  bright  copper 
and  coral  pinks  of  all  shades  are  still  in  ex- 
cellent demand.  Jade  greens  are  used  to 
some  extent,  notably  in  crepe  hats  trimmed 
with  fruit. 

A  New  Directoire  Shape 

Reboux  has  brought  out  a  new  Directoire 
shape  in  black  straw  with  a  shirred  facing 
of  heavy  rose-colored  satin  ribbon.  A  large 
bow  of  ribbon  placed  flat  under  the  brim  at 
the  back  forms  the  sole  trimming.  The  form 
is  slightly  cloche,  and  the  high  crown  is 
draped  in  the  typical  Reboux  fashion  with  a 
pleat  folded  across  the  front. 

A  new  sailor  from  Reboux  is  featured 
with  broad  straight  brim  made  of  bright 
scarlet  crepe  Frangais,  and  with  low  flat  top 
crown  in  shiny  black  straw.  The  hat  is 
trimmed  with  clusters  of  cherries,  arranged 
flat  around  the  brim. 

Lanvin  is  launching  a  broad-brimmed  un- 
trimmed  sailor  in  shiny  rough  black  straw. 
This  she  shows  with  all  of  her  tailor  dresses 
and  suits  at  her  opening. 

Georgette  Variss  Program 

Georgette,  in  contrast  to  her  usual  habit 
of  bringing  out  the  popular  sailor  shape  of 
the  year,  has  this  year  launched  a  medium- 
sized  Breton  shape,  with  brim  slightly  undu- 
lated and  cleft  at  one  side.  The  crown  of 
black  straw  is  low  and  is  dome-shaped.  The 
brim  is  covered  with  scarlet  crepe  Francais, 
and  the  trimming  consists  of  a  cluster  of 
large  scarlet  cherries  which  passes  through 
the  cleft  at  the  side  of  the  brim  and  dangles 
next  the  face. 

Georgette  has  also  launched  a  charming 
new  shape  in  the  combination  of  a  Directoire 
poke  and  a  cloche-shaped  Gainsborough.  The 
hat  is  of  medium  size,  and  is  made  of  sup- 
ple black  horsehair.  The  crown  is  draped 
and  the  brim,  which  droops  in  a  point  at 
either  side,  is  trimmed  with  a  large  black 
ostrich  feather  quill  which  passes  through 
two  slashes  cut  at  either  side  of  the  front. 
This  hat,  for  which  the  modest  sum  of  900 
francs  is  asked,  has  been  one  of  the  suc- 
cesses of  the  season. 

Brown  Straw  and  Brown  Lace 

Maria  Guy  is  having  great  success  with 
a  hat  in  brown  straw  and  brown  lace.  The 
shape  is  of  medium  size.  The  brim  is  in 
cloche  effect,  and  the  line  is  broad  through 
the  sides.  The  crown  is  low  and  dome- 
shaped.  The  back  half  of  the  crown  and 
brim  are  of  the  straw;  the  front  half  is  of 
the  brown  Chantilly  lace. 

Vasselin  Villetard  is  showing  a  good  as- 
sortment of  smart  little  toques  made  of 
straw  and  crepe  and  trimmed  at  the  side  or 
directly  at  the  center  of  the  front  with  huge 
upstanding  bows  of  wide  moire  ribbon,  or  of 


heavy  grosgrain  ribbon.  She  is  also  show- 
ing quantities  of  combinations  of  straw  and 
of  taffeta,  and  of  crepe  and  of  straw,  and  is 
using  wreaths  of  flowers  and  of  fruit  in  com- 
bination, also  lacquered  flowers  and  metal 
flowers. 

Lewis  Boldly  Directoire 

Lewis  comes  out  boldly  with  the  most 
exaggerated  type  of  the  Directoire  poke. 
These  shapes  are  covered  with  crepe,  or 
again,  are  made  entirely  of  straw.  They  tie 
for  the  most  part  under  the  chin,  are 
trimmed  with  wreaths  of  flowers  and  have 
full  facings  of  ribbon  or  crepe. 

Very  odd  and  effective  are  some  cloche 
shapes  in  black  horsehair  straw  from  this 
house,  which  are  featured  with  pendant  orna- 
ments of  jet  hung  from  either  side  under 
the  brim,  like  earrings.  These  ornaments 
are  made  of  three  or  more  interlaced  circles 
of  jet  or  of  tassels  of  jet,  or  again  of  long, 
pear-shaped  cut  jet  motifs.  Quantities  of 
flat  cockades  of  ribbons,  with  long  streamers,- 
are  used  by  Lewis,  placed  either  directly  at 
the  back  of  the  hat,  or  used  to  catch  the 
brim  close  to  the  crown  at  the  side,  the 
streamers  extending  over  the  shoulder. 

Numerous  hats  made  of  velvet  flowers 
and  smart  tailored  shapes  in  heavy  grosgrain 
ribbon  are  also  being  featured  by  Lewis. 

Noteworthy  in  Other  Houses 

Marie  Lancet  has  launched  an  effec- 
tive medium-sized  cloche  in  nattier  blue  taf- 
feta. The  brim  is  laid  in  deep  pleats  across 
one  side.  The  edge  is  finished  with  a  piping 
of  old  gold  silk  and  the  trimming  consists  of 
a  wreath  of  blue  and  yellow  velvet  daisies. 

Marguerite  &  Leonie  show  Directoire 
shapes  of  all  kinds,  made  in  straw  and  in 
flowers,  also  in  straw  and  feathers.  They 
are  using  quantities  of  ostrich  plumes  and 
ostrich  fantasies. 

Irregular  Brims 

As  a  rule,  the  hats  of  this  house  feature 
brims  of  irregular  width,  fluted  or  cleft  and 
rolled  up  abruptly  at  the  center  of  the  front. 

They  also  feature  large  beret  shapes  in 
straw  braid  in  black  and  a  color  combina- 
tion, these  trimmed  vvith  broad  outstanding 
bows  of  wide  moire  ribbon  at  the  side. 

Evelyne  Varon  shows  a  great  variety  of 
afternoon  and  evening  models  of  enormous 
size,  made  of  heavy  lace,  of  horsehair,  or  of 
crepe  de  Chine.  The  line  in  these  shapes  is 
short  from  front  to  back  and  of  great  breadth 
through  the  sides. 


The  Fair  Store,  one  of  the  leading  houses 
of  Seneca  Falls,  N.  Y.,  has  a  new  resident  man- 
ager in  C.  R.  Talmage  of  Syracuse.  Mr.  Tal- 
mage  has  had  intensive  experience  in  depart- 
ment management,  and  will  assist  Mr.  Gillette, 
who  retains  a  half  interest  in  the  establish- 
ment. 

The  Hartman  Pacific  Co.,  hair  net  manu- 
facturers, formerly  at  334  Fourth  Avenue,  are 
now  in  new  offices  at  44-46  East  Twenty-fifth 
Street,  instead  of  44  East  Twenty-third  Street, 
as  formerly  reported. 
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House,  Porch  and 
Street  Dresses 


This  advertisement  is  typical  of  the  way  in  which 
ABRAHAM  &  STRAUS,  Brooklyn,  N.  Y-and 
other  leading  stores  of  national  reputation —have 
found  it  profitable  to  feature  "Queen  Make"  Dresses 
season  after  season. 


I.  GINSBERG  &  BROS, 

102  MADISON  AVENUE,  at  29th  STREET 
NEW  YORK  CITY 

CHICAGO  SALESROOM:    GREAT  NORTHERN  HOTEL 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


65 


Uncle  Sam  Lends  Real,  Practical 
Assistance  for  Baby  Week 


His  Systematic  Follow-up  Work  Means  Business  for  Stores 
That  Swing  into  Line— Baby  'Week  Will  Pay  for  Itself  Many 
Times  Over,  in  Many  Departments,  If  Properly  Featured 


i6 


T 


URN  about  is  fair  play,"  is  Uncle 
Sam's  policy  for  Baby  Week.  He 
counts  largely  on  the  assistance  which 


the  department  stores  and  other  big  busi- 
nesses of  the  country  render  him  in  putting 
■over  his  nation-wide  movement  for  "better 
babies."  In  return  he  expects  to  assist  them 
in  making  a  success  of  their  local  Baby  Week 
campaigns,  and  this  is  how  he  does  it: 

Baby  Week  is  "nationally  advertised  goods" 
and  Uncle  Sam  is  the  national  advertiser. 
First  of  all  he  sells  his  "big  idea"  to  the 
public  through  high-class  magazine  and  news- 
paper publicity.  He  then  spreads  broadcast 
"movies,"  books,  pamphlets  and  exhibits  on 
every  phase  of  child  welfare,  thus  enlighten- 
ing the  public  as  to  the  purpose  and  benefits  of 
his  "better  babies"  movement. 

By  so  doing  he  popularizes  Baby  Week. 


Uncle  Sam's  first  call  to  Baby  Week  Cam- 
paign Celebration  was  responded  to  by  the 
communities  indicated  by  the  black  dots. 
(Map  prepared  by  Children's  Bureau,  U.  S. 
Department  of  Labor.)  Baby  Week  was  first 
celebrated  by  Chicago  in  1914.  In  the  fall 
of  1915  the  General  Federation  of  Women's 
Clubs  and  the  Children's  Bureau  united  to 
make  it  a  national  and  annual  affair  be- 
ginning with  the  Spring  of  1916.  March  4-1  1 
was  set  as  the  date,  but  a  baby  week  at  any 
other  period  is  regarded  as  a  part  of  the 
nation-wide  campaign.  Of  50  cities  of  100,- 
000  or  over  only  three  failed  to  report  cele- 
brations. Kansas  led  with  425  baby  cam- 
paigns. Nebraska  followed  with  129,  Texas 
had  1  ]  5,  Delaware  four  and  District  of  Co- 
lumbia one.  Alaska  and  Honolulu  celebrated 
their  baby  week  and  so  did  the  Indian  Reser- 
vations.   Everybody  liked  the  baby  week  idea. 


He  tells  people  about  it.  He  interests  parents 
in  what  their  children  should  eat,  wear,  play 
with,  read,  study  and  think  about  in  order 
that  they  may  become  in  later  years  the  ideal 
citizens  of  the  community  and  nation. 

All  of  Value  to  Merchant 

Thus  Uncle  Sam  makes  himself  the  advance 
press  agent  stimulating  and  developing  that 
general  intelligence  and  community  "spirit"  to 
which  the  merchant  later  makes  effective  ap- 
peal with  his  local  Baby  Week  as  a  reputable 
national  and  community  interest.  As  the  re- 
sult of  Uncle  Sam's  "national  advertising,"  the 
merchant's  public  understands  that  the  motive 
back  of  Baby  Week  observation  is  not  pri- 
marily more  dollars,  but  better  babies.  They 
have  been  educated  to  see  that  in  providing 
the  things  which  will  make  children  healthier. 


I  Am  Your  Future  Customer 


I  am  the  Baby. 

I  am  the  youngest  Institution  in  the  World 
 and  the  oldest. 

The  Earth  is  my  Heritage  when  1  come 
into  being,  and  when  I  go  I  leave  it  to  the 
next  Generation  of  Babies. 

My  mission  is  to  leave  the  Earth  a  better 
place  than  I  found  it. 

With  my  million  little  Brothers  and 
Sisters  1  can  do  this,  if  the  World  does  not 
impose  too  many  handicaps. 

Now  I  need  Pure  Milk  and  Fresh  Air  and 
Play. 

When  I  am  a  little  older  I  shall  need 
good  Schools  in  which  to  learn  the  Lessons 
of  Life. 

1  want  to  live,  laugh,  love,  work,  play. 

I  want  to  hear  good  music,  read  good 
books,  see  beautiful  pictures. 

I  want  to  build  Houses  and  Roads  and 
Railroads  and  Cities. 

I  want  to  walk  in  the  woods,  bathe  in  the 
waters,  and  play  in  the  snow. 

1  am  Yesterday,  To-day,  and  To-morrow. 

If  you  will  make  my  way  easy  now,  I  will 
help  you  when  I  grow  up. 

1  am  your  hope  1  AM  THE  BABY. 


happier  and  more  comfortable  lies  a  big  human 
interest  worthy  of  its  legitimate  profit.  Uncle 
Sam  has  prepared  the  way  for  the  local  mer- 
chant in  that  the  public  has  gotten  his  "big 
idea"  and  approves  of  it. 

Direct  to  Mothers 

Not  only  is  Uncle  Sam  a  well-organized, 
enterprising  national  advertiser  for  Baby 
Week,  but  he  is  a  direct  advertiser.  His  appeal 
is  made  to  and  through  the  mothers  of  the 
nation — the  merchant's  steady-customer  class 
not  only  for  baby's  things  but  for  all  his  mer- 


Here  arc  some  of  the  booklets  zvith  ivhich 
the    Government    backs    up    its   Baby  IVeek 
campaigns 

chandise.  Back  of  the  movement  since  its 
very  beginning  have  been  the  Women's  Fed- 
erated Clubs,  mothers'  clubs,  nurses'  organ- 
izations, kindergarten  and  parent-teacher  as- 
sociations, campfire  girls  and  other  influential 
women's  organizations  of  both  national  and 
local  influence. 

With  such  assistance  the  progressive  mer- 
chant will  "play  up"  Baby  Week  with  interest 
and  profit.  He  will  first  of  all  line  up  himself 
and  his  establishment  with  the  general  move- 
ment, thus  getting  for  his  business  the  confi- 
dence and  good-will  of  his  community  as  one 
of  its  public-spirited  citizens.  He  will  then 
plan  early  and  advertise  widely. 

A  Pivotal  Proposition 

Windows,  displays,  department  "stunts"  of 
whatever  nature  will  all  center  about  the  "bet- 
ter-babies" movement.  His  profits  will  follow 
naturally  such  a  demonstration  of  public- 
spirited  enterprise  and  community  interest. 
Increased  trade  will  inevitably  come  out  of  his 

(Continued  on  page  85) 


An  unusually  effective  display  of  baby's  necessaries  in  the  windows  of  Saks  &  Co. 
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$50,000,000  In  Confidence 

Fifty  million  dollars — 

This  great,  golden  stream  is  the  annual  out- 
pouring of  progressive  merchants'  confi- 
dence in  Cleveland's  women's  ready-to-wear 
industry. 

For  years  this  industry  has  been  growing — 
season  after  season,  until  now  it  has  reached 
the  impressive  yearly  total  of  fifty  million 
dollars. 

Such  growth  requires  style  and  dependability, 
versatility  and  value.  It  makes  necessary 
quality,  character,  charm — all  that  goes  to 
make  a  garment  alluring  to  women. 

It  simply  shows  that  established  trade — trade 
that  keeps  coming  year  after  year — has  found 
in  Cleveland  that  which  they  desire  in  mer- 
chandise. It  means  they  have  secured  gar- 
ments that  attract  and  satisfy  and  hold  the  best 
trade. 

More  than  nine  thousand  shrewd,  far-sighted 
merchants  will  tell  you  that  this  is  why  their 
stocks  are  steadily  replenished  with  Cleve- 
land-made ready-to-wear  garments. 


Q"Ae  aUALITY  Market 

COATS -SUITS-DRESSES-WAISTS- SKIRTS-KNITTED  OUTER  GARMENTS 

cr  — —   ■  -    —  ■  -» 
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Style  Week  Made 
Great  Feature  in 
Cleveland  Stores 
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Cleveland  Market 
Puts  on  Final 
Easter  Effort 


Leading  Stores  All  Put  on  Attention- 
getting  Events — Oppenheim, 
Collins  &  Co.  Hold  Milli- 
nery Opening 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building 

The  past  week  has  been  a  busy  one  for 
the  retail  merchants  of  Cleveland.  Many  of 
them  have  been  observing  the  annual  Spring 
Style  Show  Week  and  those  who  made  no 
special  preparations  for  the  event  have  had 
formal  openings  and  first  showings  of  new 
spring  apparel,  including  suits,  coats,  frocks, 
millinery,  blouses  and  shoes. 

Although  some  of  the  stores  gave  up  the 
idea  this  year  of  observing  Style  Show  Week, 
the  May  Co.  had  a  very  extensive  display. 
There  were  mannequins  to  exhibit  the  new 
garments  and  these  wore  the  garments  twice 
daily  in  the  store  auditorium.  An  orchestra 
furnished  music  at  both  shows.  A  new  fea- 
ture of  the  May  Co.'s  display  was  what  has 
been  called  the  "largest  and  most  complete 
collection  of  Paris  model  hats  ever  seen  in 
Cleveland."  These  hats,  which  were  brought 
here  from  Paris  only  a  week  previous  to  the 
showing  by  W.  R.  Clark,  millinery  buyer,  in- 
cluded both  women's  and  children's  models 
and  were  shown  in  the  window  displays  as 
well  as  on  mannequins. 

Exclusive  Models  in  Windows 

The  W.  H.  Quinby  Co.  is  another  store 
which  gave  special  attention  to  Style  Week. 
Paul  Brown,  who  took  over  the  merchandis- 
ing of  the  ready-to-wear  departments  last  De- 
cember, featured  exclusive  model  frocks  in 
his  window  displays.  These  frocks  were  for 
the  most  part  the  new  basque-like  styles  with 
snug  little  bodices  and  full  skirts.  One 
modei  made  of  silk  and  black  lace,  had  pan- 
talettes to  match  and  hoops  for  the  full  skirt. 
Children's  garments  were  also  featured  at  the 
Quinby  Co.  and  some  very  charming  juvenile 
frocks  in  white  georgettes  and  organdy  and 
colored  and  embroidered  organdy  were 
shown.  Mr.  Brown  stated  that  he  hoped  to 
show  during  March  new  merchandise  in  ex- 
clusive and  smart  styles  at  a  moderate  price. 
He  is  also  featuring  a  department  for  "styl- 
ish stouts"  which  has  a  growing  list  of  cus- 
tomers. 

Business  Good  in  Millinery 

Oppenheim,  Collins  &  Co.  held  their 
formal  spring  millinery  opening  just  previ- 
ous to  Style  Week  and  did  an  excellent  busi- 
ness. Their  window  displays  for  this  event 
featured  real  flowers  for  decorations;  but, 
of  course,  the  smart  new  hats  were  the  main 
attraction.  Another  event  which  preceded 
Style  Week  in  this  store  was  the  enlarging 
of  the  dress  and  suit  section  and  the  featur- 
!  ing  of  a  separate  misses'  department.  These 
departments  now  occupy  an  entire  floor, 
twice  as  much  as  formerly.  Although  new 
merchandise  was  shown  throughout  the  store 
there  was  not  so  much  attention  paid  to  Style 
Week  itself  in  some  of  the  other  stores.  One 
reason  for  this  may  have  been  concentration 
on  next  week's  event,  the  store's  Seventh  An- 
niversary Sale. 

The  Higbee  Co.  and  Wm.  Taylor,  Son  & 
Co.  expect  to  do  big  business  in  suits  during 
this  month.  This  means  that  the  blouse  and 
millinery  business  will  also  be  good  for  they 


If  It's  Green  You  Can't 
Get  Away  with  It 
at  Toy  Fair 

THERE  is  a  little  story  in  connection  v»rith 
one  of  the  lines  of  wooden  toys  shown 
at  the  toy  fair  which  holds  a  warning  to  boy 
buyers.  The  line  comprised  several  well- 
made  numbers  of  wooden  wagons,  children's 
carts,  rocking  horses  and  horse  sticks,  all 
painted  an  uncompromising  shade  of  green. 
The  goods  were  well  made,  extraordinarily 
so,  the  designs  were  entirely  desirable,  the 
salesman  was  affable,  well-known  in  the 
trade  for  his  honesty  and  square  dealing  and 
yet  the  goods  did  not  sell. 

And  then,  one  day  a  neighboring  manu- 
facturer who  believes  in  color  symphony  

and  the  irresistible  appeal  of  plain  paint 
when  artistically  applied,  suggested  to  the 
orderless  manufacturer  that  unadulterated 
green  on  a  child's  toy  wagon  was  as  un- 
pleasant to  the  eye  as  it  would  be  applied  to 
a  maiden's  cheek. 

Whereupon  the  green-paint-covered  toy 
manufacturer  copped  the  delft  blues  and  soft 
yellows  with  their  little  line  cuts  of  autumn 
brown  and  black  which  adorned  his  neigh- 
bors line  of  dolls,  furniture,  cradles  and  bug- 
gies, and  applied  them  to  his  own  line — 
Presto  change  I  The  line  began  to  sell.  The 
vivid  greens  have  now  retired  to  the  dark- 
ened privacy  of  the  big  clothes  closet  in  the 
manufacturer's  show  room,  while  yellow 
wagons  with  blue  running  gear  drawn  by 
yellow  horses  and  blue  sticks  with  yellow 
horse-heads  attract  orders  that  delight  the 
manufacturer  and  prove  to  him  and  his 
friendly  neighbor  that  toy  buyers  discriminate 
against  green. 


go  hand  in  hand  with  suits.  Frocks  will 
also  be  advertised  and  taffetas  are  expected 
to  be  particularly  good  for  Easter  selling  at 
the  more  moderate  prices,  while  Canton 
crepes  will  be  among  the  favored  higher- 
priced  frocks. 

The  Halle  Bros.  Co.  had  some  very  lovely 
window  displays  during  Style  Show  week. 
Most  of  them  featured  semi-evening  frocks 
for  women  and  misses.  This  display  was 
particularly  appropriate  because  of  the  opera 
engagement  which  will  be  fulfilled  during  the 
coming  week. 

Of  particular  beauty  were  some  gowns  of 
cream  lace  draped  over  black  satin,  taffeta 
or  chiffon.  A  gown  of  black  Chantilly  lace 
with  a  cream  lace  bodice  was  also  stunning. 
The  skirt  was  made  in  tiers.  An  exquisite 
gown  of  white  chiffon  beaded  in  crystal  and 
pearl  and  having  a  wide,  blue  satin  girdle 
low  over  the  hips  was  another  show  model. 

The  frocks  featured  by  the  misses'  de- 
partment hinted  strongly  of  grandmother's 
day  with  tight  little  basques,  full  hoop  skirts 
and  diminutive  puffs  for  sleeves. 

The  May  Co.  treated  motor  enthusiasts 
last  week  to  the  year's  second  showing  of 
motor  cars  and  accessories.  The  annual 
automobile  show  was  held  a  few  weeks  ago 
in  Cleveland,  but  this  show  held  at  the  May 
Co.  was  unique  in  that  only  Cleveland-made 
cars  were  exhibited.  This  is  the  second  year 
the  May  Co.  has  held  such  a  display  and  it 
is  to  be  an  annual  affair.  About  thirty  cars 
were  shown  on  the  third  floor  of  the  store, 
including  roadsters,  touring  models,  coupes 
and  limousines  from  eleven  makers. 

The  March  sale  of  china  and  glassware 
held  last  week,  which  is  also  an  annual  event 
at  the  May  Co.,  was  the  store's  biggest  event 
of  its  kind. 


Manufacturers'     Association  Gets 
Large  Attendance  at  Special 
Merchandising  Exposition 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building 

IN  order  to  secure  prompt  delivery  of  goods 
for  Easter  and  early  April  selling,  the 
Cleveland  Garment  Manufacturers'  Asso- 
ciation invited  25,000  merchants  to  attend  the 
Special  Merchandising  Exposition,  which 
opened  in  the  Cleveland  market  last  Monday 
and  continued  until  Thursday.  The  showrooms 
in  forty  factories  were  equipped  to  give  extra 
service  in  filling  orders  from  complete  lines 
and  in  giving  definite  assurances  of  prompt 
and  timely  deliveries.  New  styles,  fresh  from 
the  designers'  hands,  were  given  a  preliminary 
survey  by  many  visiting  buyers. 

Cape-Coat  Being  Further  Developed 

The  newest  thing  in  coat  lines  is  the  cape- 
coat.  This  appeared  earlier  in  the  season  but 
is  oow  being  developed  in  all  its  possibilities. 
There  are  very  few  regulation  capes  to  be 
seen,  only  one  or  two  models  being  shown  by 
each  maker.  The  wrappy  coat  persists  and  the 
flare  coat  with  Japanese  shoulders  is  also  a 
good  seller. 

Top  coats  and  models  for  sports  wear  are 
being  developed  now  for  wear  late  in  the  sea- 
son. One  maker  is  getting  out  a  smart  misses' 
number  in  bright  red  and  bright  green  which 
is  sure  to  find  favor  for  wear  with  white  sports 
skirts. 

Embroidery  and  stitching  in  contrasting  or 
self  color  is  the  principal  trimming  feature  of 
both  coats  and  suits,  although  some  fringe  and 
silk  cord  tassels  are  used.  One  very  smart 
cape-coat  is  made  of  brown  ramona  with  a 
novel  collar  which  ends  in  long,  loose  panels  or 
sash  ends  which  are  finished  with  brovra  silk 
tassels.  These  ends  can  be  arranged  in  any 
number  of  ways  to  close  the  collar.  They  may 
be  loosely  tied  in  front,  looped  once  and  thrown 
over  the  shoulder,  wrapped  about  the  throat 
like  a  scarf  or  let  hang  straight  down  the 
front. 

There  are  similar  folds  down  the  back  of 
the  coat,  but  these  are  stitched  down  and 
edged  with  silk  fringe. 

Another  attractive  wrap  is  tan  with  stitch- 
ing in  the  same  shade.  The  collar  is  the  most 
noticeable  feature  of  the  wrap,  which  is  made 
on  flare  lines  with  Japanese  shoulders.  It  is 
a  large,  gathered  affair  standing  in  folds  about 
the  neck  or  hugging  the  shoulders  when  worn 
lowered.  It  is  slashed,  showing  satin  to  match 
in  the  slashes.  The  same  effect  is  carried  out 
on  deep  cuffs.  Tuxedo  collars  are  good  on  the 
wraps.  They  are,  of  course,  much  wider  than 
the  tuxedo  collars  which  suits  show. 

Sports  Models  in  Suits 

Sports  models  are  being  featured  in  suits 
at  present.  The  little  Eton  and  box  suits  have 
done  exceptionally  well,  and  the  tailored  suit 
seems  more  firmly  established  than  ever.  One 
buyer  who  has  done  a  remarkable  business 
with  a  very  plain  tailleur  model  of  navy  trico- 
tine  featuring  good,  conservative  lines  and 
just  a  few  fine  tucks  for  trimming,  says  he 
can  uniform  his  whole  trade  with  that  one 
number  if  he  wants  to. 

The  newer  lines  are  showing  many  tweeds 
and  jerseys  for  sports  and  knockabout  wear. 


68 


DRY  GOODS  ECONOMIST,  MARCH   12,  1921 


"Jjjenry  Schonxer  Co- 
il East  QestMewyoj-k 

Chicago  Office  'Jl^  Medinah  Building 


JUNIOR 

WRAPS 

of  American  All-Wool  Velour 


Developed  in  the  choicest  popular  Coat  fab- 
ric, tailored  with  minute  care  and  attention  to 
every  detail.  One  of  the  Biggest  Values  of 
the  Season! 


Sizes  15  —  17  —  19 


SIX  STYLES 

New  crea- 
tions  featur- 
ing many  in- 
teresting 
treatments : 

Kimono  jl. 

Sleeves 
Raglan — 
Gathered — 
Embroidered 
and  Silk 
Stitched 
Designs 


IMMEDIATE 
DELIVERY 
ON  ALL 
OPEN 
ORDERS 


FOUR 
MOST 
DESIRED 
SHADES 

Tan 
Pekin 
Copen 
Reindeer 


No.  2187D — Junior  Wrap 
of  American  All-Wool 
Velour,  designed  along 
smart,  youthful  lines. 
Adorned  with  artistic  Silk 
embroidery  on  collar, 
sleeves  and  front.  Narrow, 
loose  girdle  all-around,  half 
lined  with  fancy  lining. 


TERMS 
2%  30  days 
3%  10  days 


LADIES' 
MISSES' 
and 
JUNIORS' 

COATS  &  WRAPS 
127-133  West  26th  St. 


WIRE— WRITE 
YOUR  ORDERS  TODAY! 
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The  Two  Women  That  Thought 
They  Didn't  Need  Corsets 

Until  One  of  Them  Met  a  Corsetiere  Who  Knew  Her  Busi- 
ness^ and  Pointed  Out  the  Error  of  Their  Ways  —  When 
Mrs.  Smith  Told  Madam  Clare's  Story  to  Mrs.  Brown., 
That  Made  It  Unanimous 

By  Mrs.  Bernice  E.  Todd 


OVER  a  cup  of  tea  Mrs.  Addison  Brown 
and  Mrs.  Flemington  Smith  were  dis- 
cussing the  exigencies  of  their  spring 
wardrobes  and  the  hardships  of  the  shopping, 
planned  for  the  following  day. 

"I've  literally  nothing  to  wear,  Marie," 
said  Mrs.  Addison  Brown  to  her  friend,  and 
Marie — otherwise  Mrs.  Flemington  Smith — ■ 
had  sympathized. 

"It's  dreadful,  my  dear;  perfectly  dread- 
ful, how  everything  seems  to  give  out  all  at 
once.  Everything  was  so  high-priced  last 
season,  I  put  oif  buying  all  I  could,  and  now 
everything  has  given  out.  I  must  have  new 
underwear,  negligees,  nightgowns,  and  cor- 
sets.'; 

Here  Mrs.  Brown  dove  into  her  bag  for 
note  book  and  pencil,  and  "corsets"  was  added 
to  the  already  long  list  of  the  to-morrow's  pro- 
posed purchases. 

Breaking  in  on  her  friend's  seemingly  end- 
less enumeration,  she  said,  "I've  forgotten  all 
about  a  corset.  Don't  seem  to  make  much 
difference  whether  you  wear  one  or  not." 

",We  women  are  queer  animals,  Julia," 
responded  Marie.  "I  guess  we  would  wear 
bootjacks  and  a  ring  in  the  nose  if  some 
brainless  creature  started  the  fashion." 

The  Discovery;  Just  in  Time 

It  was  but  natural  that  Mrs.  Addison 
Brown,  upon  entering  her  apartment  at  the 
end  of  her  day's  shopping,  should  throw  her- 
self upon  her  silken  chaise  lounge  and  take 
up  the  nearby  telephone  to  call  her  friend. 
The  almost  immediate  answer,  "Yes?  That 
you,  Julia?  I'll  be  right  up,"  indicated  the 
call  was  not  unexpected  or  unwelcome. 

Now,  Mrs.  Addison  Brown  and  Mrs.  Flem- 
ington Smith  are  but  typical  of  thousands  of 
other  Mrs.  Browns  and  Mrs.  Smiths.  There 
was  nothing  unusual  about  them  or  about  the 
stores  they  had  visited  during  the  day,  and 
their  conversation  might  be  identified  with 
past  shopping  experiences  anywhere. 

In  this  conversation  there  may  be  seen 
an  excellent  likeness  of  the  two  corset  depart- 
ments visited,  and  if  some  other  department 
manager  sees  a  faulty  reflection  of  her  own 
department  and  is  able  to  correct  it,  the  narra- 
tive will  have  served  its  purpose. 


One  Way  to  Improve 
Your  Corset  Selling 

rjriHE  "beauty  secrets"  which  Madam 
Clare  gave  to  her  customer,  Mrs. 
Flemington  Smith,  to  correct  the  itijury 
done  from  going  without  corsets,  and  other 
"hints"  as  to  preserving  the  youthful  con- 
tour, reducing  excessive  flesh,  curbing  the 
diaphragm,  etc.,  are  simple,  everyday  reme- 
dies which  many  a  clever  corset  ivoman  ap- 
plies many  times  daily. 

.  Whatever  pertains  to  her  physical  self  is 
of  vital  importance  to  the  average  ivoman. 

Corset  department  managers  who  have  not 
already  a  compiled  list  of  these  beauty  se- 
crets and  suggestions  may  obtain  some  by 
addressing  the  Corset  Department,  Dry 
Goods  Economist. 


The  arrival  of  Mrs.  Smith  and  the  tea 
wagon  brought  in  by  Mrs.  Brown's  maid  and 
the  serving  of  tea  by  Mrs.  Brown  herself  was 
a  reminder  to  Mrs.  Smith  of  the  warning  she 
had  had  that  day  and  caused  her  to  exclaim: 

"Julia,  I've  just  got  to  quit  eating!" 

"But,  my  dear,  you  aren't  growing  stout, 
are  you?"  inquired  Mrs.  Brown,  interestedly. 

The  Dawning  Realization 

"No,  I'm  really  off  a  few  pounds;  but,  you 
pee,  I've  been  wearing  those  nearly  no  corsets 
for  the  last  two  years  and  recently  I've  been 
going  without  them  altogether.  Now  with 
summer  coming  on  and  everything,  and  you 
know  I  just  live  in  a  bathing  suit,  and  think 
of  what  I'm  going  to  look  like — all  abdomen  ! 
Julia!  Oh,  I'm  so  distressed!  You  see,  I'd 
no  idea  how  the  muscles  were  inclined  to  sag 
and  how  a  corset  supported  these  muscles  un- 
til Madam  Clare  at  's  pointed  it  all  out 

to  me  to-day.  I've  been  wearing  brassieres, 
too;  that  flattened  me  out  like  a  pancake,  and 
that,  without  the  natural  support  given  by  a 
corset,  has  just  about  finished  me. 

"Madam  Clare  says  it  will  take  a  long  time 
to  restore  my  figure  to  anything  like  its 


,  mi  I  DID  Mr  GET  ANY,MY  PEAR  ' 
.THE  SALE^iWONAW  SmO:-' |  wA5  ' 
_   So  SLEMoeR  IT  REALi-y  dioMt 
MATTER  WHETHER.  I  WORE  A 
CORSET  OR..  MOT"' 


Urazi'ii  by  an  Economist  artist. 

from  a  line  that  marks  a  distinct  concessior. 
to  the  ttncorseted  zuoman  is  this  charming  pink 
brocade  unboned  combination  garment  front 
the  ll'arner  Bros.  Co.,  Inc. 


original  lines.  She  gave  me  a  lecture,  I  can 
tell  you,  and  then  she  had  me  fitted  in  the 
loveliest  corset  and  a  bandeau  specially  de- 
signed to  support  the  bust  and  gave  me  some 
sound  advice  and  a  lot  of  beauty  secrets.  I 
had  to  neglect  a  lot  of  my  shopping  which 
will  have  to  be  attended  to  later.  But  the  time 
was  well  spent.  I'm  going  to  tell  the  other 
girls  about  Madam  Clare;  she  really  is  a  re- 
markable woman.  What  kind  of  a  corset  did 
you  buy,  dear?"  she  asked  Julia. 

"Why,  Marie!  I  didn't  buy  a  corset.  1 
think  it  is  the  most  extraordinary  thing,  in 
view  of  what  you  tell  me,  that  that  woman  at 
Murphy's  didn't  even  try  to  sell  me  a  corset. 

"I  went  there  expecting  to  buy  one,  and 
she  had  the  corsetiere  fit  one  or  two  perfectly 
atrocious  models  on  me.  I  asked  for  a 
 's,  the  same  model  I  have  been  wear- 
ing, and  they  did  not  have  it  in  stock.  I  hap- 
pened to  remark  to  the  corsetiere  that  I  had 
not  been  wearing  a  corset  much  of  late,  and 
she  said  that  I  was  so  very  slender  it  really 
didn't  make  much  difference  whether  I  wore 
a  corset  or  not. 


She  Emphasized  the  Stockings 
"She  suggested  that  I  get  a  


 belt, 

for  its  supporters,  so  that  I  could  keep  my 
stockings  up.  I  told  her  I  wore  my  stock- 
ings rolled  at  the  top  with  garters,  and  did 
not  need  supporters.  I  tried  on  some  new 
bandeaux,  bought  two  of  them,  and  then  I 
put  on  my  clothes  and  left  the  department. 

"On  my  word,  Marie,  neither  of  those 
women  mentioned  what  you  have  just  been 
telling  me.  I  did  not  think  of  it,  of  course. 
How  could  I  know  how  harmful  it  was  to  go 
without  a  corset.  Even  if  I  am  slender,  I 
have  fairly  good  lines  and  I  wouldn't  want  to 
lose  them.  How  did  Madam  Clare  happen  to 
tell  you  all  of  this?" 

"Well,  you  see,  my  dear,"  responded  Marie, 
"my  experience  in  the  beginning  was  similar 
to  vours.    The  corsetiere  did  try  two  or  three 
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Jfjorher's 

WONDERFUL 
"DOUBLE^SKIRT"  CORSETS 

THE  Corset  which  exceeds  all  others  in  Volume  of  Sales  is  naturally  the  biggest 
corset  value  obtainable — ^Warner's  "Double-Skirt."  Prices  on  these  wonderful 
corsets  are  now  back  to  the  old  level — $10,  $12,  $15,  $18  and  up  to  $54  per  dozen — 
and  orders  indicate  that  "Double-Skirt"  are  in  the  lead  as  America's  Biggest-Selling 
Service  Corsets. 

The  "Double-Skirt"  model  shown  on  the 
opposite  page  is  style  70,  made  of  pink 
coutil,  in  sizes  20  to  30,  and  sells  for 

per  dozen 

WARNER'S  "Double-Skirt"  Corsets  are  made  with  a  thin  lining  of  very  strong 
batiste  from  the  waistline  down,  leaving  them  soft  and  pliable  at  the  bust,  but 
giving  wonderful  strength  across  the  hips  where  the  greatest  strain  comes.  Like  all 
Warner's  Rust-Proof  Corsets,  they  have  Double  Boning  and  Double  Interlinings. 
These,  combined  with  the  "Double-Skirt,"  assure  Double  Service. 


$12 


Guaranteed  Not  to  Rust,  Everything  Double 

Break  or  Tear  Except  the  Price 


BACK-LACE 

BACK-LACE 

FRONT-LACE 

Style  Price 

Style 

Price 

Style  Price 

86  $10.00 

34 

$24.00 

91  $24.00 

70  12.00 

•  137 

27.00 

554  33.00 

82  15.00 

197 

33.00 

555  39.00 

33  15.00 

177 

33.00 

0975  48.00 

74  18.00 

366 

33.00 

518  54.00 

361  21.00 

466 

33.00 

The  W  arner  Brothers  Company,  Inc. 

347  Madison  Ave.  367  W.  Adams  St.  28  Geary  St.  527  Baronne  Sf 

NEW  YORK  CHICAGO  SAN  FRANCISCO         NEW  ORLEANS 

St.  Ambroise  and  Turgeon  Sts.,  Montreal,  Canada 


models  on  me  and  they  didn't  seem  to  be 
just  right,  or  what  I  wanted.  I  felt  just  as 
you  did,  too;  that  as  long  as  it  didn't  make 
so  much  difference  whether  I  wore  one  or  not, 
and  as  it  was  less  expensive  and  more  com- 
fortable to  go  without,  the  odds  were  against 
my  making  a  selection. 

The  Madam  on  Patrol 

"When  Madam  happened  to  overhear  me 
saying  to  the  saleswoman  that  I  really  didn't 
look  any  different  with  a  corset  on,  she  came 
right  into  the  fitting  room,  and  it  took  about 
two  minutes  for  her  to  show  me  the  error  of 
my  ways. 

"What  that  woman  doesn't  know  about 
health  and  hygiene  and  anatomy  hasn't  been 
told.  There  is  really  no  estimating  the  amount 
of  good  she  is  doing.  You  see  there  are  a  lot 
of  women  foolish  as  ourselves  who  really 
know  nothing  about  their  bodies,  and  this 
woman  makes  you  feel  that  the  care  of  your 
body  is  a  sacred  privilege,  and  all  day  long 
she  goes  up  and  down  in  the  various  booths 
telling  women  about  themselves — how  to  care 
for  themselves  and  the  horrors  resultant  from 
neglect.  I  don't  believe  any  woman  who 
listened  to  her  for  five  minutes  would  ever  go 
without  a  corset  again. 

Murphy's  Department  "In  Wrong" 

"And  that  horrid  woman  at  Murphy's 
didn't  say  a  word  of  any  of  this  to  me,  Marie. 
When  can  you  go  with  me  to  — ■ — — ^'s  and  to 
see  this  Madam  Clare?" 

"I've  a  full  week  of  engagements  ahead, 
Julia,  but  I'll  telephone  and  make  an  engage- 
ment for  to-morrow  afternoon  if  you  can  ar- 
range to  go  then.  I  feel  this  is  really  serious. 
You  know  we  wouldn't  neglect  our  teeth,  or 
our  eyes,  or  our  hair,  and  there  are  persons 
professionally  trained  who  take  care  of  them 
for  us.   Correct  corsetry  is  just  as  much  a  pro- 


Drawn  by  an  Economist  artist. 

Maize-colored  satin  ribbon  and  Chantilly  lace 
form  this  exquisite  debutante  model,  from  the 
Poirette  Corsets,  Inc.  Interesting  new  features 
are  the  buttoned-on  supporters,  the  width  of 
plain  satin  underneath  the  front  breadth  of  the 
garment,  and  satin  ribbon  on  the  bias  under- 
neath the  side  sections  which  give  additional 
support  and  prevent  the  ribbon  sections  separat- 
ing. 
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Even  stout  women  may  have  the  fashionable 
uncorseted  appearance  in  this  youthful  model 
of  rosebud  brocade.  The  garment  is  designed 
especially  to  confine  the  flesh  and  yet  leave  the 
figure  svelte  and  natural.  From  the  Crown 
Corset  Co. 

fession  as  any  of  these,  and  the  professional 
corsetiere  who  fails  in  a  correct  diagnosis  or 
a  remedy  is  just  as  much  guilty  of  malprac- 
tice as  the  dentist  or  oculist  who  fails  in  his 
treatment  of  our  teeth  and  eyes." 


The  employees  of  the  Fair  store,  Chicago, 
recently  had  an  enthusiastic  gathering  on  the 
election  of  officers  of  the  Mutual  Benefit  As- 
sociation. The  polls,  conducted  in  accordance 
with  the  Australian  ballot  system,  brought  out 
2722  votes,  the  palm  going  to  Patrick  J.  Nagle, 
one  of  the  store  executives.  Hearty  co-opera- 
tion was  give,n  the  affair  by  the  management, 
resulting  in  a  general  feeling  of  mutual  good- 
will. 


New  Garment  to  Do  the 
Work  of  the  Corset  and 
Brassiere 

SANS  corsets,  sans  brassieres,  there  have 
come  new  hybrid  garments  designed  to 
take  the  place  of  both.  There  are  some  half- 
dozen  numbers  made  of  treco,  coutil,  batiste 
and  combination  materials  for  the  slight  and 
medium  stout  figure. 

The  garments  are  suitable  for  sports  wear, 
evening  wear  and  for  bathing,  besides  taking 
the  place  of  the  regulation  corset  for  the 
woman  who  does  not  want  to  wear  a  corset 
and  yet  desires  to  appear  corseted. 

One  especially  promising  number  is  an 
evening  model  made  of  crepe  de  Chine  and 
brocade  in  a  shell  pink  shade.  The  bandeau 
or  the  upper  part  of  the  garment  is  of  crepe 
de  Chine,  cut  very  low  with  elastic  at  the 
top.  The  brocade  forms  a  panel  front  which 
extends  well  down  over  the  abdomen.  Back 
portions,  which  fasten  at  the  elastic  belted 
waist-line,  are  of  the  brocade. 

The  garment  leaves  the  hip  movement 
entirely  free,  and  is  without  boning.  It  can 
be  worn  either  with  or  without  its  shoulder 
straps. 
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Demand  for  Lower 
Priced  Corsets 
Enl  ivens  Trade 

Average  Retail  Price  Now  Less  Than 
Half  That  of  Year  Ago—But 
Orders  Are  Coming  in,  and 
Manufacturers  are  Happy 

While  the  spring  corset  business  does  not 
by  any  means  reach  the  dizzy  proportions  of 
a  year  ago,  it  is  gratifying  to  all  who  are 
interested  in  the  industry  to  observe  that  con- 
ditions are  rapidly  becoming  normal.  Through- 
out the  trade  a  note  of  optimism  has  pene- 
trated the  funereal  gloom  of  the  last  few 
months,  and  manufacturers  once  again  open 
their  own  mail  without  having  first  to  take 
an  anesthetic. 

One  corset  manufacturer  said  this  week,  in 
speaking  of  the  deadly  dullness  of  the  last 
season,  with  its  dearth  of  orders  and  harvest 
of  cancellations : 

Coming  Easier,  Now 

"When  opening  my  mail  I  am  often  re- 
minded of  the  remark  of  a  waiter  at  Murray's 
when  I  had  dined  there  one  evening  not  long 
ago.  This  waiter,  who  was  a  very  good  one, 
by  the  way,  in  giving  me  my  dinner  check 
placed  it  face  down  upon  the  table,  whereupon 
I  inquired:  'Why  do  you  fellows  always  turn 
a  dinner  check  face  down?' 

"  'The  last  time  I  left  one  with  the  state- 
ment up  on  the  table,  sir,'  he  repHed,  'the  cus- 
tomer saw  it  so  sudden-like  he  died  of  heart 
failure.    This  way  is  more  gentle,  sir.' 

"Fortunately  for  the  industry,  a  man  may 
now  open  his  mail  and  even  find  an  order  or 
two  without  being  entirely  overcome." 

Trade  in  New  York  Encouraged 

Almost  without  exception  manufacturers 
having  offices  in  New  York  express  themselves 
as  being  pleased  with  the  turn  of  affairs  and 
say  that  the  indications  for  both  the  wholesale 
and  retail  trade  point  to  an  unusually  good 
season,  as  measured  by  pre-war  standards. 

The  biggest  demand  is  undoubtedly  for 
cheaper  corsets,  not  for  "creations"  that  will 
sell  at  a  cheaper  price  than  formerly,  but  for 
plain,  everyday  corsets  to  sell  at  $1.98,  $2.50 
and  $3.  Many  New  York  stores  have  featured 
this  type  of  corset  during  the  past  week  and 
the  sales  have  met  with  a  large  response. 

Demand  for  $12  Dozen  Kind 

The  average  price  paid  for  a  corset  now  is 
$5,  whereas  a  year  ago  it  was  just  twice  as 
much.  There  are  many  calls  now  for  $12  a 
dozen  corset,  whereas  a  year  ago  there  was 
very  little  retail  demand  for  cheap  corsets  of 
this  type. 

In  private  shops  and  corset  departments  of 
metropolitan  stores,  high-priced  satin  and  lace 
corsets  still  have  some  following.  The  greater 
demand  even  here,  however,  is  for  dependable, 
serviceable  garments,  of  coutil  and  brocade. 

The  old  familiar  $8.50  a  dozen  variety  is 
again  in  our  midst,  having  made  its  appear- 
ance in  several  different  lines  only  recently. 
The  quality  of  material  used  in  these  garments 
and  the  workmanship  is  surprising  when  one 
considers  the  price  of  labor  which,  though 
greatly  reduced,  is  still  high. 


Philip  Epstein  has  been  appointed  ready- 
to-wear  buyer  for  the  Jacobs  Dry  Goods  Co.  of 
Los  Angeles.  He  was  formerly  of  Livingston 
Bros.,  San  Francisco. 
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Uncle  Sam  Really 

Helps  Baby  Week 

(Continued  from  page  65) 

thus  "boosting"  Uncle  Sam's  ideals  for  higher 
standards  of  child  welfare. 

And  this  is  how  his  profit  comes  through. 
It  will  be  through  the  systematic  "follow-up" 
work  upon  which  Uncle  Sam  depends  almost 
entirely  for  the  success  of  the  "better-babies" 
movement. 

His  "Baby  Week"  health  talks  will  bring 
about  the  sale  of  more  and  purer  soaps  and 
talcs  and  better  equipment  for  baby's  bath  and 
physical  comfort.  They  will  also  result  in  the 
sale  of  more  clothing  for  the  baby  and  growing 
child.  They  will  mean  more  and  more  scien- 
tific nursery  equipment,  such  as  scales,  suit- 
able cribs,  go-carts,  etc.  The  expectant  mother 
will  buy  the  layette  more  completely  and  more 
carefully  because  she  will  have  learned  of  its 
importance. 

Features  That  Interlock 

The  style  show  should  be  the  special  feature 
of  Baby  Week,  suggesting  not  only  the  value  of 
comfortable  and  seasonable,  but  reasonably 
beautiful,  clothes  for  the  child.  It  will  teach 
the  mother  to  see  the  value  of  sensible  styles 
and  how  to  dress  her  child  in  "style."  The 
story-telling  and  play-hour  will  contribute  their 
profit  in  the  increase  of  sale  of  suitable  toys, 
books,  games  and  perhaps  even  of  nursery  and 
playroom  pictures,  wall  papers,  draperies  and 
furniture.  The  singing  of  children's  songs 
will  speed  up  the  sale  of  victrolas  and  records. 

And  thus  it  is  that  the  properly  featured 
Baby  Week  will  pay  for  itself  many  times  over 
"because  stimulating  business  in  so  many  other 
departments  as  well  as  in  the  infants'  depart- 
ment. 

As  the  mother  learns  how  many-sided  is 
her  child's  nature  and  how  much  its  clothing, 
toys  and  home  environment  as  well  as  its  food 
have  to  do  with  its  health,  happiness  and  all- 
around  development,  she  will  patronize  thi 
store!  as  never  before.  She  will  become  its 
steady  customer  in  many  departments.  As  the 
result,  Baby  Week  should  show  large  on  the 
credit  side  of  some  dozen  departments,  unless 
they  happen  all  to  be  grouped  together  in  one 
juvenile  department.  Infants'  wear,  toilet  ar- 
ticles, toys  and  games,  books,  pictures,  draper- 
ies, all  may  do  profitable  "follow-up"  work 
after  Baby  Week,  as  may  art  goods,  yard  goods 
and  patterns,  for  all  babies  and  children's 
•clothes  are  not  yet  bought  ready-made,  popu- 
lar as  the  ready-to-wear  idea  is  becoming. 

Where  to  Get  Ideas  for  Baby  Week 

Pamphlets  and  books  on  child  welfare.  Baby 
Week  campaigns  and  exhibits,  are  prepared  by 
the  Children's  Bureau,  U.  S.  Department  of 
Labor.  Among  the  pamphlets  suitable  for  dis- 
tribution are: 

What  Do  Growing  Children  Need? 

The  Care  of  the  Mother. 

The  Preparation  of  Artificial  Food. 

Is  Your  Child's  Birth  Recorded?  If  Not, 
Why  Not? 

Milk. 

Feeding  the  Child. 
The  Care  of  the  Baby. 

Good  Books  and  Pamphlets  on  Child  Care. 

Where  to  Get  Information 

G.  F.  Earnshaw,  325  West  Jackson  Boule- 
vard, Chicago,  issues  a  concise  booklet  called 
"Where  To  Get  Infant  Welfare  Literature." 
It  is  published  for  free  distribution  as  a  con- 
tribution to  the  save-the-babies  movement,  and 
lists,  with  prices,  numerous  leaflets,  pamphlets 
and  books  relative  to  the  subject. 


What  Some  Merchants  Did 
For  the  First  "Baby  Week" 

AN  Alabama  merchant  gave  away  1,000 
copies  of  a  standard  book  on  the  care 
of  baby. 

Another  merchant  printed  and  inclosed 
in  packages  appropriate  and  authentic  slips 
on  baby  care. 

Motion  picture  managers  presented  slides 
and  films  on  baby  care  with  complimentary 
tie!  ets  to  mothers  with  children. 

Proceeds  of  theater  performances  were 
contributed  toward  expense  of  the  local 
Baby  Week. 

The  managers  of  some  large  plants 
printed  Baby  Week  data  on  the  pay  enve- 
lopes. 

In  a  Michigan  city  health  notes  were 
printed  by  a  department  store  and  distributed 
to  customers  over  the  counter. 

Department  stores  in  many  cities  gave 
space  for  baby  conferences  and  lectures. 
Others  displayed  large  muslin  signs  on  their 
delivery  wagons  advertising  Baby  Week. 

In  a  Missouri  city  a  large  dry  goods  firm 
constructed  an  auditorium  for  Baby  Week 
lectures. 

Special  displays  of  baby  goods  in  the 
windows  all  over  the  country  were  most 
popular  and  helpful. 

Extracts  from  Baby  Week  Campaigns  

Children's  Bureau,  United  States  Dept.  of 
Labor. 


The  United  States  Bureau  of  Education, 
Washington,  and  the  National  Kindergarten 
Association,  8  West  Fortieth  Street,  New  YorR 
City,  distribute  stories  for  the  training  of  little 
children  to  be  syndicated  in  local  newspapers. 
They  are  suitable  for  store  story-telling  hours. 

Ready-to-wear  Pushed 
on  Price  Appeals 

(Continued  from  page  53) 

turers'  samples,  including  serges,  Poiret 
twills,  tricotines  and  pin  stripes  in  black,  navy 
and  grey  at  $38.  They  also  featured  the  more 
exclusive  spring  suits  at  $65,  $75  and  $95. 

SAN  FRANCISCO,  CAL.  —  Livingston 
Bros,  are  showing  misses'  frocks,  wraps,  suits 
and  new  silk  sport  apparel.  Frocks  are  offered 
at  from  $24  to  $189,  suits  at  from  $39  to  $245 
and  wraps  from  $45  to  $139. 

White  House  offered  wraps  and  coats  in  silk 
and  wool  duvetyn,  marvella  and  orlando  cloths, 
at  from  $95  to  $250;  camel's  hair  polo  coats 
for  $120;  silk  crepe  dresses  at  $39  to  $198. 

City  of  Paris  offered  dresses  in  crepe  and 
taffeta  from  $45  to  $310;  suits  in  mandarin, 
style  butterfly,  straight  line,  and  box  coat 
models  from  $49  to  $275. 

NEW  ORLEANS,  LA.— D.  H.  Holmes  Co., 
Ltd.,  Maison  Blanche  Co.,  Gus  Mayer  Co.,  and 
other  leading  stores  of  New  Orleans,  offered 
dresses  of  taffeta,  georgette,  and  crepe  de 
Chine,  featuring  the  short  draped  skirt  and 
uneven  line  at  hem,  some  with  straight  lines 
and  wide  girdles,  seathing  hips  and  tying  at 
sides;  others  with  colonial  basques  and  bouf- 
fant skirts ;  trimming  of  eyelet  embroidery  and 
beads,  at  the  "special"  sale  price  of  $25. 

Wash  dresses  of  dyed  batiste,  linen,  or- 
gandy, voile,  and  dotted  swiss,  with  long 
waisted  straight  lines  or  basque-like  bodices 
with  skirts  in  full  wide  silhouette,  were  offered 
at  $22.50  to  $39. 

DENVER,  COL. — Spring  suits  for  women 
are  being  pushed  by  the  Denver  stores.  At 


present,  tricotine  and  serge  materials,  in  box 
coats,  ripple  and  flare  effect  models,  both  tail- 
ored and  semi-tailored,  are  the  most  popular 
styles.    Prices  range  from  $47  to  $65. 

Neusteters  featured  tufted  and  quilted 
satin  and  canton  crepe  daytime  coats  and 
wraps  from  $49  to  $95. 

Lewis  &  Sons  offered  a  lot  of  1570  georg- 
ette and  tricolette  blouses  at  $3.95.  Silk  sweat- 
ers, spring  models  for  women,  were  also  offered 
at  prices  averaging  around  $15,  fabrics  are 
light  weight  wool,  silk  and  fiber  silk. 

SPARTANBURG,  S.  C— The  Aug.  W. 
Smith  Co.  advertised  a  special  showing  of 
spring  dresses  developed  in  taffeta  and  crepe  de 
Chine  at  $24,  and  the  more  exclusive  style  from 
$24  to  $110.  Suits  were  offered  at  $39.50  to 
$98.50,  in  tricotine  and  piquetine. 

Must  Step  Lively  to 

Add  to  Easter  Stocks 

The  buyer  who  wants  any  additional  coats, 
suits,  dresses,  blouses  or  skirts  for  Easter 
will  have  to  step  lively.  While  most  retailers 
have  already  received  or  ordered  their  an- 
ticipated requirements,  they  have,  as  a  gen- 
eral rule,  ordered  pretty  close.  Those  who 
have  returned  to  their  stores  after  visiting 
the  wholesale  markets  and  are  picking  the 
petals  from  the  daisy  to  see  whether  fate 
will  say  "buy  more"  or  "don't  buy  more,"  are 
losing  time.  Count  up  your  stocks.  See 
what  you  have  and  what  is  on  the  road.  Es- 
timate your  possible  turnover  during  the 
next  two  weeks,  and  be  sure  to  have  enough 
of  the  merchandise  which  your  clientele 
wants  to  carry  you  through,  with  a  few  to 
spare.  After  you  have  done  this  you  can 
determine  with  some  degree  of  certainty 
whether  you  need  more  garments.  If  you  do 
get  your  orders  in.  Others  have  bought 
short  and  many  reorders  are  being  placed. 
Be  sure  you  know  your  ground.  Then  go 
ahead,  and  do  it  quickly. 


At  Paris  Openings 

(Continued  from  page  31) 

Novelty  wool  crepes,  in  very  crinkly 
weaves,  namely  the  "Crepellas,"  which  were 
brought  out  by  Rodier  last  season,  have  fig- 
ured to  some  extent  in  plain  colors  for  sim- 
ple, full-skirted  house  dresses. 

In  general,  mixtures  or  plain  colors  dom- 
inate in  wool  goods  and  stripes  and  checks 
have  had  little  or  no  representation. 

In  Cotton  Fabrics 

In  wash  goods,  organdy  in  white  or  in 
color  takes  precedence,  and  has  been  used 
for  entire  dresses,  also  as  trimming  on  taf- 
feta, foulard  or  serge  gowns. 

Colored  organdy  beaded  in  self-tone  and 
made  up  into  fancy  lingerie  gowns  has  been 
a  marked  note  at  many  of  the  houses. 

Sheer  and  heavy  linens  in  plain  colors, 
notably  buff,  maize  green,  shrimp  pink  and 
mauve  have  figured  prominently  in  wash 
dresses  of  a  simple  tailored  type. 

Fancy  piques,  notably  the  Rodier's 
"Ecailles  Cloquela,"  in  which  a  diamond- 
shaped  figure  in  quilted  effect  replaces  the 
ordinary  straight  rib,  have  figured  l)romi- 
nently  as  vests  and  as  waistcoat  blouses, 
worn  with  two-piece  suits.  These  piques 
have  also  been  used  in  printed  effects. 

All  of  the  novelty  cotton  goods  from 
Rodier,  called  "Flameolla,"  which  have  been 
reported  upon  many  times  in  the  ECONOMIST, 
have  been  well  represented.  Cotton  voiles 
have  had  a  limited  representation,  their  use 
being  confined  to  a  few  simple  models  in  af- 
ternoon gowns.  When  used  they  have  been 
usually  in  white. 
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Centemeri  Glove 


WHILE  the  trend  of  fashion  indicates 
an  increasing  demand  forCentemeri 
Fielder  and   Mousquetaire  styles, 
extreme  novelties  in  wrist  length  gloves  will 
continue  to  serve  as  a  trade  stimulant. 

In  addition  to  its  function  as  a  spice  to  the 
glove  stock,  the  Centemeri  Van  Dvkf  style 
has  a  strong  appeal  to  the  customer  who 
appreciates  variety  in  her  glove  wardrobe. 

The  selling  of  those  extra  pairs  of  gloves 
which  in  the  final  analysis  swells  the 
percentage  of  increased  profits,  may  be 
facilitated  by  the  presentation  of  the 
Centemeri  Van  Dyke  in  a  variety  of  color 
combinations. 


Van  Dyke 


Design  16 


Price,  on  advance  orders  for  I 

delivery  after  August  'st;  ,   *^  00 

terms  less  5  /'^  for  cash.  ]  *  ^  ^ 


per 
dozen 


400  Fifth  Ave.,  New  York 


OUR  PLEDGE 

Should  manufacturing 
conditions  in  France 
become  more  favorable 
we  pledge  ourselves 
to  give  our  customers 
every  benefit  consistent 
with  fair  dealing. 
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Britain  Sees  Cause  for  Encouragement 
In  Newest  Turn  of  Conditions 

Silver  Lining  of  Deflation  Cloud  Is  Now  Attracting  More  Attention- 
Smaller  Capital  Requirements  One  of  Its  Manifestations 


The  business  outlook  for  this  country  dur- 
ing the  current  year  is  nowhere  near  as 
gloomy  as  the  casual  observer  might  think. 
It  is  true  that  there  have  been  heavy  losses 
and  shrinkage  of  incomes.  There  are  several 
millions  of  people  unemployed.  Foreign  mar- 
kets are  not  in  a  position  to  take  their  usual 
requirements  in  merchandise.  Nevertheless, 
there  are  distinctly  encouraging  factors  which 
go  far  to  offset  these  things. 

Lower  Prices  Encourage  Distribution 

The  drop  in  prices  which  embarrassed 
business  men  has  decreased  the  profit  on  each 
item  of  goods  sold;  but  it  has  made  possible 
a  wider  distribution  of  merchandise  on  which 
total  profits  will  be  large.  It  is  obvious  that 
conditions  are  sounder  when  a  hundred  pieces 
of  goods  can  be  sold  at  a  certain  profit  than 
when  only  fifty  pieces  can  be  sold  for  twice 
the  price.  The  more  goods  made  and  dis- 
tributed, the  greater  the  number  of  people 
employed,  and  getting  people  to  work  is  one 
of  the  vital  problems  to  be  solved.  Further- 
more, it  is  the  non-essential  industry  which 
has  been  hit  hardest  and  which  will  be  last  to 
revive.  It  is  the  everyday  things  which  people 
use  and  which  they  must  have  which  are  still 
being  produced  in  largest  quantities  and  which 
will  first  feel  the  current  of  new  prosperity. 

Temporary  financial  embarrassment  has 
been  caused  by  sharp  price  declines;  but  also 
the  capital  requirements  of  business  have  been 
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made  smaller.  Smaller  bank  loans  will  be  re- 
quired and  more  money  will  be  available  for  the 
use  of  essential  industries.  The  first  half  of 
last  year  6,415  new  companies  were  registered, 
with  a  capital  of  448  millions  of  pounds.  The 
second  half,  only  3,650  were  registered,  with 
capital  of  120  millions  of  pounds.  This  il- 
lustrates clearly  the  reduction  in  capital  needs 
— though  a  good  deal  of  this  probably  was  due 
to  a  quadrupling  of  the  capital  tax  at  the  end 
of  last  April,  discouraging  heavy  capitaliza- 
tion. 

Failures  during  1920  were  heavier  than  in 
1919,  according  to  the  American  Chamber  of 
Commerce  in  London;  but  the  2,264  failures 
and  2,859  liquidations  of  limited  liability  com- 
panies noted  appear  moderate  when  compared 
with  1913  figures,  showing  6,757  failures  and 
2,042  liquidations. 

Marked  Decline  in  Living  Costs 

The  lowered  cost  of  living  will  certainly 
make  things  easier,  too.  The  index  figures 
of  the  Times  show  that  food  stood  at  272.9 
at  the  end  of  the  year,  as  compared  with  329.1, 
the  high  point  reached  in  May.  Materials 
touched  207.8  in  December,  as  against  356 
in  February,  1920.  These  figures  are  com- 
pared to  100  as  the  December,  1913,  level. 
American  cotton  is  approximately  one-third 
its  highest  price  of  last  year  and  Egyptian 


close  to  one-fourth.  The  finer  wools  are  about 
one-third  the  peak  price  and  medium  grades 
less  than  one-half. 

Everyone  is  gratified  at  the  Government's 
decision  to  abolish  the  excess  profits  duty, 
but  announcement  of  the  move  failed  to  show 
more  than  a  sentimental  effect.  Indeed,  cer- 
tain details  in  connection  with  it  having  stirred 
up  more  or  less  trouble.  It  is  proposed  that 
all  businesses,  except  those  begun  since  the 
war,  shall  pay  the  tax  for  a  period  of  seven 
years  from  the  first  imposition.  This  has 
brought  protests  from  firms  which  have  closed 
their  books  for  the  seventh  year  and  are 
through  with  the  tax,  as  some  of  them  are  still 
taking  losses  and  now  have  no  opportunity  to 
recover  a  part  of  them  through  repayment  of 
taxes  by  the  treasury.  It  has  been  suggested 
that  a  fair  period  beyond  the  time  of  lifting 
the  tax  be  allowed  in  which  to  determine  the 
depreciation  of  stock  values;  but  what  will 
be  done  is  not  settled. 

Schools  Combine  to  Buy  Economically 

A  number  of  public  schools  here  have  or- 
ganized to  buy  cooperatively.  As  those  in  the 
group  have  a  buying  power  of  about  three 
millions  of  pounds  (something  less  than 
$12,000,000)  they  expect  to  secure  advan- 
tageous terms  from  those  with  whom  they  do 
business.  A.  E.  J.  Ferguson,  merchandise  man- 
ager of  Selfridge's,  is  head  of  the  board  of 
directors. 


Grenoble's  Glove  Industry  in  Throes  of  a  Crisis 


Although  Grenoble  continues  to  be  the 
most  important  kid  glove  manufacturing  cen- 
ter in  the  world,  it  finds  itself  in  a  serious 
situation  as  regards  the  trade  present  and 
future.  This  industry,  which  is  the  specialty 
of  the  Grenoble  region,  dates  from  the  first 
part  of  the  fourteenth  century.  More  than 
25,000  persons  are  employed  in  glove  manu- 
facturing, either  in  the  factories  as  regular 
employees  or  at  their  homes  on  the 
piece-work  system,  and  normally  the  an- 
nual output  is  about  800,000  dozens,  three- 
quarters  of  which  go  to  the  United  States 
and  England.  In  addition  to  the  leather  glove 
industry,  that  of  fabric  gloves,  heretofore  a 
German  specialty,  has  made  big  progress  in 
the  Grenoble  district. 

At  present  Grenoble's  leather  glove  busi- 
ness is  passing  through  a  serious  crisis,  an 
investigation  of  which  was  made  recently  by 
a  correspondent  of  the  Journee  Industrielle. 
The  crisis  is  that  of  a  lack  of  sales,  which 
appears  to  be  due  mainly  to  the  high  cost  of 
production,  meaning,  in  the  first  place,  high 
cost  of  skins.  Many  of  the  Grenoble  glove 
houses  are  preparing  to  close  for  an  uncer- 
tain period  as  soon  as  they  have  finished  and 
shipped  the  last  orders  on  their  books.  It  is 
announced  that  the  cost  prices  of  the  dressed 
leather,  even  in  spite  of  a  recent  light  decline, 
still  are  maintained  too  high  to  permit  of  com- 
peting on  the  American  market  with  the  Ger- 
mans, who  are  delivering  at  much  lower  prices. 

At  the  beginning  of  the  season  German 
gloves  were  being  sold  in  the  United  States 


From  The  Review  of  the  American  Chamber  of 
Commerce  in  France 

at  $19.50  a  dozen,  and  in  big  lots  as  low  as 
$13,  and  even  $9  a  dozen,  whereas  the  Gren- 
oble glove  firms  were  unable  to  offer  at  less 
than  $28  to  $32. 

One  of  the  most  important  glove  men  of 
Grenoble  affirms  that  "the  United  States  is 
encouraging  importations  of  German  prod- 
ucts," and,  moreover,  these  German  products 
benefit  by  the  exchange  and  by  tlfcir  low  cost 
prices  in  manufacturing,  such  as  fuel  sup- 
plies, embroideries  and  other  essential  items. 
"It  would  seem,"  he  adds,  "that  the  United 
States  ought  to  aid  us  at  least  as  much  as  it 
aids  the  Germans,  taking  into  account  also 
the  superior  quality  of  our  gloves." 

The  same  authority,  describing  the  present 
condition  of  the  market  in  Grenoble,  says: 
"The  Americans  now  and  then  ask  us  for 
quotations,  but  after  we  have  given  the  quo- 
tations we  hear  nothing  more  about  them. 
The  Americans  seem  to  be  waiting  for  a  big 
slump  and  hoping  then  to  buy  our  gloves  at 
ridiculous  prices." 

As  a  matter  of  fact,  the  Grenoble  glove 
prices  already  have  been  marked  down  con- 
siderably, but  not  enough  to  attract  the  trade. 
Cost  prices  remain  high.  Kid  leather  stocks 
have  declined  slightly,  but  leather  dressing, 
dyeing,  sewing  and  finishing  continue  to  com- 
mand high  figures. 

"To  produce  a  really  first-class  glove,"  con- 
tinues the  person  quoted,  "we  have  as  manu- 
facturing costs  (not  counting  overhead)  70  to 


80  francs  a  dozen.  We  have  to  pay  330,  360 
and  400  francs  a  dozen  for  the  leather,  rep- 
resenting twenty  pairs  of  gloves,  so  that  we 
arrive  at  about  216  francs  a  dozen  as  leather 
cost  price.  Add  thereto  the  manufacturing 
costs  and  the  overhead  charges,  and  the  fig- 
ures come  to  280  and  290  francs  for  the  dozen 
pairs.  And  nobody  wants  any  at  these  prices. 
Accordingly  it  becomes  necessary  to  work  with 
cheaper  leather.  If  we  want  to  make  both 
ends  meet  we  must  not  pay  for  the  kid  leather 
dozen  more  than  160  francs. 

"But  the  holders  of  the  stocks  of  skins 
(who  realized  some  big  profits  during  the 
war)  refuse  to  lower  their  prices.  They  are 
holding  big  stocks,  which  they  have  been  accu- 
mulating during  months,  but  they  won't  make 
any  sacrifices,  and  thus  they  are  injuring  the 
glove  industry.  And  yet  they  will  be  forced  to 
let  loose  sooner  or  later.  In  the  meantime, 
however,  there  are  signs  of  a  panic  in  our 
glove  trade,  and  when  it  is  too  late  to  recu- 
perate, the  Americans  will  dictate  their  con- 
ditions of  purchase." 

In  spite  of  their  being  favored  by  the  ex- 
change rates,  the  Americans  and  the  English 
are  refusing  to  buy  gloves  in  Grenoble,  so 
that  the  situation  is  regarded  as  serious. 

Other  causes  of  the  high  manufacturing 
costs  of  the  gloves  are  found  in  the  high 
prices  demanded  by  the  glove  workers.  Be- 
fore the  war,  the  women  who  did  the  work 
at  home  received  1  franc  45  to  2  francs  40 
a  dozen,  whereas  now  they  are  receiving  12 
francs  a  dozen. 
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MUST  BE  ORDERED 

If  you  would  have  the  Bigges 

Easter  is  early  this  year — March  27th — you  must  be  prepared. 
JQP^^C^S^   is  your  best  preparation — 

liiJ^^^^^^^"  QuaHty — variety  and  value  are  at  your  service.  Have 
America's  Largest  Stock  glove  house  behind  your  glove  department. 

Silk  and  Chamoisuede  Gloves  are  a  big  buy  for  you. 
They  meet-^with  full  satisfaction — the  demand  for  these  popular 
styles. 

WE  GUARANTEE  PROMP 

WIRE— writ: 


WIMELBACHER  &  RICE 

America* s  Largest  Stock  Glove  House 


LarJic  ,■  "W>  ;ir  Ri(<ht"  long  cham- 
oi»u'*fJ^-  j^lovf-H — 16  button — spear 
point  and  5  row  ^mbroiderpd  backs 
— superior  quality.  In  all  rolors 
including  platinum  Rrey. 


39  Union  Square 


New  York 
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Practicality  Note 
Now  Essential  in 
Dress  Trimmings 

Ratine  and  Celophane  Extensively 
Used  for  Summer — Girdles  Good, 
Particularly  Oriental  Sashes 

The  spring  season  for  dress  trimmings  is 
never  so  satisfactory  from  the  dollars  of 
volume  point  of  vievs^  as  the  fall  season,  for 
the  more  expensive  trimmings  are  used  during 
the  fall  and  winter  months.  This  spring  is  no 
exception  to  the  rule  and,  although  the  de- 
mand for  spangles  and  beaded  trimmings  has 
been  more  than  usually  good  for  this  time  of 
year,  still  business  along  these  lines  has  fallen 
off  to  give  place  to  the  more  practical  but  less 
expensive  spring  and  summer  trimmings. 

Ratine  Bands  Are  Prominent 

Of  the  new  merchandise  being  shown,  the 
newest  and  the  item  that  gives  evidence  of 
becoming  the  most  popular  is  ratine  bands. 
These  bands  come  in  all  the  new  shades,  are 
embroidered  in  silk  or  wool  in  the  same  or 
contrasting  colors  and  are  often  edged  or  inset 
with  a  coarse  cord  filet.  These  trimmings  are 
particularly  adapted  to  the  light  summer 
dresses  made  of  the  new  cotton  fabrics  and 
advance  sales  show  that  merchants  expect  a 
very  excellent  demand  for  this  new  line. 

Celophane,  which  is  so  popular  in  the  mil- 
linery trade,  has  added  to  its  conquest  the  dress 
trimming  houses.  Bands  which  look  to  be 
beaded  until  closely  examined,  are  made  of 
celophane.  Braids  of  Hercules  and  soutache 
effect  are  also  composed  of  this  material. 
Lightness  in  weight,  the  beauty  of  its  shiny 
surfaces,  the  exquisite  colors  and  its  durability 
are  all  points  in  its  favor  as  a  trimming  for 
dresses  and  even  coats  and  suits. 

Sashes  Attracting  Attention 

dirdles  are  still  in  good  demand,  although 
much  of  this  business  is  turning  toward  the 
new  Oriental  sashes.  The  dress-trimming 
houses  are  finding  these  sashes  an  important 
part  of  their  line  and  also  are  selling  large 
quantities  of  fringe  which  is  used  in  the  home 
manufacture  of  these  ribbon  sashes. 

Embroidered  bands  of  barbaric  colors  are 
still  leaders  for  trimming  street  dresses,  coats 
and  suits. 

Oriental  Sashes  Are 
Strong  for  Summer 

They  Add  Distinction  to  the  New 
Outfit,  or  Refurbish  the  Old 
Equally  Well 

If  there  are  twenty-five  million  women  in 
the  United  States,  there  will  be,  no  doubt, 
at  least  twenty-five  million  of  the  new  Oriental 
sashes  sold  during  the  coming  season. 

These  sashes  are  the  leading  note  in  the 
new  spring  costume  and  are  equally  successful 
in  adding  a  distinctive  note  to  the  new  outfit 
and  in  refurbishing  a  last  season's  dress  that 
must  do  duty  another  year.  They  may  be  had 
in  colors  as  brilliant  or  as  subdued  as  one  may 
wish  and  in  most  unusual  combinations.  Even 
gold  and  silver  tinsel  is  an  added  attraction  to 
many  of  them. 

The  head  of  one  of  the  leading  dress-trim- 
.  ming  houses  of  this  city  when  asked  what  his 
best   seller   was    for   this    season  replied. 


Economist  photo  {Fashion  Camera) 

The  vogue  for  zvide-brimmed  lace  hats  groivs 
stronger  as  the  season  advances.  The  selec- 
tion illustrated — from  the  Jardine  Hat  Co. — 
is  a  combination  of  "Harding"  blue  straw  and 
white  net  lace  embroidered  in  a  floral  design 
with  small  tinsel  motifs.  The  tiny  pink  flozvers 
and  narrow  "Harding"  blue  ribbon  add  deco- 
ration and  distinction  to  this  beautiful  model. 

"Fringe."  "What  kind  of  fringe?"  "The  kind 
that  is  used  on  the  ends  of  sashes,"  he  replied. 
It  is  true  that  fringes  of  all  depths,  especially 
the  14,  16  and  18-inch  fringe,  are  in  big  de- 
mand at  the  present  time  for  this  purpose. 
The  colors  in  these  are  the  same  as  in  the 
sashes — various  and  particularly  featured  are 
the  new  spring  shades  such  as  Indian  red, 
henna,  orange,  "Harding"  blue,  and  the  staple 
colors  of  navy,  all  shades  of  brown  and  black. 
Many  of  these  fringes  are  shown  in  rainbow 
effects,  or  blazer  stripes  to  harmonize  with  the 
sashes  which  they  trim. 

These  sashes  are  sold  ready-made  or  their 
materials  are  supplied  at  ribbon  and  dress- 
trimming  counters  so  they  can  be  made  by  the 
customer.  The  ribbons  used  are  the  Roman 
stripe,  warp  print,  Dresden,  gold  brocade  and 
the  Jacquard  ribbons. 

These  sashes  are  pre-eminently  for  street 
wear  and  one  sash  may  do  double  or  even 
triple  duty  by  being  worn  with  both  suits  and 
dresses. 


Lace  and  Embroidery 
Week,  April  18  to  23 

THE  Lace  and  Embroidery  Association  of 
America  has  just  announced  April  1 8 
to  23  as  the  dates  for  the  1921  Lace  and 
Embroidery  Week.  Every  indication  points 
to  a  very  successful  promotion  of  these 
lines  at  this  time. 

The  growth  of  the  fashion  tendency  has 
been  so  great  for  the  past  few  years  that 
each  succeeding  lace  and  embroidery  week 
has  grown  in  significance  until  now  very 
much  indeed  is  expected  for  this  year.  Not 
for  many  years  have  laces  been  so  decided  a 
feature  of  the  new  styles  and  as  a  conse- 
quence lace  departments  are  coming  forward 
with  greater  business  and  brighter  prospects. 

With  thorough  co-operation  on  the  part 
of  the  publicity  and  display  men,  Lace  and 
Embroidery  Week  should  go  over  with  a 
bang! 


Lace  Reiterated  as 
Fashion  Factor 
At  Openings 

All  Kinds  and  Descriptions  on  After- 
noon Gowns,  with  Val  Extensively- 
Used  in  Tailored  Dresses 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  Des  Italiens 

The  Paris  dressmakers'  spring  openings 
have  proved  conclusively  that  lace  this  sea- 
son is  to  be  one  of  the  mainstays  for  sum- 
mer gowns.  Lace  of  all  kinds  and  descrip- 
tions has  been  conspicuous  in  all  the  models 
of  afternoon  gowns  which  have  been  shown 
at  the  openings.  In  addition,  narrow  Val 
lace  in  deep  ecru  has  been  extensively  em- 
ployed on  tailored  dresses  in  blue  serge  or  in 
heavy  black  crepe  marocain. 

Colored  Chantilly  lace,  notably  shrimp 
pink,  copper  and  grass  green,  has  been  ex- 
tensively employed  for  entire  dresses  com- 
bined with  matching  chiffon,  or  has  been 
used  in  combination  with  black  crepe  de 
Chine  or  black  crepe  satin. 

Black  laces,  with  large  filled-in  rose  pat- 
terns on  the  order  of  blonde  lace,  have  fig- 
ured conspicuously.  Nets  in  ecru  and  in 
black,  embroidered  in  all-over  vermicelli 
patterns,  have  also  been  in  good  demand. 
Heavy  Italian  laces,  such  as  the  Point  de 
Venise  and  Milan,  have  been  used  to  some 
extent,  notably  by  Jenny,  for  collars  on  wool 
serge  or  crepe  gowns. 

Filet  lace  in  ecru  or  black  has  also  been 
well  represented  in  wide  widths  used  in  the 
form  of  panelings  in  silk  or  crepe  gowns. 

Quantities  of  heavy,  bright-colored  filet 
net,  embroidered  or  beaded  in  self-tone,  have 
been  used  as  trimmings  on  costumes  in  wool 
fabrics  or  in  silk.  Spangled  nets,  notably 
white  nets  spangled  in  mother  of  pearl  or 
in  crystal,  have  been  in  good  demand  for 
evening  dresses.  Jetted  robes  and  net  robes 
spangled  with  large  sequins  in  copper  or  in 
steel  have  also  been  a  marked  note,  as  have 
showers  of  copper  sequins  strung  in  long 
chains  and  festooned  from  shoulders  of 
evening  gowns.  The  sequins  used  have  been 
the  size  of  a  ten-cent  piece. 

Paillettes  of  all  descriptions  have  been 
in  good  demand,  notably  square  and  oblong 
shapes. 

"Veils  for   Easter"  a 
Good  "Pusher"  Idea 

The  campaign  for  veils  as  Christmas  gifts 
was  so  successful  that  retail  departments  all 
over  the  country  reaped  an  excellent  harvest  in 
sales  and,  as  a  consequence,  a  similar  move- 
ment has  been  started  by  most  of  the  stores  to 
feature  veils  for  Easter.  Naturally,  veils  are 
an  important  part  of  the  Easter  outfit  and 
have  always  had  a  very  important  place  in  the 
pre-Easter  demand  but  no  doubt,  many  addi- 
tional sales  may  be  made  by  the  consistant  ad- 
vertising and  featuring  of  this  department. 

Not  only  are  the  large  draped  veils  con- 
spicuously featured  in  all  the  Paris  styles,  but 
they  also  hold  a  very  important  part  in  the 
fashions  being  shown  here.  Made  in  all  the 
new  colors  and  handsomely  decorated  with  em- 
broidered motifs,  these  large  veils  of  various 
shapes — square,  round,  triangular  and  egg 
shape — add  a  very  distinctive  note  to  the  street 
costume. 

However,  the  veilings,  either  chenille  dotted 
or  of  unusual  mesh,  lead  in  demand. 
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Highest  Quality  Marabou 

Neckwear 

from 

$5.00  to  $]5.oo 

Spring  styles  dictate 
Marabou. 

Buyers  looking  for 
fashionable  quality 
numbers  that  meet  the 
demand  for  "thrift" 
prices,  are  piling  up 
the  orders  for  the  new 
Falk  line  of  Marabou 
capes. 

The  Falk  Marabou 
line  is  complete. 

Prices  range  from  $5 
each  up  to  $15  each. 

Colors:  Black, 
Brown,  Beaver,  Seal 
and  White — includes 
ostrich  combination. 


No.  107 — Price  $5.50  ea.  Highest 
quality  Marabou  downs.  Interlined 
and  peau  de  cygne  lined.    All  colors 


Write  or  wire  your 
selection  today  for 
these  fast  selling 
popular  numbers. 

Immediate 
deliveries 


LOUIS  A.  FALK 

Largest  Marabou  House  in  the  World 

.  3-5-7  W.  29th  St.,  New  York  City 


H.  LissNER  Company 


INC. 


PANTS  MANUFACTURERS 

1150  Broadway,  (Cor.  27th  St.) 
Victoria  Building  ::  ::  New  York 


Let  the  Economist  be  your 
Employment  Secretary 

Who  would  be  more  experienced 
an  applicant  for  that  vacant  posi- 
tion you  offer — one  who  "says" 
he  is  or  one  who  answered  your 
ad  in  the  Economist  Want  Col- 
umns? The  latter  would  obvi- 
ously be  in  the  dry  goods  game 
or  he  would  not  be  consulting  the 
Dry  Goods  Economist. 
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Spotty  Local  Conditions  Give  Trade 
Different  Hue  in  Every  Town 

Amount  of  Business  at  Retail  Counters  Depends  Directly  Upon 
Condition  of  Town's  Mills  and  Factories— Popular-price  Stores 
First  to  Feel  Acceleration  as  Conditions  Improve  —  Farm  Trade 
'  Has  Held  Up  Well  in  Cities  Within  125-Mile  Radius  of  New  York 


BUSINESS  in  retail  stores  is  not  uni- 
versally good  nor  altogether  bad,  taken 
by  separate  cities.  It  is  possible  for  re- 
tail trade  as  a  whole  to  be  wholly  good  in  boom 
times  such  as  we  had  the  first  part  of  1920  or 
pretty  bad  as  in  the  latter  part  of  that  year. 
But  right  now,  when  the  country  is  getting 
over  its  slump,  there  is  a  curious  mixture  of 
prosperity  and  poverty — figuratively  speaking, 
and  the  factor  that  means  flourishing  trade  or 
empty  aisles  is  local  industry. 

This  is  exemplified  in  a  group  of  Eastern 
cities  in  a  circle  the  radius  of  which  is  about 
125  miles.  There  are  seven  cities  in  this  area, 
running  from  about  35,000  to  100,000  popula- 
tion. The  week  that  one  of  these  is  experienc- 
'  ing  a  buying  boom  another  is  doing  a  nearly 
normal  business  and  a  third  is  in  a  marked 
slump. 

The  Reasons 

Why?  The  difference  in  the  production 
volume  of  the  cities'  mills  and  factories.  Two 
others,  unaffected  by  that  consideration,  are 
selling  less  goods  than  they  should ;  but  in 
these  cases  the  reason  is  a  street  car  strike. 

Cities  1  and  2  are  of  about  the  same  size. 
No.  1  is  independent  of  conditions  in  special  in- 
dustrial fields,  as  there  is  no  one  outstanding 
manufacturing  industry  there.  A  number  of 
varied  types  of  plants  keeps  the  stores'  busi- 
ness fairly  even,  since  a  slump  in  one  is  offset 
by  a  boom  in  another.  Furthermore,  this  city 
had  ino  war-time  industries,  consequently  it  ex- 
perienced no  particular  depression  and  has  no 
steep  hill  to  climb  to  get  back  to  normal. 

City  No.  2  is  a  shirt  and  cigar  town.  These 
industries  were  closed  or  on  short  time  until 
recently,  but  are  now  running  well  and  re- 
tailers are  on  the  way  to  easy  street. 

Hard  Going  in  This  Town 

City  No.  3  has  a  knitting  mill,  a  foundry 
and  a  large  woolen*mill  a  short  distance  away. 
These  are  all  closed  down,  as  are  several 
smaller  concerns.  In  this  place  it  is  possible 
to  sell  a  dollar's  worth  of  goods  only  by  in- 
tensive selling  effort  and  low  pricing. 

City  No.  4  is  not  strictly  an  industrial  town, 
though  it  has  a  number  of  factories.  Its  gen- 
eral business  is  good  enough  to  produce  a  lively 
retail  trade  and  it  did  so  until  a  street  car 
strike  checked  it.  City  No.  5  is  affected  by 
the  same  strike.  This  is  a  collar  and  shirt 
town  and  factories  have  been  running  well 
enough  to  aid  retail  trade  materially. 

Danger  Discourages  Shopping 

Customers  are  kept  away,  however,  by  the 
danger  of  rioting  around  cars  that  are  oper- 
ated. A  test  was  made  in  one  store  when  a 
number  of  customers  were  called  on  the  'phone 
and  told  about  special  underwear  in  which  they 
were  interested.  Almost  all  of  them  promised 
to  come  in — but  after  the  strike  was  settled. 

City  No.  6  has  one  big  industry,  a  huge 
electric  appliance  and  equipment  plant.  Busi- 
ness is  not  bad  here;  but  it  is  not  as  good  as 
it  will  be  when  the  plant  is  working  full  force. 
At  present  a  number  of  workers  are  unem- 
ployed. 


City  No.  7  is  dependent  almost  altogether 
on  textile  plants,  especially  underwear  mills. 
Practically  all  of  these  were  closed  for  several 
months  and  all  are  not  yet  operating.  It  is 
estimated  that  at  the  worst  there  were  23,000 
unemployed  in  a  city  of  about  95,000  inhabi- 
tants. Now  something  like  8,000  are  out  of 
work,  though  many  of  the  rest  are  on  part  time 


Delivery  by  Airplane 
Brings  Wide  Fame  to 
Australian  Store 

D\V!D  JONES,  LTD.,  Sydney,  Australia, 
has  been  plugging  the  commercial  avi- 
ation game  for  almost  two  years,  writes  Ad- 
vertising IVanager  E.  H.  Shaw,  but  it  was 
only  last  Christmas  that  parcel  delivery  was 
attempted  in  a  large  way.  On  a  number  of 
occasions  the  firm  had  used  planes  as  cir- 
cular "bombers,"  but  on  Dec.  15,  a  plane 
designed  for  commercial  purposes  and  wm- 
ner  of  the  first  New  South  Wales  Aerial 
Derby,  took  off  with  a  load  of  holiday  gifts 
on  a  6.50-mi).e  delivery  trip. 

Advertisements  appeared  in  newspapers 
in  several  towns  distant  from  Sydney,  on 
Dec.  7,  stating  that  all  orders  for  articles 
weighing  one  pound  or  less  received  the 
following  week  would  be  delivered  by  plane. 
Immediately  orders  began  piling  in,  so  that 
the  300-pound  capacity  of  the  machine  was 
fully  taxed  and  there  was  hardly  room  for 
the  human  occupants.  The  towns  covered 
were  Goulburn,  Wagga,  Forbes,  Dubbo  and 
Orange,  and  the  trip  took  three  days,  both 
ways.  If  this  seems  rather  slow,  it  must  be 
remembered  that  sometimes  suitable  landing 
room  was  distant  from  the  places  of  delivery 
and  the  actual  delivery  took  considerable 
lime  Furthermore,  no  flying  was  done  at 
night. 

Mr.  Shaw,  who  was  one  of  those  making 
the  trip,  took  a  number  of  photographs,  but 
the  altitude  maintained  made  them  too  small 
for  clearness.  However,  the  trip  was  a 
novelty  that  gave  the  firm  good  advertise- 
ment in  distant  towns  and  created  a  lot  of 
interest  among  friends  and  customers  of  the 
store. 


only.  Stores  here  necessarily  felt  a  decided 
business  depression. 

Farm  Trade  Holds  Up  Well 

It  is  interesting  to  note  that  in  all  the 
cities  serving  a  considerable  farm  trade  th's 
part  of  their  business  has  held  up  well. 

The  effects  of  fading  production  in  mills 
and  shops  seems  to  have  been  felt  first  in 
stores  with  a  popular-price  trade.  Though 
many  workers  getting  unusual'y  high  wages 
had  switched  to  stores  of  a  little  higher  c'ass 
during  and  after  the  war,  the  great  bulk  of 
buying  sti'l  was  bsing  done  at  the  old  stand. 


Hence  a  thinning  of  the  pay  envelope  and 
its  final  disappearance  was  responsible  for  a 
slackening  of  popular  price  trade.  The  cus- 
tomers of  the  higher-class  stores  were  not  af- 
fected immediately  by  the  slump  in  industry 
and  continued  to  buy  well  for  some  time  after 
the  depression  began  to  make  itself  felt  in 
other  stores. 

Conversely,  it  was  the  popular-price  stores 
which  first  got  back  on  the  upward  path. 
Many  necessities  and  small  luxuries  had  been 
foregone  during  the  slack  period.  When  work 
was  again  available  these  things  were  bought 
— but  because  workers  had  been  living  on  their 
fat  or  on  credit  money  was  not  too  plentiful  at 
first  and  people  went  where  goods  were  cheap- 
est. 

Goods  falling  in  the  luxury  or  semi- 
luxury  class  were  hardest  hit.  Expensive  ap- 
parel, both  men's  and  women's,  felt  the  lack  of 
buying  pressure.  Men  who  had  been  used  to 
fine  quality  shirts  were  not  ready  to  turn  to 
the  more  strictly  utility  goods  still  within 
their  means,  so  they  bought  few  or  none. 

Girls  Economize  on  Hosiery,  Too 

The  same  was  true  of  women's  hosiery, 
though  here  girls  bought  fewer  pairs  of  the 
accustomed  quality  instead  of  stopping  their 
purchases.  Rugs,  carpets  and  house  furnish- 
ings fell  off  because  the  money  for  refitting 
could  not  be  spared  from  the  family  income 
and  there  was  little  new  building  to  make  home 
furnishing  either  possible  or  necessary. 

Now  retail  business  is  picking  up  rapidly  in 
some  of  these  cities.  January  was  a  good 
rronth  and  February  was  about  even  with 
Feb.,  1920,  with  two  exceptions.  But  buying 
is  on  a  basis  that  varies  according  to  the  ex- 
tent to  which  local  prosperity  has  revived.  It 
is  not  simply  a  variation  in  amount,  but  in 
kind  of  goods  wanted. 

Where  the  important  industries  have  not 
yat  got  into  full  swing  the  all-determining  fac- 
tor in  most  stores  is  price.  Where  mills  are 
working  almost  to  capacity  the  quality  element 
plays  an  important  part.  It  does  not  overbal- 
ance the  price  question,  though.  The  demand 
is  distinctly  for  quality  goods  at  a  moderate 
price.  Nevertheless  the  insistence  on  goods  of 
merit  in  these  cities  is  pretty  good  proof  that 
customers  recognize  the  value  of  buying  goods 
that  will  give  use  satisfaction.  They  want  the 
quality  element,  even  though  their  financial 
capacity  may  not  be  sufficient  to  enable  them 
to  place  on  it  the  importance  they  would  like. 

Want  to  Be  Sure  of  Quality 

Yet,  with  customers  showing  a  real  desire 
for  merchandise  with  other  than  a  price  ap- 
peal, it  is  noticed  that  there  is  a  marked 
"Show  me"  attitude.  Unless  the  value  of  a 
piece  of  goods  is  so  apparent  as  to  speak  for 
itself  the  salesperson  has  to  be  thoroughly 
grounded  in  its  points  of  superiority  to  make 
the  sale.  The  mere  fact  that  one  dress  is  $15 
higher  priced  than  another  is  not  sufficient 
i  roof  that  it  is  a  superior  garment.  The 
things  that  make  it  so  have  to  be  demonstrated. 

In  certain  instances  the  quality  element  is 
altogether  disregarded.    This  is  true  where 

(Continued  on  page  158) 
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Getting  Facts 
At  First  H  ana 

We  told  last  week  of  the 
first  day  of  our  first  shop. 
The  months  that  followed 
were  intensely  interesting 
to  us;  we  watched  develop- 
ments carefully. 

Sales  grew  rapidly.  And 
each  day  added  something 
to  our  realization  of  what 
unusual  hosiery  we  had  to 
offer.  Really,  our  first  cus- 
tomers taught  us  more 
about  the  value  of  our  mer- 
chandise than  we  had  ever 
known. 

In  the  first  six  months  that 
little  shop  of  300  square 
feet  sold  17,000  pairs  of 
pure  silk  Gotham  Gold 
Stripe  Stockings. 

Retail  merchants  began  to 
drop  in  to  talk  business 
with  us.  So  much  so  that  in 
1912  we  were  forced  to  en- 
large the  plant  —  doubling 
its  capacity. 

And  those  retailers  who  put 
in  our  line  soon  began  to  re- 
port great  results,  and  as 
their  business  grew,  so  did 
ours.  We  were  beginning 
to  succeed. 


Gofbom  SilkHoKieru  @ 

MANUFACTURERS  '"^"^ 

516-Fifth  Ave.     New  York 

Mills:  Philadelphia  aiad    New  York 


World  Wide  System  of 
Banking  Service 

In  addition  to  technical  phases  of  foreign 
banking,  the  National  Bank  of  Commerce 
in  New  York  offers  a  broad  service  to 
those  engaged  in  foreign  trade. 

From  its  own  files  this  bank  is  prepared 
to  furnish  reliable  information  concerning 
the  character  and  credit  standing  of  large 
commercial  houses  of  the  world.  Through 
association  with  the  leading  banks  of  other 
countries  we  can  obtain  special  reports  cov- 
ering subjects  important  to  the  safe  and 
orderly  conduct  of  international  business. 

National  Bank  of  Commerce 

inNewYork 

Capital,  Surplus  and  Undivided  Profits 
Over  Fifty-five  Million  Dollars 


BROADWAY  AT  24TH  STREET 

FOR  the  convenience  of  merchants 
in  the  Atlantic  Coast  States  and  in 
the  Canadian  territory  east  of  Toronto, 
Marshall  Field  &  Company  carry  in  their 
New  York  Salesrooms,  Broad waf  at  24th 
St.,  many  complete  lines  of  the  merchan- 
dise which  they  manufacture  or  convert. 


jilexandre  Kid  QloOes 
Jlthena  Knit  Underwear 
Turlington  New  fashioned 

Hosiery 
Handkerchiefs  — Imported 
and  domestic 

'Damask 
Canterbury  Decorative  Fabrics 
Colonial  Decorative  Fabrics 
Homecrest  Floor  Coverings 
Ivanhoe  Silk  QloVes 
Ivanhoe  Fabric  QloVes 
Imperial  Outings 

Women's  and  Children 


Linings 
Silks  fBeau  ^Mlonde 
Silcot  Apparel  Fabrics 

'Uowels—Huck  and'Uurkish 
^JiCount  X)ernon  Curtain 

^JfiCaterials 
'^iny  TTot  "Vests,  ^ands 
and  Wrappers 
Wearwell  Blankets 
Wearwell  Sheetings,'^ubings, 
Sheets  and  'Pillow-cases 

Wearwell  Bedspreads 
Zion  Laces  and  Curtains 
's  Fleeced  Underwear 


MARSHALL  FIELD  &  COMPANY 

i^anufacturers  and  'Distributers  of  Standard  S^erchandise 
CHICAGO   .   NEW  YORK 
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Retail  Hosiery  Prices  Are  Fair  Enough; 
No  Ahbi  There  for  Any  Faction 

Recent  Talk  of  Stores'  Holding  Up  Prices  Not  Justified,  as  Inves-  . 
tigation  and  Examination  Prove — Would  Be  Folly  to  Take  Bottom 
Prices  So  Often  Quoted  on  Odd  Lots  as  a  Market  Basis  and  Re- 
tailers Can't  Be  Expected  to  Do  It 


IT  is  surprising  to  discover  that  there  is  still 
a  good  deal  of  talk  among  sellers  in  the 
hosiery  market  to  the  effect  that  retailers 
are  holding  their  prices  too  high  and  that  this 
is  the  chief  factor  in  keeping  the  current  of 
distribution  moving  sluggishly.  The  same 
charge  was  made  last  fall;  but  when  whole- 
sale business  picked  up  during  January  it  was 
forgotten.  That  spurt  having  languished,  the 
old  story  crops  up  again. 

It  is  based  partly  on  loose  thinking  not 
backed  by  proper  investigation,  and  partly  on 
traveling  salesmen's  reports.  As  an  instance 
of  the  latter,  a  manufacturer  selling  direct  to 
the  retailer  received  recently  a  letter  which 
informed  him  that  a  certain  customer  was  sell- 
ing a  silk  hose  of  the  manufacturer's  brand 
for  $2.  This  particular  number  cost  the  store 
$16,  so  that  disregarding  the  discount  it  was 
being  sold  on  a  50  per  cent  mark-up.  That 
seemed  fair  enough.  The  manufacturer's  kick 
came  on  the  ground  that  he  had  cut  his  price 
to  $15  three  weeks  prior  to  receiving  this 
letter,  and  he  thought  the  retailer  should  have 
repriced  his  hosiery  accordingly. 

Retailers'  Buying  Plan  Helps  Stabilization 

Inquiry  developed  that  this  retailer  had  just 
bought  another  supply  of  that  number  at  the 
new  price,  and  that  he  seemed  to  be  taking 
goods  in  small  quantities  only.  It  also  turned 
out  that  the  "number  of  cases"  this  man  spoke 
of  -vyas  three.  If  he  had  thought  the  matter 
over  carefully  probably  he  would  have  arrived 
at  the  conclusion  that  in  all  these  cases  his 
customers  were  following  a  very  sound,  con- 
servative policy,  buying  lightly  for  the  exact 
purpose  of  being  able  to  follow  the  market  at 
every  downward  turn— which  is  just  what  they 
are  doing.  He  would  have  approved  it  as  a 
plan  making  for  a  stabilized  business — which 
all  producers  are  asking  for — and  future  profit 
for  himself  in  conservation  of  the  retailers'  re- 
sources. 

He  didn't  think  along  that  line.  He  jumped 
to  conclusions.  Salesmen  are  paying  a  good 
deal  of  attention  to  what  their  goods  are  sell- 
ing for  at  retail.  It  is  part  of  their  job;  but 
it  is  part  of  their  employers'  job  to  take  a  peek 
below  the  surface  and  reach  a  sensible  conclu- 
sion, not  to  go  off  half-cocked. 

Lowest  Price  Is  Not  Market  Level 

Another  thing  that  gives  rise  to  the  above 
charge  is  the  failure  of  retailers  to  use  the 
bottom  wholesale  selling  figure  as  a  basis  for 
pricing  their  goods.  There  is  a  fair  amount 
of  hosiery  being  sold  at  prices  which  not  only 
allow  no  profit  but  are  actually  below  cost. 
Seemingly  absurd  prices  are  sometimes  quoted 
to  clear  odd  lots.  That  retailers  do  not  accept 
these  figures  as  bases  on  which  to  figure  retail 
selling  prices  seems  to  be  a  cause  of  grievance 
with  certain  wholesalers — not  the  best  of  them, 
of  course. 

The  idea  is  about  as  ridiculous  as  can  be 
imagined.  Manufacturers  have  complained 
bitterly,  in  the  past,  about  this  very  practice. 
When  the  market  was  falling  rapidly,  retailer 
after  retailer  came  to  them  quoting  prices  at 


By.  C.  K.  McDermut,  Jr. 

which  they  had  bought  odd  lots  and  request- 
ing "regular"  goods  on  the  same  basis.  They 
were  told  it  was  not  possible;  that  the  extreme 
low  price  never  sets  a  market  level.  That  was 
true  then  and  it  is  true  now  the  complaint 
comes  from  the  other  side. 

Bottom  Price  Changing  Frequently 

The  retailer  who  made  an  attempt  to  mark 
his  goods  on  the  bottom  market  price  would 
have  to  change  his  prices  so  often  he  would 
keep  a  staff  of  markers  busy.  There  is  no 
bottom  to  the  market  and  there  is  no  stabilized 
level,  either.  It  is  one  of  the  things  producers 
are  complaining  about.  Such  a  level  could  be 
made  if  jobbers  and  retailers  were  to  order  far 
in  advance  of  their  requirements ;  but  they  are 
not  willing  to  do  tTiat,  and  wisely,  considering 
both  their  customers'  buying  habits  and  the  un- 
certain state  of  the  cotton  market. 

Hosiery  Prices  Unsteady 

This  latter  factor  is  the  real  influence  which 
is  holding  back  anything  like  stabilization.  It 
has  nothing  to  do  with  silk  or  wool  hosiery,  of 
course;  but  these  are  nowhere  near  as  im- 
portant as  the  cotton  hosiery  business.  The 
raw  cotton  market  has  been  going  steadily 
down. 

The  buyers  are  watching  it.  They  realize 
that  mills  have  not  bought  anything  like  full 
yarn  supplies,  and  are  in  a  position  to  follow 
cotton  prices  fairly  closely,  though  the  main- 
tenance of  high  overhead  costs  prevents  quota- 
tions on  finished  goods  being  an  exact  reflection 
of  cotton  prices.  Therefore,  they  look  for 
gradually  receding  wholesale  prices  and  govern 
their  buying  accordingly. 

Producers  Must  Follow  Cotton  Price 

Manufacturers  are  not  pricing  their 
product  uniformly.  Some  have  maintained 
January  prices  up  to  the  present  time.  Others 
have  made  concessions.  The  former,  especially 
those  who  took  good  January  business  as  a 
signal  for  a  price  advance,  should  expect  noth- 
ing else  but  retailer  buying  slackness.  Spin- 
ners shot  their  prices  up  when  demand  bettered 
and  have  come  down  with  its  slackening  and 
the  falling  off  of  cotton.  Cotton  hosiery  man- 
ufacturers will  have  to  do  likewise.  There  is 
not  sufficient  demand  to  take  care  of  full  pro- 
duction by  all  the  country's  mills.  Those  which 
will  not  follow  the  raw  material  market  must 
expect  others  to  get  the  business. 

Retailers  Price  Goods  to  Move  Them 

It  is  possible  there  are  some  retailers  who 
are  not  pricing  their  hosiery  stocks  as  low  as 
they  could;  but  judging  from  a  number  of 
stores  recently  visited  by  an  Economist  rep- 
resentative most  of  them  are  making  such 
prices  as  will  move  their  goods  over  the  counter 
quickly.  In  one  store  the  head  of  the  hosiery 
department  displayed  a  full-fashioned  lisle 
stocking  which  he  was  selling  at  85  cents.  .  He 


admitted  he  could  mark  it  at  75  cents  and  make 
a  small  profit. 

The  particular  point  in  this  instance,  how- 
ever, is  that  at  85  cents  the  stockings  were 
selling  freely.  Here  was  no  necessity  for  a 
lower  price,  since  distribution  was  not  checked. 
If  it  had  been,  the  lower  price  would  have 
been  put  in  effect.  In  the  same  department 
were  several  aisle  tables  bearing  stockings 
priced  to  allow  no  profit  at  all.  The  retailer  is 
marking  his  goods  at  prices  which  will  sell 
them.  He  needs  volume  now,  and  thinks  less 
of  profit  on  the  individual  article.  With  this 
attitude  so  generally  observed  it  is  hard  to 
find  excuse  for  the  cry  about  retailers  checking 
distribution.  They  are  in  business  to  live,  not 
to  commit  suicide. 

Trade  Name  Directory 
A  Valuable  Volume 

Under  the  title  of  "Directory  of  Textile 
Merchandise,  Including  Textile  Brands  and 
Trademarks,"  there  has  just  been  published  by 
the  Bragden,  Lord  &  Nagle  Co.,  New  York,  a 
new  list  of  names,  brands  and  trademarks  of 
products  of  which  textile  fibers,  yarns  or  cloth 
are  the  principal  materials.  The  kinds  of 
goods  to  which  the  trademark  applies  are 
stated,  and  in  many  cases  information  is  given 
as  to  whether  the  goods  named  are  sold  to  job- 
bers or  to  the  retail  trade. 

There  is  also  a  list  in  which  brands  or 
trademarks  are  classified  under  the  kind  of 
product. 

This  new  edition  lists  2000  more  brands 
and  trademarks  than  were  enumerated  in  the 
previous  edition  and  contains  148  more  pages. 

A  directory  of  this  kind  is  valuable  both  to 
those  who  desire  to  ascertain  who  is  the  manu- 
facturer of  goods  sold  under  a  certain  trade- 
mark or  brand  and  also  to  those  proposing  to 
adopt  a  trademark  and  who  naturally  wish  be- 
fore registering  or  adopting  a  name  to  ascer- 
tain whether  it  is  in  use  by  some  other  party. 

New  Store  at  Raleigh  Is 
Added  to  Gilmer  Chain 

A  modern  and  decidedly  attractive  new  de- 
partment store  of  the  Gilmer  Bros,  chain  has 
recently  been  opened  at  Raleigh,  N.  C.  The 
new  structure  stands  out  in  interesting  con- 
trast to  the  original  Gilmer  store  started  six 
years  ago  by  J.  L.  and  Powell  Gilmer  in  Win- 
ston-Salem. In  construction  the  building  has 
been  made  to  conform  to  all  the  requirements 
of  a  model  department  establishment,  has  en- 
trances on  all  four  sides  of  the  building,  with 
large  display  windows,  and  a  noticeably  ar- 
tistic finish.  There  will  be  more  than  a  dozen 
departments,  with  several  rest  rooms,  and  a 
public,  balcony  on  the  second  floor.  The  floor 
space  will  cover  over  42,000  square  feet,  and 
offers  the  best  kind  of  an  opportunity  for  de- 
partment arrangement  and  effective  display. 
A.  H.  Hilker  is  in  charge. 
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Unions  and  separate  gar- 
ments of  medium  and 
heavy  weight  cotton  for 
women  and  children,  in 
all  shapes  and  finishes, 
brushed  and  unbrushed, 
spring  and  latch  needle. 

FOR  THE  JOBBING 
TRADE  ONLY. 


The  Business  Builder 

Roulette  Underwear  has  helped  many  jobbers  to  build  a 
substantial  business  in  medium  and  heavy  cotton  unions 
and  separate  garments  for  women  and  girls. 

Quality — that's  the  reason — thirty  years  o£  making  full 
size,  full  weight,  cut-to-fit,  long-wearing  underwear  of  many 
niceties  of  make  and  finish. 

And  this  has  been  Quality— WITHOUT  ADVERTISING! 

It  is  certain  that  jobbers  will  build  an  even  larger,  more  cer- 
tain business  on  our  new  R.  A.  brand  because  we  are  creat- 
ing a  consumer  demand  for  R.  A.  through  newspaper  and 
farm  paper  advertising. 

Instead  of  leaving  all  of  the  saleswork  to  jobber  and  retailer, 
we  are  adding  our  publicity  pull  to  the  salesmen's  push. 

The  women  who  are  told,  week  after  week,  about  the  Six 
Points  of  R.  A.  Excellence  will  take  no  substitute. 

They  will  help  to  build  bigger  business  for  jobbers  and  re- 
tailers of  R.  A.  Underwear,  a  business  which  will  be  lasting 
and  profitable. 


Ask  to  See  R.  A.  Samples 

Send  for  illustrated  booklet  for  dealers 


J.  C.  ROULETTE  &  SONS,  HAGERSTOWN,  MD. 

ISAAC  L.  STERN,  Sales  Manager,  Room  905-6,  346  Broadway,  New  York 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


113 


Two  views  of  the  art  and  gift  department  of  Ginibel  Brothers,  Milwaukee,  zvhieh  is  all  the  name  implies  and  yet  embraces  sound  merchandising  principles. 

Women's  imported  and  domestic  kimonos  and  negligees  arc  a  big  sales  item. 

How  Gimbels'  Started  Their  Art  Shop — 
And  Kept  the  Overhead  Down 


GIMBEL  Brothers  of  Milwaukee  played 
"safety  first"  when  they  opened  their 
art  and  gift  shop.   Now  they  are  willing 
to  gamble  a  little  on  the  venture  and  gener- 
ously pass  the  good  word  along  to  Economist 
. readers. 

Sometime  ago,  when  this  store  first  felt 
the  need  of  a  special  gift  department,  there 
was  much  discussion  among  its  heads  as  to 
how  it  could  be  brought  about  without  involv- 
ing too  great  expense,  the  venture  being  ex- 
perimental, and  more  in  the  nature  of  adver- 
tising than  for  actual  financial  returns. 

Atmosphere  the  First  Essential 

The  first  essential,  the  powers  at  Gimbel's 
contended,  was  the  proper  atmosphere.  The 
merchandise  in  itself  was  no  different  in  a 
special  department  laid  out  for  it  than  in  any 
other  department;  it  was  the  suggestion  of 
giving,  the  attractiveness  of  display  and  the 
I  artistic  atmosphere  which  must  be  depended 
upon  to  make  sales. 

A  section  40  x  40  ft.  on  the  third  floor, 
which  was  deemed  most  appropriate,  was  ac- 
!  cordingly  partitioned  off  and  developed  as  a 
small  shop,  exclusive  of  the  remainder  of  the 
j'  store.   By  the  use  of  Chinese  decorations  and 
I  an  Oriental  lighting  effect  the  space  was  trans- 
j;  formed  into  a  replica  of  an  original  Chinese 
j  shop,  following  as  closely  as  possible  the  de- 
tails of  Oriental  design. 

Faithful  to  Oriental  Effect 

j       Rare  pieces  of  Chinese  art  and  statuary, 

I  marked  "not  for  sale,"  were  placed  in  various 
parts  of  the  shop,  these  being  purchased  for 
scenic  effect  only.  All  lights  were  shaded  with 
heavy  glass  Chinese  lanterns,  while  burning 
incense  curled  from  urns  placed  on  a  dais  be- 
fore pieces  of  statuary. 

A  heavy  Chinese  mat  was  placed  on  the 
floor,  and  for  a  time  when  the  shop  was  first 
opened,  customers  upon  entering  the  shop  were 

I  provided  with  felt  slippers  to  fit  over  their 
shoes.  Chinese  boys  in  Oriental  costume  were 
employed  to  put  on  and  remove  the  slippers. 

Instead  of  employing  a  special  buyer  or 
department  manager  for  this  newly  created 

I  department,  Gimbel's  hit  upon  the  plan  of 
having  all  their  department  heads  foster  it 


and  to  give  each  one  some  special  interest  in 
promoting  sales,  and  arrangements  were  made 
with  the  department  heads  to  send  such  of 
their  merchandise  already  in  stock  as  was 
deemed  salable  and  practicable  to  an  art  and 
gift  department  on  consignment,  as  it  were,  to 
the  new  department. 

How  Merchandise  Was  Credited 

Each  article  sent  was  charged  to  the  shop, 
and  then  marked  with  a  metal  tag  with  a  serial 
number  and  also  the  number  of  department 
from  which  it  came.  Each  piece  of  merchan- 
dise sent  to  the  shop  was  listed  as  an  exhibit 
while  on  sale. 

Thus  a  piece  of  jewelry  from  a  certain  de- 
partment would  be  listed  "Exhibit  No.  10  from 
Department  4,"  and  so  on  throughout  the 
store. 

In  this  way  the  gift  shop  was  stocked  with 
the  best  class  of  merchandise  in  the  entire 
store,  and  it  was  not  necessary  to  develop  a 
separate  buying  program.  It  also  became  a 
kind  of  store  protege  and  a  clearing  house  for 
attractive  novelties  and  objects  d'art.  Two 
highly  skilled  and  artistically  inclined  sales- 
women were  secured  to  take  care  of  the  de- 
partment and  promote  sales.  To  carry  out  the 
Oriental  effect  these  women  are  dressed  in 
padded  silk  kimonos,  and  wear  slippers  soled 
with  cork,  so  that  they  move  about  noise- 
lessly. 

Kimono  Sale  Big  Feature 

While  every  effort  was  made  to  perfect  the 
artistic  effect  of  the  department  and  the  dis- 
play of  merchandise,  actual  merchandising 
values  were  not  overlooked,  and  one  entire 
side  was  given  over  to  the  sale  of  Chinese 
kimonos  and  other  kimonos  and  wearing  ap- 
parel. These  are  shown  in  glass-inclosed  cases 
which  allow  the  garments  to  hang  full  length. 

The  rest  of  the  merchandise  in  the  store  is 
displayed  on  tables  or  on  the  mat  floorcover- 
ing ;  the  floor  plan,  etc.,  being  such  as  to  lend 
itself  readily  to  effective  display. 

The  upkeep  of  the  department  is  charged 
to  general  expenses,  so  there  is  no  necessity 
of  keeping  an  elaborate  set  of  bopks  on  depart- 
ment sales.  The  sales  are  heavy  enough  to 
more  than  pay  for  the  space  occupied,  and 
since  there  is  no  buying  overhead — each  de- 


partment checking  its  merchandise  once  a 
month — it  has  been  possible  to  work  out  a 
very  effective  sales  program. 

During  the  Christmas  holidays  there  was 
built  on  the  first  floor  a  Chinese  pagoda,  in 
which  were  displayed  many  Chinese  articles, 
and  signs  prominently  placed  throughout  the 
store  stated  that  on  the  third  floor  there  could 
be  found  a  much  larger  selection  of  Oriental 
merchandise.  To  date  the  results  from  sales 
in  this  department  have  been  very  pleasing, 
and  the  firm  is  gratified  with  its  success. 


Book  Straps  Bring  New 
Power  to  the  Dime 

Now  that  there  is  actually  worth  while 
merchandise  to  be  had  for  ten  cents,  the  lowly 
dime  may  once  again  hold  up  its  head  and 
demand  some  degree  of  respect.  The  new 
book  straps  are  of  heavy  cord  with  a  prac- 
ticable, durable,  patented  fastener.  This  fast- 
ener is  attached  to  the  end  of  the  cord  and 
has  a  hole  with  a  narrow  slit  through  which 
the  other  end  of  the  cord  is  passed.  The  cord, 
being  drawn  into  the  narrow  slit,  is  fastened 
firmly  in  place. 

The  straps  are  in  various  lengths  and 
weights  of  cord  and  are  for  a  variety  of  pur- 
poses. Shawl  straps,  blanket  rolls,  music  rolls, 
sling  fasteners,  skate  straps,  bicycle  package 
carrier  and  dozens  of  other  uses. 


Shaving  Brushes  for 
Women — Honest ! 

Just  as  we  wonder  what  we  did  before  we 
played  auction  bridge  and  had  picture  shows, 
so  we  now  wonder  how  women  have  gotten 
along  until  someone  thought  to  manufacture 
shaving  brushes  for  their  use.  Many  women 
object,  for  various  reasons,  to  the  use  of  de- 
pilatories and  these  are  the  class  responsible 
for  thousands  of  sales,  during  the  reign  of 
transparent  blouses,  of  women's  safety  razors. 
The  new  brushes  just  out  have  very  soft  bris- 
tles, cut  to  a  rounded  fit  for  the  armpit.  The 
handles  are  extra  long  with  flat  knob  surface 
to  set  on  end. 
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54^0  &  SUMMER  ..^VK, 

The 

MINE  RVA 
KNITTING 
BOOK— Vol.  VI 

IT  WILL  DRAW  THE  CROWDS  LIKE  A  NEW  "RELEASE" 

^eel  1 — CA  succession  of  beautiful  knitted  gar- 
ments for  the  Smart  Women  of  America. 

Reel  2 — Devoted  to  Youngsters  and  the  things 

they  love  to  wear. 
Reels — CA  miscellany  of  things -Men's  Articles, 

Afghans,  Bahy  Sets,  etc. 

DOZENS  of  dainty  women  of  tKe  sta^e  and  screen  bow 
from  its  pa^es  in  an  amazing  medley  of  delightful  sweaters. 
Everyone  of  tKem  created  by  the  Minerva  Studios,  from  the 
newest  thoug,Kts  of  Fifth  Avenue  and  Paris. 

Simple,  tried  and  tested  directions  for  tlie  making  accompany 
each  article. 

The  Minerva  Book  costs  you  $2.50  per  dozen,  or  $27.50  by  the 
g^ross.  It  retails  for  30c.  WILL  IT  SELL?  Write  for  one 
book  and  judg,e — or  a  dozen — and  take  our  word  for  it. 

Incidentally,  it  will  make  your  MINERVA  YARN  SALES 
jump  like  sixty. 

Send  in  your  hurry  call  and  be  first  to  flash  the  surprise. 

JAMES  LEES  &  SONS  CO.,  BRIDGEPORT,  PENN. 

220  FIFTH  AVENUE  AND  BUSH  TERMINAL  BLDG.,  NEW  YORK 
108  NORTH  STATE  STREET       iS)      j®       CHICAGO,  ILLINOIS 
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In  Big  Demand  For  Outdoor  Wear 

MOST  of  your  customers  lead  a  vigorous  outdoor 
life  in  Spring  and  Summer.  Many  women  who 
haven't  yet  formed  the  daily  Fashionette  habit  will 
want  them  for  sports  wear  at  this  season. 

Be  sure  you  have  a  complete  stock  in  all  shades  and 
shapes.  Satisfy  them  now,  and  they'll  be  year  'round 
customers. 

Fashionettes  are  quick  and  steady  sellers  because 
of  their  invisibility  and  strength.  With  an  initial  order 
of  two  gross,  we  supply  you  with  a  handsome  glass 
and  mahogany  counter  cabinet,  ,as  illustrated,  which 
keeps  your  stock  in  perfect  condition  and  displays  it 
most  effectively.    Send  for  it  today. 

Usual  colors  and  shapes— $12.00  per  gross 
Extra  large  all-over  —$14.40  per  gross 
White  or  grey  —$24.00  per  gross 

A  Bonus  Dozen  with  every  gross 

SAMSTAG  &  HILDER  BROS. 

Wholesale  Distributors 

1200  BROADWAY,  NEW  YORK  CITY 

Boston  Chicago  St.  Louis 

67  Chauncy  St.       212    W.   Adams   St.      507  W.   12th  St. 


J' 


The//, 


\     sfl'^^^ the 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


117 


Handbag  of  To-day 
I  s  U  se ful ,  as 
Well  as  Smart 

"Right  Bag  for  Right  Occasion"  an 
Effective  Slogan  to  Boost 
Easter  Sales 

If  the  old  fashioned  "reticule"  of  grand- 
ma's days  should  meet  the  new  handbags  and 
vanity  cases  of  1921  at  a  reception  for  hand- 
bags, it  would  probably  remark  about  as  fol- 
lows :  "You're  better  looking  than  I  am,  but  in 
my  day  I  was  certainly  much  more  useful",  but 
that's  where  the  "reticule"  would  be  wrong,  for 
the  really  up-to-date  handbag  is  not  only  hand- 
somer than  its  predecessor,  but  is  also  more 
useful. 

Fashion  decrees  that  the  handbag  of  1921 
must  be  small  and  exceedingly  "nifty"  and 
usage  demands  that  it  accommodate  any  num- 
ber of  articles  necessary  for  milady's  facia,!  re- 
furbishing, besides  a  steadily  increasing  num- 
ber of  cigarette  cases  and  accessories.  The 
consummated  skill  and  artistic  treatment  that 
go  into  handbags  to-day  is  reflected  in  their 
compactness,  and  the  facility  with  which  all 
that  they  contain  may  be  used.  Even  the 
seemingly  flat  envelope  bag  sometimes  has  hid- 
den within  its  thin  sides  half  a  dozen  or  more 
articles,  and  vanity  cases  amaze  one  with  the 
variety  of  their  inside  fittings. 

Demand  for  Novelty  Bags 

The  demand  is  largely  for  these  novelty 
bags  and  this  is  advantageous  in  more  ways 
than  one  to  the  department  that  handles  hand- 
bags. First,  handbags  are  now  as  seasonable 
in  demand  of  the  smart  trade  as  are  hats  and 
gowns,  and  the  demand  for  a  novelty  will  not 
endure  for  more  than  a  season.  Second,  the 
handbag  is  now  recognized  as  an  accessory  to 
the  costume  and  its  color  must  conform  with 
the  Qolor  scheme  as  a  whole. 

Particular  care  should  be  taken  in  the  se- 
lection of  handbags  to  be  shown  with  cos- 
tumes in  Easter  displays  and  Easter  advertis- 
ing should  call  attention  to  "the  right  bag  for 
the  right  costume." 

There  are  more  rigid  restrictions  as  to  time 
and  place  for  handbags  than  formerly  and 
again  grandma's  reticule,  which  was  made  to 
do  duty  for  all  occasions,  year  in  and  year  out, 
would  be  shocked  at  the  rows  of  bags — each  for 


Drawn  by  an  Economist  artist. 


These  fascinating  Chinese  figures,  designed  and 
made  in  the  Herrick  studios,  decorate  a  clever 
assortment  of  novelties  that  have  the  added_  value 
of  being  useful.  On  the  right  is  a  combination 
lamp  and  incense  burner.  The  little  Oriental  boy 
sits  on  a  black-lacquered  -floor  and  tends  to  the  incense  under  an  orange-colored  canopy  from  which 
dangle  lovely  turquoise  beads.  In  the  center  is  a  stamp  moistener.  On  the  yellow  and  black  box 
in  which  he'  is  artistically  packed  is  a  little  verse.   The  plaque  at  the  left  holds  a  small  calendar. 


its  own  particular  use — which  are  a  part  of  the 
fashionable  woman's  wardrobe. 

Bead  Bag — the  General  Utility  Bag 

Notwithstanding  the  extremely  ornamental 
appearance  of  the  bead  bag,  it,  more  than  any 
other,  is  appropriate  for  all  occasions.  This 
perha"ps  accounts,  in  a  measure,  for  its  con- 
tinued popularity. 

Bargain  sales  on  bead  bags  have  done  much 
to  diminish  the  regard  in  which  they  were 
formerly  held,  but  there  is  a  subtle  fascination 
about  the  high-class  bag  which  is  almost  irre- 
sistible, and  the  high  prices  asked  take  them 
out  of  the  novelty  class,  and  put  them  about  in 
the  class  with  precious  stones  and  real  jewelry. 
This  class  of  bead  bag  has  a  well-recognized 
status,  from  which  it  will  not  be  easily  dis- 
placed, or  even  shaken. 

Silk  and  other  fabric  bags,  owing  to  the 


imperative  demand  for  popular-priced  mer- 
chandise, offer  an  excellent  sales  opportunity, 
on  a  volume  basis,  particularly.  They  lend 
themselves  also  to  attractive  display  as  stylish 
accessories.  The  demand  for  taffeta  bags  will 
be  strong  throughout  the  summer. 

There  is  a  need  in  the  bag  market  for 
greater  variety,  to  be  sold  at  popular  prices. 
Manufacturers  seem  so  far  to  be  mostly  in  two 
classes — those  who  hold  stubbornly  to  the  ex- 
tremely handsome  models  and  the  same  old 
prices,  and  those  who  have  gone  to  the  other 
extreme  and  are  making  merchandise  too  cheap 
to  meet  with  popular  favor.  Attractive  bags  to 
retail  at  from  $6  to  $10  will  fill  a  large  want 
among  consumers.  The  average  customer  is 
willing  to  pay  such  a  sum. 


Left:  Taffeta  striped  envelope  purse  fitted  with  "memo"  book,  perfume  bottle,  nail  file,  mirror, 
powder  puff  and  case  and  change  purse,  sterling  silver  mounting,  to  retail  at  $35,  and _  Lucile 
promena4e  case,  made  of  pin  seal  with  shirred  pockets  of  silk  in  the  same  shade,  fitted  with  com 
purse,  powder  box,  lip  stick,  scent  bottle  and  writing  pad.  To  retail  at  $16.50.  Both  bags  are  from 
Malts  &  Simms.  Right:  Vanity  purse  and  handbag  from  Colin  &  Eulau.  The  vanity  is  of 
vachette,  fitted  with  powder  puff  and  mirror  and  has  a  separate  compartment  for  bills.  It  u 
made  to  retail  at  $5.  The  bag  is  made  of  handpainted  suede,  and  retails  at  $12.50.  It  has  an 
inside  compartment  for  change. 


Home-made  Permanent 
Wave  Possible  Now 

The  home-made  permanent  wave  is  now 
possible  through  a  new  electric  curling  iron 
which  has  just  been  placed  on  the  market. 
The  curler  consists  of  tubular  heating  units 
made  of  asbestos  and  fiber,  and  the  handle 
is  also  of  fiber.  The  hair  is  wound  about  a 
composition  rod,  then  moistened  by  a  solu- 
tion which  is  put  up  by  the  same  company 
and  sold  together  with  the  curler. 

An  aluminum  tube  is  then  slipped  on  over 
the  rod  and  the  current  turned  on.  From 
ten  to  fifteen  minutes  must  be  allowed  for 
each  wave,  and  the  result  is  said  to  be  nat- 
ural and  permanent,  able  to  withstand  sham- 
pooing, bathing  and  swimming. 

Dyed  or  bleached  hair  will  take  the  wave 
equally  as  well  as  natural  colored  hair.  As  a 
woman  can  use  the  curler  on  her  own  hair, 
the  effect  is  the  same  as  that  acquired  in  the 
beauty  parlor  and  is  achieved  at  a  much  lower 
cost.  A  first  class  permanent  wave  usually 
costs  about  $25,  while  the  curler  is  made  to 
retail  at  $15. 
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E^tablislied  1852 

REPLENISH  NOTION  STOCKS  FOR  SPRING 

Business  promises  big  in  these  lines — you'll  need  the  goods — 

Place  your  orders  now—while 
stocks  are  in  adequate  assort- 
ment—  before  the  demand 
depletes  them.    Here — -where 


FINE  ELASTIC 

sTEer'^ 

RICH  ^^/^ 

PURPLE 

hair"  pi 

NS. 

25  PiNS  1 

<  ; 

service  is  all  that  can  be  desired. 
Be  fully  prepared  to  get  your 
share  of  the  trade  of  your  town. 

Domestic  and  Imported 
Notions 


LICHTNINC 

THREADER 


;Sterps_^'.i"'n 


1 '1 

 "  J 

Novelty  Braids 
Feather  Edge  Braids 
Buttons  of  all  kinds 
Belting 
Webbing 

Crochet  Hooks 
(bone  and  steel) 

M.  &  Y.  English 
Sewing  Needles 

Coronation  Cords 


Hair  Curlers 
(all  kinds) 

Stickerei  and  Feather 
Stitch  Braids 

Glass  Head  Toilet 
Pins 

Harmonicas 

Thimbles 

Tapes  and  many 
other  items 


We  are  Sole  Agents  for  the 

LIGHTNING 
NEEDLE  CO.'s 


Sewing  Needles, 
Sharps,  Betweens, 
and  Blunts,  Straws, 
Millinery,  Crewel, 


Chenille,  Beading- 
Sac,  Glovers,  Ma- 
chine Darners,  etc., 
etc. 


MANHATTAN  TRADING  CORPORATION 

E.  C.  Dieckerhoff,  President 
A.  H.  Henke,  Secretary  and  Treasurer 

27-33  West  23rd  Street  New  York  City 

BOSTON  OFFICE:  31  Bedford  St.,  Boston,  Mass. 


Established  18S2 


Established  1852 
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Story  of  Perfume, 
Well  Told,  Will 
Help  Selling 

This  Example,  from  a  Talk  by  Paul 
Meyer,  Is  Demonstration  Enough 
of  the  Possibilities 

4  4 -|-~|ERFUMES  were  first  used  in  connec- 
r'^  tion  with  the  burial  of  the  dead,"  was 
a  statement  made  in  a  talk  on  per- 
fumes by  Paul  Meyer  at  a  conference  of  the 
Richard  Hudnut  Sales  Co.  at  the  Hotel  Astor 
in  New  York.  Mr.  Meyer  gave  some  informa- 
tion on  perfumes  which  we  feel  will  be  inter- 
esting to  a  large  number  of  ECONOMIST  read- 
ers. Among  other  things  he  said :  "I  am  go- 
ing to  dwell  a  bit  on  the  history  of  perfume 
and  its  use,  which,  according  to  Lavausse, 
takes  us  back  to  the  beginning  of  civilization. 

"In  Egypt,  and  particularly  in  Alexandria, 
the  perfume  industry  was  a  flourishing  one. 
Women  anointed  their  bodies  with  scented  oils 
and  dyed  their  faces  and  hair.  In  the  next  two 
or  three  centuries,  perfumes  were  somewhat 
neglected,  but  we  find  them  in  use  again  in 
France,  at  the  time  of  the  Crusades. 

Why  Glove  Shops  Handled  Perfumes 

"The  Crusaders  imported  from  the  Orient 
scented  leather  skins  and  hides  for  the  manu- 
facture of  leather  coats,  belts  and  gloves,  and 
I  believe  this  practice  explains  why  the  glove 
shops  of  Paris  in  a  later  period  handled  per- 
fumes. 

"When  the  statisticians  were  handing  out 
figures  in  the  early  fall,  for  the  amount  spent 
during  the  year  on  various  luxuries,  they  cred- 
ited perfumes  with  a  great  many  millions  of 
dollars  (during  the  fiscal  year  ending  June 
30th,  1920,  $7,619,020  tax  was  collected  by  the 
Government  from  the  sale  of  perfumes  and 
toilet  articles  and  drugs).  That,  however,  was 
not  the  point  to  which  I  wish  to  draw  atten- 
tion, but  to  the  fact  that  this  large  amount 
spent  by  American  women  on  perfume  is  proof 
of  the  increasing  attraction  it  has  for  them. 

Growing  Popvilation  of  Perfume  Bottles 

"At  last  American  women  have  awakened 
to  the  possibilities  of  perfume  for  lure  and 
fascination.  Where  before  there  was  a  per- 
fume bottle  on  only  one  toilet  table  out  of  ten, 
I  venture  to  say  that  now  at  least  nine  out  of 
every  ten  are  equipped  with  at  least  one  per- 
fume. 


As  hug  as  we  insist  that 
there  will  he  jewelry,  clothing  and  house- 
furnishings  to  match.  The  new  "jazz"  um- 
brella is  a  particularly  attractive  number  with 
unique  handle  in  cubist  design.  It  comes  in 
the  popular  black  and  white,  with  black  silk 
canopy  and  mottled  handle,  and  has  all  the 
best  tailored  features  to  make  it  harmonize 
w-ith  the  smartest  costume. 


"But  the  modern  tendency  is  to  have  half  a 
dozen.  Especially  is  this  true  among  actresses; 
Madame  Namara  of  the  Chicago  Grand  Opera 
Co.  has  a  row  of  perfumes  along  the  entire 
back  of  her  dressing  table,  each  one  of  a  sep- 
arate odor.  She  has  a  certain  perfume  for  one 
frock  and  another  for  another,  and  she  believes 
in  certain  perfumes  for  winter,  and  certain  for 
summer,  and  for  different  occasions  and  moods. 

"To-day  there  are  styles  in  perfume  as  in 
everything  else.  I  mean  by  that,  that  they  will 
buy  your  extracts  to-day — to-morrow  Coty  will 
be  in  favor,  or  Houbigant. 

Parisian  Selling  Methods 

"Without  fear  of  contradiction  I  make 
bold  to  say  that  up  to  a  few  years  ago  it 
was  the  popular  idea  that  worth-while  per- 
fumes came  from  Paris,  and  many  are  the 
tales  that  have  been  told  of  the  French  per- 
fumers and  their  special  hobbies.  For  in- 
stance, the  House  of  Guerlain,  which  is  well 
known  to  most  of  you,  would  not  sell  to  any- 


one but  the  ultimate  consumer — the  woman 
who  buys  her  perfume.  They  would  not 
listen  to  the  pleadings  of  the  jobbers  and  the 
shopkeepers.  If  you  wanted  Guerlain's  per- 
fumes you  must  go  to  Guerlain's  shop!  There 
they  present  perfumes  to  you  as  the  Fifth 
Avenue  jeweler  would  present  his  most  price- 
less gems — they  surround  them  with  atmos- 
phere— they  entice  you  to  buy. 

"But  how  about  the  selling  methods? 

The  Way  Not  to  Do  It 

"To  speak  of  perfume  is  to  call  to  mind 
something  that  appeals  to  the  imagination 
and  the  love  of  the  beautiful — something  ex- 
quisite and  exotic — and  yet  here  is  an  ex- 
ample of  the  way  it  is  sold  over  the  counters 
in  the  shops  and  stores: 

"A  lady  asks  the  clerk  at  the  average  per- 
fume counter  for  some  extract.  The  sales- 
woman goes  under  the  counter,  brings  up  an 
asortment  of  bottles  and  packages,  lays  them 
on  the  counter  and  in  a  detached  manner  re- 
cites, '$1.95,  $2.95,  $3.00  and  $5.00!'  And 
that's  as  far  as  she  goes. 

"The  bottles  are  tightly  sealed;  it  is  im- 
possible for  the  customer  to  get  a  hint  of 
what  she  is  buying.  The  average  clerk,  when 
asked,  only  knows  that  'it  is  very  popular', 
or  else  she  comes  back  with  the  reply  that 
'we  sell  a  great  deal  of  it.'  She  can  tell  noth- 
ing of  the  charm  of  each  individual  extract, 
and  never  for  a  moment  would  she  think  of 
consummating  the  sale  with  the  suggestion 
that  the  sachet  or  power  would  be  equally  as 
fascinating. 

"Perfume  should  be  sold  with  an  eye  to 
its  charm  and  subtlety.  It  is  quite  a  different 
matter,  selling  any  one  of  the  prosaic,  every- 
day things  that  must  be  bought,  to  selling  that 
most  witching  of  all  commodities — perfumes, 
and  I  think  it  would  be  a  step  in  the  right  di- 
rection to  surround  the  sale  of  perfumes  with 
the  right  atmosphere." 


Everyone  knows  how  the  average  woman 
hates  to  carry  an  umbrella — or  even  a  parasol 
to  keep  off  the  burning  sun.  The  only  excuse 
for  one  at  all  is  when  it  has  some  beauty  or 
charm  of  design  to  please  the  eye.  But  not 
only  is  there  color,  beauty  and  a  distinctive 
loveliness  in  a  new  parasol  just  brought  out, 
but  unique  convenience  as  well.  Closed,  it 
forms  itself  into  a  fascinating  bag  which 
dangles  gracefully  from  the  arm,  and  open,  it 
is  a  novel  parasol  in  a  wide  variety  of  colors, 
and  attractive,  original  designs. 


n    .j:  ;•        J        I.-  ^^c^  r,^^  hill  -fnld  imm  Johu  Walker  &  Co.,  Ltd.,  London.    The  portfolio  is  of  pigskin,  leather-lined. 

case?stomaZfwl^i7cZ^^^^^^^  ^r^en,  Purple,  sage,  rust  and  tan  u>ith  plain  and  ile.rible  gold  trimmed  edge. 
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Your  leading  customers  will  favor  F.  A.  Quality 
Lingerie  Braid.  Mercerized — Washable— Made  of 
selected  Sea  Island  Yarn — fast  colors.  In  con- 
venient dust-proof,  muss- proof  box  with  self -thread- 
ing bodkin.  5  yard  package. 

Your  jobber  can  supply  you  with  a  striking  counter  dis- 
play cabinet,  of  3  dozen  packages  assorted  colors.  Also 
solid  colors  in  dozen  boxes. 

F.  A.  Quality  Camisole  Tape  and  Shoulder  Strap  is  ex- 
ceedingly popular.  Another  big  seller  is  our  Detachable 
Shoulder  Strap  Sets.  Our  Art  Silk  and  Mercerized  Middy 
Braids  are  in  nation-wide  demand. 

F.  A.  Quality  Package  Specialties 
Carried  by  all  national  jobbers 

Self  Threading  Bodkin     Shoulder  Strapping  and 


Lingerie  Braid 

Lingerie  Braid  in  flat 

packages 
Fancy  Lingerie  Tapes 
Middy  Braids 
Middy  Lacers 


Camisole  Tape 
Shoulder  Strap  Sets 
Art  Silk  Military  Braid 
Twilled  Tapes 
Plain  Elastic  Braids 
Fancy  Elastic  Braids 


Trade  Mark  Reg.  U.  S.  Pat.  Off. 


Friedberger- Aaron  Mfg«  Co. 

Manufacturers  of  F.  A.  Quality  Package  Specialties 

Mills  and  General  Offices:    18th  and  Courtland  Sts.,  Philadelphia 
New  York  Office,  Everett  Bldg.,  45  E.  17th  St. 
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Four  Worth-While  Ideas  for  Those 
Who  Make  Store  Papers  Live 

Why  Not  an  Index?  Is  No.  1,  and  Next  Comes  Proofreading,  Which  Seems  to 
Be  Neglected  —  Sketches  Are  Better  Than  Photos,  and,  Mr.  Editor,  Give 
Credit  When  You  Clip  from  Other  Publications 


DIGGING  through  forty-odd  store  papers 
on  a  perfectly  fine  Sunday  morning 
comes  close  to  being  hard  work  in  spite 
of  the  excellence  of  many  of  the  issues.  How- 
ever, four  ideas  remained  after  the  last  of  the 
discards  went  to  the  waste  basket — which  isn't 
a  bad  average.  One  or  two  of  them  may 
make  the  next  lot  easier  reading. 

First,  why  haven't  all  the  larger  papers 
an  index?  No  paper  yet  seen  is  so  large  its 
readers  won't  go  all  the  way  through;  but 
lots  of  times  interest  centers  in  a  single 
regular  feature — and  anything  worth  mak- 
ing a  special  feature  of  is  worth  calling  at- 
tention to  in  the  front  of  the  book.  One  or 
two  use  the  front  cover  for  this  purpose. 
Brager's  "Teamwork,"  for  instance. 

Proofreading — Sketches — Credit 

Proofreading.  It's  a  tiresome  job.  But 
it  would  sound  like  exaggeration  to  tell  the 
number  of  papers  where  lines  were  trans- 
posed or  omitted,  proper  names  misspelled, 
heads  put  on  the  wrong  paragraphs,  etc. 
Looks  as  though  the  editors  have  been  so 
busy  talking  about  sales  check  errors  they 
have  forgotten  somebody  has  to  read  what 
they  write,  too. 

Lots  of  snappy  sketches  in  a  number  of 
papers.  They  catch  store  spirit  better  than 
photos.  Everybody  hasn't  a  cartoonist  on 
tap,  but  maybe  there's  one  hidden  some- 
where in  the  organization.  Dig  around  a 
bit.  If  your  general  manager  points  with 
pride  to  his  humble  start  look  in  the  same 
place  for  your  artist.  Maybe  he's  pulling 
nails  in  the  receiving  room. 

Credit  again.  Us,  this  time.  There  are 
small  items  or^  parts  of  stories  from  the 
Economist  in  eleven  papers.  Credit  is  given 
in  five  of  them.  One  mentions  us  on  one 
page  and  forgets  it  on  another.  It's  fine  to 
he  quoted.  We  like  it.  But  perhaps,  if  some 
of  your  readers  knew  where  certain  good 
things  came  from,  they'd  inquire  around  for 
a  copy  of  the  ECONOMIST.  Better  encourage 
that.    Good  for  your  store. 

Some  New  Papers  and  Old  Friends 

Over  twenty  papers  mentioned  this  time. 
Several  new  to  these  columns.  "Between 
Ourselves"  comes  from  the  David  Jones 
store,  Sydney,  Australia.  Costs  12  cents  to 
produce,  sells  for  4  cents  and  is  worth  the 
higher  figure.  This  is  "Going  Up"  number, 
largely  about  the  Christmas  airplane  de- 
livery trip  and  fiction  based  on  the  same 
idea.  Well  written  in  an  intimate,  happy 
tone. 

"Bryology,"  from  the  Bry-Block  Mercan- 
tile Co.,  Memphis,  Tenn.  The  copy  on  hand  is 
January's  and  its  main  feature,  resolutions  of 
the  staff  done  in  verse.  Rhymes  tend  toward 
free  verse — too  free.  Good  fun,  nevertheless. 
Heads  on  small  items  are  too  big  and  black. 
Waste  space.  Maybe  the  editor  was  short  of 
stuff.    It  does  happen. 

"Luckey's  Mile  Post"  is  from  Luckey, 
Piatt  &  Co.,  Poughkeepsie.  It's  a  mimeo- 
graphed weekly.  Has  most  things  a  bigger 
paper  might  have.  Peppy  sketches  head  first 
pages,  and  sometimes  adorn  others.  Dated  by 
miles  and  laps.    Last  number,  fourth  mile. 


third  lap. 

"Store  Booster,"  from  Dives,  Pomeroy  & 
Stewart,  Reading,  Pa.  This  is  the  most  pro- 
fusely illustrated  one  yet,  with  both  sketches 
and  photos,  and  is  very  complete.  Prints 
Washington  and  Lincoln  letters  and  has  photos 
of  the  new  annex.  Belongs  in  the  magazine 
class,  with  28  pages. 

"The  Rhodesa  Enterprise,"  from  Rhodes 
Bros.,  Inc.,  Tacoma,  Wash.,  is  an  eight-page 
paper  chock  full  of  newsy  notes  and  a  couple 
of  articles  along  business  lines,  including  a 
message  from  H.  A.  Rhodes. 

Don't  remember  whether  "Lo-Be-Te 
News,"  from  D.  Loveman,  Berger  &  Teitle- 
baum,  Nashville,  Tenn.,  had  a  look-in  before 
or  not.  Its  outstanding  feature  is  its  humor. 
The  selections  are  good  and  the  original  stuff 
is  the  funniest  ever. 

Lincoln  Gets  a  Lot  of  Publicity 

The  always  good  "Hudsonian,"  from  the  J. 
L.  Hudson  Co.,  Detroit,  Mich.,  has  a  Lincoln 
Number.  George  got  left  for  some  reason. 
"Keeping  in  Touch,"  from  the  Ed.  Schuster  & 
Co.  stores  in  Milwaukee,  Wis.,  maintains  its 
usual  excellent  balance  with  no  single  out- 
standing feature,  unless  it  is  the  bathing 
beauty  photos. 

"The  Inquiring  Reporter"  is  henceforth  to 
be  a  feature  of  the  "Elkleinetvs,"  from  the  L. 
Klein  store,  Chicago.  The  cover  on  this  maga- 
zine looks  like  a  bad  proof ;  but  the  pale  gray 
blur  with  a  dark  figure  showing  through  is 
"done  a-purpose."  The  figure  is  the  spirit  of 
Lincoln.  "The  Whitnews,"  from  W.  M.  Whit- 
ney &  Co.,  Albany,  N.  Y.,  also  has  a  Lincoln 
Number.  A  commendable  feature  is  the  in- 
denting of  all  heads.  They  stand  out  well 
without  taking  too  much  room. 

Ben  Franklin  in  Business 

"Ayrograms,"  from  L.  S.  Ayres  &  Co.,  In- 
dianapolis, Ind.,  tells  some  things  Ben  Frank- 
lin might  have  said  if  he  were  in  business  to- 
day. Here's  a  sample:  "Ability  without  ap- 
plication is  the  unrealized  profits  on  goods  you 
haven't  sold."  Worth  thinking  of,  isn't  it?  The 
rear  cover  is  devoted  to  fertilizing  local  pride 
with  facts  and  figures  about  the  city. 

"The  Mirror"  from  the  Jelleff  Shop,  Wash- 
ington, D.  C,  has  abandoned  the  multigraph 
short  pants  and  grown  into  printing.  "Spend- 
thrift Road,"  with  "This  Is  on  Me,"  "Lend  Me 
Five"  and  "One  More  of  the  Same,"  occupies 
the  rear  cover  with  "Thrift  Road"  and  "What 
.  is  the  price  of  this"?  "One  will  do"  and  "I 
can't  afford  that."  There  are  others  like 
these.    A  good  think-about  feature. 

The  "Co-operator,"  from  the  H.  &  S.  Pogue 
Co.,  Cincinnati,  Ohio,  has  a  valentine  cover  in 
color.  Well  done,  as  usual.  It  has  many  se- 
lections from  other  magazines,  the  editor  evi- 
dently agreeing  with  somebody  in  the  Sir 
Roger  de  Coverly  papers  that  a  good  sermon 
cribbed  from  a  famous  preacher  is  better  than 
a  poor  one  in  the  original.  Not  knocking  any- 
body. 

"Killian  Felloivship"  from  the  Killian  Co., 
Cedar  Rapids,  la.,  uses  the  second  cover  to  de- 
scribe what  the  Spring  Maid  will  wear.  Use- 
ful for  salespeople.  The  Jordan  Marsh  Co., 
Boston,  Mass.,  "Fellow  Worker"  continues  to 


tell  its  readers  about  important  features  of  the 
store  organization.  This  is  especially  useful 
in  a  concern  so  big  as  to  make  it  difficult  for 
employees  to  know  its  ins  and  outs.  The 
winter  cover  is  a  peach. 

Special  Employee  Interest 

"Honey  Comb  Briefs,"  from  L.  S.  Plaut  & 
Co.,  Newark,  N.  J.,  tells  about  the  new  Dress 
Committee.  Instead  of  a  superior  enforcing 
dress  regulations  this  will  be  done  by  employee 
supervision,  one  girl  from  each  department  be- 
ing on  the  committee.  More  effective  than  if  it 
came  from  the  top.  The  "Golden  Rule  Store 
News,"  from  the  Golden  Rule  Store,  St.  Paul, 
Minn.,  announces  an  employees'  style  show  to 
familiarize  salespeople  with  new  things  in  the 
store  and  new  style  tendencies.  In  this  paper 
short  notes  are  separated  by  printing  the 
name  of  the  store  in  small,  black  script. 

The  "Co-operator,"  from  the  Edw.  Malley 
Co.,  New  Haven,  Conn.,  prints  an  analysis  chart 
of  store  income,  a  la  Rogers  Peet.  On  the  in- 
side covers  are  two  poems,  "How  Did  You 
Die?"  and  "Business  Is  Business."  Wonder 
what  Mr.  Braley  thought  of  credit  for  the  lat- 
ter being  given  to  Berton  Beally? 

"Bailey's  Service,"  from  the  Bailey  Co., 
Cleveland,  Ohio,  reproduces  two  pages  of  baby 
photographs,  members  of  the  store  organiza- 
tion as  they  were  hefore  they  grew  up.  Looks 
like  a  lot  of  nice  dispositions.  A  suggestion  for 
a  head,  though  coming  a  bit  late  is  "How  They 
Have  Changed." 

A  Fine  Selling  Record  Told 

"The  Vision,"  from  the  Rike-Kumler  Co., 
Dayton,  Ohio,  hasn't  been  seen  in  a  long  while, 
and  the  only  issue  at  hand  is  January's.  It 
comes  printed  on  heavy  yellow  paper  and 
makes  an  attractive  appearance.  "The  Vision," 
by  the  way,  seems  to  be  another  story  and  a 
considerable  addition  sketched  in  lightly  on 
a  picture  of  the  store  on  the  cover.  A  notable 
selling  record  is  told  about,  an  aisle  sales- 
woman having  sold  $6,275.48  in  one  month. 
This  was  on  a  single  item,  $1.45  silk  stockings 
to  the  number  of  4,475  pairs. 

One  of  several  numbers  of  the  "Hovey- 
scope,"  from  the  C.  F.  Hovey  Co.,  Boston, 
Mass.,  has  an  article  on  "Take  Account  of 
Stock,"  applied  to  the  individual,  which  is 
worth  the  feature  position.  It  is  accompanied 
by  a  chart  for  indicating  graphically  progress 
in  development  of  desirable  qualities.  "Tips," 
from  the  Harris-Emery  Co.,  Des  Moines,  la., 
i?  its  usual  newsy  self.  It  has  a  very  large 
proportion  of  items  either  directly  personal  or 
with  that  sort  of  appeal  and  it  eschews  lengthy 
articles. 

In  this  respect,  a  word  or  two.  It  seems  as 
though  a  few  of  the  smaller  papers  are  so 
anxious  to  branch  out  and  emulate  those  of 
several  times  their  size  that  they  lose  their 
sense  of  proportion.  A  double  page  article  in 
a  twenty-page  paper  is  logical.  In  a  six-page 
paper  it  so  overshadows  the  other  matter  that 
its  use,  save  in  exceptional  cases,  should  be 
avoided.  Several  full  page  or  a  number  of 
half-page  articles  have  the  same  effect.  It  is 
like  putting  a  top  hat  on  a  baby.  Rather  good 
fun,  once  or  twice,  and  after  that  something  to 
make  the  kid  ridiculous. 
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Standardization  has 

Broadened  Your  Field 


THE  new  Pyralin  line,  though  standard- 
ized from  a  production  standpoint,  off  rs 
a  far  broader  field  to  the  dealer  who  caters  to 
a  mixed  trade  and  must  provide  for  the 
requirements  of  the  more  discriminating 
buyers  as  well  as  those  in  search  of  popular 
priced  merchandise. 

The  three  quickest-selling  patterns  have  been 
made  standard,  but  these  have  been  completely 
rounded  out  into  standard  '  resser  and  bag-fit- 
ting sets  and  are  furnished  in  several  materials 
and  a  number  of  surface  decorations,  offering 
a  wide  variety  to  meet  the  individual  taste. 

The  La  Belle  and  Du  Barry  patterns  in  Ivory 
Pyralin,  Shell  Pyralin  or  Amber  Pyralin;  the 


Du  Barry  Colortone  line  with  exquisitely 
tooled  surface  (with  or  without  gold  filling) 
appeal  to  customers  who  desire  exceptional 
quality  and  can  afford  to  pay  for  it. 

The  plain  patterns  in  the  Standard  Heavy 
Weight  and  Standard  Medium  Weight  lines 
(the  latter  either  with  plain  or  grooved  edge) 
meet  the  requirements  of  customers  who  seek 
popular-priced  merchandise  of  the  finest 
possible  quality  consistent  with  that  price. 

The  new  standardized  Pyralin  line  is  now  on 
display  at  all  Du  Pont  branch  ofiices — New 
York,  Pittsburgh,  Boston,  San  Francisco,  Chi- 
cago and  St.  Louis.  Order  through  your 
jobber  or  nearest  branch. 


E.  I.  <lu  Pont  de  Nemours  &  Co.,  Inc. 

Sales  Dept.,  Pyralin  Division 
Wilmington,  Delaware 


This  is  the  famous  Du  Barry  pattern  made  in 
Shell  Pyralin,  Classic  Decoration.  This  same 
pattern  is  supplied  in  a  number  of  dijjerent  deco- 
rations and  luithout  decorations.  Shell  Pyralin 
is  also  made  in  the  La  Belle  pattern. 
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Sheet  Music  Has 
Won  Its  Place  on 
First  Floor  Here 

Simonds  &  Adams,  Haverhill,  Are 
Building  Classical  Musical  Trade 
— Special  Efforts  to  Interest 
Music  Teacher 

Valuable  space  on  one  of  the  main  traffic 
arteries  of  the  first  floor  is  devoted  to  the 
use  of  a  sheet  music  department  in  the  Si- 
monds &  Adams  department  store,  Haver- 
hill, Mass.  That  such  prominent  place 
should  be  accorded  this  department  is  un- 
usual, as  in  most  stores  handling  sheet  music 
in  a  separate  department  it  is  relegated  to 
an  out-of-the  way  corner  of  the  basement, 
top  floor  or  some  space  not  wanted  by  other 
departments.  Too  often  it  is  an  orphan  child 
or  an  ugly  duckling  or  something  of  the  sort 
that  is  tolerated  because  there  is  a  certain 
amount  of  value  in  it  as  a  local  ad.  medium 
and  a  fair  profit  on  the  ledger. 

Makes  First  Floor  Profit 

To  put  the  sheet  music  on  a  main  aisle 
and  to  keep  it  there  means  that  it  is  doing 
more  than  making  a  top  floor  profit.  It  is 
making  profits  equivalent  to  those  of  the 
more  familiar  first  floor  sections,  space  and 
investment  considered.  That  the  Simonds  & 
Adams  management- is  satisfied  with  the  de- 
partment's showing  is  proved  by  plans  for 
expansion.  An  addition  which  will  double 
the  store's  capacity,  is  being  built  and  the 
music  section  is  to  be  enlarged  considerably, 
retaining  its  place  on  the  main  floor. 

The  department  is  located  a  short  distance 
from  the  main  entrance.  It  was  established 
several  years  ago  as  something  of  an  experi- 
ment, as  the  management  was  rather  doubt- 
ful about  the  opportunities  for  business  and 
its  effect  on  salespeople  and  customers  in 
neighboring  sections.  It  was  feared  that 
demonstration  of  popular  music — which  is 
essential  to  successful  selling — would  dis- 
tract their  attentTon  from  work  or  from  buy- 
ing. "At  first,"  says  Fred  Swan,  the  depart- 
ment's manager,  "we  were  very  careful  to 
demonstrate  as  little  as  possible  during  the 
busier  hours  of  the  day,  and  when  we  did 
play  we  used  the  soft  pedal,  figuratively 
speaking. 

Constant  Vocal  Demonstration 

"We  soon  found,  though,  that  while  the 
music  could  be  heard  in  every  section  on  the 
floor,  we  had  very  little  complaint  on  this 
ground.  Salespeople  and  customers  became 
accustomed  to  it  quickly.  After  a  short  time 
I  began  singing  songs  which  we  mere  making 
a  special  effort  to  sell.  At  first  I  sang  only 
one  or  two  a  day.  As  the  results  became  ap- 
parent I  increased  the  time  devoted  to  this 
kind  of  salesmanship  and  advertising  and 
now  either  myself  or  some  other  member  of 
the  salesforce  is  singing  most  of  the  time. 

"If  there  is  any  complaint  to  be  made 
about  this  it  is  the  congestion  sometimes 
caused.  We  find  customers  really  appreciate 
it  and  during  rush  hours  we  collect  quite  a 
crowd.  Along  one  edge  of  the  section  there 
is  an  aisle  which  is  little  used.  Jlere  I  have 
seen  as  many  as  150  listeners  gatherer.  Of 
course,  all  of  them  are  not  buyers,  by  any 
means ;  but  many  are.  When  we  find  a  crowd 
is  not  buying  freely  we  stop  the  music  and 
the  salespeople  set  to  work  tidying  up  the 
department  and  arranging  stock  until  the 
people  disperse. 


"I  am  quite  convinced  that  the  music  is 
an  attraction  with  considerable  advertising 
value.  Frequently  I  have  heard  on  the  street 
such  remarks  as  'Let's  go  over  to  Simonds  & 
Adams  and  hear  a  little  music'  These  peo- 
ple may  come  in  with  no  intention  of  buying; 
but  they  certainly  are  interested  in  music 
and  if  they  hear  a  piece  that  hits  them  right 
they  are  sure  to  buy  it.  Furthermore,  this 
sort  of  thing  increases  the  number  of  people 
who  come  to  the  store,  and  that  gives  our  dis- 
plays and  our  salespeople  a  chance  to  sell 
other  goods. 

"There  is  another  side  to  this  question  of 
singing,  too.  It  is  the  atmosphere  created. 
A  salesperson  may  come  to  work  pretty  well 
disgruntled  and  out  of  sorts;  but  after  a 
time  the  music  gets  under  his  skin  and 
smooths  out  his  disposition  wonderfully. 
That  means  more  cheerful  service  to  cus- 
tomers— and  the  latter  are  amenable  to  the 
same  influence.  It  makes  for  better  relations 
all  'round." 

Building  Classical  Music  Trade 

The  Simonds  &  Adams  department  gets 
advertising  of  a  kind  not  always  possible  for 
others  to  obtain.  Mr.  Swan  has  a  voice  which 
is  in  great  demand  at  concerts,  parties, 
dances  and  various  kinds  of  entertainments 
in  and  about  Haverhill.  On  these  occasions 
he  is  "indirectly  boosting  his  department's 
sales,  as  there  is  generally  an  opportunity  to 
make  it  known  that  he  is  manager  of  the 
store's  music  section. 

Popular  music  is  the  principal  variety 
sold,  but  a  serious  effort  is  being  made  to 
build  a  trade  for  classical  and  semi-classical 
music.  The  trade  of  music  teachers  is  espe- 
cially desirable,  being  a  regular  one,  and 
this  feature  is  slowly  increasing  in  impor- 
tance. Player  piano  rolls  help  pile  up  a  sat- 
isfactory sales  total. 

Because  he  has  found  that  fancied  objec- 
tions to  his  method  of  sales  promotion  have 
been  easily  overcome  by  actual  results,  Mr. 
Swan  believes  the  same  thing  is  possible  else- 
where. "I  suppose  there  are  certain  kinds 
of  stores  where  this  constant  demonstration 
would  have  little  value,"  he  says.  "It  might 
even  be  a  serious  detriment  to  trade.  How- 
ever, I  can  say  that  in  this  store  the  results 
have  been  excellent  from  every  standpoint, 
and  I  have  no  doubt  there  are  plenty  of  simi- 
lar stores  where  something  of  the  sort  can 
be  worked  out  successfully." 


The  fur  sale  of  the  International  Fur  Ex 

change,  St.  Louis,  Mo.,  realized  about  a  dollar 
a  pelt,  11,000,000  skins  bringing  $10,979,282 
Most  of  the  offerings  registered  declines  from 
May  prices.  The  largest  cuts  were  in  marmot, 
75  per  cent  down;  mole,  black  and  Southern 
muskrat,  65  per  cent;  fitch,  white  and  Aus- 
tralian hare,  brown  muskrat,  pony,  chinchilla 
and  ermine,  50  per  cent;  seal,  lynx,  seal-dyed 
muskrat  and  skunk,  45  per  cent ;  and  kolinsky, 
Japanese  mink,  nutria  and  silver  fox,  40  per 
cent.  Stone  marten,  Japanese  sable,  Japanese 
marten,  squirrel,  lamb,  timber  wolf  and  hair 
seal  held  to  May  prices.  Mountain  lion  was 
up  50  per  cent,  white  rabbit  20  per  cent  and 
marten  and  flying  squirrel,  10  per  cent.  The 
sale  was  well  attended. 

What  woman  has  not  known  the  difficulty 
of  properly  arranging  her  favorite  perfumes 
when  about  to  take  a  short  or  extended  vaca- 
tion trip,  or  on  her  shopping  tour?  Now  the 
most  desirable  extracts  have  been  concentrated 
in -the  correct  amount  in  tiny,  safety-sealed 
glasses  of  thread-like  size.  These  come  in  a 
small  French  ivory  case,  similar  in  size  to  the 
lip  stick,  and  may  be  carried  in  purse  or  bag 
without  any  danger  to  the  contents  of  the 
dainty  glass  tubes. 


Selfridge  Report 
Shows  Losses 
Taken  Early 

Volume  in  Excess  of  Any  Previous 
Year,  But  Gross  Profit  Per  Cent 
Is  Lowest  House  Ever  Had 

London  Office  of  the  Dry  Goods  Economist, 
11  Haymarket,  London,  S.  W.  1 

The  report  of  the  directors  of  Selfridge  & 
Co.,  Ltd.,  for  the  twelve  months  ending  Jan. 
31  last,  to  be  submitted  to  the  shareholders  at 
the  thirteenth  annual  ordinary  general  meet- 
ing on  Feb.  25,  indicates  that  the  concern  took 
prompt  action  in  marking  down  its  goods  with 
the  declining  market  during  the  latter  half  of 
1920.  The  report  contains  the  following  state- 
ment: 

"The  volume  of  business  has  been  in  excess 
of  any  previous  year,  but  the  gross  profit  per 
cent,  has  averaged  the  lowest  ever  shown  by 
this  house.  This  has  been  not  only  necessary, 
but  wise,  because  during  at  least  six  months 
out  of  the  twelve  prices  have  been  tumbling 
down,  and  we  have  endeavored  to  be  the  first 
in  the  field  to  anticipate  these  reductions." 

Nevertheless  the  profit  shown  after  pay- 
ment of  all  expenses,  including  income  tax,  is 
£375,031.  Adding  to  this  the  amount  brought 
forward  from  last  year's  account,  viz.,  £139,- 
203,  there  is  a  total  of  £514,234,  out  of  which 
the  directors  appropriated  funds  for  payment 
of  interest  on  debentures,  together  with  divi- 
dends on  the  preference  shares  and  the  pre- 
ferred ordinary  shares  and  a  6  per  cent  divi- 
dend on  the  staff  participating  shares,  interest 
and  the  dividends  aggregating  £115,278,  and 
also  a  dividend  of  10  per  cent,  free  of  income 
tax,  on  the  ordinary  shares  and  an  additional 
dividend  of  6  per  cent  on  the  staff  participat- 
ing shares.  This  left  a  balance  to  be  carried 
forward  of  £141,242. 

The  report  calls  attention  to  the  action  of 
the  directors  in  offering  a  10  per  cent  reduc- 
tion during  last  June  on  everything  through- 
out the  store,  a  policy  which  assisted  in  reduc- 
ing the  merchandise  stock  and  in  putting  the 
firm's  commitments  into  very  desirable  shape. 

Regarding  the  concern's  stores  in  other  cen- 
ters than  London,  the  report  says  that  their 
businesses  have,  as  a  whole,  done  well  during 
the  last  year.  Their  stocks  of  merchandise 
have  been  brought  down  to  a  reasonable  point, 
while  their  committments  on  purchases  for 
spring  and  summer  are  very  small. 

It  is  further  stated  that  large  amounts 
have  been  expended  in  changes  and  betterment 
of  the  physical  conditions  of  several  of  the 
branch  stores,  and  that  these  are  expected  to 
result  in  decided  advantages  during  the  com- 
ing twelve  months. 

Several  fioors  of  the  first  portion  of  the  new 
building  which  is  being  erected  in  London  by 
the  concern  will  be  ready  for  occupation  by  the 
end  of  March. 


An  Appreciation 


New  York,  March  5,  1921. 
Editor  of  the  Dry  Goods  Economist: 

Dear  Sir:  Allow  me  to  congratulate  you 
on  the  article  in  the  Economist  of  Saturday, 
Feb.  26,  entitled  "Choosing  a  Resident  Buyer." 
It  not  only  covers  the  point,  but  also  helps  con- 
siderably the  resident  buyers  and  the  mer- 
chants of  this  country.  You  struck  the  nail  on 
the  head  in  giving  the  details  of  the  service. 

Yours  truly, 

Alfred  Fantl. 
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THIS  is  the  kind  of  national  adver- 
tising that  will  help  you  show  a 
nice  profit  on  your  low-priced  watch 
business.  Get  some  Pocket  Bens  into  the 
window  and  tie  up  with  it— Western 
Clock  Co.,  La  Salle,  Illinois,  U.  S.  A. 
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Michigan  Retailers' 
Convention  Has 
Live  Program 

Semi-annual   Gathering   at  Detroit 
March  16  and  17  Will  Listen 
to  Many  "Headliners" 

The  third  semi-annual  convention  of  the 
Michigan  Retail  Dry  Goods  Association,  to  be 
held  at  Detroit,  Mich.,  March  16  and  17,  is 
going  to  be  a  humdinger.  The  program  com- 
mittee has  corralled  a  lot  of  headliners  who 
are  bound  to  make  "interesting  and  instruc- 
tive" sound  like  a  mighty  weak  description  of 
the  event. 

The  first  meeting  will  be  called  to  order 
by  John  A.  Brown,  president  of  the  Retail  Mer- 
chants' Bureau  of  Detroit.  John  A.  Russell, 
vice-president  of  the  Detroit  Board  of  Com- 
merce, will  deliver  the  address  of  welcome,  to 
which  J.  W.  Knapp,  president  of  the  retailers' 
association,  will  reply. 

Following  business  reports  in  the  after- 
noon session,  Victor  W.  Sincere  of  the  Bailey 
Co.,  Cleveland,  Ohio,  will  talk  on  "Business 
Conditions  for  1921."  J.  B.  Mills  of  the  J.  L. 
Hudson  Co.,  Detroit,  is  to  speak  on  "Retail 
Advertising  During  1921,"  and  Frederick 
Stockwell  of  Edson,  Moore  &  Co.,  Detroit,  on 
"The  Viewpoint  of  the  Wholesaler."  Each  talk 
will  be  followed  by  discussion  from  the  floor. 
An  experience  meeting  and  smoker  in  the  even- 
ing will  be  presided  over  by  W.  P.  Emery, 
general  manager  of  Crowley,  Milner  &  Co., 
Detroit. 

Second  Day  a  Winner 

The  morning  session  of  the  second  day  has 
three  good  features :  "The  Pattern  Situation," 
by  H.  S.  Shelton,  president  of  the  Johnson- 
Shelton  Co.,  Dayton,  Ohio;  "The  Financial 
Status  of  the  Retail  Merchant,"  by  Edmund  D. 
Fisher;  former  vice-president  of  the  Bank  of 
Detroit,  and  "The  Suppression  of  Shoplifting 
and  Kindred  Offenses,"  by  W.  de  S.  Trenholm, 
of  the  Stores  Mutual  Protective  Association, 
New  York. 

The  afternoon  is  the  star  session.  Percy 
S.  Straus,  head  of  R.  H.  Macy  &  Co.,  Inc., 
New  York,  is  to  speak  on  "Price  Maintenance." 
He  is  followed  by  Alvin  E.  Dodd,  manager  of 
the  domestic  distribution  department  of  the 
Chamber  of  Commerce  of  the  United  States, 
speaking  on  "National  Problems  Affecting  Re- 
tailers"; Mrs.  Lucinda  W.  Prince,  who  will 
talk  about  "Retail  Sales  Education"  ;  Hal  Gear, 
secretary  of  the  retail  division  of  the  St.  Paul 
(Minn.)  Association  of  Civic  and  Domestic 
Affairs,  on  "Parcel  Post  Deliveries  for  Retail 
Stores,"  and  Lew  Hahn,  managing  director  of 
the  National  Retail  Dry  Goods  Association,  on 
"Why  Every  Merchant  Should  Be  Interested 
in  the  Affairs  of  the  National  Association." 

A  banquet  winds  up  the  convention,  with 
Hugh  Satterlee  of  New  York  speaking  on 
"Taxes  of  the  Future,"  and  James  V.  Barry, 
of  the  Metropolitan  Life  Insurance  Co.,  New 
York,  on  "Organization." 


The  department  store  of  A.  Hyman,  Darl- 
ington, S.  C,  was  practically  wiped  out  by  fire 
on  Feb.  23,  the  loss  amounting  to  about 
$150,000,  of  which  $70,000  is  covered  by  in- 
surance. 

J.  D.  Collins,  owner  of  the  Bee  Hive  store, 
Spartanburg,  S.  C,  has  purchased  an  adjoin- 
ing property  on  which  a  department  store 
building  will  be  erected. 


The  windozv  display  that  put  the  anniversary  over. 

First  Anniversary  Event  Hits 
New  Notch  in  Grocery  Sales 

Remarkable  Sale  of  Self-serve  Grocery  in  Town  of  18,000 
Points  Its  Own  Moral^220,000  Customers  in  a  Year  Means 
That  the  Public  Wants  Service,  Especially  When  It  Favors 

the  Pocketbook 


JUST  a  year  ago  the  J.  W.  Hale  Co.,  of 
South  Manchester,  Conn. — a  town  of  18,- 
000  people — inaugurated  a  self-serve 
grocery  department,  which  was  heralded  at 
that  time  as  "a  plaything,  a  novelty,  some- 
thing not  practical,"  and  yet  it  has  turned 
out  to  be  one  of  the  most  successful  depart- 
ments of  the  store. 

Perhaps  one  of  the  biggest  reasons  for  the 
success  of  this  department  is  the  elimination 
of  all  service  features  usually  found  in  the 
regular  groceries,  thus  effecting  a  saving  of 
12  per  cent  on  every  dollar.  This  fact  was 
not  hammered  home  to  the  public  through 
comparison  of  prices  with  those  of  local  stores, 
but  rather  by  pointing  out  that  they  could  buy 
for  less  because  they  were  compelled  to  wait 
upon  themselves  and  to  carry  their  own  mer- 
chandise with  them. 

2,ooo  Customers  in  One  Day 

That  the  shopping  public  of  South  Man- 
chester has  appreciated  the  store  is  shown  by 
the  fact  that  220,000  people  have  bought  in 
the  department  during  the  first  year,  and  that 
now  the  average  is  well  over  5000  per  week. 
There  have  been  as  many  as  2800  visit  the 
grocery  department  in  one  day,  the  entire  sell- 
ing being  handled  by  two  checkers  and  two 
spare  clerks.  One  girl  alone  handled  900  sales 
in  one  day.  This  fact  can  be  more  appreciated 
when  you  realize  that  an  ordinary  grocery 


store  doing  that  amount  of  business  would  re- 
quire from  50  to  60  people  to  handle  the  trade. 

It  appears  that  customers  have  taken  to 
this  method  of  selling  just  as  a  duck  takes  to 
water,  because  they  are  not  bothered ;  they  can 
take  their  time  in  making  selections.  Mer- 
chandise bought  in  this  unique  store  may  be 
delivered  for  a  nominal  charge  of  15  cents. 

Although  there  are  660  different  items  car- 
ried there  have  been  less  than  100  complaints 
out  of  more  than  200,000  transactions  during 
the  year.  One  hundred  and  ninety-seven  thou- 
sand four  hundred  and  sixty  eggs  were  sold 
during  the  twelve  months  and  only  twelve  re- 
ported bad,  which  is  properly  considered  quite 
a  record. 

Cleared  Out  First  Day 

In  preparation  for  the  first  anniversary, 
enough  merchandise  was  purchased  for  a  two 
days'  sale,  yet  the  response  was  so  great  that 
practically  the  entire  lot  was  closed  out  the 
first  day  and  reinforcements  had  to  be  rushed 
in  by  truck,  boat  and  train.  Perhaps  the  most 
interesting  feature  of  the  sale  was  the  carload 
of  strawberries  direct  from  Florida  which  was 
closed  out  before  evening. 

The  department  is  under  the  direction  of 
S.  D.  Thornton,  a  young  man  who  served,  with 
his  four  brothers,  from  May,  1917,  to  the  end 
of  the  war  and  made  an  enviable  record.  De- 
partment stores  who  have  discontinued  or 
thinking  of  discontinuing  their  grocery  de- 
partment would  do  well  to  study  this  self- 
serve  idea,  which  seems  to  have  solve'd  the 
"profit  problem"  for  so  many  stores  located  in 
towns  of  every  size,  from  10,000  up. 

Some  idea  may  be  had  of  how  attractive  a 
grocery  department  can  be  made  by  studying 
the  photograph  reproduced  of  the  Hale  store. 
We  are  reproducing  the  window  which  was 
used  to  "put  over"  the  first  anniversary  sale. 
With  a  window  as  attractive  as  this  one,  it  is 
no  wonder  that  Mr.  Thornton  has  been  so  suc- 
cessful with  his  department.  The  window  was 
trimmed  by  Francis  Tynam,  display  man  for 
the  J.  W.  Hale  Co. 


This  arrangement  says  "Help  Yourself"  so 
invitingly  that  almost  everybody  does. 


H.  N.  Riker  has  joined  the  force  of  the 
New  York  Department  Store,  Miami,  Fla., 
where  he  will  be  head  of  the  ready-to-wear  de- 
partments. Mr.  Riker  was  formerly  connected 
in  a  similar  capacity  with  Kaufman  &  Baer, 
Pittsburgh,  Pa.,  the  J.  L.  Hudson  Co.,  Detroit, 
Mich.,  and  the  G.  Fox  Co.,  Hartford,  Conn. 
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A  Timely  Move — 


— on  your  part  would  be  to  emulate  the 
bright  and  refreshing  vigor  of  Spring- 
time by  doing  something  which  your 
patrons  rightly  expect  —  provide  the 
NEW  and  DIFFERENT  by  introducing 

Milapaco 

Lace  Paper  Doilies     Shelf  Paper 
Lace  Paper  Centerpieces 

They  express  dainty  refinement,  newness, 
good  taste  and  true  economy.  Needed 
in  every  home  and  particularly  by  lodges, 
churches,  societies  as  economical  table 
decoration  everywhere.  You  will  estab- 
lish a  nice  business  in  Milapaco  merely 
by  displaying  it.  Doilies  packed  in  trans- 
parent envelopes.  Write  for  our  free 
book,  "A   Thousand  and   One  Ways." 


MILAPACO 

Milwaukee  Lace  Paper  Co. 
Cor.  Lee  and  Bolton  Sts. 
Milwaukee,  Wisconsin 
Est.  1899 

New  Vork  Boston  San  Francisco 

Chicago       New  Orleans       Montreal  Winnipeg 


BABY 
PANTS 


Different   from  AH 
Others 


NOTE 

The  new  shape — practically  and  scientifically  de- 
signed.   Shirring  at  waist  and  knees.     Liberal  full- 


ness. 


Pure  Rubber,  Vulcanized  into  One  Piece, 
No  Pins,  No  Buttons,  No  Strings 

NO  STITCHING  TO  TEAR 
Every  Pair  Gueuranteed 


The  Best  25c  Supporter — Built  on  Quality 


Pin  made  of  Heavy  Wire 
Finest  Grade  Elastic 
Heavy  Non-Elastic 


Guaranteed  Band 
Covered  Back  Buckle 
Large  Rubber  Button 


Arthur  Frankenstein  &  Co. 

Mfrs.  of  KEWPIE  GARTERS 
514-516  Broadway  New  York 
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There's  Almost  No  End  of  Stunts  to 
Keep  All-year  Toys  Popping 

Advertising  Right  in  the  Department  Brought  Crowds  into  This 
Store,  and  Sold  Other  Goods  as  Well  as  Toys — A  Distinctive  Fea- 
ture Once  a  Month  Was  Easy  and  Inexpensive  —  Entertainment 
Value  Appeals  to  Children  and  Grown-ups  Alike 


"W 


'HAT  shall  we  do  to  make  our 
toy  department  an  all-around 
daily,  weekly  and  yearly  suc- 
cess?" More  and  more  prevalent- is  becom- 
ing the  cry  of  dealers  everywhere  to  make 
the  toy  departments  of  their  establishments 
strong  and  well-paying  propositions,  not 
only  at  the  gift  season  of  the  year,  but  at 
all  other  times  as  well.  "Why  should  we 
pack  our  goods  from  sight,  and  bring  them 
out  for  Christmas  trade  only?"  It  was  with 
this  question  in  mind  that  one  well-known 
firm  in  a  Middle-Western  town  made  for  its 
toy  department  a  record-sweeping  business, 
which  was  not  confined  to  one  season  of  the 
year. 

New  and  individual  advertising  formed  the 
strategic  point  of  attack;  for  already  this 
dealer  had  grasped  the  basic  necessity  for  well- 
arranged  and  effective  display,  as  well  as  toy 
merchandise  comprising  all  the  best  features 
in  the  industry.  Attention  was  now  turned 
to  furthering  the  advertisement  idea  of  enter- 
taining the  child — namely,  by  the  presentation 
to  him  in  person  of  his  favorite  story-book 
character. 

Just  Like  Big  Folks  Feel 

What  grown-up  has  not  wished  at  some 
time  or  other  that  he  could  know  in  real  life 
David  Harum,  Mr.  Pickwick  or  Colonel  New- 
combe?  With  greater  intensity  does  the  child 
want  to  know  Jack  of  the  Beanstalk,  Little  Red 
Riding  Hood,  or  the  Princess  Goldilocks. 
Working  from  this  point  of  understanding, 
a  three  months'  campaign  was  planned,  to 
bring  the  child  to  the  store,  to  make  him  want 
to  come  again,  and  incidentally  to  make  the  toy 
department  a  live  institution  and  a  uniform 
selling  proposition. 

One  corner  was  reserved  and  cleared  of 
counters  and  floor  display.  It  seemed  neces- 
sary to  have  a  vantage  point,  or  space  that 
might  be  used  as  a  small  stage,  or  a  back- 
ground for  the  antics  of  the  three  bears,  or 
the  telling  of  stories.  There  was  no  expense 
necessary  here,  as  the  space  later  proved  to 
pay  for  itself,  and  a  regular  platform  might 
have  proved  a  barrier  between  the  child  and 


Drawn  by  an  Economist  artist 

Once  when  Madam  Tcira::.zUii  sang  in  Mem- 
phis, Tenn.,  she  gave  a  little  curtain  speech 
and  said,  among  other  things:  "Ladies  and 
gentlemen,  I  so  love  to  come  to  your  beautiful 
city  with  the  crooked  river  and  the  cotton  lin- 
ing in  the  streets."  The  fleecy  staple  no  longer 
lies  in  the  streets.  It  is  sheltered  under  vast 
warehouses  and  two  types  of  vehicle  shown 
above  are  familiar  to  every  visitor  in  a  cotton 
locality  as  typical  of  the  means  employed  to 
transport  cotton.  Both  are  from  the  Memphis 
Toy  &  Novelty  Mfg.  Co.  The  dray  retails  at 
$1.50,  the  wagon  at  $2.50.  Below  is  a  float- 
ing Noah's  Ark  with  old  Jumbo  leading 
the  procession  of  wooden  animals,  of  which 
there  are  twenty-four  in  all.  Made  at  the 
Bobby  Toy  Shops  to  retail  at  $7.50. 


his  hero  or  heroine. 

The  campaign  began  late  in  January, 
directly  after  the  regular  stock-taking  period, 
and  was  advertised  in  local  papers  by  a  few 
leading  lines,  and  a  quick  pencil  sketch  of  the 
Snow  Queen,  who,  it  was  said,  would  appear  in 
person  at  certain  hours  of  the  week  to  talk 
with  the  children  and  show  them  picturgs  of 
herself  in  their  favorite  story  books.  She  told 
them  other  stories,  sitting  in  a  small  alcove 
made  to  represent  an  Iceland  scene,  and  talk- 
ing with  the  children  who  sat  in  small  chairs 
grouped  about  her. 

During  these  hours  it  was  found  that  many 
books  sold,  mostly  the  ones  that  were  under 
discussion,  and  that  the  parents  who  were 
present  often  carried  away  the  chairs  in  which 
their  youngsters  had  been  sitting.  It  was  also 
found  to  be  a  convenient  time  to  carry  home 
to  Mary  or  John  the  long-wished-for  skates, 
sleds  or  snowshoes. 


Needless  to  say,  in  February  George 
Washington  appeared,  dressed  in  his  three- 
cornered  Colonial  hat,  knee  breeches  and 
silver  buckles.  He  was  greeted  with  much 
enthusiasm  by  his  audience  when  he  told 
about  the  time  he  chopped  down  the  cherry 
tree,  and  how  he  felt  when  his  father  spoke 
to  him  about  it.  On  this  occasion  many  toy 
hatchets  were  sold,  and  children's  books  of 
history  were  featured. 

March  found  Easter  almost  at  hand,  and 
with  it  thoughts  of  chickens,  eggs  and  the 
new  Easter  bonnet.  For  March  and  April, 
then,  a  plan  was  made  for  a  spring  fashion 
show,  a  counter  being  devoted  entirely  to  the 
American-made  doll  and  her  new  clothes.  An 
attractive  young  girl  in  nurse-maid's  costume 
talked  to  the  children  and  helped  them  take  to 
walk  the  lovely  dolls  who  appeared  as  real  as 
themselves. 

A  Lively  One  for  March 

At  this  time  there  was  a  special  feature 
for  the  boys,  but  one  that  attracted  the  girls 
as  well.  This  consisted  of  an  arrangement  of 
newly  hatched  chickens  and  a  house  and  yard 
of  blinking  white  rabbits.  For  the  retailer 
who  perhaps  could  not  carry  out  this  particular 
idea  there  are  many  other  innovations  which 
might  be  used — as  to  have  the  March  hare  on 
hand,  or  Br'er  Rabbit,  or  even  the  spring 
hurdy-gurdy  man  with  music  and  monkey. 

In  May  a  miniature  maypole  was  set  up, 
with  the  dolls  holding  bright-colored  ribbons 
in  their  hands,  and  poised  as  they  were  about 
to  pass  one  another  in  the  maypole  dance. 
Each  child  carried  away  a  pink,  blue  or  green 
May  basket  filled  with  small  candies. 

The  business  done  by  the  firm  during  the 
month  showed  an  almost  unbelievable  increase 
over  that  done  the  previous  year,  with  an  ap- 
appreciable  advance  over  the  preceding  three 
months.  And  already  the  entertainments  were 
looked  upon  by  both  children  and  parents  as  a 
regular  part  of  their  monthly  programs — 
something  as  necessary  as  the  dancing-school 
class  or  the  occasional  birthday  party. 

June  followed,  with  Beauty  and  the  Beast 
playing  the  leading  roles — and  Beauty  told  the 

(Continued  on  page  149) 
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TOYS 

Summer  Profits  in 

DIAMOND  TOYS 


WL  are  all  apt  to  get  a  bit  ultra-profound  over  such 
issues  as  "reconstruction"  and  the  "cycle  of 
economy"  and  the  new  "buyers'  market."  We  are  apt 
to  get  somewhat  muddled  in  our  thinking  and  lose  sight 
of  the  really  vital  issue  upon  which  profits  in  toys  must 
depend. 

One  thing  is  certain:  Children  are  still  children.  They 
still  love  candy  and  play  and  toys.  Business  funda- 
mentals have  no  effect  upon  their  natural  cravings. 
Youngsters  want  toys — not  at  Christmas  time,  but 
NOW  and  tomorrow  and  every  day  onward  from  to- 
morrow until  they  cease  to  be  children. 

Another  thing  is  certain:  Parents  are  still  human  beings 
with  a  natural  love  for  children.  Their  hearts  are  still 
in  the  same  place  and  their  greatest  pleasure  lies  in 
satisfying  the  cravings  of  youngsters — their  own  and 
others.  "Reconstruction"  has  nothing  to  do  with  their 
sentiments. 

One  thing  more  is  certain:  A  child  can  hardly  crave 
for  a  tov  he  has  never  seen.  Likewise  a  parent  can 
hardlv  think  of  purchasing  a  toy  that  has  never  been 
asked  for  or  that  he  himself  has  never  seen. 


In  other  words,  year  'round  toy  profits  are  largely  a 
matter  of  year  'round  vision  and  year  'round  common 
sense  in  merchandising.  Meager  stocks  of  toys  with 
inadequate  display  and  advertising  can  only  have  the 
effect  of  weakening  interest  and  demand,  while  ample 
stocks  and  the  displays  of  toys  can  only  have  the  effect 
of  quickening  consumer  interest  and  purchasing. 

Careful  analysis  will  show  that  your  toy  profits  can 
be  about  whatever  you  want  them  to  be,  whether  the 
season  is  Summer  or  Winter.  It's"  entirely  up  to  you. 
People  can  only  buy  toys  they  see  or  know  you've  got. 

Don't  overlook  the  summer  profits  in  Diamond  Toys. 
Here  is  one  of  the  widest  varieties  of  unique,  attractive 
and  quick  selling  wooden  toys  made  in  America. 
Dozens  of  fascinating  novelties  appeal  to  every  child 
— for  Summer  or  Winter — for  indoors  and  outdoors. 
Parents  endorse  them  not  only  because  of  their  play 
value,  but  because  they  wear  well. 

Diamond  Toys  have  proved  themselves  to  be  quick 
interest  getters,  quick  sellers  and  quick  profit  makers — 
rot  only  during  holidays,  but  all  year  'round.  Look 
them  up  at  the 


CHICAGO  TOY  FAIR 

Hotel  Morrison 


April  1921 


DIAMOND 
TOYS 


THE  DIAMOND 
TOY  CORPORATION 

Permanent  Headquarters  and  Showrooms: 

National  Association  Building 
25  West  43rd  Street,  New  York 


DIAMOND 
TOYS 


Factories: 


Oswego,  N.  Y. 


Athol,  Mass, 


40-28 


Mil 
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Why  the  American  Toy  Maker 
Deserves  to  Hold  His  Job 

Toy  Business  Made  Its  Greatest  Strides  During  the  Years  He 
Dominated  His  Home  Market — Now,  with  QuaUty  Better  Than 
Ever,  He  Faces  German  Competition  That  May  Prove  Boomerang 
to  the  "SelHng  End,"  Even  in  Retail  Stores 


THE  importance  of  co-ordination  and  co- 
operation between  the  manufacturer 
and  the  buyer,  as  often  pointed  out  in 
the  Economist,  is  being  demonstrated  in  the 
New  York  Toy  Fair,  which  is  just  now  com- 
ing to  a  close.  From  the  standpoint  of  im- 
mediate sales  the  Fair  has  not  had  the  an- 
ticipated results. 

Retail  buying  thus  far,  as  a  rule,  has 
been  limited,  and  if  American  toy  manufac- 
turers were  made  of  less  stern  stuff  they 
might  have  cause  to  feel  discouraged.  As 
a  matter  of  fact  they  are  not  discouraged 
and  in  their  indomitable  spirit  one  sees  the 
keynote  of  the  American  toy  manufacturing 
situation  and  is  reassured  in  their  faith  as 
to  the  ultimate  outcome. 

He  Has  the  Failth 

For  the  American  manufacturer  has  that 
one  necessary  attribute  without  which  no 
business  can  succeed — he  has  an  abiding 
faith  in  his  product. 

While  orders  were  small,  and  for  the  most 
part  were  not  orders  at  all,  but  merely 
memoranda  for  future  use,  the  attendance, 
in  view  of  the  fact  that  the  Toy  Fair  at  Leip- 
zig was  in  progress  and  many  American  buy- 
ers took  advantage  of  this  opportunity  to 
visit  the  foreign  market,  was  surprisingly 
good. 

The  impression  of  the  merchandise  as 
carried  away  by  those  persons  so  fortunate 
as  to  see  so  large  a  display  at  such  good  ad- 
vantage, was  excellent.  Almost  without  ex- 
ception the  lines  shown  were  superb  and 
marked  the  top  notch  of  toy  making. 

Quality  Tells  the  Story 

In  a  comparison  of  the  American  toy  prod- 
uct with  imported  goods,  the  buyer  who 
studies  merchandising  carefully  should  then 
consider  the  quality.  There  are  some  classes 
of  American-made  toys  which  challenge  the 
competition  of  any  country  and  at  competi- 
tive prices.  Some  of  these  goods,  such  as 
railway  trains  and  mechanical  equipment, 
cannot  be  duplicated  anywhere  for  any 
price.    In  competition  with  Germany  on  a 


strictly  price  basis  the  American  product  is 
at  a  disadvantage.  They  cannot  touch  our 
better  class  of  toys,  but  American  makers 
cannot  touch  cheap  foreign  "bread  and  but- 
ter" lines. 

Have  Improved  Quality 

The  standards  of  the  American  manufac- 
turer in  the  past  might  have  been  improved 


"Cry  Lady"  balloon,  a  nezv  toy  novelty  from 
the       lerson  Rubber  Co. 

upon,  for  there  were  many  regrettable  mis- 
takes made  in  war-time  noise  and  hurry. 
This  was  a  passing  phase,  due  to  conditions 
and  natural  to  a  new  industry.  To-day  these 
same  manufacturers  are  "shooting  the 
moon"  and  their  product  apparently  can- 


not be  improved  upon  in  quality.  The  buyer 
should  analyze  his  trade  well  and  see  if  in 
his  experience  his  clientele  wants  cheap 
merchandise.  It  is  a  fact  that  should  be 
borne  in  mind  that  the  greatest  progress  in 
the  history  of  toy  selling  in  this  country  has 
occurred  during  the  period  of  the  highest 
prices,  and  those  that  have  sold  best  have 
been  toys  of  educational  and  constructive 
value. 

Must  Take  Long  View 

The  toy  business  is  apparently  a  perma- 
nent one  and  a  sale  that  will  net  a  few  cents 
greater  profit  to-day  and  cheapen  the  repu- 
tation of  the  department  for  dependable  mer- 
chandise is  not  a  good  buy. 

It  is  characteristic  of  the  American  pub- 
lic to  want  what  they  want  when  they  want 
it,  and  toys  are  now  almost  as  seasonable 
in  their  demand  as  is  wearing  apparel.  One 
buyer  who  went  to  Germany  last  year  and 
bought  large  orders  of  goods  and  then 
rushed  out  into  the  New  York  market  at  the 
last  moment  to  buy  Christmas  goods  said: 
"The  only  way  to  buy  goods  in  Germany  is 
to  go  with  your  money  in  your  hand  and 
bring  the  goods  back  on  the  boat  with  you." 

To  place  orders  for  goods  and  depend 
upon  them  and  then  not  have  them  come  and 
not  be  able  to  purchase  them  elsewhere 
would  be  fatal  to  any  toy  department! 

The  American  manufacturer  cannot  keep 
in  business,  unless  he  gets  business! 

May  Mean  Elimination 

If  he  does  not  have  the  co-operation  of 
his  American  public  he  may  not  be  here  to 
serve  their  needs. 

It  is  well  to  bear  in  mind  also  that  the 
low  price  of  this  foreign  merchandise  is  due 
to  the  rate  of  exchange.  To  discredit  the 
American  toy  business  by  failing  to  give  it 
the  support  it  deserves  would  be  to  eliminate 
its  ability  to  compete  at  all  and  foreign  mar- 
kets would  not  hesitate  to  advance  their 
prices. 

The  spirit  of  bargaining  is  strong  in  all 
of  us,  but  there  are  intricacies  in  the  toy 
business  both  at  home  and  abroad  which 
need  study  and  require  carefully  thought 
out  buying  plans. 


This  is  not  a  toy  but  a  ceiling  fan  for  the  toy  department  and  a  novel 
advertisement  for  toy  aeroplanes,  besides  being  an  excellent  fan.  It  is  said 
to  consume  less  electricity  and  cool  a  larger  zone  than  the  average  fan.  It  ts 
about  4  X  4  ft.  in  size.   Sold  by  the  Mars  Co. 


The  Trikitumble  Toy  Co.  of  Minneapolis, 
Minn.,  manufacturers  of  adjustable  wooden 
toys,  have  opened  sales  offices  in  the  Bush 
Terminal  Sales  Building,  in  charge  of  A.  J. 
Woolf,  sales  manager.  The  company  was  or- 
ganized by  ex-service  men,  and  its  employees 
and  stockholders  are  made  up  entirely  of  ex- 
service  men. 

A  collapsible  hammock  for  infants,  adapted 
for  use  in  automobiles,  has  just  been  brought 
out.  It  is  made  of  heavy  duck  with  strong 
frame  and  springs.  It  can  be  folded  so  as  to 
occupy  very  small  space  and  can  be  used  as  a 
handbag  to  carry  the  baby's  blankets,  pillows, 
and  other  necessaries,  as  it  is  provided  with  a 
handle.  When  in  use,  the  hammock  is  sus- 
pended from  the  sides  of  the  hood. 
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Three  Well  Designed 
Well  Constructed  Toys 


All-Year-Round  Sellers 
All  of  Them 


A  FEW  OF  THE 

FIFTY  DIFFERENT 

Items  We  Make 


ROCKERPLANE 

Patents  Pending 

4  TOYS  IN  1 

Get  the  facts  regarding  this  interesting  new  toy  now.  No  toy  has  a 
wider  range  of  selling  prospects.  Its  four  features  adapt  it  to  various  forms 
of  children's  play  from  the  time  a  child  is  nine  months  old  up  to  the  age 
of  five  or  six  years.  ROCKERPLANE  has  all  the  fun  features  of  the 
wheel  toys  and  coasters  plus  a  number  of  clever  variations. 

.    An  Outdoor  Toy  and  an  Indoor 
Toy — A  Toy  for  Boys  or  Girh 

Manufactured  in  four  beautiful  enamel  colors  (washable):  Baby  Pink  

Baby  Blue— Apple  Tint  and  White. 

Descriptive  folders  in  actual  colors  are  ready  for  you,  Write 


DRAWEZY  RULERBOARD 

(Patents  Pending) 

A  modern  blackboard — something  entirely  new. 
With  the  DRAWEZY  RULERBOARD  aU  chil- 
dren get  results  in  reproducing  pictures.  The 
"scale  system,"  the  modern  educational  method  is 
employed.    Finished  in  four  beautiful  colors  that 

harmonize  with  home  surroundings.  French  Gray  

Pink— Ivory  and  Varnish  Stain.  Sells  for  the  same 
price  as  many  ordinary  blackboards.  There  are 
many  other  things  you  should  know  about  DRAW- 
EZY RULERBOARD.  Write  today  for  our 
folder. 


Hay  Wagons 

Wiggin  Red  Wagon 

Wheelbarrows 

Ooll  Cabs  and  Buggies 

Sand  Mills 

Roller  Rocker  Ducks 

Doll  Houses 

Doll  'Furniture 

Juvenile  Furniture 


Noah's  Arks 
Santa  Claus  Sleds 
Wiggin  Shoo  Flys 
Canal  Boats 
Toy  Cradles 

Doll  Bedroom  Furniture 

Farm  Yards  and  Animals 

Rolling  Clowns 

Toy  Gondolas 

Doll  Chairs  and  Rockers 


and  a  big  line  of  hand  deco- 
rated, fast  selling,  novel,  new 
$1  playthings. 


Our  entire  plant  is  devoted  ex- 
clusively to  the  manufacture  of 
toys.  Our  facilities  for  production 
enable  us  to  make  prices  that  will 
interest  you.  We  gladly  furnish 
electrotypes  and  selling  helps. 
Your  inquiry  will  be  appreciated. 

You  Are  Invited  to  Visit  Us 
at  the  Chicago  Toy  Fair 

GREAT  NORTHERN 
HOTEL 
Suite  40  and  42 

Seventh  Floor 

First  Three  Weeks  in  April 
— 1st  to  21st  Inclusive — 


The 

^'WIGGIN  WAGON" 

Something  new  and  novel  in  wagons. 
The  sides  and  ends  of  the  wagon  are 
hinged  to  drop  down.  This  feature 
creates  a  wonderfully  sturdy  coaster. 
The  wiggin  wagon  moves  in  quantities. 

Let  us  tell  you  more  about  this  excep- 
tional wagon. 


THE  WIGGIN  WAGON 


THE  WIGGIN  WAGO^^^ 


TOY  COMPANY  OF  AMERTCA 

APPLETON,  WISCONSIN 
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Variety's  the  Spice  of  Toys;  Take  It  r 
From  the  Mechanical  Doll 

All  the  Toy  Department  Needs  to  Sell  More  Toys  and  More 
Dolls  Is  an  Idea  Once  in  a  While— And  There's  a  Knack  in 
Fixing  Those  Displays,  Too 


"It's  the  shallows  that  murmur;  deep  wa- 
ters are  ever  dumb,"  whispered  the  Mechanical 
Doll  to  her  neighbor,  who  sat  alongside  on  the 
high  glass  shelf  in  the  toy  department. 

"What  I  could  tell  Miss  Parlo  about  run- 
ning a  doll  department  would  fill  an  encyclo- 
pedia. You  see,  we  just  sit  here  all  day  long 
and  we've  nothing  to  do  but  listen  to  the  com- 
ments of  the  little  girls  and  their  mothers  who 
come  here. 

Too  Much  Monotony 

"In  the  very  first  place,  just  between  you 
and  me,  I  don't  think  Miss  Parlo  knows  much 
about  dolls,  or  little  girls,  either.  If  she  did 
she  wouldn't  keep  us  sitting  here  in.  long, 
stately  rows  like  our  grandmothers  'done  in 
oil'  and  a  $2.98  'gold'  frame  on  the  parlor 
wall  at  home. 

"Even  dear  old  grandmother  would  have 
appeared  handsomer  and  certainly  much  more 
lovable  and  human  if  she  had  tried  to  look 
natural  whpn  she  had  her  picture  made.  That 
is  the  charm  of  children,  they  are  just  lovable, 
cuddly  little  roly-polys  that  have  not  learned 
to  be  artificial.  How  do  you  think  even  the 
prettiest  kind  of  little  girls  would  look  sitting 
round-eyed  and  apple-cheeked  in  a  solemn  row 
side  by  side?  Why,  you  would  just  laugh  to 
see  them,  and  you  would  wonder  if  they  were 
not  being  punished  for  having  been  bad  little 
girls. 

Make  'em  Look  Alive 

"But  what  is  prettier  now  than  a  group  of 
little  girls  sitting,  or  walking,  or  lying  down, 
or  tumbling  in  the  grass  or  doing  any  old 
thing  naturally? 

"Now,  if  I  were  Miss  Parlo  or  Miss  Any- 
body Else,  who  tried  to  make  little  girls  happy 
by  selling  them  big,  beautiful  dolls  to  love,  I 
know  quite  a  few  things  I  would  do  that  Miss 
Parlo  never  thinks  of. 

"In  the  first  place  I  never  would  scatter  the 
dollies  miscellaneously  about  all  over  a  depart- 
ment, like  ilittle  orphans  who  haven't  any 
mamma,  and  I  wouldn't  segregate  them  in  a 
glass  case  like  specimens  in  a  museum. 

Getting  the  Pep 

"I  would  lay  out  and  designate  a  certain 
space  in  my  department,  as  the  doll  shop,  and 
I  would  get  the  very  prettiest  and  neatest  girls 
in  the  store  to  take  care  of  the  department  and 
sell  dolls.  Then  I  would  arrange  the  dollies 
so  attractively  that  little  girls  couldn't  help 
seeing  them,  and,  seeing  them,  would  not  for- 
get them. 

'  1  would  use  an  entirely  different  arrange- 
ment at  least  once  a  month  in  my  shop  and 
plan  the  display  to  take  in  at  least  one  of  a 
kind  of  all  the  dolls  in  stock. 

"The  others,  all  duplicate  dolls,  should  be 
left  in  the  stock  room  in  the  boxes  or  wrap- 
pings in  which  they  were  shipped.  We  very 
soon  became  soiled  and  damaged  when  left  out, 
and,  besides,  a  quantity  of  us  at  one  time 
confuses  a  child  and  she  cannot  pick  out  the 
one  she  loves  best. 

"Now,  in  my  shop,  the  very  first  month,  I 
would  have  a  perfect  love  of  a  display.  Did 
you  ever  see  the  way  furniture  dealers  lay 
out  the  plan  for  an  entire  house  in  one  show 
window,  showing  a  living  room,  dining  room. 


bedroom,  kitchen  and  bath  all  in  such  a  little 
space  ? 

Just  Like  Kids  at  Home 

"That  is  just  what  I  would  do  in  my  doll 
shop,  only  I  would  use  doll  furniture  through- 
out. Beginning  in  the  sitting  room,  I  would 
have  old  Papa  Doll  sitting,  reading  his  evening 
paper,  and  Mamma  Doll  rocking  the  baby  in  his 
cradle  to  sleep,  while  Johnny  Doll  and  Mary 
Doll  sit  on  the  floor  playing  with  their  blocks 
and  Willie  Doll  practises  standing  on  his  head. 

"In  the  bathroom  I  would  show  old  black 
Mammy  giving  little  naked  junior  a  good 
scrubbing  in  the  bath  tub,  and  so  on  through- 
out the  house.  I  would  show  the  dolls  doing 
just  the  things  that  plain  everyday  people  do 
every  day  of  their  life. 

"Then  the  next  month  I  would  have  an 
altogether  different  plan  and  the  grown-ups 
would  just  love  this  one,  I  know,  because  they 
always  do  love  the  things  that  take  them  back 
to  their  childhood. 

"I  would  show  a  lovely  country  road  with  a 
white  paper  cardboard  fence  and  a  pasture 
made  out  of  soft,  green  knitting  yarn  with  a 
couple  of  toy  cows  and  some  other  toy  animals, 
and  at  the  end  of  the  lane  I  would  have  a  little 
brown  red-roofed  school  house  with  the  school 
mistress,  glasses  on  nose,  standing  out  in  front 
ringing  the  school  bell. 

Making  the  Idea  Real 

"All  the  little  dollies  trudging  along  the 
lane  going  to  school  would  have  on  gingham 
dresses  with  little  school  hats  or  sunbonnets 
and  their  slate  or  school  books  in  a  strap  and 
a  lunch  basket  on  their  arm.  The  boy  dolls,  of 
course,  would  be  dressed  like  little  schoolboys. 

"Can't  you  see  how  interesting  this  would 
be,  and  how  it  would  fascinate  the  children? 
It  would  be  some  trouble,  of  course,  but  any- 
thing that  is  worth  while  is  worth  some  little 
effort.  I  do  wish  Miss  Parlo  would  try  it; 
I  get  so  tired  and  miserable  sitting  here.  I 
believe  I  will  tell  her  the  next  time  I  get  her 
attention.  Maybe  she  is  like  the  very  old 
man  who  had  never  gotten  married,  and  when 
asked  by  his  little  niece  why  he  had  not,  said 
he  had  never  thought  of  it." 


Rogers  Brothers,  who  conduct  a  large  de- 
partment store  at  Third  Avenue  and  One  Hun- 
dred and  Forty-third  Street,  are  considering 
the  construction  of  a  new  five-story  building  to 
be  erected  on  the  south  side  of  Fordham  Road, 
from  Webster  to  Park  Avenues,  a  site  recently 
purchased  by  this  firm.  It  is  expected  that  the 
building  will  be  begun  this  spring. 


Beginning  at  the  top  of  the  column,  we  see 
Polly  Darling,  an  attractive,  ciiddly  httle 
"miss"  made  of  mercerized  stockinet  stuffed 
zvith  sanitary  cotton.  She  is  entirely  hand-mode 
and  her  small  features  are  hand-painted.  From 
the  Manaphil  Dolls.  From  Fountain,  Inc., 
formerly  the  Colonial  Doll  Co.,  comes  the  next 
cunning' little  "miss."  She  is  of  composition, 
dressed  in  satin  with  a  marabou-trimmed  cor- 
duroy coat  to  retail  at  $5-  While  the  knickers 
and  the  overalls  in  "The  dress  the  dollies  like 
the  babies  series"  is  from  Katherine  A.  Rau- 
ser,  Inc.  The  doll  at  the  bottom  is  from  the 
International  Walking  Dolls  and  is  so  life-like 
that  like  Galatea,  she  seems  only  to  await 
Pygmalion's  life-giving  breath  to  bring  to  her 
the  pink  Hush,  of  life.  _ 


1»  »- 
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Drawings  by  an  Economist  artist 


144 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


EDUC^¥ION^L  ¥OYS 

w   ¥IV%T  TR;%IN  ¥HE  H^ND  w 

Toy  Water  Color  Sets     Stencil  Sets 
Kindergarten  CrayonlSets 

Bright  and  appealing  colors  used  on  all  covers  throughout  the  line — every  one  a 
masterpiece  in  design.  Sets  have  appropriate  names,  such  as  Red  Riding  Hood, 
Brer  Rabbit,  Peter  Pan,  Bo-Peep,  Hiawatha,  King  Arthur  and  a  variety  of  others 
most  familiar  to  children. 

Be  sure  and  see  our  complete  line  including  crayons,  pencils,  birthday  candles,  etc., 
on  display  at  the  Hotel  Imperial,  Room  341,  or  our  office  on  the  seventeenth  floor 
of  the  Bush  Terminal  Sales  Building,  New  York  City. 

Est;%dlishei>  J.933 
DU^KYxO  H  ■  O  N  E  W  YO  R  K 
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It's  Easy  to  Put 
In  a  Sand  and 
W ater  Display 

And  Stores  in  Inland  Cities  Can 
Score  Heavily  swith  Just  a 
Plain  Sand  Pile 

This  suggestion  for  showing  sand  and 
water  toys  may  be  carried  out  in  window 
display  and  used  indefinitely  in  the  toy  de- 
partment. In  cities  and  towns  near  a  beach 
or  bathing  or  summer  resort,  this  class  of 
goods  sells  excellently  and  is  worthy  of  a 
little  sales  promotion.  In  inland  cities  and 
smaller  towns  the  individual  sand  pile  fre- 
quently takes  the  place  of  the  beach  and 
sales  of  toys,  when  sufficiently  encouraged, 
may  be  almost  as  large. 

In  the  first  named  class  of  stores,  in  the 
Southern  territory  sales  promotion  should 
begin  as  early  as  April.  In  the  North  and 
East,  the  beach  season  generally  does  not 
begin  before  May,  and  the  display  should 
of  course  be  timed  with  the  season  and  the 
weather. 

How  to  Make  the  "Beach" 

The  idea  is  to  reproduce  a  strip  of  beach 
in  both  the  window  display  and  the  toy  de- 
partment. To  do  this,  a  40-in.  wide  strip  of 
tin  the  same  length  as  the  window  should 
first  be  obtained  and  painted  and  grained 
to  look  like  sand.  This  could  be  curled  at 
the  edges  and  the  ends  until  it  would  hold 
water.  Then  a  background  should  be  made 
in  the  window  of  potted  ferns,  small  shrub 
and  fiowers  and  the  bottom  of  the  window 
filled  with  sand,  the  trough-like  width  of  the 
tin  should  be  then  placed  to  run  diagonally 
across  and  to  the  corners  of  the  window,  the 
sand  heaped  up  well  to  cover  the  edges. 
Spades,  buckets,  san.d  moulds  and  shovels, 
should  be  strewn  along  the  "beach,"  while 
water  toys,  ducks,  frogs  and  fish  disport 
themselves  in  the  stream.  A  tiny  sailing 
vessel  could  be  used  also  with  good  effect. 
Boy  and  girl  dolls  should  also  be  grouped 
along  the  beach  as  though  at  play. 

In  the  Department,  Too 

The  same  idea  should  be  carried  out  in 
the  toy  department.  This  window  might  be 
used  for  a  succeeding  week  for  display  of 
bathing  suits  and  beach  apparel.  In  the 
second  class  of  stores,  if  this  window  proved 
too  difiicult,  a  sand  pile  could  be  reproduced 
in  a  window  display  with  the  very  best  kind 
.  of  results  for  both  the  infants'  and  toy  de- 
partments. 

This  would  be  a  simple  matter  of  dump- 
ing the  sand  into  the  window  and  grouping 
small  doll-children  with  their  toys  at  play 
in  the  sand  and  about  the  window. 

The  sand  pile  confined  in  a  foot  deep  box 
about  four  feet  square  on  the  floor  of  the  toy 
department  will  offer  excellent  entertain- 
ment to  small  children,  besides  attracting 
their  interest  to  ownership  in  the  sand  toys 
which  should  be  in  the  sand  box. 


One  progressive  American  toy  firm  has 
recently  brought  out  a  new  car  for  "kiddies" 
which  shows  praiseworthy  features  in 
quality  of  materials  used  as  well  as  in  design 
and  color  appeal.  Built  of  sturdy  wood,  it 
has  as  particular  advantages,  steel  front  and 
rear  axles  and  a  three-ply  wooden  foot  rest. 
The  car  comes  in  a  lovely  red  and  warm  yel- 
low, and  is  especially  built  to  withstand  the 
hardest  knocks  of  rain  and  weather. 


Drawn  by  an  Economist  artist. 

The  counting  board  in  the  circle  at  the  top  was  made  originally  for  the  little  son  of  Mr.  Horn 
of  the  Horn  Novelty  Co.  It's  educational  value  was  so  evident  that  it  was  made  up  for  the  trade 
with  large  success.  It  retails  at  $i.  The  Mealy  Mfg.  Co.  show  the  group  of  children's  jewelry  on 
the  left.  The  wrist  watch  is  adjustable  to  any  wrist,  and  the  fan  is  hand-painted.  The  bag  has 
scintillating  stones  set  in  its  frame  and  the  vanity  locket  is  finished  zvith  pozvder  puff  and  mirror. 
All  of  these  novelties  are  offered  at  competition  prices  zvith  foreign-made  goods.  The  large  watch  is 
from  the  same  firm.  The  true-to-life  boats  float  like  the  real  thing  and  are  made  by  The  Diamond 
Toy  Co. 


How  They  Make  Water 
Toys  of  Composition 

Q  OMETIMES  the  novel  methods  employed 
*^  in  making  toys,  when  explained  to  a 
child,  impress  him  so  deeply  that  the  value 
of  a  plaything  is  greatly  enhanced  in  his 
mind  and  his  appreciation  made  much  more 
acute.  Composition  water  toys,  for  instance, 
just  now  are  among  the  first  toys  purchased 
for  the  child  and  his  little  mind  may  quickly 
grasp  the  manner  of  their  construction. 

The  composition  used  in  making  the  vari- 
colored variety  of  birds,  beast,  fish,  animals 
and  fowls,  comes  in  huge  sheets  and  is  a  kind 
of  putty  color,  to  begin  with. 

The  plaster  cast  of  whatever  is  to  be 
imitated  is  frequently  modeled  from  the  life, 
by  skilled  artists.  The  model  is  then  cast  in 
some  unbreakable  composition.  The  prepared 
composition  sheets  are  cut  out  several  at  a 
time  by  the  pattern  of  the  sculptured  model, 
the  two  halves  of  the  object  are  then  moulded 
on  the  model  and  welded  together  in  the 
seam  which  may  be  seen  in  all  of  this  class 
of  toys.  The  eyes,  bill,  feet  or  other  exterior 
equipment  is  added  by  hand,  and  coloring  is 
applied  with  air  brushes. 


Keep  Store  Atmosphere 
In  Tune  With  Season 


Toys  Have  Big  Chance 
In  Baby  Week  Sales 

May  1  starts  Baby  Week — why  not  make 
two  sales  grow  where  only  one  grew  before  by 
making  it  toy  week  also?  As  a  matter  of  fact 
Baby  Week,  which  is  already  recognized  as  a 
shopping  time  especially  for  baby,  offers  an  ex- 
cellent opportunity  for  toy  sales  as  well  as  al- 
most a  dozen  other  departments. 

Toys  are  inseparable  from  children  and 
childhood,  and  sales  would  readily  respond  to 
only  a  little  effort  in  their  behalf.  The  group- 
ing of  infants'  novelties,  dolls,  water  and 
stuffed  animals  on  tables  in  the  infants'  depart- 
ment and  about  the  store  will  stir  up  the  desire 
to  possess  in  the  mind  of  many  a  small  cus- 
tomer. 

Vice  versa,  dolls  dressed  in  rompers,  over- 
alls, sports  clothes  and  cunning  little  frocks 
shown  in  the  toy  department  will  attract  inter- 
est in  the  infants'  or  juvenile  department. 


Do  you  change  the  atmosphere  of  your 
store  interior  when  nature  changes  that  of  out- 
doors? If  not,  you  may  be  passing  up  a  fea- 
ture that  means  bigger,  easier  sales  of  goods 
which  depend  largely  on  their  seasonableness 
for  ready  sale.  This  is  not  a  suggestion  that 
you  spray  perfume  around  when  the  violets 
bud  and  the  roses  bloom,  or  anything  like  that 
— though  there  are  some  stores  that  could 
stand  it.    It's  about  furniture. 

Atmosphere  has  a  whole  lot  to  do  with 
selling  merchandise.  If  it  hadn't,  merchants 
wouldn't  go  to  the  trouble  and  expense  of 
fitting  up  their  ready-to-wear  and  millinery 
departments  with  beautiful  rugs,  furniture  and 
cases  and  decorating  them  in  attractive  colors. 
Those  things  help  sell  expensive  apparel.  They 
put  customers  in  the  most  receptive  mood.  But 
does  a  lot  of  warm,  heavy,  upholstered  furni- 
ture help  sell  dresses  or  hats  on  a  hot  July 
day? 

Recognize  the  Seasons 

It's  a  good  plan  to  have  two  sets  of  furni- 
ture for  departments  selling  seasonable  goods. 
In  the  coat  and  suit  or  millinery  department 
furniture  which  looks  warm  and  inviting  is 
appropriate  during  the  fall  and  winter.  When 
spring  comes,  wicker  furniture  suggestive  of 
airiness  and  cool  porches  is  the  thing.  For  a 
long  while  women's  household  magazines  have 
been  hammering  on  the  idea  of  making  home 
interiors  cooler  to  the  eye  by  use  of  light  fur- 
niture or  slips  during  the  summer  months. 
That  helps  make  them  receptive  to  the  at- 
mosphere suggestion  of  a  cool-looking  depart- 
ment. 

A  Middle  Western  millinery  shop,  which  is 
not  at  all  pretentious,  uses  a  double  shift  of 
furniture.  The  heavy,  upholstered  fittings  are 
stored  during  the  spring  and  summer  and 
brought  out  for  fall  and  winter.  This  change 
has  helped  the  growth  of  the  store's  business 
considerably. 

The  scheme  might  be  carried  even  further. 
Thick  carpets  and  warm  wall  tones  produce  a 
stifling  effect  in  hot  weather.  Substituting  a 
few  rugs  for  the  former  and  spreading  cool- 
colored  paint  on  the  walls  will  do  almost  as 
much  for  coolness  as  a  refrigerating  plant. 
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BgiijgsJjQmes  forXhildren 


Pi  rate  and  Traveler 


spoof:  Rumme 
Uncle  Wiggily 
Logomachy 


Better  Gaines 

and 

Better  Business 

PEOPLE  will  pay  good  money  for 
good    games.    They    may  buy 
games  they  know  are  "silly,"  but 
they  won't  pay  good  money  for  them. 

If  you  encourage  them  to  buy  games 
solely  on  a  price  basis,  they  will  take  the 
silly  games,  the  badly  constructed,  ideal- 
less  games,  because  they  are  cheapest. 

It  is  better  business  on  your  part — as  it  is 
on  our  part — to  sell  and  recommend  bet- 
ter games  for  children— the  games  that 
really  instruct  and  amuse  children,  be- 
cause they  are  constructed  on  an  idea. 

The  Bradley  Better  Games  for  Children 
are  worth-while  games.  They  are  na- 
tionally known  and  nationally  advertised. 
They  are  games  children  don't  throw 
away  after  a  day  or  so,  and  so  the  store 
they  came  from  is  constantly  remembered 
as  a  place  to  get  "better  things." 


Remember  these  games  are 
the  "Better  Games  for  Chil- 
dren" and  buy  them  for  better 
business  for  you. 


Pirate  and  Traveler 
Logomachy 
Spoof 
Runnme 
Uncle  Wiggily 


Toy  Sales  Increased 

Splendid  Profit  Assured 

Here  are  three  powerful  attractions  that  bring 
toy  customers  to  your  store  many  times  during 
the  j'^ear;  and  so  priced  as  to  allow  you  a  splen- 
did profit. 

TOY  PHONOGRAPHS 

FOR  LITTLE  FOLKS 


Built  Strong  to  withstand 
rough  handling 


Baby 


Baby  Cabinet 

Ebony  enamel,  nickel  trimmings;  Complete  with  50  needles;  mahog- 
size  8^4X51/2x71/2  in.  (Complete  any  finish;  size  closed  17x9x10 
with  50  needles.)  inches. 

Beautiful  little  music  makers  that  "look  and  work  just 
like  the  big  ones."  Have  a  5^  inch  turntable  and  play 
Little  Wonder,  Bubble  Book  and  other  regular  disc 
records  up  to  7  inches;  reproduce  with  a  clear  strong 
lifelike  tone  that  is  really  remarkable  in  a  toy. 


GARFORD 
MODEL  E 

Complete  with  200  needles. 
Size  12  X  15  X  9. 


This  is  a  real  phonograph 

made  by  one  of  the  world's  largest  makers  of  high  grade 
spring  motors  and  phonograph  parts ;  designed  on  simple 
lines  with  all  complications  left  out,  built  in  immense 
quantities  and  priced  to  build  trade  and  profits  for  the 
dealer. 

Has  the  celebrated  Artois  Reproducer  and  will  play 
any  disc  record  made  in  America. 

Strong  and  compact  for  indoor  and  outdoor  use ;  re- 
produces with  a  clear  smooth  tone  that  rivals  the  most 
expensive  machines. 

Write  for  our  proposition 

THE  GENERAL  PHONOGRAPH  MFG.  CO. 

(Formerly  named  The  Garford  Mfg.  Co.) 
ELYRIA.  OHIO 

One  of  the  world's  largest  makers  of  high  grade  spring 
motors  and  phonograph  parts. 

See  our  Exhibit  at  Chicago  Toy  Fair, 
Room  440,  Hotel  Morrison. 
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Ottawa  Plans  Big 
Winter  Carnival 
For  1922 

Ice  Palace  to  Be  Pivot  of  Program 
That  Is  Now  Being  Launched 
by  Retailers 

Economist  Correspondence,  Ottawa,  Ont.,  Canada 

Retail  merchants  in  this  locality  have 
launched  a  scheme  to  promote  a  winter  sports 
carnival  here  next  vv^inter  in  expectation  of 
drawing  thousands  of  spectators  from  the 
United  States  and  Canada.  The  chief  feature 
is  to  be  an  Ice  Palace,  and  such  attractions  as 
skiing,  skating,  snow  shoe,  tobogganing  and 
curling  contests,  hockey  matches  and  similar 
events.  During  the  two  weeks  of  the  carnival 
retailers  plan  to  stage  special  merchandising 
attractions.  Optimists  believe  it  possible  to 
attract  150,000  to  200,000  spectators  and  an- 
ticipate sales  of  several  millions.  A  commit- 
tee to  conduct  a  wide-spread  publicity  cam- 
paign will  be  chosen  shortly. 

Winnipeg  has  determined  to  rival  New 
York,  St.  Louis  and  Montreal  as  a  fur-  market. 
Situated  in  the  heart  of  the  fur  country  this 
city  receives  the  finest  northern  furs.  Instead 
of  shipping  them  to  otheV  centers  these  are 
now  to  be  auctioned  on  the  spot,  the  first  sale 
of  the  Winnipeg  Fur  Auction  Sales  Co.  being 
scheduled  for  Mar.  14.  Prices  received  by 
trappers  and  dealers  from  sales  in  other  cities 
have  not  been  satisfactory,  and  there  is  an  im- 
pression that  Western  goods  have  been  mixed 
with  the  finer  Northern  furs  to  the  detriment 
of  the  latter.  As  these  will  now  be  segregated 
better  prices  should  be  realized. 

Steady  improvement  in  the  dry  goods  trade 
is  noted,  the  Western  provinces  being  espe- 
cially favored.  Collections  are  still  only  fair, 
however.  It  is  understood  that  the  Govern- 
ment intends  shortly  to  introduce  legislation 
dealing  with  combines  and  restraint  of  trade 
which  will  be  far  more  stringent  than  laws  now 
in  effect. 

One  Solid  Reason  for 
Buying  Our  Own  Toys 

W.  E.  Rownde  of  Stone  &  Thomas,  Wheel- 
ing, W.  Va.,  believes  in  America's  own  prod- 
uct when  it  comes  to  toys.  It  is  not  only  a 
matter  of  patriotism  and  of  civic  pride  that  we 
should  support  our  own  industry  but  it  is  a 
good  business  principle,  he  believes. 

"Previous  to  the  war,  when  we  got  our 
toys,  dolls  and  games  from  Germany,  we  used 
to  count  on  at  least  a  25  per  cent  breakage  from 
producer  to  ultimate  consumer.  This,  of 
course,  had  to  be  allowed  for  in  ordering  and 
shipping  charges  which  had  to  be  paid.  This 
25  per  cent  breakage  as' against  a  2  per  cent 
breakage  which  we  allow  on  American-made 
toys,  leaves  a  debit  of  23  per  cent  against  the 
imports,  a  not  inconsiderable  sum  when  it 
comes  to  figuring  the  total." 


A  cardboard  carton  put  up  complete  with 
splints,  forms  and  bottom  board  for  basket 
making  is  among  the  latest  novelties  of- 
fered for  the  attention  of  toy  buyers.  Tacks 
and  instructions  for  making  with  designs  for 
baskets,  hair  receivers,  nets,  etc.,  are  fur- 
nished with  each  box.  These  would  es- 
pecially interest  shut-ins  and  invalid  chil- 
dren, besides  being  practical  in  educational 
institutions  where  instructive  occupations 
for  children  are  constantly  sought. 


Drawn  by  an  Economist  artist. 


The  fiber  of  which  this  doll  carriage  is  made 
promises  to  play  a  large  part  in  some  of  the 
future  industries.  It  is  a  pulp  substance  said 
to  be  practically  indestructible  and  readily 
adaptable  to  making  articles  of  this  nature. 
From  the  Children's  Vehicle  Corp. 

How  Big  Things  Grow 
From  Small  Starts 

In  the  fall  of  1917  a  woman  called  at  the 
offices  of  a  certain  manufacturer  of  women's 
and  children's  underwear  and  asked  if  she 
could  buy  a  certain  quantity  of  the  fabrics 
used  in  making  underwear. 

"Something  prompted  us  to  inquire  what 
the  fabric  was  for,"  said  this  manufacturer, 
"and  she  told  us  that  she  had  some  new  and 
original  ideas  for  a  little  novelty  that  she 
wanted  to  make  and  sell  at  a  charity  bazaar. 
Inasmuch  as  the  material  was  to  be  used  for 
charity,  we  said:  'It  is  yours,  and  there  will 
be  no  charge.' 

"Several  weeks  later,  she  came  in  and  gave 
me  two  of  the  dolls  she  had  made  to  take  home 
to  my  children.  While  the  dolls  were  naturally 
crude,  there  were  some  very  good  points  about 
them,  and  I  told  her  I  thought  the  idea  could 
be  commercialized.  She  said  that  a  doll  busi- 
ness was  of  no  interest  to  her,  but  if  the  idea 
was  of  interest  to  us,  she  would  say  the  same 
thing  that  we  said  to  her  when  we  gave  her  the 
fabric:  'It  is  yours,  and  there;  will  be  no 
charge  whatever.' 

"So  that  is  the  way  we  got  started,  though 
it  was  more  than  a  year  before  we  were  mak- 
ing a  desirable  and  uniform  article.  A  little 
later  the  underwear  business  began  to  fall  off, 
and  as  we  decreased  our  production  of  under- 
wear we  increased  our  production  of  dolls. 

"To-day  we  have  a  national  distribution, 
and  the  business,  we  feel,  is  in  its  infancy." 


Business  Good  in  Omaha 

Economist  Correspondence,  Omaha,  Neb. 

Retail  business  here  is  going  along  mer- 
rily. J.  L.  Brandeis  &  Sons  report  a  volume 
greater  than  for  the  same  period  last  year,  and 
a  good  business  through  the  spring  season  is 
anticipated.  The  yard  goods  division  has 
forged  ahead  of  all  others.  The  Burgess-Nash 
Co.  also  reports  customers  buying  freely. 
This  store  helped  celebrate  Washington's  birth- 
day by  having  its  Choral  Club  sing  patriotic 
songs  from  the  balcony  during  the  noon  hour. 

The  Leon  Bros.  Co.,  wholesalers,  has  been 
succeeded  by  the  new  firm  of  Leon,  Slate,  Wolf 
&  Co.,  capitalized  for  $750,000.  Its  members 
are  former  owners  of  retail  haberdashery  es- 
tablishments which  have  been  sold  to  an  East- 
ern chain  store  company.  Officers  of  the  firm 
are:  Mark  Leon,  president;  J.  S.  Slate,  vice- 
president  ;  S.  J.  Leon,  secretary,  and  J.  L.  Wolf, 
treasurer.  Mr.  Slate  is  the  only  out-of-town 
man,  coming  from  Des  Moines,  la. 
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Suggestions  That 
Help  Goods  Over 
The  Counter 

Here  Are  Little  Pointers  That  Every 
Ambitious  Salesperson  Can 
Use  to  Advantage 

THE  Economist  is  often  asked  by  its  sub- 
scribers to  publish  suggestions  tending 
to  help  them  in  increasing  the  efficiency 
of  their  salespeople.  We  regret  that  on  ac- 
count of  the  multiplicity  of  subjects  to  which 
we  must  give  attention  our  space  does  not  per- 
mit our  publishing  such  suggestions  as  fre- 
quently as  we  could  wish,  keenly  as  we  realize 
their  importance. 

The  suggestions  here  offered  can  be  handed 
direct  to  salespeople,  with  instructions  to  read 
them,  or  they  can  be  taken  up  one  by  one  and 
discussed  at  meetings  of  the  salespeople,  pre- 
sided over  by  a  member  of  the  firm  or  by  the 
head  of  one  of  the  leading  departments  or  by 
the  superintendent. 

This  latter  is  by  far  the  better  method. 
Discussion  during  a  meeting  will  emphasize 
each  suggestion  and  enough  live  thoughts  and 
facts  will  be  brought  out  to  create  that  asso- 
ciation of  ideas  which  plays  so  important  a 
part  in  the  implanting  of  lasting  impressions. 

By  sizing  up  your  customer  try  to  deter- 
mine her  preferences  in  color,  style  or  qual- 
ity and  to  show  first  what  will  suit  best. 
What  she  looks  at  or  picks  up  may  give  you 
a  clue  to  what  she  is  interested  in. 

Handle  your  goods  in  a  manner  that  will 
enhance  their  value,  instead  of  throwing  them 
on  the  counter  or  otherwise  showing  that  they 
do  not  impress  you  as  being  desirable. 

See  that  nothing  is  on  the  counter  that  may 
detract  in  any  way  from  the  appearance  of  the 
goods  you  are  showing. 

In  order  that  the  first  sight  of  the  goods 
may  create  a  favorable  impression  show  them 
in  a  way  that  will  interest  the  customer  most. 
Men's  four-in-hand  ties  look  best  tied,  sheer 
hosiery  shows  up  best  when  stretched  over  the 
hand,  dress  goods  appear  to  better  advantage 
when  draped. 

A  hat  will  look  better  on  the  customer's 
head  than  in  your  hands.  Ask  the  woman 
inquiring  for  a  tailored  suit  to  try  on  the 
coat  to  see  if  the  size  is  right.  Try  and  select 
for  this  try-on  something  you  think  will 
satisfy. 

Physical  demonstration  of  points  of  merit 
will  add  to  the  effectiveness  of  selling.  Stretch- 
ing elastic  web  will  show  its  resiliency,  run- 
ning a  heated  electric  iron  over  a  wrinkled 
cloth  will  show  its  advantages  better  than 
words,  spraying  perfume  from  an  atomizer' 
will  give  a  better  idea  of  its  odor  than  any 
amount  of  description. 

Pointing  directly  to  some  particular  fea- 
ture of  superiority  will  assure  the  customer's 
knowledge  of  its  existence. 

Try  to  show  first  about  the  grade  of  goods 
the  customer  will  want  to  buy.  It  is  so  much 
easier  for  the  customer  to  say,  "Show  me 
something  better,"  than  to  admit  that  she 
cannot  afford  to  or  does  not  wish  to  pay  the  . 
price  asked. 

Never  ask  "What  price  do  you  want  to 
pay?"  Possibly  the  customer  doesn't  know. 
The  statement  that  she  wants  to  pay  a  certain 
amount  will  make  it  difficult  to  sell  something 
more  expensive. 

Your  first  words  about  the  goods  should 
give  the  best  reason  why  the  particular  cus- 
tomer you  are  serving  should  want  them.  If 
price  is  the  most  vital  selling  point,  use  it 
at  the  beginning  of  the  sale. 
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Have  you 

Nelke 

Soft 

Dolls? 

{Hand-painted  faces) 


IVelke  Kitten 

Made  in  two  sizes  in 
numerous  colors :  gray, 
black,  white,  blue, 
green,  yellow,  red.  Hand- 
painted  faces. 


>"elke  Boy 

Made  in  two  sizes. 
Bright  colors  such  as 
blue,  green,  ros;,  red, 
orange,  white,  etc.  Hand- 
painted  faces. 


>elke  Rabbit 
Made     in     one  size. 
Colors:  white,  pink,  light 
blue.  Hand-painted  faces. 


Pafi  9-28-20 


WE'RE  the  soft,  cuddly,  lovable  Nelke 
dolls — the  dolls  that  kiddies  love. 
We're  in  all  bright  colors — orange,  red, 
blue,  yellow,  green,  etc.,  and  our  faces  are 
hand-painted  v^ith  individual,  cheery  ex- 
pressions in  waterproof  colors.  We're  so 
popular  in  price,  and  so  popular  with 
kiddies  and  mothers  that  we've  become 
nationally   known    and    nationally  dis- 

The  Nelke  Corporation,  Tenth 


Pat'a  9-28-20. 


tributed  in  a  very  short  time.  Mr.  Nelke 
has  been  so  busy  making  us  to  take 
care  of  the  demand  from  leading  jobbers, 
that  he  hasn't  been  able  to  make  sure  that 
every  department  store,  toy,  drug  and  gift 
shop  knows  all  about  us.  So  if  you  aren't 
selling  us  yet,  ask  your  jobber  right  away, 
or  send  to  Mr.  Nelke  for  sample  and  prices 
— we're  fast  sellers  and  money-makers. 

and  Norris  Streets,  Philadelphia 


Now  Ready- 


Nine  new  automobile  models  of  1921  design; 
three  fire  trucks,  two  handsome  roadsters  and 
four  trucks.  We  have  equipped  these  toys  with 
our  long  distance  spring  motor,  famous  the  world 
over.  They  are  painted  in  striking  colors  with 
the  same  quality  of  finish  which  has  always  char- 
acterized the  Kingsbury  Line. 

KINGSBURY  MANUFACTURING  CO. 

Keene,  New  Hampshire 
New  York  Office  and  Salesroom:  11-15  Union  Square  West,  New  York 
Represented  by  RIEMANN,  SEABREY  CO. 


CLOTH  DOLLS 

for  younger  ctiUren.  Especially  designed  to  with- 
stand  ranging  and  dragging   around  by  the  baby. 


Stuffed  with  cotton  to  make  them  light.  Dressed 
without  pins  for  safety.  If  your  jobber  cannot 
supply  you,  send  for  samples  from 

"i&ee  Dolls 

45  East  IZtli  Street  New  York 
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Above:  This  all-metal  child's  cart  is  one  item  of  the  twenty  which  may  be  constructed  from  the 
closely  compact  chest  of  parts  from  the  Ad-a-T oy  Corp.,  zvhich  any  child  can  assemble.  The  chest 
complete  retails  at  $20.  Left:  A  novel  four-in-one  combination  from  the  Toy  Co.  of  Am-erica.  Cen- 
ter: Stuffed  teddy  bear  from  Ross  &  Ross.  Right:  Child's  fish  boat  which  both  rolls  and  floats  and 
has  the  sand  set  shown  in  the  child's  hand  inside.    Made  by  C.  P.  Henry  to  retail  at  $2.50. 


H.  J.  Cole  Is  New 
President  of 
Toy  Makers 

Promotion   of  American-Made  Toys 
Is  Leading  Topic  at  Association's 
Business  Meeting 

At  the  last  business  meeting  of  the  Ameri- 
can Toy  Manufacturers'  Association,  held  in 
the  parlors  of  the  Imperial  Hotel  on  March  3, 
the  business  policies  of  the  association  and  a 
future  policy  for  promoting  sales  of  American- 
made  toys  were  taken  up  and  discussed  in  de- 
tail. Homer  K.  Stevens,  outgoing  president, 
presided,  with  Charles  Raizen  acting  as  secre- 
tary. Mr.  Raizen  read  the  minutes  and  a  re- 
port of  the  year's  business  and  outstanding 
unsettled  business  and  obligation. 

Directors  Approved  Unanimously 

Mr.  Stevens  introduced  H.  J.  Cole,  newly 
elected  president,  and  the  vice-president,  Mr. 
Green.  The  names  of  the  ten  directors  ap- 
pointed to  administer  the  association's  aifairs 
during  1922  were  read  by  Mr.  Raizen  and  re- 
ceived the  unanimous  vote  of  all  the  members 
present.  Mr.  Stevens  was  given  a  vote  of 
thanks  for  his  careful  administration  of  the 
affairs  of  the  association,  during  the  past  two 
years,  and  Mr.  Cole  was  welcomed  with  en- 
thusiastic applause. 

In  accepting  the  office,  Mr.  Cole  said:  "I 
pledge  you  my  whole-hearted,  enthusiastic  sup- 
port during  the  next  year;  to  do  everything 
possible  for  the  good  and  promotion  of  this 
association,  and  I  ask  you  to  give  me  your 
best  co-operation.  In  union  there  is  strength. 
We  have  but  scratched  the  surface  of  the  toy 
industry,  while  on  the  surface  conditions  are 
blue,  deep  in  the  hearts  of  everyone  of  us 
there  is  the  spirit  of  stick-to-it-iveness — the 
spirit  that  is  typical  of  America.  I  want  to 
say  here  that  if  we  persist  in  our  well-thought- 
out  plans  we  are  bound  to  succeed. 

Possibilities  Unlimited 

"Conditions  as  they  exist  to-day  are  nat- 
ural; they  could  not  have  been  otherwise.  The 
ultimate  good  of  the  American  Toy  Manufac- 


One  Year  of  All- Year 
Toys  Did  Wonders. 

FW.  BIGELOW,  of  the  Abrahamson- 
,  Bigelow  Co.  of  Jamestown,  N.  Y.,  says: 
"We  opened  an  all-year  toy  department  a 
little  over  a  year  ago  which  has  been  very 
successful,  so  much  so  that  we  have  taken 
extra  room  on  that  floor  for  toys.  The  extra 
space  taken  was  formerly  occupied  by  four 
business  offices  in  the  front,  but  under  the 
present  arrangement  we  will  occupy  the 
whole  of  the  fourth  floor  for  art  goods,  toys 
and  books. 

"We  consider  this  an  excellent  arrange- 
ment. Our  toy  business  in  the  past  year  has 
been  most  gratifying,  but  we  expect  to  double 
it  this  year." 


turers'  Association  will  result  from  these  con- 
ditions, and  I  believe  that  to-day  the  toy  in- 
dustry in  this  country  has  no  limitations." 
Speaking  of  the  future  policies  of  the  associa- 
tion, Mr.  Cole  said  it  was  to  have  a  paid 
secretary  who  would  devote  all  of  his  time  to 
the  promotion  of  the  affairs  of  the  association. 

A  standing  vote  of  thanks  was  given  Mr. 
Raizen  for  his  services  as  secretary,  which  he 
has  given  without  pay  during  the  last  two 
years. 


No  End  of  Stunts 


(Continued  from  page  139) 

tale  of  her  effort  to  find  the  rose  for  her  father, 
and  how  the  Beast  turned  out  to  be  the  Prince 
held  under  a  magic  spell. 

In  lively  succession  came  all  the  famous 
characters  of  fairy-book  lore,  interspersed  now 
and  then  with  the  figures  of  mortals  (or  im- 
mortals) like  Heidi,  Hans  of  the  Silver  Skates, 
and  The  Little  Colonel.  With  all  the  char- 
acters to  draw  from,  as  in  "Mother  Goose," 
"Alice  in  Wonderland,"  the  Grimm  "Fairy 
Tales,"  the  Rollo  books,  figures  in  history,  and 
so  on,  it  proved  an  easy  method  of  advertising. 

Aroused  Widespread  Interest 

Costumes  were  secured  from  wholesale  cos- 
tumers,  or  in  many  cases  they  were  made 
directly  by  salespeople  in  the  store.  Questions 
began  to  come  in  as  to  how  to  make  this  or 
that,  what  materials  to  use  and  how  much.  All 
departments  felt  incursions  into  their  fields 
and  a  quickened  interest,  due  to  the  larger 
number  of  people  making  the  rounds  of  the 
store. 

For  the  manager  who  is  casting  about  for 
new  ideas  in  advertising  to  put  his  toy  depart- 
ment on  the  map  where  it  should  be,  there  can 
hardly  be  offered  a  more  effective  method  than 
that  of  character  advertising.  On  one  side  it 
is  a  method  of  education  which  will  have  its 
appeal  for  one  class  of  trade;  on  the  other,  a 
fascinating  entertainment  for  both  children 
and  grown-ups,  to  say  nothing  of  its  cumula- 
tive toy-selling  power. 

American  Toy  Makers 

Open  Office  in  London 

Early  last  December  six  of  America's  lead- 
ing toy  manufacturers  and  all  firms  that  have 
been  in  the  toy  business  for  a  long  period,  and 
are  well  seasoned  to  its  vicissitudes  combined 
their  forces  to  secure  foreign  trade.  More  re- 
cently the  association  of  six  was  joined  by  the 
John  C.  Turner  Co.,  the  original  six  having 
been  Louis  Amberg  &  Son,  Milton  Bradley  Co., 
Ives  Manufacturing  Corporation,  Morton  E. 
Converse  &  Son  Co.,  Leo  Schlesinger  &  Co.  and 
the  Walbert  Mfg.  Co. 

The  purpose  of  the  company  is  to  promote 
the  sale  of  competitive  merchandise  in  for- 
eign countries.  Their  offices  in  charge  of  Mar- 
shall D.  Bouillon,  European  Director,  are  at  7, 
7a  and  8  Milk  Street,  Cheapside,  London,  E.C. 
2.  The  Association,  which  is  already  recog- 
nized as  American  headquarters  for  toys,  will 
maintain  its  own  office  staff  and  salesforce  per- 
manently. Each  manufacturer  represented 
will  specialize  on  certain  numbers  that  are 
competitive  with  foreign-made  toys. 

This  is  the  first  real  concerted  effort  made 
to  secure  foreign  trade  and  it  is  expected  that 
the  plan  will  meet  with  success. 


Drawn  by  an  Economist  artist. 


The  splendidly  constructed  horse  stick  shown  in  the  center  is  from  the  Diamond  Toy  Corp.  The 
wheels,  being  off  center,  give  the  horse  a  galloping  motion.  Real  pom  poms  trim  the  painted  on 
bridle.  Gaily  painted  in  colors  that  "won't  come  off"  is  the  wooden-ball,  loose-jointed  doll  from  the 
Toy  Tinkers.  The  same  firm  shows  the  trailing  toys  at  the  bottom  of  the  page.  All  sides  of  these  toys 
are  on  wheels  and  no  matter  how  they  are  pulled  are  always  right  side  up  and  they  can't  help  rolling. 
The  posies  at  the  top  are  from  the  Piano  Toy  Co.  They  are  made  from  wood  parts  and  paper  cut- 
outs.   One  set  will  make  tzvo  hundred  flowers  and  retails  at  $i. 
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I  Now  Ready  | 

i  The  tremendous  and  constantly  = 

=  increasing  demand  for  = 

I  Babs, The  Walking' Doll  1 


has  caused  us  to  manufacture  a 
new  Babs  Walking  Doll  with  an 
absolutely  perfect  shaped  body, 
hidden  springs  and  positively 
unbreakable. 

The  new  Babs  is  28  inches  high. 

Send  at  once  for  full  description 
and  photographs. 


I  International  Walking  | 
I  Doll  Company 

I    Factories,  2809  to  2821  Fletcher  St.,  Philadelphia  = 


The  Bi£!£iest  Sellinss  Mechanical  Toys 
in  the  World 

Over  5,000,000  Strauss  Toys 
Sold  During  1920 


TOMBO 

TRADE-MARK 

"The  Alabama  Coon  Jigger" 

The  world's  most  staple  mechanical  Toy 

 The  "Uneeda  Biscuit"  in  Toys. 

Simply  release  the  lever  and  Tombo 
performs  a  typical  "plantation  break- 
down" like  a  real 
"Coon'  to  the  im- 
mense delight  of  chil- 
dren and  grown-ups 
alike. 

Extremely  amusing 
and  comical. 


TRIXO  "The  Climbing  Monk" 

TRADE  MARK 

The  staple  seller  for  over  25  years.  To  see  Trixo 
climb  up  and  down  in  the  most  realistic  and  liveli- 
est manner  imaginable  simply  sells  itself — and  is 
a  big  favorite  with   every  child. 

Just  off  the  press — Our  new  I92I  ilhjsliaitd  oatalot 
tetlin?  all  about  the  n:w  things  in  STRA  USS  MECHA  N- 
ICAL  and  KINDRED  TIN  TOYS.  Yours  for  the 
asking. 


Office  and 
Salesroom : 
West  22nd  St., 
New  York, 
U.  S.  A. 


;illllllll!llllllllllllilllllllllllllllllllillilllllllllllllllllllllll!llilllllllllllllll|lllllllllllnT. 


Factory: 
East 
Rutherford, 
N.  J. 


A  Record  of 
Investments 

can  be  kept  in  a  most  convenient  way 
by  the  use  of  our  specially  prepared 
loose-leaf  folder.  These  folders  con- 
tain detachable  sheets  properly  marked 
and  spaced  for  keeping  complete  infor- 
mation regarding  all  income-producing 
property  (bonds,  stocks,  mortgages  and 
real  estate) — time  purchased,  price  paid, 
income  therefrom,  etc.  There  are  also 
sheets  for  keeping  records  pertaining  to 
all  forms  of  insurance. 

A  complimentary  folder  will  be 
sent  to  any  investor  on  request 

A.  B.  Leach  &  Co.)  Inc. 

Investment  Securities 
62  Cedar  St.,  New  York 
105  S.  La  Salle  St.,  Chicago 


Philadelphia 
Minneapolis 


Hartford 
Baltimore 


Boston 
Pittsburgh 


Buffalo 
Cleveland 


DO  YOU 
WANT  A 
DISPLAY 
MANAGER? 

An  advertisement  in  next 
week's  Economist  will  put 
you  in  immediate  touch 
with  thousands  of  highly 
trained  men  and  women. 
Economist  "Want  Ads" 
have  no  waste  circulation. 


DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 

4900  Bryant 
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Two  Years'  Educational  Work  Brought 
Sales  Efficiency  Up  to  100  Per  Cent 

M.  M.  Newcomer  Co.  Made  Modest  Start,  but  Effort  Took  Hold  So 
Effectively  That  Whole  Store  Went  Forward  with  It  —  Regular 
Graded  Classes,  Clubs,  Insurance  and  Periodical  Frolics  for  Em- 
ployees Are  Features  That  Have  Had  Noticeable  Effect 


THE  M.  M.  Newcomer  Co.  department 
store  at  Knoxville,  Tenn.,  possesses  a 
distinct  personality.  After  an  interest- 
ing visit  to  the  Newcomer  store,  an  Economist 
representative  was  convinced  that  this  per- 
sonality was  radiated  by  the  store's  educational 
department,  and  forthwith  asked  the  educa- 
tional director,  Mrs.  H,  C.  Eisenberg,  to  tell 
Economist  readers  how,  in  two  years,  she  has 
built  up  a  service  which  is  not  only  reflected 
in  the  Newcomer  store,  but  in  the  entire  city 
of  Knoxville. 

The  Director's  Responsibilities  / 

"If  my  official  duties  in  the  educational  de- 
partment should  be  catalogued,  I  presume  they 
would  read  about  as  follows,"  Mrs.  Eisenberg 
began.  "Here  they  are :  Teach  two  classes  in 
salesmanship,  instruct  new  help,  see  that 
salespeople  are  properly  dressed  and  are  neat 
and  tidy,  look  after  the  general  welfare  of  all 
employees,  have  girls  come  to  me  with  their 
problems  and  to  make  the  store  comfortable 
and  inviting  not  only  for  customers  but  for 
our  salespeople. 

"I  became  associated  with  the  M.  M.  New- 
comer Co.  as  educational  director  about  two 
years  ago,"  Mrs.  Eisenberg  continued,  "and  at 
that  time  there  was  no  educational  department. 
At  first  we  occupied  a  neatly  fitted  room  on 
the  third  floor,  but  we  soon  outgrew  this  and 
were  compelled  to  find  larger  quarters  which 
took  us  to  the  basement  floor,  where  we  now 
have  a  room  known  as  the  educational  room. 

Classes  Two  Mornings  a  Week 

"All  our  salespeople  are  required  to  meet  in 
this  room  two  mornings  each  week,  for  half- 
hour  discussions  of  weekly  subjects,  classes 
being  held  Tuesday  and  Thursday  mornings. 

"The  discussions  are  followed  closely,  based 
upon  articles  in  the  Dry  Goods  Economist, 
Graphic  Instructor,  Economy  Service  and  such 
material  as  is  available  at  the  time.  At  the 
end  of  the  first  year,  after  reviewing  the  work, 
we  found  it  necessary  to  divide  the  group, 
forming  two  classes,  the  one  consisting  of 
those  who  did  not  pass  the  test,  and  those  who 
came  in  as  new  members,  the  other  forming 
an  advanced  class. 

"For  the  advanced  groups,  we  secured 
speakers  on  various  subjects  pertaining  to 
salesmanship  and  merchandise,  the  production 
and  manufacture  of  gloves,  buttons,  corsets, 
furs,  silverware,  etc.,  and  an  occasional  talk 
on  physical  hygiene  by  a  prominent  physician. 

"At  the  end  of  the  second  year's  work  we 
again  formed  a  beginner's  class,  moving  for- 
ward the  classes  in  their  order  as  they  were 
fitted  by  the  passing  of  the  tests  and  the  de- 
velopment of  proficiency,  the  highest  class  tak- 
ing up  the  study  of  textile  fibers  and  such 
work  as  made  for  better  service  and  efficiency 
throughout  the  store. 

Prizes  for  Increased  Sales 

"During  the  year  prizes  were  given  for  in- 
creased sales;  for  example,  $25  in  cash  to 
those  who  had  25  per  cent  gain  in  six  months. 
Contests  were  held  for  promptness,  accuracy 


and  neatness,  thereby  changing  many  per- 
sons of  indifference  to  salespeople  of  efficiency. 

"The  'flying  squadron'  was  inaugurated, 
which  consisted  of  twelve  volunteers  who 
agreed  to  go  wherever  help  was  needed  in  the 
store  no  matter  from  which  department  the 
call  came,  nor  of  what  nature  it  might  be. 

"The  educational  forces  were  divided  into 
two  groups,  one  being  the  'Round  Table.'  Un- 


Inventory  Chart  Has 
Big  Pulling  Power 
In  Advertising 

A CHART  in  inventory  form  reproduced  in 
an  advertisement  is  a  particularly  effec- 
tive way  of  focusing  customers'  attention  on 
specific  sales  items  in  ready-to-wear  which 
may  be  suited  to  individual  purses,  figures 
and  tastes.  The  Wolf  &  Dessauer  Co.,  Fort 
Wayne,  Ind.,  finds  it  works  beautifully  in 
"cleaning  up"  at  the  end  of  a  season. 

The  chart  is  an  exact  inventory  of  the 
garments  offered  for  sale.  The  first  column 
tells  the  material  of  which  each  garment  is 
made.     Next,  to  the  right,  is  the  description 

 plain,    tailored,    embroidered,    seal,  trim, 

etc.  In  a  third  column  is  the  price  originally 
asked.  Then  come  eight  columns  indicating 
the  sizes  in  stock,  and  opposite  each  garment 
the  number  of  each  size  on  sale.  The  last 
column  gives  the  special  sale  price. 

This  information  makes  it  possible  for  a 
woman  to  see  at  a  glance  whether  there  is 
anything  of  special  interest  to  her  in  the 
offering.  No  one  comes  to  the  store  with 
the  idea  that  she  is  to  have  a  wide  choice 
or  that  there  are  a  number  of  models  in  her 
size  on  sale.  Disappointments  are  bad  for 
a  store,  no  matter  whose  the  fault,  and  this 
scheme  prevents  them. 

This  plan  is  not  entirely  new.  Neverthe- 
less, it  is  not  commonly  used,  and  it  offers  a 
valuable  suggestion  to  merchants  with 
broken,   seasonal  stocks  to   dispose  of. 


der  this  head,  the  advanced  salespeople  who 
have  passed  all  of  the  tests  of  the  educational 
work  discuss  questions  of  importance,  better- 
ment of  business,  and  greater  efficiency  of  help, 
and  are  now  second  to  the  buyers,  making  re- 
ports or  suggestions  to  the  buyers,  or,  when 
necessary,  to  the  manager  himself." 

Out  of  the  association  and  concentrated  in- 
terest of  these  salespeople  there  grew  a  spirit 
of  fellowship  and  sociability  that  developed  a 
desire  to  help  each  other  and  to  make  their 
influence  for  good  felt  whenever  help  might  be 
needed.  The  outcome  of  this  was  the  organ- 
ization of  the  "Good  Time  Club"  of  the  M.  M. 
Newcomer  Co. 

Relief  Committee  a  Work  of  Joy 

One  feature  of  the  club  is  its  "Committee  of 
Sympathy,  and  Relief."    The  object  of  this 


committee  is  not  only  to  help  those  of  the 
store's  circle  but  to  go  out  into  the  city  and 
to  help  any  worthy  cause,  whether  it  be  the 
homeless  and  hungry,  or  the  aged  and  infirm, 
bringing  cheer  to  the  widows  and  orphans,  giv- 
ing magazines  by  the  thousands  to  the  country 
folks  and  the  shut-ins,  clothing  to  the  poor, 
and  the  ever-welcome  Christmas  stockings  to 
the  children  in  the  institutions  of  Knoxville. 

Now  Developing  Chorus 

"Another  feature  is  the  store's  chorus  of 
a  hundred  voices  that  meets  three  mornings 
each  week  from  8  to  8:30,"  says  Mrs.  Eisen- 
berg. "There  is  room  for  growth  and  de- 
velopment here,  and  we  hope  to  have  our 
chorus  a  strong  feature  in  the  future,  under 
the  direction  of  a  competent  leader. 

"The  old  saying,  'All  work  and  no  play 
makes  Jack  a  dull  boy,'  is  in  part  the  slogan 
of  the  Good  Time  Club.  Every  second  Mon- 
day evening  at  the  close  of  business  hours  a 
luncheon  is  served,  after  which  there  is  a 
business  session,  followed  by  a  program  and 
social  hour.  In  the  summer  it  is  out-of-doors 
and  in  the  winter  in  the  lunch  room.  A  small 
fee  is  charged,  as  dues  and  a  nominal  price  for 
the  luncheon,  and  it  is  surprising  to  see  how 
freely  money  is  given,  or  raised  by  selling 
cakes  and  candies,  to  increase  the  fund  for 
benevolent  purposes. 

"Recently  a  very  creditable  sum  was  given 
for  the  starving  children  of  Europe,  and  every 
heart  was  made  happy  for  the  privilege  of 
giving,  after  hearing  a  Y.  W.  C.  A.  worker, 
just  returned  from  relief  work  in  Poland,  tell 
of  the  deplorable  conditions  abroad  and  the 
immediate  need  of  help,  especially  among  the 
children." 

What  the  Harvest  Was 

Are  you  asking  what  benefit  this  may  be  to 
the  store?  Not  long  ago  a  survey  was  made 
of  the  stores  in  Knoxville  to  ascertain  the  de- 
gree of  efficiency  for  service  and  politeness 
and  the  Newcomer  Co.  store  was  rated  100  per 
cent. 

Among  the  things  that  are  of  service  to 
both  the  firm  and  its  employees  and  are  an 
outgrowth  of  the  educational  department  is 
the  insurance  benefit,  which  is  open  to  every- 
one who  has  been  with  the  firm  for  six  months 
or  longer.  Policies  range  from  $500  to  $1,500, 
according  to  length  of  service.  An  annual 
store  banquet,  two  weeks'  vacation  in  summer, 
a  store  picnic  and  an  occasional  dance,  all  help 
to  make  Newcomer's  a  store  of  happiness  and 
smiling  service. 


In  New  Setting 

The  G.  M.  McKelvey  Co.  of  Youngstown, 
Ohio,  has  moved  its  boys'  clothing  department 
from  the  first  to  the  second  floor  and  has  added 
a  full  line  of  youths'  and  young  men's  apparel. 
The  space  formerly  occupied  by  the  boys'  de- 
partment is  now  devoted  to  the  sale  of  women's 
shoes.  The  seating  arrangement  of  this  new 
department  is  very  novel.  Fancy  chairs  are 
grouped  at  different  points  in  the  department 
and  add  a  touch  of  dignity. 
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RE  yOUR  (USTOMERS 


T^/'A  VV//A  V//A 


WE  PONT 

5ELL 
WAR 
DEPARTMENT 

CANNED 
MEATS 


Nothing  will  kill  your  customers'  interest  in  you  and  your  store  quicker  than  your  lack  of  inter- 
est in  their  welfare. 

As  an  experienced  business  man  you  know  you  must  cater  to  their  wants  if  you  would  succeed. 
And  they  want  War  Department  Canned  Meats! 

HAVE  YOU  GOT  THEM? 

If  you  haven't  any  of  this  delicious  Canned  Corned  Beef  and  Corned  Beef  Hash 
you  are  a  loser  thrice  over. 

First — you  lose  the  profit  that  accrues  from  the  actual  sale  of  these  meats. 

Second — you  lose  the  opportunity  of  having  the  crowds  visit  your  store  and 
with  them  the  potential  sales  in  other  departments. 

Third — you  lose  the  good  will  of  your  customers ;  because  you  do  not  (when  you 
can  easily  do  so)  have  what  they  want. 


The  housewives  of  the  nation  are  not  as  a  rule 
paying  any  more  than  is  necessary  for  food ;  and 
when  they  read  in  their  daily  papers  of  the  big 
chance  to  secure  this  wholesome,  guaranteed 
pure  Corned  Beef  and  Corned  Beef  Hash  at  less 
than  pre-war  prices,  they  are  going  to  get 
it;  if  not  at  your  store,  then  at  the  other  dealer 


who  has  the  foresight  to  visualize  the  enormous 
possibilities  involved. 

Don't  stand  and  watch  the  crowds  enter  your 
neighbor's  store!  Some  of  that  trade  rightfully 
belongs  to  you!  Get  it!  Send  to  the  nearest 
Depot  Quartermaster  for  a  supply  of  these  pal- 
atable meats  at  once — cut  the  "Don't"  out  of 
your  sign  and  watch  the  crowds  come  to  you. 


BUY  WAR  DEPARTMENT 

'JS^w^  it  Ixf  tJiQ  CarloofL^yroiqM  propaid 
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The  Export  Business  of 
The  United  States 

(Continued  from  page  15) 

necessity,  for  without  export  trade  we  cannot 
go  on  importing  the  luxuries  and  semi-luxuries 
which  make  living  in  the  United  States  far 
superior  to  living  in  other  countries.  And  the 
student  will  find,  if  he  will  delve  into  statistics 
a  little,  that  living  is  more  worth  while  and 
prosperity  more  general  in  those  countries 
which  are  able  continuously  to  produce  a  suffi- 
cient surplus  to  enable  them  to  carry  on  a  great 
export  business,  getting  in  return  raw  ma- 
terial, necessities  and  luxuries  from  all  corners 
of  the  world,  and  in  addition  enough  of  the 
money  wealth  of  those  other  countries  to  keep 
everyone  employed  at  good  wages,  to  keep  all 
manufacturers,  great  and  small,  busy,  and 
thus  to  keep  constantly  active  the  ordinary 
channels  of  retail  domestic  trade. 

The  time  is  long  past  when  any  country 
could  properly  regard  itself  as  economically 
independent  of  all  other  countries.  Export 
trade  is  as  much  a  necessity  to-day  as  inter- 
state trade,  and  it  is  as  much  the  concern  of 
every  one  in  the  United  States. 

Trade  Now  Threatened 

It  is  important  that  the  American  public 
should  understand  the  necessity  for  our  ex- 
port trade,  because  that  trade  is  threatened 
with  curtailment. 

As  the  result  of  four  years  of  war,  the  best 
customers  of  American  products  are  finding 


it  increasingly  hard  to  settle  promptly  for  their 
purchases.  We  need  their  orders  and  they 
need  our  goods,  but  before  their  orders  can  be 
filled  we  must  work  out  some  system  by  which 
payment  can  be  postponed  until  the  farms 
and  industries  of  other  nations  are  once  again 
operating  on  a  normal  basis. 

It  has  been  proposed  that  we  establish  a 
great  national  financing  corporation  which  will 
extend  long-term  credits  to  solvent  foreign 
buyers.  Such  a  corporation  could  take  over 
solid  foreign  securities  as  collateral  and  ad- 
vance the  funds  which  on  the  one  hand  would 
keep  American  factories  going  and  on  the  other 
provide  foreign  buyers  with  American  goods 
which  they  urgently  need. 

Eminent  bankers  have  declared  that  such 
a  corporation  is  feasible,  and  the  American 
Bankers'  Association  endorsed  a  movement 
which  has  resulted  in  the  proposal  to  organize 
the  Foreign  Trade  Financing  Corporation  to 
operate  along  the  line  indicated. 

It  is  sincerely  to  be  hoped  that  the  public 
interest  in  and  knowledge  of  foreign  trade  will 
be  sufficient  to  secure  general  support  of 
this  and  every  other  measure  which  is  designed 
to  make  the  foreign  trade  of  the  United  States 
a  permanent  and  valuable  factor  in  our  na- 
tional prosperity. 

The  Golden  Eagle  Dry  Goods  Co.,  Denver, 
Col.,  has  recently  purchased  the  Kistler  build- 
ing on  Lawrence  Street.  The  building  is  five 
stories  high,  has  a  fifty-foot  frontage,  and  has 
been  leased  and  occupied  for  several  years  by 
its  new  owners.  After  slight  remodeling,  it 
will  be  made  a  permanent  addition. 


Trade  Notes 


The  value  of  association  is  beginning  to  be 
appreciated  by  some  people  outside  the  fold. 
Word  comes  from  South  Dakota  that  both  the 
State  Retail  Merchants'  Association  and  the 
Retail  Credit  Men's  National  Association  have 
unwittingly  furnished  backing  for  the  repre- 
sentations of  sharpers.  One  of  these  gentle- 
men has  been  representing  himself  as  secre- 
tary of  the  retailers'  body  and  the  other  as  M. 
T.  Coogan,  of  the  Shriver-Johnson  Co.,  Sioux 
Falls,  S.  D.  As  the  resemblance  is  striking 
in  neither  case  these  chaps  have  had  their 
nerve  with  them.  Merchants  approached  by 
such  men  without  proper  credentials  are  re- 
quested to  hang  on  to  them  and  notify  the 
proper  authorities. 

A  new  vacation  plan  has  been  adopted  by 
R.  H.  Macy  &  Co.,  Inc.,  and  will  supersede  all 
former  plans  used  by  the  firm.  Under  the  new 
system,  the  length  of  vacation  with  pay  de- 
pends on  the  length  of  service,  five  years  or 
more  earning  the  maximum.  It  provides  for 
from  one  to  three  weeks,  which  may  be  ar- 
ranged to  take  place  both  in  summer  and  vvin-'> 
ter.  ' 

M.  Saul,  proprietor  of  the  Ladies'  Ready-, 
to-Wear  Store  at  Dallas,  Texas,  has  opened  an 
up-to-date  ladies'  shoe  department  on-  vthe 
ground  floor  of  his  establishment.  P.  ' H. 
White,  for  a  number  of  years  associated  with 
White  shoe  houses,  has  been  engaged  as  man- 
ager and  buyer.  ■  ' 


WASH  CLOTHS  &  TOWELS  WASH  CLOTHS  &  TOWELS 


GLOVES 


GLOVES 


WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


"rAvelproof"  wash  cloths 

•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  G)H0E5,>rV. 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAB-OUT  COMPLAINTS 
ON  LEATHER  &v  FABRIC  GLOVES 

BUTTON  STAYC0..61oversvilIe.N.Y 


S.M.HOHL  mO-H^-ii  AVE.  NEW  YORK, 


p^LFELD  QUALIFY 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  <D. 

PHILADELPHIA 

New   York   Salesroom   61    White  St. 


A  cotton  towel  that  absorbs,  Is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  hucl£  towel. 

Sample   on  Request. 

John  R.  Lankenau  Co.,  Boston-11.  Mass. 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
Scrub,  Paint,  DustandPol- 
ishingClochs.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
73'^  FRANKLIN  ST..     NEW  YORK  CITY 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


English,  French,  American 

Wholesale  Department: 

2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,M1LLS&C0.,  •""•rr"' 


Telephones/  ^^^^loramercy 
( 63oU  J 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Northwest   corner   21st  St. 


A.  M.TOLSON  &  CO.  '•^N^.vJVt!" 
Velcot  Fabric  Gloves 
Capes  &  Chamois 

Distributors  for 
CHARLES  PERRIN  &  CIE.,  Grenoble,  France 
Founded  in  1905 
PREVOT  (P  &  L  Glofes),  Millau,  France 
A.  X.  A.  Gloves  St.  Junien,  France 


ART  NEEDLEWORK 


FANCY  LINENS 

EMBROIDERY  MATERIALS 

"Peri-Lusta"  FflRH  "Crystal" 
Mercerized        Ijj^  .  Artificial 

COTTONS  !iPM^L^S 

Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway.  NEW  YORK,  Cor.  22nd  St. 


NECKWEAR       LACES  &  EMBROIDERIES     BRAIDS  &  TRIMMINGS 


(Sroiohy^c£u)ear 

W  8  22nd  Street  K^^york 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


RICHnRDSON'S 

PURE  MERCERIZED 
SILKS  COTTONS 
forSEWIMQ 
Hfllr  EMBROIDERING 
ISJUE,!^  CROCHETING 

Richardson's  lOc  Crochet  BooKs 
RICHARDSON  SILK  COMPANV 
Chicago     Manufacturers     New  Vork 


ALL  THAT  THE  NAME  IMPLIES  I 

POLLOCK  &^LOWENBIiUMf 

40  WEST  20tk  STRIZr-NEW  YORK 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23rd  Street 


New  York  City 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Feather  bone  Co. 

Three  Oaks,  Mich. 
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Books  Reviewed 


"Export  Packing,"  a  guide  to  the  methods  em- 
ployed by  successful  shippers,  with  chapters  by 
D.  T.  Abercrombie,  formerly  Lt.-Col.,  Quarter- 
master Corps,  U.  S.  Army;  H.  N.  Knowlton,  for- 
merly Captain,  Ordnance  Department,  U.  S.  Army; 
M.  C.  Fitzgerald,  manager  of  transportation,  Gen- 
eral Electric  Co.  723  pages  including  index.  By 
C.  C.  Martin.  The  Johnston  Export  Publishing 
Co.,  New  York.    Price,  $10. 

The  importance  of  proper  packing  of  goods 
for  export  is  nowadays  beginning  to  receive 
the  degree  of  attention  which  it  deserves. 
Americans  are  coming  to  realize  that  the  con- 
ditions in  many  foreign  countries  are  widely 
different  from  those  at  home;  that  not  only  are 
goods  handled  in  a  very  different  way  when 
being  loaded  on  board  ship  from  what  they  are 
on  American  railroads,  but  also  that  after  they 
leave  the  vessel  the  goods  may  have  to  be 
carried  in  a  crude  native  cart  or  on  the  back 
of  a  burro,  a  llama  or  a  camel. 

This  book  of  Mr.  Martin's  is  the  most 
thorough  exposition  of  right  methods  of  pack- 
ing for  export  that  has  ever  come  to  our 
attention.  It  tells  of  the  construction  of  boxes, 
crates  and  bales,  including  the  standard  boxing 
specifications  of  the  War  Department.  A  chap- 
ter is  devoted  to  the  customs  required  in 
foreign  countries  bearing  on  the  kinds  of 
packages  to  be  used  by  exporters  to  those 
countries.  It  tells  of  methods  of  shrinking  the 
package;  that  is,  reducing  its  size,  without 
sacrifice  of  strength.  Chapters  are  devoted  to 
the  individual  consideration  of  methods  to  be 
employed  in  packing  various  articles,  such  as 
automobiles,  machinery  of  various  kinds,  glass- 
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ware  and  other  fragile  goods,  furniture,  tin 
goods,  etc. 

The  value  of  the  work  is  increased  by  the 
great  number  of  half-tone  reproductions  of 
photographs,  illustrating  methods  of  packing. 


Conditions  of  Store  Employees 

"Training  for  Store  Service,"  the  vocational 
experiences  and  training  of  juvenile  employers  of 
retail  department,  dry  goods  and  clothing  stores  in 
Boston.  143  pages  including  appendix  and  index. 
By  Lucile  Eaves,  director  of  investigations  made 
in  the  Research  Department  of  the  Women's  Edu- 
cational and  Industrial  Union.  Richard  G.  Bad- 
ger, Boston. 

This  book  may  be  described  as  a  survey  of 
the  conditions  of  employees  in  stores  in  Boston 
and  of  the  opportunities  which  such  form  of 
employment  presents,  with  special  regard  to 
the  provision  of  vocational  training  in  such  es- 
tablishments. The  various  duties  performed 
by  young  store  workers  are  outlined,  and  in- 
formation is  given  as  to  the  age  of  such  work- 
ers in  Boston  stores,  large  and  small. 

A  chapter  is  devoted  to  the  shifting  of 
young  store  workers  from  one  position  to  an- 
other, facts  therefor  having  been  obtained  by 
study  of  applica,tion  schedules  for  candidates 
for  store  positions,  also  the  pay  rolls,  the  latter 
being  used  to  obtain  the  length  of  service  in 
the  employing  firms  and  the  months  in  which 
service  was  entered  and  left. 

Visits  were  made  to  the  homes  of  thirty- 
one  of  the  group  studied  whose  numerous  cer- 
tificates indicated  highly  varied  business  ca- 
reers. These  young  persons  or  their  relatives 
were  questioned,  in  order  to  discover  the  rea- 


sons for  the  changes  of  employment.  It  is 
noteworthy  that  this  group  of  "extreme  shift- 
ers" included,  on  the  one  hand,  the  defective 
and  degenerate,  who  were  unable  to  hold  their 
places,  and,  on  the  other  hand,  the  alert  and 
capable  who  never  missed  a  chance  to  better 
their  wages  or  positions.  It  is  gratifying  to 
note  that  the  enterprising  young  persons  who 
desired  to  better  themselves  formed  the  larger 
group. 

Attention  is  also  given  to  the  shifting- 
among  young  persons  from  factory  work  to 
store  work.  The  latter  form  of  employment  is 
described  as  attractive  not  only  because  the 
surroundings  are  agreeable  and  the  associa- 
tions apt  to  suggest  greater  personal  dignity 
and  refinement  but  also  because  there  is  al- 
ways the  hope  of  working  into  a  regular  posi- 
tion. The  coming  and  going  of  seasonal  work- 
ers, it  is  further  pointed  out,  are  the  occa- 
sions of  promotion  from  less  to  more  desirable 
store  employment.  "The  higher  type  stores,, 
particularly  those  dealing  in  clothing  require 
experienced  employees,  who  are  enticed  from 
suburban  employers  or  less  promising  posi- 
tions in  neighboring  stores  by  offers  of  better 
wages  or  conditions  of  work." 

A  number  of  other  reasons  for  shifting  are 
also  given. 

To  the  retail  merchants  probably  the  most 
interesting  part  of  the  work  will  be  that  which 
deals  with  training  for  employment  in  retail 
stores.  Noteworthy  is  the  reference  to  the 
fact  that  the  high  school  course  in  salesman- 
ship in  Boston  is  taken  by  many  students  who 
make  no  vocational  use  of  their  training. 

Explanations  are  given  for  this  situation; 


DRESSES 


DRESSES 


DRESSES 


515  Waahin^ton  St. 
Boston,  Mass. 
412  Francis  St, 
St,  Joseph,  Mo. 


DRESSES 
$6.75  to  $25.00 

Broder  &  Co. 

48-54  W.ZStb  St,  N.y.C. 
701  Medinah  Bldg. 
Chicago.  111. 
Jefferson  Hotel 
St.  Louis.  Mo. 


154  Sutter  St.,  San  Francisco,  Cal. 


Prnmnf  Taffeta,  Charmeuse, 

.      ^      Canton  Crepe,Serge,Tricotine 

\niDm6nt  other  seasonable  materials. 

^•"K     ^    «•         Prices  $10.75  to  $37.50 
Write  for  sample  assortment 

KAHN  DRESS  CO. 


36  West  32nd  St. 


New  York 


COATS    &  SUITS 


snow 
showing 


A.  L.  COHEN: 


"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 

Waists  -  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  Bldg,.  Cor.  Jackson  Bl»d.  and  Wells  St. 
CHICAGO 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


S    X   O    U   X  IS 

WOLF  &  LATNER 

COAT.S    -  .SUITS 

WOLF  STOUT  DRESS  CO. 
DRESSES 

Correctly  •tylod  and  priced  for  their  ' 
•ptcific  purpose. 
122-124-126  W.  2(,th  .St.  New  York 


for  Girls,  Flappers  &  Juniors 

Specializing  on 
Silk,  Taffeta,  Georgette 
and   Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The  Little  Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone.  Chelsea  1113 


WAeJ 

Made  by 

MITCHELL  BROS. 


CO. 


367  W.  Adams  St.  ^t'^e'^,*; 


CHICAGO 


WAISTS 


Originator  and  Designer  o( 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago 


T)u"PrQck-T)avi5  Co. 

6?<:clu5ive  "Plou5e5 

21^  West  Vionroe  5Treer 


IDEAS 

Cuts — Ads  —  Circulars 
Show-cards  -Letters 
Window  Trims  Folders, 
etc.     Supplied  cxclu.sively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


Good  Values 
Kxclnsive  Styles 
Tricotlne* 
Serges 
JerseTS 
Satins 
Georgette 
Taffetas 
915.00  to 

$40.00 
Send  for 
samples. 
Prompt 
deliveries     158  W. 


DRESSES 


Tel.:  Watklns 
7350-7351 
29th  St.    New  York 


Dresses 

Samples  sent 

on  approval 
Immediate 

Shipment 


Poplins  $4.00  up 
Serges  $4.75  up 
Satins  $7.75  up 
Tricotines$10.75up 


Queen  Costume  Co.,  Inc.  ~ 

114-120  West  26th  St.       New  York 


WAISTS 


THE 

Cotton      HIRSCH-  Silk 
Waists       STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


YOUR  HELP  SITUATION  to  day 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 

New 
York 
City 


CHILDREN'S  WEAR 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


SIOneWaui. 


WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  oopalar  pricet 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldg..  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  906. 


PLAYSUITS 


KOyERALLS 

r^fi^  LIS  Pat.  01^ 

Patented  January  8th  19 18 
Copyrighted  name  for  one-piece 
garment  for  ctiildren  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco.  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


QpiijbciaM  J 

*Ihe  Economy  Garnrnf' 
"Ameilca's  Play  Garment" 

is  as  well  made  as  the 
famous  Outerall  one-i>iece 
work  garment.  Assorted 
styles.  Samples  on  request,! 

Michigan  Motor  Garment 
Co,,  Greenville,  Mich 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  vour  needs 
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the  salesmanship  courses  are  popular  with 
students  because  they  afford  opportunities  to 
earn  money  which  helps  to  pay  expenses  or 
supplies  means  for  buying  extra  clothing,  de- 
sired by  girls  of  high  school  ages.  Thus,  the 
work  behind  the  counter  is  taken  willingly 
when  it  is  a  part  of  the  high  school  course,  but 
when  the  students  apply  for  regular  positions 
the  store  managers  may  find  it  difficult  to  em- 
ploy them  as  full-time  salespeople  and  the  stud- 
ent may  be  unwilling  to  take  the  less  attractive 
work  of  cashier  or  stock  worker.  Moreover, 
the  office  positions  which  were  sought  by  a  ma- 
jority of  those  who  had  been  in  the  salesman- 
ship classes  had  an  average  initial  wage  of 
about  $2  higher  than  that  paid  in  the  store 
positions. 

The  conclusion  is  reached,  however,  that 
the  failure  to  utilize  time  and  make  use  of  this 
vocational  training  does  not  involve  any  waste- 
ful effort,  or,  in  other  words,  that  it  does  give 
a  point  of  view  which  is  helpful  in  many  other 
positions. 

The  appendix  includes  a  list  of  books  suit- 
able for  placing  in  the  store  library. 

While  of  interest  to  store  owners  and  ex- 
ecutives, teachers  in  classes  for  store  workers 
will  find  this  review  useful. 


Books  Received 


"Excess  Profits  Tax  Procedure  1921,  including 
Federal  Capital  Stock  (Excise)  Tax."  By  Robert 
H.  Montgomery,  C.  P.  A.  The  Ronald  Press  Co., 
New  York. 

"Income  Tax  Procedure  1921."  By  Robert  H. 
Montgomery,  C.  P.  A.  The  Ronald  Press  Co., 
New  York. 


Employee  Shares  New 
Responsibility 

(Continued  from  page  19) 

one  if  his  and  your  salaries  are  to  stay  up; 
and  certainly  that's  where  you  want  them. 
You  may  rest  assured  that  the  boss  isn't  fool 
enough  to  fire  a  good  man,  even  though  he 
dislikes  him  personally. 

The  Store's  Opportunity 

You  may  be  wondering  why  we — the 
Economist  people — are  so  anxious  for  you  to 
appreciate  your  position  and  why  we  want 
you  to  work  harder  than  ever  before  to  pre- 
vent a  general  reduction  in  salaries. 

We'll  tell  you. 

Textiles,  steel,  wool  and  practically  all 
big  industries  have  made  wage  cuts  of  one 
kind  or  another,  and  the  papers  have  published 
pages  of  this  information. 

We  want  department  stores  to  be  a  big 
outstanding  exception.  We  want  to  be  able 
to  say  a  year  from  now  that  retailers  the 
country  over  represent  the  only  big  class  of 
business  men  that  did  not  reduce  salaries 
after  the  war.  It  will  be  a  tremendous  boost 
for  the  retailers  of  the  United  States. 

We're  going  to  help  the  boss  with  every 
kind  of  information  we  can  get  that  will  en- 
able him  to  conduct  his  business  economically 
and  satisfactorily.  You  do  your  part  and  that 
old  pay  envelope  will  stay  as  fat  as  it  now  is, 
and  the  boss  will  give  it  to  you  with  a  smile 
on  his  face. 


The  Wilkins  Bros.  Co.,  Des  Moines,  Iowa, 
finds  it  pays  well  to  link  advertising  of  sales 
events  with  outstanding  local  affairs.  Recently 
the  American  Legion  inaugurated  a  drive  for 
5000  new  members.  Their  publicity  was  wide- 
spread and  intensive,  with  posters  headed  with 
the  old,  familiar  "Say,  Buddie."  The  Wilkins 
Bros.  Co.  had  on  hand  a  lot  of  shirts  bought 
at  a  favorable  price.  They  immediately  rushed 
out  a  big  ad  headed  like  the  American  Legion 
poster,  featuring  silk,  pongee  and  fiber  shirts 
at  $3.65;  madras,  cotton  crepe  and  percales  at 
$1,  and  chambrays  at  69  cents.  The  sale  ran 
a  full  week  and  according  to  J.  C.  Neal,  adver- 
tising manager,  disposed  of  a  whole  lot  of 
shirts  not  only  to  Legion  members  but  to  oth- 
ers who  liked  the  bargains. 

The  Brownie  Corp.,  formerly  Charles  M. 
Schwartz,  Philadelphia,  manufacturers  of 
bathrobes  and  house  dresses,  has  opened  of- 
fices in  New  York  at  49-55  West  Twenty-sev- 
enth Street,  in  charge  of  the  Rosenbloom  Mer- 
chandise Corp. 

The  Emporium,  St.  Paul,  Minn.,  celebrated 
its  nineteenth  anniversary  with  the  opening  of 
a  new  addition.  The  house  covers  sixty-three 
distinct  departments.  Angus  McLeod,  who  has 
been  connected  with  the  establishment  ever 
since  it  first  opened,  is  the  president  of  the 
company. 

Adding  its  forty-second  store,  the  Grant 
Co.  has  opened  a  large  department  store  at 
Little  Rock,  Ark.  H.  K.  Garges  is  manager, 
with  a  salesforce  of  more  than  200  persons. 
The  new  store  has  three  large  floors. 


U  R 


MUSLIN  UNDERWEAR 


SILK  UNDERWEAR 


SHOES 


ECKSTENiKASS 

rMANCHURIAN  •  WOLVES 

'$  5a2t&*50*^ 


fiOTTLIEB  BROS 

MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  273>  ST..  NEW  YORK. 

CHICAGO  OFFICE  -  223  JACKSON  BOULEVARD 

W.  F  DR0E6EMUELLER 
SAN  FRANCISCO  OFFICE-  135  KEARNY  ST. 
I.  MANAtO 


ACKMAN'S 

FURS 

"America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  i^atalog. 
It  is  free 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  results.bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE*ECONOMY  SERVICE 
231  W.  39th  Street  New  York  City 


WOMEN  APPRECIATE  MERCHANTS 

PRAISE 


D£MQROiOEflE» 


ROBERT  VIETGELMANN.Mte 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Designed  by 

Bessie  Damsey 


NEW   YORK                ls~'^'  -'fr^iff' 

RIBBONS 

LABELS 

s&K  RIBBONS 

ot^Jjy  6 — ^  SILKS 

We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN,  INC. 

IQ  East  16 th  Street. New- York 


[WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 


FOR  ALL  WEARING  APPAREL 
404  S.WELLS  STREET  CHICAGO 


SKIRTS 

MILLINERY 

STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel 
Suite  722. 


D.  B.FISK&CO. 

CHICAGO 


AND 

'millinery 
merchandi  s  e 

Open  thruoul  the  year 

NEW  YORK 
411  Fifth  Avenue 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
Ave. 

Cleveland,  Hotel  Cleveland 


CORSETS 


APRONS 


GnECIAN-lPECO 

Maternit;^  and 
Post-Operation  Corset 

Grecian-Tbeco  Fabric  Modem  Hjgienic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SA>rPLE: 

Benjamin  SJphnes, Newark.  N.J.j 


SOTJTHIMD 


§armeni: 

!hrigaiowAprors''"-Hm'?])!es:-.'; 
Percale  end  Amoskeag  Ginghmn. 

Southland  Mf^Co 

118  PuWc  SqmeMsbYillg  Jenn.: 

Writp  far  S&mpJi 


^erdojen 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHItADELPHIA,  PA. 


BENDS    SO  EASY" 

No.  142— Glazed  Kid  Vamp,  Dull 
Kid    top,    7    inch   Flexible  Welt. 
Sofshu,     Tip,     IVs    inch  common 
sense  heel,   20  last. 
B-4V4   to  9;  C-4  to  9;  D, 

E-SYz  to  9  $5.75 

Add  30  cents  for  sizes  8V4  and  9. 


HOLTERS  COMPANY 


RICE&HUTCHINrV  M®*^*® 
■    ^    XT'  I  „  ^ 

r  1  n  e 
Shoes 


Rockland 
Quality 


W-  SumnerSmith 

BATHING  SHOES 


CHICAGO 


-write:  — 


Ladies  COMPORT  Shoes 

■i^-  Soft-Flexible  Leather 


LOW  tl-el  Pair 

Otner  Sryles  on  Request 
Made  in  CD  E  EE  widths 

Sold  in  3b  Pdir  Lota  

FOB  Faccorv 


HIGH  s  1  J5  Pa 


THE  HELD  CORPORATION 

«tl  UNION  SQ.UARE     NEW  YORK 


158 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


Spotty  Conditions 

(Continued  from  page  97) 

employment  has  been  slack  for  a  long  time, 
workers  have  many  bills  to  meet  and  certain 
goods  must  be  bought.  Then  it  is  simply  a 
question  of  "How  much?"  They  feel  that  any- 
thing will  do  for  the  moment,  as  long  as  it  is 
cheap.  If  it  is  a  piece  of  apparel,  good  looks 
are  much  in  its  favor;  but  wearing  quality  is 
not  considered  as  much  as  one  might  think 
would  be  the  case  where  money  has  to  go  a 
long  way.  Nevertheless  most  stores  are  mak- 
ing an  effort  to  give  value  for  price  so  that  in 
the  future  there  will  be  no  come-back  from 
customers. 

Forceful  Value  Emphasis 

The  demand  for  good  value  at  a  low  price 
and  the  necessity  for  increasing  volume  is  be- 
ing met  by  retailers  with  vigorous  campaigns 
based  on  forceful  demonstration  of  merchan- 
dise values.  Dollar  Day  sales,  Blue  Ribbon 
sales,  Pink  Tag  sales — every  kind  of  sale 
imaginable  is  being  held.  Old  goods  and  spe- 
cial lots  of  new  goods  are  being  pushed  out  as 
fast  as  they  will  go  at  prices  leaving  very 
small  profit  margins.   The  aim  is  volume. 

It  is  found  that  low  prices  alone  are  not 
enough  to  induce  buying  in  the  desired  amount. 
Of  the  people  who  come  to  the  stores  many 
have  an  eye  for  value.  Others  have  not,  and 
these  are  not  properly  impressed  by  plain 
statements  of  prices  unless  they  are  so  ridicu- 
lously low  that  there  is  no  profit  at  all  for  the 
store. 

Then,  those  who  do  not  come  in  and  hence 


have  no  chance  to  get  a  line  on  values  do  not 
receive  the  full  influence  of  the  price  offering. 
This  double  situation  is  being  met  by  con- 
stantly extended  use  of  the  comparative  price. 
It  is  used  not  only  in  advertising  but  in  win- 
dow display. 

Even  the  device  of  printing  two  prices,  the 
higher  of  which  is  scratched  out,  is  seen.  This 
is  not  altogether  agreeable  to  some  retailers, 
but  they  believe  it  is  necessary  at  this  time. 
They  say  few  people  have  the  ability  to  visu- 
alize the  savings  in  low  price  quotations.  They 
need  to  have  them  graphically  set  forth.  And 
undoubtedly,  in  towns  where  money  is  not  free 
this  method  is  bringing  the  business. 

Some  of  the  stores  in  these  cities  are  pay- 
ing less  attention  to  strictly  price  appeal  than 
others.  They  are  losing  a  certain  amount  of 
business  by  it,  but  they  are  satisfied  that  in  the 
long  run  it  will  pay  them  to  handle  only  such 
goods  as  they  can  afford  to  stand  behind.  As 
one  department  head  put  it,  "We  think  it  down- 
right sinful  to  throw  into  the  waste  basket  the 
quality  reputation  we  have  been  building  for 
years.  We  do  try  to  get  goods  which  we  can 
sell  at  very  low  prices ;  but  they  must  not  only 
be  worth  the  money — they  must  be  worth  our 
customers'  owning." 


The  Herman  Manufacturing  Co.,  makers 
of  ladies'  and  children's  ready-to-wear  clothing 
and  handkerchiefs,  has  leased  quarters  at  49 
South  Second  Street,  Memphis,  Tenn.,  and  is 
to  begin  business  about  April  1.  The  business 
is  owned  by  F.  M.  and  M.  Herman,  the  former 
having  been  for  several  years  president  of  the 
Tri-State  Manufacturing  Co. 


Wool  Gro\yers  Plan  to 
Sell  in  Cloth 

Economist  Correspondence,  Spokane,  Wash. 

Marketing  their  product  as  cloth  instead 
of  as  raw  material  is  the  plan  of  Washington 
wool  growers  to  secure  a  better  return  for 
their  wool.  A  committee  headed  by  Dr.  S.  B. 
Nelson  of  the  Washington  State  Agricultural 
College  declares  the  plan  to  be  feasible.  It 
has  been  worked  out  by  wool  growers  in 
Montana  and  Illinois,  and  Ohio  took  a  similar 
step  some  months  ago.  Contracts  for  making 
the  cloth  will  be  entered  into  and  the  wool 
growers'  association  will  establish  a  depart- 
ment to  market  it. 

An  experiment  to  determine  the  chance  of 
success  has  been  completed.  Washington  wool 
was  made  into  cloth,  which  was  cut  and 
finished  by  tailors,  the  suits  costing  from 
$41  to  $50.  The  cost  of  the  cloth  in  each 
suit  was  about  $12.60.  At  the  time  raw  wool 
was  selling  for  40  cents  a  pound.  The  pre- 
vailing price  in  Spokane  is  now  12  cents. 

A  permanent  Red  Cross  health  center  for 
Spokane  and  surrounding  territory  has  been 
opened  in  the  Crescent  store.  It  includes  an 
examining  bureau  where  mothers  may  bring 
infants  for  examination  and  instruction  in 
their  care.  There  will  be  lectures  by  dentists 
and  physicians  and  moving  pictures  on  child 
care  and  general  health  instruction  in  the 
Crescent  auditorium.  Information  as  to 
nurses,  physicians  and  hospitals  will  be  kept 
on  file. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


UNDERWEAR 


/^.AMUFACTURIKG  CO..  INC. 


The  Leading  Sweater  House 
16-18-20  West  32ndl  St.,    New  York 


SWEATERS 

BATHING  Slipons— lujcdos— SilkSwealcrs 

SUITS—  36.00  doz.  and  up 

NOVELTIES      IMMEDIATE  DELIVERY 

Write  for  10  Best  Sellers  on  Approval 

HYGRADE  KNITTING  CO.,  inc 

1  East  28th  Street      : :     New  York 


ANGORA 
MOTOR 


SCARFS  and  SHAWLS 


THE  ROSE  KNIjr  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  I mmediate  Delivery 

26  West  23rd  St.,  New  York  City 

Cliic««o  Rep.,  R.  GO.'iLING,  209  Medinah  BIdg. 


MEN'S  WEAR 


( Double  Your  Work  Shirt  Salcsl 


M.  MOOR  p:  I 

"CAN  TON.  OHIO-'' 


LADIES  FULL  FASHIONED 


J.R.Beaton  C0..I  nc. 

329  Fourth  Ave.        New  York 


socks"  FOR  WEAR 

Trom    Mill  Retailer 

^Cl-.  /Sr  SAMPLES  ^jPmCES 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U  S. A. 


GOTHAM  SILK  HOSIERY  CO.,  inc. 

HOT  COIIUNEDKUSS  STAMPED  OMTOt     Manufacturers  of 

SILK 
HOSIERY 


516  Fifth  Avenue,  New  York 
Mills  at  New  York  &  Phila. 


BUTTON  MACHINES 


,11  LON.  OHP 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITI 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


OutfitA  $20  up 

S.  MENKIN,  Inc. 

1 49  W.  28th  St..  New  York 

60  Years  I'.xpericncc  behind  our  Service 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladies'SilkLisle,$3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 

HOSIERY  "send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


l^Xtt  The  Trad. 

the  genuine  ^  # 
Racine  Feet.  The  Trade  Mark  with  a  reputatioo'ePUtatlon  B 

RACINE  FEET  KNITTING  CO 

BELOIT,  WISCONSIN 


I 


"Made  in  U.  S.  A." 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &Co. 

Selling  Agents 
345  Broadway      New  York 

"No  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RIVCIJSIDE  KNITTING  niLtS 

READINe  PA 


MUSIC  PUBLISHERS 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Bamplcs 

McKINLEY  MUSIC  CO.,  Chicago 


Deterioration  comes  and  quality  goes,  but  the 

Alliance  Mills 

Ribbed  Union  Suits 

and  Separate  Garments 

for  Women  and  Children  remain  unchangeable 
Most  leading  jabbers  can  suppi;  you 

ALLIANCE  KNITTING  MILLS 

Whitesboro,  N.  Y, 


UNDERWEAR  . 


s  big  COMFORT  advantage 
—the  Patented  "Can't-Slip" 
shoulder  strap — makesCamfy- 
Cut  an  UNMATCHED  profit- 
maker.  Nationally  advertiaed. 
Ask  yoar  Jobber  for  samples. 

Boyce,  Wheeler  A  Boyce 
339  Broadway         New  York 


3 


^OHKWTTTVq  Union  Suits  for 

^<AKNico^<?  Men  and  Boys 

Made  of  finest  long 
^^flA>i^-.    staple  yams. 
'^"ArroN.  Mill  to  Merchant 

Taunton  Knitting  Co. 

Taunton,  Mass. 


'Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Adyertising  Ideas 

239  W.  39th  St.,  N.  Y. 


BOOKS 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


DRY  GOODS  ECONOMIST,  MARCH  12,  1921 


159 


Cotton  Goods  Prices 

(Continued  from  page  17) 


Tried  and  True  10 

Virginia  C  10 

Lochart  LL  10 

Spartan  LL  10 

Glenmore  LL    9% 

Pacolet   10% 

Hederfcon  A  10% 

*Monroe  LL   10% 

♦Defender  LL   10 1/2 

Poland   10% 

Fine  36"  Unbleached  Sheetings 

Valley  Rose  121/2 

Princess   12% 

Black  Rock   12% 

Pepperell  R  13 

Century  B  12% 

Lockwood  B   13% 

Hadley   13 

♦Woodstock  S   13% 

*Montclair  D   13% 

Pequot  A  17 

Cast  Iron   17% 

Bradford   17% 

Dwight  Anchor  18 

Eldorado   18 

Wamsutta   30 

Coarse  36"  Unbleached  Sheetings 

Orr  11% 

Pelzer  12 

Armenia  12 

Buckshead   14 

Indian  Head   14% 

40"  Unbleached  Sheetings 

Pickens  A  A  12% 

Lockwood  A   14% 

Pepperell  E  15 

*Montclair  A   14% 

Pequot  B   19 


Indian  Head  40"  16 

Indian  Head  48"   21 

36"  Unbleached  Drill 

Piedmont  3.00  12% 

Pacolet  2.85   14% 

Pepperell  2.85  14% 

Special  Heavy   16% 

Dwight  2.50  17% 

Pepperell  2.50   17% 

Norwood  Ducks 

Norwood,    6  oz.,  29"   16% 

Norwood,    7  oz.,  29"  18y8 

Norwood,    8  oz.,  29"  20 

Norwood,  10  oz.,  29"   25 

Norwood,  12  oz.,  29"  30 

Norwood,  10  oz.,  36"  25% 

Norwood,  11  oz.,  40"  27% 

Boston  Ducks 

8  oz.,  30"   22% 

9  oz.,  30"   25% 

10  oz.,  30"   28% 

12  oz.,  30"   33% 

36"  Bleached  Muslins 

Gypsie  Queen   .'.  9% 

Loon  Lake   10 

Swan   10% 

XX   11% 

Centerville   11% 

Chapman  X   12% 

Palma  12% 

Pride  of  the  Field  12% 

Forget-Me-Not   14 

Fearless   13% 

Hero   14 

Hope  14% 

Bonnie   15 

Flower  of  the  Mill  15% 

Lassie  16 

Equinox   16 

Androscoggin   16% 

Hill  16% 

Lonsdale   16% 


Langdon  76  17% 

Fruit  4/4—10/20  17 

Fruit   17% 

Langdon  GB   19 

Dwight  Anchor   22 

Wamsutta   32% 

36"  Bleached  Cambric 

B.  L  X  10% 

EE   11% 

Cavalier   11% 

HCE   12% 

Pride  of  the  Field  12% 

Bonnie  15 

Memory   '.  16 

Imperial  No.  50   15% 

Imperial  No.  80   18% 

Lonsdale   . . '.  19 

Berkeley  Coronet  16% 

Berkeley  No.  60  18% 

Berkeley  100  24 

Berkeley  Extra   27 

Berkeley  150  29 

Berkeley  180  30 

Berkeley  300   33 

36"  Bleached  Nainsook 

EE   11% 

Columbus   11% 

HN   12% 

Pride  of  the  Field   12% 

Cameo  1000   16% 

Cameo  2000   17% 

Berkeley  60  18% 

Lonsdale   19 

36"  Flat  Fold  Long-Cloth 
Burleigh  30 

36"  Jeans  and  Twills 

Lonsdale   22% 

Hill,  flat-fold  22% 

Marine  Middy,  book-fold  23 

Pepperell  N.  G.,  flat-fold  23 

Duretta  Cloth,  book-fold  23 

(Continued  on  next  page) 
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"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  Chicago 


Liberty-Belle   

HAIR  PINS 


Cabinets 


Tubes 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


(  Human  Hai'r) 
COSMOS  TRADING  CO. 

67-69    IRVING  PLACE  KY 


Silk  Hair  Wavers 
I  Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boston,  Ma*<. 


SILK  HAIR 

E  M  ITTELSTAEDTiNc.  ^fd^i^ 


West  Electric 
Hair  Curlers 


SHAMPOO 

•l^LECTRic  Hair  Curler  Co. 

PHILADELPHIA.  PA.,    U  S  A 


Manufacturers  o/" 

laiiiiiaiiiiiiiiigiiiiiiHiiHiiiiiiininiiiiwiiiiuiiiaiiiia 

DRESS 
S  H lELDS 

and  Rubber  Sheet- 
ing; Infants'  Special- 
ties ;  Sanitary  Goods. 

J.  BEYERLE    MFG.  CO. 

18-22  W.  20th  St.,   New  York. 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 
Mfrs.   of  Ladies  Hand  Bags 

All  Styles  and  Prices 
SOO-306      So.      Franklin  St. 
Chicago,  111. 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Wovin  Fabrica 

Notions  and  Sm^l  Wares 
Sole  Selling  Agent 
KIRBY,  BEARD  &  CO.  Biriningham,Eng. 
s  Hair  Pins,  Pins,    Needles,  Needle  Cases 


'■"-Of 


;  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Hated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  In 
your  district. 

The  ANSONIA    NOVELTY  Co. 


AHSONIA,  CONN. 


U.S.A. 


"EVERSHARP"25'^50<^&75« 
SCISSORS  H 


THE  EDGE 
THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IIV  ASrERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

ITHE  EVERSWARP  SUEAR  CD. 


BRIDGEPORT 


CONNECTICUT 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be- 
hind the  display  man  with  suggestions. 
The  Dry  Goods  Economist  Is  at  your  ser- 
vice. Get  out  the  last  half  dozen  numbers, 
act  now  and  watch  the  department  improve. 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  President 

Foreign &Domestic  ^^^C^ 

t.,jM„.i  „„  N  Q  T 1 0  N  S  "" 

Sole  Agents  for  the  Lightning  Needle  Co. 
27-33  West  23rd  Street  New  York  City 


SANITARY  NAPKINS® 
APRONS-KNICKER^ 

BELTS 


<5'^  GOODS 

FOR  INFANTS 
AND  WOMEN 

"G^^-St&GirapdAve.  PHILADELPHIA, 

U.S.  A 


D®  ¥@ri|  SILL 

©lALiT¥  FIBST 

Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N EW  YORK 


The 


and 


SANITARY  NAPKINS 

Convenieruly  and  attractively  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Writ©   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
SCO  Broadway     New  Yorlc  City 


Ci 


REPUBLIC  ^  ^ 


creators  of  boxed 
Gift  novelties 


PRESTON  STUDIOS 


2  23   FirXAl  AVE.  NEW  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKET     P.  .  I. 


REEP 


and  Toole^^^r./"€v  d  Ba^ 

AX^o  (j-f^erdl  Line  of 

'ocketbcok/  Gamp 
Collar  Ba^./-  Manicarpy  Etc. 

A.i_.  R.EED  CO: 
•373- FIFTH  AVE.  NEV/ YORK. 
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Laconia  G.  N  28 

Wamsutta   29 

27"  Bleached  Drills 

No.  3500  16 

No.  3250   17 

No.  3000   18 

No.  2850   ISVs 

Pepperell  19 

No.  2500   24 

36"  Sign  Cloth 

Ad  Poster,  60  yd.  rolls  12  V2 

Shrunk 

Indian  Head,  27"  151/2 

Indian  Head,  33"   17 

Indian  Head,  36"  19 

Indian  Head,  44"  24% 

Indian  Head,  54"   301/2 

Belfast  Linen,  27"   16 

Belfast  Linen,  33"  171/2 

Belfast  Linen,  36"  191/2 

Belfast  Linen,  44"  25 

Belfast  Linen,  54"  31 

Tickings 

Swift  River  ticks  12 1/2 

Pillomat  B  ticks  13 

Thorndike  lettered  ticks  15 

Pillomat  D  ticks   15 

Pillomat  G  ticks  18 

Cordis  C  ticks  18 

Cordis  B  ticks   19 

Cordis  8  oz.  ticks   22 

Bowling  Brook  ACA  22 

Pearl  River  22 

Amoskeag  ACA   22% 

Amoskeag  XX   25 

Amoskeag  ACA,  36"   271/2 

Ashland  %   271/2 

La  Rose  ■%   29 

Our  Beauty  A  7s   31 

Sterling   321/2 

Pillomat  P  33 

Pillomat  S   35 

Lenox  XX   39 


Bohemian  1000  Unbleached  23 

Bohemian  2000  Unbleached  28 

Thorndike  300  B.  F.  Ticks   221/2 

Thorndike  8  oz.  B.  F.  Ticks  30 

Yankee  B.  F.  Ticks  30 

Our  Beauty  No.  4  B.  F.  Ticks  29% 

Our  Beauty  No.  3  B.  F.  Ticks  31 1/2 

Our  Beauty  No.  2  B.  F.  Ticks  34% 

Our  Beauty  No.  1  B.  F.  Ticks  37 

Our  Beauty  3"  linen  finish  slip  covers  37% 

Florence  B.  F.  Tick   37 

Majestic  B.  F.  Tick   40 

American  B.  F.  Tick  40 

Wide  Sheetings 

Salisbury,  Bleached,  8/4  35 

Salisbury,  Bleached,  10/4  44 

Lockwood  and  Mohawk  Wide  Sheetings 

Bleached  Brown 

42  in   24  23 

45  in   26  24 

50  in   30  26 

6/4    34  30 

7/4    38  34 

8/4    42  28 

9/4   '   46  42 

10/4    50  46 

11/4    55  50 

Norwood  and  Pepperell  Wide  Sheetings 

Bleached  Brown 

42  in   21%  20% 

45  in  ■..  23%  21% 

50  in   25%  23% 

6/4    29  25% 

7/4    33  29 

8/4    36  33 

9/4    41  36 

10/4   45  41 

11/4    50  45 

12/4   —  50 

Dwight  Anchor  and  Utica  Wide  Sheetings 

Bleached  Brown 
42  in   28  — 


45  in   30  28 

50  in   34  30 

6/4    38  34 

7/4    43  38 

8/4    48  43 

9/4    53  48 

10/4    58  53 

11/4    66  58 

12/4    _  66 

Cheviots 

Everitt  S.  C.  28  in  14% 

*Palma  28  in.  F.  F  f.l4 

*Norwood  28  in.  B.  F  14 

*Rutledge  28  in.  F.  F  15 

*  Victoria  28  in.  F.  F  15% 

Tropical  Parella  26  in.  F.  F  21 

Plaids  and  Checks 

*Paramount  25  in.  Plaids   9% 

*Riverside  27  in.  Plaids  11% 

Otis  30  in.  Checks  17% 

Otis  No.  4  30  in.  Plaids  25 

Hickory  Stripes  and  Cottonade 

Thorndike  Hickory  Stripe  17 

Pacific  Hickory  Strips  18 

Thorndike  8  oz.  Cottonade  22% 

Denim 

No.  61  Blue  Denim  14 

No.  121  Blue  Denim  16% 

No.  31  Blue  Denim  17% 

No.  26  Blue  Denim...  20 

KB  Brown  Denim  20 

Brown  and  Drab  Ducks 

Boston  W  S  .,  19 

Boston  O  P  20 

Boston  SO  21 

Boston  0  H  22 

Boston  X  23 

Boston  XX  25 

Boston  XXX  27% 

Boston  9  oz..  30 

Boston  10  oz  32% 


NOTIONS  &  FANCY  GOODS 


BABY  GOODS 


BABY  GOODS 


FLOOR  COVERINGS 


SAMPLES  ON  REQUEST 


mSDON( 

SAFEXyPINS- 

'Qhe  A  Point  Pm 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LONCTAPERIHO  POINTS-hOK-PUUINO 
CAPS  U  OUAPOS  SECuatLY  ASSEMBLED 


KISDONMFG.CO..  Naugatuck,  Conn 


iCTE"  NOTIONS 

CMALL  wares  and  fancy  goods  at 
^  Juwest  prevailing  market  prices- 
g         Sole  Agent  for  D.  F.  Tayler  &  Co.'s 
§  I'lSH  AUD  HAIRPINS 

m       GOTHAM  LEATHER  GOODS  CO. 

m  Sma/J  Wares.  Fancy  Goods  ^  Buttons  , 

g   223  Fourth  Ave,  at  ISlhScHfwTtorh:  Boston  OffioftfCteaBty  St  j 


YARNS 


Pennant 
Darning  Cotton 

30yd.;8-ply;4-End 
High  Quality 

A»k  Your  Wholetaler 

Blodgett  &  Orswell  Co. 

Pawtucket,  R.  I. 


VTr -VTr 
FIBRE  LUSTRE 
SILK  YARN 
Now  In  Diamond 
Wound  Balls 


"Tra'le    Mark  il'-z." 
CARVER-BEAVER    YARN    CO.,  INC. 

.'•(06  Hroadway,  New  York   


An  Easy  Index — 

TTiat  is  what  you,  will  find  the 
Buyers*  Merchandise  Guide  is 
a»  you  check  over  the  trade 
marks  and  names. 


|@oag  i^ibtioncraft  Companp 

DESIGNERS  and  MAKERS 
of 

SBiibbon  jSobelties 
enta  tar  JBabp  anb  iHilabp 

31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


I  NF  ANTS'  GOODS 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  DraweBS. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  new^^vork 


A  BA.BV     IM  OVE  LT I  E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Haby  Arm- 
let.s.  Teething  Rings, 
Kattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer —  Importer 
31-33  W.  aist  St.,  N.  Y. 


Richard  G.  Krueger 
Manufacturer 
13  showroom 
and  8tudio1 

aOSFOURTHAVE.  NEW^OHK  ■ 
BEND  FOR  CATALOGUE 


DOLLS   &  TOYS 


Roily  Rattle  — ii  Float*. 
Auortcd  characters  at 

$4;  $6  &  $750 

Handpainted  Nov- 
elties, Rattles, 
Toy  Sets.  Dolls' 
Toilet  Sets,  etc. 

•i^M\Sig.  Schwartz  Co. 
'^^110W.32ndSt.,N.Y. 

Send  for  catalog  10 


Water  Baby— in  assorted 
styles  $225  to  $15 


■  i  ' 

ririginal  SANITARY  Nursery 
^  Playthings  for  BABY 

Jit. 

$25  or  $50  Rite  Assortment 

It's  the  Rite  Line 

No.  119  West  42nd  St., New  York 

»           Opposite  Bush  Bldg. 

Rattledy  Ritei 

"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word,  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No,  31 

J.B.TI1VIBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


TYROLER'S 
EAR  CONFORMER  CAP 

Prevents  projecting  or  folding 
of  Infants'  ears  while  asleep  or 
lying.    Removes  and  corrects  all 
t  k.      JSSf  Sf     tendency  of  ears  to  protrude. 

Vv^fe,  M&s  ^     Sanitary,  washable.     Each  cap 

■KnJ^  MS^'       ^    aeparaie  pacKage. 
^''N  fl^^i'  sizes— small,   medium,  large. 

S^^^W^mA^W    Cotton  $4.50  per  doz. 

Silk   6.00  per  doz. 

*  All  year  round  seller  in  Infant 

uear  dept. 

TyrolerMfg.Co.,^-^-^' 


DOLLS  &  TOYS 


Patented 


The^Twirlie  Twins"  Top 

Registered  Trade  Mark 
An  everlasting  toy  for 
children  6  to  60 

A  profitable  quick  seller 

Write  for  folder 

PATENTED  SPECIALTIES  CORP. 

1903  City  Hall  Sq.  Bldg. 
Chicago,  111. 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehotises,  located  at 
Chicago,  St.  Louis,   Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seatde,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J, 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


OIL  CLOTH 


Table  Oil  Cloth 

"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 


3'    U«  Colambos-Union  Oil  ClotiCo. 

REG. 


Columbus,  Ohio 


PILLOWS 


^(^PILLOWS 

w  mrtrmm     assure  large  profits  and 

satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


COTS  AND  CAMP  FURNITURE 


WE  MAKE 

COTS  and  CAMP  FURNITCTRE.  MOPS 
Tentn,  Awnln^M,  Covers,  LeerslnN, 
OiirpenterH'  Aprons,  TncUer's  Bent 
Slickers  ami  Rnlneonfs.  Four  Fac- 
tories.   Write  for  prices.    Prompt  shipments. 

Tucker  Duck  &  Rubber  Co. 

 ^FT.  SMITH,  ARK. 
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BEAR 

KNIT-WAIST 

WAIST  UNION  SUIT 


Lights  Weight  BEAR 
Waist  Union  Suits 

enf  ble  a  merchant  to  make  a  dominating  bid  for 
children's  Spring  and  Summer  underwear  trade. 

They  embody  all  those  features  mothers  have  long 
sought  in  children's  undergarments. 

Nev-a'mend  buttonholes  that  defy 
wear  and  tear. 

Double  carded  yarn  that  makes  them 
last  longer. 

All  tapes  brought  down  to  a  seam 
and  securely  fastened  —  cannot 
rip  off. 

Flatlock  seams  which  add  to  their 
good  looks  and  serviceability. 

Instruct  your  salespeople  on  BEAR  features. 
Put  a  few  boxes  on,  your  counters — and  note 
the  big  results  in  sales. 

AMAZON  PRODUCTS  COMPANY 

366  Broadway  New  York 


BEAR  Waists  and  Waist  Union  Suits  Are  Sold  Through  Jobbers  — Ask  Yours. 
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DRY  GOODS  ECONOMIST 

THE  BUYERS'  WEEKLY  STAFF  MEETING 
75th  Year  New  York,  Saturday,  March  19,  1921 

S.  H.  DiTCHETT,  Editor-in-Chief 

Ernest  C.  Hastings,  Managing  Editor  E.  C.  Donegan,  News  Editor 

'  department  editors 

J.  E.  BoKLAND — Women's  and  misses'  apparel 


iiiinnniiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiinininiiiniini 


No.  4002 


R.  B.  Bunting — Floorcoverlngs,  draperies  and 
other  home  goods  ;  linens 

W.  D.  Darby — Silks,  woolens,  worsteds,  cottons 
Gus  Hbnning — Store  service  and  equipment 
C.    K.    McDermut,    Jr. — Knit    underwear  and 
hosiery 

Miss  Jack  Seelbt — Laces,  embroideries,  ribbons, 
trimmings 


Miss  Mat  Hai,l.ett — Fashions  as  they  influence 
merchandise 

Gut  Hitbbart — Retail  advertising,  and  "how  to 
sell  it"  articles 

Leopold  Minster — Store  and  office  manage- 
ment ;  accounting  and  system 

Mrs.  Bernicb  Todd — Corsets,  brassi&res ;  fancy 
goods ;  toys 


J.  L.  Cargill, — Shoes ;  men's  wear  ;  boys'  wear 

Mrs.  Ebatricb  Hastings — Gloves  ;  veilings  ; 
women's  neckwear 

Miss  Helen  Lehmann — Children's  and  Infants' 
goods,  knit  outerwear ;  store  educational 
work 

W.  L.  Poii-ARD — Special  articles. 
G.  A.  VanMbtbr — Women's  apparel 


London  Office,  11  Haymarket,  S.W.l- 

CURTISS 


-John  C. 


Washington    Office,    816    Fifteenth  St., 
William  L.  Daley 


N.W. — 


Paris  Office,   2   Rue  des  Italiens- 
Hubbard 


-Miss  Laura 


Table  of  Contents 


Of  this  issue  of  the  Dry  Goods  Economist  there  are  printed  and  distributed  14,300  copies 

Articles  for  the  Executive  : 

We  Hate  to  Say  "I  Told  You  So,"  Bvt^  (Editorial)   

Decrease  Expense  Ratio  by  Average  Sale  Increase — (Editorial)    :       .       .  . 
Harding  Administration  Gears  Machinery  for  Revenue  Ueform— (Washington  Letter) 
*        Ohio  Retailers  Discuss  Economic  Conditions  at  Convention 

Re-employment  of  Thousands  Means  More  Textile  Production  .... 
"Check  Float"  of  American  Business  Just  Half  What  It  Used  to  Be  . 

By  Shepard  Morgan,  Assistant  Federal  Reserve  Agent,  Federal  Reserve  Bayik  of  New  York 

Chicago  Dry  Goods  Stores  to  Play  Big  Part  in  Pageant  of  Progress  . 
Chamber  of  Commerce  Canvass  Reveals  Abiding  Faith  in  Advertising 


For  the  Garment  Manager  : 

New  Offerings  in  Ready-to-Wear  and  Millinery  by  Leading  Paris  Houses — 

(Page  plate) 

Fur  Trimming  Again  Emphasized  in  Fashion  Display  at  Auteuil 
House  Dress  Has  Risen  in  the  World;  So  Has  Its  Possibilities  for  Profit  . 
"Woman's  Store's"  Birthday  Cake  Helps  Keep  Columbus  Happy  and  Rieser  Popular 
Easter  Style  Appeals  Backed  Up  by  Emphasis  on  Price  Element 
Alluring  Lingerie  Provides  Plenty  of  Sales  Angles        .       .       .  • 
>Jo  Use  Eliminating  Discounts  Unless  Everybody  Acts  in  Good  Faith 

In  Other  Departments : 

Radical  Cut  in  Napped  Cotton  Prices  Looks  Like  Constructive  Move— B?/  W.  D.  Darby 
Evidences  of  Speculation  Show  Up  in  the  Wool  Goods  Market   .       .       .  - 

German  Situation  Balks  Plans  of  Glove  Importers  

The  Way  to  Sell  a  Phonograph  to  One  Who  "Hasn't  Quite  Decided"— B^/  Gmj  Hubbart 

Light  Underwear  Time  Is  Here  ;  Put  Heavy  Away  

"Learn  While  You  Work"  School  for  Salesmen  Opened  in  New  York 
Home  Sewing  Week— The  Event  That  Makes  Little  Things  Big     .       .       .  ■ 
Classification  of  Customers  Concentrates  Sales  Appeal  of  Books  .... 
Monthly  Charts  of  Sales  Basis  for  Bonus  at  Iszard's  ...... 

Store  Service  and  Equipment  Section : 

New  Atlantic  City  Store  Is  Model  of  Equipment  and  Service  . 
Tire  Mileage  Depends  as  Much  on  Care  as  on  Selection 
Duties  and  Importance  of  the  Traffic  Manager's  Job 

By  T.  Howard  Van  Order,  Hochschild-Kohn  Co.,  Baltimore 
Delivery  Problems  Engage  Attention  of  Leading  Stores'  Executives 
Here's  the  First  Gun  in  the  Economist  1921  Window  Display  Contest 
Namm's  Addition  Provides  Facilities  for  Economical  Merchandising 
Accounting  and  System— the  Average  Sale— B?/  Leopold  Minster  . 
Three  Prize  Winners  in  the  1920  Class  Display  Contest— (Paflfe  plate) 
Yowell-Drew  Co.  Builds  Big  Addition  for  Furniture  . 


If  it's  of  interest  to  the  trade  it's  in  the  Economist 

iumiuiuniiiiiiiiiiiiiiiiiiuniiiiiiiiiiniiiiiiNi  niiii  iiiiiiiiiii  miiiii  m  niiiiiiiini  iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiii: 


13 
13 
IG 
17 
19 
21 

51 
81 


22 
23 
29 
35 
39 
41 
43 


15 
20 
47 
53 
57 
73 
75 
77 
86 


101 
104 
105 

109 
115 
117 
119 

121 
123 


UUIUUIIUIIIIIIIm:!!?^ 


12 


DRY  GOODS  ECONOMIST,  MARCH  19,  1921 


/ 


lH!!!niin:!:!nBI!n!n!!!i!12!U!!!!Ii!!!!Ii!n!! 


DRY  GWDS  ECONOMIST 


\     %fie  A\ERCHANTS'  NEWSPAPER  -  AVEAVBER  ^^f^^-  ASSOCIATED  BUSINESS  PAPERS 


Owned  by  United  Publishers  Corporation-H.  M.  Swetland.  President;  Charles  G.  Phillips.  Vice-President:  A.  C.  Pearson.  Treas- 
urer: F.  J.  Frank,  Secretary.    Address— 239  W.  39th  St.,  New  York  City. 

Published  weekly  by  Textile  Publishing  Co.,  Charles  G.  Phillips,  President;  A.  C.  Pearson    1st  Vice-President;  ^arey,  2nd 

Vice-President;  H.  E.  Taylor,  Secretary:  Franklin  T.  Root.  Treasurer.    S.  H.  Ditchett,  Editor.    Address— 239  W.  :>yth  St..  INew 

Entered  as  secold-class  matter,  January  I  3,  1  903,  at  the  Post  Office  at  New  York.  New  York,  under  act  of  Congress.  March  3.  1879.  C^Py^Jf  ^  '^'^ 
Textile  Publishing  Co.    Every  precaution  is  taken  by  the  DRY  GOODS  ECONOMIST  to  avoid  printing  any  statement  which  is  likely  to  mislead 
its  readers.    The  publishers  reserve  the  right  to  reject  any  advertising  or  reading  matter  which  is  not  in  line  with  this  policy 


75th  Year 


NEW  YORK,  SATURDAY,  MARCH  19,  1921 


No.  4002 


We  Hate  to  Say  "/  Told  You  So,"  But 


ALL  needed  lines  of  textiles  are  scarce.  Buyers  complain  that 
they  can't  get  goods  for  immediate  delivery.  Manufac- 
turers and  finishers  are  up  against  it.  They  cannot  turn  out 
goods  fast  enough  to  meet  the  current  demand.  Some  of  the  fin- 
ishing plants  are  working  twenty-four  hours  a  day  and  are  unable  to 
promise  deliveries  within  six  to  seven  weeks.  This  condition  is  in 
no  way  surprising.  It  is  a  natural  sequence  of  the  prolonged  cur- 
tailment of  production,  and  that  curtailment  is  traceable  with  equal 
readiness  to  the  suspension  of  bujring. 

There  was,  indeed,  every  reason  to  expect  just  such  a  situation 
as  has  now  arisen.  The  prospect  was  clearly  outlined  in  the 
Economist  months  ago.  At  the  beginning  of  November  we  were 
strongly  impressed  with  the  probability  of  a  shortage  of  goods 
when  retailers  began  to  come  into  the  market,  and  in  our  issue  of 
Nov.  6,  page  65,  we  said: 

"Retailers  have  not  bought  anything  for  post-holiday  selling;  they  have 
not  bought  anything  for  spring;  they  must  buy  for  both.  Where  do  they  think 
they  are  going  to  get  the  goods?  Do  they  think  the  producing  capacity  of  the 
country  is  great  enough  to  supply  a  season's  needs  in  a  couple  of  months?" 

In  our  issue  of  Jan.  1,  page  22,  we  had  this  to  say: 

"There  is  a  chance  that,  in  spite  of  the  apparent  surplus,  a  shortage  of 
spring  goods  will  develop  within  the  next  month  or  so.  Because  it  should  be 
remembered  that  the  period  of  greatest  curtailment  in  production  has  been 
precisely  the  period  during  which  the  mills  are  normally  devoted  to  the  pro- 
duction of  spring  goods.  .  .  .  Upon  these  things  depends  to  a  large 
extent  what  is  going  to  happen  in  the  markets  during  the  next  month  or  so, 
and  it  is  only  fair  to  point  out  that  retailers  who  have  delayed  their  buying 
until  the  last  moment  may  possibly  have  an  unwelcome  surprise  sprung  on 
them  before  they  get  their  shelves  replenished." 

What  we  had  to  say  in  November  was  reiterated  in  our  issue  of 
Jan.  22.  On  page  23  we  referred  to  the  quick  response  to  the  cuts 
in  prices  made  by  textile  producers,  adding  :  "This  response  proved 
quickly  not  only  that  mill  stocks,  but  stocks  in  the  hands  of  jobbers, 
retailers  and  cutters  had  run  lower  than  most  people  imagined." 
Here  is  the  reference  in  question: 

It  was  pointed  out  by  the  Economist  at  least  two  months  ago,  and  repeated 
several  times  since,  that  a  stiffening  of  prices  on  cotton  goods — and  on  silk 
goods,  too — ^would  occur  when  spring  buying  started." 

Despite  the  acute  condition  so  clearly  manifested  to-day,  there 
care  some  retailers  who  even  now  are  afraid  to  buy.  Merchandise 


department  heads  from  various  stores  have  told  us  in  the  last  few 
days  of  the  bars  put  up  by  the  merchandise  man.  SeUers  tell  us  of 
requests  by  retailers  which  seem  almost  ludicrous  to  those  familiar 
with  the  present  conditions.  For  example,  a  big  house  in  western 
New  York  State  asked  that  a  large  quantity  of  white  goods  be  re- 
served for  them  for  April  1— a  very  appropriate  date,  by  the  way, 
for  how  can  it  be  likely  that  manufacturers  and  converters  will  grant 
"lay  away"  privileges  at  a  time  when  most  of  their  customers  are 
clamoring  for  immediate  deliveries? 

On  the  whole,  however,  in  view  of  the  methods  pursued  by  the 
majority  of  retailers  in  the  past,  the  present  scarcity  of  wanted  goods 
points  even  more  strongly  than  has  been  the  case  for  some  time  to 
the  development  of  a  runaway  market — something  that  has  been 
feared  by  thoughtful  merchants  ever  since  the  cessation  of  buying 
started. 

THE  situation  is  a  mighty  serious  one.  It  emphasizes  the  tem- 
peramental methods  of  the  majority  of  retail  concerns  in  the 
dry  goods  trade  in  this  country  and  their  tendency  to  go  to  ex- 
tremes. Just  as  we  had  undue  speculation  in  merchandise  and  ex- 
cessive buying  on  the  rising  market,  so  there  has  been  inadequate 
buying  right  straight  through  the  period  of  price  decline. 

Prior  to  and  during  both  periods  the  Economist  gave  the  best 
possible  advice  to  merchants.  Long  before  the  price  decline  came 
we  were  advising  our  readers  to  buy  conservatively.  Immediately 
after  the  price  decline  started  we  urged  them  not  to  hold  off  from 
buying  altogether:  to  buy  with  conservatism,  but  to  buy — ^because 
we  feared,  as  many  thoughtful  retailers  did,  the  development  of  a 
shortage  in  some  lines,  following  the  curtailment  of  production 
which  was  brought  about  by  the  retailers'  minimizing  their  purchases 
in  all  lines. 

We  now  urge  retailers  to  keep  their  heads  and  to  do  all  in  their 
power  to  minimize  the  frantic  rush  for  goods  that  threatens  to 
develop. 

Such  a  rush  would  inevitably  create  a  fictitious  demand,  through 
would-be  buyers  going  vainly  from  concern  to  concern  in  the  effort 
to  get  immediate  deliveries.  And  this,  in  turn,  would  foster  the 
boosting  of  prices  on  an  artificial  basis — ^which  would  mean  an- 
other smash  similar  to  that  of  last  year. 


Decrease  Expense  Ratio  by  Average  Sale  Increase 


How  to  reduce  the  percentage  of  ex- 
pense ?  For  years  this  has  been  a  per- 
plexing problem  with  merchants  and 
storekeepers — alleviated  somewhat  during  the 
price  advance  period,  but  now  more  than  ever 
pressing  for  solution  because  of  reduced  sales 
-volume.    Sales  reduction,  needless  to  say,  is 


due  to  lower  prices,  or  to  lessened  purchases 
by  the  public,  or  to  both  of  these  conditions. 

There  are  but  two  ways  of  lowering  ex- 
pense percentage: 

1.  By  direct  reduction  of  expenses. 

2.  By  increase  of  sales  without  correspond- 
ing increase  of  expense. 


At  present  little  relief  is  promised  from 
the  first  method.  In  the  dry  goods  and  depart- 
ment store  field,  labor,  rent  and  advertising 
are  the  chief  items  of  expense.  The  first  item 
store  owners  are  reducing  to  some  extent  by 
weeding  out  the  careless  and  the  inefficient. 
This  type  of  reduction,  however,  can  be  only 
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of  limited  extent.  Still  more  difficult  will  it 
be  to  lower  other  items. 

Only,  then,  by  increasing  sales  without 
corresponding  increase  of  expense  can  the  re- 
tailer hope  to  substantially  lower  his  expense 
percentage  and  maintain  it  at  a  duly  eco- 
nomical ratio. 

But,  it  will  be  asked,  how,  in  the  face  of 
falling  prices,  can  the  sales  volume  be  in- 
creased?  The  answer  is: 

1.  You  must  sell  goods  to  more  people. 

2.  You  must  sell  more  goods  to  each  cus- 
tomer. Putting  it  another  way,  you  must  in- 
crease the  average  sale. 

This  being  so,  the  question  of  expense  per- 
centage reduction  simmers  down  largely  to 
sales  increase.  Methods  for  getting  this  may 
be  summarized  as  follows: 

1.  Better  salesmanship. 

2.  Improvement  in  merchandise  and  in 
service. 

Better — that  is  to  say,  more  interested, 
more  skillful — salesmanship  can  be  obtained 
by  instruction,  inspiration  and  reward.  You 
can't  drive  your  employees  into  being  more 
efficient,  but  you  can  make  them  want  to  be 
more  efficient,  and  you  can  show  them  how 
to  be  more  efficient. 

Improved  merchandise — that  is,  goods  that 
exert  a  stronger  appeal  to  the  public — will  re- 
sult from  more  skillful  buying.  Improved 
service  means  quicker  service,  and  this  im- 
plies the  providing  of  means  for  speeding  up 
the  handling  of  customers — fixtures  wherein 
the  goods  are  displayed  as  well  as  kept  and 
thus  tend  to  sell  themselves,  rapid  ways  of 
making  change,  and  so  forth. 

There  is  in  the  average  department  store 
a  tremendous  field  for  such  speeding.  At 
certain  times  in  some  stores  and  more  fre- 
quently in  certain  others  it  must  seem  to  the 
impatient  customer  as  if  the  store  manage- 
ment were  doing  their  best  not  to  sell  goods. 
The  customer  has  to  wait,  wait  and  wait  for 
a  salesgirl  to  attend  to  her,  and  after  the  sale 
has  been  made  there  may  be  an  equally  long 
wait  for  goods  or  change.  Is  it  any  wonder 
that  people  go  to  the  small  specialty  shop, 
where  they  can  at  least  get  good  service? 

Here,  however,  we  would  lay  special  stress 
on  increasing  the  average  sale.  Efforts  in 
this  direction  were  carried  on  with  marked 
success  hy  the  more  progressive  stores  prior 
to  the  war.  This  kind  of  work  the  Stores  in 
que.stion  have  maintained,  and  the  same  idea 
has  been  adopted  by  various  other  stores.  We 
are  fortunate  in  "having  with  us  to-day"  a  com- 
pilation of  statistics  supplied  to  Mr.  Minster 
of  our  editorial  staff  by  an  executive  of  a 
prominent  store  in  eastern  Pennsylvania  and 
set  forth  by  Mr.  Minster  on  page  119  of  this 
issue. 

These  figures  show  the  average  sale  in 
each  of  the  store's  departments  for  the  last  six 
years,  together  with  the  average  sale  for  the 
whole  store  during  each  month  of  the  five 
years,  1915-1919.  There  is  also  a  table  show- 
ing how  the  average  sale  for  the  entire  store 
rose  month  by  month,  till  the  end  of  last  year, 
declining  somewhat,  during  the  first  two 
months  of  1921. 

What  can  be  done  in  the  way  of  increas- 


ing the  average  sale  is  made  clear  by  these 
figures.  For  example,  the  average  sale  for  the 
entire  store  rose  from  77  cents  in  January, 
1915,  to  $2.30  at  the  end  of  last  year. 

The  decline  of  the  last  two  months  is  indic- 
ative of  present  retail  conditions  and  proves 
how  vital  it  is  for  retailers  not  merely  to 
watch  the  markets  but  to  keep  their  eyes  con- 
tinually on  the  modernization  of  their  equip- 
ment, their  selling  and  their  service. 


Lengths  To  Which 
Unions  May  Not  Go 

THAT  a  contract  between  employees  and 
their  employer  by  which  the  former 
agree  not  to  join  a  labor  organization 
divests  a  union  of  the  right  to  seek  to  unionize 
them  is  the  essence  of  a  decision  recently 
handed  down  in  the  Supreme  Court  in  New 
York  City  granting  an  injunction  against  the 
Amalgamated  Clothing  Workers  of  America. 

Briefly,  this  is  the  case:  A  men's  clothing 
manufacturer  concluded  an  agreement  with  his 
workers  by  which  they  were  to  abstain  from 
joining  any  labor  organization.  The  Amalga- 
mated, by  picketing  and  intimidation,  sought 
to  force  these  employees  from  their  work.  Suit 
was  brought  by  the  manufacturer,  with  the 
result  that  the  union  was  enjoined  from  at- 
tempting to  organize  his  force. 

The  decision  is  recognized  by  both  parties 
as  of  vital  importance.  It  means  that  the 
spread  of  unionism  may  be  checked  or  pre- 
vented wherever  employees  contract  not  to  be- 
come union  members.  It  recognizes  unmistak- 
ably the  individual  worker's  right  to  maintain 
his  independence  of  action. 

The  Amalgamated  asserts  its  rights  are 
abridged,  and  intends  to  carry  the  case  to  the 
highest  court  in  an  attempt  to  secure  reversal 
of  the  decision. 

Its  attitude  indicates  an  assumption  that 
the  rights  of  a  group  are  superior  to  those  of 
an  individual.  This  is  true  in  one  respect — 
that  the  rights  of  all  the  people  in  a  political 
division  are  superior  to  those  of  any  person 
or  any  group  within  it.  But  that  the  same 
principle  may  be  applied  to  an  economic  divi- 
sion or  group  has  not  been  established,  and 
the  present  decision  shows  that  so  dangerous 
a  doctrine  will  not  be  given  legal  sanction. 

Labor  has  well-defined  rights.  Says  the 
court:  "It  is  clearly  established  that  picket- 
ing is  lawful,  that  a  man  may  work  or  not, 
as  he  shall  choose,  that  he  may  strike,  with 
others,  and  peaceably  seek  others  to  join." 
But  there  are  certain  limitations.  "It  is 
equally  well  settled  that  a  worker  may  work 
wheresoever  it  pleases  him  .  .  .  that  he 
cannot  be  compelled  to  join  a  union  if  he  is 
not  disposed  to  do  so;  that  employees  may  not 
be  enticed  from  their  work  by  threats  or  other- 
wise." 

Here  is  nothing  subversive  of  union  rights 
and  privileges.  It  is  a  simple  declaration  of 
the  sanctity  of  the  individual's  right  to  enter 
into  and  abide  by  such  legal  contract  as  pleases 
him  without  thereafter  being  subjected  to  in- 
fluences tending  to  force  or  induce  its  viola- 
tion. 


"The  right  to  live  and  let  live  is  a  God- 
given  right  to  be  observed  by  all  .  .  .  and 
protected  by  the  courts,"  says  the  decision^ 
And  that  is  exactly  as  it  should  be. 


It  Deserved  to  Die 

ANOTHER  piece  of  toadstool  legislation 
has  been  stepped  on  before  it  had  a 
chance  to  be  mixed  with  mushrooms; 
and  poison  retailers'  business  over  a  whole 
State.  A  "truth  in  fabric"  bill,  presented  to 
the  Washington  Legislature,  was  so  obviou'sly 
murderous  of  mercantile  interests  and  was  so 
vigorously  fought  by  the  Washington  State- 
Retailers'  Association  that  it  was  squelched  in 
committee. 

Designed  to  encourage  use  of  "virgin  wool" 
fabrics  by  providing  for  the  marking  of  all 
yarns,  fabrics  and  apparel  sold  in  the  State 
with  the  percentages  of  virgin  wool,  shoddy, 
cotton  or  silk  they  contained,  its  effect  would 
have  been  to  isolate  a  large  section  of  Wash- 
ington's dry  goods  and  apparel  interests  from 
the  rest  of  the  country.  Manufacturers  of  na- 
tionally sold  fabrics  would  certainly  not  have 
made  special  fabrics  for  that  State  nor 
specially  marked  a  part  of  their  product  for 
sale  there.  Garment  manufacturers  in  New- 
York  or  Chicago  could  not  have  sold  any  of 
their  goods  in  Washington  without  the  mills 
from  which  their  fabrics  were  purchased  fur- 
nishing them  with  an  analysis  to  be  stamped 
on  their  apparel. 

Goods  now  on  hand  or  on  order  would  have 
been  rendered  practically  valueless  after  Aug. 
1,  the  date  set  for  the  beginning  of  the  pro- 
posed law's  operation.  No  provision  was  made 
to  protect  merchants  against  this  loss. 

That  the  bill  met  death  before  birth  is  a, 
tribute  to  the  good  sense  of  Washington's  law- 
makers. It  is  evidence  that  attempts  to  regu- 
late business  are  not  to  be  rushed  through  at 
the  behest  of  a  small  group  gathered  under 
the  banner  of  a  special  interest — Washington 
ranked  only  twenty-third  in  the  list  of  sheep- 
raising  States  in  1920— and  without  consider- 
ation of  the  rights  and  necessities  of  the 
greater  commercial  interests. 


Fire  Insurance  Growth 

Business  men  who  realize  the  vital  im- 
portance to  the  country  of  sound  fire  insur- 
ance organizations  will  note  with  interest  the 
growth  shown  by  the  leading  companies,  as. 
reported  in  the  latest  issue  of  Best's  Insur- 
ance News  (Fire  and  Marine  Edition). 

According  to  preliminary  figures  fur- 
nished to  that  publication  by  nine  of  the  larg- 
est fire  insurance  companies  in  the  United 
States  it  appears  that,  during  1920,  the  busi- 
ness of  those  companies  increased  more  than 
25  per  cent  over  1919. 

That  is  considered  all  the  more  remark- 
able in  view  of  the  fact  that  1919  was  by  far 
the  biggest  year  which  those  companies  had 
been  able  to  report,  up  to  that  time. 

What  is  not  so  gratifying,  however,  is  that 
in  1920  the  loss  ratios  of  those  companies  also> 
averaged  higher  than  in  the  previous  year. 
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Radical  Cut  in  Napped  Cotton  Prices 
Looks  Like  Constructive  Move 

Reduction  Likely  to  Tempt  Buyers  at  This  Time  and  Get  Produc- 
tion of  Fall  Goods  Under  Way — Output  of  Other  Cotton  Goods 
for  Fall  Must  Await  Clearing  of  Spring  Congestion  —  Some 
Pointed  Counsel  for  the  Buyer 


A REDUCTION  of  approximately  66  per 
cent  in  napped  cottons  for  fall  by  the 
Amoskeag  Manufacturing  Co.  was  the 
pleasant  little  jolt  the  cotton  goods  market 
got  on  one  bright  day  last  week.  Nobody 
was  quite  expecting  anything  of  the  kind. 
Of  course,  it  was  generally  realized  that  if 
napped  cottons  for  fall  were  going  to  be 
made  at  all  it  would  be  necessary  to  start 
making  them  soon.  But  the  water  looked 
cold  and  nobody  seemed  anxious  to  take  the 
first  jump. 

It  needed  some  nerve  and  judgment  to 
take  the  jump  on  this  particular  class  of 
goods.  In  the  first  place,  stocks  in  the  hands 
of  distributors  have  been  very  heavy  and 
have  been  liquidated  with  considerable  diffi- 
culty. That  they  have  now  been  pretty  thor- 
oughly liquidated  seems  to  be  generally 
agreed,  but  the  experience  has  been  calcu- 
lated to  beget  caution. 

Nimble  Stepping  Required 

Then,  orders  have  to  be  taken  for  delivery 
as  much  as  eight  months  ahead.  And  with 
raw  cotton  doing  a  brilliant  imitation  of 
Margery  Daw  and  good  judges  of  the  market 
laying  bets  that  it  will  be  anywhere  from  8 
to  20  cents  within  the  next  few  months,  with 
labor  and  other  costs  still  high  and  the  pros- 
pect for  their  reduction  still  problematical, 
with  the  general  business  outlook  still  hazy 
— well,  the  situation  called  for  a  pretty 
shrewd  judging  of  distance. 

Anyhow,  it  was  some  jump — a  record,  as 
far  as  memory  serves.  For  example,  the 
Daisy  cloth,  priced  last  year  at  37^/2  cents  a 
yard,  is  priced  for  fair  at  12I/2  cents.  This 
cloth  sold  before  the  war  up  to  81/2  cents.  A 
27-in.  fancy  cloth  (1921),  priced  last  year  at 
35  cents  for  lights  and  37V2  cents  for  darks. 
Is  priced  for  next  fall  at  12  cents  for  lights 
and  13  cents  for  darks.  Prices  are  net  and 
deliveries  are  from  June  to  October.  It  is 
dollars  to  doughnuts  that  these  prices  are 
rockbottom  for  the  coming  season  and  are  bet- 
ter than  will  be  done  in  the  open  market 
Tiext  fall.  The  Amoskeag  company  deserves 
commendation  for  its  good  judgment  in  mak- 
ing prices  which  will  tempt  buyers  at  this 
time  and  get  the  production  of  fall  goods 
well  under  way. 

Will  Take  Time  to  Clear  Congestion 

Fall  production  on  other  cotton  goods 
lines  must  await  the  clearing  up  of  the  spring 
congestion.  This  is  a  matter  of  some  months 
yet.  Congestion  at  finishing  works  is  such 
that  they  cannot  promise  deliveries  in  less 
than  six  or  seven  weeks,  even  on  rush  orders. 
In  fact  all  orders  are  rush  orders  these  days. 
But  even  though  the  great  difficulty  of  get- 
ting goods  for  immediate  delivery  shows 
clearly  just  what  the  situation  is,  buyers  are 
still  afraid  to  place  orders  for  delivery  more 
than  thirty  days  ahead. 

An  instance  of  the  attitude  of  many  buy- 
ers in  this  respect  was  furnished  by  a  buyer 
who  was  combing  the  market  last  week  for  a 
certain  brand  of  pillow  cases.  He  could  have 
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got  all  he  wanted  of  them  some  time  ago  for 
$3.75.  Last  week  he  couldn't  get  all  he 
wanted  for  $4.25.  Nevertheless,  he  wouldn't 
buy  ahead.  "Maybe  I'll  get  'em  for  $3.50 
later  on,"  he  said.  Maybe  he  will.  Then 
again,  maybe  he  won't. 

Just  a  Case  of  Viewpoint 

Another  instance,  quoted  elsewhere  in 
this  issue,  was  that  of  a  buyer  who  requested 
a  leading  New  York  converter  to  reserve  for 
him  a  large  quantity  of  longcloths  until 
April  1.  When  he  was  asked  to  state  if  this 
was  an  order  he  replied  that  it  wasn't,  that 
it  simply  meant  he  would  take  the  goods  on 
April  1  if  he  could  not  get  them  lower  some- 
where else.  Really,  one  cannot  help  admir- 
ing the  cool  effrontery  of  a  request  like  that.^ 

There  is  a  fallacy  in  this  idea  of  playing 
safe  which  is  a  dangerous  thing  both  for  the 
buyer  and  for  the  market  generally.  On  a 
rising  market  it  reveals  itself  in  a  scramble 
to  place  excessive  advance  orders  through 
fear  that  adequate  deliveries  cannot  other- 
wise be  obtained,  and  on  a  falling  market  it 
reveals  itself  in  complete  abste'ntion  from 
llBying  in  the  belief  that  goods  can  always  be 
obtained  on  the  spot.  The  result  in  both 
cases  is  to  create  an  artificial  and  uncertain 
market  situation. 

It's  Obvious ;  but  They  See  Not 

The  Economist  has  been  preaching  this 
in  and  out  of  season  for  a  long  time  past. 
But  it  cannot  be  repeated  too  often.  It  ought 
to  be  obvious  as  an  elementary  mathematical 
proposition  that  only  a  steady  volume  of  or- 
ders spread  over  the  year  can  maintain  a 
steady  volume  of  production  and  a  reason- 
ably stable  market  level.  To  the  extent  that 
production  is  curtailed  through  abstention 
from  buying  there  is  bound  to  be  a  scarcity 
of  seasonable  goods  when  the  full  seasonal 
demand  asserts  itself;  and,  contrariwise,  to 
the  extent  that  advance  buying  is  in  excess 
of  actual  needs  there  is  bound  to  be  cancel- 
lation and  a  flop  in  values  when  deliveries 
begin  to  overtake  distribution. 

Retailers  do  not  appreciate  their  respon- 
sibility to  the  public  in  this  respect.  They 
do  not  think,  perhaps,  that  their  method  of 
buying  has  anything  to  do  with  their  respon- 
sibility to  the  public.  But  it  has — emphati- 
cally so.  One  of  the  most  pointed  and  valid 
criticisms  of  the  capitalist  system  of  pro- 
duction is  that  it  is  wasteful  and  unscientific. 
Critics  of  our  system  make  much  of  the  fact 
that  production  is  adjusted  to  consumptive 
needs  in  the  most  haphazard  way,  that  it  is 
alternately  excessive  and  inadequate,  that  it 
results  in  alternate  booms  and  depressions, 
causing  uncertainty  of  employment,  uncer- 
tainty of  price  levels  and  many  other  at- 
tendant evils. 

The  Retailer's  "Contribution" 

All  this  is  undeniable,  and  it  is  equally 
undeniable  that  the  buying  policies  of  re- 


tailers are  partly  to  blame  for  it.  Production 
can  be  approximately  adjusted  to  consump- 
tive demand  only  through  the  intelligent  co- 
operation of  the  retailer,  because  the  retailer 
is  the  fellow  who  is  directly  in  touch  with 
the  consumer,  who  knows  best  the  nature 
and  extent  of  the  consumer's  needs,  and  who 
must  be  depended  upon  to  reflect  these  needs 
back  to  the  centers  of  production.  If  the  re- 
tailer realizes  fully  his  responsibility  to  the 
public  in  this  respect  he  will  not  play  hob 
with  the  country's  production  just  because 
he  thinks  "maybe  I'll  get  'em  for  $3.50  later 
on." 

Warning  Is  Clear 

This  little  lecture  may  seem  like  an  ir- 
relevant digression  from  the  cotton  goods 
market,  but  as  a  matter  of  fact  the  present 
state  of  the  cotton  goods  market  irresistibly 
suggests  it.  And  if  buyers  are  not  going 
to  have  a  repetition  next  fall  of  their  present 
experience,  if  they  want  to  have  a  return  to 
something  like  normal,  stable  conditions  in 
business,  they  had  better  go  ahead  and  do 
their  buying  on  a  normal,  reasonable  basis 
— conservatively  but  confidently. 

At  present  prompt  deliveries  are  difficult 
to  obtain  on  all  kinds  of  fine  bleached  goods, 
including  muslins,  longcloths,  nainsooks,  or- 
gandies and  voiles,  on  branded  sheets  and 
pillow  cases,  on  ginghams,  and  on  wash 
goods  generally.  Small  check  ginghams  are, 
as  frequently  noted,  especially  in  demand; 
but  there  is  also  a  big  demand  for  plaids, 
and  stripes  are  attracting  increasing  notice. 

Gingham  Demand  Will  Grow 

The  demand  for  striped  ginghams,  al- 
though it  has  not  yet  attained  large  propor- 
tions, is  likely  to  grow  as  the  season  ad- 
vances. Stripes  were  big  in  Europe  last  year; 
they  are  being  featured  by  some  of  the  lead- 
ing New  York  stores,  and  they  seem  bound  to 
become  generally  in  vogue  sooner  or  later. 

In  sheer  dress  cottons  dotted  Swisses  and 
dotted  patterns  on  a  white  ground  in  organ- 
dies, voiles  and  batistes  are  in  large  demand. 
Voiles  in  foulard  designs  are  selling  very 
well,  especially  on  dark  grounds.  Indeed, 
there  is  a  much  larger  demand  than  was  an- 
ticipated for  printed  voiles  in  all  kinds  of 
patterns,  both  large  and  small.  Embroidered 
voiles  and  yarn-dyed  voiles  in  fine  plaid  de- 
signs are  favored  a  good  deal  by  retailers 
who  do  a  high-class  trade.  Silk-mixed  novel- 
ties are  also  in  general  favor. 


John  J.  Weddall  &  Son,  dry  goods  dealers 
of  Frederickton,  New  Brunswick,  Canada,  re- 
cently celebrated  an  anniversary  in  their  de- 
velopment by  a  store  reception  attended  by 
several  hundred  friends  and  trade  members. 
The  occasion  marked  the  40th  year  of  their 
business  service  to  the  community. 

The  Charlotte,  N.  C,  Merchants'  Associa- 
tion staged  its  "Million  Dollar  Day"  on  March 
17.  The  occasion  marked  one  of  the  semi- 
annual events  entered  into  by  merchants  han- 
dling all  kinds  and  classes  of  goods. 
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Harding  Administration  Gears 
Machinery  for  Revenue  Reform 

Plans  for  Extraordinary  Session  of  Congress  as  Mapped  Out  Show 
Probable  Course  of  Legislation — Revival  of  Business  the  First  Aim 
—Drop  All  Lever  Act  Cases— Plans  of  Commerce  Department- 
Cotton  Acreage 


PRELIMINARY  conferences  held  early 
this  week  between  Secretary  of  the 
Treasury  Mellon,  and  members  of  the 
Finance  and  Ways  and  Means  Committees,  in- 
dicate that  plenty  of  time  is  to  be  taken  to  con- 
struct a  scientific  tariff  bill  that  will  meet  the 
greatly  changed  conditions  brought  about  all 
over  the  world  by  the  war.  But  while  that  is 
being  accomplished  American  industry  and 
American  labor  are  not  to  go  unprotected.  The 
conference  decided  to  rush  through  the  coming 
extraordinary  session  of  Congress  "anti- 
dumping" legislation  that  will  protect  our  own 
industries  from  European  competition.  An- 
other measure  decided  upon  will  take  the  form 
of  a  joint  resolution  that  will  amend  the  exist- 
ing Underwood-Simmons  tariff  act  to  provide 
that  the  rates  of  duty  imposed  shall  be  regu- 
lated by  the  American  and  not  the  foreign 
valuation  of  the  goods  shipped  in.  This  will 
take  care  of  the  difference  in  the  rate  of  ex- 
change and  prevent  that  peculiar  condition  of 
affairs  from  further  operating  as  a  reduction 
in  tariff  rates.  Both  these  proposals  can  be 
put  through  in  short  order. 

The  program  beyond  this  depends  upon  con- 
ferences that  are  to  be  had  with  President 
Harding,  and  one  of  the  important  questions  to 
be  disposed  of  at  these  conferences  is  whether 
revenue  or  tariff  legislation  shall  take  prece- 
dence. With  the  dumping  possibility  barred 
and  the  rate  of  exchange  provided  for  there 
are  many  statesmen  who  believe  that  the  most 
important  thing  to  do  is  to  let  the  country 
know  at  the  earliest  moment  what  if  must 
shoulder  in  the  way  of  taxes  during  the  com- 
ing year  or  two.  When  this  is  determined  then 
the  tariff  may  be  revised  enlightenedty. 

War  Taxes  and  Tariff 

Majority  Leader  Mondell  of  the  House,  m 
an  interview  this  week,  declared  that  revival 
of  business  throughout  the  country  is  as  much 
dependent  upon  the  removal  of  the  burden  of 
war  taxes  as  upon  revision  of  the  tariff.  This 
statement  was  made  by  him  after  an  inter- 
view with  the  President.  Republican  leaders 
admittedly  are  in  a  quandary  as  to  the  proper 
order  in  which  legislation  should  be  taken 
up.  But  Mr.  Mondell,  who  is  a  wise  and  a 
practical  leader,  holds  that  before  the  Ways 
and  Means  Committee  frames  its  tariff  bill  it 
should  submit  to  the  House  such  revision  of 
the  revenue  laws  as  seems  wise,  pass  it  and 
send  it  to  the  Senate  for  consideration  while 
the  other  body  is  dealing  with  the  tariff  ques- 
tion. If  that  is  done  he  said  he  saw  no  reason 
why  both  laws  could  not  be  perfected  and  the 
session  brought  to  an  end  by  the  first  of  Au- 
gust. 

Senator  Watson  of  Indiana,  Senator  Pen- 
rose's chief  lieutenant  on  the  Finance  Commit- 
tee, also  issued  a  strong  statement  urging  taxa- 
tion legislation  before  tariff  revision.  The 
business  world,  he  said,  expects  immediate  re- 
lief from  the  heavy  burden  of  taxation,  and 
revenue  legislation,. in  his  judgment,  is  of  more 
immediate  importance  to  the  business  of  the 
country  than  mere  tariff  revision.  He  also  ad- 
vocates the  repeal  of  excess  profits  taxes  and 
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the  higher  surtaxes  of  income  taxes  and  a  sub- 
stitution for  them  of  what  he  calls  a  "modest 
sales  tax." 

Such  a  substitution  together  with  a  clari- 
fication and  simplification  of  the  administra- 
tive features  of  the  revenue  law.  Senator  Wat- 
son believes,  will  afford  much  relief  to  the  busi- 
ness interests  of  the  country,  remove  from 
them  a  heavy  burden  and  enable  business  to 
expand  and  quickly  readjust  itself  to  new  con- 
ditions, thereby  giving  more  men  employment, 
increasing  production  and  through  increased 
production  and  competition  bringing  down  the 
cost  of  commodities  to  the  consuming  public. 

One  thought  that  Senator  Watson  empha- 
sizes is  the  imperative  necessity  of  adopting 
at  once  a  thorough-going,  up-to-date  budget 
system,  so  the  Government  may  know  what  its 
receipts  and  expenditures  will  be  and  enable  it 
"to  cut  the  cloth  according  to  the  pattern."  A 
budget  system,  in  the  estimation  of  the  Indi- 
ana Senator,  is  more  important  than  any  other 
one  question  that  can  be  brought  before  Con- 
gress from  the  standpoint  of  an  efficient  and 
economical  administration  of  the  business  of 
the  United  States.  ^ 

Halt  All  Lever  Cases 

The  new  Attorney  General  has  sent  definite 
orders  to  all  district  attorneys  to  dismiss  any 
and  all  so-called  profiteering  and  hoarding 
cases  that  may  be  pending  in  their  jurisdic- 
tion. It  was  to  be  expected  that  in  view  of  the 
decision  of  the  Supreme  Court  holding  the 
fourth  section  of  the  Lever  Act  unconstitu- 
tional that  the  Department  would  put  a  stop  to 
the  activities  of  its  agents  initiated  under  that 
section,  but  Attorney  General  Daugherty  lost 
no  time  in  issuing  his  order  as  soon  as  he  be- 
gan to  function  as  the  head  of  the  legal  de- 
partment of  the  Government. 

Some  of  the  attorneys  who  have  been  con- 
nected with  the  Department  of  Justice 
throughout  the  Palmer  administration  are  in- 
clined to  the  opinion  that  a  way  may  yet  be 
found  to  "keep  prices  below  unreasonable  lev- 
els" as  one  of  them  expressed  it,  but  the  gen- 
eral view  is  that  legislation  will  be  necessary 
before  anything  of  this  kind  can  be  done  and 
this  Congress  is  not  inclined  to  enact  any  more 
statutes  that  have  the  appearance  of  giving  au- 
tocratic powers  to  any  of  the  departments. 
With  business  rapidly  readjusting  itself 
prices  will  come  down  in  the  face  of  competi- 
tion, and  it  was  pointed  out  by  one  of  the  new 
officials  of  this  administration  that  just  as 
soon  as  labor  begins  to  realize  that  it,  too,  must 
take  some  part  in  the  readjusting,  prices  will 
drop  still  further. 

Whether  the  men  who  were  the  victims  of 
the  Palmer  crusade  and  were  either  fined  or 
imprisoned — as  a  few  were — have  any  redress 
now  that  the  Lever  Act  under  which  they  were 
convicted  has  been  held  to  be  null  and  void,  re- 
mains to  be  seen.  It  is  quite  probable  that  this 
question  will  come  before  the  Department,  but 


no  responsible  official  will  venture  any  opiniort 
with  regard  to  it. 

To  Stabilize  Business 

Secretary  Hoover  is  proving  his  desire  to 
aid  the  business  of  America  and  if  the  Depart- 
ment of  Commerce  does  not  more  nearly  fit  its 
name  under  his  administration  it  will  be  no- 
fault  of  its  new  head,  who  is  devoting  many 
hours  daily  to  a  study  of  the  bureaus  within  it 
and  particularly  the  Bureau  of  Foreign  and 
Domestic  Commerce.  There  is  hope  in  the 
very  name  of  Hoover,  which  in  the  past  has 
stood  for  accomplishments,  and  it  is  believed 
that  Mr.  Hoover  will  be  able  to  convince  Con- 
gress of  the  necessity  for  additional  appropria- 
tions for  the  expansion  and  development  of  the 
bureau  that  constitutes  the  eyes  and  ears  of 
American  business  abroad. 

Discussing  his  department  as  a  real  de- 
partment of  service,  Mr.  Hoover  said,  a  few 
days  ago:  "In  order  to  do  service  to  the 
greatest  advantage  I  wish  to  establish  a  wider 
and  a  better  organized  co-operation  with  the 
trade  and  commercial  organizations,  and  will 
in  a  short  time  present  some  plans  to  this  end. 
I  want  to  see  our  efforts  to  push  our  foreign 
commerce  more  closely  related  to  our  indus- 
tries." 

It  is  the  purpose  of  Mr.  Hoover  to  launch 
a  definite  policy  of  expansion  and  co-ordina- 
tion of  the  bureau  of  foreign  and  domestic 
commerce  and  various  other  foreign  trade  or- 
ganizations in  his  department  and  other  Gov- 
ernment agencies.  Mr.  Hoover  intends  to  urge 
Congress  for  an  additional  appropriation  of 
$600,000  for  the  Foreign  and  Domestic  Com- 
merce Bureau,  and  this  will  be  in  line  with 
the  recommendations  made  to  the  previous 
Congress. 

It  is  understood  that  President  Harding 
will  give  his  support  to -this  recommendation, 
and  this  will  be  the  first  step  toward  the  ex- 
pansion of  the  Government's  agencies  abroad 
for  the  benefit  of  American  business.  Mr. 
Hoover,  it  is  understood,  also  will  urge  the 
transfer  to  the  Department  of  Commerce — 
where  he  believes  it  belongs — of  the  statistical 
work  of  the  customs  oflftce  of  the  Treasury  De- 
partment, and  a  similar  transfer  of  the  com- 
mercial activities  of  the  consular  division  of 
the  State  Department.  W.  L.  D. 


Cotton  Acreage 


If  the  South  plants  more  than  20,000,000  to 
22,000,000  acres  in  cotton  this  year  it  will  be 
surprising.  There  is  not  the  slightest  indica- 
tion that  anything  like  a  normal  crop  need  be 
expected.  So  far,  fertilizer  sales  show  a  de- 
crease of  65  per  cent  from  a  year  ago.  More 
land  is  being  put  into  food  crops.  The  winter 
wheat  area  in  Georgia,  for  instance,  is  10  per 
cent  greater  than  in  1920, 

The  farmer  realizes  that  to  attempt  to  raise 
a  normal  crop  would  mean  going  f  arther  into 
debt.  He  has  had  to  sell  a  good  deal  of  cotton 
since  the  first  of  the  year,  mostly  at  11  cents. 
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Ohio  Retailers  Discuss  Economic 
Conditions  at  Convention 

Big  Questions  Aired  During  the  Two-day  Gathering  in  Columbus 
Include  Minimum  Wage,  Readjustment  of  Values,  Status  of  Female 
Clerks  and  Foreign  Trade— One  Hundred  and  Fifty  Merchants 

Attended 


Discussions  of  economic  questions  having 
specific  bearing  on  retail  trade  and  adoption 
•of  resolutions  opposing  labor  legislation  now 
before  the  Ohio  General  Assembly  were  the 
outstanding  features  of  the  sixth  annual  con- 
vention of  the  Ohio  Retail  Dry  Goods  Associa- 
tion, held  March  9  and  10  in  Columbus.  The 
sessions,  held  at  the  Great  Southern  Hotel, 
were  attended  by  about  150  representative  dry 
goods  merchants  of  the  State,  and  more  than 
100  attended  the  annual  banquet  at  the  close  of 
the  second  day. 

Officers  Elected 

H.  S.  Ames  of  the  Eike-Kumler  Co.,  Dayton, 
former  vice-president,  was  elected  president  to 
succeed  R.  B.  Dunn  of  Lima;  Walter  Norvell 
of  the  Norvell  &  Hartley  Co.,  Chillicothe,  suc- 
ceeded to  the  vice-presidency,  and  Lynn  Reve- 
naugh,  Columbus,  was  re-elected  secretary- 
treasurer.  Mr.  Ames,  W.  W.  Anderson  of  the 
Anderson  Bros.  Co.,  Portsmouth,  and  W.  H. 
Mazey  of  the  W.  H.  Mazey  Co.,  Newark,  were 
re-elected  directors,  and  H.  S.  Fisher  of  W.  L. 
Milner  &  Co.,  Toledo,  was  elected  director  to 
succeed  J.  W.  Rudin  of  Mt.  Vernon. 

Oppose  "Reformers"  Minimum  Wage  Bill 

Opposition  to  pending  legislation  was 
voiced  in  resolutions  against  the  Schriniper 
bill  providing  for  the  creation  of  a  miniiium 
wage  commission  to  regulate  the  wagfs  of 
women  and  minors,  and  the  Muhleman  bill  to 
create  a  48-hour  week  as  the  maximum  for 
women's  work,  with  not  more  than  eight  hours 
in  any  one  day.  The  present  law  provides  for 
a  50-hour  week,  with  not  more  than  10  hours  in 
any  one  day,  which  enables  small  stores  and 
stores  in  small  towns  and  rural  districts  to 
care  for  the  Saturday  trade  with  female  clerks. 

The  resolution  on  the  Schrimper  bill  spe- 
cifically declares  that  the  retail  dry  goods  men 
of  Ohio  are  not  opposed  to  minimum  wage  leg- 
islation, but  are  opposed  to  this  measure, 
which  is  described  as  embodying  the  vague 
ideas  of  social  reformers,  without  practical 
knowledge  of  the  problems  involved  from  the 
standpoint  of  either  employer  or  employee. 

Would  Force  Discharge  of  Females 

Opposition  to  the  Muhleman  bill  is  directed 
not  only  against  the  bill,  but  also  against  any 
reduction  in  the  hours  of  labor  for  women  and 
minors  under  present  industrial  conditions. 
Dry  goods  men  take  the  ground  that  if  en- 
acted into  law  the  bill  will  defeat  its  own  ob- 
ject, as  in  the  smaller  communities,  where 
women  clerks  are  available  under  the  present 
law  for  10  hours  on  Saturdays,  it  will  be  neces- 
sary to  replace  them  with  male  clerks  in  order 
to  take  care  of  the  Saturday  trade  which  in 
hundreds  of  instances  is  the  chief  trade  of  the 
week. 

On  recommendation  of  the  auditing  com- 
mittee, the  self-grading  system  of  dues  was 
adopted  by  the  association.  The  new  basis  is 
the  volume  of  business  done  by  each  firm. 
Those  doing  $100,000  a  year  or  less  will  pay 
$10  a  year;'  $100,000  to  $250,000,  $15  a  year; 
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up  to  $1,000,000,  $25  a  year,  and  in  excess  of 
$1,000,000,  $35. 

"Learn  how  to  play" ;  "Be  human" ;  "Keep 
young" ;  "Have  a  policy",  and  "stand  for  Amer- 
ican principles  of  democracy",  were  the  sub- 
divisions of  a  talk  by  W.  H.  Mazey.  There  was 
considerable  fun  over  Mr.  Mazey's  address. 
He  was  scheduled  to  make  it  several  times  dur- 
ing the  convention,  but  he  was  a  member  of 
the  resolutions  committee,  and  every  time  it 
was  arranged  to  fit  him  into  the  program  the 
committee  had  a  session.  So  just  before  ad- 
journment President  Dunn,  having  just  de- 
clared the  report  of  the  resolutions  committee 
adopted,  called  the  Newark  man  to  the  plat- 
form. AH  his  points  were  illustrated  with  per- 
sonal experiences,  and  the  human  element  was 
strongly  in  evidence. 

Do  Not  Want  to  Cut  Wages 

Fred  Lazarus,  Jr.  of  Columbus,  emphasized 
the  fact  that  this  year  is  to  be  one  of  chang- 
ing conditions.  "It  is  a  time  for  careful  con- 
sideration of  one's  work,"  he  said ;  "and  above 
all,  it  is  the  time  to  get  down,  hopefully  and 
energetically,  to  our  appointed  tasks.  Cost  of 
distribution  must  be  and  will  be  lessened,  and 
it  is  up  to  the  retailer  to  study  the  problems 
involved.  More  intelligent  and  scientific  opera- 
tion of  business  must  be  relied  on  to  accom- 
plish the  desired  result,  rather  than  lowering 
of  wages,  which  is  always  an  expensive  ex- 
pedient." 

Opposition  to  wage  reduction  recurred  fre- 
quently during  the  discussions.  Increase  of 
the  labor  turnover  is  bound  to  result  from 
such  a  policy,  in  the  view  of  all  who  spoke,  and 
they  emphasized  repeatedly  the  economic 
value  of  a  satisfied,  well-paid  personnel. 

"Readjust  Values  Immediately  " 

Retailers  who  have  not  taken  inventories  on 
the  basis  of  readjustment  values  were  urged 
to  do  so  at  once  by  E.  H.  Haefner  of  Cincin- 
nati, president  of  the  Alms  &  Doepke  Co.,  who 
spoke  on  "Merchandising  policies  for  1921." 
There  are  many  readjustments  to  be  made,  he 
declared,  adding  that  careful  inventory  is  pre- 
requisite to  their  successful  accomplishment. 

"Get  rid  of  your  old  stocks,"  he  advised. 
"Don't  show  old  goods  on  the  same  counter 
with  new  stock.  Put  the  old  merchandise  on  a 
bargain  counter,  or  if  necessary  on  the  rem- 
nant counter;  but  don't  worry  because  you 
have  to  take  a  loss  on  it.  Sell  it  and  put  your 
money  to  work," 

Have  Advertising  Policy 

He  advocated  advertising  "with  a  policy" 
for  both  the  large  and  the  small  store.  "The 
small  town  merchant,"  he  said,  "can  no  longer 
rely  on  giving  away  checker  boards  and  toy 
balloons  to  attract  trade.  He  must  follow  the 
methods  of  the  metropolitan  stores." 

He  laid  much  stress  on  buying,  but  urged 


avoidance  of  too  close  buying,  lest  it  result  in 
diverting  trade  to  competitors.  He  admon- 
ished buyers  to  watch  trade  papers  and  keep 
in  touch  with  all  other  sources  of  information. 

Importance  of  Foreign  Trade  Stressed 

Optimism  over  the  financial  situation  was 
the  dominant  note  of  an  address  by  Josiah 
Kirby,  president  of  the  Cleveland  Discount  Co. 
"There  is  absolutely  no  chance  for  a  panic," 
na  declared.  "But  there  is  one  thing  to  say  to 
America,  and  that  is  to  leara  the  lesson  of 
service.  We  must  embark  on  a  sensible  pro- 
gram to  get  and  hold  foreign  trade.  We  can- 
not continue  as  at  present;  for  we  fail  to  meet 
the  requirements  of  those  we  would  serve. 

Mr.  Kirby  voiced  the  belief  that  taxes 
brought  on  by  the  war  and  incident  to  the 
huge  national  debt  will  prevent  recession  of 
values  to  the  1914  level  and  took  the  position 
that  much  of  this  year's  economic  readjust- 
ment will  be  through  leveling  of  the  wage  and 
farming  situations. 

Argue  Minimum  Wage  Before  Committee 

The  banquet  Thursday  night  was  without 
formal  addresses,  owing  to  the  absence  of  the 
chief  speaker.  It  was  decided  to  attend  the 
hearing  before  the  House  labor  committee  on 
the  Schrimper  minimum  wage  commission  bill. 
Most  of  the  members  were  present,  and  after 
the  advocates  of  the  measure,  including  Dr. 
Felix  Frankfurter  of  Harvard,  occupied  more 
than  .two  hours  in  presenting  their  arguments, 
the  dry  goods  men  had  an  inning. 

Dr.  Frankfurter  had  made  much  of  long 
tables  of.  statistics,  taken  from  the  records  of 
the  Ohio  Industrial  Commission,  which  ad- 
ministers the  Ohio  workmen's  compensation 
law,  showing  how  many  women  work  in  the 
stores  of  the  State  "at  $4,  $5  and  $6  a  week; 
much  less  than  a  living  wage." 

How  Girls  Are  Paid 

This  argument  was  countered  by  all  the 
speakers  with  statements  of  actual  conditions, 
the  clearest  cut  presentation  being  by  Max 
Hellman  of  the  Lindner  Co.,  Cleveland,  who 
said : 

"In  our  store  we  have  no  girl  who  works 
for  less  than  the  minimum  wage  which  has 
been  frequently  and  favorably  mentioned  here 
by  supporters  of  this  bill — $15  a  week.  Yet 
we  have  quite  a  number  of  girls  who  work  on 
Saturday  only,  or  who  work  two  or  three  hours 
daily  at  the  time  of  peak  load,  who  are  paid 
less.  Some  of  these  girls  get  as  low  as  $5  for 
their  Saturday's  work.  In  making  our  re- 
ports to  the  State  industrial  commission,  they 
figure,  of  course,  as  '$5-a-week  girls';  but 
they're  not.  This  condition  is  true  in  every 
large  store  in  the  State;  which  demonstrates 
how  little  reliance  may  be  placed  on  statistics 
collated  for  one  purpose,  when  applied  to  the 
conditions  of  a  radically  different  purpose." 
Other  members  made  and  emphasized  the  same 
point,  which  was  reinforced  by  a  number  of 
women,  some  employers  and  some  employees, 
in  stores  at  Cincinnati,  Dayton  and  Columbus. 
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Salt  and  Pepper 

CopY»*<  <^ht    1921    6y  the   Textile    Publishing    C<?  - 

I'iiil!;! 


/oo  Croacf     to  J-i 


Win.  Hager  is  commuting  from  Lan- 
caster, Pa.,  to  New  Yorlc  almost  daily, 
preparing  for  the  BIGGEST  anniver- 
sary sale  that  a  store  the  size  of  his  has 
ever  put  over. 

*  *    *  . 

Louis  Traxler,  that  "peppery"  merchant 
of  Dayton,  Ohio,  says,  "I  must  compliment 
you  folks  on  the  new  make-up  of  this  valu- 
able magazine,  to  which  I  have  been  a  con- 
tinuous subscriber  for  over  thirty  years." 
He  adds,  "Yes,  business  is  good,  ahead  of 
last  year,  which  was  our  record  breaking 
year.  True,  we  are  passing  through  a  pe- 
riod of  readjustment,  yet  I  feel  that  with 
plenty  of  'Salt  and  Pepper'  in  our  system  we 
can  make  1921  a  banner  year  in  the  history 
of  the  retail  dry  goods  trade." 

*  *  * 

Mail  order  houses  only  do  7  per  cent 
of  the  retail  business  of  the  country, 
and  yet  to  hear  some  merchants  talk 
you'd  think  it  was  nearer  97  per  cent. 

*  *  v-r 

Somebody  said  that  retail  stores  are  not  or- 
ganized. Perhaps  not,  but  they're  in  a  wonderful 
combine  to  sell  merchandise  for  as  near  nothing 
as  it  is  possible. 

*  *  * 

At  afternoon  funerals  wear  a  frock  coat 
and  a  top  hat.  If  the  funeral  is  your  own, 
cut  out  the  top  hat. — Exchange.  Yes,  and 
shoes,  too! 

*  *  * 


If  you've  got  a  "Home  Town"  go  back  to 
it,  note  the  names  on  the  front  of  the  stores 
and  you'll  realize  how  unstable  our  present 
retail-world  is. 

*    *  * 


Window  sign  in  small  store  advertises, 
"Get  a  combirujMon.  Union  suit,  shirt, 
socks,  collar  and  tie  for  $4.50.  Suit  and 
overcoat,  $3.5.50."  Hot  stuff  for  the  bare- 
foot boy  or  the  chap  vjho  don't  like  hats. 
Some  legs  will  hold  socks  up  without  sup- 
porters, too;  but  how  about  the  pants? 
Maybe  a  sponge  goes  vnth  them.  Wet  'em 
around  the  waist  and  you  don't  need  a  belt, 
you  know. 

Vc       *  * 

One  advantage  of  comparative  prices  is 
that  they  at  least  LIMIT  exaggeration  if 
there  is  any  tendency  toward  it. 

*•)(■* 

G.  F.  Mcintosh,  who  buys  all  knit  goods 
except  infants'  wear  for  Wm.  H.  Frear  &  Co., 
Troy,  N.  Y.,  is  planning  to  confine  his  buy- 
ing to  lines  for  which  he  can  get  the  sole 
agency  in  the  city.  Then,  he  says,  he  won't 
have  to  worry  about  somebody  coming  along 
and  undercutting  his  prices.  He  reports  wx)ol 
hose  as  having  been  good  this  season,  but 
looks  for  a  falling  off  next  winter. 


The  credit  men  of  Chicago  have  a  new  member 
in  the  fold  in  the  person  of  Charles  M.  Girsch,  who 
xvill  conduct  the  credit  operations  at  the  Fair.  He 
is  a  "big  brother"  in  the  business  world  there- 
about. 

*  *  * 

D.  F.  Kelly,  general  manager  of  Mandel 
Brothers,  recently  "put  over"  a  dinner  for  Irish- 
men and  lovers  of  Irishmen.  The  cost  per  plate, 
including  war  tax,  was  $100  per.  Leave  it  to  Mr. 
Kelly  to  lead  the  march  when  big  things  are  put 
over.    More  power  to  him! 

*  *  * 


A  few  weeks  ago  2000  models  applied  for 
$15  a  day  jobs  in  a  fashion  revue  at  a  New 
York  hotel.  Those  selected  after  the  storm 
subsided  counted  as  nothing  lost  hairpins,, 
blouses,  shoes  and  hats.  Now  they  are  looking 
for  the  revue  promoter  to  collect  $6,300  in 
salary  owed  them.  Their  books  show  to  date 
cash  on  hand  of  $1.70  each — from  a  collection 
raised  by  sympathetic  hotel  guests.  If  they  lo- 
cate the  chap  they're  going  to  take  the  differ- 
ence out  of  his  hide — which  puts  his  pelt  al- 
most in  the  Russian  sable  class. 

*  *    *  ' 

How's  this  for  service  to  EMPLOYEES 
on  the  part  of  Lansburgh  &  Bro.,  Washing- 
ton, D.  C.  "If  you  work  late  at  the  store 
any  night,  and  it  ivould  make  it  any  easier 
for  you,  it  would  be  a  great  pleasure  for  us 
to  serve  you  a  light  lunch  in  the  employees' 
lunch  room.  All  you  need  do  is  to  notify 
Miss  Thrasher  some  time  before  noon  of 
the  day  you  are  to  stay." 

*  *  * 

Minnesota  Legislature  has  up  a  bill  mak- 
ing the  giving  of  false  information  to  a  news- 
paper or  periodical  a  misdemeanor.  But  what 
about  the  "guy"  who  writes  the  right  "info" 
wrong? 

*  *    *  , 

A  "Buy  Now"  advertising  campaign  with- 
out "Reason  Why"  copy  is  like  a  train  of  cars 
without  an  engine. 

*  *  -x- 

"New  York  will  consider  protecting  politicians 
from  newspaper  attack,"  says  the  American  Press. 
Several  New  York  City  newspapers  would  have  to 
suspend  publication  if  the  law  were  enacted. 

*  *  * 

Great  Britain  wants  Germany  to  pay  her 
for  war  damage,  but  doesn't  want  German 
goods.  France  wants  her  devastated  area  re- 
stored, but  not  by  German  labor.  We  want  our 
Allies  to  pay  us  the  debt  they  owe  us,  but  we 
shrink  from  importing  their  goods.  Yet  pay- 
ment can  be  made  only  in  commodities  or  serv- 
ices. And  there  certainly  are  plenty  of  people 
who  are  unable  to  obtain  all  they  could  con- 
sume. Something  amiss  with  out  economic 
system,  isn't  there? 


It  is  often  best  to  let  a  man  make  a  mis- 
take even  though  you  can  prevent  it.  If  you 
correct  him  he'll  always  feel  that  perhaps  his 
way  was  right;  but  if  you  let  him  make  the 

mistake  he'll  KNOW  that  he  was  wrong. 

*  *  * 

A  trade  paper  gives  this  advice:  "Young 
men  about  to  start  in  life  are  advised  to  look 
over  the  dress  field."  Only  trouble  is  that 
with  skirts  so  short  not  only  young,  but  old 
men,  too,  are  taking  great  interest  in  hosiery 
— especially  silk  hosiery. 

*  *  * 

The  reason  so  many  men  Think  the 
other  fellow  is  going  to  FAIL  is  because 
they  Know  they  (men  first  mentioned) 
are  going  to. 

*  *  * 

7s  business  dead?  Well,  we  will  say  it  is  not. 
Listen  to  this.  The  G.  M.  McKelvey  Co.,  of 
Youngstoivn,  Ohio,  recently  opened  its  new  bar- 
gain basement.  It  had  a  three  weeks'  average 
stock  on  hand  at  the  opening  time  and  cleaned  it 
out  in  less  than  one  week.  On  the  opening  day 
it  was  necessary  to  keep  the  people  out  several 
times,  so  great  were  the  crowds.  And  everything 
sold  must  stay  sold — no  returns  allowed. 

-»    *  * 

Let's  all  go  to  Germany!  A  department 
store  executive  may  get,  after  four  years  of 
service,  1725  marks  per  month,  or  $28.11. 
An  exceptionally  good  man  might  get  $29. 


*    *  * 


If  women  get  to  carrying  "hooch"  in 
quantity  we  predict  a  fad  for  bustles  in 
quart,  half  gallon  and  gallon  sizes. 


*  *  * 

Better  investigate  the  statement  that 
LINEN  undermuslins  are  now  being  offered 
at  so  termed  popular  prices. 

*  *  * 

Would  you  give  this  Portland,  Ore.,  ad- 
man a  medal  or\  prosecute  him  for  malicious 
mischief?  His  ad  about  cotton  bed  blankets, 
aluminum  kettles  and  silk  hose  at  15  cents 
a  throw  produced  the  following  result:  100 
women  knocked  out;  plate  glass  windows 
busted;  traffic  blocked,  and  60  policemen  en- 
gaged in  battle  with  a  mob.  Also  cauliflower 
ears  grown  on  hospital  attendants  who  an- 
swered 'phone  calls  from  frantic  husbands, 
Is  my  wife  there?" 

*  *  * 

G.  Lang,  head  of  the  men's  department  of 
W.  M.  Whitney  &  Co.,  Albany,  N.  Y.,  gave  up  the 
idea  of  carrying  men's  hose  in  the  women's  de- 
partment some  time  ago,  as  he  is  trying  to  build 
up  the  men's  department  business.  However,  he 
makes  a  play  for  women's  trade  by  having  at  all 
times  aisle  tables  bearing  men's  hose. 

*  *  * 

Joseph  W.  Fuller,  who  besides  being  head 
of  the  men's  department  of  the  John  G.  Myers 
Co.,  Albany,  N.  Y.,  buys  all  knit  goods  except 
infants'  wear,  reports  a  good  season  on 
heavy  weight  underwear  and  stocks  quite 
low.  He  has  a  fair  stock  of  light  weight 
garments  and  has  not  bought  yet  for  spring. 
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Reemployment  of  Thousands 
Means  More  Textile  Production 

Over  19,000  Operatives  and  Others  Added  to  Ranks  of 
Textile  Employees  Since  January — Business  Conditions 
Show  Steady  Improvement 


REPORTS  received  by  the  United  States 
Employment  Service  and  made  public 
this  week  show  that  activity  in  the 
production  of  textiles  has  received  a  strong 
boost  within  recent  weeks.  For  example,  a 
total  of  19,149  workers  were  re-employed  in 
various  capacities  by  p'roducers  of  textiles 
during  February.  This  is  stated  to  be  equiv- 
alent to  an  increase  of  8.5  per  cent  in  the 
number  of  workers  in  textile  plants  of  all 
kinds.  It  will  undoubtedly  be  reflected  in  an 
increase  in  yardage  of  various  kinds  of  goods 
in  the  near  future.    Welcome  news ! 

Not  Enough  at  Work 

Additional  facts  stated  in  the  reports  are: 
More  operatives  are  wanted  at  once;  the  em.- 
broidery  and  silk  trades  are  more  active;  im- 
provement is  noted  in  dyeing  and  finishing 
cotton  goods ;  Southern  cotton  mills  are  op- 
erating on  full  time;  hosiery  mills  will  soon 
start  up. 

The  Federal  Reserve  Bank  review  of  the 
New  England  district  indicates  that  deflation 
is  nearing  a  halt,  that  liquidation  has  pro- 
gressed while  bank  reserves  have  grown  and 
loans  have  decreased. 

These  facts  all  point  one  way,  and  they 
should  afford  interesting  reading  to  our  sub- 
scribers, many  of  whom  are  seeking  goods  to 
fill  gaps  in  their  stocks. 

The  collapse  of  the  German  negotiations, 
reductions  in  security  values  and  in  divi- 
dends have  helped  to  reduce  the  purchasing 
power  of  consumers. 

Business  Conditions 

Nevertheless,  the  buying  of  Easter  goods 
shows  no  let-up  in  retail  stores.  At  this 
time  the  demand  for  spring  and  summer  mer- 
chandise is  growing  slowly. 

Raw  cotton  continues  in  a  state  of  de- 
pression due  largely  to  extreme  dullness  of 


Manchester  trade  and  to  the  breaking  off  of 
the  German  negotiations,  which  had  been  ex- 
pected to  pave  the  way  for  a  considerable 
outlet  for  the  staple.  Spot  cotton  sold  in 
New  York  at  11.30  cents  on  Monday  of  this 
week. 

Yarns  and  gray  goods  continue  dull.  Or- 
ders for  goods  placed  after  the  naming  of  low 
prices  in  January  are  sufficient  to  keep  the 
mills  fairly  active  for  another  five  or  six 
weeks,  but  little  new  business  is  forthcoming 
and  this  lack  of  demand,  if  continued,  bids 
fair  to  cause  another  shutdown  through  the 
summer  months.  Sales  of  print  cloths  at  Fall 
River  last  week  amounted  to  about  60,000 
pieces,  mostly  in  small  lots  for  prompt  de- 
livery. 

Immediate  Deliveries  Only 

In  finished  cottons  there  is  an  almost  com- 
plete absence  of  forward  business.  Retailers 
are  buying  from  hand  to  mouth,  and  jobbers 
are  buying  to  offset  orders  in  hand  from  their 
retail  customers.  Business  for  immediate  de- 
livery, however,  is  brisk.  This  applies  es- 
pecially to  branded  bleached  cottons,  ging- 
hams and  wash  goods. 

Napped  goods  for  fall  were  opened  last 
week  by  the  Amoskeag  Manufacturing  Co.  at 
prices  approximately  66  per  cent  lower  than 
those  made  for  fall  a  year  ago  and  about  50 
per  cent  above  the  top  prices  reached  before 
the  war. 

Woolen  Openings 

The  American  Woolen  Co.  opened  its  lines 
of  fancy  weave  worsted  suitings  in  piece  dyes 
and  mixtures  on  Monday  of  this  week.  Prices 
were  on  the  same  level  as  those  already  made 
on  other  worsted  lines — that  is,  about  40  to 
50  per  cent  below  those  made  for  fall  of  last 
year — and  range  from  $1.07V2  to  $4.50  on 
piece  dyes  and  from  $1.25  to  $4,371/2  on  mix- 
tures. 


A  surprisingly  large  business  has  been 
booked  on  the  lines  of  woolens  and  worsteds 
that  have  been  opened  for  fall,  particularly  on 
overcoatings  and  dress  goods.  A  number  of 
these  lines  have  been  sold  up  and  withdrawn. 
There  seems  to  be  a  suspicion  that  not  all  of 
these  orders  are  as  good  as  they  sound.  Raw 
wool  markets  are  dull  both  here  and  abroad 
and  prices  are  weak  and  irregular. 

The  stimulation  given  to  silks  by  National 
Silk  Week  seems  to  persist  after  the  event, 
and  stores  in  many  sections  report  the  con- 
tinuation of  a  brisk  business  for  silks  both  in 
piece  goods  and  in  made-up  garments. 

In  the  New  York  market  the  demand  for 
silks  remains  quite  active.  It  is  still  cen- 
tered chiefly  on  Canton  crepes,  crepes  de 
Chine,  georgettes  and  other  crepe  weaves,  as 
well  as  taffetas,  although  there  is  a  growing 
demand  for  satin,  particularly  in  black. 

Raw  silk  remains  steady  and  unchanged, 
with  an  increased  demand  for  Canton  sorts. 
At  the  time  of  going  to  press  there  is  consid- 
erable speculation  as  to  the  result  of  a  fire  in 
the  Shanghai  silk  market  which  is  reported 
to  have  wiped  out  a  large  part  of  the  raw  silk 
there  available  for  export. 

Dress  Accessories 

The  movement  in  veilings  during  the  cur- 
rent week  was  concentrated  chiefly  on  colored 
chenille  dots.  They  are  being  called  for  not 
only  on  dark  grounds,  such  as  navy,  brown, 
taupe,  but  also  on  white  and  on  flesh-color 
meshes.  This  tendency  toward  the  vogue  for 
black  and  colored  chenille  dots  on  white 
grounds  is  decidedly  new. 

Current  activity  in  draped  veils  is  spotty 
and  confined  chiefly  to  novelty  goods. 

The  volume  of  business  in  women's  neck- 
wear continues  fairly  satisfactory.  Gilets, 
guimpes  and  vestee  effects  in  organdy,  silk 
crepes,  crepe  de  Chines  and  various  novelty 
cotton  materials  are  the  foremost  sellers. 
Some  impiovement  is  noted  in  pleatings  by 
the  yard  and  in  separate  collar  and  cuff  sets. 
The  vogue  for  colors  is  expected  to  continue 
the  dominant  feature  for  the  Easter  season. 

Conditions  in  the  glove  field  are  on  the 
mend.  During  the  current  week  representa- 
tives of  many  of  the  largest  stores  were  in 
the  market  buying  conservatively  for  imme- 
diate as  well  as  for  future  delivery.  Sixteen- 
button  silk  mousquetaires  in  platinum  and 
silver  gray  are  the  scarcest  item  in  all  types 
of  leather  and  fabric  gloves.  Various  shades 
of  mode,  continue  to  be  well-liked. 


This  Week's  Wholesale  Cotton  Goods  Market 


Solid  Colors 


Longbranch  Red  %   10 

Green  %  10 

Orange  %   10 

Queenstown  Red  %   11 

Green  '%   11 

Orange  %   11 

Red  4/4   141/2 

Green  4/4   141/2 

Orange  4/4   14% 

Loyalty  Red  %   11 

Green  %   11 

Orange  %   11 

Red  %  14 

Loyalty  Twill   ■ — 

American  and  Superior  Prints 

Shirtings    9^/4 

Greys  and  Shepherd  Checks  10% 

Pink  Chambray   10^/2 

Black  and  White   10% 

Indigo  and  White   ..10% 

Calcutta  and  White  10% 

Turkey  Red  and  White  10% 

Turkey  Red  and  Black  10% 

Claret  and  White  10% 

Solid  Black,  Indigo  and  Cadet  Blue  10% 


As  Accurate  as  Possible 


These  prices  are  given  for  the  pur- 
pose of  indicating  by  comparison  from 
week  to  week  the  general  trend  of  the 
market.  The  price  of  an  article,  as 
every  merchant  and  buyer  knows, 
varies  according  to  the  quantity  pur- 
chased and  in  some  cases  a  specially 
low  price  may  be  made  as  a  "leader." 
If  you  happen  to  have  just  bought  some 
brand  or  line  at  a  figure  below  the  one 
quoted  don't  jump  to  the  conclusion 
that  the  price  given  is  inaccurate.  It  is 
as  accurate  as  can  be  stated  in  justice  to 
all  parties  concerned. 


Pilgrim  and  Fremont  Prints 


Shirtings    8V4. 

Greys  and  Shepherd  Checks   9% 

Pink  Chambray    9^/4 

Indigo  and  White    9% 

Black  and  White    9% 

Calcutta  and  White   9% 

Turkey  Red  and  White   9% 

Turkey  Red  and  Black   9% 

Solid  Black,  Indigo  and  Cadet  Blue   9% 

Percales 

Richmond  Light  — , 

Richmond  Dark  12% 

Durban  Light  12% 

Durban  Dark   15 

Scout  Light  13 

Scout  Dark   15 

Bradford  Light   13 

Bradford  Dark  15 

Kanton  Light  15 

Kanton  Dark  16% 

Kenmore  Light  15 

Kenmore  Dark  16% 

American  Cambric  Light  15 


(Continued  on  page  92) 
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Evidences  of  Speculation  Show  Up 
In  the  Wool  Goods  Market 

Everybody  Wants  Goods,  and  That  Is  Well,  Provided  Orders 
Are  Based  on  Reasonable  Estimates  of  Needs—As  Long  as 
Everybody  Buys  Only  for  Immediate  Delivery,  There  Will  Be  a 
Shortage  of  Goods  for  Immediate  Delivery 


WITH  the  opening  last  week  of  the 
American  Woolen  Co.'s  lines  of  staple 
and  fancy  woolen  suitings,  values  on 
woolen  as  well  as  on  worsted  goods  have  now 
been  definitely  settled,  at  least  for  the  near 
future.  It  is  another  question  how  long  they 
will  hold.  Inspired,  perhaps,  by  the  present 
brisk  demand  for  made-up  clothing  for  im- 
mediate delivery  cutters  have  been  placing  or- 
ders very  freely — it  may  be  too  freely.  Pos- 
sibly the  existing  shortage  of  goods  for  spot 
and  nearby  delivery  suggests  to  them  the 
thought  that  it  doesn't  pay  to  go  short  on  the 
market. 

This  is  a  subject  on  which  buyers  might  re- 
flect a  little  to  some  advantage.  It  seems  to  be 
generally  taken  for  granted  that  to  get  caught 
short  on  a  rising  market  is  bad,  but  to  get 
caught  short  on  a  falling  one  is  good.  But,  as 
a  matter  of  fact,  one  is  as  bad  as  the  other. 

Many  "I  Told  You  So's" 

There  are  quite  a  lot  of  buyers  around  the 
markets  these  days  scratching  their  heads  and 
remarking  plaintively  to  the  world  at  large: 
"Well,  I  told  my  merchandise  manager  a  couple 
of  months  ago  that  this  is  what  would  hap- 
pen; and  he  said,  'All  right,  but  the  market 
is  going  down  and  you'd  better  wait  and  take 
a  chance  on  getting  what  you  want  later' ;  and 
now  I  want  this  and  that  right  away  and  I 
can't  get  it." 

But  there  are  some  second-hands  who  were 
able  to  foresee  this  situation  and  had  courage 
enough  to  buy  ahead,  and  they  are  finding  the 
dilemma  of  the  buyer  who  needs  spot  goods 
quite  profitable  to  themselves.  Anyhow,  it  is 
just  possible  that  some  such  consideration  is  in 
the  minds  of  many  of  the  buyers  who  are  mak- 
ing the  wool  goods  business  hum  so  promis- 
ingly just  now.  And  it  is  emphasized  here  in 
passing  because  it  is  a  good  thing  for  the 
buyer  to  remember.  It  is  a  good  thing  for  him 
to  remember  that,  as  the  ECONOMIST  has  fre- 
quently pointed  out,  it  is  as  sound  business 
to  buy  on  a  scale-down  as  on  a  scale-up,  and 
that  as  long  as  everybody  buys  only  for  im- 
mediate delivery  there  will  always  be  a  scarcity 
of  goods  for  immediate  delivery. 

Only  Time  Will  Tell 

But  to  get  back  to  the  wool  goods  market, 
the  fact  that  business  is  brisk  and  lines  are 
being  .sold  up  is  something  the  real  meaning  of 
which  cannot  be  properly  gaged  for  some 
months  to  come.  About  this  time  last  year  all 
the  textile  mills  in  the  world  were  apparently 
sold-up  for  all  eternity.  But  Gabriel  blew  his 
horn  all  of  a  sudden  and  manufacturing  ac- 
tivity stopped  as  completely  as  if  the  day  of 
General  Judgment  had  in  fact  arrived. 

Now  everybody  wants  goods.  If  the  de- 
mand is  a  conservative  and  carefully  estimated 
anticipation  of  actual  needs  it  is  very  well.  If, 
on  the  other  hand,  it  represents  something  of  a 
hang-over  from  the  speculative  habit  of  the 
last  few  years  it  is  not  exactly  so  satisfactory 
and  encouraging  as  it  seems  on  the  surface  to 
be. 

However,  the  fact  remains  that  the  fall  level 
on  staple  and  fancy  woolens,  as  set  by  the 
American   Woolen   Co.   in  its  opening  last 


"Kotton  Karnival" 
Booms  Piece  Goods 

TO  push  the  sales  in  the  cotton  goods 
department,  a  "Kotton  Karnival"  was 
very  successfully  staged  recently  by  M. 
Nathan  &  Bros.,  formerly  Tepper  Bros.,  New 
Brunswick,  N.  J.  A  very  quaint  and  unique 
window  display,  backed  up  with  some  liberal 
advertising,  and  excellent  merchandise 
values,  accomplished  very  satisfactory  re- 
sults. 

In  the  window  was  arranged  a  typical 
Southern  darky  scene.  An  aged  negro, 
made  up  with  white  hair,  spectacles  and  all 
the  fixings,  was  seated  in  front  of  his  cabin, 
strumming  on  an  old  banjo.  The  window  was 
decorated  with  raw  cotton  and  a  profusion 
of  the  finished  cotton  goods  on  sale,  bearing 
the  price  marks.  The  window  display  proved 
a  good  drawing  card  for  the  event. 

The  "Karnival"  was  similar  to  one  con- 
ducted previously  in  the  Johnstown,  Pa., 
store  of  M.  Nathan  &  Bros.,  Inc.,  owners  of 
the  New  Brunswick  store.  The  details  of 
the  sale  were  attended  to  by  Milton  Rosen- 
thal, superintendent  of  the  store. 


week,  is  from  about  45  to  about  55  per  cent 
under  that  made  for  fall,  1920.  This  is  com- 
paratively a  somewhat  lower  basis  than  that 
made  on  worsteds,  which,  as  already  noted, 
runs  from  about  40  to  about  50  per  cent  under 
that  set  for  fall,  1920.  The  prices  on  fancy 
woolen  suitings  in  Dept.  3  run  from  $1,071/2  to 
$3.10  and  on  staple  woolen  suitings  in  the  same 
department  from  $1.55  to  $2,421/2.  Staple 
woolen  suitings  in  Dept.  7  are  priced  from 
$1,671/2  to  $5,871/2.  By  way  of  comparison  it 
may  be  mentioned  that  one  number  priced  last 
week  at  $1.75  was  opened  a  year  ago  at  $3,371/2, 
while  another  number  priced  last  week  at  $2 
opened  a  year  ago  at  $4.25.  These  compari- 
sons are  typical. 

Fancy  worsted  suitings  in  Dept.  2  of  the 
American  Woolen  Co.  were  also  opened  for 
fall  last  week  ^t  prices  ranging  from  $1.50  to 
$4.45.  Cotton  manipulated  suitings  in  the 
same  department  are  priced  at  from  $1. 321/2 
to  $1.55.  Fine  all-worsted  suitings  in  Dept.  7 
range  from  $2.32 1/2  to  $5,871/2. 

Prices  at  Other  Openings 

Other  openings  of  worsteds  for  fall  were 
made  last  week  by  Metcalf  Bros.  &  Co.  and  the 
United  States  Worsted  Co.  The  prices  named 
are  about  on  the  level  already  established  for 
fall  goods.  Prices  on  the  United  States  Worst- 
ed Co.'s  line  of  serges  range  from  $2  for  a  9- 
91/2  oz.  serge  to  $4.50  for  a  I7-I71/2  oz.  French 
black  serge.  Prices  made  by  Metcalf  Bros.  & 
Co.  on  their  serges  and  other  worsteds,  includ- 
ing silk  mixtures,  range  from  $2.50  to  $3.55. 
The  price  range  on  the  same  lines  for  fall, 
1920,  ran  from  $4.90  to  $6.80. 

The  opening  of  serges  and  other  dress 
goods  by  the  Amoskeag  Manufacturing  Co. 
was  noted  briefly  by  the  Economist  in  its  is- 


sue of  last  week.  While  exact  comparisons  are 
difficult,  the  basis  set  by  this  company  seems 
lower  than  the  general  market  level.  A  36- 
inch  all-wool  serge  is  offered  for  as  low  as  50 
cents  net  and  an  all-wool  French  serge  at  $1.15. 
This  is  about  75  per  cent  above  the  low  level 
immediately  before  the  war.  Orders  are  being 
taken  subject  to  revision. 

Revisions  Will  Tell  Story 

Indeed,  all  the  orders  now  being  taken  by 
mill  agents  are  subject  to  revision,  and  they 
will  probably  undergo  revision  to  a  consid- 
erable extent  with  a  view  to  eliminating  as  far 
as  possible  all  uncertain  or  speculative  ele- 
ments and  guarding  against  any  repetition  of 
the  unpleasant  experience  the  mills  had  to  go 
through  last  summer.  It  is  probable  that  all 
orders  retained  on  the  books  of  the  mills  after 
revision  will  be  orders  that  are  pretty  sure  to 
hold.  After  this  revision  is  completed  it  will 
be  possible  to  tell  more  accurately  just  how 
business  shapes  up  for  fall. 

As  to  the  nature  of  the  demand  in  dress 
goods,  attention  for  fall  is  concentrated  chiefly 
on  tricotines  and  on  the  coarser  serges.  The 
attention  given  to  the  coarser  serges  reflects 
the  anticipation  of  a  wide  distribution  next 
fall  for  popular-priced  garments.  The  big  cur- 
rent demand  for  tricotines  has  resulted  in  the 
appearance  on  the  market  of  an  amount  of  in- 
ferior goods  which  may  afiiect  unfavorably  the 
vogue  of  this  weave.  In  cloakings  the  demand 
for  fall  so  far  runs  chiefly  to  bolivias  and 
velours. 

Philadelphia  Aims 
at  Industrial  Peace 

Philadelphia  Office  of  the  Dry  Goods  Eoonomlstr 
1420  Widener  Building 

Several  movements  are  on  foot  in  this  city 
to  bring  about  industrial  peace  on  a  lasting 
basis.  The  Philadelphia  Textile  Manufac- 
turers' Association  proposes  a  system  of  shop 
committees,  members  to  be  elected  by  the 
workers.  The  committees  would  meet  in  coun- 
cil with  employers  to  discuss  affairs  of  mutual 
interest. 

Master  dyers  and  officers  of  the  dyers' 
union  are  to  confer  with  a  view  to  ending  the 
strike  in  eighteen  dye  plants,  which  is  almost 
a  year  old.  Thirty-three  shops  have  made 
peace,  the  men  returning  at  80  cents  an  hour. 
Recently  the  rate  was  cut  to  70  cents  and  ac- 
cepted by  the  workers.  The  master  dyers  re- 
cently sought  an  injunction  against  the  union, 
but  the  court  advised  both  sides  to  get  to-- 
gether  and  settle  the  affair  out  of  court,  as 
this  is  a  poor  time  for  fighting. 

The  Interchurch  Federation  is  also  mixing 
in  labor  matters.    It  is  estimated  that  40,000  ■ 
textile  workers  are  unemployed  in  the  north- 
eastern section  of  the  city.    An  attempt  is  to 
be  made  to  bring  about  better  understanding 
between  workers  and  employers  and  to  better  - 
conditions  in  workers'  families.    Classes  and . 
study  groups  are   being  formed  in  many 
churches  to  study  industrial  conditions,  espe-  - 
cially  in  the  Kensington  district. 


George  W.  Smith  has  been  appointed  mer- 
chandise manager  of  the  fabric  departments 
of  Crowley,  Milner  &  Co.,  Detroit,  Mich.  He 
has  been  head  of  the  silk,  wash  goods  and 
dress  goods  departments  of  the  store  since 
its  opening. 

H.  Press,  who  has  been  advertising  man- 
ager for  Voss  &  Stern,  71  Fifth  Avenue, , 
leaves  that  firm  March  19  to  become  adver- 
tising manager  and  assistant  to  the  president 
of  the  Pacific  Novelty  Co.,  41  East  Eleventh  ■ 
Street. 
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Check  Float"  of  American  Business 
Just  Half  What  It  Used  to  Be 


Two  Hundred  Millions  of  Dollars,  Once  Idle,  Are  Kept  at  Work  by  Federal 
Reserve  Plan — Story  of  Its  Check  Collection  System  Reveals  One  of  Most 
Important  of  Its  Many  Services  to  Business  in  Last  Seven  Years 


How  the  Federal  Reserve  Banks  gather 
the  credit  resources  of  the  country  into 
a  great  central  system  of  reservoirs, 
how  they  manage  that  credit  for  the  benefit 
of  the  country's  business,  how  they  issue  cur- 
rency and  retire  it  again — has  been  described 
in  recent  issues  of  the  ECONOMIST.  There  is 
another  principal  work  which  the  Federal  Re- 
serve Banks  do,  in  which  all  business  men,  es- 
pecially merchants,  are  vitally  interested.  This 
has  to  do  with  the  collection  of  checks. 

Checks  are  woven  into  the  fabric  of  the 
American  system  of  banking,  and  this  was  so 
before  1914,  when  the  Federal  Reserve  Banks 
were  established.  In  no  other  country  except 
England  and  the  British  possessions  do  checks 
play  anywhere  nearly  so  important  a  part  in 
business  transactions  as  they  do  here.  Most 
merchants,  both  wholesale  and  retail,  receive 
and  make  payments  by  check  covering  a  large, 
sometimes  a  very  large,  proportion  of  their 
business.  Whether  checks  are  handled  quickly 
or  slowly — whether  they  move  in  a  direct 
course  from  the  merchants  who  receive  them, 
back  to  the  banks  upon  which  they  were 
drawn — whether  they  are  worth  their  face 
value  or  only  a  part  of  it,  are  matters  of  great 
importance  to  merchants  and  the  business  com- 
munity as  a  whole. 

System  Brought  Great  Change 

Few  persons  outside  of  the  banks  are  aware 
of  the  steps  taken  to  collect  checks,  and  so, 
except  in  a  very  general  way,  do  not  know  the 
part  the  Federal  Reserve  System  takes  in  the 
country's  check  collections.  Before  the  Fed- 
eral Reserve  System  was  established  checks 
were  collected  quite  differently  from  the  way 
in  which  they  are  collected  now. 

Take,  for  instance,  the  case  of  Clark,  who 
has  a  general  store  at  Mill  River  in  the  north- 
ern part  of  New  York  State.  He  buys  cow- 
hide boots  from  the  Star  Co.  in  Exville,  Mo.  In 
1910,  when  he  received  his  shipment  for  the 
season,  he  drew  a  check  for  $100  on  the  Mill 
River  National  Bank  and  put  it  in  the  mail 
addressed  to  the  Star  Co.  at  Exville.  The 
Star  Co.  deposited  the  check  in  the  Exville 
Bank.  The  check  then  started  on  a  trip  which 
was  probably  much  like  this :  From  Exville  it 
went  to  the  Exville  Bank's  correspondent  in 
St.  Louis,  the  First  Trust  Co.  The  First  Trust 
Co.  sent  it  on  to  its  correspondent  in  Chicago, 
the  Second  Trust  Co.,  and  the  Second  Trust 
Co.  sent  it  to  the  Third  Trust  Co.  in  Boston, 
with  which  it  had  a  general  arrangement  pro- 
viding for  the  collection  of  checks  dravm  on 
banks  in  the  Eastern  States. 

Sent  on  Another  Journey 

The  Third  Trust  Co.  of  Boston  then  sent 
the  check  back  to  Albany,  N.  Y.,  where  the 
Fourth  Trust  Co.  handled  it,  sending  it  on  to 
the  Fifth  Trust  Co.  at  Ogdensburg,  in  North- 
ern New  York.  The  Fifth  Trust  Co.  of  Og- 
densburg, though  near  the  village  of  Mill  River, 
had  no  account  with  the  Mill  River  National 
Bank,  so  it  sent  the  check  to  the  Sixth  Trust 
Co.  of  Ogdensburg,  which  at  last  sent  it  back 
to  the  Mill  River  National  Bank,  where  it  was 
duly  charged  against  the  account  of  Clark,  the 
storekeeper. 


By  Shepard  Morgan 

Assistant  Federal  Reserve  Agent,  Federal 
Reserve  Bank  of  New  York 

In  this  way,  after  many  days,  the  check  re- 
turned to  Mill  River.  But  that  was  not  all. 
The  Mill  River  National  Bank  had  to  make 
good  the  amount  of  the  check  to  the  Sixth 
Trust  Co.  of  Ogdensburg,  and  the  Sixth  Trust 
Co.  to  the  Fifth  Trust  Co.,  and  so  all  the  way 
back  to  Exville.  Of  course,  there  were  ar- 
rangements between  the  banks  by  which  such 
payments  were  made,  and  by  which  many  pay- 
ments going  in  opposite  directions  offset  each 
other  to  some  extent.  But  the  process  was 
cumbersome  and  slow,  and  involved  correspond- 
ing loss. 

The  "Exchange  Charge" 

The  Mill  River  National  Bank  recognized 
the  cost  of  doing  business  that  way,  and  made 
a  charge  for  paying  its  own  check,  called  an 


American  Buyers  Few 
at  Big  British  Fair 

London  Office  of  the  Dry  Goods  Economist, 
1  1  Haymarket,  S.  W.  I . 

BUYERS  at  the  British  Industries  Fair  have 
come  from  all  over  the  world.  The 
United  States  was  not  well  represented. 
Switzerland,  Belgium  and  Holland  sent  the 
largest  number  of  buyers,  with  the  Scandi- 
navian countries  coming  second. 

The  collection  of  British  goods  is  the 
largest  yet  assembled.  Many  more  applica- 
tions for  space  were  received  than  could  be 
accommodated.  All  the  firms  having  ex- 
hibits are  representative  of  the  best  in  their 
respective  industries,  and  they  have  received 
a  number  of  large  orders.  All  exhibitors 
guarantee  delivery  during  the  current  year. 
As  admission  is  by  invitation  only  most  of 
the  visitors  are  business  men  with  intentions 
of  buying,  and  this  makes  it  easy  to  carry  on. 


"exchange"  charge.  That  meant  that  it  paid 
its  own  check  for  less  than  its  face  value.  In 
those  days  such  a  charge  was  justified,  because 
in  theory  at  least  the  Mill  River  Bank  had  to 
ship  currency  to  Ogdensburg  to  make  good  the 
amount  of  Clark's  check,  and  the  "exchange" 
charge  covered  the  cost  of  shipment  and  the 
risk. 

In  1921  Clark  is  still  doing  business  at  Mill 
River,  and  he  still  buys  cowhide  boots  from 
the  Star  Co,  in  Missouri,  paying  for  them  by 
check  on  the  Mill  River  National  Bank.  But 
the  process  of  collecting  that  check  is  cut  short 
by  using  the  facilities  of  the  Federal  Reserve 
System. 

Quicker  Action  All  the  Way 

The  Star  Co.,  as  before,  deposits  Clark's 
check  in  the  Exville  Bank.  But  instead  of 
sending  it  to  another  bank  in  St.  Louis,  the 
Exville  Bank,  which  is  a  member  of  the  Fed- 


eral Reserve  System,  sends  it  to  the  Federal 
Reserve  Bank  of  St.  Louis.  From  the  Federal 
Reserve  Bank  of  St.  Louis  it  is  sent  to  the 
Federal  Reserve  Bank  of  New  York,  which 
charges  it  to  the  amount  on  its  books  of  the 
Mill  River  National  Bank,  making  payment  by 
wire  for  Clark's  check  and  some  thousands  of 
others  which  had  been  sent  through  to  New 
York  by  the  Federal  Reserve  Bank  of  St.  Louis. 

It  is  easy  to  see  the  great  saving  of  time 
which  this  simple  and  direct  method  of  collect- 
ing checks  has  brought  about.  Each  Federal 
Reserve  Bank  collects  checks  according  to  a 
definite  time  schedule,  and  credit  for  them  is 
given  to  depositing  banks  within  the  time  fixed 
in  the  schedule.  So,  when  the  Exville  Bank  in 
Missouri  sent  Clark's  check  to  the  Federal  Re- 
serve Bank  of  St.  Louis  it  knew  exactly  when 
the  funds  would  be  available — that  is,  when  it 
could  regard  the  $100  represented  in  Clark's 
check  as  cash  which  could  be  used. 

Lost  Time  Cut  in  Half 

Taken  as  a  whole,  the  time  of  collecting 
checks  throughout  the  United  States  has  been 
reduced  about  one-half.  In  other  words,  if  the 
old  methods  of  collecting  checks  was  still  in 
effect,  the  amount  of  "float"— which  is  a  bank- 
er's term  meaning  the  volume  of  checks  in 
process  of  collection — would  be  twice  as  great 
as  it  is  now.  And  inasmuch  as  about  $200,- 
000,000  of  checks  are  continually  in  process  of 
collection  in  the  Federal  Reserve  Banks,  it  is 
safe  to  say  that  $400,000,000  of  checks  would 
be  in  process  of  collection  now  if  the  old 
methods  were  still  being  followed.  This  rela- 
tive reduction  of  $200,000,000  in  the  amount 
of  checks  afloat  means  a  sounder  financial  and 
banking  structure,  a  great  saving  in  labor,  and 
a  great  saving  in  interest. 

This  saving  in  interest  is  an  important  mat- 
ter to  individual  business  men  and  to  bank- 
ers, and  in  total  amounts  to  a  very  large  sum. 
It  is  true  to-day  as  always  that  time  and  dis- 
tance cannot  be  eliminated  in  collecting  checks 
— but  the  time  element  has  been  much  re- 
duced. The  practical  application  of  this  sav- 
ing of  time  will  be  seen  in  the  following  ex- 
amples: If  the  Exville  Bank  gave  the  Star 
Co.  full  and  immediate  credit  for  the  $100— 
that  is,  permitted  the  Star  Co.  to  draw  out  the 
$100  right  away — then  the  Exville  Bank  lost 
four  day's  interest  instead,  say,  of  eight,  a 
loss  made  up  to  it  from  the  value  of  the  Star 
Co.  account.  If,  on  the  other  hand,  the  Exville 
Bank  took  Clark's  check  from  the  Star  Co. 
"subject  to  collection" — that  is,  if  the  $100 
represented  in  it  would  be  available  to  the  Star 
Co.  only  after  the  process  of  collection  was  fin- 
ished—then the  Star  Co.  would  have  the  use 
of  the  $100  in  four  days'  time  instead  of  eight. 
Or,  if  the  Exville  Bank  permitted  the  Star  Co. 
to  use  the  $100  right  away,  provided  the  Star 
Co.  paid  interest  on  the  amount  until  the  bank 
collected  the  check,  then  the  Star  Co.  would 
have  to  pay  a  charge  approximating  four  days' 
interest  instead  of  eight. 

An  Important  Distinction 

A  charge  of  this  last  sort  is  sometimes 
erroneously  called  an  "exchange"  charge.  It 
is  really  an  interest  or  collection  charge.  It 

(Continued  on  page  90) 
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Paris  Designers  Show  Wide 
Range  of  Inspiration 
In  New  Creations 


Georgette  model  in  black 
straw  and  scarlet  crepe  Fran- 
gais,  trimmed  with  cluster  of 
large  waxed  cherries. 


Premet  dress  in  1830  style  featur- 
ing long  full  skirt  just  clearing  the 
ground.  The  front  panel  of  the  skirt 
and  the  bertha  collar  are  of  brown 
net  embroidered  in  red,  blue  and  gold 
silk  threads.  * 


Coat  illustrating  the  long  straight  line 
with  flare  at  the  lower  edge  featured  by 
Madeleine  &  Madeleine.  The  model  is 
in  beige  colored  bure  striped  in  darker 
tone,  the  wide  stripes  forming  the  front 
panel.    Belt  of  brown  wooden  beads. 


Georgette  hat  featuring  trim- 
ming placed  directly  at  the  center  / 
of  the  back.  The  brim  rolls  from  ^'  Otcw^ 
the  face  at  the  front.  The  hat  is 
of  black  horsehair  trimmed  ivith 
large  green  and  blue  variegated 
ostrich  plumes. 


Evening  wrap 
from  Madeleine  & 
Madeleine  in 
.Spanish  mantilla 
style,  made  of 
rose-colored  taf- 
feta and  black 
Chantilly  lace. 
The  lace  is  joined 
to  the  taffeta  with 
cockades  of  plaited 
lafjela  ribbon. 


Agnes  model,  featuring  clever 
adaptation  of  the  Velasquez  silhouette 
with  distended  hips  in  a  tailor  cos- 
tume. The  model  is  in  beige-colored 
gabardine  over  black  satin,  and  is 
trimmed  with  white  braid  and  zvith 
narrova  pleated  bands  of  organdy. 


Model  in  blue  serge  and  heavy  white 
linen,  featuring  the  fitted  shoulder 
cape  collar  of  the  Henri  II  period, 
which  is  a  marked  note  of  Lanvin's 
models. 
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Fur  Trimmings  Again  Emphasized 
In  Fashion  Display  at  Auteuil 

This  Evidence  of  Favor  Follows  Prominence  Achieved  at 
Dressmakers'  Openings — Opera  and  Theatre  Audiences  Made 
Magnificent  by  Brilliant  Colors  of  Women's  Gowns 

Paris  Office  of  the  Dry  Goods  Economist,  2  Rue  des  Italians 

The  Spring  season  is  already  well  on  its 
way.  The  Auteuil  races  opened  this  week,  and 
due  to  an  unusual  spell  of  warm,  sunshiny 
weather,  attracted  a  large  and  fashionably 
dressed  crowd.  The  women,  for  the  most  part, 
wore  fur-trimmed  tailored  suits  with  jackets 
in  semi-fitted  styles  covering  the  knee,  or  with 
short  circular  jackets,  both  of  which  have  been 
emphasized  in  equal  degree  at  the  spring  open- 
ings of  the  Paris  dressmakers. 

Fur  as  a  trimming  for  spring  suits,  and  for 
coats,  was  also  featured  to  no  small  extent 
at  the  openings,  flying  squirrel,  monkey  and 
gazelle  being  used  as  collars,  cuffs  and  as  bands 
at  the  lower  edge  of  jackets  in  serge,  black 
satin  or  crepe. 

Squirrel  Indicated  for  Winter 

Particular  attention  is  called  to  flying 
squirrel  as  a  trimming  for  suits,  as  this  pelt, 
it  is  reported,  will  be  in  good  demand  for  the 
winter  season. 

Other  events  of  interest  of  the  last  week 
were  the  flrst  night  of  the  new  play  by  Henri 
Bataille,  La  Tendresse,  at  the  Vaudeville,  and 
the  balls  at  the  Theatre  Champs  Elysees  and  at 
the  Opera.  Both  of  the  late  affairs  were  given 
for  the  benefit  of  war  sufferers,  and  were  or- 
ganized by  the  Maison  des  Journalists. 

The  Opera  Ball  was  particularly  brilliant, 
and  of  unusual  interest,  as  formerly  these  pub- 
lic balls  at  the  Opera  were  among  the  social 
events  of  the  season.  Over  two  million  francs 
were  realized  by  the  fete  for  the  society  for 
the  aid  of  the  war  widows  and  wounded  sol- 
diers. The  Marechaux  Joffre,  Foch  and  Petain 
were  present,  also  President  Millerand,  and  all 
the  notabilities  of  the  social  and  theater  world 
of  Paris. 

Color  Feature  at  Evening  Affairs 

The  women  were  magnificently  governed,  cos- 
tumes of  cloth  of  silver  and  of  silver  lace  with 
crystal  beaded  nets  and  taffetas  predominat- 
ing. Black  evening  gowns  were  in  the  minor- 
ity, but  gowns  in  bright  green,  also  in  copper 
pinks  were  plentifully  sprinkled  among  the 
crowds  of  silver  and  of  white. 

The  first  night  of  La  Tendresse  attracted 
an  exceptionally  brilliant  audience.  Here 
again,  as  at  the  opera,  the  dresses  in  the  audi- 
ence were  chiefly  in  color,  bright  emerald 
green,  yellow  and  purple  vying  with  silver 
brocades  and  silver  cloths. 

Purple  and  white  are  being  very  much  em- 
phasized in  costumes  for  evening  wear  by  the 
ultra-fashionable  at  present,  due  probably  to 
the  fact  that  the  great  majority  of  people  in 
France  are  now  in  half -mourning. 

Mademoiselle  Yvonne  de  Bray,  who  inter- 
preted the  leading  role  in  La  Tendresse,  was 
dressed  by  Drecoll.  The  costumes  worn  were 
shown  in  the  recent  spring  opening  of  this 
house,  and  featured  the  long,  slim  princess 
line,  slim  hip  and  flare  skirts  of  irregular 
length. 

A  new  musical  comedy  at  the  Theatre  des 
Capucines  was  among  the  other  interesting 
events  of  the  week  in  Paris.  The  costumes  for 
this  play  were  designed  by  Poiret  and  fea- 
tured the  line  which  he  is  emphasizing  this 
season,  namely  that  of  the  Spanish  Renaissance 
with  the  long,  fitted  bodice,  full  skirt  with  dis- 
tended hips. 


One  example  of  the  circular  flare  skirt  treat- 
ment in  separate  coats,  seen  at  the  Auteuil 
races. 

Belt  at  Low  Line 

Holds  Good  in  Paris 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

As  was  anticipated,  the  belt  at  a  low  line 
has  held  good  for  spring  styles.  Prior  to  the 
openings,  numerous  reports  were  in  circula- 
tion with  regard  to  the  probable  launching  of 
high-waisted  effects  in  Directoire  style.  In- 
sofar as  Paris  is  concerned,  never  has  the 
Directoire  influence  been  less  featured.  The 
low  waist,  or  the  large  waist  at  a  normal  line, 
has  been  universally  featured.  Occasional 
models  have  been  noted  in  which  the  waist  is 
slightly  above  the  normal  at  front,  but,  as  a 
general  rule,  it  slopes  from  there  to  a  low 
line  at  the  back. 

Madeleine  &  Madeleine  have  shown  several 
models  in  high-waisted  effects  generally  for 
young  girls  with  waist  flnished  with  two  or 
three  draw-string  belts.  Lanvin  also  has  fea- 
tured a  double  waistline,  placing  the  first  belt 
at  the  normal  line  and  the  second  several  inches 
above  the  normal. 

High  waist-lines  in  Oriental  effect,  formed 
by  embroideries  in  bolero  styles  with  the  ma- 
terial draped  from  there  to  below  the  waist- 
line in  pure  Persian  style,  have  also  been  fea- 
tured to  some  extent  by  Madeleine  &  Made- 
leine. Other  than  this,  however,  the  high 
waist  has  not  been  represented  at  all. 


The  fur  trimming  un  the  cuffs  and  collar  of 
this  smart  coat  reflect  the  present  style  trend. 

With  regard  to  belts,  for  the  first  time  in 
several  seasons,  wide  crush  belts  of  leather  in 
black  or  in  brilliant  colors  fastened  with  metal 
buckles  have  made  their  appearance  used  on 
tailored  gowns.  Bead  belts  of  all  kinds,  how- 
ever, have  been  the  marked  note. 

Cords  and  tassels  have  been  featured  to 
some  extent  by  Renee  and  other  of  the  houses. 
Lanvin  has  shown  many  odd  types  of  padded 
belts,  and  belts  formed  of  rolls  of  ribbon.  Wide 
handkerchief  scarves  draped  around  the  waist 
with  point  over  one  hip  and  tied  on  the  side, 
have  been  used  on  simple  crepe  models.  These 
are  invariably  of  the  fabric  in  which  the  dress, 
is  made. 

Worth's  Treatment  of  Girdle 

Worth  has  featured  wide-shaped  girdles, 
molding  the  hips,  covered  with  embroidery 
and  overlaid  with  heavy  silk  cords  which  tie  at 
one  side.  For  evening,  large  jeweled  motifs  in 
stomacher  effect  in  old  Renaissance  style  have 
been  featured  and  these  have  been  conspicuous 
everywhere,  used  to  hold  draperies  of  evening- 
gowns  at  the  hips  directly  at  the  back,  or  at 
the  center  of  the  front. 

The  wide  sashes  of  ribbon,  tying  in  enor- 
mous bows  at  the  side  of  the  front,  which  were 
so  prominent  last  season,  have  been  carried 
over  and  are  still  a  feature  of  this  year  styles. 
These  ribbon  sashes  for  the  most  part  appear 
on  lace  dresses. 

Poiret  strongly  features  full,  box-pleated 
peplums  in  double-tier  effect  as  a  waist  finish 
on  taffeta  gowns. 

Lanvin  makes  marked  use  of  upstanding" 
box-plaited  ruches  in  the  Henri  II  or  earlj^ 
French  Renaissance  styles  on  evening  gowns.. 

At  Jenny's,  the  low  waist-line  with  bead 
girdle  or  with  heavy  silk  cords  and  tassels,  or 
with  novelty  figured  braid,  is  conspicuous. 
Quantities  of  jeweled  motifs,  Egyptian  or 
Oriental  in  design,  are  used,  placed  directly  at 
the  center  of  the  front  at  a  very  low  waist  on 
draped  evening  gowns. 

For  belts,  Cheruit  uses  quantities  of 
Avooden  beads  just  above  the  hips. 
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Important  to  Buyers  of 

High-Class 
Super  Cotton  Fabrics. 

PLEASE  NOTE: 

The'FERSTRONG 
BRAND 

is  a  guarantee  of  the  Highest  Quality,  also 
of  an  absolute  uniformity  of  quality  in  all 
repeat  business,  as  all  the  FEESTEONG 
Materials  are  made  out  of  the  Finest  and 
Purest  Cotton  the  World  can  produce. 

WHITE  &  DYED  CAMBRICS 

also  the 

Crepe-de-Ferstrong, 

the  Best  Substitute 
for  Crepe-de-Chine, 

Thoae  materials  are  unrivalled  for  making 
up  Ladies'  and  Children's  Underwear, 
also  JJIouses,  Jumpers,  Camisoles,  and  all 
kinds  of  Ladies'  and  Children's  Dainty 
Garments. 

Equal  to  Silk  in  appearance.  Superior 
to  Silk  for  Hygienic  Properties,  as  they 
irripcove  after  washing,  and  their  economy 
is  proved  by  their  durability. 


Write  to  Messrs.  O.  ARMSTRONG  &  CO., 
Manufacturers,  CSijo^,  Faulkner  Street,  Mmv- 
clMster,  England,  for  free  Patterns  mid  Shads 
Cards,  also  full  mformation,  Prices,  dc. 


Tootal 

Broadhurst 

L/66  Co. 


MANUFACTURERS 
OF 
FINE 
COTTON  GOODS 


387  FOURTH  AVENUE  AT  27th  STREET 
NEW  YORK  CITY 


STOFFELS 


IPO  SHADES  JC^~J^^ 
■TUANIPJillEliT  SWISS 
WORLD  FAMOUS  J^.^ 
mU  BiAUTYePPRilANEIiCi 
or  FINISH  AND  COLOR. 

354  T'OURTH  AVLXIK.  Nrw\OHK 

/o/cc/geni/  In  llmkd'/iait'j 
Jor'/ioffelLecJLGan    .  - 


WeXTERN 

STREET 
CHICAGO 
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House  Dress  Has  l^isen  in  the  World; 
So  Has  Its  Possibilities  for  Profit 

Because  It  Makes  a  Big  Difference  in  Woman's  Home  Environment,  It  Has  a 
Dependable  Turnover  Ratio  That  Right  Merchandising  Can  Increase 


She  always  apol- 
ogised if  she  ims 
caught  unawares 
by  a  neighborly 
caller,  for  having 
to  go  to  the  door 
in  such  garb  and 
asked  to  be  ex- 
while  she 
upstairs  to 
something 
fitting  —  in 
than  one 


ciised 
zvent 
don 
more 
more 
way. 


MANUFACTURERS  of  house  dresses 
need  to  go  back  only  a  few  years  to  re- 
call when  that  garment  was  represented 
only  by  the  staid  old  wrapper,  so  called.  In 
those  days  the  wrapper  was  just  what  the 
name  implies — a  wrapper,  just  something 
wrapped  around  a  woman,  the  same  as  a  paper 
wrapped  around  an  order  from  the  butcher  or 
the  baker.  And  it  had  just  about  as  much 
style — no  attractive  lines,  no  silhouette,  an  un- 
shapely and  ungainly  piece  of  cloth,  usually 
cheap  at  that,  cut  up  and  sewed  together  for 
convenience  in  covering  up  the  subject. 

It  was  a  garment,  if  it  could  be  so  dignified, 
which  was  worn  by  the  housewife  when  she  did 
her  washing  or  was  preparing  breakfast  for 
the  early  risers.  She  always  apologized  if  she 
was  caught  unawares  by  a  neighborly  caller, 
for  having  to  go  to  the  door  in  such  garb  and 
asked  to  be  excused  while  she  went  upstairs  to 
don  something  more  fitting — in  more  ways 
than  one. 

But  It  Led  to  Something 

Everything  has  its  beginning,  however, 
and  we  have  that  same  uncouth  wrapper  to 
thank  for  the  attractive  garments  which  we 
now  call  house  dresses,  porch  dresses,  bungalow 
dresses,  and  the  like.  Some  ingenious  manu- 
facturer, prompted  either  by  disgust  for  the 
tattler  of  laziness,  or  because  he  really  saw 
visions  of  pretty  frocks  which  adorn  and  beau- 
tify, and  which  at  the  same  time  possess  the 
.element  of  utility  demanded  in  a  house  dress, 
got  busy.  And  what  have  we  now?  Can  any- 
one deny  that  when  his  wife  is  properly  fitted 
in  a  house  dress  she  is  as  attractive  as  she  is 
in  any  garment  she  wears  ?  It  has  style.  The 
fabrics  are  beautiful  and  appeal  to  the  eye. 

Style  to-day  plays  a  very  important  part  in 
the  designing  and  making  of  house  dresses. 
There  are  many  manufacturers  who  specialize 
in  this  class  of  ready-to-wear,  and  competition 
is  becoming  keener  every  season.  The  gar- 
ments are  cheap,  comparatively,  and  because 
they  are  made  to  please  and  to  be  attractive 
they  are  growing  more  and  more  in  demand  as 
time  develops  them.  They  have  passed  out  of 
the  wrapper  or  strictly  house  dress  class  and 
are  worn  on  the  street.  Women  go  "down- 
town" in  a  morning  dress  to  do  their  shopping, 
and  they  feel  well-dressed,  too. 

Now  Important  Merchandise 

With  the  development  of  this  dress  from 
the  manufacturers'  viewpoint,  that  of  design- 
ing and  producing,  there  has  also  been  a 
change  in  the  retail  store.  The  wash  or  house 
dress  now  occupies  an  important  place  in  the 
ready-to-wear  department.  Special  salesgirls 
are  employed  on  this  line.  They  are  featured 
in  the  store's  advertising  and  it  is  not  unusual 
to  see  quarter  and  half-pages  in  the  papers, 
announcing  to  the  public  an  offering  of  par- 


DraiK'n  by  an  Economist  artist. 

These  three  garments  are  representative  of  the  latest  development  of  the  house  dress  utilised  in 
the  house,  around  the  house,  and  to  the  house.  The  dress  on  the  left  by  I.  Ginsberg  &■'  Bro.  is  of 
■white  printed  voile,  elbow  length  sleeves  trimmed  zvith  narrow  lace  edging,  Peter  Pan  collar  of  white 
organdy  and  the  same  narrow  lace  trimming,  small  bozv  tie  and  a  deep  tie  back  sash  of  self  mate- 
rial.  The  skirt  is  finished  with  a  deep  hem  and  three  tucks.  The  one  in  the  middle  is  bv  Hanibur- 
g'er  Bros.,  of  plaid  gingham  in  a  pretty  over-skirt  effect,  two  but  ton-trimmed  pockets,  a  tie-back  sash 
of  self  material,  elbow  length  sleeves  and  a  hemstitched  collar  of  organdy  with  a  tucked  organdv 
vestee.  The  dress  to  the  right  is  by  Hays  &  Green,  Inc.,  of  navy  blue  printed  voile  daintily 
gathered  skirt,  with  narrow  patent  leather  belt.  The  zvaist  is  finished  with  an  orqandy  collar 
three-quarter  sleeves  with  organdy  cuffs.  "       '  ' 


ticularly  stylish  and  good  looking  dresses. 
This  applies  to  the  big  city  as  well  as  to  the 
small  town. 

Announcement  was  made  by  one  of  the  big 
specialty  stores  in  the  metropolitan  district  a 
few  days  ago  that  an  entire  floor  had  been  de- 
voted to  the  sale  of  wash  dresses,  aprons, 
maids'  outfits,  etc.,  all  because  of  the  increas- 
ing demand  for  "indoor"  apparel.  Investiga- 
tion would  undoubtedly  show  a  large  number 
of  stores  throughout  the  country  which  are 
devoting  larger  space  to  this  department  than 
they  had  ever  dreamed  would  be  necessary. 

Stocks  Are  Turned  Quickly 

House  dress  stocks  can  be  turned  over 
quickly.  Because  the  price  is  low  a  woman 
usually  buys  two  or  more  at  a  time.  They  are 
easily  laundered  and  can  always  be  kept  fresh. 
They  are  particularly  desirable  from  the  store 
standpoint  because  of  this  turnover  feature, 
and  if  properly  merchandised  can  be  sold  at  a 
good  profit. 
■  They  make  an  excellent  class  of  goods  for 


the  bargain  basement  and  can  always  be  used 
to  make  an  appeal  to  patrons,  either  through 
advertising  or  by  attractive  display  in  the 
window  or  in  the  department.  One  of  the 
strong  points  about  the  house  dress  is  that  it 
can  be  worn  by  everyone  from  the  miss  to 
the  matron  and  the  elderly  woman,  and  because 
of  this  feature  it  is  not  necessary  to  carry  ex- 
tensive lines  for  each  age  in  the  life  of  woman- 
kind. 

One  of  the  most  convincing  arguments  in 
favor  of  giving  a  house  dress  or  morning  dress 
an  important  place  in  the  merchandising  ac- 
tivities of  the  progressive  store  is  its  price. 
Now  that  this  garment  has  been  firmly  estab- 
lished as  a  staple,  and  for  at  least  seven  months 
a  year  is  a  ready  seller,  it  ifi  only  natural  that 
it  should  be  properly  displayed  and  properly 
advertised. 

Price  Range  Lets  All  In 

Various  grades  and  styles  are  procurable  at 
prices  ranging  from  $16.50  to  $60  a  dozen. 
This  permits  of  a  good  profit  if  they  are  sold 
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at  $1.95  to  $7.50  each  at  retail.  Some  cheaper 
grades  are  available  and  can  be  used  in  some 
instances  for  specials,  but  for  regular  every- 
day business  the  better  grades,  made  for  ser- 
vice and  attractiveness,  are  the  best  buy  and 
the  steady  sellers. 

From  January  to  July,  and  sometimes  Au- 
gust, a  stock  three  times  as  heavy  as  that  car- 
ried from  August  to  January  should  be  on 
hand.  If  this  department  is  given  careful  at- 
tention the  stock  should  be  turned  over  at  least 
seven  times  a  year,  and  v^^ith  a  mark-up  of  50 
per  cent  on  the  cost  it  is  readily  seen  that  it 
is  a  profitable  department.  In  some  stores  a 
special  buyer  is  in  charge,  but  this  is  not 
necessary  in  smaller  establishments,  where  an 
assistant  to  the  general  ready-to-wear  buyer 
can  handle  the  work  very  successfully. 

Grouping  Sizes  Saves  Time 

It  has  been  found  that  the  best  way  to  show 
these  garments  is  on  racks,  where  they  can 
be  easily  seen  and  investigated.  It  makes  little 
difference  whether  they  are  hung  on  real  racks 
or  in  cabinets,  but  the  latter  affords  a  means 
of  keeping  the  dust  from  them,  and  of  course, 
has  its  advantages.  It  is  suggested  that  all 
styles  in  a  given  size  be  shown  on  one  rack. 
This  makes  it  convenient  for  a  customer  to  look 
over  the  entire  line  in  her  size  and  make  her 
choice  with  no  difficulty,  and  in  short  time. 
It  also  makes  it  possible  for  a  salesgirl  to  look 
after  the  wants  of  more  than  one  customer  at 
a  time. 

An  experiment  which  has  worked  out  suc- 
cessfully is  the  placing  of  the  house  dress  de- 
partment adjacent  to  the  regular  dress  depart- 
ment or  near  the  children's  dresses.  Both 
ways  have  shown  good  results.  The  latter  may 
seem  strange  to  some,  but  the  housewife  finds 
herself  drawn  to  the  children's  department 
frequently,  sometimes  of  necessity,  and  other 
times  by  curiosity.  The  suggestive  influence 
of  having  house  dresses  in  her  path  has  worked 
well. 

Advertise  Every  New  Lot 

While  the  house  dress  lends  itself  readily 
to  special  sales,  it  is  not  well  to  overwork  it. 
Once  a  month  is  a  good  system.  Then  they  can 
be  offered  at  lower  prices  than  usual,  with  busi- 
ness promoting  results.  When  the  sale  is  over, 
however,  they  should  be  placed  back  on  their 
regular  basis  and  they  will  sell  well.  It  is  a 
good  plan  to  mention  the  house  dress  feature  in 
advertising  as  frequently  as  a  new  lot  of  goods 
is  received — possibly  once  a  week  or  three 
times  every  two  weeks.  Properly  pushed,  sales 
will  increase. 

Manufacturers  of  house  dresses,  in  many 
instances,  will  be  ready  and  glad  to  assist  the 
regular  monthly  sale  by  making  a  special  price 
on  lots  of  good  merchandise,  providing  the  re- 
tailer will  also  make  a  special  price  to  the  con- 
sumer. One  case  in  particular  is  known  where 
this  system  is  worked  out  very  successfully.  It 
not  only  makes  a  fine  showing  during  the  day 
or  days  of  the  sale  but  also  promotes  business 
and  stimulates  demand  during  the  periods  be- 
tween sales. 

Checks  in  Demand  This  Year 

The  better  grades  of  dresses  are  made  of 
gingham,  tissues  and  voiles  in  all  the  colors 
which  predominate  during  the  season  in  the 
regular  dress  lines.  Checks  are  very  much  in 
demand  this  year,  replacing  the  plaids  which 
prevailed  last  season. 

These  garments  have  so  many  names  it  is 
sometimes  difficult  to  relate  all  of  them  to  the 
same  family.  They  include  the  house  dress, 
porch  dress,  bungalow  dress,  morning  dress, 
wash  dress,  tub  dress,  and  many  more.  But 
whatever  they  may  be  called  it  is  safe  to  say 
they  can  be  called  a  success  if  they  are  prop- 
erly handled  and  not  placed  in  stock  "to  fill  a 
casual  demand." 


Economist  photo  (Fashion  Camera) 

Black,  orange  and  white  plaid  gingham 
trimmed  in  black  velvet  ribbon.  Shown  by 
E.  JV.  Marvin  Co.    Hat  of  Italian  Milan. 


Moving  Pictures  to 
Boost  Baby  Week 

Baby  Week  this  year  will  be  given  an  added 
stimulus  by  the  movies  through  a  recent  pic- 
ture made  by  the  Selznick  Motion  Picture  Co. 
for  national  circulation.  The  picture  depicts 
the  baby's  activities  throughout  the  day  un- 
der the  most  ideal  conditions. 

The  first  scene  taken  was  naturally  "the 
morning  bath"  with  a  wee  baby  and  the  nurse 
from  the  model  infant's  department  as  the 
actors.   The  baby  was  given  its  bath. 

Of  course,  baby  was  weighed.  Nearby  was 
the  well-equipped  toilet  basket,  dressing  table 
with  side  pockets  and  collapsible  wardrobe  in 
which  nurse  found  right  at  hand  everything 
she  needed,  powders,  binders,  little  socks, 
sacques,  etc. 

In  the  second  scene  baby  played  with  its 
first  toys  known  as  soft  and  floating  toys. 
Little  brother  came  in  clad  in  his  sleeping 
garments  to  enjoy  the  fun  before  baby  was 
tucked  away  in  his  "kiddie  coop"  for  the  night. 
On  the  clothes  dryer  and  child's  costumer  hung 
the  little  day  garments  now  replaced  by 
"comfy"  night  clothes. 

Following  little  one-year-old's  play  hour 
was  a  nursery  fashion  show  of  nighties,  night 
drawers,  pajamas,  dressing  gowns  and  kimonos 
worn  by  juveniles  up  to  six.  One  cunning  little 
curly  locks  carried  a  silver  candle.  From  his 
"kiddy  coop"  baby  approvingly  viewed  the 
night  styles  of  big  brothers  and  sisters. 
Among  the  models  presenting  the  advance 
spring  and  summer  styles  for  children  which 
followed  was  a  five-year-old  model  from  the 
musical  comedy  success  "Sally." 

Of  course,  the  precious  little  living  models 
themselves  were  the  chief  center  of  attrac- 
tion.   Babies  and  children  always  are. 


House  Dresses  Occupy 
Whole  Floor  at  Martin's 

Indoor  apparel  is  gradually  finding  an  im- 
portant place  in  the  ready-to-wear  department 
of  the  department  and  specialty  stores.  Mar- 
tin's of  Brooklyn  has  sensed  this  development 
and  is  now  devoting  an  entire  floor  exclusively 
to  the  sale  of  house  dresses,  bungalow  aprons, 
bathrobes,  kimonos  and  allied  garments. 

In  commenting  on  the  action  of  the  firm 
in  allotting  such  a  large  space  to  these  goods 
the  manager  said:  "We  feel  that  we  require 
so  large  a  stock  of  these  items  in  various  styles, 
that  in  order  to  give  the  proper  attention  to 
this  department,  we  have  to  give  it  the  re- 
quired space.  We  feel  that  when  women  come 
to  buy  house  dresses,  they  expect  to  find  them 
in  a  good,  clean  condition.  Therefore,  before 
placing  any  of  our  house  dresses  in  stock,  we 
see  that  they  are  freshly  pressed.  They  are 
then  hung  on  racks.   This  requires  space. 

"On  the  other  hand,  we  find  that  custom- 
ers like  to  rummage  through  these  articles  for 
themselves,  and  for  this  reason  we  do  not  feel 
that  we  need  as  large  a  force  of  salesladies  on 
this  floor,  one  clerk  being  able  to  take  care  of 
four  or  five  customers  at  the  same  time." 

It  is  the  intention  of  Martin's  to  increase 
this  department  so  that  it  will  include  various 
other  items  such  as  aprons,  maids'  outfits 
morning  robes,  etc. 


The  Standard  Cloak  Co.  of  Spartanburg, 
S.  C,  has  combined  two  storerooms  at  155  and 
157  West  Main  Street,  in  which  it  is  soon  to 
open  a  department  store  for  men's,  women's 
and  children's  ready-to-wear. 


Little  girl's  frock  of  orchid  French  voile 
embroidered  in  violet,  green  and  pink.  The 
collar  is  finished  in  wide  fagotted  hem.  Model 
from  Barbara.  Hat  of  natural  leghorn  with 
rolled  brim  stitched  in  zvide  pink  faille.  Shown 
by  Sable  Bros.  Both  pictures  by  courtesy  of 
Bush  Terminal  Sales  Co. 
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(c)  Simon  Aseher  &  Co.,  Inc.,  1921 


"100%  PURE  WOOL"  and  "HAND  MADE 

Two  New  Value-Symbols  in  Knit  Goods 


?9 


The  assurance  of  "100%  Pure  Wool" 
on  the  "Label  of  the  Lamb,"  and  the 
Ascher  "Hand  Made"  label  which 
guarantees  that  the  garment  is  actually 
made  by  skillful  hands,  are  two  valuable 
new  features  that  play  an  important 
selling  part  this  season  inside  the  deal- 
er's store. 


100%  PU  RE  WOOL 
.KNIT  GOODS 


Established  1879 


These  two  added  value-symbols  answer 
two  vitally  important  questions  that 
purchasers  of  knit  goods  often  ask. 
Supported  by  Ascher's  year-round  na- 
tional advertising,  they  create  confi- 
dence, quicken  individual  sales  and 
speed  turnover  in  knit  goods. 


SIMON  ASCHER  &  CO.,  Inc. 
362  Fifth  Ave.,  at  34th  St.,  New  York 

Mill — 134th  Street  and  Third  Avenue 
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Here  the  ceremony  of  sliaug  the  Rieser  birthday  cake  is  at  its  height.    In  the  close-up  at  the  right  are  {left  to  right).  Mayor  Thomas  of  Columbus,  ex- 
Mayor  Karb  and  Max  H.  Rieser. 

"Woman's  Store's"  Birthday  Cake  Helps  Keep 
Columbus  Happy  and  Rieser  Popular 

"Cutting  Max  Rieser's  Cake"  an  Annual  Event  That  Commands  City's  Atten- 
tion—This Unique  Little  Idea  One  Big-hearted  Man's  Way  of  Revealing  the 

Spirit  He  Holds  Toward  His  Customers 


^  ^  T-\  IRTHDAY  cake— store?"  Is  it  a  rid- 
die?  you  ask.    Well,  if  it  is,  every 

"^"^  man,  woman  and  child  in  Columbus, 
Ohio,'  given  the  chance  to  answer  the  riddle, 
would  in  one  voice  shout,  "Max  Rieser." 

There  is  no  doubt  but  that  genial,  ener- 
getic Max  H.  Rieser,  proprietor  and  manager 
of  the  Max  H.  Rieser  Co.,  "The  Woman's 
Store,"  Columbus,  Ohio,  is  the  originator  of 
the  store  birthday  cake.  No  one  in  Columbus 
remembers  just  how  long  it  is  since  they  first 
heard  of  the  Rieser  birthday  cake,  but  it  dates 
back  a  goodly  number  of  years,  and  long,  long 
before  anybody  else  had  given  the  novel  idea 
a  thought. 

Before  telling  more  about  the  "dessert"  of 
this  story,  the  "birthday  cake,"  let  me  tell  you 
a  word  about  the  Rieser  store  and  something 
about  its  wide-awake,  energetic  owner. 

An  Institution  40  Years 
The  Max  H.  Rieser  store  which  handles  an 
exclusive  line  of  women's  and  children's  clothes, 
dates  back  forty  years,  and  began  its  success- 
ful career  when  horse  cars  were  the  style,  and 
hickory  and  walnut  trees  grew  near  to  High 
Street  on  Broad,  and  when  Main  Street,  the 
present  location  of  the  store,  was  called 
"Friend  Street." 

In  that  first  small  store,  forty  years  ago. 
Max  Rieser  built  his  own  fixtures,  painted  the 
counters,  swept  the  floor,  trimmed  the  win- 
dows, sold  the  merchandise,  and,  after  hours, 
delivered  it,  and  it  was  in  this  same  small  store 
forty  years  ago,  that  Max  H.  Rieser  formed  the 
habit  that  is  a  part  of  him— that  of  instilling 
human  interest  into  his  store — in  fact  into 
everything  he  does  within  and  without  the 
store.  For  if  ever  there  was  a  store  in  which 
human  interest  superseded  everything  else 
within  its  four  walls,  that  store  is  the  one 
owned  and  managed  by  Max  H.  Rieser. 

Max,  as  he  is  familiarly  known  to  all  Colum- 
bus, was  interested  in  every  man,  woman  and 
child  who  entered  his  little  store  in  those  seem- 
ingly far-off  days  of  1880,  and  no  doubt  it  is  to 
this  kindly  and  continued  interest  that  Max 
owes  his  present  success  and  ever  increasing 

trade.  j  i,i 

Catering  exclusively  to  women  and  chil- 


dren, the  Max  H.  Rieser  store  is  known  as 
"The  Woman's  Store,"  but  it  might  also  be 
called  the  "Bungalow  Store,"  as  it  is  unique 
in  that  it  occupies  but  one  floor.  Well  lighted 
throughout,  the  store  presents  an  attractive 
appearance,  and  seems  to  reflect  the  good 
cheer  and  friendly  countenance  of  its  owner. 

Mr.  Rieser  anticipates  building  an  addition 
to  his  already  large  store  in  the  near  future. 
This  new  addition  will  continue  a  one-floor  de- 
partment. 

In  this  contemplated  new  addition,  Mr. 
Rieser  clearly  demonstrates  the  streak  of  sen- 
timent with  which  he  is  blessed.  The  ground 
which  adjoins  his  present  store  and  upon 
which  the  new  addition  is  to  be  built  was  the 
location  of  the  church  wherein  young  Max  was 
confirmed  and  where  he  worshipped  as  a  boy. 
The  old  church,  unused  and  no  longer  inhabit- 
able, still  stands  on  this  ground.  It  is  to  be 
torn  down  in  the  near  future.  The  present 
location  of  his  store  was  the  playground  of  his 
youth,  and  so  it  is  easily  seen  that  happy  mem- 
ories of  boyhood  days  surround  Mr.  Rieser  on 
all  sides  and  account  in  no  small  way  for  his 
great  love  of  Main  Streeet. 

The  Value  of  Sentiment 

Sentiment  has  entered  in  many  phases  into 
Mr.  Rieser's  life — the  kind  of  sentiment  that 
is  helpful  and  an  inspiration  to  others.  Sev- 
eral years  ago  he  secured  an  open-air  picture 
theater  near  his  store  and  one  day  every  week 
the  poor  children  of  the  city  had  free  access 
to  it  so  long  as  the  weather  permitted. 

Another  season  a  Shetland  pony  and  cart 
were  bought  and  offered  to  the  child  receiving 
the  greatest  number  of  yotes.  It  was  won  by 
a  little  crippled  boy  in  a  nearby  tovra,  who 
has  been  given  infinite  joy  through  its  posses- 
sion. 

On  another  occasion,  in  Europe,  Mr.  Rieser 
discovered  a  little  orphan  boy  with  limited 
opportunities.  The  boy  was  brought  to 
America  and  is  being  educated  to  become  a 
useful,  patriotic  citizen. 

Business  All  on  One  Floor 

During  the  flood  of  1913,  when  half  of 
Columbus  was  under  water,  Mr.  Rieser  turned 


his  business  over  to  an  assistant,  got  a  boat, 
loaded  it  with  milk,  bread  and  whiskey!  and 
spent  day  and  night  helping  those  poor  unfor- 
tunates forced  into  the  street  without  food  or 
shelter.  Many  of  his  employees  were  in  the 
flood  district  and  these  he  took  his  home  and 
kept  them  until  they  could  return  to  their  own 
homes.  He  advertised  that  flood  sufferers 
could  have  any  of  his  merchandise  at  COST, 
and  sold  it  that  way,  too. 

On  every  Mother's  Day,  Mr.  Rieser  pre- 
sents to  his  customers  a  souvenir  of  some  kind 
as  a  token  of  love  and  esteem  for  his  own 
and  the  other  mothers  of  the  country.  One 
year  it  was  a  dainty  but  practical  cook  book, 
another  time  a  copy  of  a  famous  painting. 

City  Looks  Forward  to  Birthday 

And  now,  for  the  "dessert"  of  our  story, 
the  famous  birthday  cake  that  is  an  institu- 
tion in  Columbus,  Ohio,  and  synonymous  with 
the  name  "Max  Rieser."  Let's  call  him  "Max," 
for  that  is  his  name  over  there  in  the  capital 
of  the  "State  of  Presidents."  As  we  said 
above,  more  years  ago  than  we  can  remember, 
Max  began  celebrating  the  birthday  of  his 
store,  until  Columbus  folks  got  to  looking  for- 
ward for  October  to  roll  around  each  year. 

The  first  birthday  cake  was  a  modest  affair, 
compared  with  the  mammoth  one  baked  last 
year,  which  celebrated  the  fortieth  anniver- 
sary of  the  Rieser  store.  This  big  birthday 
cake,  which  to  the  best  of  our  knowledge  is 
the  largest  one  ever  baked  in  this  country  for 
such  a  purpose,  weighed  1300  pounds,  and 
stood  six  feet  in  height.  It  was  built  in  three 
tiers,  the  bottom  tier  being  the  largest  of  the 
three.  The  base  of  the  cake  was  15  feet  in  cir- 
cumference, and  required  the  services  of  ten 
men  to  prepare  and  bake.  A  two-ton  truck 
was  necessary  in  order  to  move  this  monster 
cake  from  the  baker's  to  the  store,  where  it 
was  placed  on  display  in  the  store  window,  and 
where  it  stood  during  the  week  of  the  annual 
anniversary  sale,  which  always  precedes  the 
cutting  of  the  cake. 

And  Here's  the  Recipe 
The  ingredients  of  the  birthday  cake  con- 
sisted of  the  following:   890  eggs  (fresh  ones, 
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Style  8/G5 

This  Redfern  front-lace 
model  is  as  notable  for 
its  exquisite  material  and 
trimming  as  for  its  beauti- 
ful lines. 

Note  especially  the  high 
back  to  take  care  of  shoul- 
der Hesh  and  the  hose  sup- 
porter pad  to  insure  a  snug 
fit  over  the  hip. 

Sizes  22  to  JO. 

I)cr  dozen 

The  Warner  Brothers 
Company,  Inc.,  New  York, 
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too!),  425  pounds  of  sugar,  400  pounds  of 
flour,  125  pounds  of  butter,  15  gallons  of  milk, 
24  ounces  of  vanilla.  After  the  cake  was 
placed  in  the  window,  forty  electric  candles 
were  distributed  on  top  of  the  cake  to  illumi- 
nate it. 

The  cutting  of  the  cake  is  always  the  oc- 
casion of  much  ceremony,  and  a  gala  day  fol- 
lows. On  the  last  day  of  the  sale,  the  Mayor 
of  Columbus  and  other  city  officials  are  invited 
to  the  store,  and  the  first  slice  is  cut  by  his 
honor,  the  Mayor,  in  the  big  window,  while 
thousands  look  on  and  cheer.  For  the  past 
several  years,  Hon.  George  Karb,  Mayor  of 
Columbus  for  more  years  than  we  can  re- 
member, has  had  the  honor  of  cutting  the  first 
slice  of  the  Rieser  cake.  Last  year  Mr.  Karb 
delegated  this  honor  to  the  new  mayor,  Mr. 
Thomas,  but  ex-Mayor  Karb  was  on  the  job 
just  the  same,  and  assisted  at  the  ceremony. 

Does  It  Get  Attention?  Well! 

Fully  five  thousand  people  were  on  hand 
last  year  to  witness  this  annual  cake  cutting, 
and  to  hear  the  speech,  which  the  mayor  al- 
ways makes  in  honor  of  the  occasion.  The 
newspapers  write  up  the  affair  in  glowing 
terms,  and  even  the  celebrated  cartoonist,  Ire- 
land, of  the  Columbus  Dispatch,  features  the 
birthday  cake  in  his  famous  comic  page  in  the 
Sunday  edition  of  that  paper. 

As  long  as  the  huge  cake  lasts,  everyone 
is  invited  to  take  a  piece  home  with  them. 
Max  never  does  things  by  halves,  either,  and 
consequently  each  piece  of  cake  is  wrapped  m 
a  napkin.  On  this  napkin  is  printed  the  his- 
tory of  the  cake,  its  weight,  ingredients,  etc. 

And  do  they  hustle  to  get  a  piece  of  that 
cake?  Just  watch  them,  and  see  how  eagerly 
they  receive  their  piece.  Folks  even  call  on  the 
phone,  "Save  me  a  piece  of  birthday  cake,  Mr. 
Rieser."  It  leaves  no  room  for  doubt  but  that 
those  890  eggs  were  fresh  eggs ! 

And  Sends  'Em  Knives,  Too 

Max  even  goes  further  than  this  in  re- 
membering his  public  on  Anniversary  Week. 
Each  year  he  sends  miniature  cakes  to  differ- 
ent institutions,  good-sized  cakes,  with  the 
proper  number  of  candles  ready  to  be  lighted. 
He  sends  these  not  only  to  institutions,  but  to 
the  city  and  county  oflScials,  banks,  personal 
friends  and  others.  These  cakes  are  carefully 
wrapped,  and  thoughtful  Max  even  incloses 
a  knife  for  use  in  cutting  the  cake.  Last  year 
the  president  of  one  of  the  national  banks  in 
Columbus,  after  receiving  cake  and  knife,  sent 
Max  a  penny,  stating:  "I  am  inclosing  here- 
with a  penny  to  pay  for  it,  because  I  certainly 
never  want  any  bad  luck  in  our  friendship." 

Max  is  not  only  thoughtful  of  his  patrons, 
but  is  likewise  as  thoughtful  of  his  "store 
family."  He  will  not  permit  the  word  "em- 
ployee" to  be  used  within  his  store.  His 
"store  family"  are  afforded  every  chance  to 
improve  and  advance.  In  the  summer  a  cot- 
tage is  rented  at  a  nearby  lake,  where  any  girl 
member  of  the  store  may  go  for  a  two  weeks' 
vacation,  the  only  expense  to  the  worker  being 
a  nominal  charge  for  food. 

A  Really  Happy  Family 

The  contemplated  new  addition  will  con- 
tain an  auditorium  with  moving  picture  ma- 
chine, class  room,  restaurant,  lockers  and  other 
conveniences.  The  good  cheer  on  the  faces  of 
the  members  of  this  store  answers  the  ques- 
tion as  to  how  Max  treats  his  store  family. 
They  are  well,  content  and  happy. 

You  say  it  seems  a  lot  of  trouble,  this  an- 
niversary cake,  this  doing  for  others,  which  is 
Max  Rieser's  motto— and  does  it  pay,  you  ask? 

I  can  only  answer  this  by  saying  he  pleases 
his  public  else  they  would  not  return  again  and 
again,  and  Max  would  not  have  the  wherewithal 
to  purchase  that  new  addition.    It  pays,  finan- 


Concerning  Effect  in 
Displays  of  Waists 
and  Skirts: — 

OvlE  of  the  most  practical  suggestions  that 
has  come  to  our  attention  for  the  dis- 
play of  garments  has  to  do  with  waists  and 
skirts.  Hardly  ever  is  a  waist  shown  except 
as  a  single  unit.  The  same  applies  to  skirts. 
A  waist  is  usually  fitted  on  a  durfimy  repre- 
senting the  Upper  half  or  trunk  of  the  body. 
It  does  not  even  have  a  head  to  show  that  it 
might  be  a  woman.  The  skirt  is  shown  on 
another  form,  representing  the  lower  part  of 
the  body  and  is  usually  sliced  off  at  the  waist. 

Inasmuch  as  a  skirt  is  only  a  part  of  the 
costume  of  which  a  blouse  is  a  necessary 
complement,  and  vice  versa,  does  it  not  seem 
only  logical  that  they  should  be  shown  to- 
gether, if  for  no  other  reason  than  to  give 
each  garment,  or  either  of  them,  the  sig- 
nificance to  which  it  is  entitled.  The  present 
method  of  divorcing  the  two  is  just  about  as 
logical  as  showing  a  good  looking  oxford 
on  a  wax  foot  without  the  sock.  It  is  de- 
cidedly incomplete  and  unattractive. 

It  may  be  that  the  purpose  of  exhibiting 
the  combination  is  to  feature  a  skirt.  It  may 
be  the  waist  that  is  to  be  emphasized.  These 
departments  are  still  separated  in  most  stores, 
the  skirts  being  a  part  of  the  coat  and  suit 
department.  But  regardless  of  that  fact,  if 
the  form  is  reposed  in  the  skirt  department, 
the  waist,  which  completes  the  costume,  sug- 
gests a  visit  to  the  waist  department.  If  the 
form  is  in  the  waist  department,  a  pretty 
skirt  to  combine  with  the  waist  surely  would 
set  a  woman  thinking  about  having  one  for 
herself — probably  not  on  the  dot,  but  some- 
time soon,  probably  her  next  visit  to  the 
store.  The  power  of  suggestion  is  a  wonder- 
ful influence,  especially  when  it  comes  to 
women's  clothes.  And  when  a  woman  wants 
a  thing  she  usuallly  gets  it. 


cially,  and,  better  than  big  dividends,  it  pays 
in  personal  satisfaction.  When  folks  come  to 
your  store  because  they  LOVE  to  come  there, 
because  you  have  instilled  human  interest  into 
that  store  you  don't  have  to  worry  much  about 
your  advertising. 

So,  we  say,  the  big  and  satisfactory  divi- 
dends that  Max  Rieser  receives  for  his  untir- 
ing interest  in  others,  dividends  of  knowledge 
that  he  has  not  labored  in  vain  to  please  his 
patrons  and  his  store  family,  cannot  be  meas- 
ured by  mere  dollars.  Would  that  there  were 
more  Max  Riesers ! 


For  After  Easter  Goods 

Buyers  looking  for  merchandise  for  after 
Easter  sales  or  to  fill  in  stocks  depleted  dur- 
ing Easter  week  should  have  no  difficulty  in 
obtaining  satisfactory  lots  of  coats,  suits, 
dresses,  waists  or  skirts.  Immediate  delivery 
houses  are  in  fairly  good  shape  to  take  care  of 
any  demand  that  is  not  abnormal.  As  Easter 
is  very  early  there  will  undoubtedly  be  further 
call  for  merchandise  after  the  holiday. 


Waists  Look  Firm 

Waists  will  probably  not  drop  much  below 
their  present  level,  if  they  go  any  lower  at  all. 
Manufacturers  feel  that  they  have  about 
reached  their  limit.  They  are  considerably 
lower  than  they  were  a  year  ago  and  sustained 
reductions  as  radical  as  in  any  line  of  wearing 
apparel.  It  is  not  felt  they  will  vary  much 
during  the  coming  months. 


Garment  Unions 
May  Attempt 
''Come-back" 

Manufacturers  Look  for  Renewal  of 
Activities  About  May  1 — Market 
Now  Unfavorable  to  Workers 

Manufacturers  in  the  coat  and  suit  indus- 
try in  New  York  anticipate  that  about  May  1 
the  International  Ladies'  Garment  Workers' 
Union  will  take  some  active  measure  to  regain 
control  over  the  workers.  It  is  a  fact  that  for 
several  months  this  control  has  been  gradually 
passing  out  of  the  hands  of  the  union.  The 
very  nature  of  the  labor  situation  and  general 
business  conditions  makes  it  difficult  for  the 
union  to  exercise  that  control  which  it  can  ex- 
ercise when  the  industry  is  employed  to  ca- 
pacity. If  the  union  calls  a  strike,  and  this  is 
expected,  such  a  strike  should  have  no  ma- 
terial effect  on  the  retailer  because  the  spring 
season  will  have  been  passed,  and  the  factories 
will  not  start  on  their  fall  production  until 
July. 

The  cloak  and  suit  industry  during  the 
spring  season  operated  to  only  about  60  to  65 
per  cent  capacity  at  the  busiest  time.  Inas- 
much as  the  workers  have  been  employed  so 
little  for  several  months,  manufacturers  feel 
that  they  will  gladly  work  under  any  condi- 
tions. They  will  pay  them  a  fair  wage,  and  it 
is  their  belief  that  the  union  will  not  be  able 
to  hold  them  the  way  it  did  two  or  three 
years  ago. 

Favor  Piece  Work 

The  majority  of  manufacturers  are  anxious 
to  return  to  the  piecework  system  of  opera- 
tion. It  is  expected  that  many  of  them  may 
put  this  into  effect,  particularly  if  the  union 
starts  any  trouble. 

An  agreement  has  existed  for  several  years 
between  the  Cloak,  Suit  and  Skirt  Manufac- 
turers' Protective  Association  and  the  Inter- 
national Ladies'  Garment  Workers  Union, 
which  provides  for  week  work,  the  preferen- 
tial shop,  and  other  conditions  which  were 
imposed  by  the  union,  but  which  have  been 
inoperative  for  several  months.  The  manufac- 
turers in  the  association  have  been  conducting 
their  factories  on  practically  an  open-shop 
basis  and  have  experienced  little  difficulty,  on 
the  whole,  in  obtaining  and  holding  sufficient 
help. 

Slow  Delivery  Rumor 
Fails  to  Cause  Stir 

Little  credence  was  given  in  manufacturing 
circles  to  reports  emanating  from  retail 
sources,  apparently,  that  deliveries  of  dresses 
and  waists  from  the  leading  markets  have  been 
growing  worse  instead  of  better.  There  is 
hardly  any  reason  why  deliveries  should  be 
bad,  so  far  as  the  manufacturers  are  concerned. 
It  is  true  that  dress  men  have  been  fairly  busy 
this  season,  but  there  is  still  a  large  quantity 
of  merchandise  available,  and  only  where  or- 
ders have  been  placed  at  the  last  minute 
should  there  be  any  material  delay. 

The  production  of  waists  in  the  city  was 
somewhat  handicapped  a  short  time  ago  on 
account  of  the  strike  in  the  industry,  but  inas- 
much as  the  factories  of  most  of  the  larger 
manufacturers  are  located  out  of  town  and 
were  not  affected  by  the  strike,  there  should 
have  been  no  cause  for  trouble  as  far  as  de- 
livery was  concerned. 
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For  Morning  Wfeo^r 

— or  for  any  occasion  when 
one  g02S  without  a  corset,  the 
Warner  Corselette  will  confine 
the  bust  and  the  abdomen  in 
trim  and  fashionable  lines,  and 
prevent  the  inevitable  spreading 
of  the  entirely  uncorseted 
figure. 

This  model  is  style  3040. 
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per  dozen 
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Easter  Style  Appeals  Backed  up  by 
Emphasis  on  Price  Element 

Analysis  of  Ready-to-wear  Advertising'  in  Many  Sections 
Shows  That  Strongest  Play  for  Business  Is  Being  Made  in 
Dresses  and  Suits  from  $25  to  $75^Blouses  Get  Prominent 

Space  in  Current  Ads. 


Easter  apparel  in  all  its  glory  is  being  fea- 
tured by  retailers  in  all  sections.  Special  em- 
phasis is  laid  on  the  style  element  and  the  more 
exclusive  stores  are  playing  up  their  imported 
models.  In  some  cases  the  models  themselves 
are  offered  for  sa,le.  Other  stores  invite  their 
customers  to  make  their  selections  from  the 
imported  models,  from  vi^hich  reproductions 
would  be  made.  Retailers  generally  are  mak- 
ing their  strongest  play  for  business  in  dresses 
and  suits  at  prices  ranging  from  $25  to  $75, 
with  emphasis  on  those  lines  which  run  about 
$37.50  to  $59.50.  Blouses  are  featured  with 
greater  emphasis  than  they  have  been  in  the 
past  and  skirts  are  given  a  prominent  place 
in  the  offerings. 

Style  Needs  Price  Support 

It  will  be  seen  from  the  following  offer- 
ings that  price  still  continues  to  play  an  im- 
portant part  even  as  Easter  approaches,  and  it 
is  apparent  that  retailers  are  using  the  price 
appeal  as  the  moving  lever,  despite  the  em- 
phasis which  is  laid  on  the  style  element. 

Saks  &  Co.  announced  a  special  presenta- 
tion of  women's  spring  suits,  reproducing 
models  "costing  from  $200  to  $300  to  land"  at 
$55,  in  the  newest  styles,  materials  of  Poiret 
twill,  fine  tricotine  and  Finlay  twill.  Misses' 
coats  at  $37.50,  in  tailored  tuxedo  models  in 
Hindustan,  brown,  sorrento  blue,  pev/ter  gray 
and  navy.  Crepe  black  satin  frocks,  "dresses 
that  have  been  selling  for  $59.50,"  at  $35. 
Crepe  de  Chine  overblouses  specially  priced  at 
$12.75  in  all  the  new  spring  shades.  Renard 
.  advertised  "high-class  dresses  at  one-half  their 
original  cost" ;  street  dresses  at  $19.50,  "values 
to  $35";  afternoon  dresses  at  $29.75,  "values 
up  to  $55,"  and  afternoon  govras  at  $35,  "values 
to  $65."  Other  gowns  at  $45  and  $55,  "values 
to  $85  and  $100."  The  Bedell  Co.— "Special 
values  in  Easter  frocks"  at  $25  in  Canton 
crepe,  tricotine  and  satin,  also  taffeta,  gowns 
at  $45,  and  Bedell's  "specialized  frocks"  at 
$35,  Easter  tailor-mades  at  $45  in  tricotines 
and  novelties,  also  Polo  coats  at  $25. 

Oppenheim,  Collins  &  Co.— Tailored  spring 
suits  in  the  popular  materials,  $50  to  $185, 
and  spring  frocks  for  women  and  misses  in 
Canton  crepe,  taffeta,  tricotine,  Poiret  twill 
and  crepe  de  Chine  from  $35  to  $155.  New 
spring  blouses  in  the  new  models  for  sports, 
also  tailor-made  models  of  georgette,  crepe 
de  Chine,  Canton  crepe,  tricolette,  wash  silk, 
men's  wear  crepe  and  many  combinations  from 
$5  to  $49.75;  separate  wool  plaid  skirts  at 
$9.75,  and  chiffon  alpaca  sweaters,  "$15  value," 
at  $7.50.  Gimbel  Brothers— Misses'  coats, 
"one-day  sale,"  at  $49.75,  veldyne  wraps,  em- 
broidered satin  wraps,  quilted  and  all-silk 
lines  in  the  new  blues  and  browns;  suits  at 
$39.75  of  navy  tricotine  and  misses'  frocks, 
"one-day  sale,"  at  $37.50,  including  lace  frocks, 
taffeta  frocks.  Canton  crepes,  crepe  satins  and 
combinations  in  black,  navy,  brown  and  gray. 
Hand-made  blouses,  "finely  hand-drawn,"  at 
$2.95;  also  chiffon  alpaca  sweaters,  "marked 
for  quick  clearance"  at  $6.95. 

B.  Altman  &  Co.,  among  their  offerings  for 
Monday,  announced  the  sale  of  women's  navy 
blue  wool  tricotine  suits,  silk-lined  coats,  at 
$48,  $58  and  $68.  Lord  &  Taylor  featured 
tailleurs  for  Easter  at  $50  to  $250  in  trico- 


tine, twill  cord,  poiret  twill  in  navy,  black,  or 
gray  and  rookie  shades  and  homespun,  oxford 
and  tweed  mixtures  in  sports  models.  They 
also  featured  a  "Novel  Ribbon  Gown"  in  navy 
blue  georgette  crepe  at  $135.  "Ribbons  are 
freely  and  effectively  used  on  other  gowns." 
A  new  sports  blouse,  "very  moderate  in  price," 
was  advertised  at  $10. 

R.  H.  Macy  &  Co.,  Inc.— Women's  spring 
suits  at  $48.75  and  dresses  for  spring  at 
$58.75;  other  dresses  of  tricotine,  twillcord, 
taffeta  and  Canton  crepe  and  crepe  de  Chine 
at  $29.75  to  $224.  For  sports  wear  a  coat 
at  $89.75  of  silk  poplin  and  a  misses'  skirt 
circular  flare,  set-in  pockets  of  smart  knitted 
homespun  at  $10.74;  imported  lingerie  blouses 
in  the  slip-on  model  at  $14.74. 

James  McCreery  &  Co. — Pre-Easter  offer- 
ing of  women's  spring  suits  at  "sale  price"  of 
$48,  in  tricotine,  poiret  twill,  English  tweed, 
hairline  stripe,  men's  wear  serge,  gabardine, 
homespun,  in  rookie,  black,  sand,  navy  blue  and 
mixtures. 

Stern  Bros. — Women's  tailored  spring  suits 
at  $49.50  in  poiret  twill,  tricotine,  hairline 
stripes  and  oxford  cloths  in  gray,  beaver, 
rookie,  navy  blue  and  black.  Misses'  and  small 
women's  homespun  and  tweed  suits  "priced 
remarkably  low"  at  $28.  Women's  embroidered 
Orlando  wraps  at  $75  in  the  newest  shadings, 
and  distinctive  dresses  for  women  "sale  price" 
at  $45  in  tricotine,  poiret  twill,  georgette 
crepe.  Canton  crepe,  taffeta.  Morning  dresses 
for  women  and  misses  at  $3.95,  $4.95  to  $6.95. 

Spring  Sale  at  Hearn's 

James  A.  Hearn  &  Sons,  among  their  gen- 
eral announcements  in  connection  with  their 
Nineteenth  Spring  Sale,  included  misses' 
dresses  in  tricolette  and  beaded  georgette, 
"formerly  $22.50,"  at  $16.77;  extra  size  jersey 
suits  for  women  at  $21.50;  women's  coats, 
"wei-e  $35.74,"  in  serge,  wool,  poplin  and 
tweeds,  at  $23.75,  and  women's  di  esses  m 
mignonette  and  crepe  de  Chine  at  $19.77 ;  also 
girls'  tub  dresses  at  $1.77,  "were  $2.24,"  and 
girls'  guimpes,  "were  $1.58,"  at  $1.17,  and 
women's  wool  tuxedo  sweaters,  "were  $4.68," 
at  $3.  In  their  regular  Easter  offerings  they 
featured  a  suit  of  tricotine  or  poiret  twill, 
specially  priced  at  $29.50,  "was  $37.75" ;  also 
a  polo  coat,  special  price,  $29.50,  "was  $39.74"  ; 
a  taffeta  dress,  special  at  $18.50,  "was  $24.75." 

L.  Bamberger  &  Co.,  of  Newark,  featured 
a  soft  tan  and  blue  velour  check  skirt  and  a 
plain  tan  coat  touched  at  pockets  and  collar 
with  the  checked  material,  at  $99.50.  They 
emphasize  the  popularity  of  crepe  weaves  and 
taffetas  in  their  spring  dresses. 

PHILADELPHIA.— Bonwit  Teller  &  Co. 
of  New  York  advertised  special  for  Monday 
suits  of  Dundee  tweeds  finished  with  crepe  de 
Chine  linings  to  harmonize  at  $49.50;  also 
women's  satin  coats,  plain  or  quilted  models, 
embracing  the  newest  features  in  trimmings 
and  scroll  stitchery,  "moderately  priced"  at  $65 
to  $285.  B.  Altman  &  Co.,  also  of  New  York, 
in  their  ad  headed  "Special  Offerings  for  Mon- 
day," included  wool  tricotine  suits  for  women 
in  more  than  twenty  smart  models  at  $48,  $58, 
$68. 

Gimbel  Brothers  offered  Easter  dresses  for 
misses  in  taffeta  from  $25  to  $75.  Spring 


wraps  for  women  from  $59.75  up,  and  straight- 
line  coats  from  $29.75  up.  Novelty  suits  for 
women  "who  know  fashion — and  value,"  be- 
tween $69  and  $225.  Blauner's  offered  a 
special  Easter  sale  of  "actual  $50  dresses"  at 
$25,  in  Canton  crepe,  mignonette,  taffeta,  satin 
charmeuse,  georgette  and  rich  combinations  in 
the  newest  colors,  also  spring  suits,  "marvel- 
ous values"  at  $29,  in  fine  serges,  tricotines 
and  gabardines. 

BIRMINGHAM,  ALA.— Loveman,  Joseph 
&  Loeb  offered  a  special  sales  of  blouses  which 
included  voiles  at  $1.95  and  up;  pongee  and 
organdy  blouses,  $2.95  up;  hand-made,  crepe 
de  Chine  and  georgette  blouses  from  ^S.Q5  up. 
Kaufman's  offered  a  sale  of  hand-made  blouses 
at  $5.95  and  new  wool  sweaters  in  the  pastel 
and  darker  colors  at  $5.95  and  up.  Burger  Dry 
Goods  Co.  announced  the  purchase  of  the  en- 
tire stock  of  a  dress  manufacturer  and  offered 
it  in  four  groups,  $19.95,  $24.95,  .$39.50  and 
$59.50,  instead  of  $40,  $65,  $75  and  $100. 
Steele-Smith  offered  special  spring  dresses, 
"amazing  values"  at  $14.95,  $19.95  and  $24.95, 
and  "actually  valued  at  $25,  $39.50  and  $59.50." 
Colors  were  browns,  deep  navy,  soft  gravs, 
blues  and  blacks  in  the  novelty  tunic  effects, 
redingote  or  straight  line,  new  circular  skirts 
and  quaint  basques  and  some  with  bloused 
backs  and  ruffled  flounces. 

MONTREAL,  CANADA.— Goodwin's,  Ltd., 
in  a  page  ad  offered  the  following  attractions : 
Easter  suits  in  navy,  grays  and  various  fawns 
at  $39.75  and  up  to  $150,  and  "a  wonderful 
offer  of  dresses,"  serge  and  tricotine  samples  at 
$39.75,  including  the  coat  styles,  long-waisted 
styles,  some  with  satin  underskirts,  belts, 
sashes,  stitching,  embroideries,  beads,  buttons, 
fancy  vests.  Goodwin's  also  offered  a  special 
blouse  sale  in  the  more  elaborate  creations.  An 
overblouse  of  Neptune  crepe  de  Chine  covered 
with  embroidered  roses  of  combined  black  and 
tomato  shade,  a  small  collar  at  the  back,  at 
$35;  also  two  other  models  at  $33  and  $38. 
New  separate  skirts  in  heavy  Canton  crepe, 
whirlpool  silk  and  baronet  satin,  also  serges, 
tricotines,  tweeds  and  fine  wool  fabrics  in 
plaids  and  pleats,  narrow  belts  and  some  nar- 
row sashes,  priced  at  $16.50  to  $34.75. 

Dupuis  Freres,  Ltd. — Among  the  specials 
advertised  for  their  Fifty-third  Anniversary 
Sale  were  tweed  coats  and  velours,  spring 
models,  at  $15.75,  "instead  of  $25,"  and  other 
coats  at  $24.75,  "instead  of  $39.50."  "Special- 
ly marked  down  for  this  occasion,"  women's 
and  misses'  suits  at  $24.75,  "instead  of  $35." 
Skirts  of  all-wool  serge,  also  tricolette  silk  and 
satin  in  black  and  navy,  at  $9.75,  "instead  of 
$15";  other  skirts  at  $13.75,  "instead  of  $25," 
in  baronet  satin  and  all-wool  checks,  and  waists 
of  white  lingerie  at  98  cents,  "instead  of  $2";'' 
crepe  de  Chine,  georgette  and  fine  lingerie, 
latest  models  in  the  newest  colors  at  $2.98, 
"instead  of  $6,  $8,  $10,"  and  high-grade  waists 
in  georgette  and  crepe  de  Chine,  richly  beaded 
and  embroidered,  at  $4.98,  "instead  of  $12  and 
$18."  House  dresses,  "regularly  $1.98  and 
$2.98,"  at  $1.49,  and  porch  dresses,  "regularly 
$2.98  and  $6,"  at  $1.98. 

DETROIT,  MICH.— The  J.  L.  Hudson  Co. 
offered  women's  and  misses'  suits  in  navy  blue 
tricotine,  plain  tailored  and  fancy,  also  misses' 
suits  of  serge  and  homespuns  for  $49.50 ; 
women's  dresses  of  Canton  crepe,  Poiret  twill, 
tricotine,  taffeta,  mignonette,  georgette  and 
crepe  de  Chine  and  misses'  dresses  of  Canton 
crepe,  puppyskin  taffeta,  tricotine  and  geor- 
gette for  $45.  Misses'  coats  in  the  popular 
fabrics  at  $45.    House  dresses  at  $4.95. 

The  Kern  Store  offered  a  special  sale  of 
coats  for  women  and  misses  at  $25  in  all  of  the 
popular  materials,  and  a  special  assortment  of 
Easter  suits  at  $39.50  to  $49.50  in  tricotine. 
Kline's  offered  new  Easter  suits  at  $45  and  $65 
in  tricotine,  serge,  gabardine,  twill  cords  and 
smart  velours,  and  jersey  suits  at  $15. 
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Greater  Dealer  Profits 

from  greater  wearer  value 

The  really  extraordinary  value  to  women  of  today's  College  Girl 
corsets  brings  dealers  an  extraordinary  opportunity. 

AVearing  these  corsets  is  actually  like  taking  well-directed,  healthful, 
systematic  exercise  for  figure  development.  They  bring  equal  benefits! 
Thus  many  ailments  that  women  suffer  with  from  incorrect  corseting 
and  lack  of  exercise  are  corrected.  The  figure  constantly  improves. 
Such  benefits  are  priceless.  When  women  know  these  corsets  they 
will  accept  no  others.    Competition  is  impossible. 

These  are  not  mere  theories.    They  are  actual  facts. 

Experiments  in  this  factory  have  shown  real  and 
marked  figure  improvement  in  women  who  have  worn 
these  new  corsets  only  one  month. 

It  is  well  known  that  flesh  and  muscles  will  respond  to 
directing  pressure  as  to  exercise.  They  can  be  guided 
and  developed  by  either.  Gentle,  comfortable,  but  scien- 
tifically directed  guiding  pressure  will  put  organs  in  place, 
redistribute  flesh  and  develop  the  lines  of  the  body  as  suc- 
cessfully as  the  best  and 
most  systematic  exercise 
could  do.  Thus  College  Girl 
corsets  comfortably  mould 
the  figure  in  right  posture 


and  right  lines. 


They  are  not  reducing  corsets.  Severe  lacing  is  entirely  done 
away  with.  ^  Reducing  corsets  are  dangerous,  but  scientific  re- 
distribution in  accordance  with  the  laws  of  anatomy  is  practical, 
healthful  and  more  successful. 

Amazing  Trade  Builders 

^  Such  corsets  are  the  most  successful  trade  builders  ever  de- 
vised because  they  bring  a  new  and  greater  value  to  women. 
They  take  trade  from  every  competitor  because  there  is  nothing 
else  like  them.  They  are  making  sensational  sales  for  College 
Girl  dealers  because  they  make  the  greatest  appeal  that  can  be 
made  to  women.  They  come  in  back  and  front  lace  models. 
Write  at  once  for  our  proposition. 

JACKSON  CORSET  COMPANY 

Established  1883  Jackson,  Michigan 

Also  Creators  of  Jane  Jackson  Corsets 
New  York  Office:  Holland  Block,  5th  Avenue  at  30th  Street 
Los  Angeles  Office:  827  South  Los  Angeles  Street 


^o£^ea€>^M^  Corsets 
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Alluring  Lingerie  Provides 
Plenty  of  Sales  Angles  to 
Approach  the  Customer 

Recognize  Your  Types  and  Humor  Their  Moods  If  You 
Would  Have  Your  Merchandise  Really  Appreciated — The 
Proper  Color  and  the  Proper  Cut  Can  Perform  Wonders 
in  Making  a  Woman  Feel  ^^Like  New'' 


N' 


The  old-fashioned 
girl  left  coquetry  be- 
hind when  she  di- 
vested herself  of  her 
outer  garments. 


'OTHING  will  ever 
discount  the  fact 
that  color  and  de- 
sign have  a  direct  influ- 
ence upon  the  mind  and 
general  bearing  of 
women.  No  matter 
what  age  the  woman, 
she  feels  younger,  more 
energetic  and  much 
more  cheerful  in  bright 
colors  that  blend  well 
with  her  personality 
and  environment. 

It  seems  that 
woman,  in  this  enlight- 
ened age,  is  able  to  look 
pretty  much  as  she 
feels.  She  may  be 
aware  of  the  burden  of 
her  years  on  one  day 
and  cast  it  of£  the  next, 
as  a  snake  does  his 
skin,  and  nowhere  is 
this  peculiar  psychol- 
ogy of  the  relation  of 
clothes  to  the  mind 
more  clearly  evident  than  in  the  lingerie  de- 
partment. 

Cash  in  on  Temperament 

The  modem  tendency  is  to  disregard  age, 
to  ignore  the  years  and  their  inevitable  wear 
and  tear,  and  in  this  lies  the  preface  to  the 
demand  for  pink  and  delicately  colored  silken 
underwear  which  looks  youthful  and  feels 
youthful.  The  woman  does  not  live  who,  once 
having  worn  these  garments,  can  resist  their 
appeal,  and  there  is  just  as  intangible  an 
allure  about  hand  embroidered  white  under- 
things. 

Get  Your  Approach  Right 

There  is  perhaps  no  salesperson  anywhere 
who  does  not  know  the  effect  of  subtle  flat- 
tery upon  women.  To  be  able  to  recognize 
those  "off  days"  when  a  customer  "is  low  in 
her  mind"  and  to  suggest  to  her  garments 
"that  will  accentuate  her  youthful  lines,"  is 
to  make  friends  that  will  not  forget  you  or 
your  department. 

Designers  and  manufacturers  already  rec- 
ognize that  temperament  plays  a  large  part 
in  the  selection  of  the  color,  and  the  cut  and 
trim  of  undergarments  and  negligees.  They 
are  now  made  to  conform  to  type,  with  a  par- 
ticular kind  of  garment  for  each  type.  The 
"tailor-made"  woman,  the  woman  who  re- 
quires elegant  simplicity,  the  fluffy  ruffle  type, 
the  sweet  young  thing  and  "just  mother"  all 
have  garments  specially  designed  for  them. 

Suggestion  Takes  Firm  Hold 

If  you  can  recognize  the  type  and  offer  the 
right  selection  of  garments  accordingly;  if 
you  can  recognize  the  mood,  and  talk  intelli- 
g&tly  on  the  relation  of  clothes  to  the  state 
of  mind,  you  will  start  many  a  customer  on  a 
new  line  of  thought  that  will  yield  financial 
returns  for  your  department. 

Notwithstanding  the  almost  infinite  variety 


of  materials,  colors  and 
designs  of  the  newest  lin- 
gerie, generally  speaking, 
those  numbers  which  in- 
cline toward  simplicity 
with  good  tailoring  are 
the  most  in  demand. 

That  there  must  exist 
a  growing  demand  for  the 
plain  and  unadorned  is 
evidenced  by  the  fact  that 
manufacturers  continue  to 
add  new  and  strictly  tail- 
ored numbers  to  their 
displays. 

The  demand  is,  with- 
out doubt,  the  outcome  of 
women's  desire  to  possess 
wardrobes  of  uniform 
smart  appearance.  In  or- 
der that  this  may  be  pos- 
sible, they  choose  not  the 
lacy,  frilly  types,  but  those 
of  strict  simplicity.  Heavy 
and  firmly  woven  silks, 
taffetas  and  crepe  de 
Chine  play  a  prominent 


Left,  above:  A 
Frenchy  combination 
of  pink  and  blue  is 
seen  in  this  "cami- 
step-in,"  made  of  pah; 
pink  georgette  with 
narrow  lace  forming 
the  latticed  points, 
each  square  of  which 
has  a  tiny  cluster  of 
chiffon  rose- 
buds. The 
shoulder  straps 
and  belt  ribbon 
are  of  heavy 
blue  satin  rib- 
bon. 

A  pajama 
suit  of  silk  radium,  in 
a  striking  Oriental  de- 
sign, showing  Hard- 
ing blue,  rose  and 
black  on  a  background 
of  soft  jade.  Both 
garments  are  from 
Ham,  Meyers  &  Co. 


Left:  Heavy  crepe 
de  Chine  Empire 
nightgown,  from  M. 
Martin  &  Co.  Tiny 
tailored  tucks  and 
hemstitching  trim  the 
pointed  yoke,  and 
tailored  bows  trim  the 
front  and  tie  shoulder 
effect. 


Drawn  by  an  Economist  artist. 


part  in  the  new  models.  "Milady"  still  seems 
to  cling  to  the  soft  and  dainty  materials,  al- 
though asking  that  they  be  strong  and  durable 
as  well.  The  convenient  envelope  chemise  still 
leads  the  demand,  and  this  promises  to  con- 
tinue, inasmuch  as  women  will  wear  as  few 
garments  as  possible  to  conform  with  the  pre- 
vailing slender  silhouette.  This  silhouette,  by 
the  way,  calls  for  just  as  few  undergarments 
as  possible — and  those  of  the  very  straightest 
lines  and  most  yielding  materials. 

Some  New  Entries 

Among  the  newest  garments  are  the  step- 
in  bloomer  and  shoulder-strap  camisole.  This 
flare  bloomer  is  decidedly  practical,  and  dis- 
tinctive in  both  design  and  execution,  and  has 
the  elastic  top  and  closed  drawers.  It  is  made 
of  heavy  silk,  with  fine  lace  trimming  and  lace 
inserts.  The  camisole  of  corresponding  ma- 
terial is  simple  in  line  and  finish  and  has  tiny 
tucks  in  groups  of  three.  The  straps  are  of 
heavy  ribbon.  Both  models  have  as  their  key- 
note the  required  tailored  finish. 

The  Silhouette  Idea 

One  of  the  smartest  imported  novelties 
shown  here  recently  is  a  camisole  of  lemon- 
colored  silk.  Silhouetted  on  the  exact  front 
of  the  garment  is  a  dancing  figure,  hand 
painted  in  black,  with  a  delicate  black  tracery 
outlining  the  figure,  and  giving  the  appear- 
ance of  a  medallion.  The  garment  is  finished 
at  the  top  with  black  silk  overstitching,  done 
by  hand,  and  has  lemon-colored  satin  shoulder 
straps. 

This  silhouette,  by  the  way,  promises  to 
have  quite  a  following.  The  idea  originated 
from  the  fad  for  the  silhouette  on  lamp  and 
candle  shades  so  popular  last  season. 

In  the  more  lacy,  frillier  type  of  garments, 
accordeon-pleated  georgette  easily  takes  first 

(Continued  on  page  8S) 


42 


DRY  GOODS  ECONOMIST,  MARCH  19,  1921 


ARE  YOU   GETTING  YOUR  SHARE 
OF  THE  BRASSIERE  BUSINESS? 

Every  woman  who  buys  a  corset  in  your  store 
is  a  potential  customer  for  Gossard  Brassieres 


•ivu  ^la  ji'ir 


Season  after  season  we  have  pointed  out  the  potential  brassiere  sales  in  every  corset 
department  and  emphasized  the  irresistibly  growing  demand  for  this  important 
garment.   Today's  facts  demonstrate  the  value  of  this  counsel. 


Season  after  season  those  stores  that  truly  reflect  consumer  demand  in  their  mer- 
chandising policies  have  built  up  a  substantial  and  most  satisfactory  business  on 

GOSSARD  BRASSIERES 

The  inherent  merit  of  this  merchandise  is  unquestionably  demonstrated  by  its 
consistent  and  unequalled  performance  in  producing  those  repeat  sales  that  make 
profits  for  the  department. 

And  in  this  connection  we  would  seem  justified  in  reprinting  this  basic  thought: 
In  these  days  when  the  buying  public  is  coming  to  a  fuller  appreciation  that  true 
value  lies  not  so  much  in  the  price  paid  as  in  the  superior  quality  of  the  article  pur- 
chased, you  may  build  with  confidence  a  business  upon  Gossard  Brassieres  that 
will  bring  you  day  after  day  the  desirable  and  profitable  patronage  of  satisfied  and 
repeat  customers. 


The  H.  W .  Gossard  Co. 

Chicago    NctvYork     London     Toronto     Sydney    Buenos  Aires 
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No  Use  Eliminating  Discounts  Unless 
Everybody  Acts  In  Good  Faith 

"Could  Fact  That  No  One,  Small  or  Great,  Was  Receiving  a  Dis- 
count Be  Established  Beyond  Reasonable  Doubt?"  Asks  Mr.  Ray 
of  Hearne  Dry  Goods  Co.,  Shreveport,  La.  — And  He  Seems  to 

Think  It  Couldn't 


THE  views  of  C.  H.  Ray,  vice-president  of 
the  Hearne  Dry  Goods  Co.,  Ltd.  of 
Shreveport,  La.,  as  expressed  in  a  letter  to  the 
Dry  Goods  Economist,  constitutes  a  fitting 
conclusion  to  a  series  of  letters  published  in 
recent  issues  on  the  subject  of  discounts.  Mr. 
Ray  analyzes  the  whys  and  wherefores  of  dis- 
counts, states,  with  qualifications,  that  he  be- 
lieves in  their  elimination,  adds  that  this 
elimination  would  be  beneficial  if  it  were  ac- 
tually made  and  carried  out  in  good  faith,  but 
"we  can  see  no  way  of  getting  away  from  dis- 
counts." 

Mr.  Ray  treats  the  subject  so  candidly  and 
interestingly,  we  publish  his  letter  in  full : 

Manufacturers  Practically  Unanimous 

"There  has  been  a  plethora  of  arguments 
and  opinions  expressed,  both  pro  and  con,  in 
regard  to  discounts.  The  viewpoints  of  re- 
tailers are  widely  divergent,  but  the  con- 
sensus of  opinion  of  manufacturers  would  in- 
dicate a  far  more  unanimous  feeling  on  the 
subject  of  discounts. 

"Manufacturers  are  very  largely  in  favor 
of  abolishing  discounts  altogether  and  selling 
goods  on  a  net  cash  basis.  From  the  Econo- 
mist, issue  of  Jan.  8,  we  quote,  'Let  the  Boss 
speak,  too.'  Then  steps  up  S.  Tore  Head,  'That 
chap's  off  on  the  wrong  foot,'  says  he.  'It's  his 
kind  that  gives  me  these  twelve  white  hairs  on 
my  left  temple;  see  'em?  I  know  all  about 
garment  buyers;  that's  why  I  insist  so  blame 
hard  on  getting  my  little  old  discount.  When 
I  get  it  tucked  away  on  the  books  I  have  some- 
thing that  isn't  going  to  get  away  from  me.' 

Where  Difference  Comes  In 

"Well,  let's  see  if  Mr.  S.  Tore  Head  is  as 
wise  as  he  thinks.  Recently  we  bought  20 
dozen  waists  at  $45  a  dozen.  The  terms  were 
8-10  E.O.M.,  but  we  would  only  buy  them  on 
net  cash  terms.  The  manufacturer  sold  us 
20  dozen  at  $41.25  per  dozen  and  billed  them 
out  at  $825.  Mr.  S.  Tore  Head  would  have 
bought  them  regular  and  they  would  have 
been  billed,  20  dozen  at  $45  a  dozen,  $900  less 
8  per  cent.  So  he  would  have  paid  $828  for 
the  waists.  He  would  have  had  a  discount 
tucked  away  on  the  books,  all  right,  at  a  loss 
of  $3  for  the  tucking.  We  could  quote  other 
instances  showing  similar  savings. 

"Now,  jumping  at  conclusions,  as  we  might 
do,  we  would  naturally  say  the  best  way  to 
buy  goods  is  for  net  cash,  and  have  all  dis- 
counts abolished.  This  would  be  true  if  all 
discounts  were  positively  abolished,  but  could 
the  fact  that  no  one,  small  or  great,  was  re- 
ceiving a  discount  from  any  manufacturer,  be 
established  in  the  mind  of  the  buyer  and  re- 
tailer beyond  a  reasonable  doubt?  We  doubt 
very  much  that  it  could  be. 

How  About  Old  Agreement? 

"Buyers  remember  well  a  few  years  since 
when  manufacturers  of  women's  ready-to- 
wear  lines  all  agreed  on  one  discount,  and  on 
the  same  terms  to  all.  They  also  recall  the 
numerous  subterfuges  which  manufacturers 
used  to  evade  or  vary  the  terms,  and  m  numer- 


ous instances  these  terms  were  not  lived  up  to. 
Then  the  question  as  to  discounts  would  very 
readily  arise,  'Would  manufacturers  live  up  to 
the  no-discount  proposition  any  nearer  than 


Killing  Turnover  Pace  Gains 
Volume;  but  Is  It 
Worth  While? 

SOME  buyers  are  beginning  to  wonder  if 
they  are  not  making  a  big  mistake  in 
devoting  a  lot  of  time  to  beating  "last  year's 
record."  Reports  from  many  sections  indi- 
cate that  stores  have  done  a  bigger  volume 
of  business  in  dollars  and  cents,  during  Janu- 
ary and  February  this  year,  but  there  seems 
to  be  some  concern  as  to  whether  the  profits 
measure  up.  It  is  true  that  with  a  bigger 
dollars-and-cents  business  a  considerably 
larger  percentage  of  merchandise  turnover 
must  have  taken  place,  due  to  the  fact  that 
garments  show  a  decrease  in  price  of  about 
twenty  to  thirty  per  cent.  But  the  question 
now  arises.  "Does  it  pay  to  devote  all  this 
effort  to  big  turnover  with  no  commensurate 
return  in  net  profit?"  It  has  worked  out 
this  way  in  some  cases. 

"If  we  could  get  away  from  this  continual 
hammering  on  special  sales,"  said  the  mer- 
chandise man  for  a  large  metropolitan  store, 
"we  might  be  able  to  get  back  to  a  sane  sys- 
tem of  doing  business.  It  is  not  necessary 
to  gage  the  public  any  more  than  it  was  in 
pre-war  days,  when  we  were  able  to  open  a 
season  with  good  merchandise  at  a  price 
which  made  it  a  pleasure  to  do  business. 
Now  we  have  to  start  the  season  about  where 
we  were  in  former  days  when  the  season  was 
half  over.  And  we  think  we  have  done  a 
great  bit  of  progressive  work  when  the  re- 
port from  the  administration  office  shows 
that  we  beat  last  year's  record  by  twenty- 
five  per  cent.  Perhaps  I  am  wrong,  but  I 
would  like  to  have  some  one  show  me  if  I 
am." 

The  question  resolves  itself  into  this:  Is 
it  more  profitable  for  a  merchant  to  do  a 
big  business  with  a  small  aggregate  net  profit, 
or  a  slightly  smaller  volume  of  business  with 
a  larger  but  legitimate  profit  at  the  end  of 
the  year?     Whichever  is  the  correct  way  to 

merchandise   is    so    for    some    reason  what 

is  it? 


they  did  the  terms  and  dating  proposition  a 
few  years  since?' 

"Another  point — the  inherent  love  of  bar- 
gaining and.  dickering  to  secure  extra  dis- 
count and  best  terms  is  so  strong  in  a  great 
majority  of  retailers  and  buyers  that  they 
would  be  unwilling  to  subscribe  to  a  system 
that  would  eliminate  the  opportunity  to  bar- 
gain on  discounts,  terms,  etc.  One  buyer  will 
think  he  can  secure  extra  discounts  that  an- 
other cannot,  and  if  he  is  made  to  believe  so, 
he  takes  it  as  a  tribute  to  his  keen  acumen  and 
business  ability,  which  flatters  his  sense  of 


pride  and  makes  him  a  'macher,'  just  a  little 
smarter  than  the  other  fellow. 

Must  Be  Good  Faith  All  Around 

"We  believe  that  the  elimination  of  dis- 
counts would  be  better  for  all  parties  if  they 
were  satisfied  fully  that  the  elimination  was 
actually  made  and  carried  out  in  good  faith, 
but  as  we  do  not  believe  this  fact  could  be 
established  in  the  minds  of  the  retailer  and 
buyer,  we  can  see  no  way  of  getting  away 
from  the  continuance  of  discounts.  Even  if 
the  retailer  takes  it  out  of  one  pocket  and  puts 
it  in  the  other,  he  feels  better  to  see  the  dis- 
count 'tucked  away  on  the  books.' 

"The  buyer  wants  the  field  open  so  he  can 
buy  at  the  regular  terms  or  on  net  cash 
terms,  and  have  the  discount  figured  off  so 
that  the  department  gets  it  rather  than  the 
office.  The  manufacturer  wants  to  cut  out  all 
discounts  and  sell  for  net  cash.  The  view- 
points of  each  are  from  different  angles,  and 
we  cannot  see  any  probability  of  a  convergence 
of  opinion  any  nearer  now  than  there  has  been 
in  the  past. 

Everybody's  Had  a  Ride 

"As  said  at  the  opening,  the  flood  of 
opinions  expressed  on  the  subject  has  not 
brought  us  any  nearer  an  agreement  than  we 
were  at  first.  We  have  threshed  it  out, 
but  have  got  nowhere.  It  reminds  us  of  the 
story  of  the  old  negro  woman,  accompanied 
by  her  twelve-year-old  son,  arriving  in  town 
with  a  load  of  watermelons.  After  selling 
them  out  she  gave  the  boy  a  dollar.  They  then 
walked  up  the  street,  where  they  heard  the 
sound  of  music,  and  came  to  a  'Flying  Jenny.' 
The  boy  was  delighted,  and  mounted  one  of 
the  steeds  at  10  cents  per  ride.  The  mother 
looked  on  while  the  boy  continued  to  ride. 
He  would  not  dismount  until  he  had  spent  the 
entire  dollar.  When  he  finally  got  off  his 
mother  said  to  him:  "Lonzo,  you  got  off 
right  whar  you  got  on.  You  done  spent  all 
yo'  dollar,  and  whar  has  you  been?'  So  we 
are  still  in  a  similar  fix  to  'Lonzo. 

"Possibly  with  the  views  and  opinions  of 
numerous  buyers  and  manufacturers  expressed 
through  the  columns  of  your  paper,  there  may 
be  some  sane  and  feasible  plan  evolved  whereby 
the  buyer  and  manufacturer  can  finally  agree 
on  the  wisest  course  to  pursue  in  regard  to 
discounts.  Until  that  time  arrives,  the  manu- 
facturer will  continue  to  figure  the  discount 
on  and  the  buyer  will  continue  figuring  it  off; 
each  one  happy  in  the  thought  that  he  is  get- 
ting a  little  the  better  of  it." 


Skirt  Demand  Quickening 

The  popularity  of  skirts  this  spring  has 
prompted  many  buyers  to  place  late  orders  for 
delivery  before  Easter.  Some  manufacturers 
have  been  so  crowded  with  these  late  demands 
they  have  found  it  ifmpossible  to  make  deliv- 
ery. Separate  skirts  have  been  made  in  a  large 
variety  of  very  attractive  fabrics  and  styles, 
not  only  for  sports  wear,  but  also  for  business 
and  general  utility  purposes. 
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ONE  MERCHANT  WRITES— 

wInHen^H°"?^f''S'°  "^^'i  ^^""^  '^""^  °"  tl^is  number.     Ifs  simply  a 

f^,t  .1  1  ^1  .^"'■'^  '  ^t^"  sending  you  weekly  orders  on  these  if  they  move  as 
last  as  the  last  lot  you  shipped  me. 

Ifs  the  general  experience. 

"Lassie"  is  made  in  the  new  pastel  shades. — Wire  your  order. 


36  West  32nd  Street. 


St.  Louis  Office:  J.  E.  Gootee 
Room   318,   Hotel  Statler 


wew  YorK  City 

Boston  Office:  David  J.  Minot 
515  Washington  St.,  Room  207 


BATHING  APPAREL 

"MILBURY  ATLANTIC" 

A  Line  of  Distinction 

Not  cheap  merchandise  but  goods  of  quality  that 
give  service,  with  prices  as  low  as  inferior  goods. 

Fully  one  hundred  aad 
fifty  different  styles  of 
ladies'  suits  in  Surf 
Satin,  Mohairs,  Cotton 
Jersey,  Wool  Jersey, 
Wool  and  Silk,  all  Silk, 
from  $18.00  to  $175.00 
per  dozen. 

Men's  suits,  fully  one 
hundred  different  styles, 
Cotton,  Mixed  Wool  and 
Cotton,  all  Worsted  Silk 
and  Wool,  all  Silk,  from 
$10.50  to  $99.00  per 
dozen. 

At     least  seventy-five 

different  styles  of  Misses, 
Boys  and  Children,  from 
$7.50  to  $96.00  per 
dozen. 

One  hundred  different 
styles  Ocean  Millinery 
of  exquisite  designs. 
Seventy  -  five  different 
styles  of  Bathing  Shoes. 
All  made  in  our  own 
mills. 

Send  for  net  price  lists 
and  shall  be  pleased  to 
submit  samples  to  rep- 
utable dealers. 

The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  New  York 

MILLS— Rahway,  N.  J. 


6  Outerall  factories  con- 
centrate OH  one-piece 
garments.  Greater  values 
naturally  result. 


Buy  Playsuits  Now 

We  have  the  largest  and  most  complete  line  of 
playsuits  made  in  America.  Prices  are  down  to 
1914  levels.  Tlie  nearest  branch  will  gladly  send 
latfst  samples. 

MICHIGAN  MOTOR  GARMENT  CO.,  GREENVILLE,  MICH. 

New  York    377  Broadway  Indianapolis.   466  Massachu- 

Chicago,  1016  Medinah  Bldg.  setts  Ave 

Kansas  City,  319  W.  Ninth  St.  Dcs  Moines,  607  Observatory 
Milwaukee,  606  Mayer  Bid?.  Bldif.  "Dservatory 

Springfield,  Mass.,  147  Dwight  St. 


H.  LissNER  Company 


INC. 


PANTS  MANUFACTURERS 

1150  Broadway,  (Cor.  27th  St.) 
Victoria  Building  ::         ::         New  York 


An  Easy  Index — 

That  is  what  you  will  find 
the  Buyers'  Merchandise 
Guide  is  as  you  check  over 
the  trade  marks  and  names. 
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German  Situation 
Balks  Plans  of 
Glove  Importers 

American  Interests  Financing  Ger- 
man Makers  of  Chamois — Suedes 
Shy  at  New  Developments 

THE  present  disturbed  political  conditions 
in  Germany  are  halting  the  plans  of  the 
importers  of  chamois-suede  gloves.  The 
market  teems  with  speculations  as  to  the  prob- 
able effect  of  the  occupation  of  German  dis- 
tricts by  the  Allies  on  the  production  of  glove 
merchandise.  Added  to  this  are  grave  rumors 
as  to  the  imposition  of  additional  heavy  export 
tariffs  which,  if  put  into  effect,  would  un- 
doubtedly throttle  the  entire  glove  business  in 
Germany. 

Operations  Are  Being  Checked 

These  unsettled  conditions  are  influencing 
many  of  the  American  interests,  which  are 
financing  German  firms,  to  suspend  action  un- 
til the  political  situation  is  more  clearly  de- 
fined. 

Other  firms  hold  a  diametrically  opposed 
view  of  the  situation  and  are  refusing  to  ham- 
per production  by  the  temporary  withdrawal 
of  funds.  These  more  optimistic  importers 
base  their  logic  on  the  economic  fact  that  the 
Allies  will  construct  a  serious  trade  boomer- 
ang for  themselves  if  they  impose  excessive 
tariffs  on  German-made  products. 

Every  angle  of  the  unsettled  situation  is 
being  studied,  including  fluctuations  in  money 
values  and  their  important  bearing  on  trade 
relations. 

Manufacturers  of  domestic-made  chamois- 
suede  gloves  are  alert  to  the  possible  advan- 
tages which  may  lie  in  an  export  and  import 
tariff,  which  combined,  will  enable  them  to 
compete  with  German-made  products  more 
easily  than  they  can  at  the  present  time. 

The  Economist  is  watching  the  situation 
most  carefully  and  will  report  developments  as 
they  occur.  Thus  far,  there  does  not  seem  to 
be  any  serious  cause  for  alarm  on  the  part  of 
the  retailer,  because,  unless  there  are  some 
very  radical  changes,  there  is  very  little  likeli- 
hood of  price  revisions  upward  for  several 
months  to  come. 

Selling  on  a  Close  Margin 

While  the  future  outlook  is  being  weighed 
from  every  angle,  the  current  demand  for 
chamois-suede  gloves  is  jogging  along  at  a 
fairly  good  rate.  Because  of  recent  importa- 
tions from  Germany,  which  could  be  offered 
at  an  exceptionally  close  margin,  the  retailers 
have  renewed  the  lagging  interest  in  this  type 
of  glove.  These  splendid  values  offered,  how- 
ever, served  to  put  a  temporary  damper  on  the 
selling  of  silk  gloves  and  light-weight  leather 
gloves. 

Generally  speaking,  however,  the  volume  of 
the  glove  business  for  February,  although  built 
up  on  an  excessively  narrow  margin  of  profit, 
was  of  fair  proportions.  A  few  of  the  more 
aggressive  retailers  reported  slight  increases 
in  their  volume  of  sales  which  reflected  great 
credit  of  their  resourcefulness  in  merchandis- 
ing. 

Nearing  "Rock  Bottom"  Prices 

As  stocks  in  the  hands  of  the  wholesaler 
and  the  retailer  are  becoming  more  depleted, 
the  prospects  for  future  price  revisions  down- 
ward are  diminishing.  The  present  quotations 
on  silk,  cotton  and  leather  gloves  are  so  low  in 
proportion  to  the  cost  of  production  that  the 
prices  cannot  decline  very  much  further  with- 


Economist  Photo  {Fashion  Camera) 


Women's  and  misses'  permanent  accordeon- 
plcated  knitted  cape  in  the  fashionable  lighter 
shades  jade,  rose,  buff,  etc.,  in  appropriate 
color  combinations  and  also  in  tan,  navy  and 
gray.  The  deep  brushed  mohair  collar  is 
striking.    Shoiun  by   United  Knitwear  Mills. 

out  calamity.  It  is  greatly  to  the  credit  of  the 
glove  industry  that  it  has  quickly  readjusted  to 
low  price  levels  in  a  courageous  and  resource- 
ful manner  so  as  to  keep  action  almost  con- 
tinuous and  lessen  the  threatened  complete' 
stagnation  of  production. 

Some  factories  have  been  closed  in  this 
country,  but  the  majority  of  them  have  been 
kept  going  at  a  moderate  rate.  The  majority 
of  the  French  factories  have  been  shut  down 
so  that  accumulations  of  merchandise,  due  to 
eleventh  hour  cancellations,  might  be  absorbed 
without  too  great  a  sacrifice. 

Production  is  now  being  so  carefully  regu- 
lated to  meet  the  actual  demand  that  any  sud- 
den run  on  any  particular  type  of  glove  would 
find  the  market  almost  unprepared.  The  pres- 
ent shortage  of  gray  gloves,  especially  in  the 
fine  light-weight  French  kid  qualities,  is  at- 
tributable to  the  total  lack  of  preparation  on 
the  part  of  both  the  wholesaler  and  the  retailer. 
Early  in  the  fall  season  the  Economist  fore- 
told the  coming  of  the  spring  vogue  for  gray 
and  counseled  limited  preparations  which 
would  have  enabled  the  entire  glove  industry  to 
benefit  by  this  fashion. 

More  Confidence  in  the  Future 

Although  both  the  wholesaler  and  the  re- 
tailer are  still  reluctant  to  make  liberal  com- 
mitments, buying  is  gradually  becoming  more 
general.  The  activity  of  the  Easter  season  is 
undoubtedly  stimulating  more  confidence  in 
the  future,  which  will  influence  the  spirit  of 
much  needed  co-operation  all  along  the  line. 
The  improvement  in  the  silk  glove  demand  was 


particularly  needed  to  contribute  to  the  spring 
business  total.  It  is  absolutely  essential  for 
the  volume  of  sales  in  silk  gloves  to  be  large 
if  the  disadvantages  of  an  exceedingly  small 
margin  profit  are  to  be  offset. 

Color  Vogue  Holding 

One  of  the  difficult  features  of  the  silk  glove 
season  has  been  the  vogue  for  colors,  which, 
although  foreseen,  was  not  prepared  for  to  any 
extent  by  anybody.  At  the  present  time  there 
are  at  least  three  shades  of  silver,  three  shades 
of  gray  and  various  shades  of  mastic  and  pon- 
gee which  are  included  in  the  demand,  to  say 
nothing  of  brown,  beaver  and  covert  shades. 

Both  the  wholesaler  and  retailer  are 
anxiously  watching  for  a  revival  of  white, 
which  is  expected  to  usher  in  the  early  summer 
season.  From  all  present  indications,  how- 
ever, it  is  safe  to  plan  for  the  continuance  of 
the  vogue  for  colored  mousquetaires  well  into 
May.  There  are  treacherous  features  to  the 
color  craze  but  there  are  compensating  advan- 
tages, especially  in  a  season  when  color  is  so 
prominent  a  factor  in  practically  all  accessories 
of  dress. 

The  universal  acceptance  of  the  short  sleeve 
for  spring  and  summer  wear  certainly  creates 
a  rare  opportunity  for  the  selling  of  the  sea- 
sonable mousquetaire  gloves  which  the  ambi- 
tious glove  department  manager  may  not  see 
again  for  some  seasons  to  come. 

Narrow  Veilings  Prove 
Lively  Factor 

The  advent  of  new  narrow  veilings  is  inten- 
sifying the  present  activity  in  the  veiling  field. 
For  several  months,  Paris  milliners  have  em- 
ployed these  narrow  veilings  as  a  style  varia- 
tion of  the  fashionable  draped  veil  idea  until 
they  have  gradually  won  the  confidence  of  the 
American  manufacturers. 

In  a  way,  these  new  nine-inch  veilings  may 
be  said  to  be  a  compromise  style.  The  volumi- 
nous made  veils  are  having  rather  a  difficult 
path  to  travel,  so  much  so,  that  faith  in  their 
widespread  general  acceptance  has  been  more 
or  less  undermined.  These  new  narrow  veil- 
ings represent  a  simplified  form  of  the  draped 
veil  theme  which  is  likely  to  quicken  the  in- 
terest in  draped  veils  of  all  types. 

Narrow  Veils  a  Versatile  Style 

Undoubtedly  the  introduction  of  extreme 
novelties  in  draped  veils  has  played  a  strong 
role  in  the  rejuvenation  of  the  veiling  busi- 
ness this  spring  and  there  is  no  reason  why 
the  volume  of  draped  veil  business  should  not 
grow  substantially  as  the  season  for  the  wear- 
ing of  larger  hats  approaches.  One  of  the  ad- 
vantages of  the  narrow  veil  is  that  it  can  be 
worn  equally  well  as  a  balance  to  a  wide  brim 
hat  or  as  a  snug  eye-veil  for  the  modish  hat  of 
the  hour. 

Color  Rage  Continues 

One  of  the  limitations  of  the  current  veil- 
ing demand  is  the  continued  craze  for  colored 
chenille  dotted  veilings.  The  movement  in  this 
merchandise  is  nation-wide  and  in  many  sec- 
tions the  colored  chenille  dotted  veilings  are 
selling  almost  to  the  exclusion  of  every  other 
style.  Notwithstanding  the  large  volume  of 
this  business,  it  is  essential  to  broaden  the 
demand  if  the  season  is  to  obtain  a  high  peak 
of  success. 

It  is  practically  impossible  to  designate  the 
most  fashionable  colors,  because  the  interest 
varies  in  different  localities.  There  are,  at 
least,  one-half  dozen  shades  of  red,  ranging 
from  the  brilliant  cherry  to  the  deepest  henna, 
three  or  four  shades  of  blue,  several  tones  of 
gray  and  silver,  jade,  orange  and  new  corn 
yellow. 
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IRELANID  GLOVES 


Style  No.  932 — Vallier. 
1 6  button.  Real  Kid, 
Overseam.  Paris  Point 
Embroidery.  Colors: 
black,  champagne, 
brown,  beaver  and 
white.     Price  per  dozen, 

$69.00 


Style  No.  923 — Val- 
lier, washable  suede. 
1 2  button  mousque- 
taire.  Pique.  Im- 
perial Embroidery. 
Colors:  white,  cham- 
pagne, mode  and 
beaver.  Price  per 
dozen. 


Style  No.  8020 — 12  but 

ton  chamoisette  mous 
quetaire.  3  rows  Im 
perial  Embroidery.  Co! 
ors:  mode,  black,  white 
brown  and  grey.  Price 
per  dozen, 

$15.50 


Style  No:  917 — Vallier, 
washable  suede.  2 
clasp.  Pique,  Imperial 
Embroidery.  Colors: 
white,  beaver,  cham- 
pagne and  grey.  Price 
per  dozen, 

$30.00 


J^^S  gloves,  Irelancl  Gloves  are  tlieir  own  recom- 
menclation.  As  mercliaiiclise,  tlieir  prices  speak 
louder  tlian  words, 

Ireland  Gloves  will  advertise  your  Glove  De;^artment. 
Rusli  Easter  sliipments  can  still  te  made. 

Prices  subject  to  cKan^e^witliout  notice. 

IRELAND  BROTHERS 

JOHNSTOWN  NEW  YORK 
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Chicago  Dry  Goods  Stores  to  Play  Big 
Part  in  Pageant_of  Progress 

Gigantic  Exposition,  July  30  to  August  14,  Will  Epitomize  Spirit  That 
Keeps  American  Industry  on  Top  in  World's  Markets  —  "Action"  Is 
Demanded  of  Every  Exhibit,  and  Nothing  That  "Doesn't  Go"  Goes 
—How  the  Dry  Goods  Houses  Are  Aiding  Project 


THE  constantly  changing  and  improving 
methods  of  manufacture  which  keep  this 
country  in  the  front  rank  of  producers 
are  to  be  exempUfied  in  the  exhibits  shown  at 
the  Pageant  of  Progress,  to  be  held  in  Chicago 
July  30  to  Aug.  14.  This  event  is  to  be  staged 
on  a  scale  approaching  similar  exhibits  at  some 
of  the  World  Fairs  and  has  the  enthusiastic 
backing  of  both  wholesalers  and  retailers  in 
the  Chicago  market. 

Mayor  William  Hale  Thompson  originated 
the  plan,  believing  it  would  be  of  great  value 
in  stimulating  industry  and  minimizing  unem- 
ployment. Co-operating  with  him  and  with 
the  city's  merchants  are  the  Chicago  Boosters' 
Publicity  Club,  the  Chicago  Association  of 
Commerce,  the  Health  and  Sanitation  Exhibit 
and  the  Illinois  Manufacturers'  Association. 
The  affair  will  not  be  localized  in  any  way, 
however.  Manufacturers  the  country  over  are 
preparing  to  assist  in  a  striking  portrayal 
of  the  advances  which  have  been  made  in  pro- 
duction processes. 

Why  America  Stays  Ahead 

It  is  this  constant  change  and  improvement 
which  has  put  the  United  States  in  the  front 
rank  of  producers  of  manufactured  goods  and 
kept  it  there.  The  American  vision  of  "Some- 
thing better  just  ahead"  has  kept  our  manu- 
facturers always  on  the  lookout  for  new 
methods,  new  machinery,  more  economical  ap- 
plications of  power.  Adoption  of  the  new 
thing  of  demonstrated  possibilities,  especially 
of  machinery  which  takes  the  place  of  man 
power  or  renders  it  a  hundred  times  more  pro- 
ductive, thus  enabling  processes  and  products 
to  be  standardized  to  a  degree  unknown  in  any 
other  country,  is  the  outstanding  characteristic 
of  American  industry 

Other  countries  have  cheaper  labor — per- 
haps more  skilled  labor.  But  they  have  not 
been  ready  or  able  to  adopt  new  methods  and 
new  machinery.  It  is  a  boast  of  some  rail- 
road men  in  France  that  they  have  engines 
now  on  the  lines  which  were  built  at  the  time 
of  the  Franco-Prussian  war.  They  see  a  sav- 
ing in  patching  and  repatching  the  old  ma- 
chines. We  see  only  their  wasteful  operation 
and  proceed  to  scrap  our  machines  that  can- 
not compete  successfully  with  improved  types. 

It  Was  Carnegie's  Belief 

It  is  remembered  of  Andrew  Carnegie  that 
he  scrapped  plant  after  plant,  sometimes  almost 
new,  when  new  discoveries  put  them  at  a  dis- 
advantage or  when  he  found  he  could  build 
plants  cheaper  and  more  efficient  in  operation. 
It  is  easier  to  do  this  in  a  new,  growing  coun- 
try. But  the  United  States  is  still  young  and 
the  process  of  improvement  still  goes  on. 

It  is  the  result  of  this  adaptability  to  new 
ideas  which  most  clearly  will  be  demonstrated 
in  the  Pageant  of  Progress. 

The  exhibit  is  to  be  unique  in  that  motion 
will  be  emphasized.  Everyone  is  more  inter- 
ested in  the  one  of  two  objects  which  goes. 
Window  decorators,  painters,  sculptors— all 
recognize  that.  The  nature  of  their  work 
makes  actual  movement  impossible;  but  they 


seek  to  give  the  impression  in  their  figures. 
The  directors  of  the  Chicago  show  have  laid 
down  the  rule  that  because  of  this  interest  in 
action  movement  shall  be  the  feature  of  all 

exhibits.  . 

As  George  W.  Montgomery  of  The  Fair, 
chairman  of  the  dry  goods  division,  said  to  a 
staff-member  during  a  visit  made  to  the 
ECONOMIST  office  this  week:    "There  is  no 


Bargain  Sixth"  Sounds 
Snappy— and  It  Is 


f-pHE  BARGAIN  SIXTH,"  the  latest  de- 
1     velopment   in   the    Lansburgh    &  Bro. 
store,  Washington,  D.  C,  has  gone  over  with 
a  bang. 

The  full-page  opening  ad  was  preceded 
by  single  column  "teasers,"  running  a  full 
week.  On  the  opening  morning,  the  six 
elevators  reaching  the  floor  were  so  jammed 
that  hundreds  of  customers  walked  up  six 
flights  of  stairs  to  get  a  chance  at  the  offer- 
ings, and  the  public's  response  continues  so 
satisfactory  that  the  success  of  the  new  de- 
partment seems  assured. 

The  bargain  feature  occupies  the  entire 
floor  with  the  exception  of  the  space  used 
by  the  educational  office  and  the  dining 
room.  All  dividing  walls  have  been  removed, 
throwing  open  a  large,  unobstructed  space, 
splendidly  lighted  and  ventilated  from  all 
sides.  The  fittings  are  more  attractive  than 
usually  are  found  in  bargain  departments. 
Gray  finished  oak  provides  the  color  note 
and  stands  and  cards  are  made  to  match. 

At  present  the  principal  stock  in  this 
division  is  ready-to-wear;  but  other  staple 
goods  are  to  be  added  later.  It  is  merchan- 
dised as  a  separate  store  unit  under  Alex- 
ander Stephens,  with  a  staff  of  twenty-five 
salespeople.  While  devoted  exclusively  to 
bargain  goods,  it  is  not  a  clearing  house  for 
goods  unsalable  elsewhere  in  the  store.  Its 
central  idea  is  the  concentration  of  special 
priced  goods  in  a  division  where  they  can  be 
bought  and  sold  with  greatest  advantage  to 
both  store  and  customer.  Six  elevators  pro- 
vide ample  service  and  there  is  a  special  ex- 
press to  the  floor.  It  is  believed  the  location 
of  the  new  department  on  the  sixth  floor  will 
bring  up  through  the  store  hundreds  of 
people  who  never  went  through  it  before. 


point  in  a  lot  of  things  being  stuck  up  for 
people  to  look  at.  They  can  go  through  the 
department  stores  and  see  them  any  time." 
So  the  special  effort  is  to  bring  to  the  show 
things  unfamiliar  to  the  spectators :  machinery 
actually  at  work  turning  out  goods. 

What  the  Stores  Will  Do 

This  necessarily  limits  the  part  which  re- 
tailers can  play  in  the  displays.  However,  one 
store  plans  to  show  its  contract  department 
decorators  at  work.    Another  may  bring  its 


candy  kitchen.  Others  which  manufacture 
some  of  the  goods  they  sell  will  install  the 
machinery  producing  it.  All  the  stores  are 
backing  the  pageant  to  the  limit,  not  because 
of  the  good  they  may  get  out  of  showing  part 
of  their  organizations  at  work,  but  because 
they  realize  the  value  to  the  industries^  with 
which  they  are  connected  of  an  affair  of  this 
kind. 

The  scope  of  the  exhibition  is  broad. 
Among  the  industries  which  will  be  repre- 
sented are  these:  Automobile,  phonograph, 
paper,  printing,  dry  goods,  men's  and  women's 
wear,  office  furniture  and  supplies,  building 
materials,  milk  and  food  products,  fuel,  rail- 
road supplies,  agricultural  and  other  ma- 
chinery.  This  is  only  a  partial  list. 

Wherever  it  is  possible  contrast  between 
old  and  modern  products  and  old  and  new 
methods  will  be  emphasized.  As  to  the  prod- 
ucts, it  will  be  easiest  done  in  wearing  ap- 
parel. In  this  field  fashions  of  years  ago  and 
those  of  to-day  present  a  most  effective  con- 
trast. In  the  milk  products  branch  the  fa- 
miliar hand-milking  method  will  be  demon- 
strated side  by  side  with  machine  milking. 
Butter  and  cheese  will  be  made  in  old-fashioned 
churns  close  beside  modern  creamery  machines 
turning  out  these  products  as  it  is  done  on  a 
large  scale. 

Athletic  and  Military  Features 
By  no  means  the  whole  show  is  to  be  given 
over  to  this  kind  of  display.  A  number  of 
special  features  of  unusual  interest  haye^been 
arranged  and  some  are  still  "in  the  air."  It 
is  definitely  settled  that  both  army  and  navy 
maneuvers  will  take  place.  There  is  to  be  a 
great  athletic  carnival  covering  many  branches 
of  sporting  activity.  Yacht  races  are  to  be  a 
noteworthy  feature  and  perhaps  the  most  in- 
teresting event  of  all  will  be  staged  by  the 
lumber  interests.  This  is  to  be  a  logging  drive 
ending  with  the  gathering  of  the  logs  behind 
the  saw  mill's  boom,  ready  to  be  cut. 

The  actual  Pageant  of  Progress  will  be 
staged  in  much  the  same  way  as  the  pageant 
at  the  Silk  Show  in  New  York.  Alexander 
Leftwich,  who  directed  the  latter,  is  to  be  the 
guiding  spirit  of  the  Chicago  show,  and  a  sim- 
ilar exhibition  will  be  a  part  of  the  pageant. 
An  effort  is  also  being  made  to  secure  many 
of  the  machinery  exhibits  shown  in  New 
York. 

To  Be  Held  on  Municipal  Pier 

Facilities  for  staging  and  housing  the  big 
event  are  unexcelled.  It  will  be  held  in  the 
Chicago  Municipal  Pier,  the  largest  exposition 
hall  in  the  world,  built  at  a  cost  of  $5,000,000. 
Displays  will  occupy  the  second  floor.  The 
space  on  either  side  of  the  building  is  2240  feet 
long  and  67  feet  wide,  giving  a  total  length  of 
4480  feet,  divided  into  sixteen  sections  for  the 
various  divisions  of  industry  and  cut  into 
booths  twenty  feet  long  and  ten  feet  deep.  The 
pageant  proper  will  be  given  in  the  great  audi- 
torium at  the  extreme  end  of  the  pier,  which 
has  a  seating  capacity  of  5000  persons. 

The  exposition  comes  when  retailers  can 
easily  take  advantage  of  its  opportunities  for 

(Continued  on  page  88) 
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T^HEN  Van  Raalte  aids  your 
^  sales  with  dealer  helps  innumer- 
able—artistic window  displays,  sell- 
ing displays,  clever  booklets,  and 
brilliantly  executed  electros  and 
copy  for  use  in  local  newspaper 
advertising. 

These  are  all  yours  for  the  asking  when 
you  stock  Van  Raalte  Veilings. 

Van  Raalte  has  altered  veilings  from  an 
occasional  luxury  to  a  dress  necessity — 
from  a  seasonal  fad  to  an  all  year 
commodity. 

And  all  by  the  power  of  style,  of  value, 
of  publicity  and  salesmanship  which  you 
can  use  to  advantage  in  your  store. 

Women  everywhere  "look  for  the  little 
white  ticket  on  every  yard." 

Let  them  find  it  always  on  your  veiling 
counter,  and  on  the  veils  that  add  charm 
to  the  hats  in  your  millinery  department. 


VAN  RAALTE  COMPANY 

16th  St.  at  Fifth  Avenue,  New  York  City 

l2WestSt., Boston  lOSS.DearbornSt., Chicago 

25  Kearney  St.,    San  FrancISCO,  CALIFORNIA 


mN  RAALTE 


Makers  of  Van  Raalte  Silk  Gloves, 
Silk  Underwear,  Siik  Hosiery 
and  Nets 
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Light  Underwear 
Time  Now;  Put 
Heavy  Away 

Piles  of  Heavy  Underwear  Bring  to 
Customers  Visions  of  Cold  Days 
and  Chill  the  New  Buying 
Impulse 

It  is  past  time  to  forget  about  heavy-weight 
underwear  and  concentrate  on  selling  of  spring 
light  weights.  The  few  days  of  cold  weather 
which  may  yet  come  will  add  little  to  the  total 
of  heavy-weight  sales,  and  the  showing  of  such 
goods  is  a  hindrance  to  a  vigorous  opening  of 
spring  knit  underwear. 

The  presence  of  heavy-weight  goods  on 
counters  and  on  aisle  tables  is  more  noticeable 
in  men's  departments  than  in  women's  sections. 
There  seems  to  be  a  tendency  to  hang  on  to  the 
last  gasp  and  make  the  very  last  possible  sale 
of  winter  goods.  It  is  due  partly  to  the  calen- 
dar and  partly  to  a  very  natural  desire  to  get 
rid  of  all  the  heavy  goods  possible  so  as  to 
reduce  quite  large  stocks.  But  it  hinders  the 
look  ahead. 

Hesitate  to. Put  Away  Heavy  Weights 

Certain  store  owners  or  department  heads 
think  there  is  little  to  be  gained  by  pushing  the 
new  season's  goods.  They  point  to  the  fact 
that  their  customers'  interest  in  spring  things 
is  more  slack  than  usual,  and  believe  it  a  better- 
paying  proposition  to  wait  for  greater  interest 
before  featuring  spring  goods  which  have  no 
style  element.  Others  dislike  the  idea  of  a 
large  carry-over  of  heavy  underwear,  and  are 
glad  when  even  three  or  four  pieces  a  day  are 
sold,  or  sometimes  less. 

Spring  goods  are  shown,  nevertheless,  in 
practically  every  store,  either  in  windows  or 
interior  display.  But  counteracting  the  effect 
of  these  displays  are  the  piles  of  underwear 
hinting  of  winter  or  of  cold  days  still  to  come, 
despite  the  promise  of  balmy  days  that  put  an 
extra  spring  in  every  heel. 

One  Look  Discourages  Spring  Goods 

The  effect  of  these  heavy  goods  is  largely 
psychological,  but  it  is  none  the  less  important. 
A  customer  coming  in  with  a  half-formed  m- 
tention  of  replacing  a  couple  of  his  half -worn- 
out  summer  undergarments  sees,  the  first 
thing,  not  signs  of  spring  but  remembrances 
of  winter.  The  natural,  almost  inevitable,  re- 
action which  takes  place  brings  to  his  mind 
that  cold  day  last  week,  or  the  obvious  fact 
that  this  is  March,  renowned  for  cold  winds 
that  blow  it  out  like  a  lion. 

He  doesn't  have  to  buy  those  garments  to- 
day. His  old  ones  will  last  a  while  yet.  Maybe 
there  is  something  in  the  idea  that  a  mild 
winter  is  followed  by  a  late  spring.  Anyway, 
he  guesses  he'll  take  a  necktie  instead. 

Probably  his  mind  doesn't  figure  it  out  for 
him;  but  that  is  what  an  average  chap — or 
woman,  for  that  matter — is  likely  to  feel. 

Forget  Winter — Boost  for  Spring 

Between  seasons  is  a  bad  time  for  under- 
wear, it  is  true.  But  there  is  a  far  better 
chance  of  boosting  sales  of  merchandise  for 
the  coming  season  than  for  the  past.  No  de- 
gree of  price  appeal,  short  of  giving  goods 
away,  will  move  heavy-weight  underwear  now. 
Customers  have  the  same  kind  of  idea  on  carry- 
over that  merchants  have. 

Push  spring  goods  and  push  them  exclu- 
sively. Put  heavy  weights  out  of  sight.  For- 
get about  them  and  let  your  customers  forget. 


Concentrate  on  the  underwear  you  are  going  to 
sell  for  the  next  five  or  six  months.  If  a  cus- 
tomer should  drop  in  asking  for  heavy  gar- 
ments he  can  be  served  from  the  shelves.  But 
there  is  no  profit  in  playing  winter's  game. 
Make  your  drive  on  spring. 

Lively  Interest  in  1921 
Gingham  Week 

It  sounds  like  rubbing  it  in  a  bit  to  have  a 
national  Gingham  Week  this  year.  But  Fash- 
ion, like  Fate,  has  a  habit  of  crowding  the 
mourners,  and  in  accordance  with  this  pleas- 
ant habit  Fashion  decrees  that  just  when 
ginghams  are  hardest  to  get  we  are  about  to 
have  one  of  the  biggest  spring  seasons  for 
gingham  dresses  we  have  ever  had.  So  re- 
tailers cannot  very  well  afford  to  miss  the  op- 
portunity of  playing  up  Gingham  Week  this 
year,  and  according  to  all  accounts  received 
so  far,  those  who  have  taken  advantage  of  it  in 
the  past  are  not  going  to  let  it  slide  this  time. 

As  a  matter  of  fact  more  retailers  seem  to 
be  interested  in  National  Gingham  Week  this 
year  than  ever  before.  It  is  true  that  there 
seems  to  be  a  plethora  of  special  weeks  of 
every  kind  and  some  retailers  are  rather  fed  up 
with  the  idea.  But  Gingham  Week  is  now  an 
old-established  institution,  and  it  offers  an 
opportunity  of  making  a  big  feature  at  a  par- 
ticularly appropriate  time.  For  it  comes  at 
the  height  of  the  wash  goods  season  and  fur- 
nishes material  for  a  big  drive  on  all  wash 
goods  as  well  as  on  wash  dresses. 

Retailers  who  have  held  gingham  weeks  in 
the  past  have  invariably  found  them  profitable. 
Some  retailers  have  been  holding  special  ging- 
ham weeks  for  many  years,  starting  long  be- 
fore National  Gingham  Week  was  launched 
and  they  have  kept  it  up  because  it  has  proved 
to  be  a  good  thing.  Making  a  national  event  of 
it  has  helped,  because  of  the  nation-wide  ad- 
vertising of  the  event,  because  of  the  stimula- 
tion of  competition  and  because  of  the  re- 
curring public  interest  in  something  with 
which  the  public  has  already  become  familiar. 

In  any  case,  judging  by  the  requests  re- 
ceived by  jobbers  and  gingham  factors  for  dis- 
play and  advertising  matter,  the  interest  in 
National  Gingham  Week  this  year  is  keener 
and  more  widespread  than  ever.  It  starts  on 
April  4,  a  good  time  to  have  something  which 
will  give  a  fillip  to  the  after-Easter  lull  in 
buying,  and  retailers  who  wish  to  take  advan- 
tage of  it  should  make  their  preparations  right 
away. 


Silk  in  one  form  or  another  is  apparently 
the  ready  seller  in  the  dress  departments  in 
New  York.  Canton  crepe  and  taffetas  are  in 
good  demand.  Wool  jersey  dresses  are  also 
popular.  Garments  at  $45  have  a  ready  sale 
and  dresses  up  to  $100  are  popular  sellers. 

Mary  S.  Killam  has  been  appointed  buy6r 
of  ready-to-wear  for  E.  T.  Slattery  Co.  of  Bos- 
ton, Mass.  Miss  Killam,  who  was  formerly 
New  York  resident  buyer  for  Livingstone's  of 
San  Francisco,  Cal.,  fills  a  vacancy  caused  by 
the  recent  resignation  of  Mrs.  Nora  O'Connell. 

"Fanchon  Dresses"  has  moved  to  new  quar- 
ters at  11  West  Thirty-second  Street.  Mr. 
Karr,  of  the  firm,  said  he  looked  for  a  continu- 
ation of  the  good  business  in  dresses  which  has 
prevailed  for  some'  time, 

Duke,  Abrahams  &  Payson  is  the  name  of 
a  new  corporation  which  has  been  formed  to 
manufacture  dresses  at  159  Madison  Avenue. 
The  company  will  make  street,  afternoon  and 
dinner  dresses  to  retail  at  a  price  to  meet  the 
average  woman's  pocketbook. 


Low-end  Hosiery 
Auction  Brings 
Out  Retailers 

Prices  Realized  Not  Far  from  Previ- 
ous Values — Cordovan  the 
Best  Color 

The  recent  auction  sale  of  5,000  cases  of 
hosiery  made  by  the  Ipswich  Mills  brought  out 
a  crowd  of  people  which  packed  the  salesrooms 
to  suffocation.  Not  all  of  them  were  buyers, 
but  enough  were  present  to  make  bidding 
fairly  keen  during  the  earlier  part  of  the  sale. 
Prices  declined  during  the  latter  part  due  to 
the  lack  of  retailers  bidding  for  small  lots,  but 
the  prices  realized  were  considered  quite  sat- 
isfactory and  not  indicative  of  any  radical 
change  in  market  values.  It  is  well  to  note, 
however,  that  there  has  been  recently  a  down- 
ward movement  in  cotton  hosiery  prices. 

All  the  goods  sold  were  220  needle  mer- 
chandise and  of  cotton.  There  were  lisles  and 
mercerized  goods  and  both  plain  seamless  and 
mock  seam.  Lots  of  a  mercerized,  mock  seam 
number  brought  prices  averaging  about  $2.60. 
A  light-weight,  mercerized,  seamless  hose  aver- 
aged around  $2.05,  and  a  seamless  lisle  around 
$1.80.  Light  weight,  mercerized  men's  half 
hose  brought  about  $2  on  the  average. 

Prices  Varied  According  to  Color 

Prices  varied  considerably  according  to  the 
size  of  the  lots  bid  in.  Single  cases  com- 
manded the  highest  prices,  of  course,  with  big 
lots  10  cents  a  dozen  higher  or  more.  Color 
was  another  factor  causing  wide  variation. 
Besides  black  there  were  white,  several  shades 
of  gray,  light  and  dark  tan,  champagne,  navy 
and  cordovan.  Cordovan  commanded  the  high- 
est price,  as  this  is  selling  better  than  other 
colors  or  black. 

Most  of  the  goods  were  bid  in  by  jobbers. 
Other  buyers  were  retailers,  resident  buyers 
and  chain  store  representatives.  Though  re- 
tailer buying  did  not  match  that  of  wholesale 
firms,  interest  apparently  was  widespread. 
Some  of  the  more  distant  purchasers  were  the 
D.  H.  Holmes  Co.,  Ltd.,  New  Orleans,  La.; 
the  John  Shillito  Co.,  Cincinnati,  Ohio;  L. 
Oransky  &  Son,  Des  Moines,  Iowa,  and  Crow- 
ley, Milner  &  Co.,  Inc.,  Detroit,  Mich.  The 
Baker-Flick  Co.,  Camden,  N.  J.;  M.  Golden- 
berg,  Washington,  D.  C,  and  the  Outlet  Store, 
Providence,  R.  I.,  also  bought  goods. 

Eastern  Stores  Buy  Heavily 

New  York,  Brooklyn  and  Philadelphia 
stores  took  large  quantities.  The  Philadelphia 
purchasers  were:  Lit  Bros,  and  N.  Snellen- 
burg  &  Co.  Bloomingdale  Bros.,  James  A. 
Hearn  &  Son,  New  York,  and  A.  I.  Namm  & 
Son  and  the  H.  Batterman  Co.,  Brooklyn,  were 
the  chief  buyers  among  local  stores.  Th,ese 
goods  were  bought  chiefly  for  the  purpose  of 
staging  special  sales.  There  is  not  a  strong 
demand  for  low  end  hosiery  now  nor  has  there 
been  for  several  years.  It  had  begun  to  in- 
crease purely  on  the  merit  of  its  comparatively 
low  price  when  the  break  in  the  silk  market  and 
the  following  decline  in  prices  on  better  grades 
of  cottons  stopped  the  revival. 

Cheap  cotton  hosiery  has  the  merit  of  wear- 
ing well,  as  a  rule ;  but  it  lacks  good  looks,  and 
this  is  a  feature  of  special  importance  during 
the  summer  with  its  short  skirts  and  low  shoes 
which  demand  good-looking  hosiery  as  accom- 
paniment. How  slack  the  business  on  this 
kind  of  hosiery  is  may  be  told  from  the  com- 
plaint of  some  Philadelphia  manufacturers  that 
the  auctioned  goods  filled  a  gap  they  had 
counted  on  supplying. 
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How  a  Better  Fabric  Is  Made 


This  ten-ton,  four-roll  calendering  machine 
insures  the  superior  lustre  of  the  finished 
Vanity  Fair  fabric. 


THE  Vanity  Fair  Silk  Mills  are  not 
merely  tailors  of  underwear.  The 
silk  is  not  purchased  in  fabric  form  ready 
to  be  cut — it  is  woven  from  the  raw  silk, 
right  in  the  \"anity  Fair  Silk  Mills. 

These  are  a  few  of  the  reasons  why 
Vanity  Fair  silk  underwear  is  a  good  re- 
peater. 

1.  The  finest  grade  of  raw  silk  obtainable 
is  purchased.  The  best  that  money  can 
buy — not  the  best  for  the  money. 

2.  To  wash  it,  filtered  water  from  the  City 
main  is  re-filtered  to  a  zero  degree  in 
the  Vanity  Fair  plant.  This  guarantees 
uniformity  of  its  chemical  properties. 


3.  Pure  olive  oil  silk  soap  is  used  to  re- 
move the  sericin  gums — this  cannot  dis- 
turb the  fibroin  of  the  silk  filaments. 

4.  The  best  dye-stuffs  procurable  are  used. 
Not  satisfied  with  this,  Vanity  Fair  con- 
stantly checks  them  in  their  own  labo- 
ratories. 
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Vanity  Fair  Glove-silk  has  a  finish  ex- 
clusively Vanity  Fair's.  Special  proc- 
esses have  been  evolved  in  the  chemical 
laboratories  and  put  into  practice  in  the 
dyeing  departments. 

The  final  finishing — the  calendering  of  the 
cloth  on  a  ten-ton,  four-roll  machine, 
gives  to  the  silk  that  superior  lustre 
which  distinguishes  Vanity  Fair. 

No  pressing  machine,  such  as  is  used  in 
cotton  underwear  manufacture,  is  em- 
ployed to  iron  the  finished  garments  of 
Vanity  Fair.  Each  article  is  pressed  in- 
dividually and  carefully  by  hand  with  an 
electric  iron.  In  this  way  is  the  best  fin- 
ishing touch  given  Vanity  Fair. 

No  stock  of  Vanity  Fair  silk  underwear 
is  permitted  to  accumulate  unboxed.  The 
boxing  is  performed  immediately  to  keep 
the  garments  immaculately  clean  and 
fresh,  for  their  sale  by  you. 


The  Vanity  Fair  tailoring  is  worthy  of 
this  quality  silk.  Each  article  has  a 
special  feature^ — often  more  than  one — 
of  added  comfort  and  grace. 


"Vanllrjair  Silk  Milk  READING,  PA. 

Makers  of  ranity  Fair  Silk  Underivear  and  Silk  Glo'ves 
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''Learn  While  You 
Work"  School 
For  Salesmen 

New  Phase  in  Education  Signified  by 
Establishment  of  New  York  City 
Haaren  Co-operative  High 
School 

Training  for  salesmanship  entered  upon 
a  new  phase  of  its  development  with  the  es- 
tablishment of  the  New  York  City  Haaren 
Co-operative  High  School.  This  is  the  first 
purely  co-operative  high  school  in  the  United 
States. 

It  is  unique  in  that  all  its  courses  are 
worked  out  on  the  co-operative,  or  "learn 
while  you  work"  theory  of  education,  first  in- 
troduced into  the  technical  schools  of  the 
universities.  The  idea  occurred  to  some  of 
the  more  practical  educators  that  young  men 
preparing  themselves  to  be  electrical  engi- 
neers, for  instance,  would  be  greatly  bene- 
fited by  working  at  some  of  the  large  elec- 
trical plants  while  still  in  school.  The  plan 
proved  excellent  in  results.  From  the  uni- 
versities it  was  carried  into  the  technical 
high  schools. 

Conceived  Seven  Years  Ago 

Some  seven  years  ago  Dr.  Haaren,  one  of 
the  associate  superintendents  of  New  York 
City  schools,  introduced  the  idea  of  co-opera- 
tive training  into  several  of  the  high  schools 
preparing  boys  and  girls  for  office  work,  shop 
work  and  dressmaking.  When  the  salesman- 
ship course  was  introduced  it  too  was  put  on 
the  co-operative  basis.  The  pupils  go  to 
school  one  week  and  work  in  the  stores  the 
next  week,  two  being  assigned  to  each  job 
so  that  while  one  is  at  school  the  other  is  at 
work. 

Work  Plus  Study  Effective 

Co-operative  education  has  many  advan- 
tages to  balance  the  one  very  obvious  disad- 
vantage that  the  children  are  out  of  school 
half  the  school  year.  In  the  first  place,  boys 
and  girls  who  would  otherwise  be  obliged  to 
leave  school  at  an  early  age  earn  enough 
money  to  continue  their  education  several 
years  longer  than  they  could  without  it,  earn- 
ing while  at  school.  More  important  still, 
the  type  of  child  who  likes  to  do  things  and 
finds  school  work  unattractive  is  often  stirred 
to  a  genuine  interest  in  study  when,  through 
his  business  experience,  he  sees  the  value  of 
school  work.  Interested,  he  will  learn  more 
in  one  week  than  he  would,  bored,  in  two. 

In  teaching  salesmanship,  co-operative 
work  is  not  only  desirable,  it  is  imperative. 
No  school  can  provide  a  laboratory  that  com- 
pares with  the  department  stores,  specialty 
shops  and  wholesale  establishments  of  the 
city.  With  no  chance  to  handle  stock,  whole 
weeks  of  talk  about  stock-keeping  amounts 
to  very  little.  Even  merchandise  cannot  be 
taught  to  any  large  extent  entirely  within 
the  school  building  unless  the  educational 
authorities  are  prepared  to  keep  at  the  dis- 
posal of  the  pupils  a  large  and  constantly 
changing  collection  of  hats,  coats,  dishes, 
silverware,  furniture,  etc. 

No  Substitute  for  Experience 

To  rise  in  the  merchandising  field  a  sales- 
person must  not  only  be  acquainted  with 
merchandise  but  must  develop  an  apprecia- 
tion of  style  in  dress  and  housefurnishings 
as  displayed  in  the  store.  When  it  comes  to 
training  in  the  actual  conduct  of  a  sale,  there 
is  no  substitute  for  the  experience  of  selling. 


It  would  be  quite  as  logical  to  train  typists 
by  requiring  them  to  study  a  book  on  the 
typewriter.  In  both  cases  skill  must  be  de- 
veloped by  the  performance  of  a  task. 

"In  order  to  make  the  co-operative  work 
as  fruitful  educationally  as  possible,"  said 
Miss  Ellen  L.  Osgood,  salesmanship  co-ordi- 
nator,  to  a  Dry  Goods  Economist  staff  rep- 
resentative, "the  different  retail  selling  es- 
tablishments employing  the  co-operative 
students  have  drawn  up  with  the  co-ordina- 
tor  what  is  known  as  progressive  sched- 
ules. According  to  these  schedules,  pupils 
begin  as  messengers  or  stock  boys  or  stock 
girls.  From  this  they  go  on  to  packing  or 
packing  and  cashiering  and  then  to  selling. 

Placing  of  Pupils  Important 

"In  some  stores  it  has  been  possible  to 
give  them  experience  in  the  auditing  depart- 
ment; others,  in  the  advertising  department. 
Elsewhere  the  pupils  serve  as  merchandise 
clericals,  shoppers  and  special  workers." 
Miss  Osgood  considers  the  placing  of  her 
pupils  and  the  follow-up  work  she  and  her 
assistants  do  of  equal  importance  with  class 
instruction. 

The  course  in  salesmanship  as  now  of- 
fered in  this  school  is  as  strong  as  the  regu- 
lation commercial  course.  In  addition  to  the 
English,  history,  civics  and  economics 
courses  required  for  any  high  school  diploma, 
the  salesmanship  course  includes  a  two  years' 
course  in  merchandise,  three  years  of  sales- 
manship and  store  organization,  which  in- 
cludes store  system,  store  mathematics  and 
stockkeeping  among  other  practical  subjects. 
Color  and  design  as  applied  to  merchandise 
and  advertising  are  also  required  for  gradua- 
tion in  salesmanship. 

Of  Value  to  Merchant 

High  school  pupils  taking  the  salesman- 
ship course  are  thus  earnestly  and  con- 
scientiously training  for  definite  and  recognized 
positions  in  the  field  of  selling.  This  is  of 
incalculable  value  to  the  merchant  in  that  it 
will  in  time  overcome  the  prejudice  against 
selling  which  at  present  unfortunately  but 
undoubtedly  exists  not  only  in  the  minds  of 
the  pupils  themselves,  but  of  their  parents 
and  many  educators  as  well.  So  far  pupils 
have  been  influenced  to  prepare  for  office 
rather  than  selling  positions. 

Education  for  selling  it  is  obvious  is  neces- 
sary to  place  it  upon  a  par  with  commercial 
and  professional  positions.  Hence  the  Haaren 
co-operative  course  in  salesmanship  in  whose 
favor  this  much  can  be  said:  Pupils  of  only 
moderate  ability  have  shown  excellent  results 
when  compared  with  the  untrained  workers, 
even  when  the  latter  were  much  older  and  more 
experienced  than  the  pupils  sent  out  from  the 
school.  And,  after  all,  the  proof  of  the  pud- 
ding is  in  the  eating. 

Intensifies  His  Ads  To 
Meet  Increased  Rates 

Economist  Correspondence,  Ottawa,  Ont.,  Canada 
Because  newspapers  in  this  city  maintain 
their  high  advertising  rates,  A.  J.  Freiman, 
who  conducts  the  largest  store  here  under  in- 
dividual ownership,  with  thirty  departments, 
has  revolutionized  his  publicity  with  paying 
results.  He  formerly  used  one-  and  two-page 
advertisements.  Now  a  quarter  to  a  half  is 
used  daily  with  a  little  extra  space  for  special 
days.  The  copy  is  more  carefully  written  and 
presents  a  higher  class  appearance  than  for- 
merly. Use  of  large,  black  figures  and  big  cuts 
has  been  eliminated,  which  saves  space  and 
improves  looks.  Despite  this  radical  change, 
the  store's  sales  have  been  entirely  satisfac- 
tory. 


Why  These  Efforts 
To  Pull  Teeth  of 
Advertising  Law? 

New  York  Statutes,  Praictically  a 
Dead  Letter,  Anyway,  Mysteri- 
ously "Attacked"  by  Betts 

The  law  of  New  York  State  designed  to 
discourage  false  and  misleading  advertising 
has  so  far  proved  practically  a  dead  letter.  At 
least,  we  know  of  scarcely  any  instance  in 
which  the  statute  has  been  successfully  in- 
voked. All  the  more  surprising  is  it,  then, 
that  an  Albany  legislator  has  taken  steps  to 
have  eliminated  some  of  the  teeth  the  act  in 
question  does  possess. 

Assemblyman  Betts  of  Lyons  is  the  gen- 
tleman who  is  striving  to  get  the  act  into 
the  dentist's  chair.  He  has  introduced  a  bill 
amending  the  advertising  law  so  as  to  exempt 
from  its  provisions  those  who  advertise  real 
estate  and  also  users  of  advertising  space  in 
magazines. 

On  the  other  hand,  Mr.  Betts'  bill,  by  elim- 
inating the  word  "knowingly"  from  the  present 
statute,  would  make  the  act  more  drastic 
where  it  did  apply. 

It  Takes  Out  Teeth 

The  law  reads  that  one  who  "knowingly 
makes,  publishes,  disseminates,  circulates,  or 
places  before  the  public  .  .  .  in  a  news- 
paper, magazine  or  other  publication,  or  in  the 
form  of  a  book,  notice,  circular,  pamphlet 
.  .  .  an  advertisement  .  .  .  which  con- 
tains any  assertion,  representation  or  state- 
ment of  fact  that  is  untrue,  deceptive  or  mis- 
leading .  .  .  shall  be  guilty  of  a  misde- 
meanor." 

If  the  word  "knowingly"  were  omitted  the 
law  could  not  take  into  account  the  adver- 
tiser's intent  and  thus  the  statute  might  be 
made  the  means  of  persecution  as  well  as  pros- 
ecution. The  intent  of  the  defendant  is  recog- 
nized in  a  variety  of  criminal  actions  and  it 
would  seem  that  nothing  would  be  gained  and 
much  injustice  might  be  done  by  failure  to 
take  intent  into  consideration  in  connection 
with  statements  made  in  advertising. 

We  have  no  idea  what  Mr.  Betts  is  aim- 
ing at  in  connection  with  his  proposed  amend- 
ments to  the  law.  Merchants  and  other  pub- 
lishers of  advertising  in  this  State  would  do 
well  to  get  after  him  and  find  out  what  he  is 
driving  at. 


James  Taylor,  for  the  past  two  years  man- 
ager of  the  housefurnishings  and  toy  divisions 
of  the  Bush  Terminal  Sales  Building,  has 
severed  his  connection  with  that  institution 
and  will  leave  shortly  for  a  vacation  in 
Florida.  After  a  brief  rest,  Mr.  Taylor  will 
return  to  his  old  field  of  reorganizing  and 
merchandising  departments  and  stores. 

An  interesting  new  embroidery  card  for 
developing  a  new  art  needle  craft  called  tuft 
work  is  on  the  market.  The  designs  are  rather 
open  and  come  already  stamped  on  a  variety  of 
table  covers,  bedspreads,  tea  cloths,  etc.  The 
card  is  held  to  follow  the  stamped  design 
firmly  and  "couched"  at  intervals  with  two 
button-hole  stitches.  Each  stitch  is  clipped, 
and  the  finished  cloth  dipped  in  water  and 
wrung  out  and  then  brushed  with  a  whisk 
broom  to  make  the  tufts  fluffy. 

The  Cosmos  Trading  Co.,  manufacturers 
and  importers  of  human  hair  nets,  have 
moved  from  67  Irving  Place  to  larger  quarters 
at  229  Fourth  Avenue. 


74 


DRY  GOODS  ECONOMIST,  MARCH  19,  1921 


WALDES  &  CO.,  Inc. 

has  purchased  the 
Federal  Snap  Fastener  Corporation 

of  New  York 


Hereafter — 

your  requirements  for 


will  be  taken  care  of  by 

WALDES  &  CO,  Inc. 

315  Fifth  Avenue,  New  York 
Factory:  Long  Island  City,  N.  Y. 


Medinah  Building,  Chicago  505  North  7th  St.,  St.  Louis 

453  Washington  St.,  Boston  lOU  Chestnut  St.,  Philadelphia 
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An  attractive  arrangement  for  window  display  of  notions  and  small  wares. 


Home  Sewing  Week — The  Event  that 
Makes  the  Little  Things  Big 

Co-operative  Planning  by  Many  Departments  Should  Precede 
Announcements — Women  Are  Aiming  at  Economies  Now;  You 
Can  Point  to  Many  That  Home  Sewing  Week  Makes  Possible — 
And  It's  Good  Enough  for  Semi-annual  Exploitation 


THAT  it  is  the  small  things  that  count  is 
nowhere  proven  more  conclusively  than 
in  the  retail  store.  If  you  have  not  al- 
ready taken  stock  of  the  "small  things"  and 
their  infinite  possibilities,  suppose  you  jot 
down  a  few  suggestions  given  here  and  use 
them,  with  all  your  inventiveness  and  business 
genius,  in  a  well-advertised  Home  Sewing 
Week  and  see  if  the  end  does  not  justify  the 
means. 

Sewing  at  home  and  what  the  store  has  to 
offer  to  help  the  home  sewer  is  the  central 
idea  of  a  Home  Sewing  Week  compaign.  With 
notions  and  smallwares  as  the  central  selling 
appeal,  dress  goods  of  all  kinds,  ribbons,  laces, 
trimmings,  patterns  and  even  ready-to-wear 
goods,  hats,  coats,  suits,  underwear  and  cor- 
sets may  be  emphasized,  and  all  reflect  the 
benefit  of  the  campaign. 

Preparatory  Co-operation 

The  really  successful  Home  Sewing  Week 
should  be  carefully  thought  out  and  pre-ar- 
ranged with  close  co-operation  throughout  the 
other  departments,  reaching  a  grand  climax 
in  the  advertising  department. 

As  this  is  a  sale  of  plain  merchandise  for 
plain  people,  don't  feel  above  offering  a  little 
inducement  in  the  way  of  a  few  well-adver- 
tised, attractively  displayed  "bargains." 

In  selections  of  bargain  inducements,  bear 
irx  mind  the  advantage  of  "group  bargains." 
The  cost  of  one  item  may  not  allow  you  to 
sell  it  cheaper  than  another  store,  but  you 
can  sell  a  dozen  of  the  same  article  at  a  less 
price. 

Economy  in  Selling  "Groups" 

A  sale  of  a  dozen  spools  of  thread  repre- 
sents no  greater  expenditure  of  clerk  hire, 
paper  wrapping,  etc.,  than  the  sale  of  one 
spool.  In  this  same  relation  there  may  be 
mentioned  buttons,  pins,  braid,  featherstitch- 
ing,  seam  binding,  safety  pins,  hairpins,  etc. 

Hair  nets,  especially,  are  practical  for 
group  selling,  the  most  advantageous  sales  of 
hair  nets  having  already  proven  to  be  those 


offered  in  packages  or  boxes  of  a  dozen  each 
at  a  slightly  lower  price  than  they  can  be 
bought  one  at  a  time.  Not  only  is  this  to  the 
store's  advantage  in  the  saving  of  time,  paper, 
wrapping,  etc.,  but  it  also  greatly  increases 
the  number  of  nets  sold. 

How  They  Buy  Their  Hair  Nets 

In  a  canvass  of  a  body  of  35  young  busi- 
ness women  employed  in  a  New  York  office,  it 
was  found  that  18  of  the  35  ordinarily  bought 
their  nets  by  the  dozen  at  $1,  $1.25  and  $1.50, 
and  that  a  box  usually  lasted  about  five  weeks, 
making  the  life  of  each  hair  net  about  three 
days. 

Of  the  remaining  seventeen  who  bought 
their  nets  one  at  a  time  at  ten  cents,  two  for  a 


quarter  and  fifteen  cents  each — "they  wore 
them  when  they  were  worn  out  because  they 
could  not  think  to  buy  a  new  one,"  and  one 
said  that  hers  "usually  lasts  about  a  week." 

Of  course,  you  will  lose  a  little  expected 
profit  on  group  offerings,  but  your  stock  will 
have  turned  more  quickly,  and  new  trade  will 
result  for  laces,  dress  trimmings,  patterns  and 
yard  goods. 

Newspaper  Advertising 

Besides  carrying  illustrations  of  the  special 
bargain  inducements,  the  store  advertising 
should  also  picture  a  variety  of  garments  and 
other  things  that  may  be  made  by  the  home 
sewer;  for  instance,  a  figure  wearing  an  at- 
tractive gingham  house  dress  should  be  shown, 
with  the  caption,  "The  pattern  for  this  house- 
dress  is  No.  2206  and  the  material  may  be 
bought  complete  at  our  Home  Sewing  Week 
sale." 

There  should  also  be  shown  a  sweater,  with 
a  statement  of  the  number  and  brand  of 
thread  used  and  a  generous  sprinkling  of 
household  linens  and  hand-embroidered  arti- 
cles. 

Newspaper  copy  should  be  specific,  carry- 
ing a  definite  personal  appeal  to  the  individual 
customer.  Special  copies  of  the  section  of  the 
newspaper  carrying  this  advertising  should 
be  mailed  to  the  store's  list  of  dressmakers 
with  a  personal  letter,  calling  attention  to  the 
sale  and  inviting  patronage. 

Put  a  Dressmaker  on  the  Job 

Next  in  importance  to  thorough,  systematic 
advertising  of  the  event  is  the  attendance  of 
a  thoroughly  competent  and  tactful  dress- 
maker-saleswoman, a  person  able  to  advise  the 
particular  pattern  and  material  for  every  in- 
dividual type  and  purpose,  and  suggest  what- 
ever tasteful  decoration  should  be  employed. 

It  would  be  well  worth  the  trouble  to  ar- 
range an  informal  style  show  at  some  adver- 
tised hour  in  the  afternoon  of  each  day  dur- 
ing the  week,  showing  smart  and  practical 
garments  on  living  models,  with  a  "confidential 
style  chat"  from  the  dressmaker-saleswoman 
in  charge.  ^  , 

Window  Display 

The  same  advertising  plan  should  be  car- 
ried out  in  window  displays,  showing  the  same 
garments  that  are  shown  in  the  newspaper 
advertisement  on  the  window  figures. 

In  a  dress  goods  window  the  idea  of  the 
use  of  the  goods,  and  consequently  of  their 

(Continued  on  page  90) 


Titis  zvindow,  designed-by  J.  Ross  Pollack,  display  manager  for  the  New  York  Store  Helena 
Mont  sold  thousands  of  yards  of  pongee.  A  ten-foot  Japanese  parasol  was  used  as  a  background 
oZ  figure  was  dressed  in  Japanese  fashion  and  another  draped  with  yards  of  the  material.  Small 
Japanese  parasols  and  lanterns  were  used  and  the  card  was  lettered  over  an  air-brushed  Japanese  scene. 
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GIRDELIN 

is  continuously  advertised  to  the 
user.  The  accompanying  adver- 
tisement is  appearing  in  such 
pubhcations  as  Vogue,  Harpers 
Bazar,  Ehte  Styles,  Fashion  Art, 
Le  Costume  Royal,  etc. 

QUALITY  is  the  foundation  of  the 
success  of  GIRDELIN  Belting. 
There  is  much  dress  Belting  which 
depends  upon  artificial  sizing  for 
its  first  appearance.  But  GIR- 
DELIN Dress  Belting  possesses  in- 
herent qualities  which  enables  it 
to  stand  up  in  wear.  It  preserves 
the  lines  of  a  skirt  or  gown.  It  is 
easily  attached  and  it  is  washable. 

GIRDELIN  Belting  is  essentially  a  re-order  notion  item.  It  is  staple. 
It  is  profitable. 

Sales  are  materially  in  advance  of  the  same  period  last  year.  Is  your 
stock  complete  in  necessary  widths  of  the  best  selling  styles?  Sample 
of  new  mercerized  No.  3908  sent  upon  request.   Remember  that 

GIRDELIN 

means  Dress  Belting  boned  with  FEATHERBONE  and 

FEATHERBONE  means  " '^fmii" 


New  York 
44  E.  23d  St. 


Three  Oaks,  Mich, 
Chicago 
332  S.  Michigan  Ave. 


San  Francisco 
50  Sansome  St. 


Manufacturers  of  Dress  Specialties 
Lingerie  Ribbon — Narrow  Fabrics — Rick  Rack  Braid — Weighted  Tape — Collar  Supports 
Hair  Curlers — -Guimpes — Bias  Skirt  Facing — Dressmakers*  Wire 
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Canvass  Reveals 
Abiding  Faith 
In  Advertising 

Questionnaire  Sent  Out  by  Chamber 
of  Commerce  of  U.  S.  Brings 
Answer  That  Advertising  Is 
Counted  Upon  to  Speed 
Up  Prosperity 

By  Economist  Correspondent  at  Washington 

MERCHANDISING  houses  and  manufac- 
turers throughout  the  country  believe 
that  the  best  antidote  for  diminution  of 
consumption  is  the  extension  of  improved  and 
selected  advertising  campaigns.  This  state- 
ment is  abundantly  warranted  by  facts  ac- 
cumulated by  the  Chamber  of  Commerce  of  the 
United  States  in  a  nation-vi^ide  survey  to  de- 
termine the  readjustment  methods  used  in  rep- 
resentative mercantile  establishments.  Analy- 
sis of  the  questionnaires  shows  an  unmistak- 
able trend  toward  conservatism  and  a  revival 
of  the  personal  element  in  the  cultivation  of 
trade. 

One  of  the  outstanding  features  of  the 
study  in  advertising  was  the  general  admission 
that  merchants  and  manufacturers  were  elimi- 
nating the  courtesy  advertisements.  The  large 
department  stores  are  not  reducing  the  adver- 
tising appropriations,  but  on  the  contrary  have 
increased  these  items.  Thousands  of  mer- 
chants have  inaugurated  active  and  aggressive 
mail  order  campaigns  as  a  means  to  revive 
business. 

Reviving  Personal  Touch 

Retailers  and  manufacturers  have  gradually 
recognized  the  change — that  business  must  be 
invited  if  they  are  to  find  customers  for  their 
goods  at  remunerative  prices.  There  are  evi- 
dences of  the  successful  operation  of  direct  cir- 
culars. A  capital  illustration  is  offered  in  the 
report  of  a  large  merchandising  house  that 
personal  letters  from  the  head  of  the  office  to 
the  prospective  customers,  signed  by  the  offi- 
cials of  the  company,  had  brought  results. 

The  statistics  which  the  Chamber  is  com- 
piling on  American  business  will  be  of  the 
utmost  utility  to  the  merchant  who  wonders 
what  the  other  fellow  is  doing  to  bridge  the 
economic  disturbance  and  adjust  his  business 
to  the  new  order.  In  stressing  the  fact  that 
the  replies  would  be.  regarded  as  confidential, 
the  manager  of  the  Domestic  Distribution  De- 
partment of  the  Chamber  of  Commerce  stated : 
"We  are  anxious  to  know  what  you  are  doing 
to  reduce  your  cost  so  that  we  may  be  able  as 
quickly  as  possible  to  give  you  the  actual 
methods  and  facts  which  others  have  found 
beneficial."  The  questionnaire  embraced  seven 
questions,  which  were  designed  to  cover  all 
trades. 

Personnel  and  Publicity  Costs 

First,  the  Chamber  wanted  to  know  what 
the  merchant  was  doing  to  reduce  personnel 
cost  to  a  normal  basis.  He  was  asked  to  state 
separately  the  approximate  percentage  of  re- 
duction in  terms  of  wages,  commissions  or 
bonuses,  number  of  employees,  reducing  or  in- 
creasing hours  of  work  and  methods  of  in- 
creasing efficiency  of  employees. 

Then  they  inquired  as  to  publicity  costs.  A 
sufficient  number  of  replies  have  been  received 
and  analyzed  to  support  previous  statements. 
The  department  stores  reported  that  they  were 
reducing  the  white  space  through  thrift  in  use 
of  cuts  and  preparation  of  better  advertising 
copy.    All  merchants  agreed  that  the  day  of 


the  bombastic  style  of  advertising  had  passed. 
They  have  found  that  the  scare-head  advertise- 
ments do  not  reach  the  most  desirable  custom- 
ers, as  the  conservative  buyer  looks  upon  the 
sensational  advertisement  with  suspicion, 
which  is  often  justified. 

There  were  numerous  instances  where 
merchants  and  manufacturers  increased  their 
advertising  appropriations  from  300  to  400 
per  cent. 

Owners  of  nationally  known  department 
stores  reported  to  the  Chamber  that  "we  are 
advertising  more  during  the  dull  season  so  that 
we  may  keep  the  price  reductions  constantly 
before  our  prospective  customers.  We  induce 
people  at  a  distance  to  patronize  to  the  extent 
of  inducements  in  better  delivery  service." 

Many  firms  have  doubled  their  circular  ad- 
vertising and  follow-up  campaigns.  It  is  in- 
teresting to  note  that  the  majority  of  manu- 
facturers and  wholesalers,  in  curtailing  their 
expenditures,  kept  their  advertisements  in 
trade  publications  but  withdrew  from  the 
so-called  popular  or  fiction  magazines.  There 
is  a  general  feeling  that  never  before  in  his- 
tory of  business  has  a  better  opportunity 
presented  itself  for  advertising  agencies  to 
show  tangible  results — dividends  on  an  in- 
vestment made  by  the  merchant.  The  period 
of  deferred  valuation  and  good  will  ]s  not  con- 
sidered so  much  at  present  as  immediate  sales, 
the  day-to-day  business. 

The  budget  system  is  gaining  in  favor  in 
stores  because  it  allows  an  accurate  knowledge 
of  administrative  expenses. 

In  the  manufacturing  lines  the  tendency  is 
to  accomplish  reduction  in  production  costs 
through  strict  accounting  for  use  and  purchase 
of  supplies.  Firms  have  found  it  advantageous 
to  employ  storekeepers.  Factory  managers  ave 
meeting  the  demand  for  lower  prices  by  a  more 
accurate  lay-out  and  arrangement  of  factory 
operation.  Certain  manufacturers  are  scrap- 
ping old  equipment  and  installing  modern  ma- 
chinery in  striving  for  more  mechanical  and 
less  manual  production. 


Baltimore  Fashion  Show 
To  Be  Hummer 

Baltimore  aims  to  go  right  to  the  head  of 
the  class  among  cities  staging  fashion  shows 
and  pageants.  An  organization  banquet  last 
week  brought  together  nearly  two  hundred  of 
the  city's  leading  wholesalers  and  manufac- 
turers, all  enthusiastic  over  the  project  to  put 
across  the  greatest  fashion  pageant  over  held 
in  an  American  city.  They  came  with  some- 
thing more  substantial  than  enthusiasm,  too. 
Ten  minutes  after  the  first  request  for  funds 
was  made  $10,000  was  subscribed.  The  esti- 
mated expense  of  the  pageant  will  be  $40,000, 
and  it  is  believed  this  will  be  raised  without 
difficulty. 

Water  Carnival  the  Headliner 

Baltimore  has  a  splendid  water  front,  of 
which  full  advantage  is  to  be  taken.  Prelimi- 
nary plans  contemplate  staging  a  y/ater  car- 
nival of  surpassing  beauty,  calling  for  a  great 
fleet  of  motor  boats  on  which  will  be  built 
decorative  structures  in  the  form  of  gondolas, 
galleys  and  other  picturesque  craft  of  ancient 
naval  history. 

On  these  boats  will  be  borne  fashion  models, 
but  not  these  alone.  Figures  allegorical  and 
symbolic  of  Baltimore's  great  and  widely 
varied  industries  and  her  romantic  history  will 
have  prominent  place. 

The  pageant  will  be  staged  on  two  evenings 
of  two  consecutive  weeks  in  August.  The 
water  stage  selected  for  the  pageant  is  a  land- 
locked bay  thoroughly  protected  from  wind  and 


free  from  swift  currents  and  tides.  Low  hills 
all  about  slope  gently  to  the  water's  edge,  pro- 
viding ideal  vantage  ground  for  throngs  of 
spectators.  Staged  at  night,  the  pageant  will 
be  illuminated  by  rays  from  batteries  of 
searchlights  on  the  shore.  An  elaborate  fire- 
works program  also  is  planned. 

Industrial  Exhibit  to  Match  Pageant 

While  the  pageant  is  of  chief  general  in- 
terest, to  the  merchant  the  manufacturing  and 
industrial  exhibit  will  be  an  equal  attraction. 
This  is  to  be  staged  in  one  of  the  city's 
armories  coincidentally  with  the  water  carni- 
val. It  will  be  designed  to  give  a  clear  concep- 
tion of  the  scope  and  importance  of  Baltimore's 
industries.  It  is  believed  that  merchants  com- 
ing to  view  the  event  will  be  able  so  to  familiar- 
ize themselves  with  the  city's  goods  and  ad- 
vantages as  a  market  that  they  will  make  it 
a  regular  buying  center. 

A  supreme  effort  will  be  made  to  put  St. 
Louis  where  she  belongs  in  the  matter  of  hold- 
ing pageants,  which  Baltimoreans  believe 
should  be  in  second  place.  One  of  ^he  prin- 
cipal features  of  the  organization  banquet  was 
a  talk  by  Flint  Garrison,  manager  of  the  Dry- 
goodsman,  of  St.  Louis,  and  designer  and  or- 
ganizer of  that  city's  famous  fashion  pageants. 
He  described  in  detail  the  organization  of  such 
a  show  and  illustrated  his  lecture  with  moving 
pictures.  He  was  followed  by  A.  C.  Pearson, 
vice-president  of  the  Textile  Publishing  Co. 
and  general  manager  of  the  Economist  group 
of  publications,'  who  told  what  co-operation  and 
organization  have  done  for  other  cities  plan- 
ning similar  affairs. 

William  B.  Lalor,  president  of  the  Florence 
W.  MacCarthy  Co.,  heads  the  central  com- 
mittee charged  with  direction  of  the  pageant. 
Under  his  energetic  leadership  plans  are 
already  far  advanced  and  committees  have 
been  appointed  to  take  care  of  every  phase  of 
the  program. 


Trade  Notes. 


Miss  C.  Herman,  formerly  of  William  Tay- 
lor &  Sons  Co.,  Cleveland,  Ohio,  has  been  ap- 
pointed successor  to  Mrs.  J.  K.  Creighton, 
buyer  of  infants'  wear  for  S.  Kann  Sons  Co. 
for  the  past  nine  years  and  who  is  now  re- 
signing to  take  a  rest. 

Miss  Ruth  E.  Beckus  has  recently  been  ap- 
pointed buyer  of  women's  ready-to-wear  for 
the  Zahn  Dry  Goods  Co.,  Racine,  Wis. 

John  Quayle,  who  was  formerly  with  the 
Sellwood  Co.  of  Ishpeming,  Mich.,  has  now 
been  appointed  manager  and  buyer  of  the 
Quayle  Dry  Goods  Co.  of  Gwinn,  Mich. 

R.  Teitelbaum  has  accepted  a  position  as 
buyer  in  the  coat,  and  suit  department  of  Mun- 
ker  Co.,  Steubenville,  0. 

Nat  Gavender  has  joined  the  staff  of  Mar- 
tin B.  Golubock,  resident  buyer,  and  will  in  the 
future  have  complete  charge  of  the  ready-to- 
wear  department.  Mr.  Gavender  for  the  past 
ten  years  has  been  connected  with  wholesalers 
in  the  New  York  ready-to-wear  market. 

Miss  Troupe  is  the  new  buyer  for  the 
misses'  ready-to-wear  department  at  the  Em- 
porium, San  Francisco. 

Miss  E.  Burns,  formerly  of  Miller  &  Paine, 
Inc.  of  Lincoln,  Neb.,  has  taken  charge  of  the 
house  dress  section  of  the  Burgess-Nash  Co. 
of  Omaha.  The  Burgess-Nash  Co.  will  open 
a  basement  store  in  its  new  building  and  has 
appointed  Mr.  Seitenbach,  who  was  formerly 
with  the  T.  S.  Martin  Co.  of  Sioux  City,  to 
have  charge. 


82 


DRY  GOODS  ECONOMIST,  MARCH   19,  1921 


"Quickslip"  All- Rubber 
Ventilated  Baby  Bloomers 


T«de  **RUBRIZ"  Mark 

WARNING! 

"QuicksHp"  and  "Protecto"  Ven- 
tilated Bloomers  are  protected  by 
our  patents — United  States  No. 
1353750;  Great  Britain,  150219; 
Canada,  202688.  Every  garment 
trade-marked   and  numbered 


Ask  Your  Jobber 
for  Samples  or 
Write  Us  Direct 


Investigation  Will  Pay  You 

All  rubber,  and  ventilated,  these  air-cooled  bloom- 
ers afford  complete,  sanitary  protection.  Made  with 
openings  at  the  sides  to  permit  necessary  ventilation 
— waist  and  leg  bands  cemented — practically  one- 
piece.  Generously  roomy.  Three  sizes:  Small, 
Medium  and  Large.  Counter  display  box  vAth  each 
order.  Sell  "Quickslips"  in  your  Infants'  and  Notions 
Departments. 

ALSO  MAKERS  OF 

"Kepdry"  "Protecto"  "Velvet  Finish" 

Household  Ladies'  Sanitary  Rubber 

Aprons  Bloomers  Sheeting 


Rubberized  Sheeting  &  Specialty  Co.,  Inc. 

"Rubber  Goods  Headquarters" 
221  Fourth  Avenue 


New  York  City 


Export  Department: 
D.  E.  BRONSON  &  CO.,  Inc.,  15  East  26th  St.,  New  York 


Trade  "RUBRIZ"  Mark 
"Protecto"  Sanitary  Bloomers 

(Patented) 

Modern,  reliable,  quick-fit- 
ting, self-adjusting,  all-rubber, 
sanitary  quick-selling.  Ven- 
tilated at  sides.  Cool,  com- 
fortable. All  threads  elimi- 
nated, thus  allowing  garment 
to  adjust  itself  to  several 
sizes.  Can  be  cleansed  by 
immersion  in  warm  water. 
Eleady  to  wear,  nothing  to  ad- 
just. Three  sizes.  Large,  Me- 
dium and  Small.  Investigate. 


a  bar  dine  / incr\^ 


A  DELIGHTFUL  variation  from  the 
ordinary  is  this  smart  new  shape  and 
finish — large  flat  sheet  in  rep-gabar- 
dine effect,  envelopes  to  match. 

ATTRACTIVE  flat  display  box,  die  stamped 
title;  paper  and  envelopes  silk  ribbon  tied. 

Request  sample  stretchei 
showing  size  and  tints. 


One  of  the  Line 
Thai-  is  Different 


ATLANTA 


RETAILERS ! 

DO  YOU  WANT 
TO  LEASE  SPACE 
FOR  MEN'S  AND 
BOYS'  CLOTHING? 


An  announcement  in  next  week's 
Economist  will  reach  the  concerns 
who  are  operating  men's  and  boys' 
clothing  departments  in  stores  all 
over  the  country  and  are  always 
looking  for  other  stores  in  which 
to  place  their  goods. 


DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 

4900  Bryant 
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Endless  Chaim  oTCusTCMiERS 

\^  carit  order  too  mucn 


Note  the  New  Wholesale  Prices 


Minimum  Order  Accepted  $250 


These  prices  are  subject  to  the  discounts  named  in  this  advertisement. 

CORNED  BEEF 


No.  1  cans . 
No.  2  cans. 


1  5  c  per  can 

2  7c  per  can 


1  -lb.   cans  1  8c  per  can 

6-lb.  cans  1-00  per  can 


30c  per  can 


If  value  of  full  carload  (shipped  at  Government  expense)  is  less 
than  $4,001  then  20%  discount  will  be  allowed  on  the  value  of  the 
carload. 


CORNED  BEEF  HASH 

Mb.  cans   15c  per  can       2-lb.  cans  . 

TABLE  OF  DISCOUNTS: 

$    250.00  to  $1,000   Net 

1,001.00  to    2,500   5% 

2,501.00  to    4,000   J0% 

4,001.00  and  over  20% 

CUMULATIVE  PURCHASES  COUNT 

To  stimulate  purchases  of  carload  lots  and  to  promote  sales  in  large  quantities,  further  discounts  as  follows  are  authorized  to  customers  order- 
ing  or  re-ordering  in  carload  lots. 

When  purchases  reach  $  50,001  24%  net  to  prevail  When  purchases  reach  $  500,001  32%  net  to  prevail 

When  purchases  reach     100,001  28%  net  to  prevail  When  purchases  reach    1,000,001  and  over,  35%  net  to  prevail 

The  foregoing  means  that  the  total  purchase  by  a  customer  in  carload  lots  from  time  to  time  will  be  taken  into  consideration  and  the  proper 
discount  applied  on  the  sum  of  all  the  purchases,  including  the  first  carload  lot. 

Credit  Sales— Depot  Quartermasters  are  authorized  to  sell  surplus  canned  meats  for  cash  bankers  acceptance  or  on  not  to 
exceed  ninety  (90)  days  straight  credit  in  the  commercial  sense.  Credit  w.ll  be  extended  only  to  those  individuals  firms  or 
chrrUabLor'ianizations'^  which  can  establish  a  satisfactory  credi^t  rating  (Duns.  Bradstreet  s  or  Banks) .  or  municipalities  hav- 
ing a  bona-fide  purchasing  organization.  The  credit  risk  in  each  case  is  left  to  the  decision  of  the  Depot  Quartermaster 
Freight  Prepaid— Shipments  of  not  less  than  carload  lots  will  be  niade  at  Government  expense  to  any  pomt  in  the  United 
Statfs  outside  a  radius  of  20  miles  of  the  point  of  storage  from  which  shipment  is  made.  The  Government  will  not  be  liable 
for  any  demurrage  or  switching  charges  that  may  accrue  after  goods  are  loaded  for  shipment.  Prices  quoted  are  in  all  cases 
f.  o.  b.  storage  point,  with  freight  prepaid,  as  above  specified  on  carload  lots. 


Samples    on  Request 

The  Depot  Quartermaster  in 
your  district  will,  on  receipt 
of  price  of  samples  wanted  and 
postage  costs,  be  glad  to  send 
same  to  prospective  purchas- 
ers in  their  respective  zones. 


SURPLUS  PROPERTY  BRANCH 

Office  of  the  Quartermaster  General 
Munitions  Building,  Washington,  D.  C. 


Guaranteed  Condition 

The  Government  guarantees  to 
deliver  all  meats  in  perfect 
condition.  The  most  rigid  in- 
spection will  be  made  of  each 
shipment  before  it  leaves  point 
of  storage,  thus  insuring  full 
protection  to  all  purchasers. 


CANNED  MEAT  S 

itb^thQ  Carload^wigk  pwpaidL 
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Monthly  Charts 
Of  Sales  Basis 
For  Bonuses 

"Temperature  Charts"  o£  S.  F.  Iszard 
Co.  Prove  of  Great  Value  in 
Stimulating  Business 

The  most  interesting  things  about  the  S. 
F.  Iszard  Co.  of  Elmira,  N.  Y.,  according  to 
Mr.  S.  F.  Iszard,  president,  are  their  "Temper- 
ature Charts,"  which  he  says  have  been  of 
great  value  in  stimulating  business. 

Each  department  has  a  graphic  chart  on 
which  is  put  in  black  the  sales  of  the  depart- 
ment for  each  month.  Then  a  red  line  is  used 
to  show  the  sales  of  this  year,  and  the  sales- 
people have  taken  a  very  decided  interest  in 
seeing  that  the  red  line  crosses  the  black. 

Since  these  charts  are  displayed  on  the 
bulletin  board  in  each  department,  the  public 
also  has  learned  their  meaning  and  takes  al- 
most as  much  interest  as  the  store  owners  in 
seeing  how  business  is  going. 

Bonus  for  Monthly  Increases 

Still  further  interest  is  obtained  in  the 
chart  by  offering  one  per  cent  as  a  premium 
to  the  selling  people  if  the  sales  of  this  year 
exceed  those  of  last  year  in  each  month.  This 
one  per  cent  is  paid  even  though  the  depart- 
ment exceeds  last  year's  total  by  only  one  per 
cent. 

The  money  or  extra  commission  is  divided 
according  to  points.  The  value  of  a  point  is 
arrived  at  by  a  very  simple  method. 

The  total  amount  of  money  paid  to  the 
selling  force  is  obtained,  then  each  dollar  is 
called  a  point  and  the  total  number  of  points 
or  dollars  is  divided  into  the  amount  of  money 
to  be  distributed  for  the  month,  which  sets  the 
value  of  each  dollar  or  point  in  its  commission 
value. 

How  Bonuses  Are  Figured 

Each  salesperson  is  then  entitled  to  the 
value  of  the  points  which  his  salary  repre- 
sents. A  complete  example  would  be  thus — 
say  there  are  .$1,000  paid  to  the  selling  people 
and  $500  is  the  amount  set  aside  as  an  extra 
bonus,  then  each  dollar  or  point  of  salary 
would  represent  50  cents  on  commission.  Thus, 
a  man  getting  $40  per  month  would  be  en- 
titled to  40  points  or  40  x  50,  which  is  $20. 

While  the  plan  is  being  tried  out  for  March 
only,  it  is  creating  so  much  enthusiasm  that 
there  is  little  doubt  but  that  it  will  be  con- 
tinued throughout  the  year. 

The  name  for  the  chart  was  secured  in  a 
peculiar  way.  A  lady  customer  who  happened 
to  see  the  bulletin  board  with  the  charts  dis- 
played remarked  that  it  looked  like  a  tempera- 
ture chart  that  she  was  familiar  with  in  hos- 
pital work.  The  application  appealed  to  the 
imagination  so  much  that  the  charts  are  now 
known  by  this  name  all  over. the  store. 

Binghamton  Admen  to 
Maintain  Standards 

A  drive  against  dishonest  and  misleading 
advertising  is  to  be  made  by  the  Binghamton, 
N.  Y.,  Ad  Club,  composed  of  advertising  men 
of  local  stores.  A  committee  has  been  ap- 
pointed to  draw  up  a  code  of  practice  to  be 
followed  by  advertisers  in  the  city.  This 
code,  when  approved  by  the  club  and  the 
Advertisers'  and  Merchants'  Association,  will 


be  strictly  enforced. 

At  the  meeting  at  which  the  project  came 
to  a  head,  Floyd  McLean,  of  Hills,  McLean 
&  Haskins,  spoke  strongly  in  favor  of  the 
measure.  He  declared  that  some  of  the  ad- 
vertising printed  in  Binghamton  is  down- 
right dishonest  and  a  good  deal  is  misleading 
to  readers.  He  particularly  decried  the  ac- 
tivities of  "selling  out"  stores,  fire  sale  hold- 
ers and  the  like,  at  the  same  time  hitting  at 
merchants  who  advertise  goods  without  mak- 
ing them  known  as  seconds.  He  also  spoke  of 
the  use  of  comparative  prices  based  on  values 
belonging  to  the  past.  "The  public  is  en- 
titled to  the  whole  truth  without  evasion," 
he  declared,  "and  because  it  is  not  always 
told  advertising  falls  into  disrepute." 
I   . 

Cleveland  Notes 


Cleveland  Office  of  the  Dry  Goods  Economist 
539  Guardian  Building 

The  home  furnishing  sale  held  the  week 
before  Style  Show  at  the  Bailey  Co.,  was  the 
biggest  thing  the  store  has  done  for  some 
time.  It  is  the  second  year  such  a  sale  has 
been  held  and  considering  present  conditions 
it  is  significant  that  the  store  far  exceeded 
last  year's  figures.  Style  Show  week  in  this 
store  was  observed  by  the  usual  advertising 
and  window  displays  and  store  decorations. 

The  Lindner  Co.  has  started  work  on  their 
annual  anniversary  or  birthday  week.  These 
plans  are  always  so  extensive  that  they  oc- 
cupy most  of  the  attention  of  the  advertising 
department  and  the  buyers  for  weeks  and 
sometimes  months  beforehand.  They  are 
planning  as  large  a  celebration  this  year  as 
ever,  and  because  of  this  event,  to  take  place 
soon,  they  did  very  little  in  the  way  of  spe- 
cially observing  Style  Show  week. 

Lou  Feniger,  formerly  buyer  with  the 
Hisch  Co.,  Rockford,  111.,  is  preparing  for  the 
opening  of  his  women's  apparel  specialty 
shop  in  Cleveland.  Feniger's,  as  the  shop 
will  be  called,  will  occupy  one  of  the  stores 
in  the  new  Bulkley  Building  at  1319  Euclid 
Avenue. 

Miss  Minnie  Jackson,  formerly  buyer  of 
underwear  and  house  dresses  for  the  Hig- 
bee  Co.,  has  left  there  to  take  charge  of  sim- 
ilar departments  for  the  Block  Co.,  Indianap- 
olis, Ind. 

C.  of  C.  of  U.  S.  Suggests 
Cancellations  Policy 

The  Chamber  of  Commerce  of  the  United 
States,  believing  that  cancellation  of  con- 
tracts is  one  of  the  causes  of  existing  busi- 
ness troubles,  issues  some  rules  which  it  be- 
lieves will  help  to  restore  normalcy  in  the 
mercantile  world: 

"Draw  contracts  in  conformity  with  the 
law  of  the  State  in  which  they  are  completed 
or  accepted,  making  the  obligations  of  both 
the  seller  and  the  buyer  equitable. 

"Provide  in  contracts  for  arbitration  in 
case  of  dispute  either  under  the  State  laws, 
rules  of  trade  organizations  or  other  equita- 
ble agency. 

"Stand  for  'Golden  Rule'  policy  through- 
out your  business,  taking  less  if  necessary  to 
demonstrate  you  mean  it. 

"Without  preaching,  keep  before  your  em- 
ployees and  your  trade  continuously  the  value 
of  good-will  built  on  kept  promises. 

"Take  an  advance  stand  personally  for 
American  business  integrity  and  let  it  be 
known." 


News  and  Views  of 
Trade  as  Seen  by 
The  Buyer 

R.  J.  Grace,  who  has  been  head  of  the 
floor  coverings  and  drapery  departments  of 
the  Wallace  Co.,  Poughkeepsie,  N.  Y.,  since 
the  first  of  the  year,  says  his  rug  stocks  are 
very  low  and  he  is  darn  glad  of  it.  He  is 
going  to  sweeten  them  up  pretty  soon.  His 
particular  ambition  right  now  is  to  install  a 
contract  department  which  he  believes  can 
be  made  a  profitable  game  if  vigorously 
pushed. 

Only  one  line  of  hosiery  is  carried  in  the 
men's  department  of  the  Rose-Gorman-Rose  Co., 
Inc.,  Kingston,  N.  Y.  P.  Johnson,  head  of  this 
department,  says  he  finds  it  more  profitable  to 
have  most  of  his  men's  hose  in  the  women's  de- 
partment, because  of  the  large  number  of  women 
ivho^  pick  up  a  few  pairs  for  hubby  while  buying 
their  own. 

"I  go  to  the  city  every  week  or  two  and 
bring  back  a  trunkful  of  things  with  me,'* 
says  Mrs.  Sarah  De  Veau  Wagner,  head  of 
the  ready-to-wear  department  of  W.  M. 
Whitney  &  Co.,  Albany,  N.  Y.  "I  find  that  by 
keeping  ray  stocks  freshened  up  with  new 
goods  constantly  coming  in  I  sell  an  old  gar- 
ment for  every  new  one."  Mrs.  Wagner's  de- 
partment ran  well  ahead  in  January  and 
broke  even  in  February.  The  local  car  strike 
hurt  a  bit  in  the  latter  month. 

E.  M.  Powell,  who  for  years  hus  bundled 
coats,  suits,  dresses  and  skirts  for  Wm.  H.  Frear 
&  Co.,  Troy,  N.  Y.,  believes  in  a  great  variety  of 
models  from  many  manufacturers.  He  seldom 
buys  more  than  one  garment  of  a  size  in  any- 
model.  That  means  a  lot  of  looking  around  in 
the  market,  but  he  enjoys  it  and  finds  that  it 
pays. 

Miss  Kate  M,  Dolan,  who  is  one  of  the 
veterans  of  Wm.  H.  Frear  &  Co.,  Troy,  N.  Y., 
is  going  quite  light  on  blouse  purchases,  ex- 
pecting spring  to  be  a  fine  dress  season.  She 
has  obtained  good  results  in  her  corset  de- 
partment by  cutting  down  the  number  of 
lines  and  keeping  a  complete  stock  of  those 
she  features.  Miss  Dolan  is  in  charge  of 
blouses,  lingerie,  corsets,  infants'  wear  and 
children's  apparel  from  6  to  14  years. 

J.  J.  Madden,  who  has  the  coats,  suits  and 
dresses  at  G.  V.  S.  Quackenbush  &  Co.,  Inc., 
Troy,  N,  Y.,  says  he  has  the  dickens  of  a  time 
explaining  to  inquisitive  customers  why 
clothes  cost  so  much  when  they  can  buy  yard 
goods  and  have  things  made  up  more  cheap- 
ly. He  believes  suits  are  too  high-priced  ta 
make  spring  a  good  suit  season. 

W.  R.  Smyth,  who  buys  men's  and  women's 
hosiery,  knit  underwear  and  sweaters  for  G.  S.  V. 
Quackenbush  &  Co.,  Inc.,  Troy,  N.  Y.,  is  buying 
lightly  in  all  lines.  He  finds  customers  think  less 
of  quality  in  underwear  than  in  hosiery,  as  it  is 
more  apparent  in  the  latter.  Price  is  the  big 
thing  in  underwear.  He  carried  a  lot  &f  light 
weight  underwear  over  from  last  summer,  hut 
the  mild  winter  enabled  him  to  dispose  of  most 
of  it. 

Wm.  H.  Warner  of  the  H.  S.  Barney  Co., 
Schenectady,  N.  Y.,  is  a  busy  man.  He  has. 
direction  of  the  men's  department,  boys'" 
clothing,  men's  and  women's  hosiery,  knit 
underwear,  sweaters,  scarfs,  etc.  He  says 
women's  sweaters  and  fancy  knit  goods  were 
unsuccessful  when  sold  on  the  second  floor 
with  other  ready-to-wear,  but  took  a  big 
jump  when  moved  to  the  main  floor.  He' 
would  like  to  get  hold  of  some  good  German 
hosiery;  but  doesn't  feel  like  paying  for  it 
on  the  other  side.  He  is  selling  German 
chamoisette  gloves  well.  He  has  bought  only 
his  branded  lines  of  underwear  for  spring. 
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DRESS  COTTONS 


mOISTCRCO  TRADE  MARK 

Claflins  Incorporated 

NEW  YORK 


"The  Best  in  the  World" 

Richard  Haworth  and  Company,  Limited 
MiHs  on  Manchester  Ship  Canal 
The    Show    Mills   of  Lancashire 


"HOOSIER" 

The    best    36-inch  brown 

domestic    in  America 
Bv/V  it  iv  t^e  bale;  sell  it 
by  the  bolt 

Sold  by  all  wholesalers 

Indiana  Cotton  Mills 

Cannelton,  Ind 


For  Bargains  in  Cotton  Goods 

Remnants  and  Short  Lengths 

WRITE  OR  SEE 

GLOBE  COTTON  GOODS  CO. 

128  So.  Market  St.,  CHICAGO 
SEND  FOR  PRICE  LIST  AND  SAMPLES 


WHITE  GOODS 


HorrOCkses"^/'  Excellence 
N  NAINSOOKS 
AND  FINE  COTTONS. 


US.Afjents- 

Wright  K  Graham  Co., 
IIO.FrankIm  St..  New  York 

Canadian  A0ent  — 
J.  E  Ritchie. 

59l,St.Catherine  St.W  Montreal.Qu. 


KING  PHILIP  MILLS 

The  Home  of 

NAINSOOKS 

B       S.H.Howe,  Selling  Agent 

48  Leonard  Street.  New  York 


ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  White  Merchandise" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 

44-46  E.  25th  St.,       New  York 


DRESS  GOODS 


NEW  YORK 

Successors 
to 


BRADFORD 

W.  W.  Rycrof  t  &  Co. 

Stavert  Zigomala  &  Co. 

63  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 
Imported  Mohairs,    Sicilians,  Wool  and 
Cotton  I5ress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


WOOLENS 


SELLING  AGENTS 


LINENS 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  for 

Sporting  Suits 
Palterns  and  Prices  on  Application. 

S.  A.  NEWALL  &  SONS 
(D.G.E.) 
Stornoway,  SCOTLAND. 

Slate  Shade  Desired. 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agents 

86  to  88  Worth  Street 


Pat.  Office 


Reg.  U.S. 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Cutting-Up  Trade 


RESIDENT  BUYERS 


Flannel 


"Sekyivejn^anoei 


45E.17thSt.     New  York C««on 


EAL  SERVICE  oT 
EADY  TO  WEAR 
BUYING 

'Without  a  cent  of  added  cost  loyoii 
Womens  Misses.and  Childrens 
READY  TO  WEAR 

\X10  Broadway  NewYoik 


DYERS  &  FINISHERS 

I        Gilbert  Ave.,  Cincinnati,  O. 

1  Dyers  of  Hosiery  and  Piece  Goods 

I  We  will  Dye  6  pairs  of  Hosiery  free  to  prove 
=  quality  of  work.  Dry  Cleaning  of  soiled  Stock 
i  Goods  a  Specialty.  This  is  a  money  saving 
=  service. 


> IRISH  LINEN  SOCIETY 


BELFAST  IRELAND 


A  CO-OPERATIVE  NON  PROFIT 
ORGANIZATION  OF  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  STREET.  NEW  YORK  1 
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1  1 

I  INDEX  I 

I    Buyer's  Merchandise  Guide 


DRESS  LINENS' 


Pages 

Aprons    90 

Art  Needlework    88 

Baby  Goods    93 

Blankets    87 

Books   91 

Braids  and  Trimmings    88 

Button  Machines    91 


Pages 

Men's  Wear    91 

Millinery    90 

Music  Publishers    91 

Muslin  Underwear    90 


Children's  Dresses   

Children's  Wear   

Coats  and  Suits   

Corsets   

Cots  and  Camp  Furniture 


89 
89 
89 
90 
93 


Curtains    94 

Display  Fixtures    94 

Dolls  and  Toys    93 

Dress  Cottons    87 

Dress   Goods    87 

Dresses    89 

Dyers  and  Finishers    87 

Floor  Coverings    93 

Furs    90 


Neckwear    88 

Notions  and  Fancy  Goods        92,  93 

Oil  Cloth   93 

Paper  Shredders   .  . '.   94 

Phonograph  Records    94 

Phonographs    94 

Pillows    93 

Playsuits    89 

Resident  Buyers    87 

Ribbons    90 

Selling  Agents    87 

Shoes    90 

Silk  Underwear    90 

Silks    87 

Skirts    90 

Store  Equipment    94 

Towels    88 


EACH"  Linen  G>Ii? 

PURE  IRISH  LINEN 

Q 

^^^^^ 

LINEN  DAMASKS 

96"'  street      New  York. 

WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

4S  East  20th  St.   N.  Y.  City 


LININGS 


Gloves   

Hosiery  .  .  .  . 
Knit  Goods 


91 
91 


Labels    90 

Laces  and  Embroideries   88 

Linens    87 

Linings    87 


Underwear    91 

Upholstery  Materials    94 

Waists    89 

Wash  Cloths  and  Towels   88 

White  Goods    87 

Wholesale  Dry  Goods   87 

Woolens    87 


Yarns 


93 
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SILKS 


WHOLESALE  DRY  GOODS 


PEEK-fi-BOO 

CREPE  AND  VOILE 

Tiose  B/oW  Rz.ciium     Cambskin  _Crepe 
Mountain  Creek  SaHn      FlirZ-ahion  Taf/ef-a. 
Go//  Crepe  ^'"g'l 
SeaWafe  ..iSi^T*^  S/-arbrighh 


SHOWN  AT  OUR 
SALESROOM  OR 
BY  APPOINTMENT 


FRANCK&MARX 
345  FOURTH  AVE 
NEW  YORK 


MARK 


CLAFLINS  Incorporated 

H.  P.  Bonties,  President,  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


The  Gilbert  Mannfae- 
toring  Company's 
Linings  converted  and 
distributed  solely  by  us. 


Complete  range  of  everything  carried 
in  a  Lining  Department. 
CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


I 


11  East  26^ 


BLANKETS 


Write  Sot  our  latest 

Special  Catalogs 
E  1920 

To  Dealers  only. 


John  W  Firw  ell  Company 

^  CHICAGO 

Wholesale  Dry  Goods  and  General  Merchandise 


Thomas  Kelly  &  Co.'s  Successor 
James  M.  Morrison 


78  lo  84  CMAUNCV  STREET. 

m 


"ViyellQ  Flannell 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 

Adams  and  Wells  Sts.  Chicago 


WHEN  IN  DOUBT- 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
'  Codes  A.B.C.  5th  Edition  &  Bentley's 


88 


DRY  GOODS  ECONOMIST,  MARCH  19,  1921 


Chicago  Pageant 

(Continued  from  page  51) 

inspecting  the  arts  and  industries  of  America. 

It  comes  just  at  the  time  when  merchants 
from  the  West,  South,  Southwest  and  North 
are  visiting  the  city  to  make  their  fall  pur- 
chases. One  hundred  and  fifty  thousand  people 
a  day  can  be  handled  easily.  Street  cars  run 
all  the  way  through  the  pier,  passing  around  a 
loop  and  coming  out  without  obstruction.  Two 
hundred  and  fifty  cars  can  be  unloaded  at  one 
time,  insuring  ample  transportation  facilities. 

Heads  of  Dry  Goods  Division 

Those  in  charge  of  the  dry  goods  division, 
one  of  the  most  enthusiastic  of  them  all,  are: 
George  W.  Montgomery,  the  Fair;  D.  F.  Kelly, 
Mandel  Bros. ;  F.  B.  Corley,  Marshall  Field  & 
Co.;  H.  M.  Hart,  the  Boston  Store;  E.  M. 
Rosenthal,  Rothschild  &  Co. ;  Irving  Klein,  the 
Fourteenth  Street  Store;  A.  M.  Kerr,  Carson, 
Pirie  Scott  &  Co.,  and  F.  E.  French,  John  V. 
Farwell  &  Co. 


Trade  Notes 

McCormack  Bros,  department  store,  Ta- 
coma.  Wash.,  is  being  enlarged  by  extension  of 
the  three  upper  floors  to  provide  18,000  feet  of 
additional  space.  Two  new  entrances  and  a 
concrete  arcade  front  are  other  improvements 
under  way.  The  main  floor  is  to  be  re- 
arranged and  equipped  with  new  fixtures.  The 
present  balcony  will  be  extended  to  accom- 


modate an  enlarged  shoe  department  and  a  mo- 
tion picture  theatre  for  children  with  a  capac- 
ity of  225  persons.  A  furniture  department  is 
to  be  installed  on  the  third  floor  and  men's  and 
women's  rest  rooms  on  the  fourth.  The  second 
floor  will  be  devoted  entirely  to  women's  ap- 
parel departments. 

The  warehouse  of  the  Dives,  Pomeroy  & 
Stewart  department  store,  Reading,  Pa.,  and 
adjoining  property  recently  was  damaged  to 
the  extent  of  $100,000  by  a  fire  of  unknown 
origin.  Smoke  and  water  also  caused  heavy 
loss  to  the  clothing  stores  of  Croll  &  Keck  and 
Zabel  Bros. 


Alluring  Lingerie 

(Continued  from  page  41) 

place.  One  orchid-colored  symphony  of  georg- 
ette and  lace  is  made  en  suite  and  comprises 
a  "cami-petticoat"  and  a  negligee.  The  front 
and  back  of  the  garments  are  of  widths  of 
accordeon-pleated  crepe,  while  six-inch  wide 
panels  of  deep  ecru  lace  form  the  side  panels 
of  both  garments. 

Pajamas 

The  accusation  of  being  unfeminine  can- 
not be  brought  against  adherents  of  the  pa- 
jama  suit  as  it  has  been  created  for  1921.  Gay 
it  is,  and  vivid  and  colorful.  The  pajama  suit 
shown  on  this  page  is  typical  of  the  smartest 
new  numbers. 

There  are  still  those  that  have  the  blush 
of  the  rose  shimmering  surface,  with  the  added 
enchantment  of  lace  and  garlands  of  satin 


roses.  One  such  suit  has  deep-pointed  cuffs 
on  the  pantalettes,  finished  with  a  two-inch 
wide  lace  band.  A  four-inch  wide  band  of 
the  same  lace  trims  the  jacket  at  the  bottom, 
with  a  band  of  the  narrower  lace  just  above 
and  the  same  down  the  shoulder  seams  and 
finishing  the  edge  of  the  kimono  sleeves. 

Roses  trim  the  side  openings  of  the  jacket 
and  the  points  of  the  cuffs  at  the  bottom. 

Crepe  de  Chine  remains  first  favorite,  but. 
voile,  crepe,  georgette,  fine  nainsook,  French 
cambric,  lawn  and  Japanese  silk  find  warm 
supporters.  The  "slip-on"  variety,  of  course, 
leads  the  demand. 


H.  A.  Tamblyn  has  been  appointed  gen- 
eral merchandise  manager  for  the  furniture 
and  house  furnishings  departments  of  Crow- 
ley, Milner  &  Co.,  Detroit,  Mich.,  succeeding 
H.  L.  Ware.  Mr.  Ware  resigned  to  become 
general  manager  of  the  new  Detroit  store  of 
the  Frank  &  Seder  Co.,  which  will  open  about 
the  first  of  May.  Mr.  Tamblyn  was  assistant 
to  W.  P.  Emery,  general  manager  of  the  store. 
John  H.  Barret,  superintendent,  has  also  re- 
signed to  take  a  similar  position  with  the 
Frank  &  Seder  Co.  No  successor  has  been 
appointed. 

John  C.  Kneatsey,  who  has  been  head  of 
the  cotton  goods  department  of  Lord  &  Tay- 
lor, New  York,  for  the  last  seven  years,  has 
left  to  take  a  similar  place  with  the  Kauf- 
mann  Department  Stores,  Inc.,  Pittsburgh, 
Pa.  No  successor  has  been  appointed.  Os- 
car Josephson,  assistant  buyer,  is  in  charge 
at  present. 


WASH  CLOTHS  &  TOWELS  WASH  CLOTHS  &  TOWELS 


GLOVES 


GLOVES 


WASH 
CLOTHS 

Etr.broidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Clotha 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS         WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New   York   Salesroom    61    White  St. 


D  I^^i^r  OWE  lT*t^  Li 

A  cotton  towel  that  absorbs,  is  flrm,  and 
full-bodied,  that  is  bleached  white  and 
waHhes  white;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Hample   on  Ilequest. 

John  R.  Lankenau  Co.,  Boston-ll,  Mass^ 


ART  NEEDLEWORK 


FANCY  LINENS 

EMBROI DERY  MATERIALS 
"Peri-Lu.ta"  Wt  i^g  "Crystal" 

Mercerized        W^b^  .  3b  Artificial 
COTTONS  S'LK 

Complete  Requirements  far 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Brvadway.  NEW  YORK,  Cor.  22nd  St. 


RiCHZIRDSOri'S 


PURE  MERCERIZED 
SILKS  COTTOMS 
torSEWIMG 
HlllC  EMBROIDERIMQ 
CROCHETine 
Richardson's  lOc  Crochet  Books 
RICHARDSOii  SILK  COMPAMy 
Chicago     Manufacturtrs     Mew  York 


TiAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  GqhoE5,N^. 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAR-OUT  COMPLAINTS 
ON  LEATHER  £~  FABRIC  GLOVES 

BUTTON  STAY  CO..  Gloversville.NY 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
.  Scrub,  Paint,  Dust  and  Pol- 

ishing Clkths.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
73'/^  FRANKLIN  ST..     NEW  YORK  CITY 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


m 

LOVES 

English,  French,  American 

Wholesale  Department:  ' 

2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO., 


Johnstown, 
N.  Y. 


Telephones/  ''^'■■^iGramercy 
6330  J 

Lewis  &  Locke 

Importers 

KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Northwest  corner  21st  St. 


A.  M.TOLSON  &  CO.  *^rfew  York 

Velcot  Fabric  Gloves 
Capes  &  Chamois 

Distributors  for 
CHARLES  PERRIN  &  CIE.,  Grenoble,  France 
Founded  in  1905 
PREVOT  (P  &  L  Gloves),  Millau,  France 
A.  X.  A.  Gloves  St.  Junien,  France 


NECKWEAR       LACES  &  EMBROIDERIES     BRAIDS  &  TRIMMINGS 


QrowhyT^cRioe  ar 

^0  G  22nd  Street  K^^york 


Max  Mandel 

LACES,  IKC. 
IMPORTERS  OF 

L  A  C  E  8 

DROOKDALE  TEXTILE  CO. 

COTTON  DEPT. 

19- "J?  WEST.  IlK ST.. YQIIK 


lM,AWU?'AeTURERS 

328  Fourth  Ave.,  N.  Y. 

SUPERBA  FINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


TOR  WJMKN 


ALL  THAT  THE   NAME  IMPLIES! 

POLLOCK  (*>  LOWENBHUMf 

40  WEST  20tKSTRECT-NEW  YORK 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  inc. 


32-46  W,  23rd  Street 


New  York  City 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Featherbone  Co. 

Three  Oaks,  Mich. 
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Books  Reviewed 

"The  Literature  of  Business."  Selected  and 
edited  by  Alta  Gwinn  Saunders,  instructor  in 
business  English  in  the  University  of  Illinois, 
and  Herbert  LeSourd  Creek,  professor  of  English 
in  Purdue  University.  513  pages.  Harper  & 
Bros.,  New  York.    Price  $2.25. 

The  concerns  are  still  in  the  minority  that 
realize  the  vital  part  their  outgoing  corre- 
spondence plays  in  the  upbuilding  or  down- 
tearing  of  their  business.  Still  smaller  is  the 
number  of  houses  that  are  taking  any  effective 
measures  for  making  sure  that  the  letters  sent 
out  under  their  name  are  such  as  will  create 
the  desired  impression  on  the  persons  ad- 
dressed. 

We  are  glad,  therefore,  to  bring  this 
volume  to  the  attention  of  our  readers.  To 
many  a  one  who  has  hitherto  neglected  the 
letter-writing  phase  of  business  efficiency  even 
brief  comment  on  the  book  may  suggest  an 
investigation  of  the  letters  that  go  out  of  his 
house,  followed  by  consideration  of  some  plan 
for  their  improvement. 

That  point  having  been  reached,  the  reader 
will  be  on  the  same  footing  with  those  who  had 
previously  reached  a  right  conclusion  as  to 
the  influence  for  good  or  ill  a  concern's  letters 
exert,  and  will  be  in  a  position  to  comprehend 
the  potential  usefulness  of  a  work  that  has 
been  carefully  designed  to  show  how  improve- 
ment may  be  attained. 

There  are  various  reasons  why  we  are  es- 
pecially pleased  with  this  book.  In  the  first 
place,  it  does  not  attempt  to  provide  any  short- 
cut method;  its  compilers  expressly  state  that 


Employees'  Accounts  Kept 
Paid  up  by  This  System 

ONE  of  the  New  York  stores  has  recently 
adopted  a  system  of  payment  for  em- 
ployees' charge  accounts  that  is  working  out 
unusually  satisfactorily. 

The  plan  in  general  is  that  10  per  cent 
of  the  amount  of  the  original  purchase  is  to 
be  paid  off  each  week. 

For  example,  one  whose  purchases  run 
from  $1  to  $10  pays  $1  weekly;  from  $11 
to  $15,  $2  weekly;  from  $16  to  $25,  $3 
weekly;  from  $3  5  to  $45,  $4  or  $5  weekly. 

The  idea  is  that  employees'  purchases 
made  on  a  credit  basis  must  be  paid  in  ten 
weeks. 


they  realize  that  improvement  in  letter  writing 
must  be  based  on  a  serious  study  of  principles 
and  the  slow  acquisition  of  skill  in  practice. 

At  the  outset,  too,  they  admit  that  the  re- 
quirements for  the  successful  writing  of  busi- 
ness English  are  numerous. 

With  this  thought,  the  volume  is  devoted 
almost  in  its  entirety  to  the  presentation  of 
articles,  reprinted  from  a  variety  of  sources, 
these  articles  being  instructive  or  inspira- 
tional, or  both,  apart  from  the  more  direct 
purpose  they  are  intended  to  serve.  The  first 
half  of  the  book  has  to  do  with  the  develop- 
ment of  the  right  kind  of  personality — in  ac- 
cordance with  the  idea  that  a  business  letter 
is  an  extension  of  the  personality  of  a  business. 


based  on  the  personalities  of  the  men  engaged 
in  it.  This  first  half  is  entitled,  "The  Pro- 
fession of  Business."  The  second  half  is 
headed,  "The  Business  Letter  and  Related 
Principles  of  Business,"  and  in  a  somewhat 
more  definite  manner  carries  out  the  main  pur- 
pose which  the  compilers  had  in  view. 

Thus,  while  the  first  half  presents  such 
articles  as  "The  College  Man  in  Business,"  by 
Charles  M.  Schwab;  "Realizable  Ideas,"  by 
Theodore  Roosevelt,  and  "The  Personal  Rela- 
tion in  Industry,"  by  John  D.  Rockefeller,  Jr., 
the  second  division  has  such  selections  as  "The 
Demands  of  the  Business  World  for  Good  Eng- 
lish," by  W.  R.  Heath,  vice-president  of  Lar- 
kin  &  Co. ;  "What  Makes  a  Good  Letter  Good," 
by  Prof.  E.  H.  Gardner  of  the  University  of 
Wisconsin ;  "Raising  the  Average  of  Business 
Letter  Writing,"  by  George  Burton  Hotchkiss, 
professor  of  business  English  in  the  New  York 
University  of  School  of  Commerce,  Accounts 
and  Finance;  "Selling  and  Science,"  by  Ralph 
Starr  Butler,  director  of  commercial  research 
for  the  United  States  Rubber  Co.,  and  "The 
Chief  Defects  of  the  Country  Merchants  and 
Their  Remedy,"  by  W.  B.  Anderson,  credit 
manager  for  the  Goodyear  Tire  &  Rubber  Co. 

There  are  just  half  a  hundred  articles  al- 
together, and  all  of  them  will  be  helpful  to 
business  men,  whether  in  high  position  or 
seeking  the  means  to  struggle  upward.  For, 
as  must  already  have  been  made  plain,  in  this 
work  selection  has  been  guided  by  a  broad 
view  of  the  business  man's  needs  and  by  clear 
recognition  of  the  numerous  and  diverse  fac- 
tors that  enter  into  the  effective  writing  of 
business  English. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


UNDERWEAR 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


LADIES  FULL  FASHIONED 


J.R.Beaton  Co.,  Inc. 

329  Fourth  Ave.        New  York 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.  100— Ladies'  Silk  Lisle,  $3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 
HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


Deterioration  comes  and  quality  goes,  but  the 

Alliance  Mills 

Ribbed  Union  Suits 

and  Separate  Garments 

for  Women  and  Children  remain  unchangeable 
Most  leading  jobbers  can  supply  you 

ALLIANCE  KNITTING  MILLS 

Whitesboro,  N.  Y. 


SWEATERS 

BATHING  Slip^ns— Tuxedos— Silk  Sweaters 

SUITS—  36.00  doz.  and  up 

NOVELTIES      IMMEDIATE  DELIVERY 

Write  for  10  Best  Sellers  on  Approval 

HYGRADE  KNITTING  CO.,  inc. 

1  East  28th  Street      : :     New  York 


The  original 
and  only  man- 
ufacturers of 

the  genuine  ,    . , 

Racine  Feet.  The  Trad.  Mark  »,th  a 


The  Trade 

Mark 
with  a 
:putatioD  deputation 


A    RACINE  FEET  KNITTING  CO 

W  BELOIT,  WISCONSIN 


big  COMFORT  advantage 
-the  Patented  "Can't-Slip" 
I  shoulder  strap — tnakesCumfy- 
f  Cut  an  UNMATCHED  proflt- 
maker.  Nationally  advertised. 
Ask  your  Jobber  for  samples, 

Boyce,  Wheeler  &  Boyce 
339  Broadway         Now  Tork 


ANGORA 
MOTOR 
SCARFS  and  SHAWLS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


miur 


SOCKS  FOR  WEAR 

From    Mill        Ret  ailer 

%?^e  &  SAMPLES  ^jPUICE 5 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


''Made  in  U.  S.  A. 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.Townsend  &Co. 

Selling  Agents 
345  Broadway      New  York 

^'Xo   Yearns   to  Injure 
tJie  Feet." 


-jOH  t^nTrVg  Union  Suits  for 

^<i^^<=o''''  Men  and  Boys 

HADEWELL     Made  of  finest  long 
^Pifliti'^.     Staple  yarns. 

'"•^"AfToN.  H'^  Mill  to  Merchant 

Taunton  Knitting  Co. 


Taunton, 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26  West  23rd  St.,  New  York  City 

Chicago  Rep.,  R.  GOSLING,  209  MedinahBldg. 


NOT  eOlinilE  UHUSSSTiWPaiOHTOt 


GOTHAM  SILK  HOSIERY  CO.,  inc. 

Manufacturers  of 

SILK 
HOSIERY 

516  Fifth  Avenue,  New  York 

Mills  at  New  York  &  Phila. 


LOW  PRICED  COTTON  SOX  / 
FOR  MEN  -  SAMPLES 
ON  REQUEST 

raSID£  KNITTING  niLtS, 

RCADINe  PA 


'Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


MEN'S  WEAR 


(Double  Your  Work  Shirt>  Sales) 


BUTTON  MACHINES 


MUSIC  PUBLISHERS 


BOOKS 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITI 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 

l49  W.  28th  St..  New  York 

60  Years  Experience  behind  our  Service 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 
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Cotton  Goods  Prices 


(Continued  from  page  19) 

American  Cambric  Dark  16 

Norwood  Light  18% 

Norwood  Dark  20 

Manchester  Light  18% 

Manchester  Dark  20 

Ginghams 

Belle  Haven  Staple   10% 

■Gordon  Staple  11% 

Amoskeag    

Lancaster    

TSTorwood   14% 

Greylocks  13% 

Volunteer   12 

Special   13% 

Utility   15 

Red  Rose  of  Lancaster  15 

Bates    18% 

A.  F.  C  17 

Red  Seal   17 

Defender   18% 

Toile  du  Nord  18% 

No.  1600,  32  in  16 

36"  Unbleached  Cheesecloth 

Monarch  B    5 

Tacoma  W  \  \  514 

Saratoga  A   6 

Stag  BB    7 

36"  Bleached  Gauze 

Norwood  No.  30   5 

Norwood  No.  40  ,   5% 

Norwood  No.  50   6 

Norwood  No.  60   7 

Sea  Bird,  24"  White  5% 

Sea  Bird,  24"  Colored   7 

Oriental,  36"  White  Bunting   7% 


Oriental  36"  Colored  Bunting  10 

25"  Red,  White  and  Blue 

36"  Unbleached  Muslin 

Broncon  C    6% 

Panama    7  % 

Plaza   7% 

Value    7% 

New  York  LL   8 

Hercules  LL   8 

Denison  XX    8% 

Savannah  Valley   9 

*B€lmar   9 

*Farragut  LL    9 

Enterprise  CCC    9% 

Gibraltar  LL   9% 

Tried  and  True  10 

Virginia  C  10 

Lochart  LL  10 

Spartan  LL  10 

Glenmore  LL    9% 

Pacolet   10% 

Hederson  A  10% 

*Monroe  LL  10% 

*Defender  LL   10% 

Poland   10% 

Fine  36"  Unbleached  Sheetings 

Valley  Rose  12% 

Princess  12% 

Black  Rock   12% 

Pepperell  R  13 

Century  B  12% 

Lockwood  B  13% 

Hadley   13 

*  Woodstock  S   13% 

*Montclair  D   13% 

Pequot  A  17 

Cast  Iron   17% 

Bradford   17% 

Dwight  Anchor  .,  18 

Eldorado   18 

Wamsutta   30 


Coarse  36"  Unbleached  Sheetings 

Orr   11% 

Pelzer  12 

Armenia  12 

Buckshead   14 

Indian  Head  14% 

40"  Unbleached  Sheetings 

Pickens  A  A  12% 

Lockwood  A   14% 

Pepperell  E  15 

*Montclair  A   14% 

Pequot  B   19 

Indian  Head  40"  16 

Indian  Head  48"   21 

36"  Unbleached  Drill 

Piedmont  3.00  12% 

Pacolet  2.85   14% 

Pepperell  2.85  14% 

Special  Heavy   16% 

Dwight  2.50  17% 

Pepperell  2.50   17% 

Norwood  Ducks 

Norwood,    6  oz.,  29"  16% 

Norwood,    7  oz.,  29"  18% 

Norwood,    8  oz.,  29"  20 

Norwood,  10  oz.,  29"   25 

Norwood,  12  oz.,  29"  30 

Norwood,  10  oz.,  36"  25% 

Norwood,  11  oz.,  40"  2778 

Boston  Ducks 

8  oz.,  30"  22% 

9  oz.,  30"  25% 

10  oz.,  30"   28% 

12  oz.,  30"  38% 

36"  Bleached  Muslins 

Gypsie  Queen   9% 

Loon  Lake  10 


Goods  marked  *  can  be  shipped  direct  from  Southern  mills  in  bale  lots  only,  25  pieces  to  a  bale.    No  freight  allowance. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
N  I9r8  Prairie  Av.,  CMcaao 


REAL  HAIR 
NETS 


RETAIL 

SILK  HAIR 


E  M  ITTELSTAEDTiHc.  ^^^^""'^^"^^^  ^ 


■  NEW  YORK  CITY 


Liberty-Belle 

HAIR  PINS 


Cabineta  Tubes  Bundles  Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


West  Electric 
Hair  Curlers 


HAIR. 
1^ 


SHAMPOO 


lectricHair  Curler  Co. 

PHILADELPHIA.  PA.,    US  A 


net 


(Human  Hair) 
COSMOS  TRADING  CO. 

()7-Ci<)    /RVrS'C  PLACE  N.Y 


Manufacturers  of" 

■■iiiiBiiiiiiiniiiiiiigiiiiiiiaiiiiiiiiiiiiiiiwiiiaiiiiinf 

DRESS 
S  HIELDS 

and  Rubber  Sheet- 
ing; Infants'  Special- 
ties ;  Sanitary  Goods.  ^ 

J.  J.  BEYERLE    MFG.  CO. 

 18-22  W.  20th  St.,   New  Vork. 


REAL  HUAVAN  HAIR 

INVISIBLE   -  SANITARY 

GUARANTE  ED 
SATISFACTION 


EGO  TRADING  CO. 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  sliowing  Beauty  Boxes. 

The     Bffbee  Com- 
pany 

Mfrs.    of   Ladles   Hand  Bags 

All  Styles   and  Prices 
SOO-300      So.      Franklin  .St. 
Chicago,  IlL 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave'* 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Strcrl  Botton,  Mu: 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y.  vi.. 
Corner  29th  St.  .S''^"" 
Narrow  Wovon  Fabrics  *^ 


Notiona  and  Small  Wares 

Sole  Selling  Agent  '"'oc 
KIRBY,  BEARD  &  CO.  Birmingham,Eng. 

,  Hair  Pins,  Pins,    Needles,  Needle  Cases  'i 


THIMBLES 


j  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  in 
your  district. 

TKe  ANSONIA    NOVELTY  Co. 

AHSOMIA,     CONN.  U.S.A. 


"EVERSHARP'25'^50^&75^ 
SCISSORS 


THE  EDGE 
THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

ITHE  EVERSHARP  QJEar  CO. 


BRIDGEPORT 


CONNECTICUT 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be- 
hind the  display  man  with  suggestions. 
The  Dry  Goods  Economist  is  at  your  ser- 
vice. Get  out  the  last  half  dozen  numbers, 
act  now  and  watch  the  department  improve. 


Manhattan  Trading  Corporation 

E.  C.  Dieckeihoff,  President 

Foreign &Doniestic 

NOTIONS  — 

Sole  Agents  for  the  Lightning  Needle  Co. 
27-33  West  23rd  Street  New  York  City 


ETJ 


SANITARY  NAPKINS^^^ 
APRONS-KNICKERS^ 

BE  LT  S  ^i<S2J^^^  ^' 

<=,(^  GOODS 

FOR  INFANTS 
AND  WOMEN 

'6?"''St&GirapclAve.PHILA0ELPHIA, 


BO  ¥@U  SILL 


i  ^  ii 
^VALiTY  wmsr 

Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N E W  YORK 


The 


and 


SANITARY  NAPKINS 

Convenienily  antl  attractively  packed;  half 
dozen  and  dozen  cartons ;  Individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

^Vrlte   for    interesting  prices. 
HYGIENIC      FIBRE  COMPANY 
200  Broadway     New  York  City 


Oreators  of  boxed 

GTl  FX  MO VELT I E  S  ^^iti 


"^""Bue    PRESTOM  STUDIOS 

223  FirTrt  AVE.  NEW  VORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKET     R.  .  1. 


REEP  ^R- 


al  Line  of 


and  Toplei 

■  Al^o 

iMe>p</^ocKGtba3k/  Gdm€> 

ty  DrG./:/-in^  Caypy 
Collar  Ba^r  Manicurcv  Etc 
A.U.     R-EED  CO. 

373-FrFTH  AVE.  NEW  YORK 
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Swan   101/2 

XX   11  y2 

Centerville   11% 

Chapman  X   121/2 

Palma  '  12 1/2 

Pride  of  the  Field  12% 

Forget-Me-Not  14 

Fearless  13% 

Hero  14 

Hope  141/2 

Bonnie   15 

Flower  of  the  Mill  15% 

Lassie  16 

Equinox   16 

Androscoggin   16% 

Hill  16% 

Lonsdale   16% 

Langdon  76  17% 

Fruit  4/4—10/20  17 

Fruit   17% 

Langdon  GB  19 

Dwight  Anchor   22 

Wamsutta   ..32% 

36"  Bleached  Cambric 

B.  L  X  10% 

EE   11% 

Cavalier  11% 

HCE   12% 

Pride  of  the  Field  12% 

Bonnie  15 

Memory   16 

Imperial  No.  50  15% 

Imperial  No.  80  •  18% 

Lonsdale   19 

Berkeley  Coronet   16% 

Berkeley  No.  60  •  •  -18% 

Berkeley  100  24 

Berkeley  Extra   27 

Berkeley  150  29 

Berkeley  180  30 

Berkeley  300   33 

36"  Bleached  Nainsook 

EE   11^2 

Columbus   •  11% 


HN   12% 

Pride  of  the  Field  12% 

Cameo  1000   ,  16% 

Cameo  2000   1'7% 

Berkeley  60  18% 

Lonsdale   19 

36"  Flat  Fold  Long-Cloth 

Burleigh   30 

36"  Jeans  and  Twills 

Lonsdale   22% 

Hill,  flat-fold  22% 

Marine  Middy,  book-fold  23 

Pepperell  N.  G.,  flat-fold  23 

Duretta  Cloth,  book-fold  23 

Laconia  G.  N  28 

Wamsutta   29 

27"  Bleached  Drills 

No.  3500   16 

No.  3250   II 

No.  3000   18 

No.  2850   18% 

Pepperell   1" 

No.  2500   24 

36"  Sign  Cloth 

Ad  Poster,  60  yd.  rolls  12% 

Shrunk 

Indian  Head,  27"  15% 

Indian  Head,  33"   1^ 

Indian  Head,  36"   19 

Indian  Head,  44"   24% 

Indian  Head,  54"   30% 

Belfast  Linen,  27"   16 

Belfast  Linen,  33"   1^% 

Belfast  Linen,  36"  19% 

Belfast  Linen,  44"  ^5 

Belfast  Linen,  54"  ^1 

Tickings 

Swift  River  ticks  12% 

Pillomat  B  ticks  13 

Thorndike  lettered  ticks  15 


Pillomat  D  ticks   15 

Pillomat  G  ticks  18 

Cordis  C  ticks  18 

Cordis  B  ticks   19 

Cordis  8  oz.  ticks   22 

Bowling  Brook  ACA  22 

Pearl  River  22 

Amoskeag  ACA   22% 

Amoskeag  XX   25 

Amoskeag  ACA,  36"  27% 

Ashland  7&   27% 

La  Rose  %   -29 

Our  Beauty  A  %   31 

Sterling   32% 

Pillomat  P  33 

Pillomat  S   35 

Lenox  XX  %  39 

Bohemian  1000  Unbleached  23 

Bohemian  2000  Unbleached  28 

Thorndike  300  B.  F.  Ticks   22% 

Thorndike  8  oz.  B.  F.  Ticks  30 

Yankee  B.  F.  Ticks  30 

Our  Beauty  No.  4  B.  F.  Ticks  29% 

Our  Beauty  No.  3  B.  F.  Ticks  31% 

Our  Beauty  No.  2  B.  F.  Ticks  34% 

Our  Beauty  No.  1  B.  F.  Ticks  37 

Our  Beauty  3"  linen  finish  slip  covers  37% 

Florence  B.  F.  Tick   37 

Majestic  B.  F.  Tick  40 

American  B.  F.  Tick  40 

Wide  Sheetings 

Salisbury,  Bleached,  8/4  35 

Salisbury,  Bleached,  10/4  44 

Lockwood  and  Mohawk  Wide  Sheetings 

Bleached  Brown 

42  in                                           24  23 

45  in                                           26  24 

50  in                                           30  26 

6/4                                               34  30 

7/4                                               38  34 

8/4                                                  42  28 

9/4                                              46  42 

(Continued  on  next  page) 


NOTIONS  &  FANCY  GOODS 


BABY  GOODS 


BABY  GOODS 


FLOOR  COVERINGS 


SAMPLES  ON  REQUEST 


WSDON(! 

SAFETyPINS^ 

"qhe  A  Point  Pin 


HEAVY  SPRIN6  BRASS  WIRE 
EXTOA  HEAVY  NICKEL  FINISH 
LOMOTAPEBINO  POINTS- NON-PULLINO 
CAPS  IS  GUABDS  SECUOELY  ASSEMBLED 


RISDON  MFG.  CO.,  Naugatuck.  Conn. 


Poag  Eibljonctaft  Companp 

DESIGNERS  and  MAKERS 
of 

jElibfaon  jaobeltieiS 
®ifts  for  pabp  anli  jnilabp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  3  70 


"SELECTE"  NOTIONS  . 

QM.^LL  wares  and  fancy  goods  at 
lowest  prevailing  market  prices. 
Sole  Agent  for  D.  F.  Tayler  &  Co.'s 
P/A'S   AND  HAIRPINS 
^       GOTHAM  LEATHER  GOODS  CO. 

I     W  'K:Ws.Td.VLex  S  Co. ' 

■  Small  Wares.  Fancy  Goods  (SBnUans  , 

m  222  Tourth  Ave.  al  18Ui  SLNraYoik  Boalon  Oiicf  67  QumncySt  ^ 

YARNS 


i 

r|riginal  SANITARY  Nursery 
^  Playthings  for  BABY 

$25  or  $50  RilcAssortmenI 

It's  the  Rite  Line 

No.  119  West  42nd  St., New  York 

s           Opposite  Bush  Bldy. 

_  ■  1  ' 

NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANfi  5G3  Fifth  Ave.,  N.  Y. 


INFANTS'  GOODS 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads— Diaper  DraweBS. 
The  pioneer  expert  line, 
'Known  for  purity,  qual- 
ity, durability  —  profits. 
r-       1  •       r\    Ml-         r        ^5  Laight  St. 

Excelsior  Quilting  to.,  new-^york 


Pennant 
Darning  Cotton 

30  yd.;  8-ply;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett&OrswellCo. 

Pawtucket,  R.  1. 


e AB Y     IM  OVE  L  r  I  E  S 


Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles.  Decorated 
Bets,  Eecord  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.Slst  St.,  N.  Y. 


FIBRE  LUSTRE 
SILK  YARN 

Now  In  Diamond 
Wound  Balls 


"Trade  Mark  Keg."  „._.,  ,tnn 
CARVER-BEAVER    YARN   CO.,  INC. 

366  Broadway.  New  York  


Richard  g.  Krueger 

manufacturer 

SHOWROOM 
AND  STUDIO! 
895F0URThAvE.  NEWfORK  • 
BEND  FOR  CATALOGUE 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  vpord  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TIMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


OIL  CLOTH 


Table  Oil  Cloth 


"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
TRADE  HeColnmbas-UnionOilCloliCo. 
ocQ.  Columbus,  Ohio 


PILLOWS 


TYROLER'S 
EAR  CONFORMER  CAP 

Prevents  projecting  or  folding 
of  infants'  ears  while  asleep  or 
lying.  Removes  and  corrects  all 
tendency  of  ears  to  protrude. 
Sanitary,  washable.  Each  cap 
separate  package. 
3  sizes— small,  medium,  large. 
Cotton. .  .  .$4.50  per  doz. 

Silk   6.0O  per  doz. 

411  year  round  seller  in  Infant 
wear  dept. 

-    ■   St 


T  I  n/I£-  r»  245  West  lllth 
Tyroler  Mlg.  Co.,  New  York 


^iTARfPILLOWS 

Wr*"     BHANO    assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


DOLLS   &  TOYS 


DOLLS  &  TOYS 


COTS  AND  CAMP  FURNITURE 


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  namea. 


Roily  Rattle  — it  Floats.  Water  Baby— in  assortea 
Assorted  characters  at         styles  $2^^  tO  $  1 5 


$4;  $6  &  $75» 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet   Sets,  etc. 

Sig. Schwartz  Co. 
110W.32ndSt.,  N.Y. 

Send  for  catalog  10 


The"Twirlie  Twins"  Top 

Registered  Trade  Mark 
An  everlasting  toy  for 
children  6  to  60 

A  profitable  quick  i.eller 

Write  for  folder 

PATENTED  SPECIALTIES  CORP. 

1903  City  Hall  Sq.  Bldg. 
Chicago,  111. 


WE  MAKE 

COTS  and  CAMP  FDRNITURE,  MOPS. 
Tents,  Awnings,  Covers,  Leggins, 
Carpenters'  Aprons,  Tncker's  Best 
Slicfeers  and  Raincoats.  Four  Fac- 
tories.   Write  for  prices.    Prompt  shipments. 

Tucker  Duck  &  Rubber  Co. 

FT.  SMITH,  ARK.   


94 


DRY  GOODS  ECONOMIST,  MARCH  19,  1921 


  50  46 

11/4    55  50 

Norwood  and  Pepperell  Wide  Sheetings 

.„  .  Bleached  Brown 

f?  ™   211/2  201/2 

4^  P   23y2  211/2 

  251/2  231/2 

  29  251/2 

'/^    33  29 

  36  33 

  41  36 

10/4    45  41 

^1/4    50  45 

12/4   _  50 

Dwight  Anchor  and  Utica  Wide  Sheetings 

.  Bleached  Brown 

42  m   28   

45  in   30  28 

  34  30 

6/4    38  34 

yfi   43  38 

8/4   48  43 

9/4    53  48 

^y,^    66  58 

12/4    _  66 

Cheviots 

Everitt  S.  C.  28  in  

*Palma  28  in.  F.  F  .*.'.'.' 14 

*Norwood  28  in.  B.  F   14 

*Rutledge  28  in.  F.  F  '.'.'.'.'.'.'.15 

*  Victoria  28  in.  F.  F  15% 

Tropical  Parella  26  in.  F.  F  .21 

Plaids  and  Checks 

*Paramount  25  in.  Plaids   9% 

*Riverside  27  in.  Plaids  11% 

Otis  30  in.  Checks   17y„ 

Otis  No.  4  30  in.  Plaids  25 

Hickory  Stripes  and  Cottonade 

Thorndike  Hickory  Stripe  17 

Pacific  Hickory  Strips  .18 


Thorndike  8  oz.  Cottonade  22% 

Denim 

No.  61  Blue  Denim  14 

No.  121  Blue  Denim  .*.'.'.'.'.'.*.'!.  16  % 

No.  31  Blue  Denim   17% 

No.  26  Blue  Denim  '.'.'.'.'.'.'.20 

KB  Brown  Denim  ! ! ! !  20 

Brown  and  Drab  Ducks 

Boston  W  S  19 

Boston  0  P   .20 

Boston  SO  .21 

Boston  0  H  .22 

Boston  X  .  .2i 

Boston  XX  .2h 

Boston  XXX  .27% 

Boston  9  02  .'30 

Boston  10  oz  .'.'.".'.'.".*.'.'.'.'  32  % 

Stevens'  Crashes 

Bleached  Brown 

g    21  20 

^    21  20 

^    25  24 

P    27  26 

N    29  28 

M  •  •   31  30 

N.  N   32  31 

  37  36 

S-  R.  T   35  34 

R-  M   29.  28 

No.  1   25  — 

No.  2   27   

No.  3   :  31  _ 

No.  4    33  _ 

Diaper  Cloth 

10- Yard  Pieces 

18  in   $1.15  per  piece 

20  in   1.25  per  piece 

22  in   1.35  per  piece 

24  in   1.45  per  piece 


2'  m   1.60  per  piece 

30  in   1.75  per  piece 

Hemmed  Satin  Spreads 

Standard  Eastern  Make 

No.  308,  80x90   $2  50 

No.  316,  80x90   3  00 

No.  320,  80x90   3  25 

No.  328,  80x90   4  00 

No.  332,  80x90   3  50 

No.  336,  80x90   3  75 


Feather  Bed  Pillows 

Per  Dozen 

BB    17x25  $9.00  Blue 

OND    18x26  10.50  Blue 

400    18x26  10.50  Fancy 

700    20x28  12.50  Fancy 

Liberty    20x28  12.50  Blue 

Special   22x28  16.50  Blue 

1200    22x28  19.50  Blue 

1300    22x28  ....  Fancy 

1700    22x28  22.50  Fancy 

2200    22x28  30.00  Fancy 

2700    22x28  36.00  Fancy 

2500    22x28  45.00  Fancy 


stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 


ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 


Cotton  Batts  in  Bales 


$7 


Special,  50  batts  to  bale  

Tip-top,  50  batts  to  bale  

Tip-top,  67  batts  to  bale  

Tip-top,  100  batts  to  bale  

Prince,  50  batts  to  bale   13 

Prince,  67  batts  to  bale   13 

Prince,  100  batts  to  bale   13 

Kombat,  17  batts  to  bale   13 

Celtic,  50  batts  to  bale.   11 

Celtic,  100  batts  to  bale   11 

Baltic,  50  batts  to  bale   12 

Baltic,  100  batts  to  bale   12 

White  Star,  50  batts  to  bale   13 

White  Star,  100  batts  to  bale   13 

Purity,  17  to  case   13 

Bales  packed  50  lbs.  gross. 


.50  per  bale 
i.50  per  bale 
;.50  per  bale 
1.50  per  bale 
;.00  per  bale 
;.00  per  bale 
!.00  per  bale 
1.50  per  bale 
.50  per  bale 
.50  per  bale 
.50  per  bale 
.50  per  bale 
,50  per  bale 
,50  per  bale 
.50  per  case 


STORE  EQUIPMENT 


HANGERS 


BEHLES'BLUTHENTHAL  CO. 

STORE  FIXTURES 


TENNESSEE. 


EVERYTHING  IN  FIXTURES ! 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO.  I 

Jackson  &  Franklin  Sts.,  Chicago 


BALDWIN 
pa^kag^''  Carriers 

>flve   most   servifft  for  the  least 
rijorjf.-y.    For  n'latnes.s,  speed,  easy  j*) 
optratiou    absolutely    uneyualled.  f-£ 

Jas.L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chica;<o 


FLYER 


IK 


01  1;  itWJULAJi 

^  Cloth 
_   J  Covered  Stock 

^-"'itf  i*^/!  -  i  Boxeb- 

maijK  urni  wood   i  i;a\te.    oivb  yeaps 

OK  KKItVICH 
OiiaranK'i'tJ  (lii«t  proof      I>'t  us  eHtlmate  on 
your   needK.     (JutaloKs   on  request. 
CLASSTONE  &  ALLEN 
45  N.  Division  St.  Buffalo,  N.  Y. 


Calesboow* 

A  ■  The  Department  Store^^ 

^^^^  ALL  STYLES.  COLOBO  AND  r.BaOES.  ^^^V 
WBITK  row  5AMPLL5  AND  PBICES 

The  McCaskey  Register  Co. 

ai  I  lANCE.  OHIO 


STORE  EQUIPMENT 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
Insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


3  in  1  Air  Brushes 


Made  in  all  sizes.     Better  in  every  way  for 
sliow  card  and  window  background  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co,,  Dept.  F,  1227  Wash,  Bl,,  Chicago 


Putnam's   Improved   Cloth  Chart 


Write 

THE  A.  E.  PUTNAM  COMPANY,    Washington,  la. 


furniture 
equipment 

'  MANUFACTURERS  FOR  OVmSOYRS. 


EISCHMANNCQ 

229  fo  239  West  36tfi  Street,  N.  Y. 


PAPER  SHREDDERS 


B.  &  R.  Paper  ."Shredder 

destroys  discarded  con- 
iidctilial  papers,  checks, 
correspondence,  etc.  It 
saves  the  [japcr  stock  to 
be  used  for  excelsior. 
.Send   for  leaflet. 

Clomleldi&  Rapp  Company 

108  N.  Jfifffirson  Street 

ch;cago,  ill. 


CURTAINS 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39thSt.,N.  Y. 

Wholesalers 


&  Importers  Only 


Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  around  the  corner  on 
Thirty-first  Street. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 
PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW?  YORK 


PHONOGRAPHS 


EARTONE  PHONOGRAPHS 

'     $4.00  to  S200.00  Retail 

Our  Sundry  IJfpi.  (iirer.s  Needles  39c  per 
T)  thousand.    Miitors  $1.3,5  to  1514.75  each. 
U»T(mc-Arm!i    and    Keproducors    $1.30  lo 
$5.75  per  set.    Main  spring.')  20c  to  90c 
each.   Hccords,  Needles.  Sai>i)hiro  I'olnts 
and   Parts   at   reasntiahio  prices. 
Write   for   cur  84-i)oge   catalogue,  the 
Jlonly  one  of  Its  kind   In  America,  il- 
.-.^llustratlng  33  ditrerenl  styles  of  Talking 
VjMachlnc.^  and  over  .WO  ditrerenl  Paris. 
"  LUCKY  13  PHONOGRAPH  kCOIVIPANY 
501  E.  19th  St.,  N.  Y.,  U.  S,  A,,  Desk  12 


DISPLAY  FIXTURES 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


GALVA 


Illi: 


Mfrs.  Complete  Store  Display 
Equipment.  Our  products  Include 
Papier  Mache  Display  Forms,  Wax 
Figures,  Period  Wood  Fixtures. 
Fine  Ornament  Wood  Fixljres, 
Metal  Display  Equipment  In  all  its 
Detail. 

THE  BARLOW-KIMNET  CO. 

724  Broadway,  New  York 
Write  for  Our  New  Folder 


UPHOLSTERY  MATERIALS 


West   Water  St.. 

Hldg. 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Ev^fy  figure  self- 
supporting. 
Write  for  New  Catalog 

French 
Wax  Figure  Company 
Milwaukee,   Wis. ;  715  Medinah 
.  Chicago.  111. 


Make  Your  Show  Windows  Pay  Your  Renl 

ft Our  line  of  Period 
Display  Fixtures 
will  help  you  make 
effective  Window 
Displays. 
Send  for  Catalog 

THE  OSCAR  ONKEN  CO. 

3547  W.  4th  St..  Cincinnati.  Ohio.  U.  S.  A. 


Stop  Hiding  Your  Merchandise,  Display  It. 

DQercliandlse  a  chance  lo  sell  itself,  thru 
Make  it  easy  fur  customers  to 
Buy— easy  for  you  to  sell. 
The  S-X  Display  Racks  will 
give  you  Ibis  service,  and 
more.     Write   for  circulars. 

SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Str., 
Chicaeo.  Illinois 


TWO     SECTIONS—SECTION  TWO 


^:ore  Service  and 
Equipment  Section  of  iKe 

DRY  GGDDS  ECONOMIST 
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New  York,  Saturday,  March   19,  1921 
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An  Excellent  Display  of  Women's  Apparel  by  J.  L.  Cameron  for  Harris-Emery  Co.,  Des  Moines,  la. 


A  Well  Arranged  Display  of  Silks  by  J.  H.  Richter  for  Younker  Bros.,  Des  Moines,  la. 
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DRY  GOODS  ECONOMIST  STORE  SERVICE  AND  EQUIPMENT  SECTION 


Speaking 
ot 

STORE 
EQUIPMENT 

a  prominent 
retailer 
says — r 


G^^^  Collar  Hug  Clothes 

Baltimore  and  liber^  Streets 


BALTIMORE,  Decem"ber  20,  1920, 

Messrs.  M.  L.  Himmel  &  Son, 
107  I^.  Frederick  St.  , 
City. 

Dear  Sirs  : 

A  year  has  passed  since  you  completed  the  instal- 
lation of  our  new  fixtures  which  took  in  the  re- 
arrangement of  every  department  in  our  "building  and 
since  then  nothing  has  developed  that  would  suggest 
to  us  where  a  change  would  have  improved  or  proven 
of  added  benefit. 

This,  in  short,  means  that  your  planning  of  the 
equipment  was  absolutely  perfect  because  it  has  been 
my  experience  in  the  past  that  after  a  piece  of 
work  of  this  character  had  been  completed  a  change 
would  suggest  itself  that  would  have  been  an  im- 
provement had  it  been  installed  originally. 

This  I  think  is  the  greatest  compliment  I  can 
pay  you,  and  when  I  add  that  our  store  is  spoken  of 
as^the  handsomest  in  Baltimore,  I  need  not  say  any- 
thing further  to  indicate  how  pleased  we  are. 


Wishir'g  you  a  prosperous  1921,  I  am. 


HJC/P 


Sincerely  yours, 

(Signed)  H.  J.  Cahn 


PATENTEES  AND  SOLE  MAKERS 

"BRILLIANT  IDEAL" 

ALL  OLASS   SHOW  CASES 

"ALL-IN-SITE"  ANo  "FAULTLESS" 

REVOLVING   GARMENT  WARDROBES 

"EXPANSIBLE" 

UNIT    STORE  PrXTURES 


M.L.HIMMEL  &  SON 

^jflj,^^  Mam  Office  and  Factories 

BALTIMORE-MARYLAND 

CO/>^PLETE  STORE  EQUIPMENT  OF  EVERY  KINO 


boston  sales  rooms 

20  oxford  st. 
memphis  sales  rooms 
216  Madison  Avenue 


NEW  YORK  SALES  ROOMS 

229  E.221?  ST 
PITTSBURGH  SALES  ROOMS' 
722  •  5  LIBERTY  AVE, 
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roday's  Leading  Questions 


How  can  we  draw  New 
Patronage? 

Answer  ^"-1"^— 

Q:  What  will  increase  the 
effectiveness  of  our  advertising? 

Answer 

Q:  How  can  we  effect  a  better 
Turnover? 

Answer  ""  :4 

Q:    How  can  we  increase  our 
Good  Will? 
Answer 


"New  Way'  Shirt  Waist  Department 
Scott-Halliburton  Co.,  Oklahoma  City 


A  Section  of  the  "ISew  Way"  Dress  Department 
*        J.  L.  Hudson  Co.,  Detroit,  Mich. 

Q:  In  short,  how  can  we  maintain  our 
former  amount  of  ''Net"  Profit? 


Answer 


"New  Way"  Glove  ijepartment 
Scott-Halliburton  Co.,  Oklahoma  City 


Case  Company 

5,  MICHIGAN 


COMPANY,  Portland,  Oregon 
'&  CO.,  Ltd.,  Toronto,  Canada 


HONOLULU,  HAWAII 
HarriBOD  Bldg. 


CLEVELAND 
13-1114  Ulmer  Bldg. 


ATLANTA 
703-704  Candler  Bldg. 


The  problem  of  holding  up  volume  in  the  face  of  re- 
duced retail  prices  is  one  which  our  Research  Department 
has  given  very  thorough  consideration.  We  have  pre- 
pared an  interesting  report  on  the  situation — an  intelligent 
survey,  which  we  will  gladly  send  upon  request. 
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DRY  GOODS  ECONOMIST  STORE  SERVICE  AND  EQUIPMENT  SECTION 


Tire  Mileage  Depends  as  Much 
On  Care  as  on  Selection 

Tires  Respond  to  Grooming  and  Careful  Driving  Just  Like  the  Horse 
They  Helped  Replace — Lots  of  Seemingly  Little  Things  About  Their 
Upkeep  Means  Lower  Delivery  Costs — Oversize  Tires  Give  Higher 

Mileage  and  Preserve  the  Car 


AT  this  time  of  year  the  automobile  tire  is 
called  upon  to  do  some  Herculean  work, 
even  more  so  than  when  roads  are  cov- 
ered with  snow.  As  soon  as  the  snow  melts  and 
the  road  is  exposed,  ruts  begin  to  make  their 
appearance.  As  the  vehicle  strikes  these  ruts 
and  holds  a  severe  strain  is  imparted  to  the  tire 
that  will  cause  it  to  break  down  in  a  short 
time.  Very  often  it  is  impossible  to  avoid  de- 
pressions, but  with  proper  inflation  a  great 
deal  of  this  trouble  can  be  eliminated. 

Proper  Care  Essential 

Regardless  of  the  season,  if  tires  are  not 
given  proper  care  and  attention  the  service 
they  should  render  will  not  be  forthcoming.  A 
large  amount  of  this  care  is  up  to  the  driver, 
and  if  he  does  not  take  proper  precautions 
while  driving  the  vehicle,  the  life  of  the  tire, 
regardless  of  its  make,  will  be  shortened  to  a 
large  degree. 

It  is  hardly  fair  to  condemn  the  driver  alto- 
gether as  many  drivers  are  not  familiar  with 
tire  uses  and  abuses.  Then,  too,  one  type  of 
tire  will  not  do  for  all  uses  or  all  types  of 
cars. 

Selecting  the  Tire 

When  purchasing  tires  the  dealer  should 
be  made  thoroughly  acquainted  with  the  uses 
the  tires  are  to  be  put  to.  A  few  of  the  most 
important  points  to  consider  are:  What  make 
and  type  of  car?  How  much  does  it  weigh? 
What  size  tires  are  you  now  using?  How 
many  miles  to  the  gallon  of  gasoline  is  ob- 
tained? Are  the  roads  hard-smooth,  hard- 
rough,  soft-smooth  or  soft-rough?  Is  the 
driving  done  over  level  or  hilly  country?  Is 
much  of  the  driving  done  through  sand,  and 
what  is  the  average  speed? 

There  are  many  other  minor  questions  that 
enter  into  the  life  of  the  tire,  but  these  are 
the  most  vital.  A  tire  which  might  be  ideal 
for  one  condition  will  not  be  of  any  use  under 
another.  Therefore,  all  of  the  foregoing  ques- 
tions should  be  taken  into  consideration  when 
making  the  purchase. 

Correct  Inflation 

After  the  proper  tire  has  been  selected  and 
purchased,  it  should  be  given  as  much  care  as 
is  given  the  engine.  Correct  inflation  is  one 
of  the  most  important  points  to  consider. 

If  the  tire  is  underinflated  it  will  break 
down  the  side  walls.  The  tire  should  always 
be  pumped  up  again  before  the  pressure  drops 
20  per  cent.  The  correct  inflation  pressure  is 
noted  on  all  reputable  tires,  and  it  is  not  a  good 
thing  to  use  personal  judgment.  The  manu- 
facturer has  put  these  figures  on  the  tire  after 
making  tests,  and  they  can  be  accepted  as 
authoritative. 

Tread  Cuts 

Small  cuts  should  receive  immediate  atten- 
tion. If  neglected,  sand,  grave!  and  foreign 
matter  will  work  their  way  into  the  rubber  and 
will  cause  blisters  to  form  and  in  short  order 
the  tire  will  be  rendered  worthless.  As  soon 
as  small  cuts  are  noticed  they  should  be  thor- 


oughly cleaned  out  and  filled  up  with  tire  putty 
or  plastic  cement.  If  the  cut  is  too  large  to 
putty  or  if  the  fabric  has  been  injured,  the 
tire  should  be  taken  to  an  expert  repair  man 
for  repair. 

Avoid  the  Bumps 

Drivers  should  be  instructed  to  avoid  run- 
ning the  car  over  obstacles  in  the  road  or 
bumping  into  the  curbstone  when  backing. 
These  two  abuses  result  in  fabric  breaks. 
While  no  noticeable  damage  is  done,  it  has  oc- 
curred internally,  and  in  a  short  time  the  tire 
bursts  and  is  useless. 

Sudden  Stops 

Often  one  sees  tires  with  large,  flat  spots 
on  them.  This  is  due  to  applying  the  brakes 
when  the  car  is  traveling  at  high  speed.  This 
trouble  is  also  caused  if  both  brake  drums  do 
not  grip  with  equal  tightness.  Sudden  starts 
also  are  the  cause  of  this  ill.  When  starting 
the  car  the  clutch  should  be  thrown  in  gently, 
and  when  stopping,  the  brake  should  be  ap- 
plied in  an  on-and-olf  fashion. 

Excessive  Front  Tire  Wear 

If  either  of  the  front  tires  shows  excessive 
wear  usually  it  can  be  traced  to  improper 
alignment.  This  ill  affects  one  front  tire 
chiefly,  due  to  the  fact  that  the  driver  guides 
himself  by  the  tire  that  is  directly  in  line  with 
his  steering  wheel.  As  a  result,  the  opposite 
tire  will  continually  run  out  of  line. 

When  such  a  case  is  noted,  the  wheel 
alignment  should  be  tested.  To  do  this,  the 
front  wheels  should  be  put  in  line.  A  steel 
tape  should  then  be  used  and  the  distance  be- 
tween the  felloes  of  each  wheel  should  be 
measured  at  a  height  equal  to  the  axle.  This 
measurement  should  be  taken  in  front  of  the 
axle  and  also  in  back  of  the  axle.  If  in  three 
or  four  measurements  the  difference  does  not 
exceed  more  than  i/4  of  an  inch  the  alignment 
is  correct  and  the  trouble  lies  somewhere  else. 

Almost  all  of  the  large  tire  companies 
maintain  an  alignment  apparatus  at  each 
branch  depot  and  will  test  the  alignment  of 
your  wheels  if  you  do  not  care  to  do  it  your- 
self. , 

Chains  as  a  Detriment 

If  tire  chains  are  used  they  should  be  ap- 
plied loosely  so  that  they  will  not  strike  in  the 
same  spot  at  every  revolution  of  the  wheel. 
Metal  and  rubber  are  enemies,  and  while  the 
rubber  gives,  the  metal  chains  do  not.  Thus, 
if  the  chains  are  applied  tightly  they  will 
grind  their  way  into  the  rubber  and  in  a  short 
time  cause  cross  cuts. 

Chains  should  never  be  placed  on  one  wheel 
only.  If  placed  on  one  wheel  that  wheel  will 
grip  the  road  while  the  other  wheels  spin 
around  and  wear  down  the  tread  in  short 
time.  A  tire  that  has  been  chain-cut  is  of  no 
use  thereafter. 

Rim  Cuts 

At  regular  intervals  all  tires  should  be  re- 
moved and  the  rims  cleaned  with  a  wire  brush. 


All  rust  should  be  removed  and  the  rims  coated 
with  graphite.  If  clincher  rims  are  used  they 
should  be  examined  from  time  to  time  to  see 
that  they  are  straight,  and  if  found  crooked 
they  should  be  straightened.  It  is  absolutely 
essential  that  tires  used  on  clincher  rims  be 
properly  inflated  at  all  times  to  avoid  rim-cut- 
ting. If  they  are  underinflated  the  entire  load 
will  be  forced  against  the  clincher  and  the  rub- 
ber surface  will  rub  away,  and  also  the  rim 
will  cut  through  the  tire. 

Chafed  Side  Walls  Due  to  Carelessness 

Chafed  side  walls  form  another  evil  due 
directly  to  negligence,  caused  by  the  driver 
running  in  car  tracks  and  also  by  running  in 
ruts  in  the  roads. 

It  is  also  caused  by  running  along  the  curb 
when  bringing  the  car  to  a  stop.  This  is  one 
of  the  most  noticeable  abuses.  Many  drivers 
do  this  every  time  that  they  bring  the  car  to 
a  halt.  Each  time  that  this  is  done  dollars  are 
scraped  off  the  tire. 

Oil  and  Grease  | 

Oil  or  grease  should  never  be  allowed  to 
remain  on  a  tire.  As  soon  as  seen  they  should 
be  removed  with  soap  and  water  or  with  a  cloth 
moistened  in  gasoline.  If  left  on  they  will  eat 
their  way  through  the  rubber  in  a  very  short 
time  and  make  the  tire  useless.  In  fact,  it  is 
a  good  method  to  wash  the  tire  with  soap  and 
water  after  every  day's  work.  Thus  there  is 
an  assurance  that  no  foreign  matter  is  eating  , 
its  way  through  the  tire  and  the  time  consumed  | 
is  well  repaid  by  added  life  to  the  tires.  ; 

( 

Oversize  Tires 

One  of  the  best  methods  for  tire  conserva- 
tion is  the  use  of  oversize  tires.  An  oversize 
tire  allows  from  30  to  35  per  cent  greater  air 
cushion  and  the  increased  resiliency  reduces 
the  vibration  of  the  whole  car.  It  also  adds  to 
the  life  of  the  tire  by  absorbing  the  excessive 
strain  that  would  fall  on  the  sidewalls  of  the 
smaller  size. 

Teach  the  Driver 

Many  people  can  prove  that  they  are  get-  [ 
ing  from  their  tires  mileage  far  in  excess  of  j 
the  guarantee,  and  under  all  sorts  of  condi-  | 
tions.  They  take  proper  care  of  their  tires,  j 
They  have  familiarized  themselves  with  the  | 
different  rules  to  be  followed  and  have  prac-  | 
ticed  them.  If  all  drivers  are  given  proper  in-  ( 
struction  as  to  the  use  and  abuse  of  tires  it  is  j 
safe  to  assume  that  their  mileage  will  be  I 
greatly  increased  and  costs  cut  down.  | 

Oversize  Table 

30  X  3     Rim  will  take  31  x  SYz 
30  X  3y2  Rim  will  take  31x4 
32  X  SVz  Rim  will  take  33  x  4 
34  X  31/2  Rim  will  take  35  x  4 
32  X  4     Rim  will  take  33  x  41/2 
34  x  4     Rim  will  take  35  x  41/2 
36  x  4     Rim  will  take  37  x  41/2 
34  X  41/2  Rim  will  take  35  x  5 
36  X  41/2  Rim  will  take  37  x  5 
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The  Duties  and  Importance  of  the 
Traffic  Manager's  Job 

What  to  Do  and  How  to  Do  It  a  Vital  Issue— Importance  of 
Work  Often  Underestimated— Proper  Traffic  Supervision  Saves 
Money— Traffic  Manager  a  Great  Aid  to  Store  in  General 


TRANSPORTATION  is  the  pu.se  of  the 
business  world  to-day.  Service  is  a 
substance — energy  is  essential  to  pro- 
duce results,  and  brains  whereby  strength  _ 
may  be  applied  to  achieve  results.  Therefore, 
transportation  is  equivalent  to  energy,  and 
brains  to  produce  that  substance  which  serves 
the  business  world — Service. 

Alike  to  the  above  is  the  position  of  traffic 
manager  in  a  department  store.  His  energy, 
strength  of  mind,  are  keen  to  produce  that 
substance  that  gives  results  for  the  benefit  of 
his  employer,  conscious  of  the  fact  that  ser- 
vice is  the  keynote  for  progress.  Without  . 
progress,  you  are  like  unto  the  yacht,  stilled 
by  a  calm. 

As  conditions  are  ever  changing  in  the  field 
of  transportation,  at  this  time.  Never  be- 
fore have  the  railroads,  steamship  and  express 
companies,  as  well  as  the  shipper  and  receiver, 
realized  so  keenly  how  each  must  work  in  har- 
mony, and  consider  their  troubles  between 
themselves,  and  come  to  some  understanding. 
This  condition  is  not  only  the  result  of  the 
war,  which  of  course,  brought  us  more  to  un- 
derstand that  we  are  controlled  by  a  soul. 
Dead  is  that  oft  quoted  phrase,  "the  soulless 
corporation." 

Stores  Developing  Traffic  Men 
The  most  pronounced  reason  for  this 
change  in  attitude  is  the  quick  and  progressive 
spirit  of  the  business  world,  especially  the  de- 
partment stores  of  the  country,  in  placing  in 
their  employ  traffic  men  experienced  in  trans- 
portation problems  or  educating  their  receiv- 
ing clerks  in  the  higher  ethics  of  railroad, 
steamship  and  express  matters.  This,  they 
have  brought  largely  about  through  the  creat- 
ing of  the  traffic  group  of  the  National  Retail 
Dry  Goods  Association,  which  brings  together 
their  traffic  managers,  and  they  in  turn  have 
representatives  of  the  transportation  com- 
panies at  their  conferences. 

Thereby,  each  has  gained  a  feeling  that  the 
harness  is  hitched  to  all,  and  they  must  pull 
together.  Although,  if  a  scrap  is  to  be  had, 
they  can  say,  as  the  Irishman  to  his  opponent, 
after  he  has  deftly  spat  on  his  hands,  and 
squared  himself,  "Are  ye  ready?"  We,  too, 
are  ready,  peacefully  to  settle  our  differences ; 
fight,  if  we  must. 

The  traffic  manager  of  a  department  store 
has  a  task  of  great  magnitude,  especially  one 
whose  attention  is  also  given  to  the  manage- 
ment of  the  receiving  department  proper. 
Methods  as  to  the  conducting  of  such  a  depart- 
ment vary,  owing  to  physical  conditions.  Some 
systems  that  prove  successful  in  one  establish- 
ment, may  not  produce  the  same  results  in  an- 
other. However,  the  most  important  feature, 
that  is,  the  heart  of  incoming  shipments,  is  the 
initial  record,  whereby  clear  and  comprehen- 
sive account  is  made  of  all  deliveries,  via 
freight,  express,  parcel  post,  and  local  deliv- 
eries. This  record  should  be  such  that  it  can 
be  associated  with  the  particular  invoice  that 
it  covers. 

Traffic  Manager   Must  Be  Wide  Awake 
A  traffic  manager  who  is  alert  is  keen  to 
the  fact  that  the  first  record  is  the  key  to  a 
successfully    conducted    department— having 


By  T.  Howard  Van  Order 

Traffic  Manager,  Hothschild,  Kohn  & 
Co.,  Baltimore,  Md. 

such  records  that  the  trace  clerk  can  locate  any 
particular  shipment  for  the  traffic  office  infor- 
mation, or,  as  is  frequently  the  case,  produce 
reference  with  a  certainty  that  the  transporta- 
tion company  so  often  desires  in  tracing  a  de- 
livery, and  frequently  immediately  produce  a 
receipted  freight  bill  offered  for  collection. 
Keeping  the  receiving  record  in  the  most  thor- 
ough manner  is  indeed  the  main  duty  for  the 
traffic  manager  to  have  in  operation,  as  it  is 
the  very  base  of  all  the  other  angles  of  this  in- 
tricate department. 

Wide  Range  of  Work 

There  are  many  important  points  that  the 
alert  department  store  aptly  sees  pertaining  to 
this  most  important  branch  of  their  establish- 
ment, some  of  which  are  enumerated  as  fol- 
lows, besides  the  first  and  most  important  one 
mentioned  above,  "Initial  Receiving  Record:" 

Computing  express  and  valuation  charges. 

Computing  express  charges  "on  lot"  ship- 
ments. 

Computing  freight  charges  and  classifica- 
tion. 

Claim  method  of  filing  and  follow-up. 

Tracers  and  follow  up. 

Foreign  shipments. 

Motor  truck  shipments. 

Coastwise  and  inland  waterway  shipments. 

Warehouse  receiving  data. 

Parcel  post  matters. 

Return  merchandise  to  manufacturers 
(methods) . 

Claim  on  the  shipper  caused  by  negligence 
or  clerical  errors. 

Transit  insurance. 

Hauling  charges  from  depots. 

From  the  above,  it  will  readily  be  noted  thiit 
the  channels  are  many  and  various  through 
which  an  efficient  traffic  manager  can  be  the 
means  and  source  of  an  asset  to  any  establish- 
ment. As  to  the  importance  of  the  above 
enumerated  angles  that  come  under  the  juris- 
diction of  the  traffic  manager,  it  is  almost  an 
impossibility  to  say  which  is  the  most 
important. 

Particular  Stress  on  Claims 

However,  there  should  be  particular  stress 
placed  upon 'the  subject  of  claims,  as  a  traffic 
manager  finds  considerable  annoyance  to  both 
claimant  and  respondent,  if  your  claim  has  not 
started  its  career  in  the  proper  manner.  The 
necessary  procedure  in  regard  to  a  claim  is 
familiar  to  all  traffic  managers.  However,  it 
will  not  be  amiss  to  mention  the  mam  points 
to  successfully  bring  a  claim  to  its  termination 
(being  paid  promptly).  There  are  several 
classes  of  claims  which  we  will  divide  as  fol- 
lows : 

Non-delivery  in  the  entirety. 
Non-delivery  in  part  ("on  lot"  shipment). 
Bad  order  shipment  (that  for  which  you 
give  a  bad  order  receipt) . 
Claim  for  overcharges. 


Concealed  less  or  pilferage  claims. 

This  latter  condition  is  really  the  most  an- 
noying. This  annoyance,  however,  can  be 
avoided  to  a  great  degree,  if  your  claim  is 
started  in  the  proper  channel. 

We  must  remember  that  a  claim  filed  with- 
out the  necessary  papers,  or  without  having  in- 
formed the  transportation  company,  in  ad- 
vance of  filing  your  claim,  is  the  wrong  course, 
yet  this  is  frequently  done,  and  naturally,  the 
result  will  be  un  imited  correspondence  be- 
tween claimant  and  respondent. 

Proper  Procsdure  Facilities 

The  proper  methods  to  follow  with  all 
claims  which  will  avoid  these  annoying  after 
effects,  are  as  follows: 

1st.  Non-delivery  in  its  entirety  or  non- 
delivery in  part  of  lot  shipment. 

There  should  be  letters  or  copies  submitttitj^v,, 
v/ith  the  claim  papers  showing  that  the  shipper 
had  been  notified  to  start  a  trace,  also,  copy  of 
letter  to  railroad  or  express  company  notifying 
them  of  this  non-delivery.  Having  these  papers 
in  addition  to  the  essential  documents,  will  be 
the  means  to  bring  your  claim  to  an  early  set- 
tlement. 

Another  Kind  of  Claim 

2nd.  Bad  order  shipment  (that  for  which 
you  give  bad  order  receipt) .  Concealed  loss  or 
pilferage  claims. 

The  proper  method  to  follow  for  this  con- 
dition is  to  immediately  telephone  as  well  as 
write  the  delivering  carrier  that  you  are  hold- 
ing said  shipment  for  their  inspection.  Upon 
the  report  made  by  this  inspection  is  based  the 
rction  that  the  transportation  company  will 
follow  in  regard  to  your  claim.  For  your  pro- 
tection, make  notation  on  your  own  claim  rec- 
ord sheet  as  to  all  the  facts  in  regard  to  this 
claim.  Give  the  condition  received,  name  of 
inspector,  etc.,  etc.  If  a  claim  is  filed  correctly, 
having  all  the  necessary  papers  properly  made 
out,  will  reduce  much  correspondence,  and 
naturally  be  the  means  of  early  disposition.  . 

As  the  transportation  company  aptly  tells 
us  "Ship  right."  We  can  take  from  this  phrase, 
"File  our  claim  right."  The  method  of  keep- 
ing a  complete  record  of  claims  is  also  an  im- 
portant  feature,  but  such  methods  will  natu- 
rally be  applied  as  conditions  warrant. 

One  of  the  other  important  features  is  the 
knowledge  to  teach  the  assigned  clerk  the 
method  of  computing  express  charges,  valua- 
tion charges,  as  well  as  charges  of  "on  lot 
shipments,  also,  computing  freight  charges  and 
the  proper  classification. 

A  c'erk  who  is  drilled  in  the  methods  ot 
computing  charges  and  rates,  trips  up  a  great 
many  errors  that  amount  to  considerable. 
Errors,  as  is  usually  the  case,  are  an  expense 
to  the  receiver;  yet,  the  receiver  must  be  just 
as  keen  to  give  the  benefit  of  an  error  to  the 
transportation  company.  This  will  encour- 
age confidence  with  them,  and  show  that  you 
only  want  your  just  dues  when  you  claim  over- 
charges. 

Traffic  Maneger  an  Aid  to  Others 

The  traffic  manager  is  ever  ready  to  round 
up  a  shipment  that  the  buyer  is  so  anxious  for 

(Continued  on  page  115) 
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Large  View.  Main  floor  of  John  Taylor  Drv  Goods  Co.  store. 
Every  department  of  this  great  store  is  connected  by  Lamson 
pneumatic  tubes  with  the  central  station  shown  in  the  insert. 

Insert.  Lamson  automatic  central  station  The  cashiers'  chutes 
can  be  opened  or  closed  at  will  dividing  the  entire  load  so 
that  each  cashier  handles  her  proportional  share. 


Lamson  im 


e  e  d 


Flexibility 
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Delivery  Problems  Engage  Attention 
Of  Leading  Stores'  Executives 

Hundreds  of  Delegates  from  112  Concerns  at  Fifth  Annual  Con- 
vention of  I.  R.  D.  A.  in  Pittsburgh  This  Week — Reports  Show 
Progress  of  Co-operative  Movement 

Economist  Staff  Correspondence,   Pittsburgh,  Pa. 


THE  fifth  annual  convention  of  the  Inter- 
national Retail  Delivery  Association 
opened  here  with  several  hundred  dele- 
gates present,  representing  112  stores.  H.  H. 
Block  of  the  Block  &  Kuhl  Co.,  Peoria,  111., 
president  of  the  association,  spoke  of  its  ac- 
complishments and  urged  still  greater  inter- 
est on  the  part  of  members.  He  introduced 
Mayor  E.  V.  Babcock,  vs^ho  dwelt  on  the  re- 
tailers' importance  to  the  public  and  the  de- 
livery department's  value  to  the  retailer.  Such 
conventions,  he  said,  are  worth  all  they  cost  as 
they  show  ways  to  reduce  costs  of  service  and 
make  for  better  city  traffic,  conditions. 

Says  Pittsburgh  Sells  Cheapest 

Local  merchants  welcomed  the  delegates 
through  A.  H.  Burchfield,  vice-president  of  the 
Joseph  Horne  Co.,  who  paid  glowing  tribute  to 
merchants'  associations  and  the  benefits  of  co- 
operation. He  declared  Pittsburgh's  delivery 
service  the  best  in  the  country  and  stated  that 
the  city's  merchants  sell  cheaper  than  those  in 
any  other  large  city  because  of  their  co-opera- 


tion. 

A  telegram  from  Charles  G.  Phillips,  presi- 
dent of  the  Dry  Goods  Economist,  wished 
success  to  the  association  and  the  convention. 
A  telegram  was  sent  to  Mr.  Phillips  wishing 
him  speedy  recovery  from  the  illness  which 
prevented  his  attendance. 

Chairman  Block  told  of  the  recognition  the 
delivery  association  is  gaining  and  pointed  out 
the  increase  in  the  size  of  delegations  from  in- 
dividual stores.  Where  one  man  used  to  come, 
now  five  or  six  are  sent,  including  executives 
outside  the  delivery  department.  Mr.  Block 
stated  his  belief  that  meetings  of  groups  in 
different  territories  to  exchange  figures  and 
percentages  would  be  very  beneficial. 

Fewer  People — Not  Less  Pay 

Edgar  Kaufmann  of  the  Kaufmann  De- 
partment Stores,  Inc.,  Pittsburgh,  spoke  on 
meeting  new  labor  conditions.  He  said  deliv- 
ery drivers  of  department  stores  should  be 
paid  5  to  10  per  cent  more  than  other  drivers 
because  of  hard  work  and  long  hours.  "Pro- 


ductivity of  department  store  labor  has  been 
neglected  in  the  past,"  declared  Mr.  Kaufmann. 
"It  is  not  possible  to  fix  the  amount  of  work 
which  should  be  done  by  non-selling  help,  but  it 
is  up  to  the  department  head  to  see  that  an 
honest  day's  work  is  given  for  a  fair  wage." 
He  classed  as  a  lazy  method  of  reducing  ex- 
penses the  expedient  of  cutting  pay.  The  best 
method,  he  believes,  is  to  find  ways  to  have 
fewer  people  do  the  work  formerly  done  by  a 
large  force.  Following  this  talk  there  was  a 
discussion  of  bonus  and  profit-sharing  plans, 
which  were  favored  by  a  majority  of  those 
present. 

Sketches  Advances  in  Retail  Field 

At  the  banquet  on  the  evening  of  the  first 
day  Max  Rothschild,  president  of  the  Rosen- 
baum  Co.,  Pittsburgh,  told  of  the  great 
changes  in  department  stores  during  recent 
years.  He  illustrated  his  talk  by  newspapers 
printed  in  1868  showing  three-inch  ads  of  the 
Joseph  Horne  Co.  and  the  Rosenbaum  Co.,  com- 
paring them  with  recent  advertisements.  In 
closing  his  address  he  laid  stress  on  the  ne- 
cessity of  higher  service  efficiency  because  of 
the  high  operating  expense. 

George  P.  Nielson,  president  and  general 
manager  of  the  Braeburn  Steel  Co.  amused  the 
diners  with  humorous  anecdotes  about  Pitts- 
burgh and  its  people.  Musical  features  and 
moving  pictures  furnished  other  entertain- 
ment. 

Much  of  the  more  important  work  of  the 
convention  could  not  be  included  in  this  is- 
sue because  of  early  closing  of  the  paper.  It 
will  be  covered  fully  in  the  issue  of  March  26. 


State Jof  Roads  Affects 
Retail  Trade 


GOOD  roads  are  one  of  the  greatest  as- 
sets that  the  merchant  in  the  smaller 
city  or  town  has  at  his  command.  This 
is  especially  so  when  the  nearest  big  town  is 
many  miles  away.  The  roads  or  highways 
leading  into  the  larger  cities  are  of  equal 
importance. 

Of  course,  some  merchants  who  do  a  good 
business  might  be  satisfied  with  things  as  they 
are  and  cannot  be  brought  to  the  point  to  see 
the  value  of  good  roads.  Under  these  circum- 
stances it  is  but  natural  to  expect  that  their 
I  business  will  remain  stationary  and  never  ex- 
pand. 

The  subject  of  good  roads  is  one  that 
will  not  interest  them  to  any  large  degree. 
In  these  cases  they  worry  or  think  about 
good  roads  only  when  they  are  on  pleasure 
bent,  and  then  it  is  natural  for  them  to  curse 
i  the  roads  when  they  in  any  way  interfere  with 
their  pleasure. 

I  Another  Kind  of  Merchant 

On  the  other  hand,  there  are  merchants 
I  who  are  progressive  and  are  looking  forward 
to  the  enlargement  of  their  stores ;  the  build- 
ing up  of  a  greater  clientele  and  to  giving 
service  to  people  who  reside  outside  of  the 
immediate  territory  of  their  city  or  town.  To 
merchants  such  as  these  the  matter  of  good 
roads  is  one  of  importance  at  all  times. 

Some  merchants  condemn  the  mail  order 
houses  for  getting  so  large  a  share  of  the 
i  money  from  the  people  in  their  territory,  and 
also  condemn  the  people  for  dealing  with  the 
mail  order  houses.  Of  course  there  must  be 
a  reason  for  it  or  else  these  people  would  trade 
with  the  stores  that  are  in  closer  proximity 
than  the  mail  order  houses  are.  The  service 
that  the  mail  order  houses  render  is  very  slow 
at  the  best. 

'       One  of  the  reasons  as  to  why  the  people 


patronize  the  mail  order  houses  instead  of 
their  nearest  merchants  is  that,  due  to  poor 
roads,  they  are  unable  to  reach  the  merchants 
unless  they  inconvenience  themselves  greatly. 

Distance  No  Handicap 

Distance  is  no  handicap  to  the  person  liv- 
ing in  the  rural  districts  nowadays.  There 
are  very  few  residents  of  outlying  districts 
who  do  not  own  an  automobile.  It  requires 
but  little  time  to  travel  30  or  40  miles  to  the 
nearest  larger  city  by  auto,  and  at  a  trifling 
expense. 

No  one  can  overestimate  the  value  of  good 
roads.  Many  business  opportunities  come 
with  good  roads.  With  good  roads  there  will 
come  new  houses  and  every  tenant  of  these 
new  dwellings  will  become  a  prospective  cus- 
tomer. Good  roads  will  also  attract  the  tour- 
ist to  the  town  or  city  and  he  is  bound  to 
supply  his  wants  in  the  town. 

The  merchant  can  extend  his  delivery 
routes  and  can  supply  the  wants  of  all  these 
outlying  districts.  Those  finding  it  impossible 
to  get  to  the  store  will  place  their  orders  by 
telephone  and  the  merchant  will  find  that  tele- 
phone orders  will  become  a  part  of  the  regular 
everyday  business  of  the  store  when  these 
people  find  out  that  the  store's  delivery 
vehicles  come  out  to  their  locality. 

How  Other  Cities  Profit 

As  an  illustration  of  the  possibilities  of 
gathering  in  trade  from  surrounding  tovnis 
and  cities  one  has  only  to  reflect  on  the  large 
cities  such  as  New  York,  Boston,  Philadelphia, 
Chicago  and  numerous  others.  Why  do  the 
stores  in  these  cities  gather  in  trade  from 
towns  that  are  40  miles  away?  Why  do  the 
people  living  in  these  towns  become  steady 
customers  of  the  stores  in  the  larger  cities? 

The  answer  to  both  questions  can  be  given 
in  two  words — good  roads.  The  tovras  served 
by  these  stores  all  have  good  roads  leading 
into  them  and  connecting  them  with  the  larger 
cities  and  a  daily  delivery  service  is  main- 
tained by  the  stores. 


The  customers  living  in  these  towns  know 
this  and  feel  assured  that  anything  purchased 
will  be  delivered  the  day  following  the  date 
of  purchase.  If  it  were  impossible  for  the 
store's  delivery  vehicle  to  reach  these  cus- 
tomers it  would  be  hard  to  believe  that  these 
customers  would  come  to  the  larger  cities  to 
make  purchases  and  take  a  chance  on  their 
purchases  reajching  them  within  a  desired 
time,  which  would  be  improbable  if  the  store 
resorted  to  express  delivery.  Of  course  in 
such  cases  they  might  make  occasional  pur- 
chases of  merchandise  that  was  not  needed  or 
wanted  at  once,  but  the  fact  that  they  are 
daily  customers  shows  that  they -realize  the 
fact  that  their  purchases  will  be  delivered  the 
date  following  the  day  of  purchase. 

Should  Get  Together 

Merchants  in  all  cities  and  towns  should 
band  themselves  together  and  work  for  good 
roads.  It  makes  no  difference  whether  a  mer- 
chant maintains  a  delivery  service  or  not,  he 
will  reap  benefit  from  his  efforts. 

There  is  no  reason  whatever  why  the  mer- 
chants of  all  cities  surrounded  by  outlying 
residential  sections  and  towns  cannot  enjoy 
that  which  only  the  merchants  of  a  limited 
number  of  cities  now  enjoy.  Heretofore  all 
improvements  in  road  building  and  road  im- 
provement have  been  left  either  to  manufac- 
turers or  automobile  associations,  but  mostly 
to  automobile  associations.  But,  whenever  a 
new  highway  leading  into  a  city  or  town  has 
been  opened,  the  retail  merchants  as  a  rule 
were  the  first  to  take  advantage  of  it  by  offer- 
ing to  make  deliveries  to  customers  living  along 
the  route. 

It  is  high  time  that  the  merchants  in  gen- 
eral take  a  keener  interest  in  bringing  about 
good  roads.  Some  of  the  main  highways  lead- 
ing into  some  towns  are  little  more  than 
tracks  through  the  wilderness,  and  if  the 
people  at  the  other  end  of  these  so-called  high- 
ways do  not  come  to  the  merchants  the  mer- 
chants have  no  one  to  blame  for  the  absence 
but  themselves. 
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MEASUREGRAPHS  SI 

As  Evidencet 
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REORDERS 

Crowley,  Milner  Company 
Detroit 


2-  19-17 
7-  9-18 

10-11-18 

3-  27-19 
5-12-19 
2-  6-20 


10  machines 

4 

4 
12 

1 

4 


W.  L,  Milner  &  Company 
Toledo 


1-21-18 

3-  28-18 
5-11-18 

4-  3-19 

4-  16-19 

5-  27-19 


4  machines 
7 
9 
1 
3 
5 


Bon  Marche 
Seattle 


12-28-17 
7-23-19 

10-  9-18 
2-  3-19 


15  machines 
34 

1 

1 


Herman  Straus  Sons  Com- 
pany, Louisville 

4  machines 


1-21-18 
9-18-18 
4-17-19 
9-  1-19 
6-  4-20 


12 
2 
2 
1 


John  Taylor  Dry  Goods 
Company,  Kansas  City 


2-  7-17 
8-  8-18 
4-23-18 


20  machines 

20 

20 


Stewart  &  Company 
Baltimore 


3-  8-19 
7-10-19 

4-  12-20 


27  machines 
2 
6 


Kaufman  Dept.  Store 
Pittsburgh 


11-14-18 
9-  4-19 
7-20-20 


50  machines 

36 

14 


mill!! 


New  York 


Boston 


Merchants  are  realizing  as  never  before  the  necessity  of  reheving  sales- 
people of  all  work  purely  mechanical — that  measuring,  counting,  and 
computing  are  mechanical  operations — and  that  these  can  best  be  done 
by  the  Measuregraph. 

Here  is  a  letter  that  states  in  most  emphatic  terms  that  the  Measure- 
graph  is  just  as  it  is  represented — an  instrument  that  measures  36-inch 
yards  unerringly,  records  the  number  of  yards  measured,  computes  the 
amount  of  the  sale  instantly  and,  in  so  doing,  improves  store  service, 
reduces  overhead  expense  through  elimination  of  costly  errors,  and  pays 
for  itself  many  times  over.  This  firm  has  given  the  Measuregraph  the 
acid  test — 

"TTe  thought  you  would  be  interested  to  know  that  we  recently 
made  a  re-check  on  all  our  Measuregraph  machines  covering  a 
period  of  three  days.  We  found  only  one  mismeasurement  in 
several  hundred  transactions. 

"We  consider  this  practically  a  perfect  test  and  feel  that  by  this 
time  the  machines  have  entirely  paid  for  themselves.*' 

The  MacDougall  &  Southwick  Co., 
Seattle,  Washington. 


A  re-check  covering  a  period  of  three  days  and  only 
one  mismeasurement  in  several  hundred  transactions 
— that  is  what  is  meant  by  Measuregraph  Protection! 

Eliminating  guesswork— insuring  accuracy; 
entire  attention  to  selling — speeding  up  store 
ments — making  for  more  and  better  profits— 

Write  for 


This  is  the  Measure- 
graph.  It  measures  the 
fabric  exactly  and  com- 
putes the  price  in  full 
view  of  the  customer. 


THE  MEASURE< 


Chicago 


Dallas 


Atlanta 


Minneapolis 


SAIN 


San  Franc 
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Here's  the  First  Gun  in  Economist's 
1921  Window  Display  Contest 

Wider  Range  of  Classes  Gives  Live-wire  Display  Managers  Greater 
Opportunities  Than  Ever— Competition  Is  Open  to  All  and,,  as 
Usual,  Prizes  Are  Well  Worth  Any  Man's  Effort 


THE  Economist  takes  pleasure  in  an- 
nouncing that  its  Window  Display  Con- 
test for  1921  is  now  officially  opened. 
The  enthusiasm  which  marked  last  year's  con- 
test prompts  us  to  make  the  announcement 
earlier  than  usual.  That  the  display  man- 
agers of  the  country  are  realizing  the  impor- 
tance of  the  show  window  as  a  selling  agent 
is  proven  by  the  marked  improvement  that 
is  shown  each  year  in  the  windows  that  are 
submitted. 

Prizes  Stimulate 

In  an  effort  to  stimulate  the  display  man- 
ager's interest  in  better  windows,  the  Econ- 
omist has  yearly  conducted  its  contest  and 
offered  prizes  that  were  well  worth  trying  for. 
The  prizes  offered  in  last  year's  contest  drev/ 
extremely  favorable  comment  from  everyone 
that  viewed  them,  and  from  the  number  of 
entries  in  the  contest  it  appeared  that  every 
display  manager  in  the  country  was  out  to 
capture  one  or  more  of  them. 

This  year's  prizes  will  arouse  still  greater 
interest,  for  all  have  a  direct  personal  appeal. 
They  are  articles  for  which  every  man  has 
direct  use.  There  are  twenty-six  in  all,  every 
one  of  which  is  well  worth  striving  for. 
Divided  into  Classes 

As  in  previous  contests,  the  displays  are 
divided  into  two  groups,  namely,  table  Imen 
display  contest  and  class  display  contest. 
This  arrangement  offers  display  men  a  wide 
range,  so  that  if  a  display  manager  feels  that 
he  excels  in  any  certain  line  of  merchandise 


the  opportunity  to  enter  that  class  is  open 
to  him. 

The  table  linen  displays  include  table  dam- 
ask by  the  yard,  pattern  cloths,  napkins,  and 
plain  or  hemstitched  luncheon  cloths. 

Table  Linen  Display  Prizes 

The  prizes  in  the  table  linen  display  con- 
test are  as  follows: 

First  prize — A  gold  watch. 
Second  prize — A  traveling  bag. 
Third  prize — Traveling  toilet  case. 
Fourth  prize — A  card  and  bill  case. 
Fifth  prize— A  bill  fold. 

Ckss  Display  Contest 
The  class  display  contest  has  been  divided 
into  seven  classes,  as  follows : 

Class   1 — Women's   apparel — ^coats,  suits, 

Class  2 — Piece  goods— silks,  wool  fabrics, 
wash  goods. 

Class  3 — Silverware. 
Class  4— Stationery. 
Class  5 — Shoes. 

Class  6 — Toys,  games  and  dolls. 

Class  7— Boys'  clothing. 

For  the  prize  winning  displays  in  each 
of  the  class  contests  there  will  be  three  prizes, 
to  be  awarded  as  follows: 

First  prize— A  gold  fountain  pen. 

Second  prize— A  gold  pencil. 

Third  prize— A  gold  knife. 

Photographs  must  be  addressed  to  the  Dry 
Goods  Economist,  Window  Display  Contest, 


239  West  Thirty-ninth  Street,  New  York  City. 
They  must  be  received  not  later  than  Decem- 
ber 25,  1921,  but  this  does  not  prohibit  a  dis- 
play rnan  from  sending  in  his  photographs 
as  soon  as  he  wishes.  The  full  description  of 
the  display  must  be  written  on  or  pasted  on 
the  back  of  the  photograph  submitted,  to- 
gether with  the  display  manager's  name  and 
the  store's  name  and  location. 

A  contestant  may  send  in  as  many  photo- 
graphs in  each  class  and  in  as  many  classes 
as  he  desires,  but  only  one  prize  will  be  given 
to  a  contestant  in  each  class.  Display  man- 
agers are  urged  to  enter  all  classes.  All  dis- 
plays of  which  photographs  are  submitted  must 
have  been  made  between  February  1,  1921, 
and  December  15,  1921.  The  prizes  will  be 
awarded  by  the  comparison  of  photographs 
submitted. 

The  judges  will  be  three  display  men  ot 
acknowledged  ability,  and  in  awarding  the 
prizes  will  be  governed  by  the  following 
points:  Arrangement,  neatness,  relation  of 
the  decorations  to  the  merchandise,  posing  and 
grouping  of  forms,  the  placing  of  units  and 
the  general  appearance  of  the  display  in  so  far 
as  it  tends  to  impress  the  passerby  with  the 
merit  and  desirability  of  the  merchandise 
shown. 

Display  men  will  have  a  chance  to  make 
the  acquaintance  of  the  prizes  at  the  conven- 
tion of  the  International  Association  of  Dis- 
play Managers  at  St.  Paul,  July  11,  12,  13  and 
14,  when  an  Economist  representative  will  be 
on  hand. 


Open  Contests  for 
Display  Men  at 
St.  Paul_Meet 

Program  Committee,  Mapping  Out 
Best  Session  Yet,  Wants  to  Hear 
Any  Display  Man  with  a 
Message 

The  eyes  of  the  display  men  are  already 
turned  toward  St.  Paul,  where  the  next  annual 
convention  will  be  held  July  11,  12,  13  and  14. 
The  Economist  is  in  receipt  of  a  message 
from  the  chairman  of  the  Program  Commit- 
tee declaring  that  preparations  this  year  are 
far  ahead  of  any  previous  year.  Many  ot  the 
best-known  display  managers  of  the  country 
have  announced  their  willingness  to  address 
those  present  on  subjects  covering  the  dis- 
play manager's  work. 

Competitive  Demonstrations 

The  committee  regrets  that  entries  in  the 
competitive  demonstrations  are  coming  m 
as  fast  as  they  should.  It  seems  that  a  great 
many  display  men  feel  that  they  have  not 
Tfficient  demonstrative  ability  This  though 
should  be  dispelled,  as  a  great  ^^^"y/f^^^ 
windows  in  the  smaller  cities  are  far  ahead 


of  those  of  the  larger  cities.  Inasmuch  as 
these  display  men  do  not  get  to  the  larger 
cities  frequently,  they  do  not  see  what  the 
larger  city  display  men  are  doing.  In  many 
cases  the  smaller-city  display  man  can  give 
the  larger-city  display  man  "cards  and  spades" 
in  arranging  displays. 

Everybody  Invited  to  Talk 

The  committee  extends  an  invitation  to  all 
display  men  to  make  an  address  at  the  con- 
vention. Any  display  manager  wishing  to 
address  the  convention  should  advise  the  sec- 
retary at  once  of  his  desire. 

Real  Windows 

There  will  be  real  windows  built  upon  the 
stage  where  the  demonstrations  will  take  place, 
so  as  to  make  every  display  manager  feel  at 
home  while  making  his  demonstration.  Thus 
he  will  be  working  on  a  real  window  and  not 
in  an  open  space. 

An  interesting  program  is  under  way,  and 
there  will  be  plenty  of  action  to  keep  all  on 
edge  throughout  the  entire  four-day  session. 
In  addition  there  will  be  plenty  of  entertain- 
ment. 

Make  Hotel  Reservations 
The  committee  requests  all  who  are  going 
to  attend  the  convention  to  make  hotel  reser- 
vations at  once.  If  they  experience  any  diffi- 
culty in  securing  reservations  they  are  re- 
quested to  communicate  with  the  Hotel  Com- 
mittee of  the  association. 


Traffic  Manager 

(Continued  from  page  105) 

a  special  sale.  He  exerts  that  effort  through 
the  proper  avenues,  whereby  such"  a  shipment 
can  be  located,  and  delivery  effected. 

Our  railroads,  at  this  time,  are  exerting 
extra  effort  to  re-establish  service,  conscious  of 
the  fact  that  they  have  only  this  one  commodity 
to  sell  to  the  shipper  and  receiver.  The  traffic 
manager  is  also  alert  to  this  fact,  and  naturally 
his  endeavors  will  be  thrown  to  those  who 
prove  that  real  service  will  be  maintained  over 
any  particular  line,  which  will,  of  course,  be 
to  the  advantage  of  his  firm  in  having  prompt 
delivery,  thereby  receiving  his  merchandise  at 
least  in  time  to  gain  due  date  discount.  The 
traffic  manager  of  a  department  store  is  ever 
ready  to  place  in  operation  any  method  that 
will  act  as  an  incentive  to  minimize  cost  of 
operation,  and  at  the  same  time,  produce  bet- 
ter results  for  the  establishment  he  represents. 


Willis  F.  Brink  who  for  the  past  two  years 
has  been  in  charge  of  the  display  department 
of  H.  Liebes  &  Co.,  San  Francisco,  has  re- 
signed from  that  position  and  on  March  1 
went  to  Minneapolis,  Minn.,  to  take  charge  of 
the  displays  at  Maurice  L.  Rothschild's.  Be- 
fore going  to  Liebes  Mr.  Brink  was  display 
manager  at  Saks  &  Co.,  New  York  City. 
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•  1 

Interchangeable  Sectional  Units  (Patented)  As- 
sembled for  Umbrellas,  Leather  Goods,  Toilet 
Articles,  Jewelry  and  Gloves.    Arranged  for  Wall 


To-day 


you  cannot  reach 
the  cash  receipts 
of  last  year,  even  with  the  same  percentage 
of  profit,  unless  the  number  of  sales  is 
increased.  Is  it  possible  for  you  to  in- 
crease your  number  of  sales  to  any  extent, 
without  enlarging  your  stock  and  your 
sales  force? 

With  the  proper  equipment,  you 

can  sell  more  goods  to  more  customers, 
with  fewer  clerks.  The  entire  store  need 
not  be  transformed  in  order  to  prove  this 
statement. 

Select  any  one  departmen  t  or  any 

section  of  one  department,  equip  it  by  the 
W elch-Wilmarth  Method  in  Merchandis- 


ing (fitted  to  your  individual  needs)  and 
you  will  discover  that  you  will  sell  more 
goods,  better  goods,  to  more  customers, 
and  with  less  help,  than  by  old  methods. 

After  you  have  proved  the  ad- 
vantage of  this  method,  you  can  in- 
crease your  equipment— gradually,  if  you 
wish  to.  Add  a  Unit  at  a  Time  and  you 
will  not  feel  even  the  moderate  cost  of 
this  system.  And  all  the  time  your  over- 
head grows  less  as  your  number  of  sales 
increase. 

The  Interchangeable  Units  used 
in  the  Welch- Wilmarth  Methods  in  Mer- 
chandising are  so  well  made  that  the 
charge-off  for  depreciation  is  minimum. 


W rite  for  our  booklet  and  you  will 
have  a  better  idea  of  the  why  and 
how  of  Modern  Methods  in  serving 
100%  of  your  trade  satisfactorily. 


THE  WELCH -WILMARTH  COS. 

Originators  of  Method  in  Merchandising 

Grand  Rapids,  Mich. 

Branches: 

New  York  Pittsburgh  St.  Louis  Chicago  San  Francisco 
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ACCOUNTING SYSTEM 

By  Leopold  Minster 


The  "Average"  Sale 

Figures  for  Six  Years  in  an  Eastern 
Pennsylvania  Store 

Here  is  a  six-year  department  schedule  based 
on  statistics  kindly  furnished  to  us  by  an  eastern 
Pennsylvania  store  indicating  the  amount  of  the 
average  sale  effected  by  each  of  its  departments. 

To  find  the  amount  of  each  department's 
average  sale  the  respective  department's  sales- 
total  for  the  year  was  divided  by  the  total 
(number)  of  its  saleslips  for  the  year. 

This  store  also  enabled  us  to  present  Schedule 
2  showing  what  its  average  sale  amounted  to, 
month  by  month. 

Schedule  3  clearly  shows  how  much  the  "ac- 
cumulated average  sale"  amounted  to,  based  on 
figures  accumulated  at  each  month's  end. 


SCHEDULE  2 
Average  Sale;  Entire  Store  Each  Month 

1915  1916  1917  1918  1919 

Jan.                    $0.77  $0.97  $1.06  $1.12  $1.55 

Feb  92  1.01  1.15  1.19  1.58 

March                   1.00  1.11  1.45  1.33  2.14 

April                     1.00  1.28  1.28  1.20  1.87 

May   ; .  .  .    1.04  1.18  1.40  1.37  1.98 

June   92  1.07  1.21  1.19  1.76 

July  77  .95  1.13  1.12  1.67 

Aug  89  1.03  1.20  1.46  1.70 

Sept                    1.00  1.28  1.45  1.91  2.18 

Oct                      1.13  1.32  1.54  1.85  2.23 

Nov                     1.08  1..32  1.43  1.79  2.19 

Dec                       .98  1.13  1.38  1.54  1.95 


Entire  Store  $0.96    $1.13    $1.30    $1.40  $1.93 


To 


Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 


SCHEDULE  3 

End  of  Each  Month — 
Accumulated 
1915  1916  1917  1918 
.  .  .$0.77  $0.97  $1.06  $1.12 
. .  .    .85      .95    1.10  1.15 

.  .  .90  1.00  1.22  1.22 
.  ..  .93  1.08  1.31  1.22 
. ..    -.93    1.10    1.27  1.25 

.  .  .95  1.10  1.26  1.24 
.  .  .     .92    1.08    1.24  1.22 

.  .     .91    1.07    1.24  1.25 

.  .  .92  1.09  1.31  1.31 
.  . .  .94  1.10  1.29  1.35 
...  .95  1.13  1.30  1.39 
. . .    .96    1.13    1.30  1.40 
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Average  Sale 

1919  1920  1921 
$1.55  $2.01  $1.93 
1.56  2.12  1 
2.33 
2.37 
2.37 
2.34 
2.30 
2.28 
2.33 
2.37 
2.35 
2.30 


1.78 

1.80 

1.84 

1.82 

1.81 . 

1.79 

1.84 

1.87 

1.91 

1.93 


Departments  1915 
Art  Embroideries,  etc   $0.38 

Books,  Magazines,  Stationery  and 

Cameras    0.39 

Eoys'  Clothing  see  Clothing. 
Brassieres,  see  Corsets. 

Candy    0.15 

Carpets,  Rugs,  Linoleums,  Mat- 
tings, etc   5.24 

Children's  Coats  and  Dresses,  In- 
fants' Wear,  Petticoats,  etc   0.81 

China,  Glassware,  Tinware,  Hard- 
ware, Woodenware,  Trunks, 
Oas  and  Electric-Lighting  Fix- 
tures, Toys  and  Baby  Carriages  0.79 

Clothing     (Men's     and  Boys'), 

Ready-Made    5.47 

Clothing,  Made  to  Order    11.07 

Clocks,  see  Jewelry. 

Corsets,  Brassieres,  etc   1.10 

Cut  Glass,  see  Jewelry. 

Dress  Goods,  Black    1-02 

Dress  Goods,  Colored   1-78 

Dress  Trimmings,  see  Laces. 

Furniture,  Beds,  Mattresses,  etc.  7.02 
Furs,  see  Suits. 

Gloves  (Women's  and  Children's)  0.75 
Gloves  (Men's),  see  Men's  Fur- 
nishings. 

Groceries,  Meats,  etc   0.49 

Hair  Goods,  see  Notions. 

Handkerchiefs  (Women's  and  Chil- 
dren's), also  Women's  Collars, 
Neckwear,  Embroidery,  etc.  .  .  0.40 

Hosiery  (Men's),  see  Men's  Fur- 
nishings. 

Hosiery  (Women's  and  Children's)  0.43 
House    Furnishings,    Baby  Car- 
riages, Trunks,  etc.,  see  China. 

Infants'  Wear,  see  Children's 
Coats. 

Jewelry,  Silverware,  Clocks,  Cut 

Glass,  etc   0-54 

Kimonos,  see  Suits. 

Laces,  Veilings,  Dress  Trimmings, 

etc   0-44 

Lace  Curtains,  see  Upholstery. 

Lamps,  see  China. 

Leather  Goods,  Suitcases,  etc.,  see 
Notions. 


(Penna.)  Average  Sale 

1916     1917     1918     1919  1920 

$0.40    $0.49    $0.73    $0.85  $1.06 

0.59      0.60      0.58      0.78  0.54 


0.20  0.19  0.21  0.25  0.29 

8.00  10.04  14.37  16.10  18.42 

0.90  1.52  2.83  2.49  2.58 

0,94  1.15  1.35  1.33  1.94 

3.50  7.02  8.62  15.30  17.95 

12.35  10.52  8.19  6.22  .... 

0.89  1.41  1.45  2.32  2.19 

0.99  0.80  0.83  0.96  0.78 

2.56  4.87  4.25  3.95  5.84 

7.43  16.01  16.75  24.20  24.65 

0.71  1.17  1.25  2.00  2.16 

0.60  0.56  0.58  0.76  0.69 

0.47  0.53  0.60  0.94  0.99 

0.46  0.54  0.88  0.98  1.42 


0.77      0.86      1.11      3.68  2.16 


0.48      0.59      0.67      0.98  1.23 


(Penna.)  Average  Sale 

departments                         1915     1916     1917     1918     1919  1920 

Linens,  White  Goods,  etc                0.68     0.84     1.34      1.29      1.91  2.66 

Linings                                           0.42      0.26      1.06      1.06      1.58  2.63 

Linoleums,  see  Carpets. 

Men's  Furnishings  and  Men's  and 
Women's  Umbrellas  and  Para- 
sols (not  including  Underwear 

or  Sweaters)   $0.35    $0.70  $0.75    $0.90    $1.22  $1.41 

Men's  Underwear  and  Sweaters, 

see  Underwear.  „  „^     „  oo 

Millinery    1-61      1-88  2.27      2.37      3.35  3.38 

Muslin  Underwear    0.88      0.83  1.07      1.74     2.07  1.87 

Muslins,  Sheetings,  Blankets, 

Comforts,  etc   0.85      0.99  1.39      2.14     2.18  3.02 

Negligees,  see  Suits. 

Notions,  Leather  Goods,  Perfum- 
ery, Druggists'  Sundries,  Toilet  „  ^„      «  rr. 
Irticles,  Hair  Goods,  etc   0.26     0..34      0.34      0.42      0.57  0.59 

Petticoats,  see  Children's  Coats. 

Paper  Patterns    0.17      0.14  0.22  0.22      0.23  0.30 

Parasols,  see  Men's  Furnishings. 

Ribbons    0.36     0.46  0.52  0.51      0.95  0.92 

Sheet  Music    0.30      0.14      0.36      0.25  .  .... 

Sheet  Music,  etc   ^-^^  ""'^ 

'^LiT"^:."-"'-'^'"'  1-32      1.74  1.73  2.26      2.27  2.25 

Silverware,  see  Jewelry.  ^          o  on  o  c'? 

Silks  and  Velvets   '  1-56     2.14  2.59  2.91      3.89  3.57 

Suits,  Coats,  Skirts,  Waists,  Furs, 
Raincoats,  House  Dresses,  Ki- 
monos, Wrappers,  etc.  (Women's 

and  Misses')    2.48      3.56  5.65  6.74    1^80  11.17 

Toilet  Goods,  Druggists'  Sundries, 

Perfumery,  etc.,  see  Notions. 
Toys,  see  China. 
Trimmings,  see  Laces. 
Trunks,  see  China. 

Umbrellas  and  Parasols,  see  Men's 

Furnishings. 
Underwear,  Knit  (Men's,  Women's 

and  Children's),  also  including 

Sweaters    0.82      0.87      1.35      1.24     2.43  3.06 

Upholsteries,  Curtains,  Shades  ^ 
and  Awnings    -"--^^      ^■'^^  --^^ 

Veilings,  see  Laces. 

Waists,  see  Suits. 

Wash  Goods   0.66      0.54      0.93      1.64     1.93  2.76 

White  Goods,  see  Linens. 

Entire  Store    {Average)    $0.96    $1.13    $1.30    51.40    $1.93  $2.30 
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An  Ornamental  Jop 


Drapery  Stands  that 
meet  the  requirements 
necessary  for  perfect 
draping. 


An 

Underwear 
Displayer  of 
Exceptional 
Merit. 


This  stand  is 
62"  high 

For  true  charm  in  the  presentation  of  merchandise, 
the  Louis  XVI  Period  Design  -is  one  of  exceptional 
merit.  All  our  fixtures  are  designed  to  be  highly  prac- 
tical and  useful.  And  because  our  fixtures  are  correct 
reproductions  of  "classic  periods,"  their  use  aids  in  cre- 
ating a  distinctive  display,  that  compels  favorable  at- 
tention. 

Allow  us  to  send  you  our  complete  Catalogs. 

"Make  Buyers  Out  of  Passers-By." 

HUGH  LYONS  &  COMPANY 

700  South  Street, 
Lansing,  Michigan 


Salesroom 
New  York 
35  W.  32nd  St 


Salesroom 
Chicago 
234  S.  Franklin  St. 


\ 


Our  forms  are  cor- 
rectly modeled,  con- 
forming to  the  lat- 
est fashions  of 
women's  wear. 
Forms  that  will 
present  the  true 
charm  of  the  gar- 
ment always  at  its 
best.  Flesh  tinted 
full  enameled  bust. 
White  jersey  cov- 
ered body. 


Costume  Form 


Waist  Form 


PLANETLITE 


Soft 


Powerful 


AN  installation  of  Planetlites 
makes  the  store  look  like  new, 
imparts  the  brightness  of  day  and 
shows  the  merchandise  in  its  true 
value. 

This  new  light  is  the  result  of  wide 
store  illumination  experience  and  em- 
bodies the  qualities  that  perfect  store 
lighting  and  economy  demand. 

The  Planetlite  gives  more  and  better 
light  at  no  increased  cost. 

It  is  also  handsome  in  appearance, 
easy  to  keep  clean  and  to  install. 

You  will  be  delighted  with  the  Planet- 
lite.  Make  a  trial  installation  in  the 
most  obscure  corner  of  your  store,  and 
see. 

Made  in  three  sizes,  1  00  to  500  Watts. 
Send  for  particulars 

"Shipped  Complete 
Ready  to  Hang" 


Planetlite  Co.,  Inc. 

15  East  40th  Street 
New  York 
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Third  prize  winner,  designed  and  arranged  by  E  Dudley  Pierce  display 
manager  for  Sibley,  Lindsay  Cutr  Co.  of  Rochester,  N  Y  Vfryjcuf 
fivllirfs  uTrc  needed,  as  the  boxes  of  stationery  were  used  to  build  up 
tiie  units.    The  color  scheme  was  burgundy  and  ivory. 
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WHITING 
SERVICE 


is  conducted  along  sound  and 
logical  lines.  It  gives  to  the 
far-seeing  merchant 

A  Complete  Store  Lighting  Service 

not  only  in  the  proper  illumina- 
tion of  the  store  itself,  but  for 
show  windows,  showcases  and 
counter  color  matching. 

Whiting  Celestialite  Lighting 

is  the  closest  approach  to 
natural  light  yet  attained  for 
store-lighting  purposes. 

Many  of  America's  Best  Stores 

are  so  equipped  —  including 
such  stores  as  A.  I.  Namm  & 
Son,  James  McCreery  &  Co., 
LaSalle  &  Koch,  Brokaw  Bros., 
Wm.  Hengerer  Co.,  Straw- 
bridge  &  Clothier,  and  others. 

Whiting  Store  Lighting  Service. 

H.  S.  WHITING  CO.,  Inc. 

104  East  41st  Street  New  York 

Correspondence  and  inquiries  inciied. 
Illustrated  folders  on  request. 


I  Right  Into  the  Baler 

E  Do  not  dump  your  waste  paper  in  piles  and 

E  maintain  fire  danger. 

E  Right  into  the  Baler — that  is  where  it  should 

E  go,  which  saves  the  time  of  rehandling;  and 

=  baled  paper  brings  a  better  price  than  bagged 

E  rubbish. 

E  The  Minnich  Steel  Baler  is  made  in  especial 

E  '^^y  goods  store  models  and  is  used  by  most 

E  stores. 

E  Let  us  show  you  how  it  works — 

E  You  may  have  a  Minnich  Baling  s 

E  Press  on  30  days  Free  Trial. 

E  A  boy  can  operate  it.     Just  write  us. 

I  The  Minnich  Machine  Works 

E  Makers  of  Baling  Presses  for  all  Purposes 

E  Landisville,  Lancaster  Co.,  Pa. 


1410-1418  So.  Wabash  Ave., 
Chicago,  111. 


J.  &  J.  KOHN'S 

Imported  Bentwood  Furniture 

is  always  attractive — well 
made — long  wearing — sat- 
isfactory in  every  respect. 

Immediate  delivery  from 
stock  in  any  color  desired. 

Catalogue  on  Request. 

Jacob  &  Josef  Kohn,  Inc. 

25-27  W.  32nd  Street,  New  York 

215-219  Victoria  Street, 
Toronto,  Can. 


The  Experience  of  Others 

is  often  a  most  valuable  guide 
for  yourself.  The  most  success- 
ful methods  of  other  merchants 
are  told  in  the 

Dry  Goods  Economist 
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Yowell-Drew  Co. 
Builds  Addition 
For  Furniture 


EQUIPMENT  RFCQRO. 


1921 


Orlando  Store's  Business  Growing  So 
Fast  That  Whole  Building  Is 
Required  for  Department 

A FURNITURE  business  so  large  that  it 
was  impossible  to  conduct  it  in  the  same 
building  with  dry  goods  may  seem 
strange,  yet  such  was  the  case  with  the  Yowell- 
Drew  Co.  of  Orlando,  Fla. 

Many  concerns  are  continuously  complain- 
ing that  their  furniture  departments  are  car- 
ried along  at  a  loss,  but  this  complaint  does  not 
exist  with  this  concern.  What  they  have  been 
obliged  to  do  answers  the  question  "Does  fur- 
niture pay?" 

The  furniture  department  of  the  Yowell- 
Drew  Co.  formerly  occupied  the  third  floor  of 
their  main  building  but  business  increased  by 
leaps  and  bounds  until  there  was  no  longer 
room  enough  for  it,  and  the  new  building  was 
necessary.  It  was  erected  on  a  lot  adjoining 
the  store,  60  by  148  feet,  and  three  stories 
high. 

ji  Into  this  large  annex  the  furniture  and 
j|  carpet  departments  were  transferred  and  the 
building  was  recently  opened  to  the  public. 
The  opening  day  was  more  of  a  festival  than 
an  opening.  Punch  and  wafers  were  served 
to  visitors  and  a  large  orchestra  furnished 
music  throughout  the  day  and  part  of  the 
evening. 

Completely  Furnished  Rooms 

On  each  side  of  the  main  floor  are  rooms- 
ten  in  all — all  completely  furnished  and  at- 
tractively arranged  so  as  to  portray  the  rooms 
of  a  home.  Every  item  of  housekeeping  has 
been  placed  in  its  proper  place  in  each  room. 
These  rooms  have  been  the  subject  of  much 
favorable  comment. 

The  second  floor  is  given  over  to  the  sale  of 
living-room,  dining-room,  and  bed-room  furni- 
ture. Wicker  furniture,  rugs  and  draperies 
also  occupy  a  prominent  part  of  this  floor  and 
do  a  thriving  business. 

At  present  the  third  floor  is  used  to  carry  a 
reserve  stock  of  furniture.  The  display  de- 
partment and  advertising  department  are  also 
located  here  for  the  present. 

Mezzanine  Floor 

On  the  mezzanine  floor  are  sold  table  and 
floor  lamps,  odd  pieces  of  furniture,  chinaware, 
glassware,  silverware,  and  kitchenware.  A 
large  stairway  leads  from  the  main  floor  to  the 
mezzanine  and  is  so  situated  that  everybody 
going  to  the  elevators  must  see  it. 

Children's  Playground 

The  space  in  the  main  building,  vacated  by 
the  furniture,  has  been  given  over  to  the  sale 
of  art  goods,  gifts,  infants'  wear,  musical 
goods,  misses*  wear,  and  toys. 

The  toy  department  has  been  placed  in  the 
center  of  the  floor  and  the  other  departments 
have  been  placed  around  it  as  individual  shops. 
In  connection  with  the  toy  department  there  is 
a  large  children's  play  ground.  A  dressmaking 
parlor  has  also  been  placed  on  this  floor. 

In  addition  to  the  large  active  stock  kept  in 
the  home-furnishing  building,  the  concern  has 
a  large  warehouse  that  is  situated  where  it  is 
accessible  to  all  three  railroads  entering  Or- 
lando, and  this  warehouse  is  at  all  times  kept 
filled  up  with  reserve  stock. 
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REPAIRS  y 


A  suggestive  form  for  keeping  tabs  on  equipment.  This  form  can  be  used  for  any  device  or  appliance 
regardless  of  the  nature  of  its  use. 

Inventories  of  Equipment  Are  More 
Than  Worth-while  to  Any  Store 

Proper  Attention  to  Various  Devices  and  Appliances  Will  Result 
in  Better  Service  and  Reduce  Cost  o£  Upkeep — Up-to-date  Records 

Essential 


IT  seems  almost  unbelievable  that  most 
stores,  while  religiously  inventorying  mer- 
chandise stocks  right  down  to  the  very 
last  detail,  neglect  entirely  to  inventory  the 
equipment  which  plays  so  large  a  part  in  the 
efficiency  of  the  store  service.  Adding  ma- 
chines, typewriters,  measuring  machines,  letter 
sealers  and  openers,  and  a  wide  variety  of 
other  devices  are  usually  purchased  and  put 
into  use  without  any  plan  or  system  for  check- 
ing their  efficiency,  or  any  definite  intent  to 
keep  them  at  the  service  of  the  various  parts 
of  the  store  that  may  have  need  for  them  from 
time  to  time. 

A  comprehensive  inventory  plan,  far  less 
intricate  than  any  merchandise  inventory, 
would  take  only  a  short  time  and  save  many 
times  the  few  hours  a  year  that  would  be 
necessary  to  take  it  and  keep  the  records  up 
to  date.  The  increased  facility  with  which 
the  executive  in  charge  of  equipment  could 
arrange  for  needed  repairs,  check  the  cost  of 
upkeep,  and  distribute  the  output  of  the  vari- 
ous machines  among  the  departments  of  the 
store  according  to  the  requirements  of  each 
department  manager,  to  say  nothing  of  the  in- 
creased efficiency  and  life  of  the  machines 
themselves,  would  mean  a  saving  that  ought 
to  make  the  inventory  proposition  not  only  a 
matter  of  duty  and  good  business,  but  almost 
a  pleasure. 

Lack  of  System  Causes  Waste 

Without  such  inventory  information,  sep- 
arate investigation  is  required  whenever  a 
question  comes  up  about  any  one  machine.  If 
this  information  is  gathered  on  the  spur  of  the 
moment,  as  it  usually  is,  it  is  a  safe  bet  that 
it  comes  far  from  imparting  the  most  impor- 
tant information. 

Usually  after  a  device  is  installed  and  put 
in  working  condition  it  is  forgotten,  until  it 
breaks  down  or  requires  replacement.  Then 
there  is  a  great  rush  to  find  out  "why  and 
how." 

Vehicles,  cash  systems  and  a  few  other 
large  appliances  are  the  only  equipment  that 
receives  constant  attention,  due  to  the  fact 
that  these  appliances  cannot  function  unless 
they  are  kept  in  practically  perfect  order. 

No  Item  Too  Small 

There  should  be  a  definite  time  each  year 
or  half-year  when  every  device  is  inventoried 
and  recorded.  No  item  should  appear  too 
small  as  long  as  it  is  a  device  or  appliance  that 
plays  a  part  in  the  store's  operation.   In  mak- 


ing the  inventory  the  manufacturer's  number 
should  be  taken,  the  location  of  the  device 
noted,  and  record  made  of  the  departments 
using  it. 

Such  an  inventory  will  show  just  how 
many  pieces  of  each  kind  of  equipment  there 
are  in  the  store,  and  will  help  to  solve  pur- 
chasing problems  when  requests  are  made  for 
any  kind  of  new  appliance. 

Making  Permanent  Records 

After  all  devices  and  appliances  are  inven- 
toried there  ought  to  be  a  detailed  record  kept 
of  them.  This  record  can  be  kept  in  a  loose- 
leaf  book  or  on  a  card  system.  If  a  book  is 
kept  the  pages  can  be  made  to  hold  three  or 
four  records  the  size  of  the  card  record.  Each 
device  should  carry  its  own  record. 

On  this  card  or  record  form  there  should 
be  information  showing  what  the  device  is, 
the  manufacturer's  name,  the  manufacturer's 
number,  or  the  number  assigned  by  the  store, 
the  date  of  purchase,  and  the  department  to 
which  the  device  is  assigned. 

Importance  of  Inspection 

The  rest  of  .the  card  or  record  can  be  di- 
vided into  two  or  more  parts  for  further  im- 
portant information.  One  of  these  divisions 
should  be  used  for  recording  the  dates  of  in- 
spection. This  is  the  most  important  thing 
about  equipment  of  any  nature.  It  is  claimed 
by  manufacturers  that  every  year  there  are 
millions  of  dollars'  worth  of  equipment 
scrapped  that  has  not  lasted  more  than  one 
half  of  the  time  it  should  have  lasted,  all 
on  account  of  not  receiving  proper  inspection. 

In  many  instances  the  manufacturer  of 
the  equipment  has  been  condemned  when  in 
reality  the  condemnation  should  be  placed 
upon  the  user  or  owner. 

On  another  part  of  the  record  there  should 
be  detailed  information  concerning  repairs 
made,  cost  of  repairs,  etc. 

Easily  Transferable 

Whenever  the  appliance  is  transferred  to 
another  department  proper  correction  should 
be  made. 

An  equipment  record  such  as  this  will 
prove  of  untold  value  to  the  store  itself  and 
also  to  the  employee  whose  daily  labors  call 
for  the  use  of  the  device  and  appliance.  The 
employee  would  be  able  to  perform  better 
work  with  the  equipment  kept  in  first-class 
condition  through  regular  inspections,  and  the 
store  would  benefit  to  the  extent  that  its 
equipment  would  have  a  longer  life,  _ 


124 


DRy  GOODS  ECONOMIST  STOKE  SERVICE  AND  EQUIPMENT  SECTION 


"You  See  Them  Everywhere" 

— because  they  are  attractive  in  appearance, 
correct  in  construction  and  in  styles  to  supply 
all  store  needs — 

Frink 

POLARALITE  SiGNS 

— a  new  idea  in  construction.  The  light  enters 
through  the  framework  and  shows  only  through 
the  deeply  sandblasted  lettering  or  design. 

They  show  clearly  at  distances  and  tell  your 
custome-rs  where  to  go. 


Write  for  Circular  No.  62 


Single  and  Double  Face 
Special  Designs  to  Order 


I.  P.  FRINK,  INC, 

24th  Street  and  10th  Avenue,  New  York  City 

175  W.  JACKSON  BOULEVARD,  CHICAGO,  ILL. 


Equipment 
&  Supply 

Buyers' 
Directory 


pARD  WRITING  MACHINE— As  easy 
to  operate  as  a  tyijcwritn— different 
Sizes  and  styles  of  lelti-r  Wj  ile  for  de- 
tails. THE  PRINTASIGN  Co.,  702  E. 
40th  Street,  Chicago. 


pjISPLAY  FIXTURES— FORMS  AND 
^  WAX  FIGURES— all  bases  equipped 
with  Frarikel's  Patent  Fedt  iiDttoms— 
we  only  UKO  all  Brass  Mati-ri;il  ami 
ereate  newest  innovations.  FRANK  EL 
DISPLAY  FIXTURE  CO.,  1146  Broad- 
way, at  27th  St.,  N.  Y. 


piXTURES— DISPLAY— Our  line  con- 
■  Kists  Of  metal  and  wood  forms,  wax 
figures  and  manufacturers'  forms  Also 
hanfe'ers,  vaianees,  artifieial  llowcrs,  etc. 
L.  A.  FELDMAN  FIXTURE  COM- 
PANY, 32  W.  32nd  St.,  N.  Y.  C. 


F   w7  ^ — metal,  wood  and  f,'lass. 

Wax  fiKun.H,  papier-mache  forms, 
valances,  etc.  Cca  our  catalog-ue.  Vlsii 
US.  THE  HECHT  FIXTURE  CO., 
Medmah  BIdg.,  Chicago,  also  65-67  E. 
12th   St.,   New  York 


L'?^m"^9  EQUIPMENT  —  Macbelh 
Artificial  daylif,'ht  lamp  with  cveninK 
lamp  cornhinalion,  can  he  seen  in  lead- 
ing Htorcs,  floHcH  sales  dtJlckly.  Cata-- 
^'^^"^"^'A'-  DAYLIGHTING  CO., 
Inc.,  227  W.  17th  St.,  N.  Y.  C 


k^ETAL     DISPLAY     FIXTURES— for 

every  tnodeiri  ir/ercha ndisi riir  need 
All  desirable  ■  iyie„  and  finish. 'S.  .Spe- 
ftal  fixture:-  l,iii|(  ,„  ,,,.,1,.^.  VISEL- 
DARLING  CO.,  INC.,  Bronson,  Mich, 


Merchandise — How   It   Is  Made: 

This  is  one  of  the  prime  subjects  on  which 
progressive  retailers  are  now  giving  instructions 
to  their  salespeople. 

The  Dry  Goods  Economist  has  just  published 
a  booklet  of  28  pages  that  will  surely  prove  help- 
ful to  stores'  educational  departments  and  de- 
partment heads. 

It  is  entitled 

From  feature's  Product 
to  Textile  Fabrics 

and  tells  of  the  processes  employed  in  transforming  fibers 
into  finished  materials. 

It  is  illustrated  with  photo-engravings  of  machines  used, 
.samples  of  products,  etc.,  and  tells  in  simple,  untechnical 
language  how  each  process  is  accomplished  in  the  spinning, 
weaving,  etc.,  of  wool,  silk,  cotton  and  flax. 

The  booklet  also  includes  an  informing  article  on  Colors  and 
How  to  Combine  Them,  emphasizing  the  fact  that  color  knowledge 
gives  salespeople  an  open  sesame  to  more  business. 

Both  articles  are  reprints  from  the  Dry  Goods  Economist  of 
April  3,  1920. 

The  booklet  is  printed  on  excellent  paper,  with  attractive  cover, 
8  X  10V2  in.  in  size.    And  the  price  is  only  75  cents  per  copy. 

Sent  Prepaid  By 

U.  p.  C.  BOOK  COMPANY,  Inc. 

Dry  Goods  Economist,  Book  Dept 
243-249  W.  39th  Street,  New  York 


It  is  said  that  the  suc- 
cessful man  must  be 
"intelligently  selfish." 
It  also  pays  the  retail 
merchant  to  be  intelli- 
gently generous.  Let 
your  employees  profit 
by  reading  The  Econo- 
mist every  week.  Every 
issue  is  full  of  thoughts 
that  will  make  them 
more  valuable  to  them- 
selves and  to  you. 


For  kids  wash  clothes 

RENFREW 
DEVONSHIRE 

AYam  Dyed  I  LJ  "Outwcirs 

Fabric       Vi^  Lmf\J    1  It 

32  INCH 

I  The  economy  cloth 
■  tor  all  the  people  . 

Stands  the  strain! 

Wears  like  iron! 


i,  SINCE  1867 

Also  makers  of 

RENFREW     COLORED  DAMASK 

RENFREW     N  U  V  0  G  U  E  FABRICS 

RENFREW  GREAT  WHITE  FABRICS 

F.    U.    STEARNS   &  COMPANY 

SELLING  AGENTS 
9  Thomas  Street  New  York 
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REPUTATION 

—once  established,  is  a  sales  asset  of  supreme  value. 

The  attainment  of  this  high  aim  is  not  easy.  It  means  years 
of  patience,  unceasing  care,  vigilance  and  resistance  to  the 
temptation  to  take  immediate  profits  at  the  expense  of  the 
ideal. 

"Old  Bleach"  pure  Irish  linens  and  Linen  Damasks  have 
won  both  manufacturing  and  merchandising  reputations. 

Distributors  can  feel  complete  confidence  in  "Old  Bleach." 
Price  lists  are  closely  figured  on  an  actual  cost  basis.  The 
quality  of  this  famous  merchandise  is  its  own  best  sales 
force. 
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DRY  GOODS  ECONOMIST 

THE  BUYERS'  WEEKLY  STAFF  MEETING 


75th  Year 


R.  B.  Bunting — Ploorcoverings,  draperies  and 
other  home  goods ;  linens 

W.  D.  Darby — Silks,  woolens,  worsteds,  cottons 
Gus  Hbnning — Store  service  and  equipment 
C.    K.    McDbrmut,    Jr. — Knit    underwear  and 
hosiery 

Miss  Jack  Seelbt- 
trimmings 


New  York,  Saturday,  March  26,  1921 
S.  H.  DiTCHETT,  Editor-in-Chief 

Ernest  C.  Hastings,  Managing  Editor  E.  C.  Donegan,  News  Editor 

department  editors 

J.  E.  Holland — "Women's  and  misses'  apparel 
Miss  Mat  Halleht — Fashions  as  they  influence 


moraifflimniniiDiiiiiiinniiiniiiiiiii 


No.  4003 


-Laces,  embroideries,  ribbons. 


rherchandise 

Gut  Hubbart — Retail  advertising,  and  "how  to 
sell  it"  articles 

Leopold  Minster — Store  and  office  manage- 
ment ;  accounting  and  system 

Mrs.  Bernicb  Todd — Corsets,  brassiSres ;  fancy 
goods ;  toys 


London  Office, 
Curtiss 


11  Haymarlcet,  S.W.I — .John  C. 


Washington    Office,   816   Fifteenth  St., 
William  L.  Dalet 


N.W.- 


J.  L.  CasgiU/ — Shoes ;  men's  wear ;  boys'  wear 
Mrs.    Beatrice    Hastings — Gloves  ;    veilings  ; 
women's  neckwear 

Miss  Helen  Lehman — Children's  and  infants' 
goods,  knit  outerwear;  store  educational 
work 

W.  L.  POLi/ARD — Special  articles. 
G.  A.  VanMbter — Women's  apparel 

Paris  Office,  2  Rue  des  Italians — Miss  Laura 
Hubbard 
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Articles  for  the  Executive  : 
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First  Acts  of  Congress  Will  Affect  Nation's  Business  
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Skirts  Sell  Throughout  the  Year  When  Specially  Featured  . 
Paris  Forecast  of  Long  and  Complicated  Sleeve  Styles— (Pas^e  plate) 
Long  Sleeve  Gains  Ground  in  Paris  Dinner  Gowns  and  Dresses 
Women  Buy  Blouses  on  Impulse,  So  Keep  Them  in  Sight  . 
Success  of  Waist  Stock  Turns  Depends  on  Care  in  Buying 
Headwear  Needs  Are  Constant,  Profit  by  Them 
Merchandising  Policy  That  Brought  Big  Sales  of  Infants'  Wear 


Knitted  Outerwear  Feature: 


Importance  of  Fit  of  Knitted  Garments  Is  Now  Generally  Recognized 
Call  for  Knitted  Garments  Grows  Stronger  Day  by  Day 
Selling  Knitted  Outergarments  Has  Only  Just  Started 
Study  op  Clientele  Best  Basis  on  Which  to  Buy  Knitted  Garments— .By  Mrs.  Bermce 

E.  Todd   
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Sales  Tax  Plan  Comes  More  and  More  to  Front 


INTEREST  in  the  proposal  to  raise  part  of 
the  Federal  Revenue  by  means  of  a  sales 
tax  is  growing.  We  venture  to  say,  how- 
ever, that  even  at  this  day  a  large  proportion 
of  business  men  do  not  know  just  what  the 
proposed  sales  tax  is.  Furthermore,  even  those 
who  have  studied  the  subject  are  widely  apart 
as  to  the  form  which  a  sales  tax  should  take 
and  also  as  to  the  proportion  of  revenue  it  is 
desired  to  raise  by  such  a  form  of  taxation. 

Careful  readers  of  the  Dry  Goods  Econo- 
mist know  that  this  proposed  form  of  taxation 
has  been  discussed  in  our  columns  at  intervals 
-during  the  last  two  or  three  years.  From  time 
to  time  we  have  presented  the  views  of  the 
proponents  of  the  sales  tax,  and  quite  recently 
we  gave  a  number  of  the  latest  arguments  for 
and  against  this  proposed  form  of  taxation. 

For  the  benefit  of  those  who  are  not  yet 
familiar  with  the  subject  we  print  below  the 
three  general  forms  into  which  sales  tax  pro- 
posals are  grouped,  as  stated  recently  by 
Charles  E.  Lord  of  the  cotton  goods  firm  of 
Galey  &  Lord,  one  of  the  men  who  have  given 
long  and  careful  study  to  the  subject.  These 
three  forms  are: 

(1)  A  tax  on  every  sale  or  turnover,  not 
only  of  commodities,  but  also  of  services,  real 
property,  capital  assets,  etc.,  and  on  rent  and 
interest. 

(2)  A  tax  upon  the  sales  of  specified  wares 
only,  or  the  sales  of  one  class  of  vendors  only, 
or  at  varying  rates  upon  the  sales  of  different 
classes  of  vendors. 

(3)  A  tax  on  every  sale  or  turnover  of 
goods,  wares  and  merchandise  (i.e.,  limited  to 
commodities) . 

It  has  also  been  proposed  that  the  tax  be 
collected  only  by  the  retailers,  and  thus  a  dis- 
tinction is  drawn  between  a  "turnover"  tax, 
which  would  be  levied  on  all  sales,  and  a  tax 
often  referred  to  as  a  "sales"  tax,  collected 
only  at  the  time  of  final  sale  to  the  consumer. 

Difference  of  opinion  also  exists  as  to  the 
way  in  which  this  sales  tax  should  be  collected. 
Some  would  have  the  retailer  include  the  tax  in 
his  mark-up,  or,  in  other  words,  add  it  on  to 
the  price  of  his  goods.  Others  are  in  favor 
of  having  the  tax  collected  by  the  retailer  and 
the  customer  informed  of  the  amount  of  the 
tax,  just  as  is  now  done  with  the  luxury  taxes. 


Then,  too,  there  is  wide  range  of  thought 
as  to  the  amount  of  revenue  which  ought  to 
be  raised  by  the  turnover  tax  or  the  sales  tax. 
The  National  Retail  Dry  Goods  Association,  as 
already  stated  in  the  ECONOMIST,  in  its  plan 
as  reported  by  the  Association's  Taxation  Com- 
mittee and  recently  submitted  to  members  of 
the  association,  gives  a  subordinate  position  to 
the  sales  tax.  Under  the  association's  plan  a 
tax  would  be  imposed  on  the  gross  sales  of  all 
goods,  wares  and  merchandise  sufficient  when 
added  to  the  income  taxes  and  other  taxes  pro- 
posed in  the  committee's  report,  plus  the  cus- 
toms receipts,  to  aggregate  the  $4,000,000,000 
necessary  to  support  the  Government. 

On  the  other  hand,  the  National  Council  of 
Traveling  Salesmen's  Associations — which  has 
recently  jumped  into  the  ring  in  favor  of  a 
turnover  or  sales  tax — is  advocating  that  kind 
of  a  tax  on  a  scale  which  would  produce  prac- 
tically all  of  the  Federal  Government's  needed 
revenue,  or  about  $4,000,000,000.  The  Council 
is  using  the  title  "Simplicity  Tax,"  originated, 
we  believe,  by  Jules  S.  Bache,  a  prominent  New 
York  banker  and  ardent  advocate  of  this  pro- 
posed method  of  raising  a  large  revenue. 

Another  new  advocate  of  a  turnover  tax  is 
Frederic  E.  Kip,  who,  as  president  of  the  Salts 
Textile  Co.,  is  known  to  many  of  our  readers. 
In  a  forcibly  written  pamphlet,  Mr.  Kip  places 
such  a  tax  first  in  his  list  of  proposed  forms 
of  taxation,  the  second  form  he  favors  being 
a  moderate  tax  on  corporations  and  firms,  and 
the  third  a  liberal  income  tax  and  surtax  on 
individuals. 

The  Chamber  of  Commerce  of  the  United 
States  of  America  recently  completed  a  refer- 
endum which  showed  SSTVa  votes  against  a 
sales  tax,  in  place  of  the  excess  profits  tax  and 
the  present  excise  taxes,  against  706%  votes 
in  favor  of  the  sales  tax.  A  vote  was  also  taken 
as  to  whether  a  sales  tax  should  be  levied  in 
addition  to  the  excess  profits  and  excise  taxes, 
with  the  result  of  894V2  votes  opposed  and 
767^/2  votes  in  favor. 

In  Congress,  too,  there  is  wide  divergence 
of  opinion  as  to  the  merits  and  demerits  of  a 
sales  tax  plan.  As  is  well  known,  prior  to  the 
close  of  the  last  Congress  Mr.  Longworth  in- 
troduced a  revenue  bill  in  the  House  of  Repre- 
sentatives from  which  any  form  of  sales  tax 


was  conspicuous  by  its  absence. 

Senator  Smoot  is  understood  to  be  strongly 
in  favor  of  a  sales  tax,  and  as  he  is  a  prominent 
member  of  the  Finance  Committee,  he  will  be 
able  to  exert  great  influence  in  its  behalf.  Mr. 
Fordney,  however,  chairman  of  the  Ways  and 
Means  Committee  of  the  House,  who  was  one 
of  the  first  proponents  of  a  sales  tax,  has  re- 
cently changed  his  attitude.  If  not  cold,  he  is 
at  least  lukewarm. 

Representative  Bacharach  of  New  Jersey, 
who  introduced  a  bill  for  a  general  sales  tax 
a  year  ago,  has  amplified  his  original  plan,  and, 
as  stated  in  an  interview  he  gave  our  Wash- 
ington correspondent  early  in  February,  is  now 
advocating  a  tax  of  1  per  cent  on  final  sales. 
The  revenue  from  this  source  he  estimates  at 
$900,000,000. 

Doubt  also  exists  as  to  the  probable  effects 
of  a  sales  tax.  Its  advocates  are  fond  of  re- 
ferring to  the  results  produced  by  such  a  tax 
abroad.  Judging  by  the  statements  made  in 
public  on  various  occasions  by  John  S.  Hord, 
who  was  for  over  six  years  (1903-1909)  Inter- 
nal Revenue  Collector  in  the  Philippines,  the 
sales  tax  has  worked  out  very  satisfactorily 
there. 

The  adoption  in  a  limited  way  of  a  sales 
tax  in  Canada  is  also  credited  with  satisfac- 
tory results,  although  the  annual  yield  of  that 
tax  in  the  Dominion  is  not  expected  to  exceed 
$50,000,000. 

A  good  deal  has  been  said  also  as  to  the 
success  of  the  sales  tax  in  France.  Such  claims 
are,  however,  entirely  erroneous.  Official 
figures  show  that  this  tax — which  went  into 
effect  on  July  1,  1920 — was  expected  to  bring 
into  the  treasury  over  2,000,000,000  francs  dur- 
ing the  first  five  months.  In  reality,  it  brought 
in  only  about  one-half  that  sum.  The  amount 
collected  from  the  tax  in  December  of  last 
year  showed  an  increase  of  57,000,000  francs 
over  that  of  the  previous  month,  but  for  De- 
cember the  deficit,  as  compared  with  budget 
estimates,  was  practically  260,000,000  francs. 
It  may  be  that  better  results  will  appear  after 
the  tax  has  become  better  understood  by  busi- 
ness men  and  by  the  general  public.  It  may 
also  be  that  in  this  country  the  tax  will  prove 
less  difficult  of  collection. 

"In  France,"  says  a  report  dated  Feb.  24 
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last,  however,  "there  are  business  men  who 
paid  no  turnover  tax,  thinking  it  did  not  apply 
to  their  particular  business."  And  is  it  not 
fair  to  assume  that  a  similar  condition  might 
arise  in  this  country,  especially  among  those 
conducting  business  on  a  very  small  scale? 

Arguments  in  favor  of  a  turnover  tax  or 
even  of  a  sales  tax  are  numerous,  and  no  less 
noteworthy  are  those  set  forth  by  the  oppo- 
nents of  these  forms  of  taxation. 

A  strong  argument  in  favor  of  a  sales  tax 
is  that  it  is  a  concrete,  clean-cut  substitute  for 
the  excess  profits  taxes  and  the  extremely  high 
surtaxes  on  large  incomes. 

As  the  Economist  has  already  pointed  out, 
these  forms  of  taxation  are  preventing  the 
accumulation  of  funds  which  would  otherwise 
be  invested  in  industry.  What  is  equally  im- 
portant, they  are  not  raising  the  income  which 
the  Government  so  sorely  needs.  Excess  profits 
in  these  days  are  dwindling  at  such  a  rate  that 
it  is  feared  that  for  the  fiscal  year  of  1922  the 
amount  produced  by  the  excess  profits  taxes 
will  be  wholly  inadequate. 

The  effect  of  high  surtaxes  on  large  incomes 
is  to  drive  the  wealthy  to  invest  in  tax-exempt 
securities,  and  thus  new  capital,  formerly  ob- 
tained from  this  source,  is  no  longer  being 
furnished  to  business  and  to  industry. 

The  preponderance,  we  believe,  is  in  favor 
of  a  turnover  tax  or  of  a  sales  tax.  It  would 
seem,  however,  that  until  those  in  favor  of  this 
method  of  taxation  get  closer  together  in  their 
views  as  to  the  extent  of  its  application  and  the 
amount  of  revenue  it  ought  to  raise,  little 
progress  will  be  made  toward  its  embodiment 
in  our  Federal  revenue  system. 


What  We  Want  Is  Action 


The  one  thing  that  will  give  the  business 
world  confidence  is  action  on  the  part  of  Con- 
gress. Even  seeming  action  would  help. 
Anything  that  will  have  the  appearance  of 
solving,  temporarily  or  permanently,  some  of 
the  problems  that  are  blocking  or  hindering 
the  streams  of  commerce. 

Majority  Leader  of  the  House  Mondell 
recently  made  a  suggestion  that  would  win 
him  everlasting  thanks  from  retailers,  manu- 


facturers, bankers,  etc.,  if  it  were  followed. 
He  proposed  that  the  House  consider  a  tariff 
bill  while  the  Senai;e  discusses  a  tax  bill, 
then  trade  bills  when  each  bill  had  been 
passed  by  the  branch  in  which  it  originated. 

This  would  do  two  things :  first,  it  would 
eliminate  the  arguments  as  to  which  is  more 
important;  secondly,  it  would  put  both  ex- 
tremely important  measures  into  "work"  at 
the  same  time. 

Nearly  everybody  would  like  to  see  taxes 
readjusted.  Many  people  are  anxious  for 
tariff  revision.  But  mere  discussion  of  the 
relative  importance  of  the  measures  will  not 
satisfy  business  men.  Any  discussion  that 
tends  to  slow  up  the  wheels  of  Congress  will 
soon  cause  all  business  men  to  lose  faith  in 
the  promises  that  were  made  for  immediate 
action. 

So,  Mr.  Congress,  take  Mr.  Mondell's  sug- 
gestion if  you  can.  If  not,  put  the  two  ques- 
tions in  a  hat,  shake  them  up  and  pull  out 
one.  Pass  it,  then  take  up  the  other  and  get 
it  out  of  the  way,  so  we'll  know  where 
we're  at. 


Judge  Other  Lines  By 
Those  You  Know 

MERCHANTS  the  country  over  con- 
stantly are  asking  us  this  question, 
"When  will  business  reach  a  normal 
basis,  and  when  will  prices  be  at.  rock  bot- 
tom?" 

Finding  the  answer  is  quite  like  that  old 
conundrum,  "If  one  cow  gives  five  gallons  of 
milk  per  day,  how  old  is  Ann?" 

In  the  first  place,  business  will  not  all 
come  back  all  at  once.  And,  the  coming  back 
of  individual  lines  will  cover  a  period  the 
duration  of  which  it  is  impossible  even  to 
guess. 

Many  lines  of  merchandise  suffered  severe 
price  declines  for  a  period  of  six  months  or 
more.  These  were  the  lines  represented  by 
big  stock  reserves  and,  when  public  buying 
was  curtailed,  tremendous  price  reductions 
had  to  be  taken  in  order  to  liquidate.  Natu- 
rally, production  practically  was  stopped  in 
these  lines  for  weeks  and  months.   To-day  we 


appear  to  have  reached  a  stopping  place  for 
both  price  and  non-production.  Mills  are 
opening  up  with  caution.  Price  lists  have  been 
made  after  a  very  careful  study  of  what  the 
public  will  pay.  Orders  are  placed  and  taken 
with  caution.  In  short,  "things"  are  moving 
slowly  but  with  more  certainty  than  for  more 
than  half  a  year.  We  have  in  mind  such  lines 
as  boots  and  shoes,  clothing,  most  cotton 
goods,  furs,  hosiery  and  knit  underwear,  silk 
goods,  woolen  goods,  etc. 

In  a  less  favorable  condition  are  many 
lines  that  have  not  yet  started  house  cleaning 
to  any  great  extent,  and  which  have  readjust- 
ments still  to  go  through.  But,  declines  in 
this  group  will  be  less  rapid  due  to  the  fact 
that  reserves  have  been  allowed  to  run  down 
as  fast  as  possible  while  production  was  cur- 
tailed. But,  even  this  will  not  stop  or  hinder 
the  inevitable  price  decline  that  must  come  be- 
fore a  normal  business  level  is  reached. 

This  does  not  mean  that  price  declines 
have  not  occurred  in  these  lines.  They  have. 
But,  not  in  the  same  proportion  as  those  first 
mentioned.  No  stable  market  can  be  arrived 
at  until  adjustments  are  proportionate. 

So,  when  wishing  to  know  the  state  of 
your  business  or  business  in  general,  study 
individual  cases  rather  than  affairs  as  a 
whole. 

Some  instances  will  justify  buying  well  in 
advance,  for  prices  are  too  low  now  and  are 
sure  to  show  an  increase  shortly.  Other  mer- 
chandise must  be  bought  sparingly  and  with 
great  care,  for  price  levels  in  this  group  are 
still  above  low  watermark  and  must  recede. 


Country's  Great  Need 

Formerly,  when  advocating  a  thorough- 
going budget  system  for  the  nation's  finances, 
we  used  as  one  of  our  strongest  arguments 
the  short  list  of  distinguished  Americans  who 
endorsed  the  plan.  Now  we  would  find  it  dif- 
ficult to  name  any  authorities  on  business 
economics  or  finance  who  are  not  in  favor  of 
a  Federal  budget.  Why,  therefore,  should  not 
Congress  when  it  shortly  goes  into  session 
provide  for  this  long  needed  reform  on  its 
very  first  day — and  thus  take  a  long  step 
toward  stabilization? 


Maybe  it's  all  right;  but — 
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''Dollar  Day"  Offers  Opportunity 
For  Stores  to  Get  Together 

If  Properly  Planned,  Entire  Communities  May  Be  Served  with 
Profit  by  Merchants  Acting  in  Concert  —  These  Suggestions  Were 

Made  by  Practical  Men 


To  a  great  extent  Dollar  Day  has  been 
turned  away  from  the  event  originally 
run  under  that  name  and  changed — per- 
haps degenerated — into  a  general  sales  day. 
It  retains  some  of  its  old  characteristics.  Ad- 
vertisements still  show  the  dollar  mark  in  vari- 
ous degree ;  there  are  still  dollar  bargains  and 
many  of  them;  a  great  hullabaloo  is  still  made 
over  it.  But  the  first  meaning  of  Dollar  Day — 
a.  day  for  merchants  to  show  how  great  values 
they  could  give  for  one  dollar — is  gone. 

Probably  the  biggest  single  factor  in  its 
passing  was  the  wish  to  make  it  more  inclu- 
sive ;  to  spread  its  drawing  power  over  depart- 
ments handling  goods  which  could  not  be 
brought  to  the  dollar  mark.  This  brought 
about  the  event  as  we  have  it  now — a  general 
sales  day — and  as  such  it  has  lost  the  character 
that  made  it  stand  out  from  other  sales.  There 
are  so  many  of  them  now  that  one  is  much  like 
the  others. 

Day  of  Missionary  Work 

It  is,  perhaps,  to  be  regretted.  But  facts 
are  facts.  The  day  is  what  it  is  and  the  thing 
to  do  is  to  make  the  best  of  it.  The  way  to 
begin  is  to  realize  that  Dollar  Day  is  not  a 
profit-making  day.  It  is  a  day  when  mer- 
chants make  friends  by  offering  worthy  mer- 
chandise at  low  prices.  It  is  a  day  of  mis- 
sionary work.  Merchants  in  every  town  draw 
some  trade  from  nearby  places  and  want  to 
draw  more.  The  better  the  Dollar  Day  values 
the  more  powerful  the  trade  magnet. 

With  these  points  in  mind,  a  fair  amount 
of  old  but  sound  merchandise  to  be  moved  and 
some  new,  special  goods  to  sweeten  it  with, 
imagine  a  Dollar  Day  with  all  the  appropriate 
"fixings"  that  go  to  make  it  a  good  job.  It  will 
be  a  co-operative  event.  Most  successful  Dol- 
lar Days  are  so  conducted,  because  they  can  be 
made  wider  in  scope  and  given  larger  and  more 
effective  publicity  than  Dollar  Day  sales  held 
by  individual  stores. 

There  would  be  a  meeting,  preferably  a 
dinner  meeting,  of  all  local  merchants  who 
might  be  interested  in  the  sale.  The  above 
purposes  of  the  day  would  be  outlined.  A  com- 
mittee would  be  selected  to  have  charge  of  the 
whole  affair.  Financing  would  be  arranged  for 
by  providing  for  totaling  of  all  general  ex- 
pense— that  is,  expense  incurred  for  the  bene- 
fit of  all  participating.  This  sum  would  be 
paid  into  the  committee's  hands  by  pro-rating 
it  among  participants  according  to  the  busi- 
ness done  on  Dollar  Day.  If  cash  is  needed 
before  sales  are  figured  up  a  subscription 
would  be  taken,  each  contribution  tn  be  repaid 
from  the  fund  later. 

The  Committee's  Job 

The  duties  of  the  committee,  which  would 
be  large  enough  to  provide  several  subcom- 
mittees, would  be  to  have  charge  of  advertis- 
ing the  day;  censor  offerings  and  advertising; 
secure  newspaper  co-operation  and  in  general 
make  and  carry  out  plans  to  make  the  day  a 
hummer. 

Each  merchant  would  sign  a  document  re- 
cording his  agreement  to  stand  his  share  of 
expense  and  to  furnish  confidential  sales  fig- 
ures to  the  committee  on  which  to  compute  his 
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share;  to  abide  by  the  committee's  decision  m 
matters  of  censorship  of  values  and  advertis- 
ing, and  to  co-operate  in  every  way  to  the  best 
of  his  ability. 

Each  merchant  would  forget  immediate 
profit  in  selecting  his  dollar  items  and  mark- 
ing down  his  other  specials.  He  would  state 
facts  plainly  in  his  ads,  without  exaggerating 
qualities,  quantities,  or  values.  He  would  save 
the  committee  work  by  being  as  scrupulous  in 
censoring  his  copy  and  cuts  as  though  he  were 
criticizing  another  man's  advertising. 

In  its  censorship  of  values  and  advertising 
the  committee  would  follow  the  same  plan. 

The  Advertising  Supplement 

An  advertising  supplement  would  be  print- 
ed for  distribution  among  homes  not  reached 


HAS  your  town  ever  held  a  real 
Dollar  Day? 
Lots  of  places  haven't.  Some  are 
going  to  adopt  it,  and  for  merchants 
in  these  towns  some  suggestions  as  to 
running  off  a  productive  event  are 
given  on  this  page. 

The  first  thing  to  do  in  staging  a 
Dollar  Day  is  to  get  all  reputable  mer- 
chants to  pull  together.  Not  in  a  gen- 
eral way,  but  in  plain  agreement  set 
down  in  black  and  white.  Have  a  dis- 
tinct understanding  as  to  price  limits, 
values  and  advertising. 

It  will  prevent  a  situation  such  as 
arose  in  one  town,  where  the  methods 
of  certain  participants  caused  a  mer- 
chant to  place  in  his  window  a  sign 
reading,  "This  store  is  not  participating 
in  Dollar  Day." 


by  newspapers,  especially  in  out-of-town  ter- 
ritory. In  this  the  principal  bargains — se- 
lected by  the  committee — would  be  presented. 

Announcements  would  be  made  on  movie 
slides,  both  locally  and  out  of  town.  Permis- 
sion would  be  secured  to  place  across  the  fronts 
of  street  cars  and  buses  banners  announcing 
the  day.  Similar  banners  would  be  hung 
across  the  city  streets  and  the  principal  roads 
leading  in  from  the  outlying  districts.  Four- 
sided  signs,  a  message  on  each  face,  would  be 
placed  on  street  corner  posts.  Post  cards  an- 
nouncing the  day  would  be  mailed  to  out-of- 
town  customers  or  prospects. 

All  this  would  be  done  on  Saturday  morn- 
ing, with  Dollar  Day  to  come  on  the  succeed- 
ing Wednesday.  Both  co-operative  and  indi- 
vidual ads  for  weekly  papers  would  be  sched- 
uled to  appear  on  this  day  also.  Ads  in  dailies 
would  run  on  Sunday,  or  on  Saturday  if  there 
were  no  Sunday  papers.  The  special  supple- 
ment would  come  out  on  Monday. 

Wednesday  is  a  good  day  because  a  sale  on 
that  day  does  not  interfere  materially  with 


regular  business  the  following  Saturday.  Fur- 
thermore, there  is  enough  time  to  provide  ade- 
quate publicity  between  Saturday  and  Wednes- 
day and  the  loss  from  cessation  of  buying 
while  customers  are  waiting  for  Dollar  Day  is 
not  heavy.  Monday  and  Tuesday  are  usually 
not  banner  days,  anyway.  Where  more  than 
two  or  three  days  intervene  between  announce- 
ment and  the  event  there  is  considerable  loss 
of  regular  trade.  Therefore,  it  is  necessary  to 
make  this  period  short  and  to  keep  the  event 
secret  until  it  is  ready  to  be  sprung. 

For  out-of-town  customers  arrangements 
for  reduced  fares  would  be  made  with  trans- 
portation companies.  Where  this  is  not  feas- 
ible, a  refund  of  part  of  the  fare  would  be 
given  upon  presentation  of  one  of  the  post 
cards  sent  out,  clipped  ads  from  out-of-town 
papers,  or  from  the  special  supplement. 

On  Monday  and  Tuesday  telephone  calls  to 
special  lists  of  customers  would  be  made  by  in- 
dividual merchants  reminding  them  of  the 
event  and  its  bargains  and  calling  attention  to 
the  advertising. 

Stunts  for  Special  Publicity 

There  would  be  special  publicity  stunts. 
A  flying  automobile  squadron  would  visit 
neigboring  towns  with  plenty  of  noise  and  leaf- 
lets. Locally  there  would  be,  on  Tuesday,  two 
or  three  floats  appropriate  to  the  day  parading 
the  streets.  For  instance,  "Ole  (Dollar)  Bill", 
the  Bairnsfather  Cockney,  would  be  a  charac- 
ter descriptive  of  the  event  and  a  return  to  old 
prices  and  dollar  values.  He  is  known  to  most 
people  by  picture  or  reputation.  Wheels  of  the 
floats  would  be  reproductions  of  dollar  pieces. 

Window  displays  would  be  opened  Monday 
night,  with  a  band  concert  or  other  street  at- 
traction to  bring  people  out  of  doors.  The 
price  on  each  article  displayed  would  be  shown 
in  actual  bills  and  coins  attached  to  it. 

Arrangements  would  be  made  with  news- 
papers to  insert  in  each  copy  of  one  or  more 
issues  a  small  shopping  list,  so  customers  read- 
ing the  ads  would  be  able  to  set  down  at  once 
things  they  were  particularly  interested  in. 
This  would  increase  the  value  of  the  ads. 

The  Rest  Room  Convenience 

A  rest  room  would  be  provided  for  people 
coming  from  a  distance.  A  woman's  club  or 
church  organization  could  be  persuaded  to  han- 
dle this,  and  it  is  appreciated  by  tired  folks. 

Goods  that  could  be  brought  in  the  one  dol- 
lar class  would  be  marked  in  even  dollar  fig- 
ures to  keep  the  Dollar  Day  idea.  Combina- 
tions of  several  different  articles  for  one  dol- 
lar would  take  care  of  small  goods.  Three  bead 
bracelets  for  a  dollar,  for  example,  is  not  a  good 
bargain  because  few  people  would  want  three 
of  them.  Combining  a  bracelet,  a  comb  and  a 
necklace,  etc.,  would  cover  this  case.  Coats, 
suits,  sweaters,  furniture,  etc.,  would  be 
brought  into  the  bargain  class  by  deducting 
a  dollar  from  the  price  at  the  time  of  sale — in 
case  of  cheaper  goods.  Other  articles,  higher- 
priced,  would  be  divided  into  groups  of  dollars 
and  a  dollar  deducted  from  each  group.  There 
would  be  six  five  dollar  groups,  for  instance, 
in  a  $30  dress,  and  the  final  price  would  be  $24. 
Phonographs,  stoves,  etc.,  would  be  brought  in 

(Continued  on  page  122) 
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Duties  Based  on  U.  S.  Values  Hit 
Big  Mail  Order  Firms 

Port  of  Entry  Valuations  Favored  by  Administration  to  Protect 
American  Market — Anti-Dumping  Bill  Will  Meet  Little  Opposi- 
tion, but  May  Be  Re-written 


AMERICAN  merchants  have  a  vital  inter- 
est in  the  proposed  valuation  system  of 
collecting  customs  revenues  which  will 
be  considered  by  the  next  Congress.  It  is  pro- 
posed to  amend  the  present  tariff  law  so  that 
protection  may  be  afforded  domestic  sales 
agencies.  The  Administration  has  announced 
its  support  of  this  plan  and  it  is  quite  likely 
that  little  time  will  be  lost  in  its  enactment. 

Owing  to  the  fact  that  domestic  prices 
vary  in  different  sections,  it  is  almost  im- 
possible to  base  a  valuation  on  retail  price 
lists.  Republican  leaders  have  suggested  in 
their  discussions  of  this  amendment  that  the 
duty  could  be  equitably  assessed  on  the 
wholesale  price  of  American  goods.  Just 
how  the  port  collectors  will  arrive  at  this 
price  has  not  been  determined,  but  it  is  pre- 
sumed that  the  prices  prevailing  at  the  port 
of  entry  will  obtain. 

How  Mail-order  Houses  Are  Affected 

Government  investigations  of  mail-order 
houses  have  disclosed  the  fact  that  their  suc- 
cess depends,  in  a  large  measure,  on  heavy 
buying  here  and  abroad.  It  is  also  known 
that  leading  firms  engaged  in  selling  mer- 
chandise by  mail  import  vast  quantities  of 
goods  for  distribution  to  American  consum- 
ers. Before  the  war  it  was  possible  to  obtain 
specially  designed  and  standardized  articles 
from  foreign  manufacturers  and  to  offer  them 
for  sale  on  domestic  markets  at  prices  which 
defied  competition  from  the  average  retailer. 
As  it  is  the  custom  of  foreign  manufacturers 
to  guard  their  trade  secrets  zealously,  it  was 
impossible  for  American  customs  officials  to 
check  foreign  valuations.  The  declared 
values  at  the  port  of  shipment  were  honored 
for  the  simple  reason  that  customs  officials 
could  not  reasonably  question  the  authentic- 
ity of  the  price  lists. 

Proper  Valuation  of  Goods  Concealed 

Mail-order  houses  placed  their  orders  in 
such  quantities  that  it  was  an  easy  matter 
for  the  foreign  producers  to  give  investiga- 
tors such  figures  as  their  American  custom- 
ers thought  advisable.  Representatives  of 
the  United  States  Tariff  Commission  have 
always  found  it  difficult  to  ascertain  produc- 
tion costs  in  other  countries.  Their  difficul- 
ties in  this  respect  were  almost  insurmount- 
able in  Germany  and  Japan,  where  enormous 
quantities  of  merchandise  were  manufac- 
tured. Inasmuch  as  there  were  no  home 
values  in  these  countries,  because  the  princi- 
pal markets  were  in  America,  customs  offi- 
cials were  obliged  to  accept  declared  values 
at  the  port  of  shipment.  The  low  wages  of 
foreign  countries  made  it  possible  for  Amer- 
ican importers  to  buy  abroad,  pay  open 
freights  and  customs  duties,  and  sell  here  at 
a  price  below  the  average  retail  quotation. 

Unfair  Competition  Checked 

The  House  Committee  on  Ways  and  Means 
and  members  of  the  Senate  Committee  on 
Finance  are  now  engaged  on  a  plan  which 
will  effectively  check  this  form  of  competi- 
tion, so  manifestly  unjust.   The  Tariff  Com- 
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mission  has  presented  voluminous  reports  on 
domestic  costs  and  foreign  costs  insofar  as 
they  could  be  determined.  The  American 
valuation  will  become  effective  almost  imme- 
diately after  Congress  reconvenes  if  Repub- 
lican leaders  have  their  way.  Senator  Wat- 
son of  Indiana,  who  has  advocated  this  plan 
for  fifteen  years,  believes  that  it  will  serve 
to  stabilize  exchange  and  make  duties  uni- 
form on  the  same  goods  made  in  different 
countries. 

Anti-dumping  Bill  Seems  Certain 

At  the  top  of  the  legislative  program  for 
the  extraordinary  session  of  the  Sixty- 
seventh  Congress  the  anti-dumping  bill  will 
undoubtedly  be  enacted  without  much  oppo- 
sition. It  appears  that  manufacturers  are 
bringing  pressure  to  bear  for  the  immediate 
consideration  of  this  measure.  The  claim  is 
advanced  that  foreign  producers  are  flooding 
the  country  with  merchandise  and  placing  it 
in  storage,  where  necessary.  Protectionists 
in  Congress  insist  that  the  continued  in- 


EDUCATION,  properly  speaking, 
is  discipline  of  the  intellect — the 
establishment  of  principles.  The 
simple  act  of  imparting  knowledge  is 
instruction. 

We  have  striven  to  perform  both 
functions  in  the  World  Wide  Educa- 
tional Number  of  April  9 — next  week. 

Cutting  down  expense  of  distribu- 
tion is  the  most  vital,  immediate  prob- 
lem of  retailers.  A  few  of  them,  not- 
ing the  trend  toward  wage  reductions 
in  other  lines,  have  attempted  to  solve 
the  problem  by  this  method. 

Others,  more  wisely,  have  realized 
that  the  saving  effected  by  wage  cuts 
may  better  be  realized  by  increasing 
sales  and  service  efficiency  to  corre- 
spond with  the  higher  rates  of  pay. 
After  all,  the  great  thing  is  to  maintain 
a  fair  balance  between  what  a  store 
gives  its  employees  and  what  they  give 
in  return. 

To  increase  efficiency — to  help 
workers  realize  to  a  fuller  degree  their 
latent  ability  and  so  to  reduce  expense- 
while  maintaining  store  morale;  these 
are  the  purposes  of  the  Educational 
Number,  working  through  the  execu- 
tive and  the  department  head. 

It  is  a  big  Economist.  We  believe 
it  will  be  a  most  helpful  Economist. 
As  capable  judges,  we  believe  our  re- 
tailer friends  will  agree  with  ws. 


crease  in  imports  means  that  importers  and 
foreign  interest^  intend  to  flood  American 
markets  with  products  of  cheap  labor  before 
protective  walls  are  put  up. 

Desired  Embargo  Only  Distant  Possibility 

Certain  interests,  including  the  organized 
farmers'  organizations,  are  advocating  an 
embargo  on  wool,  cotton  and  manufactures 
thereof,  as  well  as  grain  and  dairy  products. 
The  embargo  is  urged  as  a  measure  of  ex- 
pediency until  such  time  as  Congress  may 
pass  effective  tariff  legislation.  It  is  under- 
stood that  the  Cabinet  is  opposed  to  an  em- 
bargo, principally  because  it  would  disturb 
our  economic  structure.  Secretary  of  Com- 
merce Hoover  believes  it  would  put  a  crimp 
in  shipping  which  would  require  years  to  cor- 
rect. Mr.  Hoover  has  impressed  this  fact  on 
)iis  associate  counsellors  at  Cabinet  meetings, 
and  as  a  result  the  Administration  is  pro- 
ceeding slowly  and  carefully  in  formulating 
policies  covering  these  points. 

Farmer  Likely  to  Precede  Business 

As  an  alternative  to  an  embargo,  an  emer- 
gency tariff  has  certain  advantages.  It  is  de- 
signed to  satisfy  political  obligations  and 
economic  needs  of  the  farmers.  The  Western 
Senators  and  representatives  from  agricul- 
tural districts  have  served  notice  on  major- 
ity leaders  that  an  insurgent  movement  will 
develop  against  the  consideration  of  internal 
revenue  or  other  vital  legislative  subjects 
until  an  emergency  measure  is  passed  and 
signed  by  the  President.  Instead  of  covering 
a  multitude  of  agricultural  products,  it  is  pro- 
posed to  restrict  the  new  emergency  bill  to 
most  important  staples.  It  seems  to  be  a 
question  whether  the  farmer  or  the  business 
man  will  be  taken  off  the  anxious  bench  first. 
The  signs  indicate  that  the  former  will  have 
the  advantage. 

The  anti-dumping  bill  will  make  the  re- 
tailer-importer hunt  for  better  bargains  on 
foreign  markets.  Under  the  terms  of  the  bill 
which  passed  the  House  and  was  reported 
out  by  the  Senate  Committee  on  Finance  at 
the  last  session,  the  selling  price  was  de- 
fined as  "The  price  or  amount  paid  by  the 
person  to  whom  the  imported  merchandise 
obtained  otherwise  than  by  purchase,  not  in- 
cluding duties,  commissions,  or  any  expenses 
subsequent  to  shipment  of  the  merchandise 
to  this  country."  Senator  Smoot  believes 
that  the  bill  in  its  present  form  might  serve 
effectively.  However,  other  Senators  will  in- 
sist on  rewriting  the  measure. 

Tax  Will  Equalize  Costs 

The  Government  will  impose  a  tax  to  the 
amount  of  the  difference  between  the  pur- 
chase price  and  actual  market  value  in  this 
country,  or  between  the  purchase  price  and 
the  price  for  exportation  to  any  other  coun- 
try or  between  the  purchase  price  and 
the  cost  of  production,  as  the  case  may  be. 
A  proviso  was  inserted  in  the  original  bill 
which  stated  that  the  dumping  duty  would 
not  apply  to  any  advance  in  actual  market 
value  or  price  for  exportation,  between  the 
(Continued  on  page  122) 
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First  Acts  of  New  Congress  Will 
Affect  Nation's  Business 

Emergency  Tariff  While  Permanent  Tariff  Is  Being  Framed  by 
House— Fabrics  in  Stronger  Position  — Carpet  Auction  and  Sale 
of  Furs  Announced— Garments  and  Accessories  in  Greater  De- 
mand— Men's  Wear  for  Fall 


OFFICIAL  announcement  was  made  on 
Tuesday  of  this  week  by  Chairman 
Fordney  of  the  House  Ways  and  Means 
Committee  that  five  sub-committees  would  un- 
dertake to  draft  permanent  tariff  rates  imme- 
diately in  order  that  decks  may  be  cleared  for 
tax  hearings  early  in  April. 

Leaders  in  Congress  have  agreed  to  pass 
emergency  tariff,  anti-dumping  and  valuation 
measures  without  delay,  but  assert  that  the 
House  will  enact  a  permanent  tariff  bill  be- 
fore taking  up  internal  revenue  matters. 

Will  Hear  Retailers'  Views 

The  National  Retail  Dry  Goods  Association 
is  preparing  to  bring  its  tax  committee  and  a 
number  of  representative  retailers  to  Wash- 
ington to  testify  as  to  sales  tax  and  other  tax- 
ation proposals  which  will  be  considered  by 
the  Senate  Finance  Committee  early  in  April. 

Senator  Penrose  stated  that  these  hear- 
ings might  begin  prior  to  April  11,  and  that 
the  first  matter  of  business  on  the  convening 
of  Congress  would  be  this  class  of  taxation. 

Chairman  Fordney  has  appointed  Con- 
gressmen Timberlake,  Young  and  Hadley  a 
committee  to  prepare  the  report  to  accompany 
the  emergency  tariff  bill.  This  bill  will  be 
reintroduced  without  change  of  items,  but  the 
time  of  operation  will  be  restricted  to  six 
months  because  it  is  expected  that  the  perma- 
nent tariff  bill  will  be  on  the  statutes  at  the 
expiration  of  that  period. 

Textile  Committees  Picked 

The  sub-committee  which  will  write  the 
cotton  schedules  will  consist  of  Congressmen 
Green,  Treadway  and  Bowers.  The  wool 
schedules  will  be  handled  by  Congressmen 
Fordney,  Bacharach  and  Watson. 


A  more  confident  and  optimistic  tone  has 
been  noticeable  in  the  textile  markets  during 
the  past  week,  particularly  in  the  cotton  and 
cotton  goods  markets.  The  signing  of  trade 
agreements  between  the  Bolshevist  Govern- 
ment of  Russia  and  the  governments  of  Great 
Britain,  Turkey  and  Germany,  and  reports  of 
a  modification  in  the  economic  and  social  poli- 
cies of  the  Bolshevist  leaders  indicate  the  be- 
ginning of  a  return  to  more  normal  conditions 
in  Eastern  Europe.  In  addition,  the  proba- 
bility that  the  plebiscite  in  Upper  Silesia  has 
resulted  favorably  to  Germany  and  indica- 
tions that  the  game  of  bluff  on  the  indemnity 
question  is  nearly  played  out,  are  interpreted 
in  well-posted  European  circles  to  mean  that 
an  agreement  on  this  important  matter  will 
soon  be  reached. 

Cottons  Are  Stronger 

These  symptoms  of  improvement  in  the 
European  situation,  together  with  reports 
from  Manchester  of  a  better  demand  for 
cloths,  have  cheered  the  raw  cotton  market  a 
lot,  and  prices  have  begun  to  strengthen  some- 
what. A  broader  demand  for  unfinished  cloths 
has  also  developed  in  the  domestic  market.  So 
far,  the  demand  is  not  heavy,  but  it  touches 
all  classes  of  goods — print  cloths,  sheetings 
and  fine  goods  alike — and  it  is  enough  to  make 
many  mills  reconsider  the  plans  they  have  had 
in  mind  for  renewed  curtailment  of  opera- 
tions. Prices  of  unfinished  cottons  have  stift'- 
ened  slightly  on  most  constructions.  Sales  of 
print  cloths  were  made  in  the  New  York  mar- 
ket at  the  beginning  of  this  week  on  the  basis 
of  6Vi  cents  for  38y2-inch  64x60's. 

There  is  no  particular  change  in  the  situa- 
tion on  finished  cottons.  Ginghams  remain 
scarce.    Bleached  goods,  percales  and  wash 


goods  are  in  brisk  demand  for  pronipt  de- 
livery. Most  houses  have  opened  their  lines 
of  napped  goods  for  fall  and  advance  business 
is  generally  reported  to  be  good. 

One  of  the  leading  ginghams  factors  has 
named  prices  on  lines  for  fall.  The  prices  are 
in  some  cases  the  same  as,  and  in  other  cases 
higher  than,  those  made  on  the  same  goods  for 
spring. 

Dress  Goods  and  Silks 
Many  lines  of  staple  dress  goods  for  fall, 
as  already  noted,  are  already  sold  up,  and  revi- 
sions of  these  orders  with  a  view  to  eliminat- 
ing, as  far  as  possible,  any  speculative  ele- 
ments in  the  business  are  now  under  way. 
There  continues  to  be  a  very  brisk  demand  for 
such  staples  as  tricotine  and  twills  for  imme- 
diate delivery. 

In  spite  of  the  improved  prospects  for  wool 
goods  and  the  possibility  of  early  action  on  a 
wool  tariff,  there  has  been  no  improvement  in 
the  raw  wool  market.  Raw  wool  both  here  and 
abroad  is  dull  and  weak. 

Silks  remain  fairly  active,  although  not  as 
much  so  as  they  have  been  in  recent  weeks. 
Retail  silk  business  is  generally  reported  to  be 
good.  Raw  silk  markets  are  firm  and  stronger. 

Two  Big  Auctions 

Announcement  was  made  this  week  of  two 
big  sales,  the  first,  to  begin  April  4,  by  the 
Alexander  Smith  &  Sons  Carpet  Co.,  at  which 
70,000  bales  of  rugs  and  5000  rolls  of  carpet- 
ings  will  be  offered  for  sale.  This  announce- 
ment effectually  settles  the  date  of  the  fall 
opening  of  the  carpet  manufacturers. 

The  other  sale,  which  will  be  held  a  week 
later,  will  be  by  the  New  York  Fur  Auction 
Sales  Corp.,  and  in  this  event  about  ?3,000,000 
worth  of  skins  will  be  offered. 

(Continued  on  page  21) 


This  Week's  Wholesale  Cotton  Goods  Market 


Solid  Colors 

Longbranch  Red  %  10 

Green  %   ]^ 

Orange  %   j-^ 

Queenstown  Red  %   IJ- 

Green  %   1| 

Orange  %   11  , 

Red  4/4   14% 

Green  4/4   14% 

Orange  4/4  14V2 

Loyalty  Red  %   11 

Green  %   

Orange  %   

Red  %   

Loyalty  Twill   

American  and  Superior  Prints 

Shirtings   ^^Yf 

Greys  and  Shepherd  Checks  A 

Pink  Chambray  1"/^ 

Black  and  White  1"^ 

Indigo  and  White   

Calcutta  and  White   i"/^ 

Turkey  Red  and  White  "ins/ 

Turkey  Red  and  Black   

Claret  and  White   •  •  •  •  •  

Solid  Black,  Indigo  and  Cadet  Blue  lU-^* 


As  Accurate  As  Possible 


These  prices  are  given  for  the  pur- 
pose of  indicating  by  comparison  from 
week  to  week  the  general  trend  of  the 
market.  The  price  of  an  article,  as 
every  merchant  and  buyer  knows, 
varies  according  to  the  quantity  pur- 
chased and  in  some  csises  a  specially 
low  price  may  be  made  as  a  "leader." 
If  you  happen  to  have  just  bought  some 
brand  or  line  at  a  figure  below  the  one 
quoted  don't  jump  to  the  conclusion 
that  the  price  given  is  inaccurate.  It  is 
as  accurate  as  can  be  stated  in  justice  to 
all  parties  concerned. 


Pilgrim  and  Fremont  Prints 

Shirtings   8^/4 

Greys  and  Shepherd  Checks   9% 

Pink  Chambray   9^/4 

Indigo  and  White    9% 

Black  and  White   9% 

Calcutta  and  White    9% 

Turkey  Red  and  White    9% 

Turkey  Red  and  Black   9% 

Solid  Black,  Indigo  and  Cadet  Blue   9% 

Percales 

Richmond  Light  — ■ 

Richmond  Dark  12% 

Durban  Light  12% 

Durban  Dark  .  15 

Scout  Light  13 

Scout  Dark  15 

Bradford  Light  13 

Bradford  Dark  15 

Kanton  Light  15 

Kanton  Dark   ...16% 

Kenmore  Light       15  , 

Kenmore  Dark   ■^^^'^ 

American  Cambric  Light  15 

(Continued  on  page  126)  I 
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Grandfather  Bought  Ahead  on 
DecHning  Market — and  Survived 

Such  Advance  Buying  Must  Be  Watchful  and  Conservative;  but 
He  Who  Hugs  First  Base  Never  Steals  Second — Penalty  in  Poor 
Assortments  and  Lost  Customers  May  Be  Bigger  Than  the  Risk 
— Conditions  Are  Not  Those  of  a  Year  Ago 


WE  believe  the  risk  of  losing  profits 
to-day  on  account  of  missed  sales 
is  greater  than  losses  that  may  be 
incurred  from  further  market  recessions." 
This  is  the  opinion  expressed  by  a  wholesaler 
in  the  supplement  to  the  latest  Market  Serv- 
ice Letter  of  the  National  Wholesale  Dry 
Goods  Association.  It  is  an  important  opin- 
ion and  one  deserving  the  serious  thought  of 
every  buyer;  for  it  raises  a  question  the  an- 
swer to  which  is  the  real  determining  influ- 
ence in  shaping  buying  policies. 

Whether  a  buyer  operates  from  hand-to- 
mouth  or  covers  his  needs  in  advance  de- 
pends chiefly  upon  whether  he  thinks  the 
market  is  going  down  or  up.  If  he  believes  it 
is  going  down  he  refrains,  as  far  as  possible, 
from  advance  buying  on  the  theory  that  he 
will  suffer  a  loss  on  the  goods  he  carries  when 
the  decline  takes  place.  It  is  a  plausible  the- 
ory. But  the  question  raised  by  the  whole- 
saler above  quoted  is,  whether  it  is  really  a 
sound  one. 

How^  Did  Grandfather  Survive  It? 

We  believe  it  is  not — that  it  is  a  delusion. 
If  it  were  a  sound  theory  then  our  grand- 
fathers— who,  as  Col.  Ayres  pointed  out  at 
the  last  convention  of  the  National  Retail  Dry 
Goods  Association,  did  business  for  twenty- 
five  years  on  a  declining  market — could  not 
have  stayed  in  business  if  they  made  a  prac- 
tice of  buying  in  advance.  And,  of  course,  it 
is  absurd  to  suppose  that  they  did  not  buy  in 
advance,  for  production  could  not  possibly 
have  been  maintained  over  a  period  of  twenty- 
five  years  without  advance  orders. 

We  believe  that  the  experience  of  all  re- 
tailers who  have  been  in  business  for  a  long 
time  will  bear  out  the  contention  that  losses 
through  price  declines  are  sustained  only 
when  a  rising  market  turns  downward  and 
merchants  are  caught  with  heavy  stocks  pur- 
chased in  anticipation  of  a  continued  rise. 
Such  a  turn  is  invariably  caused  either  by 
overproduction  or  by  contraction  of  consumer 
demand,  either  of  which  makes  impossible  a 
free  distribution  of  all  the  goods  produced  ex- 
cept at  substantially  lower  prices.    And  there 


By  W.  D.  Darby 

ensues  necessarily  a  period  of  liquidation 
which  involves  loss  to  all  holders  of  merchan- 
dise. 

No  Further  Contraction  of  Demand 

But  when  the  turn  has  been  passed  and 
liquidation  has  been  completed  the  merchant 
is  faced  with  a  totally  different  outlook.  Cur- 
rent consumer  demand  now  is  on  a  reasonably 
safe  basis  for  future  buying,  because  it  is  al- 
ready contracted  and  is  not  subject  to  any 
further  radical  contraction.  Whereas  on  a 
rising  market,  which  is  invariably  accom- 
panied by  a  very  active  and  increasing  con- 
sumer demand,  advance  buying  based  on  this 
demand — as  it  always  is — runs  the  risk  of 
overshooting  the  mark. 

Production  also  is  conservative  on  a  de- 
clining market,  and  the  danger  of  overpro- 
duction is  never  present  until  the  market  be- 
gins to  go  up.  This  means  that  for  the  season 
ahead  of  him  the  merchant  does  not  face  the 
danger  of  competition  from  a  surplus  that 
would  break  the  market,  except  possibly 
toward  the  end  of  the  season  when  there  may 
be  some  stocks  of  seasonable  goods  held  by 
selling  agents  or  wholesalers  which  must  be 
liquidated.  With  conservative  production 
such  stocks  never  can  be  heavy  and  have  little 
effect  except  to  serve  as  ammunition  for  late 
season  clearance  sales. 

May  Be  Smart — But  Does  It  Pay? 

It  is  difficult  to  see  how  under  such  cir- 
cumstances a  buyer  faces  much  danger  of 
loss  by  buying  ahead  on  a  declining  market  so 
long  as  he  does  his  buying  in  a  reasonably 
conservative  way.  It  may,  of  course,  afford 
him  a  certain  amount  of  satisfaction  to  be 
able  to  pick  up  some  goods  in  mid-season  at 
rather  lower  prices  than  he  would  have  had  to 
pay  if  he  had  bought  early.  It  may  flatter  his 
sense  of  his  own  astuteness.  But  it  is  doubt- 
ful if  his  satisfaction  with  his  policy  is  not 
about  the  only  profit  he  gets  out  of  it. 


Take,  as  an  example,  the  case  of  the  mar- 
ket for  spring  cottons.  So  far,  the  buyer 
who  covered  his  spring  needs  after  the  new 
prices  were  made  in  January  is  ahead  of  the 
game.  He  is  adequately  provided  with  many 
goods  which  at  present  are  difficult  to  obtain 
and  he  owns  them  at  a  price  rather  better 
than  he  could  get  now  on  goods  for  immedi- 
ate delivery.  He  is  not  missing  any  business 
through  lack  of  assortments.  And  even  if 
there  should  be  some  decline  a  couple  of 
months  from  now,  he  will  have  already  gath- 
ered the  cream  of  his  spring  business  and 
will  be  able  to  handle  comfortably  for  fiUing- 
in  purposes  such  goods  as  he  may  be  able  to 
get  at  lower  prices. 

Delays  Bring  Their  Penalties 

On  the  other  hand  the  buyer  who  has  post- 
poned his  spring  buying  with  the  idea  of  pick- 
ing up  goods  as  he  needs  them  is  missing  busi- 
ness through  incomplete  assortments  and 
through  his  inability  to  get  prompt  delivery 
of  needed  goods.  In  many  instances  he  is  pay- 
ing more  for  the  goods  than  he  would  have 
paid  in  January  or  February.  And  even  if 
the  market  is  lower  a  couple  of  months  from 
now  it  will  hardly  compensate  him  for  the  loss 
sustained  earlier  in  the  season  through  miss- 
ing sales  or  through  being  forced  to  pay  a 
premium  for  prompt  delivery  of  wanted 
goods. 

There  are  men  in  the  market  who  recog- 
nize the  fallacy  of  delayed  buying,  but  who 
are  afraid  to  counsel  advance  buying.  They 
say  in  effect :  "We  haven't  the  nerve  to  come 
out  and  tell  buyers  that  there  may  be  a  scarc- 
ity of  goods  if  they  do  not  buy  ahead.  They 
heard  a  lot  of  that  sort  of  thing  a  year  ago, 
and  then  they  found  that  so  many  goods  which 
were  supposed  to  be  scarce  were  only  too  plen- 
tiful." So  wholesalers  have  urged  their  sales- 
men not  to  talk  scarcity  "because  of  the  re- 
sentment it  may  excite." 

Present  Situation  Unlike  1919-20 

But  the  situation  now  is  entirely  different 
from  what  it  was  a  year  ago.  Many  times 
during  the  winter  of  1919-20  the  ECONOMIST 

(Continued  on  page  123) 


Model  in  clay  of  the  City  of  Milwaukee  as  it  appeared  30  years  ago,  presented  to  the  Milwaukee  Museum  by  Gimbel  Brothers 
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Salt  and  Pepper 


CopyiM^ht   192.1   iy  ef,e  Textile    Publishing  C<? 

/oo  (jroc/c/     to  Lose 


One  advantage  the  small  merchant  can  wave 
in  the  face  of  his  more  prosperous  competitor, 
especially  the  king  of  the  department  store,  is  the 
handing  out  of  change  at  the  conclusion  of  a 
transaction.  In  a  small  store  it  takes  a  minute. 
In  a  large  store  we  hear  a  chorUs  of  salesgirls 
yelling  "Messenger!"  or  listen  to  the  wires  hum- 
hum,  after  which  there  is  a  lapse  of  three  years. 
If  we  prod  the  girl  out  of  her  nap  a  couple  of 
times  we  finally  get  our  money.  It  not  we  form 
a  line  to  the  right  at  the  complaint  desk. 

*  *  * 

Wonder  who  started  with  the  smallest 
store?  Tell  us  of  your  beginning  for  this 
page. 

*  *  * 

Now  we'll  have  to  get  some  University  to  put 
in  a  course  for  the  training  of  "Smile  Inspectors." 
That's  the  newest  department  store  job.  Said  in- 
spector will  have  to  know  all  about  wrinkles  around 
the  eyes,  dimples,  sparkling  eyes,  even  teeth,  etc. 

*  *  * 

Mrs.  J.  Geo.  Frederick  of  the  Householders' 
Economic  League,  speaking  before  the  New  York 
Women's  Advertising  Club  last  week  on  economics, 
said,  "Women  are  the  spenders  in  this  country. 
It  is  to  women  we  must  look  for  the  final  adjust- 
ment of  economic  conditions."  Of  all  expenditures 
in  this  country  last  year,  she  gave  the  following 
figures  as  representing  the  per  cent  of  totals  spent 
by  womerir— foods,  87  per  cent;  hardware,  49  per 
cent;  automobiles,  41  per  cent;  silk  stockings,  93 
per  cent;  box  candy,  60  per  cent;  men's  wear,  31 
per  cent;  drugs,  48  per  cent;  dry  goods,  96  per 
cent.  She  said  men  bought  nothing  but  dogs, 
phonographs  and  silk  stockings  for  women,  that 
is  single  men  buy  these  things.  The  purchasing 
by  married  men  is  confined  mostly  to  dogs. 


Don't  worry  about  the  man  leaving  you 
for  a  BETTER  position.  He  wouldn't  have 
been  any  good  to  you  if  he  had  been  satis- 
fied. 

*    *  * 

We  are  expecting  to  hear  almost  any 
minute  that  Dr.  Walter  Simons  has  resumed 
his  practice  in  Berlin. 


//  a  man  is  worth  hiring  he  is  worth  directing 
into  channels  that  will  give  you  the  MOST  return 
for  your  money. 

*    *  * 


Seven  hundred  and  fifty  pounds  of  shark  at  one 
time  is  no  small  catch,  yet  that  is  the  record  of  Max 
Neuburger,  who  makes  fur  prices  in  New  York  when 
he  isn't  fishing. 

It  happened  thusly:  ,.        ,  „,^„,. 

Max  and  his  friend  Joel  Gutman,  muslm  underwear 
merchant  of  New  York,  took  passage  on  Capt.  ^nori;  s 
fishing  cruiser  Louannada  for  a  day  s  outmg  on  i-aim 

It  was  agreed  that  the  one  who  caught  the  largest 
shark  would  receive  "three  fingers'    of  real  Cuban 

^  Now,  Max  was  a  fisherman  with  imagination,  and 
when  Joel  wasn't  looking  put  two  hooks  on  the  line. 
Scarcely  had  the  line  sunk  out  of  sight  when  there 
was  a  noble  yank  on  the  line— a  shark  on  each  nook— 
that  would  have  carried  Max  overboard  had  not  Joei 
grabbed  his  friend  around  the  waist. 

Then  the  fight  began,  and  for  two  hours  it  was 
nip  and  tuck  between  the  two  ends  of  the  line,  ine 
two  fishermen  would  have  won  but  for  their  loss  01 
weight  from  perspiration. 

Capt.  Short,  fearing  for  the  health  of  his  passen- 
gers, brought  up  his  artillery  and  filled  each  shark  s 
head  with  six  man-size  bullets.  The  sharks  gave  up 
in  disgust  and  allowed  themselves  to  be  hauled  on 

^°%piien  Joel  saw  that  he  had  been  double-crossed  he 
made  Max  pull  in  the  shark  that  was  tugging  on  his 
(Joel's)  one  hook,  and,  after  paying  the  "three-hnger 
wager  collected  a  "five-finger"  damage. 

The  contest  will  be  fished  over  again  later.  Mr. 
Neuburger  is  the  man  dressed  in  white  in  the  above 
picture.    The  shark  is  the  400-pounder. 

»     ♦  * 

Miss  Webber,  dress  buyer  for  Chandler  & 
Co.,  Boston,  says,  "The  automobile  has  put 
«uits  out  of  business  and  dresses  on  the  map." 


"Chinese  eggs  have  become  real  menace 
to  American  producers,"  says  a  headline. 
Well,  American  eggs  are  too  good  for  some 
of  the  theatrical  productions  we've  seen,  and 
it's  a  slam  at  the  reputation  of  our  female 
chickens  to  continue  "Flood  of  inferior  eggs 
from  Orient  tends  to  reduce  standard  in  this 
country." 

*    *  * 

D.  C.  Fraser  of  Reid  &  Hughes  Co.,  Mass., 
says  they  have  no  intention  of  cutting  sala- 
ries, but  that  they  are  making  three  people 
do  the  work  formerly  performed  by  four. 


"Oh,  mother,  may  I  go  out  to  swim?" 
"Yes,  my  little  daughter; 
But  remember  that  you  mustn't  wear 
The  things  you  hadn't  oughter." 

But  Lordy,  wait  till  you  see  her  on  the  'beach. 


An  enthusiastic  friend  writes:  "The 
Economist  is  this  country's  most  important 
trade  paper.  I  say  'important'  because  it 
not  only  gives  detailed  information  to  the 
trade,  but  reflects  into  most  of  the  homes 
throughout  the  land  that  which  is  necessary 
to  make  for  a  better  city  and  a  more  prosper- 
ous community." 

*  *  * 

A  woman  will  hoof  it  five  miles  to  get  coupons 
with  her  coffee.  Let  a  buttonhook  clinch  your 
friendship  solid  whenever  you  sell  a  pair  of  button 
shoes.  Give  an  extra  pair,  of  laces  to  boot  when 
offering  laced  shoes.  You  can  stamp  your  address 
on  the  handle  of  the  hook,  but  you  don't  have  to — 
they  will  come  stamping  to  your  door  just  the 
same! 

*  *  * 

A  woman  manufacturer  of  a  new  novelty 
for  the  art  and  gift  shop  wrote  the  Dry 
Goods  Economist  this  week  in  answer  to  an 
invitation  to  her  to  show  the  novelty  edi- 
torially: "Upon  second  thought,  I  have  de- 
cided I  would  not  like  any  publicity  as  I 
would  not  like  to  have  a  stream  of  retail  mer- 
chants cluttering  up  my  premises." 

She  has  learned  from  experience  that  a 
"mention"  in  the  Economist  always  brings  a 
crowd. 


A  floorwalker  is  a  man  who  commutes  to  the 
store  every  morning,  sometimes  missing  the  early 
train  out.  A  floorwalker,  as  his  name  suggests, 
sometimes  does  the  nursery  parquet  with  the  new- 
est twins.  It  happens  even  in  society.  But  a 
floorwalker  has  a  greater  duty  in  life,  even.  To 
the  shy  and  strange  little  woman  buyer,  to  the 
hurried  and  mannish  lady  chiropodist,  to  the 
mother  of  the  many  tots,  a  floorwalker  is  the 
anchor  of  safety.  It  is  rightly  so  that  floor- 
walkers ar^  constructed  on  generous  diameter  di- 
mensions. It  fetches  a  smile.  And  a  smile  goes 
a  long  way  in  establishing  the  good-will  of  the 
store. 


The  biggest  part  of  a  men's  wear  depart- 
men  head's  job  is  knowing  his  customers  and 
having  a  personal  acquaintance  with  them, 
according  to  Edward  E.  St.  Louis,  who  holds 
that  position  with  the  Wallace  Co,,  Schenec- 
tady, N.  Y.  He  says  his  stocks  are  low,  win- 
ter underwear  excepted  and  that  doesn't 
move  at  any  price.  January  was  a  boom 
month  in  his  department  and  February  held 
its  own. 


Nothing  would  help  business  more  than  a 
little  song  by  that  harmonious  trio  Manufac- 
turer, Jobber  and  Retailer.  We  would  sug- 
gest such  selections  as  "Tenting  To-night  on 
the  Old  Camp  Ground,"  "Forgotten,"  "Some- 
where the  Sun  Is  Shining"  -or  "Have  You 
Had  a  Kindness  Shown  You— Pass  It  On." 


Windows  are  like  stage  settings.  The  less 
trappings  the  more  attention  is  paid  to  the 
actors.  Big  stores  display  little  yet  breathe 
the  mystery  of  goodies  tucked  away  inside. 
Why  not  let  the  small  shop  try  the  stunt? 


S.  H.  Ditchett,  our  Editor,  is  now  in  the 
wilds  of  the  Middle  West  smoking  a  pipe  of 
peace,  or  a  piece  of  pipe,  don't  know  which, 
with  merchants  of  that  section.  Give  him  all 
the  information  you  can  scrape  together  if 
he  visits  your  town. 


W.  W.  Herman,  who  is  the  big  gun  in  corsets, 
muslin  underwear,  infants'  and  children's  wear, 
house  dresses  and  negligees  at  the  H.  S.  Barney 
Co.  store,  Schenectady,  N.  Y.,  has  a  good  idea 
for  keeping  up  his  infants'  knit  goods  stocks. 
When  he  is  low  on  just  a  few  things  and  doesn't 
care  about  sending  an  order  to  a  manufacturer 
he  gets  local  women  to  make  them  up.  He  says 
it  costs  a  trifle  more,  but  he  gets  some  flne  little 
garments.  Customers  are  talking  a  lot  about 
price,  he  declares,  but  they  know  quality  when 
they  see  it  and  he  doesn't  care  to  handle  inferior 
goods. 
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Michigan  Men  Heard  Things  That 
Really  Meant  Something! 

Pattern  Contracts  and  Price  Maintenance  Talks  Had  What  Kipling 
Called  "Essential  Guts" — "There  Is  No  Consumers'  Strike:  It  Is  a 
Buyers'  Strike,"  Says  Wholesaler — and  Gets  Applause — Cutting  Over- 
head and  More  Productive  Advertising  Stressed  by  Men  Who  Know 


THE  third  semi-annual  convention  of  the 
Michigan  Retail  Dry  Goods  Associa- 
tion was  held  at  Detroit,  Mich.,  March 
16  and  17,  in  the  auditorium  of  the  Detroit 
Board  of  Commerce.  The  prominence  of  the 
speakers  and  the  character  of  the  addresses 
fully  sustained  the  reputation  of  the  associa- 
tion for  preparation  of  programs  of  intense 
interest  and  benefit  to  its  members. 

John  A.  Brown,  president  of  the  Retail 
Merchants'  Bureau  of  Detroit,  made  the  open- 
ing address.  He  was  followed  by  John  A. 
Russell,  vice-president  of  the  Detroit  Board  of 
Commerce,  welcoming  the  delegates  to  Detroit. 
J.  W.  Knapp,  president  of  the  association,  re- 
sponded. 

Must  Gain  Confidence,  Says  Knapp 

One  of  the  principal  points  stressed  by 
Mr.  Knapp  was  the  special  necessity  at  this 
time  for  gaining  and  holding  public  confi- 
dence. The  consumer's  knowledge  of  prices 
is  shattered,  he  declared.  With  this  uncer- 
tainty he  goes  to  the  merchant  who  has  estab- 
lished a  record  for  honest  prices  and  good 
business  judgment.  "Every  retailer  should 
have  a  standard  of  quality  based  on  his  ex- 
perience as  a  merchant,"  said  Mr.  Knapp, 
"...  and  he  should  see  that  the  goods 
bought  come  up  to  his  ideals  of  a  standard 
quality." 

During  boom  times  merchants  heedlessly 
drifted  into  practices  entailing  considerable 
waste,  he  continued.  Now  they  must  be  elimi- 
nated. The  cost  of  doing  business  must  be 
cut  down  and  the  first  expedient  is  to  stop 
leaks. 

Cutting  expenses  is  a  way  to  lower  prices 
and  to  stimulate  the  consumer  buying,  Mr. 
Knapp  said.  "The  return  to  normalcy  de- 
pends on  a  speedy  resumption  of  such  buying. 
We  retailers  are  willing  to  take  whatever 
losses  are  necessary  to  promote  it,  consistent 
with  maintaining  a  solvent  business. 

Must  Fulfill  Duty  to  Public 

"The  merchant  who  is  a  real  merchant 
knows  he  has  a  responsibility  in  serving  the 
public.  That  is  t6  make  every  possible  effort 
to  reduce  prices  by  using  modern,  economical 
business  methods,  to  buy  reliable  goods  and 
to  cut  off  every  extravagance  and  unnecessary 
expense,"  concluded  Mr.  Knapp. 

William  0.  Jones  of  Kalamazoo,  secretary- 
treasurer,  presented  his  report  showing  a 
flourishing  financial  condition,  and  Jason  E. 
Hammond,  the  association's  manager,  told  of 
progress  for  the  last  six  months. 

In  that  time,  said  Mr.  Hammond,  member- 
ship increased  from  339  to  365.  Careful  touch 
with  legislative  matters  has  been  kept,  and 
little  danger  from  radical  or  ill-considered 
laws  need  be  expected.  After  covering  the 
association's  work  in  thorough  manner,  Mr. 
Hammond  concluded  with  the  statement  that 
since  he  f;egan  his  service  with  the  retailers' 
body  two  years  ago  the  membership  has  grown 
from  74  to  365. 

A  strong  plea  for  a  State  income  tax  in 
Michigan  was  made  by  the  Hon.  0.  F.  Barnes, 


president  of  the  State  Tax  Commission.  Con- 
tinued high  taxation  is  inevitable,  he  declared, 
because  of  enlargement  and  extension  of  the 
Government's  functions.  The  ad  valorem 
property  tax  does  not  meet  all  requirements 
because  it  fails  to  reach  intangible  property, 
he  said,  advocating  a  tax  on  incomes  of  $1,000 
and  over  and  a  poll  tax  on  income  below  the 
minimum. 

Tell  People  Why  Cost  Is  High 

"The  great  problem  of  the  retailer  to-day 
is  that  of  explaining  to  the  public  why  the 
cost  of  distribution  is  so  high,"  said  Alvin  E. 


DURING  the  year  and  a  half  which  has 
elapsed  since  its  formation  the  Michi- 
gan Retail  Dry  Goods  Association  has  won 
an  enviable  reputation  both  for  the  steady  in- 
crease in  its  membership  and  the  really  re- 
markable conventions  which  it  has  held. 

The  Third  Semi  -  annual  Convention 
proved  to  be,  if  anything  in  advance  of  its 
predecessors.  The  character  of  the  ad- 
dresses, the  subjects  selected,  and  the  high 
standing  of  the  speakers  reflect  the  activity 
and  breadth  of  view  of  the  association's  of- 
ficers and  manager  and  it  is  safe  to  say 
that  every  one  of  the  three  hundred  and 
more  members  who  attended  the  conven- 
tion was  well  repaid  for  his  trip  to  Detroit. 

The  membership  of  the  Association  is 
already  large.  It  was  stated  by  President 
Knapp  during  the  opening  session  as  365. 
We  believe  Mr.  Knapp  and  his  fellow  officers 
and  directors  may  count  on  another  big  in- 
crease during  the  coming  half  year. 


Dodd,  manager  of  the  Domestic  Distribution 
Department  of  the  Chamber  of  Commerce  of 
the  United  States  "People  have  been  ren- 
dered suspicious  as  to  the  extent  of  profits. 
Bring  about  an  understanding  among  the 
public  on  this  subject.  Inform  the  public 
as  to  how  the  retailer  does  his  job  and  why 
he  does  it  that  way." 

An  illuminating  outline  of  market  condi- 
tions was  given  by  Frederick  Stockwell  of  the 
wholesale  firm  of  Edson,  Moore  &  Co.,  De- 
troit, who  was  loudly  applauded.  "Drastic 
liquidation  has  not  reached  its  end,"  he  de- 
clared. In  some  lines  prices  are  still  high  and 
stability  will  not  come  until  all  lines  are 
liquidated. 

A  Buyers' — Not  Consumers' — Strike 

"I  do  not  believe  in  the  consumers'  strike," 
he  continued.  "What  we  have  had  is  a  buy- 
ers' strike- — a  strike  against  buying  on  the 
part  of  mills,  of  wholesalers  and  retailers." 
Mr.  Stockwell  placed  the  decline  in  cotton,  wool 
and  silk  fabrics  at  60  to  70  per  cent.  He  ex- 
pected no  such  decline  in  linen  because  of  the 
flax  shortage.  He  predicted  a  sharp  upward 
reaction  in  the  price  of  cotton  because  present 
prices  far  from  compensate  growers.  "Prices 
on  textiles  have  been  liquidated  about  as  far 


as  they  can  be,"  he  stated.  "Further  reduc- 
tions may  come,  but  they  will  be  small.  I 
think  the  present  basis  is  fairly  stable." 

Diversified  Subjects  at  Experience  Meeting 

At  a  dinner  tendered  association  members 
by  the  Detroit  Dry  Goods  Jobbers,  addresses 
of  timely  interest  were  made  by  Adam  Lind, 
a  director  of  Burnham,  Stoepel  &  Co.,  and  by 
President  Knapp.  An  experience  meeting  and 
smoker  which  followed  was  presided  over  by 
W.  P.  Emery,  general  manager  of  Crowley, 
Milner  &  Co.,  Detroit,  whose  rule  was  so  ap- 
preciated that  a  rising  vote  of  thanks  was 
tendered  him  at  the  conclusion  of  the  gath- 
ering. 

Some  of  the  subjects  covered — jobbers  as 
well  as  retailers  taking  part  in  the  discussions 
— were:  A  tax  on  sales  and  its  effect  on  the 
small  retailer;  solicitation  of  orders  by  job- 
bers on  goods  which  ought  to  be  supplied  by 
retailers;  methods  employed  by  store  heads 
to  prevent  buyers  being  influenced  by  gifts; 
figuring  turnover  on  the  average  stock  basis 
and  arriving  at  the  turnover  by  dividing  sales 
by  the  value  of  stock  taken  at  retail,  not  at 
cost. 

The  second  day's  session  opened  with  a 
call  to  order  by  Vice-President  J.  C.  Toeller, 
Battle  Creek,  and  a  discussion  of  mutual  com- 
pensation and  liability  insurance.  B.  C.  Lud- 
wig  of  Albion,  presenting  his  report  as  chair- 
man of  the  association's  insurance  committee, 
urged  retailers  to  carry  insurance  covering 
workmen's  compensation  and  liability,  as  with- 
out such  insurance  a  merchant  has  no  chance 
in  court. 

Pattern  Talk  Gives  Sound  Dope 

One  of  the  most  valuable  features  of  the 
convention  was  a  talk  on  pattern  contracts 
and  methods  of  pattern  companies  by  H.  S. 
Shelton,  president  of  the  Johnston-Shelton  Co., 
Dayton,  Ohio.  Mr.  Shelton  is  a  member  of 
the  pattern  committee  of  the  National  Retail 
Dry  Goods  Association,  and  with  Myer  Hel- 
ler of  Newcastle,  Ind.,  has  worked  for  several 
years  in  behalf  of  retailers'  interest  in  these 
matters. 

Mr.  Shelton  indorsed  the  increase  in  pat- 
tern prices,  saying  that  the  customer  thinks 
less  of  price  than  of  getting  patterns  which 
will  enable  her  to  make  proper  use  of  her 
goods.  He  urged  merchants  to  have  stock  re- 
duction clauses  inserted  in  their  contracts 
despite  provisions  for  discards.  He  also  ad- 
vised cutting  down  on  the  number  of  fashion 
sheets,  believing  them  no  longer  important 
selling  aids. 

Contracts  May  Be  Abandoned 

The  time  is  coming  when  there  will  be  no 
pattern  contracts,  he  predicted,  but  only  a 
simple  agreement  between  merchant  and  pat- 
tern company.  He  cited  the  statement  of  an 
official  of  a  large  company  that  if  merchants 
want  to  do  business  without  contracts  the 
privilege  will  be  granted.  Mr.  Shelton  believes 

(Continued  on  page  125) 
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Retail  Shops  of  Paris  Thronged 
At  Recent  Spring  Openings 

Offerings  Corresponded  Closely  to  Those  of  Model 
Makers  and  Important  Dressmakers  in  Outline,  Material 
and  Treatment — Acceptance  and   Endorsement  Was 
General — Some  New  Creations  Shown 


RETAIL  shops  are  now  holding  their 
spring  openings.  These  openings,  fol- 
lowing closely  on  those  of  the  model 
makers,  are  interesting  as  showing  simplified 
adaptations  of  the  styles  launched  by  the  im- 
portant dressmakers.  They  are  also  inter- 
esting as  indicating  the  general  style  that  will 
be  adopted  in  Paris. 

The  Printemps  have  arranged  a  very 
clever  window  of  an  Auteuil  racecourse  as  a 
background  for  the  display  of  models  in  suits 
and  tailor  dresses. 

Low  Waist,  Straight  Line  Gown 

In  the  latter  they  show  low  waisted,  one- 
piece,  straight  line  gowns  of  navy  blue  serge 
with  a  touch  of  brilliant  colored  embroidery 
on  the  bodice,  and  with  medium  long,  medium 
full  straight  skirts.  Frequently  the  skirts 
have  plaited  panels,  or  straight  free  bands  of 
the  fabric  at  the  sides.  The  neck  generally  is 
cut  out  and  the  sleeves,  set  in  at  the  normal 
opening,  are  long  and  are  wide  at  the  wrist. 

In  suits,  both  the  box  jacket  and  the  semi- 
fitted  flare  peplum  are  featured,  in  finger  tip 
lengths.  Suit  skirts  are  very  simple  and  are 
from  8  to  10  inches  from  the  ground. 

Many  of  the  suits  are  shown  with  light 
colored,  chiffon  blouses  with  high  collars  and 
frilled  fronts.  This  is  interesting  as  illus- 
trating the  increasing  tendency  for  adapta- 
tion of  high  collared  styles. 

Draped  Effects  in  Afternoon  Dresses 

In  afternoon  dresses  draped  effects  are 
strongly  featured  both  at  the  Printemps  and 
at  the  Galeries  Lafayette,  numerous  models 
being  shown  with  pointed  draped  apron  tunics 
tied  at  one  side.  For  the  most  part  these  are 
featured  over  underslips  in  contrasting  colors. 
Sleeves  of  afternoon  gowns  are  either  elbow 
length  or  long,  and  are  in  sheer  fabrics.  The 
necks  invariably  are  cut  out.  Quantities  of 
taffeta  gowns  with  very  full,  straight,  gath- 
ered skirts  and  fitted  bodice  with  waist  line 
at  the  normal  are  shown  at  the  Galeries  La- 
fayette, these  trimmed  with  ruchings  of  the 
silk,  or  with  circular  flounces  arranged  in 
godet  panels. 

One  piece,  straight,  slip-over-the-head 
dresses  in  chemise  style  in  grey  chiffon,  with 
bodice  much  bloused  at  a  low  waist  are  also 
prominent. 

Three-quarter  Length  Coats  Lead 

In  coats,  the  three-quarter  length  style 
dominates,  made  with  bodice  section  cut  off 
at  the  hips,  and  with  full  skirts.  Frequently 
the  skirt  is  circular,  or  is  cut  to  give  a  marked 
flare  at  the  lower  edge. 

Straight  box  coats  in  seven-eighth  length 
with  high  collar,  long  sleeves  set  in  at  the 
normal  armhole  and  braid-bound  edges  are 
also  conspicuous. 

Capes  of  satin,  taffeta  and  of  cloth  are  rep- 
resented made  with  full  ruched  or  pmffed  col- 
lars, or  with  hoods. 

The  Poiret  cape  which  was  worn  in 
"L'Homme  k  La  Rose"  with  the  Spanish  Vel- 
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asquez  costumes  has  served  as  inspiration  for 
many  of  the  evening  cape  models.  This  cape 
was  cut  circular,  was  perfectly  plain,  and  was 
finished  at  the  neck  with  an  enormous,  shirred 
hood  wired  at  the  edge,  which  allowed  of  its 
being  readily  slipped  over  the  high  comb  and 
lace  mantilla  which  form  part  of  Spanish 
costumes. 

In  materials,  plain  colored  wool  poplins, 
covert  cloth  and  blue  serge  dominate  for  suits 
and  also  for  coats.  Scotch  plaided  effects  in 
serge  are  represented  and  are  featured  in  suit 
skirts  with  jacket  in  a  plain  color. 

In  dresses,  crepes  marocains,  crepes  de 
Chine  and  georgettes  are  emphasized. 

Ribbon  sashes,  especially  sashes  of  wide, 
Roman  striped  ribbons  are  used  to  some  ex- 
tent, notably  on  dark  colored  chemise  gowns 
in  taffeta  or  crepe. 

All  Blouses  Are  Slip-Overs 

In  blouses,  a  good  display  is  shown  by  all 
the  shops  and  this  notwithstanding  the  fact 
that  little  or  no  emphasis  has  been  given  to 
two-piece  suits  at  the  Paris  dressmakers' 
openings.  All  blouses  are  shown  in  slip-over 
styles,  and  are  worn  over  the  skirt.  As  a 
rule,  the  belt  is  cut  in  one  with  the  front  or 
with  the  sides  of  the  blouse. 

Long  sleeves  are  well  represented  in 
blouses  in  tailored  styles.  Short  sleeves  are 
featured  in  dressy  blouses  of  net  or  lace. 

Georgette  is  still  the  mainstay  for  the  sim- 
ple tailored  blouse.  These  models  are  shown 
made  with  plastrons  or  with  frills  of  the  fab- 
ric, or  a  slight  touch  of  embroidery  in  white 
or  in  self  tone  is  introduced  at  the  neck  or  on 
the  cuffs. 

Flesh  Color  and  White 

Flesh  color  leads,  although  white  is  also  in 
good  demand  for  tailored  blouses.  Sport 
blouses  in  heavy  silk  tricot  are  well  repre- 
sented, and  these  are  shown  in  white,  yellow, 
copper  and  green. 

Marked  emphasis  at  the  openings  was 
given  to  piques  by  model  makers  in  the  few 
blouses  shown.  But  thus  far  these  have  not 
been  taken  up  by  the  retail  shops. 

Several  events  of  importance  have  taken 
place  within  the  last  week  in  the  theatrical 
world,  notably  the  reproduction  of  "La  Prise 
de  Berg-op-Zoom,"  by  Monsieur  Sacha  Guitry, 
at  the  Theatre  Sarah  Bernhardt,  and 
"L'Amant  de  Coeur,"  by  Monsieur  Louis 
Verneuil,  at  the  Theatre  Potiniere. 

Lanvin  Shows  Straight  and  Full  Effects 

Madame  Yvonne  Printemps,  who  played 
the  leading  role  in  "La  Prise  de  Berg-op- 
Zoom"  and  Mademoiselle  Jeanne  Renouard, 
who  played  in  I'Amant  de  Coeur  were  both 
dressed  by  Lanvin.  Madame  Yvonne  Prin- 
temps' costumes  were  all  built  on  long, 
straight  lines,  whereas  those  of  Mademoiselle 
Jeanne  Renouard  featured  the  fitted  bodice 


and  very  full  gathered  skirts  with  waist  just 
below  the  normal  of  the  French  and  Spanish 
Renaissance,  which  styles,  as  well  as  the 
straight  line  effects,  are  both  equally  empha- 
sized by  Lanvin  this  spring. 

Special  Attention  to  Novel  Detail 

One  of  the  most  noteworthy  features  of 
these  spring  models  by  Lanvin  is  perhaps  the 
clever  detail  work  and  trimmings.  For  in- 
stance, in  "La  Prise  de  Berg-op-Zoom,"  in 
the  first  act,  Madame  Yvonne  Printemps 
wears  a  perfectly  simple,  black  crepe  satin 
chemise  dress,  the  sole  novelty  of  which  is 
seen  in  the  wide,  transparent  band  which  fin- 
ishes the  lower  edge  of  the  skirt.  This  band 
is  formed  of  circular  disks  of  satin  joined  by 
narrow,  bias  folds  of  the  fabric. 

Quantities  of  bands  of  this  description 
formed  either  of  cut  work,  of  braiding,  or  of 
this  combination  of  disks,  are  featured  by 
Lanvin  on  her  models  both  for  street  and 
house  wear. 


Nation's  Business 


(Continued  fi'om  page  17) 

Business  in  women's  garments  continues 
active,  with  some  manufacturers  unable  to 
promise  delivery  of  orders  for  some  weeks  to 
come.  Most  of  the  current  sales  are  for  late 
spring  and  summer  wear,  with  some  immedi- 
ate needs  to  be  taken  care  of. 

The  popularity  of  lace  continues  to  be  one 
of  the  outstanding  features  of  the  coming  sea- 
son. The  approach  of  Lace  Week — April  18 
to  23 — gives  impetus  to  sales  of  laces. 

Embroideries  are  showing  an  inclination  to 
"come  back,"  and  some  of  the  new  flouncings 
deserve  more  than  passing  attention.  Buyers 
are  taking  to  these  novelties. 

Ribbon  sashes  with  fringed  ends  for  wear 
with  street  suits  and  dresses  are  called  for. 

Men's  Wear 

Fancy  plaid-backed  overcoatings  are  being 
turned  out  in  great  variation  for  the  coming 
fall  season,  many  of  them  in  fine  qualities  at 
comparatively  low  prices.  There  are  indica- 
tions of  a  bright  future  in  the  men's  and  boys' 
wear  field,  but  with  a  growing  danger  of  a 
repetition  of  the  troubles  of  a  year  ago. 

There  is  a  good  demand  for  spring  top- 
coats, and  reports  have  it  that  stocks  are 
rather  low. 

Issuance  by  the  courts  of  injunctions 
against  interference  with  workers  in  New 
York  City  clothing  factories  has  resulted  in 
a  considerable  increase  in  the  work  being 
turned  out  in  this  market.  Both  sides  are 
still  confident  of  victory. 

Generally  speaking,  the  pre-Easter  trade 
in  shoes  has  exceeded  expectations.  So  heavy 
has  been  the  demand  for  strap  effects  in 
women's  gray  suede  that  the  supply  of  gray 
suede  leather  ran  short  early  in  the  manufac- 
turing season  and  footwear  of  that  material 
has  been  very  scarce. 
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Indiana  Retailers 
Discuss  Ways  of 
Cutting  Costs 

Meeting  Expects  No  Further  Whole- 
sale Reductions — Advertising  and 
Wage  Problems  Aired 

Economist  Correspondence,  Indianapolis,  Ind. 

Methods  of  reducing  costs  of  doing  busi- 
ness led  everything  else  in  interest  at  the 
spring  meeting  of  the  Indiana  Retail  Dry 
Goods  Association,  held  at  the  Hotel  Severin, 
Indianapolis,  recently.  It  was  the  general 
belief  that  lowering  such  costs  is  absolutely 
necessary  if  prices  are  to  be  made  which  will 
induce  consumer  buying  on  the  scale  seen 
during  the  last  months  of  1920. 

Indiana  merchants  do  not  believe  any  fur- 
ther reductions  will  be  made  in  actual  cost  of 
goods  to  them.  '  They  believe  general  dry 
goods  merchandise  has  reached  the  rock  bot- 
tom level.  They  passed  a  resolution  voicing 
this  belief.  With  possibility  of  this  one  form 
of  reduction  out  of  the  way,  methods  of  re- 
ducing the  overhead  were  discussed. 

Ask  Papers  to  Cut  Ad  Rates 

As  the  first  step  the  merchants  are  going 
to  ask  newspapers  to  reduce  their  advertising 
rates  to  a  level  which  will  nearly  correspond 
to  the  reductions  in  actual  dry  goods  prices. 
It  was  decided  that  merchants,  especially  in 
the  larger  cities,  should  watch  their  display 
advertising  more  closely  and  make  certain  that 
it  is  bringing  maximum  results. 

A  round  table  discussion  among  merchants 
from  the  smaller  communities  concerning  the 
relative  values  of  direct  mail  advertising  and 
newspaper  advertising  revealed  that  they  be- 
lieve direct  mail  work  is  as  good  as  display 
advertising  where  mailing  lists  are  well  com- 
piled. Merchants  from  the  larger  cities  dis- 
agreed with  this  view. 

Against  Retail  Wage  Cuts 

The  general  opinion  seemed  to  be  that  la- 
bor is  gradually  becoming  more  efficient. 
Merchants  argued  against  a  cut  in  salaries  at 
this  time  to  cut  down  the  overhead.  They 
took  the  attitude  that  salespeople  can  be  made 
more  efficient  and  that  because  of  this  in- 
creased efficiency  the  average  store  should  be 
operated  with  fe'Wer  employees.  Avoiding 
every  possible  form  of  leakage  was  urged  as 
one  way  to  cut  overhead.  The  matter  of  clos- 
ing hours  was  taken  up  and  it  was  shown 
that  the  average  opening  and  closing  times 
through  the  week  are  from  8:30  o'clock  in 
the  morning  until  5:30  in  the  evening  and 
the  closing  on  Saturday  evenings  at  9:30. 

Money  paid  out  for  city,  county  and  State 
taxes  was  discussed  during  the  afternoon  ses- 
sion. At  the  present  time  business  men  of 
Indiana  are  passing  through  a  transitory 
stage  so  far  as  the  assessment  of  stocks  is 
concerned,  the  law  having  been  changed  to 
provide  for  an  assessment  on  an  actual  cash 
basis.  Fred  A.  Sims,  formerly  a  member  of 
the  State  Tax  Board,  addressed  the  meeting, 
explaining  in  detail  the  workings  of  the  law 
and  outlining  the  course  the  dry  goods  mer- 
chant should  pursue  in  case  he  objects  to  his 
assessment. 

Assess  Inventories  25  Per  Cent  Off 

Several  members  of  the  association 
brought  up  the  point  that  inventories  at  cost 
do  not  represent  the  actual  cash  value  that 
would  accrue  from  a  forced  sale  and  they  ad- 
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vocated  a  reduction  in  the  assessment.  Men 
from  the  northern  part  of  the  State  said  their 
taxes  were  levied  on  an  actual  inventory 
statement,  100  cents  on  the  dollar,  while  some 
from  the  southern  section  said  they  had  been 
given  as  high  as  fifteen  per  cent  off  the  in- 
ventory. 

Mr.  Sims  advised  the  association  to  arrive 
at  some  percentage  of  reduction  from  the  in- 
ventory total  which  might  be  considered  in 
figuring  assessments,  and  then  take  the  mat- 
ter up  with  the  county  boards  of  review.  Af- 
ter considerable  discussion  it  was  decided  that 
twenty-five  per  cent  should  be  deducted  from 
the  invoiced  stock  as  representing  most  closely 
its  actual  dollars  and  cents  value  in  case  it 
had  to  be  disposed  of  immediately.  The  mem- 
bers of  the  association  signified  their  inten- 
tion of  taking  the  fight  up  to  the  State  Tax 
Board  if  necessary  to  sustain  their  point. 

F.  A.  Turner,  of  Crawfordsville,  Ind., 
president  of  the  association,  presided  at  the 
meeting.  He  said  plans  already  are  being 
made  for  the  annual  meeting  in  June. 

Market  Week 
Draws  Big  Crowd 

Omaha  Was  Mecca  to  Many  Retailers 
Within  Wide  Radius 

Economist  Correspondence,  Omalia,  Neb. 

Two  thousand  is  a  conservative  estimate 
of  the  number  of  merchants  attending  the 
annual  spring  market  week  in  Omaha,  March 
7-10.  According  to  jobbers  and  wholesalers  a 
much  better  feeling  exists  than  obtained  forty 
days  ago.  The  visitors  were  given  plenty  of 
entertainment,  but  the  way  they  bought  mer- 
chandise indicated  that  they  came  not  solely 
for  the  fun  offered  by  the  Entertainment 
Committee.  Buying  was  for  a  period  not 
longer  than  sixty  days.  The  week  was  a  big 
success  and  thousands  of  dollars'  worth  of 
ready  to  wear  and  yard  goods  were  purchased. 

Style  Shows  Entertain  and  Bring  Business 

Two  style  shows  were  staged  for  the  ben- 
efit of  the  visitors.  One  given  by  the  Byrne- 
Hammer  Dry  Goods  Co.  was  witnessed  by  700 
people,  ninety  per  cent  of  whom  were  visiting 
merchants.  Heavy  buying  in  dresses  and 
blouses  followed  the  day  after  the  show. 
Women's  and  misses'  coats  were  offered  at 
prices  ranging  from  $16  to  $135 ;  dresses  from 
$9  to  $87.50;  suits  from  $15  to  $92.50;  wool 
and  silk  skirts  from  $3.50  to  $15. 

The  musical  style  revue  put  on  by  M.  E. 
Smith  &•  Co.  was  unusually  attractive  because 
it  was  held  on  the  roof  garden  auditorium  of 
the  new  factory  building,  which  is  now  being 
given  the  finishing  touches,  more  than  1000 
persons  witnessing  the  showing  of  spring 
coats,  suits  and  wash  dresses. 

Wash  dresses  were  shown  in  a  series  of 
clever  tableaux  or  "living  pictures,"  which 
provided  just  the  right  background  for  each 
group  of  dresses  and  gave  to  them  an  appro- 
priate setting.  In  this  way,  house  dresses, 
porch  frocks,  misses'  costumes  and  nurses' 
uniforms  were  all  displayed  in  a  manner 
which  emphasized  their  points  of  excellence 
and  gave  the  spectators  a  chance  to  see  them 
under  actual  use  conditions.  A  number  of 
specially  designed  models  in  spring  hats  by 
the  Thiele-Scharf  Co.  were  worn  in  connec- 
tion with  the  costumes. 

Entertainment  during  the  week  included 
a  "Get  Acquainted"  night  at  the  Omaha  Cham- 
ber of  Commerce,  an  athletic  night  with 
wrestling  and  boxing  at  the  City  Auditorium, 


a  luncheon  for  visiting  merchants  at  M.  E. 
Smith  &  Co.'s  roof  garden  cafeteria,  a  masked 
ball  and  carnival  and  an  informal  ball. 

The  Chamber  of  Commerce  of  St.  Paul  had 
a  man  here  the  entire  week  getting  points  on 
how  Omaha  puts  over  market  week  with  a 
view  of  starting  such  a  week  in  St.  Paul. 

Credit  Men  to  Watch  New  Accounts 

E.  W.  Nelson,  first  vice-president  of  the 
Retail  Credit  Men's  National  Association,  re- 
cently addressed  150  Omaha  credit  men.  He 
advocated  increasing  care  in  opening  new  ac- 
counts because  of  money  stringency  and  the 
general  lowering  scale  of  wages  and  increase 
in  unstableness  of  employment.  The  credit 
men  decided  to  accept  the  offer  of  the  Omaha 
branch  of  the  American  Medical  Society  to 
affiliate. 

J.  L.  Brandeis  &  Sons  report  a  good  in- 
crease in  business  for  February  over  that  of 
February,  1920. 

An  entire  floor,  more  than  20,000  square 
feet  of  floor  space,  was  used  by  J.  L.  Brandeis 
&  Sons  in  staging  a  sale  of  men's  hats  and 
caps.  The  sixth  floor  was  commandeered  for 
the  sale  and  thousands  of  the  15,000  hats  and 
caps  were  disposed  of  at  prices  ranging  from 
$1  to  $1.50  for  caps  and  $2  and  $3  for  hats. 

The  Eldredge-Reynolds  Co.  sold  an  entire 
shipment  of  wool  jersey  suits  at  $15  in  a  one- 
day  sale.  This  was  the  lowest  figure  for  this 
class  of  merchandise  in  the  city.  At  a  pre- 
vious sale  the  same  suit  was  priced  at  $17.50 
and  the  entire  lot  was  sold  out. 


Referees  to  Review 
Cleveland  Situation 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building. 

The  future  status  of  the  garment  industry 
in  this  city  in  respect  to  labor  relations  may 
in  large  measure  be  determined  by  a  wage 
hearing  to  be  held  before  three  referees  on 
Easter  Sunday.  It  is  expected  that  labor  will 
ask  for  increased  wages  and  the  manufactur- 
ers for  a  reduction  in  the  scale.  Both  sides 
are  compiling  statistics  showing  cost  of  living 
for  the  garment  worker,  market  competition 
and  consumers'  views  of  apparel  prices. 

New  Department  Heads 

Three  new  department  heads  have  joined 
the  Wm.  Taylor  Son  &  Co.  organization. 
Mrs.  Mandesda  Webster,  who  comes  from 
Sampson  &  Co.,  Toledo,  takes  charge  of  the 
infants'  department;  Miss  Crissie  Herman, 
former  department  head,  has  gone  to  the  Ramm 
Co.,  Washington,  D.  C. ;  David  Michels,  for- 
merly with  the  Duffy-Powers  Co.,  Roches- 
ter, N.  Y.,  is  the  new  manager  of  the  base- 
ment store.  He  has  been  connected  also  with 
the  Wm.  Filene's  Sons  Co.,  Boston,  and  the 
old  Simpson,  Crawford  Co.  store  in  New  York. 
Mrs.  Bessie  Earle  is  the  new  buyer  of  the 
basement  store's  misses'  wear.  She  has  been 
for  two  years  -^ith  the  Ames  Co.,  of  this 
city. 

The  Hagedorn  Co.  has  opened  a  women's 
apparel  shop  here,  specializing  in  gowns, 
wraps,  blouses,  silk  lingerie  and  sports  ap- 
parel. Little  attention  will  be  given  to  suits. 
Samuel  C.  Bachman,  secretary  and  treasurer 
of  the  firm,  is  manager  of  the  new  store. 

Oppenheim,  Collins  &  Co.  celebrated  their 
seventh  anniversary  last  week  with  special 
sales  in  all  departments.  There  was  an  un 
usually  good  response  on  gowns  at  $38,  ac- 
cording to  Miss  Bemice  Lochmaer,  the  new 
dress  buyer.  Business  has  grown  too  big  for 
the  present  quarters  and  larger  accommoda- 
tions are  being  sought. 
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Silk  Field  in  Pink  of  Condition 
For  a  Distance  Run 

Production  Is  Low  but  Steady  and  Meets  All  Needs  Except  for  Im- 
mediate Deliveries — Consumer  Demand  Not  Strongly  Reflected  in 
the  Market,  Which  Means  More  Business  Coming  — Taffeta  in  Over- 
supply  Should  Revive  for  Early  Fall,  but  Run  Behind  Satin 


CONDITIONS  in  the  silk  industry  are 
said  to  be  satisfactory.  Production  is 
only  between  40  and  50  per  cent  of 
normal.  These  two  considerations  taken  to- 
gether indicate  how  easy  it  is  to  satisfy  peo- 
ple in  business  these  days.  Their  motto  seems 
to  be:    "Half  a  loaf  is  better  than  no  bread." 

However,  things  actually  are  more  satis- 
factory than  the  figures  of  production  would 
indicate.  Heavy  production  may  in  itself  be 
symptomatic  of  an  unhealthy  condition — as  it 
was  last  year.  Manufacturers  last  year  were 
rather  in  the  position  of  a  florid,  robust  man 
living  lustily  off  the  fat  of  the  land  but  con- 
tinually in  danger  of  apoplexy.  And  they  got 
the  stroke  all  right.  Now  they  are  trained 
down  to  a  low  protein  diet,  so  to  speak,  and 
while  they  are  not  having  such  a  whale  of  a 
good  time  they  are  feeling  much  more  healthy. 

In  Good  Shape  for  a  Long  Run 

The  silk  industry  is  in  lean  but  clean 
shape.  Almost  a  year  of  meagre  production 
has  thoroughly  liquidated  its  stocks  and  per- 
mitted the  elimination  of  the  large  mass  of  in- 
different goods  from  distributing  channels, 
which  are  again  cleared.  Demand  is  reviv- 
ing and  with  the  stimulation  afforded  by 
fashion's  emphasis  on  silks  for  this  spring 
and  summer  it  promises  to  keep  steadily  in- 
creasing. Production,  following  safely  on  the 
heels  of  demand,  is  keeping  mills  and  oper- 
atives steadily,  if  not  fully,  employed.  Raw 
silk  is  comparatively  cheap  and  fairly  well 
stabilized  as  to  price.  Labor  costs  have  been 
substantially  1-educed.  It  is  a  pretty  cheerful 
situation  on  the  face  of  it. 

The  situation  is  so  cheerful,  in  fact,  that 
there  has  recently  been  a  tendency  here  and 
there  to  boost  the  market.  It  is  a  natural 
enough  tendency.  Spot  demand  for  desirable 
goods  has  exceeded  the  available  supply,  and 
buyers  have  been  quite  ready  to  pay  a  prem- 
ium for  prompt  deliveries.  Fashion  has 
touted  silks,  pointing  to  a  big  spring  silk  sea- 
son.   Production  has  been  behind. 

It  was  a  tempting  opportunity.  But  profit- 
ing by  past  experience  the  trade  generally  de- 
cided that  discretion  was  the  better  part  of 
valor.  It  may  be  said  with  certainty  that  the 
silk  trade  is  not  in  a  booming  mood. 

Retail  Silks  Better  Than  in  1920 

This  is  a  good  thing.  For  with  conserva- 
tive operation  and  with  the  soft  pedal  on 
prices  the  prospects  for  the  silk  industry  look 
bright.  There  is  no  doubt  that  this  is  a  big 
silk  season — bigger  in  fact  than  last  spring. 
It  is  bigger  at  least  in  yardage  sales  over  the 
counter  as  compared  with  sales  of  other  piece 
goods.  This  is  the  general  tenor  of  the  re- 
ports received  by  the  Economist  from  retail 
stores  in  different  parts  of  the  country.  Most 
retailers,  especially  in  the  large  centers,  are 
featuring  silks  both  in  the  piece  and  in  made- 
up  garments,  because  they  find  that  consumer 
demand  is  turning  emphatically  in  that  direc- 
tion. 

This  demand  is  not  reflected  in  the  busi- 
ness of  wholesale  and  manufacturing  houses 


to  the  extent  that  the  reports  of  retail  busi- 
ness would  seem  to  warrant.  In  silks  as  in  all 
other  lines  retailers  are  buying  with  extreme 
caution.  But  an  active  consumer  demand 
must  naturally  be  reflected  back  to  the  centres 
of  production  sooner  or  later,  and  the  present 
brisk  activity  in  silks  at  retail — an  activity 
which  seems  bound  to  continue  through  spring 
— will  certainly  serve  to  engage  the  present 
production  of  the  industry  for  some  months 
to  come. 

Late  Start  for  Fall  Silks 

Then  there  is  the  coming  fall  season. 
Normally  the  silk  mills  should  be  started  on 
fall  production  this  month,  or  next  at  the  lat- 
est. But  production  for  spring  was  started  so 
late  and  demand,  generally  speaking,  is  so  ac- 
tive that  it  looks  now  as  if  the  mills  would 
not  get  started  on  fall  production  for  a  couple 
of  months  more.  That  will  leave  them  only  a 
couple  of  months  to  produce  for  the  early  fall 
business. 

So  there  is  not  likelihood  of  any  noticeable 
hiatus  in  production  nor  of  any  particular 
surplus  of  goods  cropping  up  to  trouble  the 
market.  In  other  words  there  is  every  pros- 
pect that  at  least  the  present  rate  of  produc- 
tion will  be  carried  through  into  the  fall  with- 
out interruption.  This  is  all  the  more  likely 
as  the  silk  market  is  much  more  nearly  stabil- 
ized in  price  than  either  the  cotton  or  wool 
goods  markets.  One  reason  for  this  com- 
parative stabilization  is,  of  course,  that  raw 
silk  suffered  a  more  prompt  and  radical  read- 
justment than  either  cotton  or  wool  and  is  not 
now  in  the  same  uncertain  position,  as  stocks 
are  not  burdensome. 

Satisfactory  Conditions  All  'Round 

There  is  nothing,  in  fact,  to  disturb  the 
prospects  of  the  silk  market  from  the  manu- 
facturer's point  of  view.  It  is  in  a  sound  and 
comparatively  stable  condition,  with  every 
likelihood  of  continued  improvement.  From 
the  buyer's  standpoint  it  is  equally  satisfac- 
tory, as  the  buyer  has  the  assurance  of  oper- 
ating on  a  reasonably  stable  basis.  There  are, 
of  course,  the  temporary  fluctuations  which 
are  bound  to  result  from  delayed  buying,  and 
these  will  occur  during  the  fall  season  if  buy- 
ers delay  their  operations  then  as  much  as 
they  have  done  heretofore. 

Taffeta  Temporarily  in  Over-Supply 

The  present  taffeta  situation  is  a  case  in 
point.  A  rush  for  taffetas  started  a  couple  of 
months  ago  and  available  stocks  were  quickly 
cleaned  up,  with  the  result  that  prices  stif- 
fened materially.  Stimulated  by  an  appar- 
ently overwhelming  demand,  manufacturers 
exerted  themselves  to  turn  out  taffetas  in 
large  quantities,  and  just  at  the  moment  there 
seems  to  be  an  oversupply  of  these  goods.  It 
is  expected,  however,  that  the  demand  for  taf- 
fetas for  late  spring  will  readily  absorb  the 
supply.  Still,  just  now  they  are  somewhat 
easier  in  price  than  they  have  been. 

The  demand  for  crepe  fabrics  is  still  main- 
tained, and  is  likely  to  continue,  as  crepes. 


especially  the  lighter  fabrics,  are  desirable  for 
warm  weather  wear.  Canton  crepes  are  still 
the  big  item,  but  the  demand  for  crepe  de 
Chine  and  georgette  is  also  considerable  and 
will  probably  be  more  and  more  emphasized  as 
the  season  advances.  Navy  taffeta  has  been 
spoken  of  for  midsummer  wear.  It  does  not, 
however,  appeal  to  one  as  being  an  especially 
good  hot  weather  seller,  though  it  is  likely  to 
be  good  for  late  summer  and  early  fall. 

It  is  a  little  early  yet  to  estimate  the  prob- 
able trend  of  the  fall  demand.  There  is  a 
general  feeling,  however,  that  satins  are  go- 
ing to  be  in  the  lead. 


A  Bit  of  New  York 
Brought  to  Omaha 

Economist  Correspondent,  Omaha,  Neb. 

"A  little  bit  of  New  York  brought  to 
Omaha."  Such  was  the  theme  of  the  revue 
de  fashions  presented  by  the  Eldredge-Rey- 
nolds  store  of  Omaha  the  afternoon  of  March 
16  and  the  evening  of  St.  Patrick's  day. 

Omaha  women  were  given  such  an  oppor- 
tunity to  inspect  gowns,  wraps,  hats,  etc., 
worn  by  living  models  as  buyers  have  when 
they  go  to  New  York.  Tables  were  arranged 
on  either  side  of  the  third  floor  at  which  the 
spectators  were  seated.  Here  were  found 
pencils  and  pads.  As  the  models  moved  down 
the  aisles  the  audience  had  an  opportunity  to 
record  the  number  of  the  model  and  its  price. 
The  numbers  were  filed  by  the  store  and  later 
on  scores  of  people  came  in  and  asked  to  see 
the  numbers  shown  at  the  fashion  show. 
Countless  sales  resulted  from  this  method. 

Fashions  of  to-day  have  a  bit  of  the  old- 
time  modes.  To  vizualize  the  old-time  fash- 
ions Omaha  women  had  been  asked  to  loan 
garments  worn  years  and  years  ago.  This 
display  attracted  hundreds  to  the  store. 
Wasp-like  waists,  basques  and  sweeping 
trains  of  fifty  to  a  hundred  years  ago  con- 
trasted with  the  loose,  blouse  effects  of  the 
gowns  of  to-day.  So  small  were  the  waist- 
lines of  these  fifty-year-old  models  that  they 
were  fitted  over  14-year-old  "forms"  before 
being  put  on  display. 

Tiny  tots  and  little  girls  from  a  local 
dancing  school  acted  as  mannequins,  wearing 
pinafores,  rompers,  school  dresses,  party  cos- 
tumes and  coats.  The  big  hit  of  the^  juve- 
niles came  with  their  appearance  in  "Tally- 
ho"  red  coats,  capes,  dresses  and  tam-o-shan- 
ters.  Older  girls  from  8  to  10  years  also  wore 
charming  dresses.  Corsets  and  dress  acces- 
sories were  displayed  on  tables  where  specta- 
tors could  not  miss  them. 


Look  for  the  address  of  Frank  A.  Vander- 
lip  on  "Our  Mercantile  Marine  and  Foreign 
Commercial  Relations"  in  next  week's  Econo- 
mist. This  address  was  delivered  at  a  recent 
non-partisan  Saturday  discussion  at  the  Na- 
tional Republican  Club. 
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Retail  Advertising  Is  a  Great  Calling 
Because  of  the  Way  It  Is  Done 

Every  Advertisement  Worth  the  Name  Is  a  Real 
Monument  to  the  Adman's  Skill  and  Judgment 
—Customers  Ought  to  Know  This 


FREQUENTLY,  it  would  seem,  advertis- 
ing reviewers  find  in  advertisements 
things  that  the  viTiter  of  the  advertise- 
ment did  not  know  were  in  them — at  least 
things  he  did  not  know  he  put  there.  And 
maybe  that's  a  good  sign.  Anyway,  it  is  a 
good  sign  for  the  reviewer.  He  wouldn't  have 
a  job  if  he  noticed  only  the  obvious  details. 
Now,  would  he? 

Thank  you.  Now  a  few  general  remarks 
to  prove  to  you  that  the  ad-reviewer  is  proud 
of  your  work  no  matter  what  you  or  your  em- 
ployer thinks  of  it. 

Ad  and  Book  Reviews  Run  Parallel 

Book  reviewers,  people  who  rarely  if  ever 
write  books  or  claim  any  inclination  to  au- 
thorship, surprise  authors  and  readers  alike 
with  what  they  can  find  in  a  best  seller  before 
anyone  has  had  a  chance  to  read  it — anyone 
aside  from  publisher  and  reviewer. 

The  reviewer  reads  the  book,  writes  his 
review,  publishes  it  in  the  newspaper  and  the 
public  reads  the  review  and  the  book.  It,  or 
they  if  "public"  is  collective — finds  all  the 
things  the  reviewer  said  the  book  contained 
and  most  of  the  things  the  author  of  the  book 
put  into  it. 

The  author's  creative  imagination  and  the 
reviewer's  analytical  powers  together  make 
the  book  out  to  be  mighty  interesting.  Think 


By  Guy  Hubbart 

this  over  a  moment.  Then  see  if  there  is  any- 
thing parallel  in  the  work  of  the  reviewer  of 
advertisements.    Anything  like  this: 

The  book  reviewer,  using  his  knowledge  of 
what  the  reader  ought  to  find  in  the  story, 
selects  all  those  points,  and  in  his  review  em- 
phasizes them  for  the  reader's  direct  benefit 
and  the  author's  benefit — if  he  or  she  is  dis- 
posed to  count  increased  interest  a  benefit. 

The  ad  reviewer  does  the  same  thing.  He 
studies  the  advertisement  and  emphasizes  the 
sometime  hidden  or  unsuspected  merits. 

Different  Audiences — Both  Appreciative 

Here  the  parallel  ends  because  of  the  dif- 
ference in  the  audiences  of  the  book  reviewer 
and  the  ad  reviewer  respectively.  The  former 
has  the  reader  of  the  book  for  audience;  the 
latter  has  writers  of  advertisements  for  audi- 
ence. 

This  is  not  a  plea  for  more  consideration 
for  the  ad  reviewer.  He  gets  delight  out  of 
what  he  does  whether  or  not  he  gets  much 
else,  and  that  is  enough.  But,  and  now  the 
secret  comes  out,  the  ad  reviev^^er  has  ever 
before  him  the  feel- 
ing that  his  work 
would  be  more  help- 


ful to  stores  and  ad  writer  alike  if  the  public 
could  read  his  comments  and  thus  appreciate 
and  profit  by  what  the  ad  men  and  women 
really  put  into  their  advertisements,  things 
aside  from  introductories,  items,  descriptions, 
pictures,  prices. 

Ad  Writing  a  Four-Part  Art 

When  the  public  reads  a  good  book  they 
get  a  double  thrill — in  the  story  and  the  way 
the  story  is  told.  "What  a  wonderful  story! 
And  how  admirably  told!"  they  say.  They 
praise  the  thing  the  author  did  and  they 
admire  his  method  of  doing  it. 

That's  good  for  the  author,  the  publisher 
arid  the  reader. 

Wouldn't  it  be  fine  if  the  public  said  of 
your  store's  advertisement  for  Wednesday: 
"Oh,  what  an  advertisement  the  Big  Store  ran 
to-day,  and  how  admirably  presented!" 

Wouldn't  it  be  fine  if  the  public  said  that? 
You  bet  it  would!  And  it  would  be  some- 
thing besides  fine.   It  would  be  profitable! 

Retail  advertising  partakes  of  the  quali- 
ties of  four  of  the  five  arts — sculpture,  paint- 
ing, literature  and  the  drama.  And  by  the 
same  token,  the  ad  writer  (used  here  in  the 
sense  of  whoever  designs  and  writes  the  ad- 
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New  Arrivals  Popular! 

7"//£  cmfidence  tf  o 


Bad  of  Vie  camcioasmis  ituit  Budson 's  Bay 
apparel  U  auUienUcis  iht  PubUc't  faith  in  traii- 
lumal  Hudion'i  Bay  Qaalily.  Othid,  has  been 
maii'tauKd  by  the  polkj  of  buying  to  a.slandard 
fathtr  than  lo  a  pria. 


Spring  Suits  and  Frocks 
565.     S75.     599.50  J119.50 


Harbingers  of  Springftime 


Interp^f'^  Mode*  of  Spring 

Lovely  New  Hats 
$22.50  $25. 


tBUVERSg^NANAGERS 

New  Silk  Dresses  loALE^I  ^^"^  ^P""^  ^"'^^ 


'39 


50 


An  amWig  colkctian  ol  Sprtog  DrcSMi.  of  tK« ' 
finest  of  Canton  Crepe*  Crepe  dc  Ounc.  Tafittas 
W  Fancy  Crepei  cjeh  u  Tal-ly-ho.  The  color- 
iagi  are  ihe  riJieil  and  at  the  came  lime  praclicd 
[or  ill  purposes  lor  Spring  Wear.  Dabty  Irmi' 
mings,  rufilings  and  embroideied  dcsigw  add  lo 
ihe  effecliventii  of  thcic  dresiei.  and  wc  are  cer- 
tain Ifiai  taLmg  inio  coiis«JeMl>on  the  ciceHeoce 
ol  the  make  and  nulecials',  that  they  caaaot  be 
cqOalLed  ftl  thil  prke. 


New  Silk  Blouses  $3.95 


$6,50  -  $27.50 


'39 


50 


A  coHecbon  of  die  newest  models  foi  Spring, 
embodying  the  Short  Box  Gial,  the  Ripple  Gwt, 
ant)  S&aight  Lines  as  well.  The  matcnaU  are 
Poiret  Twill.  Tncotine  and  Men's  Wear  Serge.  All 
wool  malenals,  of  course,  and  neatly  trimmed  ac- 
cording to  the  fashion,  SiBc  Ened,  thrgughout 
and  typical  of  the  finest  producbons  of  the  season, 
these  sujts  cannot  be  dupliriated  elMwheie  at  the 


On  the  Main  Floor 


 SOc 

WOMEN'S  NOVELTY  8TBAP  BOOKS— Made 
in  tcao;  different  ntrloa  u>d  s]l  sarlrti'ja  of 
l,.lk,r    Sk,„  h...  11,,         aUt  $1_00 


25c 


NOVI^LTV  EIBB0N3  holii  liBht  i 
Wijtiis  rMuriDj!  troni  *  lo  7  lEch-.-a  wiiJe, 


69c 


$4.91 


"•!$3.00 


Infants'  Section 

ALl-WOOL  S^^EATFR-S  FOR  LITTLE  O 


,  Made  v\Vt 


$3.95 


w^TTE  ^>>A■*^^.  orqakdj  and  yonj| 


DRESSES  r< 
Foi 


iKli  ' 


$5.35.    Spccml  a 
ChOdmi'i  Boipt'ai— In  •< 


d  Oort«ro7  Oh* — ' 


$1.00 

£?ir$T.oo 

"r?-.,!""  25^ 

lUnkrti— Selld  eolori  tod 

''"?.?$l".76 


Toilet  Articles  Specials 

{Qnonritici  Limitd-Rtvinm  Tax  Mdilianaf) 

K'.;i;":r.,.  79c 


50c 

, .... 

33c 

::r  33c 

"  .  22c 
•  19c 
55c 
■-  19c 

19c 

-->.  19c 


■12c 


$1.50 

""":isc 

'"""35c 
,45c 

25c 

 45c 

"r  3«c 


Mirror  Candy  Special  foV. 
Saturday,  1,-lb.  Box  CAc 
Assorted  CluNMiAates  uU 


A  Special  Purchase 
of  a  Manufacturer's 
Sample  Line  En- 
ables Us  to  Sell  Six 
Hundred  Suits  at 


lulDciutvr  made 

u»  B  B.«t  cOTceMian'for  ttip  ujr,  and  wid  i.«  l,«  cnlt.c  umplc  lint  al  a 
ta«:uU.ly  tm  piict.  All  .Ua.  ra  ihc  lal  liom  Ziolym,. 

TU  Dulrrult  Bic  PAUilEB  LINENS.  RtPPS.  KINDERGARTEN 
CIjOTVI,  kiddie  CLOra.  POI'UNS,  DRILLS,  CAUTEAS  and  DEV- 

ONSHiHE  amis. 

TV  .1,1a.  ata,  MIDDVS,  JUNIOR  ■  NORfOLKS.  OLIVFJ!  TWIST, 
.DICKON  and  PETER  PAN  m.xla!.., 

TV-)  oolort  >ie  PLAIN  WHTTE.  COMBINATIONS  and  SOLID  COU 
ORS  cd  aVcry  datciiplnn  lliai  will  b)  u>r.|  iIil.  trntot). 

|Tba  vihMaara  ham  10  te.SO,  tliia  manularUitai  nol  nuVina 

gannanti  lot  lata.  Al  Hit  iptcial  prict  at  which  ihi?  tr«  toU,  wt  faBM* 
cktff*  Mr  ttfld  C  0.  D.,  DAT  art  thtr  tnbita  la  tititttf*.  i^  - 


From  the  Boys'  Dept. 

Remarkable  Offerings  for 
Saturflay  Selling— 


A]J,-WOOL  TW0-PANT3 


ncncat  SpriU^lDodela, 

,  Spocwir  P';;-';««''i  $9.95 


ALVWOOL  BLUE  SEROE  HITTTS— 3prin|i  moMn.  HaMaa' 


$9.95 


ALUWOOLCAPS— Tho  new  onl^pll>^^  rflylc  tbnl  Is  b-uch  jcrwt 
fhmnaA.  All  Bitra  a'tv  In  slocU.  Thin  lot  wiu  spo-  «|  QQ 
^Inll)'  piireliMcd  for  tho  mIc,  «nd  In  oBcred  nt.  tach 

NEW  PLEATED  BACK  OAP8-Tbo  «ory  Inlcut  drcatlnn.  Pull 
Mk  llnrd,  unit  n  lorgn  number  of  dcalrsblii  pattonu  in  nclrrt 
f,.,.    All  .1...  1,  .loak.  SjidaJlypfltadal,  $J,50 


Men's  Neckwev  Special 
Large  Flowing  End  Silk  Ties,  O^n  3  for 
Good  Patterns  and  Colors  uJt  $1 
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vertisement)  is  a  four-sided  artist. 

Why  not  ?  Analyze  a  little  and  the  analogy 
seems  not  far-fetched.  Or,  better  still,  study 
a  retail  advertisement  the  way  the  reviewer 
has  to  study  it. 

The  Four  Sides 

It  has  a  three-dimension  body,  although 
presented  on  a  flat  surface;  it  has  height, 
width,  thickness,  the  latter  expressed  in  per- 
spective. The  sculptor  begins  with  a  solid 
piece  of  marble  or  clay,  does  he  not?  A  three- 
dimension  body. 

The  advertisement  tells  a  story — inter- 
prets the  life  and  activity  of  the  store.  Liter- 
ature does  that. 

The  advertisement  paints  a  picture  for  the 
public,  emphasizing  background,  middle  dis- 
tance, perspective,  light  and  shade.  The 
painter  does  the  same. 

The  advertisement  sets  a  stage  for  an  au- 
dience as  interested  as  any  that  sits  in  front 
of  the  stage  in  the  theater.  It  is  a  different 
interest,  but  just  as  human.  And  there  is  the 
drama. 

And  who  is  responsible  for  all  this?  Who 
but  the  adman?  He  reaches  his  public  by 
means  of  a  kind  of  sculpturing,  requiring  fully 
as  much  skill  as  the  marble  worker  who 
works  with  chisel  and  mallet.  If  you  do  not 
think  so,  study  the  thing  you  call  layout.  Then 
think  of  the  images  you  present,  the  pic- 
tures you  draw  with  words,  the  dramatic 
appeal !    And  you  do  it  every  day. 

Reviewer  Is  the  Concentrated  Public 

If  you  are  not  proud  of  your  work,  it's 
your  own  fault.  If  others  do  not  appreciate 
it  it's  your  store's  fault.  An  advertisement 
is  a  wonderful  thing  when  you  think  it  over, 
as  the  reviewer  does.  And,  by  the  way,  the 
reviewer  is  simply  a  concentrated  public.  He 
tries  to  see  in  your  advertisement  Avhat  you 
hope  all  your  customers  will  see — the  prac- 
tical selling  story  of  goods,  value,  service, 
store  prestige.  And  he  tries  to  see  that  other 


element  in  it — the  human  skill,  ingenuity,  re- 
sourcefulness, art  and  judgment  of  the  writer. 

Four  Examples  via  the  Reviewer's  Eye 

Over  a  month  ago  these  advertisements 
were  seen  by  customers  and  no  doubt  influ- 
enced the  purchase  of  much  merchandise. 
They  are  reviewed  here  in  terms  of  what  was 
put  into  them  rather  than  what  the  customer 
got  out  of  them,  because  this  review  will  be 
read,  if  at  all,  by  the  makers  of  the  adver- 
tisements : 

In  the  ad  from  the  Hudson's  Bay  Co.,  Win- 
nipeg, Canada,  are  combined  high  attention 
value,  creative  copy,  unified  display  and  ar- 
rangement and  logical  merchandising  all  to 
one  end,  the  featuring  of  a  store  through  its 
season  merchandise.  No  sculptor  ever  made 
better  use  of  the  principles  of  his  art  than 
is  here  made  of  the  advertising  man's  art. 
This  is  an  advertisement  practically  perfect 
in  contour,  unified  in  theme  and  eminently 
sensible.    Study  it  and  convince  yourself. 

This  Ad  Fits  Its  Store 

Furchgott's,  Jacksonville,  Fla.  This  ad- 
vertisement looks  like  hundreds  of  others 
which  appeared  on  the  same  day.  Yet,  some 
way  or  other,  the  adman  made  it  fit  his  store 
like  a  custom-made  shoe.  He  did  it  by  choos- 
ing merchandise  departments  allied  in  atten- 
tion value,  by  choosing  values  with  an  eye  to 
their  attractiveness,  by  making  his  cuts  fit  the 
space  and  by  presenting  an  interesting  variety 
of  items.  It  is  just  an  advertisement,  useless 
after  a  day  or  two;  but  no  artist  ever  chose 
his  colors  with  a  surer  touch  than  is  shown 
here.  And  an  artist  sometimes  works  three 
years  on  a  subject. 

Catches  the  Human  Touch 

Dives,  Pomeroy  &  Stewart,  Reading,  Pa. 
This  advertisement  doesn't  look  especially 
good,  but  it  reads  good.  It  sells  rag  rugs,  old- 
fashioned  rag  rugs,  with  just  the  same  ar- 
tistic touch  that  the  story  writer  tells  about 


a  girl  like  "Lovey  Mary"  or  "Mrs.  Wiggs  of 
the  Cabbage  Patch."  The  writer  used  the 
methods  of  the  gifted  human  interest  writer 
to  tell  her  story  (the  adman  is  a  woman  in 
this  case),  of  how  rag  rugs  are  made  and 
why  they  look  so  beautiful  and  appropriate 
on  the  floors  of  customers'  homes.  She  started 
with  a  real  idea  and  developed  it  with  interest, 
sincerity  and  conviction.  She  ought  to  be 
proud  of  the  advertisement. 

The  Spirit  of  the  Home 

The  C.  H.  Yeager  Co.,  Akron,  Ohio.  It 
would  take  an  agile-minded  customer  'only 
twelve  minutes  to  read  this  advertisement 
but  there  is  enough  in  it  to  keep  her  think- 
ing for  several  days.  Especially  if  she  has 
a  new  house  to  furnish  or  an  old  one  to  re- 
furnish wholly  or  in  part.  The  adman  djd 
not  know  it,  but  his  theme  is  one  of  the  most 
dramatic  in  the  world — the  home.  Human 
beings  live  in  homes,  and  it  is  the  furniture 
that  makes  the  home  livable. 

Of  course,  there  is  behind  the  advertise- 
ment splendid  values  in  furniture  and  behind 
that  the  lumberman,  the  stately  forest  trees, 
the  mills,  the  cabinet  workers  and  crafts- 
men who  turned  the  forest  into  bedroom  suite 
or  a  parlor  chair.  The  adman  was  wise 
enough  to  leave  that  to  the  imagination  of 
the  reader,  but  the  groundwork  is  there. 

It  all  depends  on  the  adman  whether  his 
goods  are  just  items  of  stock  or  items  of  per- 
sonal human  interest.  If  he  wants  to  be 
proud  of  his  calling  he  can.  It's  a  great 
calling — retail  advertising.  Ad  reviewers 
know  it  now,  some  admen  are  beginning  to 
know  it  and  owners  of  stores  will  eventually 
discover  it. 

Customers  have  always  known  it.  But 
they  read  the  advertisements;  they  do  not 
write  them.  Maybe  the  reviewer  has  found 
things  in  your  advertisements,  ladies  and  gen- 
tlemen, which  you  did  not  put  there  inten- 
tionally. But  they  are  there,  just  the  same. 
Thank  you! 


A  Little  Journey  to  Topton,  Pa.,  Has  Produced  a  Great  Sale  of  Bea«rtiful 
Rag  Rugs,  to  Be  Sold  at  Exactly  the  Manufacturer's  Prices 
The  Sale  Will  Begin  on  Saturday  With  Wonderful 
Price  Advantages,  Rich  Colors,  Many  Sizes, 
Great  Decorative  Possibilities 


Were  h  the  Story,  Just  . 
It  All  Happened 


01 


The  Dives,  Pomeroy  &  Stewart  Buyer  Went  to  Topton 


As  an  Outsider  He  Could  See 

1    J  HE  /Ifwfci-^ 

HH-arti  Mi„  W, 

24x.%  inches  76c    K'  f'-'  i  • 

24x48  inchra..  $1.02  M  f«t  . 
27x5-4  uichrs.., $1.25  8nIO  f'Tt.. 
30x60  inches... $1.58    'M-  f'lL. 

36x72  iiirhr-  $2.25 


B  I,  fi.j  ,  m.rt.i  f«  ^  brlihl,  pf.ii,  lLin«^  ^J'         .'"O  ^  .CT. 
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G  ODDARD '  SATINE 

^fieJlff purpjose  Jjnmg  '^brics 


The  Line  with  a 
Double  Selling  Appeal 

— for  Goddard  Satines  and  Linings  have 
an  unsurpassing  utility  for  home  deco- 
ration, as  well  as  for  linings.  Colors 
and  patterns  lend  themselves  with  ex- 
ceptional merit  to  both  purposes.  Thus 
they  provide  a  double  means  for  Spring 
business.  Feature  this  line  in  this  way 
and  watch  the  results. 

36  inch  Satines — 6  qualities 

Aeroplane      Beaumont  Sierre 
Bellemont      Rose-bloom  Triumph 

36  inch  Percalines — 
3  qualities — watered  finish 

Adjutant  Paramount 

36  inch  Percalines — 
2  qualities — ^beetled  finish 


Electra 


Caledonia 


ROSE  PETAL  TAFFETAS 

Plain  colors  in  all  petticoat  shades.  A 
wealth  of  new  designs  in  fancies. 

FANCY  SATINES,  CRINOLINES, 
UNEN  CANVAS,  ETC. 

Visit  our  spacious  new  showrooms 
or   send    for   sample  swatches. 

J.  W.  Goddard  &-  Sons 

I  ncorporated 
(Goddard  Bldg.) 

I  1  East  26th  Street 
NEW  YORK 


UIEROPJ^JSTE        TRIUMPH  ROSE-BLOOM 


Will  Take  Up  Big 
Business  Problems 

Program  for  Next  Month's  Meeting 
of  U.  S.  Chamber  of  Commerce 
About  Completed 

"More  business  methods  in  government; 
less  government  management  in  business" 
will  be  the  keynote  of  the  ninth  annual  meet- 
ing of  the  Chamber  of  Commerce  of  the  United 
States,  to  be  held  at  Atlantic  City,  N.  J., 
April  27  to  29.  Business  men  connected  with 
all  the  1400  organizations  included  in  the 
Chamber's  membership  are  vitally  interested 
in  the  coming  discussion  of  problems  of 
finance,  taxation,  the  tariff,  transportation 
and  similar  subjects  which  will  be  taken  up. 
Especially  are  they  concerned  as  to  the  Gov- 
ernment's policy  affecting  these  matters,  and 
interest  is  keen  in  regard  to  the  position  the 
Chamber  will  assume  and  the  recommenda- 
tions, if  any,  which  it  will  make. 

To  Thrash  Out  Broad  Problems 

General  sessions  will  be  supplemented  by 
group  meetings  enabling  detailed  discussion 
of  problems  in  specific  lines  to  be  held.  Im- 
portant questions  for  general  conference  are: 
Taxation  and  tariff  policies,  foreign  financing, 
education,  international  relations  and  the  re- 
lations of  government  and  business. 

The  first  two  subjects  will  be  discussed  in 
detail  by  each  group.  Relating  to  taxation, 
these  questions  will  come  up:  Should  there 
be  a  sales  tax,  an  increase  in  the  income  tax, 
a  resort  to  loans  ?  As  to  the  tariff,  there  are 
several  vital  points:  Should  the  tariff  not  be 
framed  with  due  regard  to  export  trade  sales 
or  the  protection  of  manufacturing  in  the 
United  States?  Should  the  fact  that  we  are 
now  a  creditor  nation  alter  our  tariff  policy 
with  respect  to  protection?  Should  the  tariff 
offer  trading  or  bargaining  possibilities  for 
international  commercial  treaties  to  encour- 
age our  export  trade?  Should  the  tariff  be 
liberal  in  its  provisions  in  view  of  our  desire 
for  liberality  of  tariff  on  the  part  of  other 
countries? 

The  various  groups  will  take  up  such  sub- 
jects as  current  price  declines  and  their  ef- 
fects, constructive  means  for  better  market- 
ing, improved  merchandising  methods  to  meet 
conditions  of  financial  stringency,  wages,  con- 
tract cancellations,  turnover  tax,  foreign 
trade,  railroad  policies,  insurance,  natural  re- 
sources and  similar  subjects  of  especial  im- 
portance because  of  the  unsettled  conditions 
which  have  lately  obtained. 


Philadelphia  Textile 
Industry  Picking  Up 

Philadelphia  Office  of  the  Dry  Goods  Economist 

There  is  no  doubt  that  business  in  the  tex- 
tile industry  in  Philadelphia  is  picking  up.  In 
January,  approximately  75  per  cent  of  the 
city's  700  mills  were  shut  down  and  the  re- 
mainder were  working  on  part  time.  To-day  it 
is  estimated  that  60  per  cent  are  running  vir-_ 
tually  on  full  time,  with  nearly  40  per  cent  on 
a  part-time  basis.  Only  a  few  mills  remain 
closed. 

Prices  have  suffered  a  sharp  drop  from  the 
peak,  and  wages  in  some  instances  have  been 
reduced.  Manufacturers  of  men's  wear,  the 
fall  season  for  which  soon  will  begin,  predict 
an  improvement,  with  prices  from  35  to  50  per 
cent  below  the  peak.  Wages  in  these  lines 
have  been  reduced  about  22  per  cent. 
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Manufacturers  of  cloth  for  men's  and 
women's  wear  lead  in  present  production.  Silk 
production  has  shown  improvement  in  the  last 
six  weeks,  and  some  of  the  hosiery  mills  are 
sending  out  calls  for  skilled  workers.  Hosiery 
production  in  Philadelphia  suffered  a  setback 
because  of  the  sale  of  low  end  hosiery  at  a 
New  York  auction  recently.  This  stock  was 
snapped  up  largely  by  jobbers  and  wholesalers, 
filling  a  gap  which  normally  would  have  been 
filled  by  Philadelphia  manufacturers. 

Production  of  Brussels  and  Wilton  carpets 
and  rugs  is  at  a  standstill  in  the  Philadelphia 
mills.  A  strike  of  employees  has  been  in  prog- 
ress since  January,  but  mill  owners  say  there 
is  not  sufficient  business  to  warrant  reopening, 
even  if  the  labor  troubles  were  adjusted. 

Manufacture  of  lace  is  proceeding  at  a 
greater  volume  now  than  since  the  beginning 
of  the  business  hesitancy. 

In  spite  of  improved  conditions  generally, 
it  is  reported  that  there  are  between  40,000  and 
45,000  textile  workers  in  this  city  either  out 
of  employment  or  working  short  time. 


Toast  Traffic  Expert 

The  Fifth  Avenue  Association,  composed  of 
business  men  whose  establishments  edge  that 
thoroughfare  and  so  including  many  of  the 
most  prominent  retailers  of  New  York,  re- 
cently honored  Special  Deputy  Police  Com- 
missioner John  H.  Harriss  at  a  luncheon  at 
the  Waldorf-Astoria. 

Mr.  Harriss  is  responsible  for  the  system 
of  signal  towers  which  has  done  so  much  to 
facilitate  the  handling  of  traffic  on  Fifth  Ave- 
nue. He  originated  the  idea  and  erected  the 
system  at  his  own  expense.  It  was  in  appre- 
ciation of  this  work  that  the  testimonial 
luncheon  was  given. 

The  main  fioor  and  balcony  boxes  of  the  ho- 
tel ball  room  were  filled  with  members  of  the 
association  and  their  guests.  Politics,  the  law 
both  in  and  out  of  uniform,  society  and  busi- 
ness were  intermingled  in  the  persons  of  such 
well  known  persons  as  ex-Governor  Alfred 
Smith,  Princess  Cantacuzene,  Police  Commis- 
sioner Enright,  John  B.  Stanchfield  and  George 
Gordon  Battle. 

The  last  two,  with  Mr.  Harriss  and  John 
A.  Towne  were  the  speakers,  Mr.  Stanchfield 
acting  as  toastmaster.  It  used  to  be  considered 
unlucky  to  praise  a  child  to  his  face.  If  the 
superstition  applies  to  grovra-ups  Mr.  Harriss 
must  have  felt  very  uncomfortable  for  all  his 
many  achievements  in  the  civic  interest  were 
brought  into  the  limelight  in  the  bestowal  of 
well  merited  praise. 


M.  Martin  &  Co.,  102  Madison  Avenue, 
silk  underwear  manufacturers,  have  opened 
an  office  in  the  Story  Building,  Los  Angeles. 

E.  P.  Lavin,  display  and  advertising  man- 
ager for  the  Yowell-Drew  Co.,  Tampa,  Fla., 
has  left  that  firm  to  take  a  similar  position 
with  the  Oppenheimer-Alsop  Co.,  Oskaloosa, 
Iowa.,  which  is  a  consolidation  of  four  stores. 
Mr.  Lavin  was  formerly  with  the  Frankel 
Dry  Goods  Co.,  one  of  these  stores.  He  was 
with  the  Yowell-Drew  Co.  three  and  one-half 
years. 

B.  T.  Briggs  is  now  advertising  manager 
of  W.  M.  Whitney  &  Co.,  Albany,  N.  Y.  He 
has  taken  the  place  of  Miss  Elizabeth  C. 
Phillips,  who  was  married  last  December 
and  left  the  store  Feb.  19.  Mr.  Briggs 
formerly  conducted  an  advertising  agency 
serving  specialty  shops  in  Carbondale  and 
Scranton,  Pa.  Prior  to  that  he  was  adver- 
tising manager  for  the  Lackawanna  Trust 
Co.  and  the  First  National  Bank  of  Scranton. 
He  plans  to  inject  a  large  element  of  news 
interest  into  the  Whitney  advertising. 
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Right  Words  to 
Use  in  Store  Ads 

Cleveland   Advertising    Club  Tries 
Out  Standardizing  of  Terms, 
Phrases,  Etc. 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building 

A  plan  to  standardize  certain  phrases 
peculiar  to  retail  merchandise  advertising  is 
being  put  in  effect  by  the '  Better  Business 
Commission  of  the  Cleveland  Advertising  Club. 
The  co-operation  of  advertising  men  in  the 
various  stores  has  been  secured.  At  a  recent 
meeting  of  ad  men — who  gather  once  a  week 
to  talk  over  their  problems — it  was  recom- 
mended that  a  form  letter  containing  the 
standardized  definitions  be  sent  to  all  buyers 
with  a  request  that  they  be  read,  signed  with 
a  statement  that  they  would  be  lived  up  to, 
and  returned  for  filing.    This  has  been  done. 

Limits  Use  of  Indefinite  Comparisons 

The  standardized  terms  are  such  as 
"Value,"  "Up  to,"  "Originally,"  etc.  "Value" 
and  "Worth"  are  defined  as  the  reasonable 
retail  market  price  the  article  would  bring  at 
the  time  of  the  advertisement,  and  are  to  be 
determined  by  what  the  same  article  or  simi- 
lar article  is  selling  for  in  other  stores  at  the 
time  of  the  advertisement. 

Where  "Up  to,"  accompanied  by  a  former 
maximum  selling  price  is  used,  it  shall  be 
accompanied  also  by  the  former  minimum  sell- 
ing price  of  the  merchandise  included  in  the 
sale.  Instead  of  saying,  for  instance, 
"Dresses  up  to  $50,  for  sale  at  $31.50,"  the  ad 
should  read,  "Dresses  formerly  selling  from 
$40  to  $50,  for  sale  at  $31.50."  At  least  10 
per  cent  of  the  merchandise  advertised  must 
have  sold  formerly  for  as  high  or  higher  than 
the  maximum  price  quoted. 

"Originally"  and  "Formerly"  will  mean 
the  first  price  at  which  the  goods  were  marked 
in  the  advertiser's  store  during  the  season 
from  January  to  July  1,  1921.  (Presumably 
this  time  will  change  in  accordance  with  the 
season.) 

"Regularly"  will  mean  the  price  prevailing 
before  the  sale  in  the  advertiser's  store  on  the 
specific  merchandise  mentioned,  and  the  price 
on  the  same  merchandise  that  will  prevail 
after  the  sale. 

Must  Confine  Statements  to  Own  Offerings 

When  comparative  prices  are  used  with- 
out other  qualification,  it  is  to  be  inferred  that 
they  mean  to-day's  value.  Unqualified  state- 
ments such  as  "Biggest  Bargains  Ever  Shown 
in  Cleveland,"  etc.,  may  not  be  used.  Adver- 
tisers are  urged  to  keep  in  mind  that  they  are 
advertising  their  own  goods,  and  to  confine 
their  statements  to  expressions  pertaining  to 
sales  offerings  of  their  own  establishments. 

The  same  strict  censorship  will  be  exer- 
cised on  store  signs  as  on  other  advertising. 

The  chaos  in  market  conditions  during  the 
period  of  readjustment  has  been  responsible 
for  much  improper  advertising,  believes  Ed- 
ward L.  Greene,  manager  of  the  Better  Busi- 
ness Commission.  Buyers  have  been  so  anx- 
ious to  meet  former  figures  and  to  move  their 
stocks  that  they  have  grown  over-enthusiastic 
in  their  statements.  The  false  impressions 
thus  created  in  consumers'  minds  being  harm- 
ful to  future  advertising  efficiency,  the  new 
list  of  definitions  is  promulgated  to  meet  and 
remedy  this  condition. 


Department  managers  find  it  easier  going 
when  the  salesforce  read  the  ECONOMIST. 


V 


28 


DRY  GOODS  ECONOMIST,  MARCH  26,  1921 


Use  the  Eye  Appeal' 


True  Irish  Linen  sells  on  its  appearance  and  rep- 
utation. 

Repeat  orders  come  as  result  of  the  long  and 
faithful  service  that  this  inimitable  fabric  gives. 

The  soil  and  climate  of  Ireland  are  peculiarly 
advantageous  to  the  growth  of  the  finer  qualities 
of  flax. 

The  Irish  fibre  is  better  than  the  Russian  fibre. 
The  latter  was  the  principal  part  of  the  world's 
supply  in  pre-war  days.  Russia,  as  a  source  of 
Flax,  scarcely  exists  today. 

Linen  in  general  is  therefore  on  a  higher  quality 
basis,  fundamentally,  than  ever  before  in  the  age- 
long history  of  the  fabric. 

In  buying  and  selling  real  Irish  Linen  you  are 
absolutely  assured  of  this. 
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Belozi'  —  Jenny  used 
godet  panels  at  either 
side  of  this  blue 
serge  skirt  to  accom- 
plish desired  fullness. 
Rows  of  buttons  hold 
the  panels  in  place. 


Sketched  in  Paris  for  the  Economist. 


hem  lines  were  conspicu- 
ous in  skirts  shown  at  the  Paris  opening.  Often 
this  effect  zvas  accomplished  by  over  skirts  and 
panels  as  illustrated  here.  Left — A  novelty  in 
suit  skirts  is  shown  here  in  a  tunic  with  a 
godet  lower  section  across  the  front  hung  over 
a  tight  foundation  skirt. 


Above — Premet  featured  in- 
creased length  and  greater 
width  in  suit  skirts.  Godet  in- 
sertions outlined  with  bias  folds 
of  the  skirt  material  were  used 
as  trimmings  as  well  as  adding 
fullness. 


Skirts  Sell  Throughout  the  Year 
When  Specially  Featured 

Many  Stores  Now  Specialize  on  This  Merchandise  and 
Find  It  Profitable — Small  Floor  Space  and  Big  Turnover 
the  Rule — Logical  Location  Is  Close  to  Blouses 


SEPARATE  skirt  departments  have  proven 
so  successful  in  leading  stores  that  this 
specialization  seems  the  most  logical 
method  of  merchandising  these  garments.  Tt 
is  a  fact  that  the  skirt  by  itself  is  of  no  use 
to  a  woman,  and  the  objection  has  been  raised 
that  for  the  very  reason  that  it  is  only  a  part 
of  the  costume  it  should  not  be  segregated 
and  classified  individually.  This  objection  may 
have  carried  weight  a  few  years  ago,  before 
the  separate  skirt  came  into  the  favor  it  en- 
joys to-day;  but  it  hardly  holds  water  now. 

While  it  is  true  that  the  skirt  continues  to 
be  only  a  complementary  article  of  apparel, 
at  the  same  time  it  has  become  a  necessary 
complement  and  is  now  really  a  basic  element 
of  the  complete  wardrobe.  The  separate  skirt 
is  used  for  practically  every  occasion  except 
formal  evening  wear.  For  informal  evening 
functions  skirts  are  made  so  elaborately  and 
attractively  that  they  can  be  fittingly  worn 
with  a  dress  blouse  and  be  in  proper  form. 

Skirts  Are  All  Year  Sellers 

The  skirt  business  has  developed  into  a 
twelve-months-a-year  affair.  It  is  divided,  of 
course,  into  various  classes  and  seasons.  In 
the  summer  we  have  a  heavy  demand  for 
sports  wear  and  for  skirts  of  sheer  materials, 
of  linens,  ducks  and  other  cotton  fabrics.  For 
the  cooler  weather  serges  and  wools  predomi- 
nate. But  taking  the  skirt  as  an  element  of 
dress  we  can  truthfully  say  that  there  is  a 
demand  for  it  at  all  times. 

The  separate  skirt  department  need  take 
up  only  a  small  amount  of  space.  A  large 
stock  can  be  carried  in  a  comparatively  few 
square  feet.    Skirts  are  more  or  less  staple. 


Even  the  novelties  maintain  their  seasonable- 
ness  and  value  to  a  greater  extent  than  do 
garments  in  the  suit  and  dress  departments, 
and  the  percentage  of  depreciation  is  less. 
Skirts  have  this  advantage  over  dresses  and 
suits :  They  can  be  purchased  at  a  lower  price 
and  a  woman  can  afford  to  own  several  of 
them  at  all  times.  A  woman  who  owns  three 
skirts  and  three  blouses  has  on  hand  at  all 
times  nine  combinations,  nine  complete  cos- 
tumes. In  the  summer  time,  with  an  addition 
of  two  or  three  sports  coats,  she  has  many 
more  changes. 

Logical  Place  Next  to  Blouses 

Just  where  a  separate  skirt  department 
should  be  located  in  the  store  depends  largely 
upon  the  nature  of  the  store.  A  logical  place 
is  adjacent  to  the  waist  department.  As  one 
is  incomplete  without  the  other,  the  sale  of 
one  suggests  the  sale  of  the  other.  They 
should  be  demonstrated  together.  The  waist 
is  more  effectively  displayed  when  shown  with 
a  skirt  than  when  it  is  displayed  alone.  A 
skirt  shows  off  to  better  advantage  when  a 
complete  costume  is  made  by  the  addition  of 
a  waist  on  the  form. 

Gives  Additional  Incentive  to  Selling 

Separate  skirt  departments  have  been  es- 
tablished in  such  stores  as  Mandel  Bros,  and 
Marshall  Field  &  Co.,  Chicago,  and  James 
McCreery  &  Co.  and  R.  H.  Macy  &  Co.,  Inc., 
in  New  York.  By  placing  skirts  in  a  sepa- 
rate department  greater  attention  is  given  to 
them  and  a  buyer  or  assistant  in  charge  of 
this  department  has  more  incentive  to  push 
their  sale  than  when  they  constitute  a  part 


of  another  department.  Salesgirls  in  the  suit 
department,  for  instance,  have  no  incentive  to 
sell  skirts  when  they  can  urge  the  sale  of  a 
suit  at  a  higher  price. 

Salesgirls  in  the  skirt  department  should 
wear  skirts  and  waists  and  should  be  en- 
couraged to  have  the  latest  novelties  on  their 
persons  at  all  times  as  demonstrations  of  new 
merchandise.  They  act  then  in  a  dual  ca- 
pacity, both  as  mannequins  and  salesgirls. 

Special  Skirting  Fabrics  Sought 

Manufacturers  of  skirts  are  trying  to  in- 
duce fabric  manufacturers  to  make  novelty 
fabrics  for  use  in  skirts  only  and  not  as  goods 
to  be  sold  over  the  counter.  Some  of  the  cloth 
makers  are  already  showing  an  inclination  to 
co-operate  in  this  movement.  It  has  pro- 
gressed to  the  point  where  more  than  a  dozen 
leading  skirt  manufacturers  in  New  York 
have  formed  a  co-operative  unit  for  the  pur- 
pose of  purchasing  fabrics  in  large  quantities 
as  a  concrete  demonstration  of  the  part  they 
are  willing  to  play  in  giving  the  fabric  man 
an  incentive  to  make  goods  especially  for  their 
field. 

If  the  campaign  on  knitted  outerwear  is 
successful  it  will  mean  that  sweaters  of  wool 
or  silk  will  find  their  way  into  more  homes, 
and  the  use  of  sweaters  naturally  calls  for 
skirts  whether  they  be  heavy  sports  skirts  for 
camping,  winter  sports,  etc.,  or  silk  or  cotton 
sports  skirts  for  use  in  warm  weather  in  com- 
bination with  silk  sweaters.  This  means  en- 
largement of  the  field  to  be  served  by  the 
separate  skirt  department  and  is  one  more 
factor  toward  making  it  not  only  desirable 
but  necessary. 
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Paris  Forecast  of  Sleeve 
Styles  from  Spring 
Openings 


At  top,  left — Emphasis  placed  upon  the  armhole  which 
is  frequently  embroidered  and  invariably  wide  or  raglan 
shaped.  When  sleeves  are  short,  puffed,  circular  flounces 
are  conspicuous  at  the  elbow. 

Center — At  Lanvin's  opening  sleeveless  evening  gowns 
carried  gauntlet  cuffs  of  pleated  ribbon  fastened  by 
streamers  to  an  armlet  worn  close  to  the  shoulder. 

Right — A  typical  Lanvin  sleeve,  full  length,  wide  at 
the  wrist  and  slashed  from  below  the  elbow.  The  model 
is  in  black  crepe,  with  triangular  inserts  of  pleated 
Valenciennes  lace. 

Middle  Row,  Left — Jenny  featured  loose  wide  sleeves 
on  cloth  dresses  as  illustrated  here.  She  also  used  lace 
as  a  trimming  on  serge  with  the  entire  lower  half  of 
sleeves  made  of  pleated  Valenciennes. 

Center — Gauntlet  cuff  of  heavy  linen  with  scroll  work 
embroidery,  from  Lanvin. 

Right — Inside  cuffs  of  linen  were  used  under  fiill  bell 
sleeves  of  serge  by  Lanvin.  Here  the  serge  is  trimmed 
with  a  wide  band  of  silver  gauze  embroidered  in  bril- 
liant colors. 

Lower  left—Slashed  bishop  sleeves  were  well  repre- 
sented at  Lanvin's  opening.  The  model  shown  here 
emphasizes  extreme  fullness  at  the  wrist. 

Lower  Right — Leg  o'  mutton  sleeves  are  rejuvena, 
by  Jenny  this  spring,  and  with  them  are  featured  deep 
armholes  with  enormous  fullness  through  the  elbow, 
also  parti-colored  effects. 
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Long  Sleeve  Gains  Ground  in  Paris 
Dinner  Gowns  and  Dresses 

Favored  Long  Sleeve  of  Season  Is  Straight  Cut,  with  Very  Wide 
Flare  at  the  Hand— All  Sleeves  Fancy,  Complicated  and  Much 
Trimmed— Width  at  Hand  Maintains  Emphasis  on  Mousquetaire  • 

Gloves 


THE  question  of  the  long  or  short  sleeve 
has  been  in  no  way  definitely  settled 
by  the  openings  of  the  Paris  dress- 
makers, as  both  styles  have  been  featured  in 
equal  proportions.  Nevertheless,  the  general 
underlying  feeling  is  that  the  long  sleeve  is 
steadily  gaining  ground  and  is  replacing  the 
short  sleeve  for  tailor  dresses  and  even  for 
dinner  gowns. 

The  favored  type  of  long  sleeve  of  the 
season  is  straight  cut  with  very  wide  flare 
at  the  hand.  Frequently  the  sleeves  are  of 
the  most  exaggerated  width  at  the  lower 
edge;  as,  for  instance,  in  the  Jenny  models, 
where  many  of  the  new  sleeves  measure  a 
good  three-quarters  of  a  yard  in  width 
around  the  lower  edge. 

The  Sleeve  at  Lanvin's 

Lanvin  also  showed  all  her  sleeves  with 
great  width  at  the  hand,  although  these  for 
the  most  part  were  hung  over  an  inner  cuff. 
Bishop  sleeves  have  had  some  representation 
and  have  been  featured  with  enormous  full- 
ness from  the  elbow  to  the  wrist,  where  a 
tiny  drawstring  ribbon  held  in  the  fullness, 
replacing  the  ordinary  cuff  band. 

Parti-Colored  Sleeves  Distinctive 

The  most  distinctive  sleeve  in  spring 
fashions  is  that  in  particolored  effect  made 
with  the  entire, lower  half  either  in  a  con- 
trasting color  to  the  upper  half  or  formed  of 
narrow  rows  of  lace  sewed  on  net,  or  of 
narrow  fringe  similarly  attached  to  a  net 
foundation. 

Sleeves  in  a  contrasting  color  to  the 
dress,   also   in   a  contrasting  fabric,  have 


Paris  Office  of  the  Dry  Goods  Economist, 
2,  Rue  des  Italiens 

figured  conspicuously.  For  instance,  long, 
wide  sleeves  of  white  crepe  georgette,  or 
scarlet  sleeves  in  chiffon,  have  been  exten- 
sively used  in  simple  coat  dresses  or  black 
or  navy  blue  serge  or  crepe. 

Lanvin  shows  quantities  of  white  crepe 
dresses  trimmed  with  bright  emerald  green, 
with  the  upper  half  of  the  sleeves  of  white, 
the  lower  of  green.  Scarlet  and  black  are 
also  effectively  combined  by  Lanvin  as  a 
trimming  on  white  crepe  gowns,  in  which 
case  the  sleeve  is  made  with  the  lower  half 
of  scarlet  crepe  joined  to  the  upper  half 
with  a  narrow  piping  of  black. 

Paquin  Sponsors  Slashed  Bishop  Sleeve 

Quantities  of  slashed  bishop  sleeves  are 
seen,  the  slash  running  vertically  through 
the  puff  fullness.  This  type  of  sleeve  is 
strongly  sponsored  by  Paquin,  who  shows  the 
slashes  outlined  with  an  elaborate  embroi- 
dery, and  in  the  majority  of  cases  the  open- 
ing is  filled  in  with  an  under  puff  of  net. 

Quantities  of  fancy  raglan  sleeves  are 
noted,  and  the  sleeves  set  in  at  a  deep  arm- 
hole  is  a  conspicuous  type  for  dresses  at  all 
the  houses. 

The  sleeves  set  in  at  the  normal  armhole 
has  little  representation  even  in  the  more 
severe  tailored  styles. 

Coat  sleeves,  with  few  exceptions,  are  set 
in  at  a  fancy  line  in  raglan  effect  at  a  deep 
armhole,  and  are  wide  at  the  wrist. 

Poiret  is  using  an  odd  scalloped  finish 
for  the  armholes  in  coats,  while  Paquin 


shows  many  fancy  cuts  in  yoke  and  raglan 
effects  in  sleeve  mountings. 

In  short  sleeves,  slashed  effects  are  prom- 
inent, and  short  puffs  have  also  been  repre- 
sented to  some  extent,  notably  at  Madeleine 
et  Madeleine. 

Lanvin  has  brought  out  a  long  sleeve  with 
high  gauntlet  cuff  on  tailored  dresses  and 
coats.  She  also  features  sleeveless  evening 
gowns  with  a  gauntlet  cuff  made  of  rows  of 
fluted  ribbon.  These  slip  over  the  head  and 
are  attached  to  the  armhole  by  long  bands  of 
ribbon. 

Flare  at  Upper  Edge  of  Cuff  "l^-] 

The  cuffs  measure  from  6  to  10  in.  in 
height  and  are  featured  with  great  flare  at 
the  upper  edge.  The  gauntlet  cuff  shown  on 
tailored  dresses  is  made  either  in  the  same 
fabric  as  the  dress,  or  of  heavy  linen.  These 
also  measure  from  6  to  12  in.  in  height,  fit 
snugly  at  the  wrist,  and  flare  at  the  upper 
edge.  When  made  in  self  fabric  the  edges 
are  bound  with  braid. 

Charlotte  has  launched  an  odd  idea  for 
a  sleeveless  gown  in  which  she  twists  the 
bare  arm  with  ribbon  like  a  May  pole.  The 
ribbons  tie  at  the  wrist  and  are  caught  to'  a 
bracelet  strap  of  ribbon. 

Long  wing  draperies  of  net  or  of  lace  are 
a  prominent  feature  on  sleeves  of  evening 
gowns  and  afternoon  frocks  at  Jenny's. 

In  general  all  sleeves  are  very  fancy,  com- 
plicated and  much  trimmed.  Long  sleeves 
when  used  are  with  few  exceptions  extremely 
wide  at  the  lower  edge,  and  insofar  as  gloves 
are  concerned,  necessitate  a  12-  or  16-button 
mousquetaire. 


Features  of  Cheruit's  New  Spring  Models 


Cheruit  continues  the  long-waisted  un- 
fitted effects  of  last  season.  The  skirts  of  the 
house  are  noticeably  longer,  are  full  across 
the  front,  flat  the  the  back  and  made  in  panel 
effects  of  irregular  length. 

The  waist  line  is  indicated  at  the  hips, 
necks  are  cut  out,  and  collars  are  in  pointed 
kerchief  styles  or  in  draped  shawl  collar 
effects. 

Quantities  and  qualities  of  lace  scarfs, 
caught  loosely  across  the  back  so  as  to  form 
deep  capes,  and  festooned  over  the  arms  in 
wing  draperies,  are  featured  on  crepe  and  lace 
evening  gowns. 

Jackets  of  Finger  Tip  Length 

Suit  jackets  are  generally  of  finger-tip 
length  and  are  built  on  straight  lines,  moulded 
to  the  figure,  the  bodice  section  cut  off  at  the 
hips  with  tight  shaped  peplum. 

Sleeves  of  jackets  are  set  in  at  the  nor- 
mal, and  are  in  plain  coat  styles,  or  occa- 
sionally are  featured  with  a  very  slight  flare 
at  the  hand. 


Quantities  of  loose  box-coat  jackets  axe  also 
shown  as  well  as  knee-length  jackets  in  semi- 
fitted  styles. 

Coats  are  in  three-quarter  length,  unbelted, 
built  on  straight  lines,  and  in  the  majority  of 
cases  are  made  with  a  fancy  cape,  or  wing- 
shaped  sleeve. 

New  Notes  in  Capes 

Numerous  capes  in  plain  surah  and  in 
brilliant-colored,  bold-striped  taffetas  are  also 
featured.  One  of  the  most  successful  models 
of  the  opening,  in  fact,  and  that  which  at- 
tracted much  favorable  comment  from^  the 
American  buyers,  was  a  full  length,  brilliant- 
colored  Scotch  plaided  taffeta  cape  with  a 
black  monkey  collar.  This  was  made  with 
straight  back,  gathered  at  the  neck,  and  with 
body  section  at  the  front  cut  off  and  gathered 
into  a  wide-shaped  band  of  taffeta.  The 
shoulders  were  seamed  and  were  gathered  to 
give  sufficient  fullness  to  form  a  sleeve. 

Tailored  dresses  are  shown  built  practi- 
cally on  one  line;  namely,  with  plain  flat  bod- 


ice moulding  the  figure  to  the  hips,  and  with 
skirts  in  apron  tunic  effect,  or  in  paneled  tunic 
styles  gathered  full  across  the  front.  Fre- 
quently these  tunics  are  hung  from  draw- 
string belts.  The  majority  of  the  dresses  are 
finished  at  the  neck  with  the  typical  kerchief 
collar  of  the  house,  and  the  sleeves  are  in- 
variably in  three-quarter  length,  are  slashed 
and  extend  in  deep  points  at  the  lower  edge. 

Chiffons,  Voiles  and  Georgettes 

Quantities  of  printed  chiffon,  of  waxed 
plaided  voiles,  and  of  plain  georgettes,  in  com- 
binations of  navy  and  white  and  of  black  and 
white,  are  used  in  afternoon  dresses. 

A  very  charming  model  of  this  type  was 
made  in  black  georgette.  The  bodice  was  flat, 
and  the  neck  finished  in  a  rounded  line  scal- 
loped in  white.  The  sleeves,  of  three-quarter 
length,  were  of  white  georgette,  in  triple-tier 
effect,  each  tier  being  flnished  with  a  scalloped 
edge.  The  front  of  the  skirt  was  of  the  white 
georgette,  the  sides  and  back  of  the  black. 
A  girdle  of  heavy  white  crash  braid,  incrusted 

(Continued  on  page  47) 
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NageVs  Noteworthy  Values 

MAINTAIN  YOUR  PRESTIGE 

with  frequent  displays  of  Nagel's  newest  styles  and 
unmatched  values  in 

WRAPS,  COATS  AND  SPORT  GARMENTS 

of  all  popular  fabrics 

ORDER  SOME  OF  THE  LEADERS  ILLUSTRATED 


— Sfnii-(]rtS8  Wrappy  Ooat  of  fine 
'(uaUty  all-wool  velour;  large  deep  collar. 
eiillH  anil  dark  of  wrap  embroifiered  in  fancy 
Kilk  ilesiKn  ;  lined  throughout  with  fancy  silk; 
all    leading    colors;    sizes  16-44. 


$16.75 


15^2I<] — Chic  combination  Suit  for  town  and 
conntr.v  wear ;  coat  of  plain  or  heather  jer- 
sey ;    skirt   and    Tuxedo    collar   of  checked 
velour;   variet.v  of  combinations ;  d>1 /? 
sizes  16-44.    Price  tpiD./O 


l.iaiK— Smart  Coat  of  fine 
'liiHllty  black  satin ;  deep  col- 
lar, cuffs  and  lx)ttom  have 
wide  band  of  fancy  fjuilted 
satin;  lln.'/l  throughout  with 
line  iieau  de  cyijne  ;  narrow 
satin  lie  sash  finished  with 
fanrry  ornaments  ; <1;qq  Cf\ 
sizes  16-44.   Price .  V*"^ 


1524K — Novelty  .Jacket  for 
sporlwear,  in  all  leading  six)rt 
shades;  plain  and  heather 
Jersey  ;  sizes  16-44. 
I'rice   


$6.50 


r<-riiiH,  net  .'{O  rtmyM 


1523E— Sport  Cape  of  nov- 
elty knitted  material  in  pleated 
etTeet ;  large  scarf  collar  and 
deep  band  at  bottom  of 
cape  of  contrasting  color 
angora ;  in  all  leading  sport 
shades;  s  i  z  e  s  *  -j  ft  Cf\ 
10-44.      Price  <piZf.O\J 


Morris  Nagel  &  Co.,  Inc. 

105  Madison  Avenue  New  York 

Chicago,  139  South  Wells  Street 
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Women  Buy  Blouses  on  Impulse 
So  Keep  Them  in  Sight 

Recognition  of  This  by  Head  of  Department  in  Worcester, 
Mass.,  Store  Led  to  a  Much  Needed  Rejuvenation  of  Depart- 
ment and  Incidentally  to  Profits 


She  is  now  located  next  to  the  millinery 
department  and  on  the  same  floor  with  the 
fine  cotton  and  silk  yardage  materials.  Sweat- 
ers, underwear,  petticoats  and  negligees  are 
also  close  at  hand,  and  with  these  allies  bring- 
ing aid  to  the  crippled  blouses  their  sales  have 
improved  100  per  cent. 

It  is  easy  to  see  how  in  this  new  position 


WRONG  location  has  often  been  blamed 
justly  for  the  lack  of  success  a  de- 
partment may  encounter  in  a  store 
having  a  well-merited  reputation  for  being 
up  to  date.  Here's  a  case  which  emphasizes 
the  importance  of  care  in  the  selection  of  the 
quarters  of  a  blouse  department. 

In  the  store  of  the  Denholm  &  McKay  Co., 
Worcester,  Mass.,  women's  blouses  have  been 
on  the  black  list  for  many  months. 

Goods  were  not  moving,  turnovers  were 
slow  and  business  was  generally  bad  until 
Miss  O'Donell,  buyer  for  this  department, 
suggested  a  change  of  scene  for  her  ailing 
charge. 

Although  her  first  location  was  generally 
conceded  to  be  the  most  advantageous  for  the 
sale  of  blouses.  Miss  O'Donell  convinced  the 
management  that  hers  was  an  exceptional 
case,  which  it  was. 

Customer  Never  Passed  That  Way 

When  the  general  layout  of  departments 
was  made  the  blouses  were  placed  on  the  same 
floor  with  coats,  suits  and  dresses,  but  due  to 
limited  floor  space  they  were  arranged  on  the 
far  side  of  the  house  out  of  the  way  of  the 
general  public  as  they  passed  to  and  from  the 
elevators. 

In  the  location  assigned  there  was  no  op- 
portunity of  interesting  a  prospective  cus- 
tomer, even  if  the  desired  goods  were  on  the 
counters,  for  the  customer  never  passed  that 
way.    Those  who  were  buying  suits,  coats  or 


dresses  seldom  or  never  went  on  to  the  blouse 
section  beyond,  as  the  high  cases  completely 
hid  the  display  of  blouses,  and,  as  a  conse- 
quence, there  was  nothing  to  attract  the  at- 
tention of  customers  to  the  blouses. 

Special  advertisements  or  window  show- 
ings were  the  only  means  of  getting  sales, 
because,  as  a  rule,  most  of  the  business  done 
in  a  blouse  department  is  secured  from  cus- 
tomers who  visit  the  department  in  search 
of  advertised  garments,  and  from  those  whose 
interest  is  caught  by  a  display. 

For  this  reason  Miss  O'Donell  was  out  of 
luck  through  no  fault  of  her  own.  She  never 
had  a  chance  to  appeal  to  the  public  except  on 


Dyawings  by  an  Economist  arttst 

The  increased  vogue  for  sports  clothes  has 
brought  many  novelty  sweaters  to  the  fore. 
This  model  of  heavy  silk  crepe  in  Harding  blue 
features  the  wide  raglan  sleeve  so  well  liked 
this  spring.    From  Wm.  Fischman,  Inc. 


Since  blouses  have  usurped  the  rights  of 
dresses  voe  find  semi-sports  continue  much  m 
vogue.  This  model  is  made  of  rose  and  white 
Canton  crepe  with  a  broad  white  Canton  sash. 
From  M.  Stern  &  Co. 

the  rare  occasions  when  one  of  the  few  show 
windows  was  given  to  her  for  display  pur- 
poses or  the  adman  informed  her  that  she 
might  feature  some  unusually  good  merchan- 
dise if  she  had  it.  Of  course,  it  was  always 
on  her  shelves  and  she  made  the  best  of  the 
opportunities  she  had,  but  even  that  best  left 
much  to  be  desired,  so  she  determined  to  move 
to  a  more  favorable  location  as  soon  as  she 
could. 


Overblonscs  take  on  added  interest  as  the 
spring  season  advances.  Tiny  bows  of  bril- 
liant ribbon  make  this  blue  Canton  crepe 
blouse  unique.    From  Al.  Levy  &  Bros, 

the  needed  stimulus  has  developed.  In  the 
first  place,  millinery  attracts  a  large  number 
of  customers.  If  a  woman  wants  a  hat  she 
goes  directly  to  this  department  with  the  in- 
tention of  buying  it,  and,  as  a  rule,  the  aver- 
age woman  buys  more  than  one  hat  in  a  sea- 
son, and  judging  from  the  business  done  in 
the  children's  millinery  department,  which  is 
also  on  this  floor,  mothers  are  even  more  gen- 
erous to  their  offsprings  than  to  themselves, 
Therefore,  the  millinery  department,  which  is 
generally  busy,  is  a  great  drawing  card  for 
the  blouse  section. 

The  same  condition  is  true  of  underwear. 
This  merchandise  is  also  purchased  when 
needed,  and  no  matter  where  it  is  sold  it  will 
be  sought.  Negligees  and  sweaters  are  more 
in  the  blouse  class  and  will  sell  through  dis- 
play and  suggestion. 

Helps  to  Sell  Other  Goods 

One  excellent  reason  for  keeping  sweaters 
and  blouses  in  close  proximity  is  the  fact  that 
each  helps  to  sell  the  other.  A  sweater  looks 
much  more  attractive  when  shown  with  a 
fluffy  blouse,  and  often  the  effect  of  a  collar 
or  jabot  is  demonstrated  by  persuading  a  cus- 
tomer to  slip  on  a  waist  before  trying  the 
sweater,  and  when  this  can  be  accomplished, 
the  sale  almost  invariably  includes  the  waist 
with  the  sweater. 

Salesgirls  should  be  trained  to  realize  the 
importance  of  co-operation  between  depart- 
ments, for  their  suggestions  as  to  the  cor- 
rectness of  certain  types  of  clothes  to  be  worn 
with  each  other  are  strong  selling  arguments 
and  serve  as  a  means  of  winning  friends  for 
the  department,  as  so  few  women  appreciate 
the  importance  of  clothes  relations.  The  ef- 
fect of  an  entire  costume  may  be  ruined  by 

(Continued  on  page  51) 
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Distinctive  in 
design  and 
fabric  are 
"Cleveland- 
Made"  wraps. 


Designed  To  Satisfy 


More  than  for  style  alone — Cleve- 
land-made ready-to-wear  apparel  is 
designed  to  satisfy. 

In  Cleveland,  able  and  talented  de- 
signers combine  the  smartest  styles 
of  the  season  with  that  discrimi- 
nation in  design  which  results  in 
lasting  satisfaction  for  the  wearer. 

All  that  is  extreme,  flashy,  short- 


lived  is  avoided — such  are  not 
only  a  gamble  for  the  retailer  but, 
eventually,  a  source  of  displeasure 
to  the  wearer. 

The  many  thousands  of  merchants 
who  buy  Cleveland-made  garments 
realize  that  this  careful  discrimi- 
nation is  an  important  factor  in 
building  permanent  and  satisfied 
customers. 


COATS-SUITS-DRESSES-WAISTS- SKIRTS-KNITTED  OUTER  GARMENTS 
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Success  of  Waist  Stock  Turns 
Depends  on  Care  in  Buying 

There  Are  Two  High  Spots  and  One  Low  Separated 
by  Periods  of  Change  in  Each  Year— Plan  Your 
Orders  Accordingly 


MERCHANDISING  waists  is  a  problem 
in  itself — an  ever  changing  problem. 
True,  it  has  a  relative  dependence  on 
other  departments  of  ready-to-wear  and  the 
manager  of  the  waist  department  should  be 
closely  informed  on  the  apparel  conditions  in 
all  branches.  There  ar^  many  singular  ele- 
ments, however,  by  which  he  must  be  guided, 
not  only  from  season  to  season,  but  even  from 
day  to  day. 

The  sale  of  waists  depends  to  a  large  ex- 
tent on  the  style  element.  While  styles  do 
not  change  radically  over  night,  there  are  in- 
novations introduced  frequently  which,  if 
taken  advantage  of  at  the  psychological  time, 
move  large  quantities  of  goods.    These  same 


ume.  The  accompanying  graph  shows  about 
how  the  relative  volume  of  stocks  should  be  at 
different  periods  of  the  year. 

Toward  the  end  of  February  stocks  are  at 
their  lowest  ebb.  Just  prior  to  this  time, 
however,  it  is  essential  for  the  buyer  to  be- 
gin to  prepare  for  his  big  Easter  require- 
ments, assuming  that  Easter  comes  about  the 
middle  of  April.  His  orders  should  be  placed 
so  that  deliveries  will  increase  his  stocks  to 
their  highest  level  of  the  year  toward  the  end 
of  March,  and  they  should  be  kept  at  this 
point  by  constantly  reordering  in  proper 
quantities  until  about  the  middle  of  June. 

Stocks  should  then  be  liquidated,  almost 
precipitately,  during  the  remainder  of  June 
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Relative  stocks  of  waists  on  hand  at  different  periods  of  the  year.  These  figures  are  based  o, 
an  assumed  business  of  $100,000.    Other  volumes  proportionately  the  same. 


innovations,  if  played  with  too  late,  often 
mean  losses. 

Market  prices  of  materials  also  play  an 
important  part  in  the  merchandising  of  the 
finished  garments,  and  it  behooves  a  buyer 
or  merchant  to  keep  posted  up  to  the  last  word 
in  new  materials  and  in  price  fluctuations  in 
order  that  he  may  buy  and  sell  his  garments 
with  full  knowledge  of  the  actual  conditions 
that  make  his  commodity  a  winner  or  a  loser 
at  the  prices  which  he  is  showing  on  his  price 
tickets. 

Importance  of  Turning  Stock 

There  is  no  reason  why  the  buyer  who  is 
located  near  the  source  of  supply  should  not 
be  posted  on  every  change  which  has  a  bear- 
ing on  his  stocks  and  on  his  future  require- 
ments. Buyers  who  are  not  so  fortunately 
situated  must  use  other  sources  of  informa- 
tion for  their  guidance,  but  they  must  know 
in  order  to  be  successful. 

Under  ordinary  conditions  it  is  essential 
that  a  buyer  turn  his  waist  stock  at  least 
five  times  a  year  in  order  to  be  safely  within 
profitable  bounds.  From  six  to  eight  turn- 
overs place  him  in  a  much  more  healthy  condi- 
tion, and  turnovers  in  excess  of  eight  place 
him  beyond  a  thought  of  loss. 

Just  how  he  is  going  to  accomplish  this 
might  rightly  be  asked.  One  of  the  first  con- 
siderations under  present-day  methods  of 
merchandising  is  to  operate  close  to  the  wind. 
The  days  of  placing  orders  twice  a  year  in  an- 
ticipation of  the  season's  business  are  past. 

When  and  How  to  Buy 

A  buyer  must  place  his  orders  four  to  six 
weeks  ahead,  and  he  must  be  buying  all  the 
time.  Sometimes  his  purchases  are  heavy 
and  sometimes  light,  but  they  must  be  more 
or  less  constant  in  regularity  if  not  m  vol- 


and  during  July  and  part  of  August  by  which 
time  they  should  be  at  a  low  level.  Here  they 
stay  until  the  end  of  September,  when  they 
take  a  gradual  rise  during  October  and  No- 
vember, again  reaching  the  peak  about  the 
first  part  of  December.  They  should  be  kept 
there  until  after  the  Christmas  holidays,  and 
then  be  allowed  to  fade  away  until  they  reach 
their  low  level  again  in  February.  The  graph 
on  this  page  shows  very  clearly  the  relative 


Promenade  Omitted  at 
Plaut  Opening 

DEPARTING  from  the  clamor  of  "special 
offerings"  which  have  covered  the  pages 
of  the  daily   papers  for   many   months,  the 
firm  of  L.  S.  Plaut  &  Co.,  of  Newark,  N.  J., 
recently     held     a     very     successful  spring 
opening  along  lines  which  take  one  back  to 
days  of  regulation  merchandising,  when  an 
opening  meant  just  that.     Attractive  adver- 
tising in  the  local  papers  announced  the  new 
creations  which  had  been  obtained   for  this 
event,  and  special  window  displays  set  forth 
a  few  of  the  suits  and  gowns  representative 
of    the    stock    inside.      While    the  garments 
offered  were  all  of   the  better   grades,  em- 
phasis was  laid  in  their  selection  on  service- 
ability.    This  applied  equally   in  the  ladies' 
and  misses'  departments  and  to  suits,  wraps 
and    dresses.      The    formality    of    having  a 
promenade  was  done  away  with  this  year  as 
it  was  found  that  women  came  to  look  and 
not  to  buy,  whereas,  without  the  promenade, 
those   who    visited    the    store    showed  more 
interest  in  buying  than  just  looking. 


cycle  of  the  stock  movement. 

Now  that  we  know  the  relativity  of  the 
stock  at  any  given  time,  it  is  necessary  to 
know  how  much  it  amounts  to  in  dollars  and 
cents.   A  merchant  doing  a  business  of  $100,- 
000  a  year  should  not  have  on  hand  at  the 
peak  of  his  season  more  than  $13,000  to  $14,- 
000  at  retail  price.   At  the  ebb  of  each  season 
his  stock  should  not  exceed  $7,000  to  $8,000. 
By  merchandising  four  to  six  weeks  ahead  all 
the  time  and  watching  economic  conditions,  as 
well  as  his  own  records  of  purchases  and  sales, 
this  schedule  could  be  lived  up  to.    The  man 
near  the  market  can  afford  to  work  closer  to 
the  low  limit  at  all  times,  but  the  buyer  situ- 
ated far  from  the  source  of  supply  must  of 
necessity,  and  as  a  measure  of  safety,  carry  a 
slightly  larger  reserve  for  contingencies. 

While  it  is  well  for  buyers  to  keep  posted 
on  labor  conditions  in  the  waist  industry,  this 
business  has  practically  been  taken  out  of  the 
control  of  the  unions  by  virtue  of  the  manu- 
facturers having  moved  their  plants  to  widely 
separated  points  away  from  the  city.  The 
percentage  of  manufacturing  done  in  the  city 
is  small.  Therefore,  the  fear  of  delayed  de- 
liveries during  periods  of  labor  disturbance 
should  not  be  harbored  seriously.  A  way  can 
always  be  found  to  produce  and  to  deliver. 

A  good  average  mark-up  on  waists  in  spe- 
cialty stores  has  been  found  to  be  about  equal 
to  36  per  cent  on  the  selling  price,  with  slight 
variations  according  to  local  conditions,  for 
the  average  cost  of  doing  business  in  the  spe- 
cialty stores  is  about  26  per  cent,  and  in  a 
department  store,  say,  from  23  to  29  per  cent. 

Chain  Stores'  System 
J.  J.  Lerner,  vice-president  of  the  Lerner 
Blouse  Corp.,  which  operates  about  40  retail 
blouse   stores    throughout   the    country,  in 
speaking  about  the  system  which  he  has  found 
so  successful  in  merchandising  waists  in  many 
sections,  said  much  lost  motion  has  been  elim- 
inated and   much   speculation  discarded  by 
operating  on  absolute  knowledge  of  conditions 
and   requirements.     The  stores   have  been 
equipped  and  manned  with  efficiency  in  mind 
at  all  times.    All  of  them  are  built  on  the 
same  model.    The  fronts,  the  windows  and 
the  interiors  are  the  same,  varying  only  in  the 
size  of  the   shop.    The   equipment  consists 
merely  of  visible  show  cases.    These  have 
glass  fronts,  sides  and  doors  and  are  fitted 
with  a  pull  rod.   All  waists  of  a  size  are  hung 
in  the  same  case  and  when  a  customer  wants 
to  look  at  a  38  the  entire  stock  of  38's  is 
brought  to  her  attention  by  pulling  out  the 
rod.    Her  choice  is  made  quickly  and  with 
little  or  no  handling.    A  salesgirl  can  wait  on 
several  customers  at  a  time  without  slighting 
any  of  them. 

The  customer  does  her  own  buying. 
This  system  shows  a  big  saving  in  clerk 
hire.  The  girl  suggests  and  advises  when  ad- 
vice is  wanted  and  attends  to  the  wrapping 
and  making  of  change  and  the  sale  is  made 
and  the  customer  expeditiously  taken  care  of. 
Stock  boxes  are  not  used  in  any  of  the  Lerner 
stores.  Boxes  are  used  only  for  wrapping 
purposes. 

To  Stop  Returns 

One  means  of  attempting  to  prevent  the 
return  of  altered  or  worn  garments  is  the  use 
of  a  printed  announcement  on  the  price  tag. 
It  is  attached  to  garments  sold  by  Frederick 
Loeser  &  Co.  of  Brooklyn.  This  announcement 
runs  as  follows: 

"Altered  Garments  Are  Not  Returnable" 
"This  garment,  as  a  point  of  honor  be- 
tween Loeser's  and  its  patrons,  is  not  to  be 
worn  if  credit  or  exchange  is  desired.  Leave 
this  ticket  on  until  sure  you  will  keep  it.  Gar- 
ments to  be  credited  or  exchanged  must  be 
returned  within  three  days  of  purchase." 
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LIBERTY 

f 

I 

Men  'j  and  Boys^ Pajamas  and  Nightshirts, 
W omen^s  and  Girls^  Gowns  and  Pajamas 
and  Children'* s  Sleeping  Garments. 


DRY  GOODS  ECONOMIST,  MARCH  26,  1921 

FLANNELETTE 

NIGHTWEAR 

THE  Liberty  Night  wear  Line  for  Fall  1921  is 
now  ready  for  inspection.  The  line  is  made  up 
of  exclusive  Flannelette  cloths,  with  distinctive 
trimmings,  correctly  tailored,  and  liberally  dimen- 
sioned. Our  designers  have  eclipsed  all  previous 
records  and  we  can  safely  say — our  1  92 1  Fall  line 


surpasses  any  that  we  have  offered  during  the  past 


46 


DRY  GOODS  ECONOMIST,  MARCH  26,  1921 


Pre-Easter  Sales  of  Timely 
Apparel  Featured  this  Week 

Suits  and  Wraps  for  the  Woman  and  Miss  Were  Most 
Emphasized;  but  Dresses,  Coats  and  Blouses  Also  Partici- 
pated— Knitted  Outer  Apparel,  Too,  Had  a  Place 


Many  a  ready-to-wear  buyer  is  thanking 
his  stars  for  the  balmy  weather  which  has 
come,  increasing  the  flow  of  custom  to  his  de- 
partment in  preparation  for  a  bright  Easter. 
Nevertheless,  stores  in  several  centers  offered 
special  reductions  on  Easter  garments,  in 
most  cases  emphasizing  the  fact  that  the  offer- 
ings were  in  the  newest  colors  and  fabrics. 
Suits  and  wraps  for  misses  and  women  were 
the  headliners,  though  dresses  and  blouses 
also  were  conspicuous. 

In  New  York  Stores 

Bonwit,  Teller  &  Co.  offered  women's  tail- 
leur  suits  from  $45"  to  $350  and  misses'  tail- 
leur  suits,  $39.50  to  $250.  Silk  crepe  novelty 
blouses,  overblouses  and  "tucked-in"  waist- 
line blouses  in  Chinese  yellow  and  other  indi- 
vidual colors,  exclusive  originations  in  batik 
and  hand-dipped  blouses,  elaborately  trimmed 
with  beads,  motifs,  flutings,  etc.,  at  $13.50  to 
$45.  Women's  day-time  coats  or  capes  of 
satin,  Canton  crepe,  duvetyn  or  twills  from 
$45  to  $395  and  for  the  miss  $39.50  to  $175 
were  advertised. 

Best  &  Co.  had  suits  for  misses  at  $49.50, 
in  navy  or  condor  tricotine,  silk  embroidered. 
Misses'  spring  wraps  "smart  and  inexpensive" 
at  $89.50  and  "a  many-occasion  dress"  in  the 
wanted  colors  of  crepe  de  Chine  at  $49.50. 

Oppenheim,  Collins  &  Co.  advertised  cus- 
tom-tailored suits  for  women  and  misses  at 
$69  in  tricotine,  Poiret  twill  and  covert  cloth, 
in  silk-lined,  plain  and  fancy-tailored  styles. 
Other  suits  at  $50,  $79.50  to  $185.  Afternoon 
and  street  dresses  in  ruffled  and  tunic  effects, 
Basque  and  Redingote  styles,  in  Canton  crepe, 
taffeta,  crepe  de  Chine,  tricotine  and  Poiret 
twill  at  $35,  $69.50,  $155.  Also  women's  and 
misses'  afternoon  and  street  dresses  for  $35, 
in  spring  styles,  of  Canton  crepe,  crepe  de 
Chine,  taffeta  and  tricotine,  and  sleeve  coats, 
wrap  coats  and  wraps  in  wool  and  silk  duve- 
tyn, satin,  tricotine,  Poiret  twill,  taffeta  and 
polo  cloth,  at  $39.75,  $59.75  to  $225. 


Economist  Shopper  Tells 
of  Special  Lots  in 
Ready-to-Wear 

The  men  and  women  who  search  the  mar- 
ket for  garment  news  are  constantly  coming 
across  special  lots  of  desirable  merchandise 
which  you'll,  no  doubt,  appreciate  knowing 
about. 

So,  we'll  take  one  column  each  week  to  de- 
scribe some  of  the  wearables  found. 

If  interested  in  any  lot  write  us  giving  key 
number  at  end  of  paragraph,  and  we'll  send 
you  the  name  and  address  of  the  firm. 

You  might  also  call  our  attention  to  any- 
thing you  find  that  is  extra  good  but  which 
you  cannot  use.  We'll  include  this  informa- 
tion in  this  column. 

An  attractive  line  of  knitted  apparel  fea- 
tures sweater  coats,  slip-ons,  tuxedos,  sur- 


Stern  Bros,  announced  a  pre-Easter  sale 
of  women's  and  misses'  spring  apparel,  in- 
cluding women's  tailored  suits  in  twill  cords, 
covert  cloths,  tricotines,  Poiret  twills  and 
check  fabrics  in  tan,  pewter,  navy  blue  and 
black,  effectively  trimmed  in  embroidery,  at 
$68.  Also  women's  wraps  at  $75  in  all  of  the 
soft  popular  materials;  misses'  tuxedo  coats 
at  $37.50  and  $45,  some  with  new  cape  sleeves 
in  tricotine  or  Duvet  velour,  all  lined  and  in 
all  of  the  new  colors.  Other  wraps  and  coats 
from  $25  to  $145. 

R.  H.  Macy  &  Co.— Women's  tailleur  and 
costume  suits  at  $59.75  in  all  of  the  new 
fabrics  and  colors  with  trimmings  of  braid 
binding,  embroidery,  banding  and  ribbon. 
They  also  announced  a  showing  of  Paris  crea- 
tions. 

Saks  &  Co. — Women's  suits  at  $69.50  in 
tricotines  and  twill  cords  in  all  the  new  models, 
and  women's  wraps  and  coats  at  $69.50  in 
Bolivia  and  tricotine.  Misses'  spring  suits  at 
$59.50  with  gold  thread  carpet  embroidery  in 
navy  and  wren,  also  crepe  de  Chine  blouses 
for  women  with  wide,  drawn  work  banding  at 
the  bottom,  at  $6.50.  Misses'  straight,  line 
frocks  in  satin-striped  crepe  de  Chine  in  navy, 
beaver,  gray  and  black,  at  $35. 

OTTAWA,  CANADA.— Murphy-Gamble, 
Ltd.,  advertised  a  sale  of  $35  dresses  in  trico- 
tine, serge  and  jersey  in  navy,  black,  sand  and 
Copenhagen  blue  in  the  newest  styles,  at 
$17.50.  Another  sale  of  silk  dresses  was  fea- 
tured in  two  groups,  one  at  $22.50,  the  other 
at  $29.50.  The  colors  in  both  groups  con- 
sisted of  navy,  black,  brown  and  Copenhagen 
blue,  also  some  taupe  and  new  grays.  Pleated 
skirts  were  specially  priced  at  $9,  $12.50, 
$16.50,  $18.50,  and  a  special  group  of  broken 
lines,  value  $15,  at  $9.95,  Voile,  georgette 
and  crepe  de  Chine  blouses  were  featured  from 
$3.95  to  $10,  in  both  dressy  and  tailored 
styles. 

Murphy-Gamble,  Ltd.,  also  held  a  special 
sale  of  wool  tie-backs  and  sweater  coats,  in 


plices  and  sport  model  tuxedos,  in  sizes  36  to 
46.  Prices  range  from  $1.75  to  $4.  All  of 
these  are  made  of  wool  yarn  in  popular 
shades.  The  manufacturer  will  ship  samples 
of  each  style,  total  cost  $15.  Terms  8/10. 
(18-3-26.) 

Stores  selling  to  a  good  class  of  trade  will 
find  very  fair  values  in  a  line  of  filet  trimmed 
French  voile  waists  in  both  the  tie-back  over- 
blouse  and  regular  shirtwaists  at  $3.75. 
Some  of  these  have  tuxedo  collars  and  jabot 
fronts.  It  is  a  particularly  fresh  and  new 
lot  of  spring  numbers.  The  manufacturer 
has  special  French  and  domestic  voiles  at  $2  to 
$4.50  and  gingham  trimmed  cottons  at  $2 
and  up.  (12-3-26.) 

Materials,  prices  and  styles  are  empha- 
sized as  particularly  good  selling  points  in  a 
line  of  organdie,  voile  and  dotted  swiss 
dresses  at  $5.75.  The  manufacturer  who  is 
offering  this  line,  including  about  fifty  num- 
bers for  immediate  delivery,  claims  that  they 


waistline  length  and  crossover  or  surplice 
front  with  ties ;  also  open  front  sweater  coats, 
with  and  without  sleeves,  in  solid  colors  and 
edged  with  white  in  rose,  turquoise,  paddy 
mauve,  sea  and  Nile  green;  also  jade  and 
white— half  price,  $2.95,  $4.50  to  $7.50.  Bry- 
son-Graham  Co.,  Ltd.,  held  a  special  sale  of 
women's  stylish  velour  coats  in  newest  spring 
models  from  $35  to  $49.50;  also  sports  coats 
at  $29.50. 

PHILADELPHIA,  PA.— Gimbel  Bros,  ad- 
vertised English  tweed  suits  at  $48,  $59,  $69, 
women's  and  misses'  suits,  in  two  groups,  one 
at  $18,  "Values  $27.50  up  to  $39.75,"  and  at 
$28,  "Values  $39.75  up  to  $52.50";  also 
women's  and  misses'  new-style,  new-fabric 
spring  wraps  at  $19.75,  "Values  $29.75  to 
$35."  For  their  regular  departments  they  ad- 
vertised English  tweed  suits  at  $48  to  $89. 

INDIANAPOLIS,  IND.— H.  P.  Wasson  & 
Co.  offered  Easter  dresses  of  taffeta,  satin. 
Canton  crepe,  georgette  and  crepe  de  Chine 
from  $35  to  $45.  Suits  of  blue  tricotine  tail- 
ored, box  coats,  also  blouse  effects  and  belted 
models  for  $36.  Easter  blouses  of  georgette 
and  crepe  de  Chine  were  $8.95. 

BOSTON,  MASS.— C.  F.  Hovey  &  Co.  ad- 
vertised women's  new  wrap  coats  of  Bolivia 
at  $69.50,  trimmed  with  silk  embroidery  and 
lined  throughout  with  silk.  Also  women's  new 
taffeta  dresses  at  $35,  $39.75  and  $45.  Twill- 
cord  suits  in  plain  coat  style,  with  long  shawl 
collars,  silk  lined,  at  $59.50,  and  tricotine  suit 
with  straight  line  cut,  slashed  coat,  braid 
trimming,  long  collar  and  narrow  belt  at 
$69.50.  Organdie  waists  at  $2.95  in  all  the 
lighter  colors  and  hand-made  waists  of  batiste 
and  voile,  with  filet  lace  edges,  $5.75. 

The  Shepard  Stores  featured  a  special 
Easter  offering  of  tweed  suits  at  $45  and 
other  suits  in  tricotine,  gabardine  and  Poiret 
twill,  tailored  models  with  narrow  belt  em- 
broidery and  braid,  at  $45  and  $55.  Also 
sports  suits  with  checked  velour  skirts  and 
plain  jersey  coats  at  $29.75. 

DETROIT,  MICH.— The  J.  L.  Hudson  Co. 
featured  women's  and  misses'  suits  in  navy 
blue  tricotine  at  $49.50  and  women's  and 
misses'  dresses  in  Canton  crepe  at  $45;  also 
tricolette  blouses,  in  overblouse  and  tie-back 
models  at  $5.  The  Newcomb-Endicott  Co. 
featured  a  sale  of  100  "smart  dresses"  for 
stout  women  at  $15.75  in  wool  serge  and  crepe 
de  Chine,  colors  navy  and  black,  in  six  stylish 
models.  Himelhoch's  featured  wraps  from 
$58  to  $195  in  many  versions,  materials  and 
designs,  tailored  suits  from  $58  up,  and  a  one- 
piece  frock  at  $39.50. 


really  represent  a  $9.75  value.  They  are 
made  up  in  sports  colors.  (13-3-26.) 

Some  good  looking  models  of  spring  and 
summer  dresses  of  imported  dotted  swiss  at 
$13.75  and  organdies  at  $10.75  are  offered  by 
a  manufacturer  who  stresses  the  style  feature 
as  his  best  selling  point.  (14-3-26.) 

A  line  of  jersey  suits  at  $11.50  and  tweed 
suits  at  $16.75  is  being  offered  by  a  manufac- 
turer whose  line  usually  runs  considerably 
above  this  level.  These  suits  are  in  snappy 
sports  styles.  (15-3-26.) 

A  manufacturer  of  skirts  is  making  a  spe- 
cial feature  of  pretty  sports  models  of  im- 
ported, washable  ratine.  They  are  made  up 
in  white  and  some  of  the  sports  color  combina- 
tions and  are  particularly  adapted  for  use 
with  sports  sweaters  or  coats.  The  price  is 
as  low  as  on  skirts  made  of  domestic  cotton 
goods.  They  sell  for  $3.75  wholesale  and  are 
the  same  as  skirts  which  were  sold  a  year  ago 
for  $10.  They  will  be  ready  for  inspection  in 
a  few  days.  (16-3-26.) 


Headwear  Needs 
Are  Constant, 
Profit  by  Them 

Women  Buy  Many  Other  Things 
While  Seeking  New  Hats 

WHAT  does  the  millinery  department 
mean  to  the  average  store?   Or,  more 
specifically,  what  does  this  depart- 
ment mean  to  your  store? 

Have  you  realized  its  possibilities  as  a 
business  asset,  as  well  as  its  drawing  power 
as  a  real  friend,  and  that  as  such,  it  is  the 
strongest  medium  through  which  the  store's 
following  may  be  strengthened? 

Do  you  comprehend  and  meet  the  difficul- 
ties of  a  customer  as  she  steps  into  your  milli- 
nery shop  with  the  intention  of  buying  a  hat 
and  not  knowing  what  she  wants?  When  a 
woman  realizes  that  she  feels  like  last  year's 
old  shoes,  sort  of  run  over  at  the  heel,  and 
shudders  at  her  own  reflection  upon  passing  a 
store  window  or  a  looking  glass,  yet  does  not 
know  what  to  do,  she  instinctively  seeks 
your  aid  in  regaining  her  poise  and  self  as- 
surance. 

Hats  of  First  Importance 

This  is  true  with  the  majority  of  women ; 
.  they  are  fully  conscious  of  the  fact  that  the 
hat  is  the  most  important  part  of  their  cos- 
tume. It  is  the  first  thing  they  will  buy  when 
they  feel  the  need  of  "sprucing  up,"  as  it 
were,  and  yet,  unless  as  individuals  they  have 
made  a  study  of  their  own  type  and  under- 
stand the  importance  of  line  and  color  in  rela- 
tion to  their  particular  style  of  beauty,  they 
are  frequently  at  a  loss  to  know  what  to  buy 
in  order  to  obtain  that  well  dressed  look  de- 
sired by  all  women. 

Here  is  where  your  department  scores  a 
long  mark  and  capitalizes  on  the  intuition  of 
your  salespeople— that  is,  if  they  are  of  the 
discriminating  type. 

Show  Hats  with  Tact 

You  can  gain  many  a  lifelong  friend  if 
your  salesgirls  are  clever  enough  to  sense  the 
personality  of  their  customers  and  not  force 
any  old  hats  on  them  merely  to  make  sales. 

A  friend  in  need  is  never  forgotten,  and  as 
we  have  mentioned  before,  hats  are  generally 
bought  under  stress  of  necessity.  If  a  cus- 
tomer leaves  your  shop  feeling  like  a  million- 
aire instead  of  like  a  pauper,  no  matter  how 
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much  money  you  managed  to  take  away  from 
her,  she  will  still  be  your  friend.  When  she  is 
desperate  and  comes  into  your  shop  she  is 
open  to  argument  and  is  easily  convinced  that 
almost  any  hat  is  better  than  the  one  she  is 
wearing.  Therefore  guard  against  merely 
making  a  sale.  Take  into  consideration  the 
after  effects  of  the  transaction. 

Don't  Force  a  Sale 

There  is  nothing  that  makes  a  woman 
more  conscious  of  herself  than  the  realization 
that  she  is  badly  dressed  and  if  she  has  been 
sold  a  hat  that  makes  her  conspicuous  she  will 
soon  know  it  and  not  forget  it. 

By  instructing  your  salesgirls  that  it  is 
better  to  lose  a  sale  than  a  friend,  you  will 
have  added  to  your  store's  service.  One  has 
heard  many  women  remark,  "Well,  I  appre- 
ciated that  girl's  advice;  she  was  really  sin- 
cere in  not  selling  me  that  hat  and  I  will  cer- 
tainly go  back  to  her,  for  she  knows  my  style." 

Personal  Service  Essential 

As  an  example  of  what  a  millinery  depart- 
ment can  do  for  a  store  look  at  the  great  suc- 
cess of  the  Joslin  Dry  Goods  Co.,  Denver, 
Col.  The  buyer,  Frank  D.  Long,  took  over  the 
department  when  it  was  small  and  unproduc- 
tive. He  built  up  a  clientele  through  per- 
sonal service,  giving  his  individual  attention 
to  his  customers  and  at  the  same  time  train- 
ing his  salesforce  through  practical  experi- 
ence to  know  the  types  of  hats  suitable  for  in- 
dividual women.  The  usual  amount  of  pub- 
licity was  used  in  advertising  to  the  public 
that  the  millinery  shop  was  at  their  service; 
but  what  is  more,  the  department  certainly 
backed  up  its  ads  with  the  real  thing. 

Basis  of  Growth 

To-day  that  millinery  department  occupies 
nearly  an  entire  floor  and  is  patronized  by 
the  best  dressed  people  in  the  city.  Mr.  Long 
himself  makes  it  a  point  to  know  his  custom- 
ers personally  and  buys  with  their  needs  in 
mind.  There  is  never  a  season  goes  by  that 
he  does  not  make  it  a  point  to  notify  these  cus- 
tomers that  his  new  models  are  on  display  and 
that  he  has  set  this  or  that  hat  aside  for 
their  special  inspection.  The  atmosphere  of 
personality  surrounds  his  showrooms  and  the 
salesgirls  soon  acquire  Mr.  Long's  habits  of 
individual  attention  which  is  flattering  to  the 
customers  as  well  as  comforting,  for  a  woman 
always  leaves  this  shop  with  the  assurance 
'   that  she  has  bought  the  right  thing. 

Progressive  department  heads  have  their 
salespeople  read  the  Economist. 
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Cheruit's  New  Models 

(Continued  from  page  39) 

across  the  front  with  shell  shaped  motifs  of 
mother  of  pearl,  encircled  the  waist. 

Treatment  of  Spanish  Style 

An  interesting  model  in  Spanish  style  was 
featured  in  black  and  white  chiffon,  the  skirt 
trimmed  from  below  the  hips  in  diagonal  line 
with  three  rows  of  heavy  silk  fringe,  these 
draped  to  the  figure,  following  the  sinuous 
lines  of  the  Spanish  dancing  girls'  costumes. 
The  bodice  was  draped  to  the  hips  and  closed 
at  one  side,  the  neck  finishing  with  a  draped 
kerchief  collar. 

Lace  dresses  are  made  by  the  combination 
of  two  laces,  such  as  Chantilly  and  filet,  and 
in  two  colors,  or  in  black  with  a  color. 

One  very  smart  dinner  gown  in  black  lace 
was  made  with  flat  bodice,  and  full  panel  skirt 
with  drapery  of  bright  yellow  lace  across  the 
shoulder  at  the  back.  This  was  festooned  over 
the  shoulders  and  disappeared  under  shoulder- 
straps  at  each  side  of  the  front. 

Favored  Fabrics 
In  materials  for  suits,  wool  poplins  in 
mixed  colorings,  such  as  blue  and  white,  and 
striped  poplins  are  emphasized. 

Plaided  serges  and  plaided  taffetas  are  ex- 
tensively used  for  tailored  dresses. 

Brilliant  colored  printed  chiffons,  foulards 
and  crepes  are  used  for  dresses. 

Combinations  of  bright  pink  crepe,  trimmed 
with  navy  blue  lace,  stand  out  conspicuously 
for  afternoon  gowns. 

Black  dresses  trimmed  with  chains  or 
large  clouded  crystal  beads  in  white  or  in  tur- 
quoise blue  are  among  the  novelties,  as  are 
leaf-shaped  paillettes.  An  interesting  trim- 
ming on  a  black  chiffon  gown  was  formed  ot 
parrots  embroidered  in  these  brilliant-colored 

paillettes.  ,  ,,-14. 

Two-piece  suits  with  knee-length  jackets 
are  shown  in  heavy  colored  linens  trimmed 
with  black. 

New  Buffalo  Firm 

The  new  firm  of  J.  J.  Siegrist  &  Co.,  Inc., 
Buffalo,  N.  Y.,  has  opened  for  business.  Wil- 
liam H.  Chur,  formerly  of  the  WiUiam  Hen- 
gerer  Co.  and  for  years  associated  with  Sieg- 
rist &  Fraley,  is  credit  and  office  manager,  and 
has  been  made  a  member  of  the  newly  organ- 
ized firm.  Another  new  member  is  John  E. 
Genrich,  advertising  manager,  and  associated 
with  Mr.  Siegrist  in  the  dry  goods  business 
for  16  years. 


.  .  ^    W  the  color  scheme  carried  out  in  this  windon,  display  of  the  Stelger-Vedder  Co.,  Hartford,  Conn.    The  green  of  the  ferns  adds 

inte^eTto'te^'sTftTra^^^^^^^^^  '''''' 
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jarners  corselette 
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MORNING  WEAR 

MOTORING 

RIDING 


BATHING 

DANCING 

ALL  SPORtS  WEAR 


The  illustrations  describe  it.  The  Warner  Corselette  combines  a 
bandeau,  an  abdominal  confiner  and  four  hose  supporters,  in  such  a 
way  as  to  give  an  unbroken  line  from  shoulder  to  knee.  As  a  Corset 
House,  we  know  and  as  Corset  Buyers,  you  know  that  no  figure  can 
long  dispense  with  a  corset  and  keep  its  lines.  Yet  there  are  figures 
and  there  are  occasions  which  require  less  corset  than  others.  We 
have  developed  for  such  figures  and  for  such  occasions  the  Warner 
Corselette. 

Popular  prices  from  $12  a  dozen  up. 
Write  for  information  and  samples.    Ask  our  salesmen 


347  Madison  Ave., 
New  York 


The  Warner  Brothers  Company,  Inc. 


367  W.  Adams  St.,  527  Baronne  St., 

Chicago  New  Orleans 

St.  Ambroise  Turgeon  Sts., 

Montreal,  Canada 


28  Geary  St., 
San  Francisco 
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Merchandising  Policy  That  Brought 
Big  Sales  of  Infants'  Wear 

This  Wide  Awake  Department  Head  Tells  Some  of  the  Methods  by 
Which  She  Has  Built  Up  a  Successful  and  Popular  Department- 
Privacy  and  a  Trained  Nurse  Essential  Features— Hand  Made  Ar- 
ticles Best  for  Fine  Trade 


THE  infants'  wear  department  on  the 
second  floor  of  a  well  known  nearby  de- 
partment store,  was  crowded  with 
buying  customers.  It  was  a  comfortable, 
cheerful  place  with  quantities  of  attractive 
and  well  selected  merchandise  to  look  at  and 
plenty  of  pleasant,  intelligent  saleswomen  to 
interest  themselves  in  the  customers  and  their 
desires.  The  atmosphere  of  the  department 
was  that  of  helpful,  willing  service.  Having 
once  been  in  it  you  wanted  to  go  back  again, 
"Do  you  recommend  centralization  of  all 
the  infant's  and  children's  goods  in  one  de- 
partment?" asked  a  representative  of  the 
Economist  of  the  head  of  this  model  infants' 
wear  department. 

"By  all  means,  as  it  helps  the  mother  a 
great  deal  in  her  shopping  and  also  aids  ma- 
terially in  increasing  the  volume  of  sales  in 
each  of  the  allied  departments,"  she  made 
answer.  "Stepping  from  this  into  the 
Junior  department  follows  as  logically  and  as 
profitably. 

Standard  Lines  Best 

"As  to  merchandising  my  department," 
she  continued  when  asked  her  policy  in  these 
matters— "whenever  feasible  without  limiting 
my  stock  in  quantity  or  variety,  I  favor  fea- 
turing a  few  well  selected  and  standard  lines 
rather  than  carrying  a  mixture  of  many  lines. 

"This  enables  me  to  keep  my  stock  com- 
plete by  merely  refilling  from  day  to  day. 
Otherwise  it  would  be  likely  to  be  broken  and 
incomplete  because  of  the  impossibility  of 
keeping  an  indefinite  number  of  lines  always 
filled.   This  applies  especially  to  the  goods  for 


9 


Stamped  child's  apron  of  cream  Belgian  linen 
to  be  embroidered  in  blue  and  black.  The 
(sockets  represent  kitten's  heads.  Sizes  2-4-0. 
Retails  at  85  cents.    From  G.  Reis  &  Bro. 


infants  up  to  two  years,  much  of  which  the 
mothers  buy  according  to  our  advice. 

Buy  Small  Lots  Often 

"Under  normal  conditions  I  buy  pref- 
erably in  small  lots.  This  is  because  new 
things  are  coming  out  all  the  time,  which  is 
an  advantage  in  buying.  The  variety  and 
novelty  of  the  new  merchandise  not  only  at- 
tracts the  customer,  but  also  interests  my 
saleswomen.   They  get  tired  of  the  old  things. 


and — because  of  their  own  interest  in  the 
new — can  interest  the  customer  in  them. 
This  results  in  our  having  very  little  goods 
upon  which  we  must  take  a  mark-down  loss. 

"I  do  believe  thoroughly  in  the  secluded, 
attractive,  well-stocked  layette  section,"  re- 
plied the  buyer  upon  being  asked  her  ideas 
about  the  importance  of  this  division  of  her 
department. 

"For  various  reasons  prospective  mothers 


often  wish  privacy  and  they  always  welcome 
individual  attention  and  practical  suggestions 
in  their  selection  of  baby's  garments.  They 
also  like  to  take  their  time— which  is  neces- 
sary. In  the  crowded  department  they  do  not 
always  feel  free  to  do  so. 

"We  have  a  layette  booklet  which  we  find 
helpful  both  to  the  customer  and  to  us  in 
choosing  the  necessary  garments.  Layette 
No.  1  contains  27  pieces.  No.  2,  contains  51, 
and  No.  3,  63.    The  customer  usually  decides 


upon  one  of  the  lists  and  then  proceeds  to 
choose  the  various  pieces  from  stock. 

"When  we  make  and  pack  up  the  completed 
layette  we  do  it  as  carefully  as  if  for  a  dear 
friend's  baby.  As  a  final  touch  of  daintiness 
and  personal  interest  we  add  a  hand-painted 
sachet,  layette  band  and  an  announcement 
card.  On  the  card  as  you  see  it  here,"  she 
said,  taking  the  little  card  from  the  sample 
layette  box  so  temptingly  displayed  in  the 


Right.  Detachable  pleated  brown  and  tan  plaid  luorsted  skirt  and  waist  suit. 
White  poplin  waist  embroidered  in  wool  yarn  to  match  skirt.  For  6  to  14-year 
old  child.  Left.  "Flatyper"  frock  of  blue  and  white  checked  silk  gingham  trimmed 
in  white  organdy.  Collar  and  pockets  embroidered  in  bright  colored  mercerized 
yarns.    In  12  to  i6-\car-old  sizes.    Both  models  from  The  Liirie  Co.,  Inc. 
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of  all  the  stout  women  in  your  corset  clien- 
tele can  be  fitted  in  one  line  of  corsets. 


oo 

^--^  ^^"^  Rengo  Belt  Reducing  Corsets  are  designed 

exclusively  to  meet  the  particular  needs 
of  the  stout  woman,  and  embody  a  special  reducing  feature — 
the  Rengo  Belt. 

Render  an  appreciated  and  special  service  to  stout  women  by 
carrying  a  complete  line  of  Rengo  Belt  Reducing  Corsets. 

Priced  from  $15  a  dozen  upward 

THE  CROWN  CORSET  COMPANY 

295  Fifth  Avenue  New  York  City 


We  also  make  a 
full  line  of  corsets, 
to  carry  the  deal- 
er's own  name, 
w  th  black  boning 
and  velvet  grip 
hose  supporters. 
Priced  $13.50  o 
docen  and  upward. 
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case,  we  announce  the  infant's  arrival  thus; 

Hush,  Be  Still  as  Any  Mouse; 
^  There's  a  Baby  in  Our  House. 

Feature  Hand-made  Articles 


"Mothers  are  always  interested  in  seeing 
and  buying  hand-made  baby  clothes.  These  to 
a  large  extent  make  up  our  layettes.  Their 
fine  materials,  careful  workmanship  and 
dainty  touches  of  loveliness  make  them  very 
popular  when  the  buying  is  for  the  only  baby 
in  the  world." 

"With  the  exception  of  the  higher  priced 
merchandise  we  keep  most  of  our  goods  out  in 
full  display  on  tables  and  racks.  Customers 
like  to  wander  about  through  the  department 
and  look  at  the  different  garments  before  se- 
lecting— an  attitude  towards  the  department 
which  we  encourage.  It  is  one  of  the  best 
ways  to  make  them  our  friends.  To  make 
them  feel  free  to  do  this  makes  them  feel  at 
home ! 

Nurse  in.  Attendance 

"One  of  our  most  recent  additions  to  the 
department,  in  our  constant  endeavor  to  give 
our  customers  the  best  service  possible,  is  our 
nurse.  With  her  many  years'  experience  in 
one  of  our  leading  baby  hospitals  she  is  able 
to  give  each  customer  accurate  and  authentic 
advice  as  to  the  proper  care  of  herself  and 
her  children.  Even  her  observation  of  cus- 
tomers at  times  has  enabled  her  to  make  such 
suggestions  as  have  prevented  serious  illness 
later  on.  When  given  such  advice  profession- 
ally the  customer  appreciates  it  deeply. 


Left.  Child's  red  and  white  cross  bar  dimity  romper  dress,  trimmed  with^  imported  organdy  and 
lace.  Right.  Imported  dimity  dress  trimmed  in  "fluffy"  ruMes  edged  with  Irish  picof.  Both  models 
from  the  Maypole  Line,  Springfield,  Mass.,  and  shown  by  Frank  J.  Farney. 


preciated  service  our  customers  represent  a 
steady  trade.  The  department  largely  adver- 
tises itself.  Not  only  so,  but  I  feel  that  ser- 
vice here  means  later  sales  for  other  depart- 
ments. 


Women  Buy  Blouses 

(Continued  from  page  41) 

the  wearing  of  a  hat,  or  sweater,  or  even 
shoes,  out  of  keeping  with  the  rest  of  the 
outfit. 

As  regards  the  aid  brought  to  the  blouse 
department  by  the  yardage  goods.  Miss 
O'Donell  took  pride  in  stating  that  "custom- 
ers will  often  stop  in  passing,  examine  my 
blouses,  express  a  desire  for  them  and  then 
price  them.  I  am  always  glad  to  be  of  service 
and  show  them  anything  they  want  and  cheer- 
fully tell  them  the  price,  for  I  know  what  is 
in  their  mind." 


Left.  Child's  white  crepe  de  Chine 
and  Milan  straw  hat  trimmed  in  val 
lace  and  ostrich  feather.  Streamer  of 
pale  pink  taffeta  ribbon.  Right.  Blue 
novelty  straw  trimmed  with  blue  and 
pink  forget-me-nots.  Blue  velvet  rib- 
bon band  with  tailored  bovo  in  back. 
Both  hats  from  the  Prisma  Head- 
wear  and  shown  by  Frank  J.  Farney. 


"In  every  way  we  strive  to  give  the  cus- 
tomers such  service  as  will  bring  them  back 
because  they  have  confidence  in  us.  Tele- 
phone calls  with  the  choice  of  merchandise 
left  to  us— and  of  this  we  have  many  in- 
stances— is  given  most  careful  attention.  Cus- 
tomers never  forget  this. 

"As  the  result  of  such  constant  and  ap- 


"The  success  of  our  department  is  to  a 
large  extent  due  to  the  assistance  some  twenty 
saleswomen  give  me  in  making  the  depart- 
ment such  a  place  as  mothers  enjoy  buying  in. 
They  all  seem  to  love  the  department  and  its 
duties  as  much  as  I  do.  Perhaps  that  is  why 
we  get  along  so  well  with  it  and  with  our  cus- 
tomers." 


Prosperity  Week 
Planned  in  South 

Economist  Correspondence,  Spartanburg,  S.  C. 

Spartanburg  is  planning  for  "Prosperity 
Week,"  April  4  to  9.  A  carnival  will  be  staged 
with  many  attractions,  merchants  will  offer 
dry  goods  at  bargain  prices  and  an  automo- 
bile show  will  be  staged  the  last  three  days 
of  the  week.  Spring  trade  in  this  section  is 
rather  backward  and  merchants  find  it  neces- 
sary to  get  out  and  stir  things  up. 

The  Kerrison  Dry  Goods  Co.,  Charleston, 
S.  C,  recently  opened  their  new  building, 
which  opens  into  the  old  building  but  faces  on 
'a  different  street.  The  whole  forms  a  four- 
story  structure  of  55,000  square  feet.  Several 
new  departments  have  been  added,  among 
them  a  shoe  department.  The  third  and 
fourth  floors  of  the  new  building  are  filled 
with  art  goods.  The  tube  system  is  used 
throughout.  The  store  is  owned  by  the  De- 
partment Stores  Corp.,  of  which  E.  Huger 
Poulnot  is  president. 

The  Fleishman  Bros.  Co.,  of  Dunn,  N.  C,  an 
outgrowth  of  B.  Fleishman  &  Bro.,  has  been 
incorporated  with  $1,000,000  capital.  A  dry 
goods  business  will  be  conducted  in  a  number 
of  Carolina  towns.  Branches  are  already  es- 
tablished at  Fayetteville,  N.  C,  and  Mullins 
and  Marion,  S.  C. 

The  Efird  Department  Store  at  Greer, 
S.  C,  has  a  new  manager  in  Bruce  Hughes. 
R.  M.  Pacher,  formerly  in  charge,  has  taken 
up  new  duties  at  the  Efird  Store  in  Charlotte, 
N.  C. 
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Creating  Sales 

You  will  see  the  advertising  of  Thomson's  "Glove-Fit- 
ting" Corsets  in  all  the  widely  circulated  woman's  mag- 
azines— advertising  that  creates  steady  sales  for 
Thomson  Dealers. 

THEIR  OUTSTANDING  FEATURE— PERFECTION 
OF  FIT — has  distinguished  them  from  other  makes  and 
made  them  universally  popular. 

The  1  07  models  offer  your  clientele  a  wide  variety  to 
choose  from. 

Geo.  C.  Batcheller  &  Co. 

130  Fifth  Ave.,  New  York 

301  West  Monroe  St.,  CHICAGO 
B.  F.  Welling-ton,  SAN  FRANCISCO 


This  is  a  reproduction 
of  April  advertising. 


THOMSONS  C0R8ET8 
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Glove -uli  ttincT 
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Delivery  Men 
Hold  Big  Meet 
In  Pittsburgh 

Many  Important  Topics  Discussed 
During  the  Four  Days'  Sessions — 
Opinions  Vary  on  Parcel  Post — 
Fuels,  Packing  and  Insur- 
ance Among  Topics 

THE  business  of  the  opening  day  of  the 
International  Retail  Delivery  Associa- 
tion's convention  at  Pittsburgh,  Pa., 
was  covered  in  last  week's  issue  of  the 
Economist.  The  results  of  the  other  days  are 
briefly  covered  here. 

Tuesday's  session  was  opened  by  Edward 
S.  Benjamin  of  the  L.  S.  Donaldson  Co., 
Minneapolis,  Minn.,  who  told  of  his  personal 
investigation  of  the  St.  Paul  parcel  post  sys- 
tem of  local  delivery. 

He  doubted  whether  the  system  would 
work  out  as  well  in  other  cities.  He  laid 
stress  on  the  fact  that  the  postmaster  was  an 
ex-department  store  employee  and  knew  what 
was  required,  also  that  St.  Paul  was  given 
many  postal  liberties  not  accorded  to  other 
cities. 

Doubtful  About  Parcel  Post  Delivery 

Permanency  of  the  system,  he  said,  must 
be  considered,  as  a  change  might  occur  with 
each  new  administration.  He  found  many  ob- 
jections from  customers  of  stores  that  are 
using  this  method  of  delivery.  Tests  showed 
that  the  stores'  parcel  post  packages  received 
consideration  over  ordinary  parcel  post  mail, 
especially  when  special  delivery  matter.  He 
said  that  his  store  was  doing  a  greater  busi- 
ness in  the  territory  formerly  served  by  St. 
Paul  stores  since  the  inauguration  of  the  par- 
cel post  as  a  delivery  medium.  One  St.  Paul 
store  executive  told  him  that  no  figures  as  to 
the  cost  of  delivery  had  "been  made  public  by 
his  concern  as  the  cost  was  equal  to  their  own 
delivery. 

R.  Mann  of  the  Pettis  Dry  Goods  Co., 
Indianapolis,  said  his  concern  is  using  parcel 
post  and  is  the  only  store  in  town  using  this 
system.  This  system  was  put  in  on  account 
of  the  high  cost  of  their  own  delivery  service 
and  they  were  well  satisfied  with  the  change. 

Says  Parcel  Post  Costs  More 

W.  Stiedman  of  Ed.  Schuster  &  Co.,  Mil- 
waukee, Wis.,  said  that  he  had  taken  the  sub- 
ject up  with  his  postmaster  and  also  analyzed 
3500  parcels,  which  showed  that  parcel  post 
cost  would  be  much  more  than  with  the  pres- 
ent system  of  delivery.  He  said  that  the  sys- 
tem would  require  that  stores  keep  vehicles 
for  bulk  merchandise  deliveries  and  also  for 
calls  and  pick-ups. 

Goodwin  D.  Ellsworth,  general  superinten- 
dent of  Post  Office  Service,  Washington,  ex- 
plained the  internal  workings  of  the  post 
office  service  and  stated  that  the  authorities  at 
Washington  stood  ready  to  give  the  mer- 
chants of  the  country  local  parcel  post  delivery 
systems  whenever  they  desired  it.  He  carried 
a  message  from  Postmaster  General  Will  Hays 
to  the  effect  that  the  post  office  must  and  will 
serve  the  public  without  politics.  This  remark 
drew  forth  great  applause. 

T.  G.  Cruse,  Superintendent  of  Mails  of 
Pittsburgh,  told  how  the  Pittsburgh  post  office 
had  successfully  handled  the  parcels  of  the 
stores  during  the  recent  drivers'  strike  with- 
out a  moment's  notice  and  referred  to  the 
merchants  of  the  city  for  corroboration. 


Variations  and  different  methods  of  com- 
piling delivery  costs  were  a  great  handicap  in 
determining  what  the  ac+ual  difference  would 
be  if  parcel  post  were  universally  adopted  by 
stores  instead  of  maintaining  their  own 
vehicles,  it  was  said. 

Discuss  Synthetic  Fuels  and  Packing 

Wednesday's  session  opened  with  an  ad- 
dress by  L.  F.  Gardner,  vice-president  and 
general  manager  of  the  Pittsburgh  Taxicab 
Co.,  who  described  garage  methods  of  his  com- 
pany. He  also  told  of  their  experience  with 
synthetic  fuels  and  brought  forth  some  very 
interesting  points  in  favor  of  them. 

Louis  Crispen  of  the  John  Wanamaker 
store,  New  York,  said  that  in  view  of  the  high 
cost  of  packing  materials,  stores  are  con- 
fronted with  one  of  two  choices :  either  to  use 
cheaper  packing  material,  which  would  in- 
crease the  chance  of  breakage,  or  to  pay  the 
increased  prices  and  thereby  raise  delivery 
costs. 

The  afternoon  session  was  devoted  to 
garages,  stock-systems,  tires,  mileage  records, 
and  supervision  and  complete  care  of  vehicles. 
Electric  vehicles  came  in  for  a  large  amount 
of  discussion  and  after  careful  analysis  it  was 
the  consensus  of  opinion  that  the  electric 
vehicle  was  ideal  under  certain  conditions. 

Stores  Carry  Own  Insurance 

Thursday's  session  was  devoted  to  the  sub- 
ject of  insurance,  which  disclosed  the  fact  that 
many  stores  are  carrying  their  own  insurance. 
Some  discontinued  insurance  in  regular  com- 
panies on  account  of  the  fact  that  the  pre- 
miums far  exceeded  the  losses.  The  majority 
declared,  however,  that  certain  kinds  of  com- 
pany insurance,  such  as  fire  and  liability,  are 
an  absolute  necessity. 

The  following  officers  were  elected  for  the 
ensuing  year:  Chairman,  H.  H.  Block,  the 
Block  &  Kuhl  Co.,  Peoria,  111.,  re-elected;  Vice- 
Chairman,  Fred  C.  Schatz,  the  Joseph  Home 
Co.,  Pittsburgh;  Secretary-Treasurer,  B.  M. 
Arrick,  Dry  Goods  Economist  (re-elected). 

A  rising  vote  of  thanks  was  tendered  Mr. 
Arrick  for  his  efficient  services  as  secretary- 
treasurer  without  remuneration,  and  also  to 
the  Dry  Goods  Economist  for  donation  of 
Mr.  Arrick's  services  and  the  great  co-opera- 
tion it  has  given  the  association. 

A  unanimous  vote  awarded  the  1922  con- 
vention to  Boston. 

The  complete  proceedings  of  the  conven- 
tion will  be  covered  in  thorough  detail,  subject 
by  subject,  in  coming  issues  of  the  Store  Ser- 
vice and  Equipment  section  of  the  ECONOMIST. 


Chain  Stores'  Figures 

A  fair  indication  of  how  apparel  business 
ran  in  1920  is  contained  in  the  financial  state- 
ment of  the  J.  C.  Penney  Co.  for  the  fiscal 
year  ending  Dec.  31.  The  J.  C.  Penney  Co. 
operates  312  stores,  and  the  bulk  of  its  busi- 
ness is  in  ready-to-wear  for  men,  women  and 
children.  The  company  made  -sales  of  $42,- 
846,008  of  merchandise  which  cost  $37,182,- 
758.  Gross  profits  from  merchandise  were 
$5,663,250,  which,  with  discounts  on  pur- 
chases and  miscellaneous  income  of  $846,665, 
produced  a  total  gross  profit  of  $6,509,915. 
After  deducting  selling  expenses  and  deprecia- 
tion of  merchandise  amounting  to  $6,865,661, 
a  net  loss  of  $355,746  was  sustained. 


Merchants  would  do  well  to  encourage 
salespeople  to  do  all  in  their  power  to  know 
their  stocks  thoroughly.  Customers  are  lost 
not  only  by  trying  to  sell  them  goods  which 
are  not  on  hand  (in  the  wanted  size,  color, 
etc.),  but  also  by  failure  to  promptly  locate 
wanted  goods  that  really  are  on  hand. 


Employees  to  Share 


A  co-operative  enterprise  in  which  em- 
ployees will  share  semi-annually  in  the  profits 
has  been  organized  by  the  Lederer-Feibelman 
Co.,  which  conducts  dry  goods  stores  in  Terre 
Haute,  Brazil  and  Clinton,  Ind.  The  entire 
holdings  of  these  stores  will  be  turned  into 
the  new  concern  and  capitalized  at  $150,000 
divided  into  shares  of  $1,000  each. 

Only  employees  who  have  been  with  the 
firm  more  than  a  year  will  be  privileged  to 
participate.  They  will  hold  52  shares,  Eu- 
gene Feibelman  and  Mr.  Lederer  each  holding 
49  shares.  It  was  formerly  intended  to  dis- 
solve the  partnership  on  March  1,  but  the  co- 
operative plan  was  decided  upon  instead. 

The  Terre  Haute  store,  which  was  de- 
stroyed by  fire  recently,  will  be  replaced  by 
a  five-story  building  with  elevators  and  mov- 
ing stairway.  A  feature  of  the  new  structure 
will  be  a  daylight  basement. 


Ready-to-wear  buyers  are  looking  forward 
to  a  good  season  after  Easter.  While  they 
are  doing  well  for  regular  Easter  require- 
ments, they  say  the  real  spring  business  will 
come  after  Easter.  The  holiday  this  year 
comes  so  early  that  they  do  not  anticipate  a 
real  staple  business  will  be  done  for  a  few 
weeks. 

Manufacturers  in  some  instances  feel  that 
unless  buyers  act  promptly,  they  may  find  dif- 
ficulty in  obtaining  a  prompt  delivery  at  the 
eleventh  hour.  This  condition  demands  care- 
ful merchandising  and  cautious  judgment  on 
the  part  of  the  buyer. 


Short  Lengths  of  News 


On  or  about  May  1  the  Van  Raalte  Co., 
83  Fifth  Avenue,  will  move  to  their  new 
quarters  in  the  Textile  Building,  Thirtieth  to 
Thirty-first  streets  and  Fifth  Avenue. 

F.  C.  Felton,  formerly  head  of  the  Felton 
Publicity  Service  in  Akron,  Ohio,  has  become 
general  display  and  advertising  manager  for 
the  H.  H.  Sturtevant  Co.,  Zanesville,  Ohio. 

Miss  V.  E.  DuPont,  recently  with  the  Day- 
ton Co.,  Minneapolis,  Minn.,  has  succeeded 
Louis  Sontag  as  buyer  and  manager  of  the 
millinery  department  for  Kline's,  Cincinnati, 
Ohio. 

Lee  Miller,  formerly  connected  with  the 
Lowry  &  Goebel  Co.,  has  opened  a  new  rug 
and  drapery  shop  at  635  Main  Street,  Cincin- 
nati, Ohio. 

Miss  Edna  Dittmar  has  succeeded  E.  R. 
Spingler  as  buyer  of  laces,  neckwear  and  hand- 
kerchiefs for  the  McAlpin  Co.,  Cincinnati, 
Ohio. 

A  new  store  has  been  added  to  the  busi- 
ness section  of  Fall  River,  Mass.,  with  the 
completion  of  the  M.  J.  Doran  Co.  building. 
The  structure  is  the  outgrowth  of  a  business 
begun  about  25  years  ago,  and  is  entirely 
modern  in  construction  and  appearance.  There 
are  several  additional  departments  in  the  new 
Doran  store,  including  an  extensive  baby  de- 
partment. 

An  extensive  new  addition  has  been  made 
to  the  business  service  of  the  Uhler-Phillips 
Co.,  at  Marion,  Ohio.  A  store  complete  in 
itself  has  been  added  in  the  basement  where 
ready-to-wear  garments  for  all  sexes,  piece 
goods  and  curtains  will  be  on  hand.  A  grocery 
department  of  34  sections  is  another  feature 
of  the  new  arrangement. 

It  will  pay  you  to  see  that  your  employees 
read  the  Economist. 
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Can  you  tell  the  Period 
of  History  to  which  this 
costume  belongs  ? 


The  name  of  that  period  is  con- 
stantly uttered  by  salespeople  in 
ready-to-wear,  millinery  and 
other  departments,  as  well  as  by 
buyers,  manufacturers  and  con- 
sumers. 

Can  you  recognize  features  of 
to-day's  fashionable  clothes 
which  were  inspired  by  the  dress 
(men's  as  well  as  women's)  of 
that  period,  and  of  others  ? 

If  you  cannot  do  this, 
can  you  talk  intelligently 
about  fashion  mer- 
chandise ? 

The  illustration,  with  47  others  showing  authentic 
period  styles,  drawn  from  antique  prints  and  fashion 
plates,  is  included  in  a  Dry  Goods  Economist  book- 
let, entitled 


Historic  Costumes" 


Besides  the  drawings  the  booklet  includes  a  concise 
but  picturesque  story  of  those  features  of  the  dress 
of  bygone  days  which  again  and  again  reappear  in 
the  productions  of  great  fashion  creators.  And 
since  such  ideas  are  continually  being  reproduced 
by  designers  this  Economist  booklet  will  be  as 
useful  ten  years  or  more  hence  as  it  is  to-day. 

Don't  guess  any  more  !  Know  what  you  mean 
when  you  talk  of  Medicis  collars.  Renaissance 
bodices,  Louis  XIV  skirts,  Directoire  coats,  and 
so  on. 

The  20-page  booklet,  8x103^  in  size,  tells  the  tale 
accurately  and  clearly.  It's  printed  on  high-grade 
paper,  with  attractive  cover,  and  costs  only  50  cents 
per  copy. 

Sent  prepaid  on  receipt  of  price  by 

U.  p.  C.  Book  Company,  Inc. 

243-249  West  39th  St.  New  York 


"  SMRTS  OF  QUALITY  " 

AT  IHIRIV  FIRST  SIREET 

NEW  YORK. 


Style  1035— The  skirt  illustrated  above 
is  a  tailored  model  of  Duplan's  Baron- 
ette.  Colors :  White,  Flesh,  Maize, 
Nile,  Bisque,  Grey,  Copen,  Orchid, 
Black,  Navy  and  Brown. 
All  sizes   


$6.75 


ImmetHate  Delivery 


Style  1023 — This  same  model  made  of 
Botany's  all  worsted  flannel.  Colors : 
White,  Sky  Blue,  Pink,  Grey,  Purple, 
Billiard  Green,  Golf  Rpd,  Gold,  Tan, 
Copen,  Black,  Navy  and  Brown. 
All  sizes. 


$6.75 


SUITS  &  COATS 

for  the  Stout  Woman 

WE  SHALL  be  glad  if  you'll  look  upon 
Zelickson  &  Levine  as  a  "Specialty 
House."  We  make  "Stylish  Stouts," 
and  nothing  else!  A  few  other  houses  make 
them,  too.  The  difference  is  merely  that  we 
make    ours    "stylish    without    looking  stout." 

By  way  of  illustration,  may  we  show  you  a  few 
of  our  "Stoutless  Models  for  Stout  Figures"? 
Sizes   AOYz    to   blYi.     Prices:    $23.50  to  $50. 

Mail   orders  welcome. 

A  Typical  " Smartly ne"  Suit 

No.  3325 — Beautifully  hand-tailored  Suit  of  fine 
Tricotine,  lined  with  Radium.  Rows  of  smart 
stitching  and  buttons  accentuate  the  very  clever 
pointed  side-panels  that  lend  such  long,  graceful 
lines  to  the  coat,  and  very  materially  reduce  the 
appearance  of  breadth  at  the  hips.  Navy  or 
Black.  Sizes  40^  to  521/^.  Im-  $Q7.50 
mediate  delivery   O  I  ' 

Zelicl^son  &  Levine 

147-149  W.  25th  St.,  New  York 
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Importance  of  Fit  of  Knitted  Garments 
Is  Now  Generally  Recognized 

With  Change  from  Utility  to  Style  as  a  Characteristic  Wearers 
Learned  to  Demand  Perfect  Fitting  Garments  and  Got  Them — The 
Customer's  Figure,  Rather  Than  Her  Whim,  Should  Govern  Selec- 
tion— Colors  Are  Studied  as  Well  as  Lines 


"Fitting  a  customer  with  a  knitted  jacket 
or  coat  or  similar  garment  is  a  much  more 
ticklish  job  than  it  used  to  be,"  said  a  depart- 
ment head  recently.  "It  has  become  one  of 
the  most  important  elements  in  making  the 
sale  and  in  keeping  the  garment  sold." 

"It  isn't  so  long  ago  when  fit  was  of  only 
moderate  importance.  Sweaters  were  bought 
almost  entirely  as  utility  garments — things 
to  wear  for  warmth  on  cool  evenings  or  on 
occasions  of  a  'roughing  it'  nature.  People 
wanted  warm,  sturdy  things  chiefly.  They 
didn't  pay  much  attention  to  the  niceties  of 
line  and  hang. 

Fitting  an  Important  Sales  Element 

"All  that  changed  with  the  growing  favor 
accorded  light  weight  knitted  apparel  for 
wear  on  informal  social  occasions,  for  sports 
wear  and  street  use.  My  customers  are  as 
particular  about  being  properly  fitted  as 
though  they  were  buying  tailored  suits.  It  is 
fairly  easy  to  fit  them.  The  fact  that  knitted 
garments  will  stretch  to  accommodate  slight 
irregularities  of  form  off'sets  the  impossibil- 
ity of  altering  them  in  our  workrooms,  as  we 
can  other  things.  Where  we  frequently  have 
trouble  is  in  fitting  customers  into  the  right 
type  of  garment  and  the  right  colors. 


Economist  Photos  {Fashion  Camera) 


This  blazer  coat  sweater  of  alpaca  yarn,^ 
Shetland  stitch,  has  striped,  brushed  trimming 
of  the  same  material.  The  buttons  are  shiny 
black  globes.  From  the  Navy  Knitting  Mills, 
Inc.,  New  York,. 


"That  is  really  a  problem,  especially  when 
high  colors  are  so  much  in  favor.  A  woman 
with  bright  red  hair  and  a  florid  complexion 
is  likely  as  not  to  insist  on  a  beautiful 
tomato  or  tangerine  or  some  other  color  that 
makes  her  look  like  a  bad  case  of  sunburn 
or  Vesuvius  erupting  at  night.  Of  course, 
she  ought  to  have  a  blue  or  a  rich,  deep-toned 
green  or  something  of  that  nature. 

"Our  salespeople  are  definitely  committed 
to  a  policy  of  suggesting  colors  that  tone 
down  bright  complexions  and  hair  and  tone 
up  dull  types.  I'd  go  right  up  to  the  point  of 
losing  a  sale  in  order  to  prevent  a  woman 
making  a  fool  of  herself.    She  has  to  be 


The  Peter  Pan  collar  of  this  mohair  Shet- 
land slip-over  is  a  noteworthy  feature.  The 
ground  color  is  reindeer,  enlivened  by  a  tan- 
gerine stripe  of  fiber  silk.  From  the  Vogue 
Knitting  Mills,  New  York. 

pleased,  of  course;  but  after  she  has  taken 
away  something  that  is  unsuitable,  an  un- 
subdued husband  or  some  true  friend  is 
likely  to  hint  that  she'd  better  bring  it  back. 
And,  of  course,  she  rather  blames  her  bad 
choice  on  us. 

Right  Selection  Improves  Lines  of  Figure 

"The  type  of  garment  suited  to  a  slim 
young  thing  is  the  very  one  to  make  a  middle- 


Thc  rcvers  of  this  tu.vedo  from  the  Yale 
Knitting  Mills,  New  York,  is  unusually  wide 
and  is  decorated  with  two  self  stripes  of 
angora.  The  same  effect  obtains  on  the  deep 
Cliffs. 

aged  woman  inclined  to  flesh  look  three 
inches  shorter  and  fifteen  pounds  heavier. 
The  miss  can  wear  with  grace  and  distinc- 
tion one  of  these  short  affairs  ending  at  the 
waist.  But  put  the  other  woman  into  it  and 
it  changes  her  proportions  immediately. 
What  she  needs  is  a  long,  hanging  eifect. 
And  she  needs  something  of  light  appearing 
texture.  She  has  to  avoid  bulk.  Brushed 
effects,  for  instance,  make  her  look  bigger 
around.  Conversely,  the  too-slender,  woman, 
whether  old  or  young,  needs  just  that  sort 
of  fluffy  garment  to  fill  her  out. 

"Probably  four  out  of  five  customers  can't 
be  worked  with  along  this  line.  The  fifth  ap- 
preciates it  unconsciously — for  we  have  to 
keep  from  the  appearance  of  directing  her 
choice.  And  I  think  one  win  out  of  five  is 
worth  working  for." 

Color  Choice  Widely  Varied 

This  man  stated  that  he  had  been  trying 
to  get  a  line  on  the  colors  most  in  demand 
the  country  over,  but  so  far  he  had  not  been 
very  successful.   "Every  manufacturer  seems 

(Continued  on  page  73) 
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means  that  knitted  OUTERwear  in  the 

form  of  the  above  symbol  is  going  to  be 
indelibly  impressed  upon  the  minds  of 

your  customers  -  the  minds  of  your  clerks  and 
buyers  -  and  every  person  in  this  country  -  within 

the  next  90  days  - 

-  not  for  the  purpose  of  creating  demand  on  you 
for  things  that  you  haven't  - 

-  not  in  an  attempt  to  sell  you  a  lot  of  new 
merchandise  - 

-  no,  far  from  that  - 

-the  object  is  to  increase  sales  for  mer- 
chandise that  you  have  actually  in  stock 

right  now  -  merchandise  that  is  selling  steadily 
but  whose  turnover  should  be  4  times  a  year  instead 
of  1V2. 

Knitted  OUTERwear  includes  everything  that 
is  made  by  the  knitting  process,  except  underwear 
and  hosiery. 

If  you  are  a  department  store,  you  have  it  in  5 
different  departments  -  Women's  Ready  to  Wear  - 
Infants'  Wear  -  Sporting  Goods  and  Men's  Haber- 
dashery and  Clothing  Departments. 


knitted 

Includes: 


OUTERwear 


Suits 

Sweaters  for  men 

Sweaters  for  children 

Sweaters  for  women 

Sweaters  for  boys 

Sweaters  for  misses 

Bathing  Suits 

Gloves 

Leggings 

Bootees 

Mittens 

Throwover  Scarfs 
Mufflers,  Reefers 
Neckwear] 
Overcoats 
Hats 

Toques,  Dresses 
Tams 

Hug-me-tights 
Spencers 

-and  over  300  other 

items  made  from  silk,  wool  and  arti- 
ficial silk — -for  women,  men  and  children. 


Color  Cards 
Now  Ready 
.50  Postpaid 


the  book  mentioned  here  shows  "HOW  to 
Campaign,  to  "speed  up"  turnover  - 


'link 


uo 


with  this 


—  address 

^  director 

suite  1 518 


'national  ddvertisin^ 

I  of  the  knitted 

bureau  outer  wear  trade 

Flatiron  bidg..  New  York 


SWEATER  ft  Knitted  Textile  Publicitg  BUREAU.  Inc. 
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Call  for  Knitted  Garments  Grows 
Stronger  Day  by  Day 

Practicability  and  Novelty  Features  Make  Strong  Appeal  to 
Women  and  Lead  to  Quick  Sales — Planned  for  Sports  Wear, 
These  Garments  Compete  with  Several  Old  Stand  By's  but  Have 

No  Monopoly 


Robert  Houdin,-  famous  and  favorite  ma- 
gician of  Emperor  Napoleon  III  of  France, 
was  once  told  he  must  produce  an  absolutely 
newirick  or  be  fired. 

"Hie  next  day  Houdin,  pointing  to  an  old 
oak  in  the  park,  said:  "If  your  majesty  will 
have  yonder  tree  cut  down,  in  its  heart  you 
will  find  a  gold  box,  and  in  the  gold  box  a 
message  written  by  your  father  thirty  years 
ago." 

The  oak  was  felled  and  the  box  and  mes- 
sage found  as  predicted. 

In  his  memoirs  Houdin  confessed  that  he 
had  foreseen  such  a  situation  and  had  buried 
the  box  in  the  young  oak  thirty  years  before. 

A  Sports  and  Sports  Wear  Year 

This  story  is  not  told  in  hope  that  any- 
one will  bury  dresses  or  suits  or  hats  in  trees 
to  bring  them  forth  thirty  years  hence  as 
new  styles.  It  is  related  to  drive  home  the 
fact  that  it  is  the  man  of  foresight  who  suc- 
ceeds, and  this  is  particularly  true  in  retail- 
ing. 


Photo  from  Economist's  Paris  office 

Cheruit  continues  to  feature  waistcoats  with 
capes  for  spring.  The  model  shown  above  is 
one  of  the  newest  from  this  house  and  was 
worn  at  the  races. 


By  Ernest  C,  Hastings 

How  often  satisfiers  of  human  wants 
worry  themselves  into  nervous  breakdowns 
looking  for  something  that  will  stimulate 
business  when  the  thing  needed  is  right  at 
hand. 

Just  now  many  merchants  are  begging  for 
ideas  with  which  to  keep  business  going  and 
yet  haven't  made  preparations  for  the  big- 
gest sports  year  of  history? 

That  it  is  to  be  a  tremendous  season  for 
sports  wearables  isn't  guess  work.  It  is  the 
result  of  a  study  of  the  garments  offered  by 
all  the  style  centers  of  the  world.  Paris,  Palm 
Beach,  California  and  all  the  mild-weather  re- 
sorts are  even  now  reveling  in  sports  apparel 
of  every  kind  and  of  almost  every  material. 

Knit  Garments  Strong  in  Outdoor  Wear 

Speaking  of  materials,  knit  fabrics  will 
lead  with  an  enormous  majority  in  outdoor 
garments.  If  there  were  any  doubt  about  this, 
a  trip  through  the  knit  outer-apparel  market 
would  be  convincing. 

Never  were  offered  prettier  or  more  prac- 
tical coats,  coatees,  sweaters,  skirts,  capes, 
etc.,  than  models  shown  for  this  year.  New 
stitches  and  new  colorings  have  been  con- 
ceived which  will  have  an  irresistible  appeal 
to  women  of  all  ages. 

Offers  Change  from  Everlasting  Sales 

The  retailer  who  does  not  already  recog- 
nize it  should  awake  to  the  possibilities  that 
are  offered  in  knit  sports  wear  to  get  busi- 
ness at  regular  prices.  The  public  is  getting 
just  a  little  tired  of  sales,  and  anything  very 
new  will  be  received  with  open  arms. 

Take  your  windows  that  have  been  so  full 
of  sale  tickets  for  six  months.   Why  not  try 
out  an  entire  run  with  sports  apparel  such  as 
a  bathing  window,  a  golf  window,  a 
children's  window,  an  automobiling 
window,  a  tennis  window,  a  "board-  /' 
walk"  window,  etc.? 

Sales  may  not  be  beyond  expectations  the 
first  week,  but  the  stimulus  given  will  last 
throughout  the  entire  season,  and  the  fact 
that  you  are  the  first  one  in  town  to  feature 
the  new  sports  things  will  be  worth  many 
pages  of  newspaper  space. 

After  the  windows  are  planned,  tell  the 
advertising  manager  that  you  want  some- 
thing different  from  anything  yet  produced. 
Call  his  attention  to  the  hundreds  of  different 
outerwear  garments  that  are  in  the  different 
departments  of  the  store.  Wearables  for 
everybody  from  the  wee  little  tot  to  mother 
and  dad.  If  we're  not  mistaken,  the  ad  man 
will  quickly  realize  the  opportunity  to  "put 
over"  something  big  and  will  open  the  eyes 
of  the  public  with  his  creation. 

Get  Outdoor  Atmosphere  Inside 

Don't  stop  with  the  windows  and  ads,  how- 
ever. If  you  have  not  already  a  sports  sec- 
tion turn  some  corner  into  a  sports  depart- 


ment where  you  can  assemble  merchandise 
from  many  parts  of  the  store — a  department 
where  a  woman  can  get  her  sports  skirt, 
sweater,  scarf,  hat  and  accessories  at  one 
swoop.  If  no  such  space  is  available,  use  the 
ready-to-wear  department  but  fix  it  up  to  look 
different.    Put  in  summer  furniture  and  use 


Photo  from  Kadel  &  Herbert. 

Knitted  capes  have  established  themselves 
at  Cannes  as  the  newest  thing  in  spring  wraps. 
This  photo  was  snapped  at  the  height  of  the 
present  season. 

"summery"  draperies  instead  of  the  heavy 
winter  ones. 

Dress  Salespeople  in  'Em 

Those  who  wish  to  go  a  bit  farther  for 
the  opening  of  the  sports  wear  season  might 
have  the  sales  people  dressed  in  sports  gar- 
ments instead  of  conventional  black  or  dark 
colors.  Certainly  it  would  add  to  the  success 
of  the  occasion. 

With  some  such  plan  followed,  you  may  be 
assured  of  ^n  added  "push"  for  the  business 
of  spring.    Don't  forget  that  this  is  not  a 

(Continued  on  page  73) 
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'^Superior  Knit''  Garments 


To 
That's 
In 

Our 


sell  more  Knitted  Garments  this 
year  than  you've  ever  sold  be- 
fore. 

the  thing  that  will  help  you  most 
to  match  your  former  KNITTED 
OUTERWEAR  sales. 

this  direction  "SUPERIOR 
KNIT"  Garments  will  go  a  long 
way  to  the  accomplishment  of  this 
purpose. 

smart  new  styles  are  not  extreme 
— rather  they  are  based  on  the 
idea  of  assured  salability — and 
this  is  what  counts  when  you  are 
out  for  "sales  volume.  " 

know  that  the  STYLES— the 
QUALITY  and  the  good 
VALUES  will  please  you. 

we  put  your  name  down  for  a 
salesman's  call? 


APPLETON    SUPERIOR    KNITTING  WORKS 

APPLETON       ,  WISCONSIN 
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Selling  Knitted  Outergarments 
Has  Only  Just  Started 

There  Are  Many  Things  on  Which  to  Base  Predictions  of 
a  Great  Future  for  This  Desirable  and  Durable  Class  of 
Apparel— Demand  Is  Growing  Steadily  and  Surely 


The  public  has  very  convincingly  demon- 
strated that  it  likes  knitted  outerwear.  It 
demonstrated  this  fact  to  the  extent  of  $287,- 
000,000  in  1920,  which  represents  the  produc- 
tion of  approximately  108,000,000  pieces 
knitted  by  58,000  employees  in  1176  factories. 
The  amount  of  business  done  in  1920  repre- 
sents a  per  capita  expenditure  of  about  $2.60 
and  yet  the  surface  has  only  been  scratched. 
This  is  evidenced  by  the  fact  that  the  average 
turnover  of  knitted  outerwear  in  the  year 
1920  was  only  about  one  and  one-half.  True, 
some  garments  showed  considerably  greater 
turnover,  but  the  average  in  excess  was  neg- 
ligible. It  is  believed  that  if  knitted  outer  ap- 
parel were  given  a  proper  merchandising  push 
an  average  turnover  of  four  times  a  year 
might  be  expected. 

More  Selling  and  Display  Punch  Needed 

How  is  this  to  be  accomplished?  Adver- 
tising will  play  an.  important  part.  Window 
displays  will  do  much  to  stimulate  demand. 
Proper  representation  in  the  respective  de- 
partments handling  different  articles  of 
knitted  outerwear  would  aid  materially.  Sales 
persons  should  be  and  must  be  fully  informed 
as  to  the  selling  possibilities  of  knitted  outer- 
wear. Last  but  not  least,  there  should  be 
given  to  knitted  outerwear  the  executive  and 
administrative  stimulus  necessary  in  the  mer- 
chandising of  any  commodity  for  which  there 
is  a  potential  demand  awaiting  stimulation. 

Outdoor  Atmosphere  in  Window  Displays 

Window  display  possibilities  are  numer- 
ous. For  instance,  a  very  attractive  display 
might  be  made  late  in  May  or  early  in  June  by 
showing  a  beach  scene.  Sand  is  cheap  and  is 
available  almost  anywhere.  A  quantity  could 
be  dumped  in  the  window  and  three  or  four 
figures  utilized.  One  of  the  figures,  a  woman, 
might  be  garbed  in  a  knitted  bathing  suit  and 
she  might  also  have  a  sweater  on  her  arm. 
Another  figure  of  a  woman  might  be  seated  on 
the  sand,  dressed  in  a  knitted  sports  skirt  and 
a  knitted  silk  sweater,  and  wearing  a  knitted 
tarn.  A  small  boy  in  a  bathing  suit  might  be 
represented  as  playing  with  a  pail  and  shovel, 
with  a  knitted  sweater  jacket  lying  nearby. 

This  subject  may  be  modified  in  many 
ways.  A  canoe  with  a  man  and  girl  appropri- 
ately dressed  in  knitted  wear  either  of  the 
woolen  variety  used  in  bathing  costumes  or 
of  the  sports  variety  in  silk  goods  would  be 
attractive.  A  knitted  blanket  on  the  back  of 
the  canoe  would  add  another  knitted  feature. 
In  the  fall  of  the  year  many  opportunities  are 
open  for  displaying  knitted  wear  in  the  win- 
dow and  again  the  scenic  effect  could  be 
brought  into  play,  bringing  in  mountain 
climbing,  coasting,  skiing,  skating,  etc.  Win- 
dows displaying  kiddies'  outfits  could  be  ar- 
ranged in  many  ways,  especially  as  there  are 
so  many  new  knitted  garments  made  for  the 
youngsters.  A  window  could  be  devoted  ex- 
clusively to  one  article  such  as  wool  sweaters 
and  another  window  to  silk  sweaters.  Com- 
bination sports  sets  could  be  utilized  for  a 
window  showing  a  general  line  of  knitted  out- 
erwear. A  window  showing  the  various  new 
ways  in  which  knitted  wear  is  being  used 


might  show  dresses  or  knitted  suits,  capes  or 
coats,  and  there  are  new  forms  of  novelty 
knitted  fabrics  which  could  be  shovm  in  the 
made-up  garments. 

Why  Not  a  Unified  Inside  Display? 

Knitted  outerwear,-  except  those  for  sports 
wear,  cannot  be  carried  logically  in  any  one 
department.  There  are  so  many  articles  for 
different  purposes  for  men,  women  and  chil- 
dren that  each  one  has  to  be  carried  in  its  re- 
spective department.  But  an  inclusive  display 
of  these  goods  could  very  profitably  be  used  on 
the  ground  floor  near  the  entrance  of  the 
store.  Forms  clothed  in  sweaters,  scarfs, 
headwear,  mufflers,  sweater  sets,  suits, 
blouses,  neckwear,  gloves,  overcoats,  vests, 
etc.,  could  be  very  attractively  and  profitably 
presented,  each  one  carrying  an  artistic  card 
designating  the  department  in  the  store  in 
which  that  stock  could  be  seen. 

Sales  persons  should  be  informed  as  to  just 
how  knitted  outerwear  should  be  taken  care 
of  and  they  should  be  instructed  to  pass  this 
information  on  with  every  sale.  It  is  a  fact 
that  more  knitted  outerwear  is  worn  out  by 
abuse  than  by  use.  It  is  therefore  of  advan- 
tage to  the  person  who  buys  knitted  outer  gar- 
ments to  know  how  they  should  be  put  on  and 
taken  off,  how  they  should  be  cleaned  and  re- 
paired, darned  and  sewed. 

Shoulder  Width  Governs  Appearance 

The  buyer  should  insist,  in  placing  his 
orders  for  knitted  outerwear,  that  it  be  made 
carefully  and  with  due  regard  to  execution  of 
details.  One  of  the  most  frequent  objections 
that  used  to  be  raised  against  knitted  wear 
was  that  it  lost  its  shape;  that  it  sagged  and 
bagged.  This,  manufacturers  claim,  was  due 
to  lack  of  proper  execution  in  production. 
This  objection  has  been  overcome  by  im- 
proved methods  and  garments  properly  made 
now  retain  their  shape  perfectly.  Seams,  es- 
pecially arm  seams  and  shoulder  seams,  should 
be  reinforced  but  not  bulky.  Silk  sweaters 
made  with  narrow  shoulders  do  not  sag  like 
those  made  with  long  shoulders.  The  narrow 
shoulder  hangs  the  weight  on  the  shoulder 
rather  than  on  the  arm,  where  the  garment  is 
pulled  with  every  movement. 

Frequent  Small  Purchases  Mean  Fresh 
Styles 

It  is  weU  for  the  buyer  to  purchase  fre- 
quently and  in  small  quantities  rather  than 
occasionally  and  in  large  quantities.  Buying 
a  large  stock  at  one  time,  especially  if  it  is  not 
a  fast  moving  stock,  leaves  on  the  hands  of  the 
buyer  many  styles  that  have  lost  their  fresh- 
ness. The  buyer  who  places  his  orders  fre- 
quently is  in  a  position  to  pick  up  all  of  the 
latest  novelties  and  is  always  able  to  show  to 
his  customers  the  latest  styles. 

Manufacturers  of  knitted  outer  apparel 
have  inaugurated  a  propaganda  campaign 
which  is  all-embracing.  They  expect  to  con- 
duct an  extensive  campaign  to  the  consumer, 
probably  about  June  1.  While  this  nat- 
urally is  a  campaign  to  stimuJate  the  sale  of 
knitted  outerwear  it  has  a  broader  purpose,  in 
that  it  will  tell  the  public  what  is  not  gen- 


erally known — that  is,  the  wide  scope  and  use 
to  which  knitted  outerwear  may  be  put.  In 
this  campaign  there  will  be  more  than  twelve 
million  booklets  published  for  distribution  to 
retailers,  and  there  will  be  a  large  number  of 
booklets,  probably  entitled  "Knitted  Outer- 
wear School  of  Selling,"  distributed  for  the 
purpose  of  teaching  the  retailer  how  to  sell 
knitted  outerwear  to  the  best  advantage  of 
himself  and  the  consumer.  In  substance  the 
campaign  is  being  waged  for  the  purpose  of 
educating  live  retailers  to  a  knowledge  of 
the  fact  that  knitted  outerwear  is  a  common 
every  day  commodity  for  general  and  specific 
use  and  a  field  in  which  the  possibilities  of 
promotion  and  development  are  almost  un- 
limited. 


Trade  Notes 


Jacob  Wolf enstein,  of  many  years'  ex- 
perience in  the  dry  goods  business,  has  been 
selected  by'  the  Levy  Bros.  Dry  Goods  Co.  as 
manager  of  their  store  at  Houston,  Tex.  Mr. 
Wolfenstein  held  executive  positions  for  thir- 
teen years  with  the  Saul  Wolfson  Dry  Goods 
Co.  at  San  Antonio,  and  for  ten  years  at 
Dallas  with  Sanger  Bros,  and  the  Titche- 
Goettinger  Co. 


Members  of  Meyer's  Mutual  Association, 
an  organization  of  Meyer's  department  store, 
Greensboro,  N.  C,  recently  held  a  get-together 
meeting  which  served  as  the  occasion  for  a 
dinner,  dance  and  business  meeting.  The  af- 
fair was  held  at  the  Greensboro  Country  Club 
and -was  attended  by  seventy-three  members 
of  the  organization.  C.  S.  Moore,  the  store 
superintendent,  presided.  W.  D.  Meyer,  presi- 
dent of  the  company,  made  an  address  in 
which  he  announced  that  the  store  had  intro- 
duced a  new  plan  to  give  every  employee,  a 
member  of  the  organization  for  three  months 
or  longer,  a  paid-up  life  insurance  policy  of 
$500,  this  gift  to  be  increased  to  $1,000  for 
each  employee  whose  period  of  service  lasted 
for  five  years. 

Two  new  plans  for  membership  service 
were  adopted  at  the  meeting,  one  for  the  es- 
tablishment of  a  circulating  library  at  the 
store,  and  the  other  the  organization  of  a 
choral  society. 


Established  in  business  for  over  half  a 
century  at  Portland,  Me.,  members  of  the  firm 
of  Eastman  Bros.  &  Bancroft  recently  ten- 
dered a  recognition  of  their  respect  to  its 
founder  and  president,  Briceno  M.  Eastman. 
Mr.  Eastman  started  in  business  in  1865  with 
a  small  dry  goods  store  which  since  that  time 
has  developed  into  a  modern  department  store 
carrying  varied  stocks  of  merchandise  and 
doing  an  extensive  business.  The  occasion 
was  marked  by  the  celebration  of  Mr.  East- 
man's ninetieth  birthday. 


George  De  Neale,  Jr.,  credit  manager  of 
Lansburgh  &  Bro.,  Washington,  D.  C,  stopped 
to  see  us  recently.  He  says,  "I  hope  to  have 
Mr.  and  Mrs.  Harding  on  my  books  soon. 
Marion  reports  his  credit  standing  AAAl." 
Other  Washington  stores,  take  notice. 
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Study  of  Clientele  Best  Basis  on  Which 

to  Buy  Knitted  Garments 


While  Motor  Apparel  Leads  in  Sports  Wear  Because  of  Its  Variety, 
Special  Types  of  Garments  Are  Made  for  Devotees  of  Different 
Sports— These  Create  New  Business  for  the  Store  That  Carries 

Them  in  Stock 


How  recent  is  the  demand  for  sweaters 
and  knit  goods  for  sports  wear  in  your 
town?    You  have  one,  haven't  you — 
and  a  strengthening  one? 

In  considering  its  cause  and  the  probable 
future  demand  with  its  natural  consequence 
of  profits  one  is  reminded  of  the  old  story  of 
the  Indian  and  his  well-known  aversion  to 
manual  labor. 

The  Indian  stood  watching  a  number  of 
white  men  felling  huge  trees  for  their  set- 
tlement cabins.  Hearing  the  shouts  and 
laughter  of  the  men,  the  Indian,  thinking  it 
a  game,  joined  in  with  a  hearty  good-will  and 
made  a  regular  "hand"  at  the  work. 

At  the  noon  hour  one  of  the  workmen 
throwing  down  his  axe  exclaimed,  "That's  the 
hardest  work  I  ever  did.  I'm  hungry  as  a 
wolf."  Whereupon  the  Indian  threw  his  tools 
upon  the  ground  with,  "Me  no  work — me 
think  white  man  make  big  play,"  and  strode 
off  into  the  forest. 

In  the  sports  indulged  in  to-day  by  highly 
civilized  tribes  one  sees  this  Indian's  spirit 
toward  work  and  play  fully  demonstrated,  for 
most  sports  are  the  very  hardest  kind  of 
physical  labor. 

Knit  Apparel  Use  Revolutionized 
Not  so  many  years  ago  the  sweater  was 
an  emblem  of  toil,  strict  utility,  worn  almost 
altogether  by  men,  while  the  other  varieties 
of  knit  goods,  such  as  "fascinators,"  "nubias" 
(a  light,  fleecy  shawl  worn  over  the  head)  and 
"toboggans"  (a  long,  stocking-shaped  cap) 
were  worn  by  children.  Shawls  and  knitted 
foot-warmers  were  worn  only  by  old  women 
and  men.    But  times  have  changed. 


By  Mrs.  Bernice  Todd 

To-day  these  humble  accessories  to  com- 
fort are  offered  in  a  wide  variety,  all  more 
or  less  luxurious,  and  dignified  by  the  name 
of  "sports  wear"  for  the  approval  of  those 
hard-working  "upper  classes"  who  indulge  in 
sports,  or  pretend  to. 

This  kind  of  customer  is  a  considerable 
factor  in  merchandising,  as  every  one  recog- 
nizes, and  how  to  attract  her  trade  is  a  vital 
problem.  As  a  means  to  this  end  the  knit 
goods  department  offers  opportunities  per- 
haps not  yet  fully  realized. 

What  the  Sports  Wear  Prospect  Likes 

In  buying  knitted  sports  wear  for  such 
customers  it  is  well  to  make  a  little  study  of 
their  personal  habits  and  likes  and  dislikes. 

We  find  first  that  those  of  the  "upper 
crust"  are  almost  invariably  motorists.  They 
are  given  to  traveling  extensively  and  indulge 
in  modern  sports  freely  either  as  participants 
or  spectators. 

As  a  rule,  they  are  able  to  pay  for  their 
fancies  and  to  indulge  their  whims  for  par- 
ticular types  of  garments  for  any  use. 

Usually  they  have  a  well-developed  sense 
of  values  and  a  refined  taste,  preferring  gar- 
ments that  follow  the  figure  gracefully  and  in 
quiet  and  unobtrusive  colors,  rather  than  ex- 
aggerated styles  in  flamboyant  shades,  and 
they  are  exacting  as  to  material  and  work- 
manship. 

They  also  require  that  such  garments  be 
up  to  the  mode  of  the  minute  and  have  a 
snappiness  lent  by  some  individual  touch. 


In  the  presentation  of  knitted  sports  wear 
apparel  for  the  customer  we  have  in  mind, 
two  particular  classes  are  best  worth  con- 
sidering: the  motorist  and  the  beach  habitue. 
The  object,  then,  of  advertising  and  display 
directed  at  them  is  to  present  it  in  such  a 
way  that  it  makes  a  direct  appeal  through 
their  particular  hobby,  and  should  be  planned 
not  so  much  to  attract  attention  to  the  par- 
ticular garment  or  line,  as  to  the  purpose  or 
use  for  which  it  is  intended.  Advertising 
which  defines  the  relation  of  goods  to  their 
proper  use  almost  invariably  gets  results. 

Ads  and  Windows  Fixing  Specific  Interest 

Some  large  stores,  with  this  object  ^  in 
view  incorporate  short,  interesting  editorials 
in  their  advertising  of  travelers'  and  tourist 
supplies.  These  stories  relate  briefiy  of  in- 
teresting places  and  some  times  give  historical 
data.  Others  feature  special  windows,  such 
as  "By  Field  and  Stream,"  showing  a  fishing 
party  in  action;  "At  the  Seashore,"  with  a 
strip  of  beach  and  bathers  lying  along  the 
shore,  and  "Along  the  Trail,"  with  a  hiking 
party  preparing  the  evening  meal.  Cards 
having  pencil  sketches  of  bits  of  scenery 
should  be  shown  in  windows  to  call  attention 
to  certain  types  of  merchandise  and  its  uses. 
With  the  sketches  legends  such  as  the  follow- 
ing may  be  used:  "Suggestions  for  the 
Tourist."  "What  You  Will  Need  on  That 
Trip."  "Vacationists'  Supplies."  "These 
Sweaters  Are  Space  Savers,  They  Are  Warm 
and  Durable  and  Weigh  but  8  oz."  "Motor 
Comfort  Guaranteed.  Try  One  of  These  Rugs." 
"You  Will  Need  a  Wrap  on  That  Steamer 
Trip."    See  Our  New  Knitted  Capes  on  the 


This  window  display  signalised  the  opening  last  week  of  an  aggressive  eampaign  on  knitted  outergarments  by  Stern  Brothers. 
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The  CLASSICS  of 
Summer  Styles — ^Knitted  Capes 

All  the  elements  that  make  for  sure  and  profitable  re- 
tailing are  combined  in  these  Stylishly,  Wrappy,  Knitted 
Capes  —  Beauty  —  Practicability  —  Newness  —  Qual- 
ity —  Moderate  Cost. 

In    Short — LVALUE — outstanding,    instantly  evident 
VALUE. 

A  large  line  in  Brushed  and  combination  plain  and 
brushed  Worsted — Mohair — Camel's  Hair — 

Women's  Sizes  $12.50  to  $19.50 

Misses'  Sizes  $8.50  to  $15.50 

Children's    $3.25  to  $9.50 

There's  VOLUME  Business  for — you — in  these  ex- 
tremely Smart,  fast-selling  Capes. 
Get  your  order  off — to-day — Mail  or  wire. 

PROMPT  SHIPMENTS 


style  llOOS — Brushed  Pure  Mohair  Cap«,  with 
.yoke  and  surplice  shawl  collar,  which  may  be  worn 
ill  various  smart  effects.  Made  In  White,  Cham- 
pagne, Silver  Gray,  Jade, 
Navy  and  reacocli  


$15.50  Each 


Style  4006— The  "Kiddie"  Cape  of  pure  worsted 
in  permanent  actordion  pleats  and  trimmed  with 
brushed  collar.  Colors:  Pinlc  and  White,  Tur- 
quoise and  Huff,  Tomato  and  White,  Buff  and 
Brown.     8iz 'S  2-6. 


\'<».  4(»<»<; 


Style  550.S— Misses'  Cape  of  Brushed  Pure 
Worsted  in  striking  Jacquatd  effect,  girlish  and 
smart  and  made  in  beautiful  color  combinations. 
Navy  and  Buff,  Pearl  Gray  and  Tomato,  Buff  and 
Brown,  Tomato  and  Wliite,  Tur-  tfJQ  en  pj,_L 
quoise  and  White.    Sizes  10-16.  'Pif'OV 

Style  11003 — Extremely  popular  pure  worsted 
knitted  Cape  in  accordion  pleated  effect.  Guaran- 
teed permanent  pleats.  Brushed  PURE  MOHAII! 
COLLAR  and  Reveres.  Ties  at  neck  with  tasseled 
cnrrl.  Colors:  Black  with  White.  Gray  with 
White,  Rose  with  Gray,  BiilT  tfjl  O  Cfi  F-nK 
with  Brown,  Brown  with  Buff..  «}>1^««JW  i:.€»i.n 

Misses    Size — Style 


$8.50  Each 


36  West  32nd  St  1* 


City 
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Third  Floor."  "Do  You  Play  Golf  ?  You  Will 
Have  Comfort  If  You  Wear  Our  Wool  Stock- 
ings." 

These  card  features  are  individual  and 
suggest  the  use  of  the  merchandise. 

The  right  kind  of  advertising  is  a  vs^ord 
painting  in  vi^hich  the  reader  visualizes  with 
his  mind  capes,  gloves,  sweaters,  scarfs  or 
shawls,  just  as  he  sees  with  the  naked  eye 
landscapes  or  portraits  done  in  paints  and  oils. 

Point  to  Use — Not  Merchandise 

Make  your  advertising  appeal  to  the  eye 
and  the  mind.  A  sailing  vessel,  for  instance, 
featured  with  advertisements  of  special  mer- 
chandise suggests  both  the  goods  and  the  pur- 
pose for  which  they  are  intended.  A  motor 
boat  on  a  shaded  pool ;  a  stretch  of  paved  road, 
or  an  automobile,  with  a  caption  describing 
the  charm  of  that  particular  stretch  of  coun- 
try— these  leave  a  definite  picture  in  your 
prospective  customer's  mind.  Make  your  ads 
talk,  and  impress  on  the  reader  that  he  is  a 
special  person  with  special  needs. 

The  trend  of  the  public  mind  is  toward  the 
open,  and  future  activities  in  the  knit-apparel 
department  may  be  expected  as  a  natural  se- 
quence. 

Play-time  Things  a  Separate  Need 

Labor  Bolsheviks  may  favor  a  twenty-two 
hour  night  and  a  two-hour  working  day,  but 
the  great  American  public  divides  his  twenty- 
four  hours  into  three  parts :  Eight  hours  for 
work,  eight  for  sleep  and  eight  for  play.  The 
modern  retail  department  store  supplies  the 
necessary  equipment  for  the  sleeping  and 
working   periods,   but   there   are  instances 


Photo  by  Kadcl  &  Herbert. 

Middies  were  among  the  variety  of  blouses 
worn  at  the  opening  days  of  the  French  races. 
The  model  snapped  here  carries  an  air  of  in- 
dividuality in  the  unique  trimming  of  bias 
bands  and  braid. 


where  the  equipment  for  the  play  period  has 
been  neglected.  The  eight-hour  play  period 
is  important.  The  American  public  will  not 
wear  its  sleeping  attire  to  work,  nor  will  it 
wear  either  its  sleeping  or  working  attire  at 
play. 

If  you  have  not  thought  of  this,  Mr.  Mer- 
chant, and  supplied  his  wants  accordingly 
your  "upper-crust"  customer  whom  you  wish 
especially  to  attract  as  well  as  your  great 
American  public  is  going  to  your  competitor's 
store  for  his  play-time  needs.  And  while  he  is 
there  he  is  supplying  his  sleeping  and  work- 
ing needs  also,  you  may  be  sure. 


Middy  Blouses 
Of  Knitted  Goods 
Are  "Comers" 


"Short  box  jackets  and  middies  were  worn 
at  the  opening  of  the  racing  season."  This 
news  comes  direct  from  Paris,  and  with  it 
photos  corroborating  the  statement. 

With  the  race  track  as  the  center  of  fash- 
ion, and  with  the  eyes  of  fashion's  critics  fo- 
cused upon  the  styles  paraded  for  their  ap- 
proval there  is  little  chance  of  failing  to 
choose  the  winners,  for  they  are  soon  marked 
as  criterions  of  the  coming  modes  by  the 
number  of  photos,  sketches  and  copies  made 
of  them.  Therefore,  with  this  seal  of  smart- 
ness from  Paris  stamping  the  middy  as  the 
correct  thing  this  season  there  are  no  heights, 
to  which  it  may  not  rise,  for,  besides  the  whim 
of  fashion  which  has  favored  it,  this  type  of 
blouse  has  many  other  assets  all  of  which 
add  to  the  assurance  of  its  success. 

Made  of  All  Fabrics 

Among  the  most  important  features  of  the 
middy  this  year  are  the  varieties  of  fabrics 
used  and  the  excellency  of  workmanship  which 
is  now  embodied  in  their  making. 

This  class  of  garment  is  no  longer  con- 
fined to  the  plain  white  jean  type  used  for 
"gym"  work  or  school  uniforms;  it  is  now 
executed  in  fine  Irish  linens,  flannels,  serges 
and  knitted  wool  fabrics. 

It  is  this  last  material  which  is  newest  in 
the  field  and  which,  because  of  its  wonderful 
qualities  of  durability  and  comfort,  and  its 
beauty  in  coloring,  has  already  taken  its  place 
among  the  leading  fabrics  used  in  these 
blouses.  The  qualities  of  this  material  were 
described  in  the  ECONOMIST  two  weeks  ago. 

Some  New  Models 
Middies  this  season  embrace  the  regula- 
tion United  States  Navy  styles  with  snug  fit- 
ting hip  lines,  regulation  emblems,  blouse 
sleeves  with  closely  fitting  cuffs  and  rolling 
and  tailored  collars.  These  are  made  in  flan- 
nel and  knitted  fabrics,  while  the  more  unique 
and  original  Paris  models  show  a  tendency 
toward  braiding  and  embroidered  trimming 
and  are  designed  in  silk  as  well  as  in  woolen 
materials. 

Many  of  the  overblouses'  now  worn  with 
sports  clothes,  and  even  those  that  have  in- 
vaded the  dress  field,  lay  claim  to  the  middy 
as  their  source  of  inspiration. 


Weddings  are  a  matter  of  constant  inter- 
est. We've  all  had  'em  or  are  going  to. 
Why  not  set  aside  a  unique  display  of  appro- 
priate anniversary  reminders — even  a  ready- 
to-wear  shop  can  find  something  in  keeping. 
For  the  wooden  wedding  year,  for  instance, 
get  the  victim  a  couple  of  sets  of  coat,  suit 
and  dress  hangers.  She'll  hang  on  to  your 
memory  for  life. 
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Call  Grows  Stronger 


(Continued  from  page  61) 

"Week"  affair  but  a  selling  plan  for  a  whole 
season — and  then  other  seasons. 

Must  Also  Buy  Other  Garments 

One  more  point  to  consider  in  planning 
your  sports  campaign:  Every  time  you  sell 
a  sports  outfit  that  customer  is  still  a  pros- 
pect for  the  other  wearables  of  the  store. 
While  sports  garments  will  be  worn  for  many 
occasions  not  thought  of  in  past  seasons,  still 
no  such  outfit  is  good  for  all  affairs. 

A  regulation  dress  or  suit  may  be  worn 
almost  any  or  all  places  and  one  may  do  with- 


Drawn  by  an  Economist  artist. 

Here  we  have  a  middy  that  meets  the  de- 
mand for  something  different.  It  is  made  in 
the  regulation  U.  S.  navy  style  of  a  soft  knitted 
fabric  and  may  be  obtained  in  a  variety  of 
colorings.  Sketched  in  the  showrooms  of 
Crippen  &■  Reid. 

out  sports  garments.  But  when  one  buys 
sports  things  first  it  is  imperative  that  other 
garments  be  bought  later  for  use  at  times 
when  even  the  most  daring  woman  would  not 
have  suflScient  courage  to  wear  her  sports  togs. 

When  you  come  to  think  of  it,  no  great 
amount  of  foresightedness  is  necessary  in  pre- 
paring your  knit  outer-wear  departments  for 
the  coming  season.  The  demand  is  really 
here  now.  It's  merely  a  case  of  supplying  it 
in  an  attractive  way. 


Importance  of  Fit 


(Continued  from  page  57) 

to  find  a  different  color  call,"  he  said.  "The 
last  three  I  saw  gave  these  as  their  best 
colors:  'High  shades,  such  as  lemon,  jade 
green  and  henna — mostly  solid  colors'; 
'brown,  navy  and  black';  'pearl  gray,  rein- 
deer, tangerine  and  navy.'  That  gives  me  no 
hint  at  all." 

A  number  of  manufacturers  say  the 
tuxedo  and  tie-back  styles  are  their  best  sell- 
ers, and  of  materials  fiber  silk  and  pure  silk 
are  most  wanted.  The  latter,  however,  has  a 
limited  sale  except  at  fashionable  resorts  or 
very  smart  shops.  The  South  has  been  buy- 
ing pure  silks  best.  Business  done  with  East- 
ern stores  has  not  been  good  so  far.  The 
Middle  West,  however,  has  bought  in  con- 
siderable volume. 
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RANKUN 


HION'KII 

FABRICS  ^ 


No.  659    SILK  COAT 

A  novelty  dotted  effect  with  an  entire 
^  %\      different  treatment  in  collar  and  sash 


sold 
EVERY  where 


for 
every  WEAR 


0/?.  FRANKLIN  KNITTING  mis 

200  FIFTH  AVE. 

NEW  WRJC 

w     PRANKLIN  rt<f 


Fashion  says: 


SILK  KNIT  Sweaters— 
and  these  are  but  two  ex- 
amples of  the  best  that 
America  affords. 


by  FRANKLIN  KNITTING  MILLS 
of  NEW  YORK 


No.  704    SILK  COAT 

A  distinct  novelty  in  a  silk  coat  featur- 
ing a  special  box  plait  model  with  panel 
back  effect  of  tutone  colors  harmoni- 
ously blended. 
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Bathing  Suits  for 
Real  Swimmers 

Utility  and  Beauty  of  Design  Are 
Considered   Equally  Important 
Now  and  as  a  Consequence 
the  New  Models  Are  At- 
tracting Much 
Attention 

"The  real  swimmers  wear  knitted  bathing 
suits,"  seems  to  be  the  observation  of  those 
back  of  the  counters  on  which  are  displayed 
bathing  suits  and  accessories. 

Among  this  general  group  of  "real  swim- 
mers" are  the  natural  swimmers  who  have 
grown  up  by  the  seashore  or  lake,  girls  and 
women  who  have  learned  the  value  of  swim- 
ming as  a  healthful  exercise  in  the  college, 
Y.  W.  C.  A.  or  club  natatorium  and  the  Camp 
Fire  Girls  whose  physical  training  and  chief 
pleasure  centers  largely  about  this  sport. 

Health  and  Comfort  Selling  Points 

From  this  group  of  representative  cus- 
tomers the  clever  bathing  suit  saleswoman 
gets  her  cue  and  features  the  health  and  com- 
fort principles  of  her  knitted  bathing  suits. 
This  she  can  do  both  conscientiously  and 
profitably. 

She  suggests  to  her  customers  that  easiest 
swimming    necessitates    a    garment  that 


stretches  with  the  extreme  movements  of  the 
body.  Only  thus  does  one  derive  maximum 
pleasure  and  exercise  from  the  sport.  This 
the  knitted  fabric  provides  for.  It  also  con- 
stantly reshapes  itself,  thus  presenting  at  all 
times  a  neat  and  shapely  appearance.  This 
is  particularly  true  of  the  present  season's 
firmly  and  closely  knitted  fabrics  used  m  bath- 
ing suits.  These  have  another  advantage. 
They  do  not  allow  absorption  and  holding  of 
the  same  amount  of  water  as  the  more  loosely 
knitted  suit  or  softly  woven  suit.  They  re- 
main comparatively  light  even  while  in  the 
water. 

Makes  for  Easier  Swimming 

The  form-fitting  knit  suit,  moreover,  has 
no  extra  weight  or  attachments  to  discom- 
mode the  swimmer.  There  are  no  parts  that 
bind,  no  skirts  or  extra  material  to  interfere 
with  the  free  and  full  muscular  movements  ot 
the  body  in  the  water.  Another  point,  a  good 
swimmer  emphasizes  is  the  value  of  the  in- 
vigorating effect  of  the  action  of  the  water 
on  the  body,  which  is  most  noticeable  when 
she  wears  the  knitted  suit.    In  fact,  she  says 


Economist  Photos  (Fashion  Camera) 

The  godet  gores  of  this  pure  worsted  suit 
show  a  contrasting  color  beneath.  The  heavy 
braid  leading  to  the  top  of  the  gore_  is  of  stlH. 
From  the  Lehmann  Stern  Co.,  Peona,  111. 


Fitted  two-piece  worsted  jersey  bathing  suit 
with  detachable  skirt.  Made  up  in  turquoise, 
maroon,  Yale  blue,  red,  green,  copen,  purple, 
black  and  navy.  This  and  model  m  upper 
corner,  from  the  Ocean  Bathing  Suit  to. 

the  bathing  suit  should,  for  fullest  benefit, 
be  as  nearly  like  one's  own  skm  as  is  m 
keeping  with  modesty  and  health  principles. 
This  the  knitted  suit  most  nearly  approaches. 

Protects  Against  Changing  Temperature 
Knitted  of  fine  worsteds,  as  are  all  the 
best  up-to-date  suits,  the  knitted  bathing  suit 
fulfills  also  the  health  and  comfort  require- 
ment of  being  soft  and  warm.   It  protects  its 


.  Pure  silk  tivo-picce  bathing  suit  in  vanec 
color  combinations  with  black  over-dress  tap 
of  rubberized  silk  lined  with  rubber.  The  lozv 
bathing  shoes  have  kid  soles.  The  colors  of 
cap  and  shoes  harmonize  with  the  suit. 

wearer  against  the  extremes  of  temperature 
the  swimmer  meets  in  going  from  active  ex- 
ercise in  the  water  to  rest  on  the  beach.  With 
the  closing  up  of  the  interstices  of  the  knit 
fabric  as  it  resumes  its  shape,  the  garment 
both  keeps  the  cold  air  out  and  the  warmth 
of  the  body  in.  These  and  other  advantages 
of  the  knitted  bathing  suit  the  clever  sales- 
woman presents  with  strong  appeal  and  con- 
vincing application. 

Swimming  an  Ail-Year  Sport 

The  clever  saleswoman  realizes  that  she 
can  so  conscientiously  feature  the  health  ad- 
vantages of  these  garments.  She  realizes, 
too,  that  the  class  of  "real  swimmers"  grows 
larger  every  season  as  the  health  value  _  of 
swimming  becomes  better  known  and  as  swim- 
ming tends  to  become  not  only  a  summer  but 
a  year-'round  sport.  That  it  will  eventually 
become  such  is  evidenced  by  the  fact  that  com- 
munities all  over  the  country  each  year  are 
laying  plans  for  more  indoor  natatoriums 
along  with  other  general  facilities  for  whole- 
some exercise.  , 

The  American  woman  is  strong  lor 
health  and  style.  The  knitted  bathing  suit, 
meeting  both  requirements  to  the  highest  de- 
gree, grows  in  favor  with  each  passing  sea- 
son.   It  deserves  to. 


One  of  the  greatest  goods  resulting  from 
"the  smash"  is  the  hundreds  of  really  new 
styles  in  everything  brought  out  for  spring. 
These  innovations  will  have  a  strong  ten- 
dency to  bring  the  public  back  to  life. 
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Spring  Specials 

for 

Immediate  Delivery 


No.  142 

Straight  line,  light  weight 
pull-over  made  in  all  lead- 
ing shades — $24.00  per 
doz. 

Also  made  with  High 
Neck  to  be  worn  with 
Peter  Pan  Collar. 

No.   1 44 — $24.00 

Same  models  in  Heavier 
Knit — $30.00  per  doz. 

This  garment  is  made  in 
the  link  and  link  stitch. 


OUR  SPECIAL 

FIBRE  SILK  SASHES— CIRCULAR  KNIT— ALL 
COLORS 


72  mc 
Packed 


hes  long — 10  inches  wide  $^^^7  00 
1  doz.  assorted  to  the  box.  / 


per  doz. 


No.  126 

Tuxedo  Coat  with 
Brushed  Revers  and 
cuffs.  In  all  color  com- 
binations —  $36.00  per 
doz. 


Also  made  with  plain 
knitted  trimming. 

No.  127 — $33.00 per  doz. 

This  garment  is  made  in 
the  link  and  link  stitch. 


Royal  Knitting  Mills 

35  West  31st  Street 
New  York 
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Neckwear  Orders 
A  Full  Month 
Behind 

Buyers  Are  Scouring  the  Market  for 
Needed  Goods 

MANUFACTURERS  of  neckwear  are 
rushed  with  business.  In  this  field, 
as  in  many  others,  orders  were 
skimpy  and  delayed  until  many  neckwear  de- 
partment managers  recently  awakened  to  the 
realization  that  their  stock  was  too  limited 
to  take  full  advantage  of  the  current  cus- 
tomer demand.  Instead  of  being  able  to  find 
desirable  neckwear  styles  ready  to  ship,  to 
their  surprise  many  are  compelled  to  wait 
from  ten  days  to  a  month  for  the  delivery  of 
much-needed  assortments. 

Manufacturers  are  doing  their  utmost  to 
speed  up  production,  but  their  forces  are 
somewhat  disorganized  and  reliable  and  ex- 
perienced operatives  are  difficult  to  find. 

Success  Varies  with  Effort 

One  of  the  interesting  phases  of  the 
spring  neckwear  movement  is  the  extent  to 
which  the  demand  varies.  In  stores  where 
appropriations  have  permitted  the  depart- 
ment head  to  invest  in  a  sufficient  quantity 
of  new  neckwear  to  make  attractive  show- 
ings, business  is  humming.  On  the  other 
hand,  in  stores  where  extreme  conservatism 
in  buying  has  been  practised  and  very  few 
radical  novelties  are  displayed  interest  in 
spring  neckwear  is  still  in  its  infancy. 

Color  Vogue  Is  a  Stimulant 

In  some  respects  the  neckwear  situation 
parallels  the  situation  in  silk  underwear.  At 
the  beginning  of  the  season  buying  in  both 
markets  lagged  because  the  extra  buying  in- 
centive which  entirely  new  ideas  always  pro- 
vide was  lacking.  Then,  enterprising  manu- 
facturers stirred  action  by  launching  colors 
and  color  combinations  which  were  so  en- 
tirely new  that  even  the  most  staple  designs 
and  grades  were  transformed  when  presented 
in  these  unusual  shades. 

In  the  silk  underwear  field,  pastel  shades 
in  various  harmonious  combinations  scored 
:a  great  victory  on  their  own  merits  and  re- 
juvenated the  interest  in  staples.  In  wom- 
en's neckwear  these  softer  colors  as  well  as 
rich  shades  of  henna,  jade,  corn  color,  blue 
and  gray  won  such  a  similar  hearty  re- 
sponse that  manufacturers  are  now  severely 
taxed  to  make  deliveries. 

April  Outlook  Alluring 

There  is  no  reason  why  neckwear  novel- 
ties in  color  should  not  continue  their  suc- 
cessful run  during  April.  Cream  and  white 
neckwear  can  be  depended  upon  to  sell  mod- 
erately but  regularly;  but  it  lacks  the  display 
possibilities  needed  to  attract  and  hold  at- 
tention to  the  neckwear  department. 

By  seasoning  neckwear  assortments  with 
"gingery"  colored  styles  and  keeping  in  mmd 
the  three  main  channels  of  usage  for  neck- 
wear the  volume  of  April  business  can  be 
made  to  show  a  substantial  increase  over 
April  of  last  year.  There  are  comparatively 
few  women  who  do  not  have  in  their  ward- 
robes suits,  sweaters  and  dresses.  All  three 
types  of  attire  offer  possibilities  for  the  sell- 
ing of  some  kind  of  neck  garniture.  Each  in- 
dividual style  of  neckwear  should  be  analyzed 
to  see  if  it  canno'.  be  worn  appropriately  with 
one  or  more  of  these  three  types. 


Thus  far,  the  demand  has  been  chiefly 
for  gilet,  vestee  and  guimpe  effects,  but  the 
increasing  importance  of  the  one-piece  frock 
is  expected  to  accelerate  the  selling  of  sepa- 
rate collars. 

New  collar  ideas  are  being  shown,  par- 
ticularly the  so-called  "Bramley"  types, 
which  resemble  the  Buster  Brown  but  are 
open  in  back  as  well  as  in  front.  This  type 
of  collar  has  the  distinct  advantage  of  being 
readily  adjustable  to  the  square  or  to  the 
oval  neck-line. 

Many  other  types  of  narrow  collars  are 
being  shown  in  various  novelty  summer  mate- 
rials, such  as  organdy,  handkerchief  linen, 
crepe  de  Chine  and  lace. 

Frilled  Guimpes  for  Sweaters 

Among  the  newer  guimpes  shown  for 
wear  with  tailormade  suits  or  with  sweaters 
are  net  styles  having  double  frills  of  cream 
lace  attached  to  a  narrow  pointed  collar  and 
extending  down  the  front.  Such  neckwear  is 
the  very  essence  of  daintiness  and  is,  there- 
fore, ideally  suited  for  wear  with  the  sum- 
mer outfit. 

Equally  effective  and  promising  for  sum- 
mer are  the  organdy  and  handkerchief  linen 
guimpes  in  soft  alluring  colors,  piped  or 
bound  with  a  contrasting  shade. 


Herman  B,  Welsh,  for  the  past  eight  years 
connected  with  A.  Steinhardt  &  Bro.,  will  soon 
associate  himself  with  M.  Lewin  under  the 
firm  name  of  the  Lewin-Welsh  Co.,  successors 
to  the  Lewin-Schweig  Co.,  Inc.,  makers  of 
handbags  and  novelties,  139  Fifth  Avenue. 


Photo  from  Economist  Paris  Office 

Charlotte  introduced  large  rnched  collars 
and  bold  black  and  white  effects  tn  capes  this 
spring.  The  model  above  was  snapped  at  the 
races. 


Improved  Demand 
For  Embroideries 

Colored  Novelties  and  Robes  Are 
Endorsed  by  Fashion — Whites 
Are  Staple 

REVIVAL  of  embroideries  has  been 
hoped  for  ever  since  laces  began  to  re- 
turn to  favor,  and  it  seems  that  now 
the  faith  of  those  who  have  stuck  to  the 
line  through  all  the  lean  years  is  about  to 
be  rewarded — not  adequately,  perhaps;  but 
even  a  little  belated  attention  will  be  much 
appreciated. 

Among  the  spring  favorites  in  dress  ma- 
terials is  a  goodly  showing  of  allovers  and 
embroidery  flouncings.  In  dress  widths  and 
of  a  quality  not  seen  since  "before  the  war" 
these  are  beginning  to  catch  the  eye  of  fash- 
ionable designers  and  are  being  shown  in 
some  of  the  newest  creations  from  those 
houses  which  set  the  styles. 

Bright  Dyed  Embroideries 

No  doubt,  the  fact  that  these  embroider- 
ies are  being  dyed  the  newest  and  most  fas- 
cinating colors  may  account  for  some  of 
their  sudden  popularity — reds,  Indian, 
spark,  tomato,  the  oranges  and  yellows  to- 
gether with  cool  green  shades  and  the  fash- 
ionable browns  are  tempting  indeed  when 
seen  in  these  diaphonous  materials. 

Organdies,  batistes  and  the  fine  Swisses 
are  used  for  a  foundation  for  the  new  de- 
signs and  while  these  are  not  startlingly 
new  and  original,  some  very  clever  arrange- 
ments have  been  evolved  with  the  old  de- 
signs as  a  basis. 

Embroidered  Robes,  Cut  After  Dyeing 

Embroidered  robes  are  selling  very  well 
again  and  these  new  robes  have  one  very  sat- 
isfactory improvement  over  the  previous  va- 
riety. These  new  robes  are  all  cut  from  the 
material  after  it  has  been  dyed  so  they  are 
all  exactly  the  same  shade.  Previously  it 
was  a  case  of  taking  the  required  number  of 
yards  of  flouncing  and  matching  it  with  a 
few  yards  of  bands,  etc.,  with  the  result  that 
often  there  was  a  slight  difference  in  the 
shades.    This  cannot  happen  now. 

Fine  embroideries  for  infants'  wear  also 
are  among  the  good  sellers.  Little  sets  com- 
posed of  yoke,  edging  and  wide  flouncing,  all 
in  the  required  widths  for  baby  dresses,  are 
always  in  good  demand. 

Staple  laces  for  household  use  and  for 
underwear  continue  to  be  the  backbone  of  the 
business  and,  with  few  exceptions,  the  old 
designs  prevail. 

The  Herb  &  Myers  Co.  have  opened  their 
new  store  at  Sandusky,  Ohio.  Extensive  ad- 
ditions to  the  original  building  with  remodel- 
ing and  other  improvements  have  combined 
to  make  a  complete  up-to-date  establishment 
with  ample  room  for  the  extension  of  depart- 
ments. The  new  quarters  cover  about  three 
acres  of  land  in  the  center  of  Sandusky's  busi- 
ness district. 

It  is  evident  that  taffeta  dresses  have  been 
outdistanced  by  Canton  crepes  and  similar 
fabrics,  as  the  former  are  far  from  being  an 
ideal  hot  weathe»-  garment.  Manufacturers 
do  not  believe  the  taffeta  dress  has  gone  for 
the  year,  however,  predicting  its  revival  for 
early  fall.  Buyers  now  in  New  York  are  pay- 
ing more  attention  to  cotton  frocks  than  to 
silks,  anyway.  Orders  have  not  yet  been 
placed  in  any  considerable  volume,  but  sellers 
look  forward  to  a  good  season's  business. 
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IRELAND  GLOVES 


Style  No.  928 — Vallier.  16 
button.  Overseam.  Extra 
quality  suede.  Paris  Point 
Embroidery.  3  pearl 
clasps.  Colors:  Mode  and 
beaver.     Price  per  dozen. 


$69.00 


Style  No.  931 — (seated)  — 
Vallier.  12-button  over- 
seam.  Real  Kid.  Paris 
Point  Embroidery.  White 
only.     Price  per  dozen. 


$54.00 


Style  No.  6002 — 12-button 

Fabric  Mousquetaire  with 
extremely  fine  suede  6nish. 
Colors:  Mode,  white,  black, 
beaver  and  brown.  Price 
per  dozen, 


$11.00 


Ireland  Brothers  are  more  tLan  glove  makers. 
TLey  are  glove  mercliandisers.  Eacli  pair  of  Vallier 
Imported,  Domestic,  or  Merrillsuede  gloves  is  Luilt 
and  styled  to  fill  and  encourage  a  merctandise  need 
— m  quality  and  price. 

Prices  subject  to  change  without  notice 

IRELAND  BROTHERS 

JOHNSTOWN  NEW  YORK 

New  York  Salesroom :  50  Union  Square 
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Vogue  for  Laces 
Gets  New  Impetus 
At  Washington 

Mrs.  Harding  Wore  Lace  at  Her 
First  "Drawing  Room" 

DURING  the  past  year  a  revival  of  laces 
has  been  in  progress  but  not  until  the 
present  season  have  women  of  fashion 
show^n  an  inclination  to  accept  them  as  a 
real  part  of  their  vv^axdrobes.  Now  they  have 
arrived, 

just  now  gowns  seen  at  gatherings  of  the 
most  prominent  people  are  sure  to  include 
a  number  of  lace  frocks.  Particularly  fa- 
vored are  the  coarse  filets  and  embroidered 
nets  which  are  made  over  foundations  of 
soft  silks  in  the  attractive  new  colors.  These 
laces  often  are  dyed  either  to  match  or  to 
harmonize  with  the  silk  undergarment. 

Official  Washington  Wears  Laces 

At  the  first  "drawing  room"  of  our  new 
president  and  his  wife,  Mrs.  Harding  wore  a 
very  attractive  model  of  this  type.  Over  a 
foundation  of  her  favorite  color,  a  beautiful 
filet  lace  in  smoked  gray  was  effectively 
draped.  Among  the  others  present  on  this 
interesting  occasion,  wives  of  diplomats  and 
cabinet  members,  many  wearers  of  these 
smart  lace  gowns  were  noted. 

A  visit  to  the  Ritz  or  the  Plaza  for  tea 
emphasizes  in  the  mind  of  the  observer  the 
popularity  of  lace  for  afternoon  wear  in 
smartest  metropolitan  circles.  At  night 
scenes  in  boxes  of  the  leading  theaters,  on 
the  roofs  and  in  the  cafes  which  shine  bright- 
est after  11  o'clock  are  enough  to  convince 
any  one  that  for  evening  wear  lace  has  been 
definitely  accepted.  The  Chantillys  as  well 
as  the  embroidered  nets  and  d'Alencons 
prove  most  effective  for  this  wear.  Many  of 
these  laces  appear  in  cream  or  black;  but 
there  are  enough  bright  hues  to  make  dyed 
laces  an  important  factor  in  the  spring  busi- 
ness. 

New  York's  Sales  Increasing 

The  lace  departments  of  the  New  York 
stores  report  business  in  this  line  on  the  in- 
crease. Wide  fiouncings  of  the  types  al- 
ready mentioned  are  among  the  best  selling 
dress  laces;  but  the  narrower  merchandise, 
called  among  the  trade  "neckwear  laces,"  are 
particularly  good  at  this  time.  Vals,  filets 
and  venises  are  best  adapted  to  this  wear  and 
are  in  excellent  demand.  Ecrus  and  deep 
creams  seem  to  hold  the  lead  in  colors,  but 
some  pastel  shades  also  are  being  shown. 
The  advent  of  the  spring  suit  always  marks 
an  increase  in  the  business  done  in  neck- 
wear laces. 

Chinese  Laces  Drawing  Big  Response 

The  report  of  metropolitan  buyers  to  the 
effect  that  Chinese  filets,  vals  and  venises 
are  increasing  in  favor  seems  to  be  substan- 
tiated by  a  visit  to  these  departments.  Dis- 
plays of  this  merchandise  are  noticed  in  prac- 
tically all  stores.  Customers  are  demanding 
hand-made  merchandise,  but  the  majority 
will  not  pay  the  price  for  the  European 
product.  The  Chinese  laces  have  reached 
such  a  low  level  in  price  that  they  are  prac- 
tically absorbing  not  only  this  business  but 
also  that  formerly  done  on  machine-made 
laces  of  this  type. 

Staple  lines,  such  as  those  used  for  baby 
wear  and  household  articles,  continue  in 
very  steady  demand. 
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While  laces  have  had  a  struggle  to  re- 
gain the  ground  lost  over  years  of  fashion 
disfavor,  they  are  recovering  to  a  very  satis- 
tory  extent  this  lost  prestige,  and  generally 
speaking,  the  volume  of  business  being  done 
is  of  fair  proportion. 


Notes  of  the  Trade 


Representation  in  Chicago,  Kansas  City, 
Mo.,  and  Los  Angeles,  Cal.,  will  enlarge  the 
executive  committee  of  the  Gift  and  Art  Asso- 
ciation of  America.  Other  cities  will  be  added 
as  occasion  warrants.  Payment  of  dues  in 
quarterly  installments  by  active  members  and 
semi-annual  installments  by  associate  members 
is  now  permitted  in  order  to  make  dues  fall 
lightly  during  the  period  of  financial  strin- 
gency. Retail  members  will  pay  the  whole  sum 
of  their  dues  at  one  time.  The  association  re- 
ports increasing  interest  among  manufactur- 
ers and  sales  agents  all  over  the  country.  It  is 
developing  rapidly. 

The  Barnett-Pugh  Co.  of  Orville,  Ohio,  for- 
merly dealers  in  ready-to-wear  women's  and 
men's  clothing,  have  bought  the  dry  goods  store 
of  Des  Voignes  &  Mosley,  that  city.  The  new 
owners  will  incorporate  the  two  businesses  un- 
der the  firm  name  of  Barnett-Pugh  Co.,  and 
will  operate  a  modern  department  store. 

Miss  Portrous,  formerly  assistant  buyer  of 
sports  wear  for  the  Emporium,  San  Francisco, 
succeeds  Miss  Schumen,  resigned. 


Photo  from  Economist  Paris  Office, 

Embroidery  in  black  and  white  is  featured 
extensively  on  one-piece  dresses  by  the  French 
dressmakers  this  season.  The  model  above 
shou's  the  favored  straight  lines  in  slip-on 
dresses  with  long  sleeves  and  high  collar,  ac- 
,    cepted  characteristics  of  the  spring  mode. 
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Newest  Veils  Have 
Very  Light  Meshes 

Among  the  most  recent  developments  in 
the  unparalleled  vogue  for  colored,  chenille 
dotted  veilings  is  the  growing  preference  for 
white  or  for  very  light-colored  meshes.  Veil- 
ing manufacturers  and  importers  are  intro- 
ducing these  meshes  with  brilliantly  colored 
chenille  dots  as  an  appropriate  accessory  for 
early  summer  millinery. 

It  is  surprising  what  a  change  is  made  in 
the  appearance  of  a  veiling  by  the  substitu- 
tion of  a  white  for  a  dark  mesh.  Many  of  the 
best  patterns  give  such  a  distinct  impression 
cf  novelty  when  this  change  is  made  that  they 
should  put  additional  ginger  into  the  selling 
of  the  entire  family  of  colored  chenille  effects. 

Made  Veils  Coming  Along 

As  the  summer  season  approaches,  the 
made  veil  is  expected  to  strengthen.  Current 
interest  in  the  draped  novelties  now  varies 
decidedly  in  different  communities,  depend- 
ing largely  on  the  extent  to  which  unusual 
ideas  in  rich  colorings  have  been  featured. 

Much  ado  is  being  made  over  the  new  nine- 
inch  veilings  because  they  can  be  worn  with 
the  small  sailor,  the  turban  or  the  tricorne 
now  in  vogue,  as  well  as  with  the  wider 
brimmed  hats  promised  for  May  and  June. 


Novel  Style  Show 


Economist  Correspondence,  Spokane,  Wash. 

Introduction  of  the  dramatic  achieved  an 
entirely  new  effect  in  the  Crescent  Store's 
spring  style  show.  In  the  first  of  seven 
scenes  the  hero  and  heroine  meet,  a  fluffy  little 
Cupid  appearing  and  shooting  his  barbed  ar- 
rows. The  romance  theme  is  then  carried 
through  scenes  at  the  country  club,  the  beach, 
the  dinner  dance  and  so  on  up  to  culmination 
at  the  altar.  The  beach  scene  was  especially 
clever,  partaking  of  musical  comedy  atmos- 
phere. By  this  device  apparel  for  men,  women 
and  children  was  displayed  amid  attractive 
surroundings  with  enough  indirect  interest  to 
take  away  any  "strictly  business"  atmosphere. 

Because  Spokane  has,  of  course,  certain 
dress  problems  peculiar  to  that  city,  only  such 
things  were  shown  as  would  be  of  real  "use" 
interest  to  the  spectators.  All  were  from 
regular  stock.  Practically  all  the  garments 
displayed,  both  men's  and  women's,  were  sold 
a  few  days  after  the  show.  The  three  show- 
ings attracted  3600,  and  both  store  heads  and 
outsiders  stated  it  was  the  best  ever  put  on  at 
the  Crescent.  Girls  from  the  store  acted  as 
mannequins. 


The  Phillips-Jones  Corp.,  shirt  manufac- 
turers, formerly  of  1150  Broadway,  are  now 
temporarily  located  at  200  Fifth  Avenue. 
They  expect  to  occupy  their  new  building  at 
1225  Broadway  within  a  few  months. 

The  seventy-ninth  anniversary  of  C.  M. 
Guggenheimer,  Inc.,  Lynchburg,  Va.,  was  cele- 
brated by  a  banquet.  An  entertainment  and 
music  formed  part  of  the  program,  with  sev- 
eral addresses  made  by  leading  citizens  of 
Lynchburg.  C.  M.  Guggenheimer,  president, 
gave  an  interesting  talk  on  "Our  Store." 

The  Commonwealth  Silk  Company  at  333 
Fourth  Avenue  has  been  reorganized  with  the 
same  personnel,  and  moved  their  salesroom 
and  offices  to  303  Fifth  Avenue.  The  com- 
pany will  be  incorporated  with  the  following 
officers:  President,  Samuel  Goldburg;  vice- 
president  and  secretary,  Jules  Goldburg; 
treasurer,  S.  M.  Edelstein. 
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1802 


The  numbers 
illustrated  are 
but  represen- 
tative  of  the 
wide  range  of 
styles  for  men, 
w omen  and 
children  which 
White  smith 
offers 


1707 


I    4922— Women's  Cape 

B  Pique  sewn — Slip- 

s  on  style  with  tab 

W  fastening  and  con- 

H  trasting  heavy  silk 

M  crochet  hand  em- 

S  broidery. 


5^ 


j944 


iove6 


For  Men,  Women  and  Children 


1707— Children's 
Mocha 

Pique  sewn — one  • 
clasp, red  silk  lined 
— can  be  had  also 
in  Suede,  Flesher 
and  Cape.  Sizes 
7-0  to  7. 


1812 — Chadren's  Cape      1802— Children's  Cape  944 — Men's  Cape 


Made  gauge  self 

sewn — with  strap 
and  buckle  fasten- 
ings and  a  warm 
seamless  wool  lin- 
ing. 


Made  overseam  

self  sewn — Brown 
silk  lined  with  a 
piping  of  white 
around  hem  and 
slit. 


Made  gauge  with 
a  heavy  silk  hand- 
embroidered  back 
in  self.  The  but- 
ton and  button- 
hole fastening  are 
distinctive. 


A  Complete  Line  Offered  by  One  House 


WHITESMITH  GLOVES 

MANUFACTURERS 
GLOVERSVILLE  NEW  YORK 
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Little  Action  Came  With  Pricing 
Of  Fall  Underwear 

Jobbers  Not  Convinced  of  Need  for  Immediate  Buying — 
Retailers,  Buying  Lightly,  Should  Make  Sure  of  Regular 

Best  Sellers 


THE  opening  of  fall  underwear  lines  has 
amounted  to  little  insofar  as  receipt 
of  orders  from  jobbing  buyers  is  con- 
cerned. A  fair  number  of  the  latter  were  in 
New  York  when  prices  were  made;  but  they 
failed  to  express  any  tremendous  enthusiasm 
over  the  figures  quoted.  It  appears  quite 
likely  that  they  will  do  little  important  buy- 
ing for  a  month  or  two  at  least.  Some  buys 
have  been  made. 

Prices  made  for  fall  goods  are  fairly  close 
to  50  per  cent  above  pre-war  prices  and,  of 
course,  far  below  those  named  a  year  ago. 
When  discussion  of  fall  openings  was  heard 
some  months  ago  it  was  declared  that  a  two- 
to-one  basis  as  compared  with  pre-war  prices 
would  be  acceptable  to  jobbers.  They  have 
changed  their  tune  now,  and,  even  the  present 
figures  are  not  considered  especially  attrac- 
tive. Of  course,  the  cotton  market  has  de- 
clined far  since  the  former  level  was  men- 
tioned and  the  two-to-orie  basis  could  hardly 
be  maintained  in  consideration  of  current 
prices  for  the  staple. 

Price  Bait  Failing,  Makers  Will  Wait 
Prices  vary  according  to  mills  and  the 
different  qualities  they  produce.  Sixteen- 
pound  unionsuits,  for  instance,  are  quoted 
around  $10.50  by  several  mills  with  others  a 
dollar  on  either  side.  Manufacturers  who 
met  in  New  York  to  consider  setting  fall 
prices  did  so  with  the  intention  of  making 
them  as  low  as  production  costs  warrant. 
They  insist  that  lines  which  have  been  opened 
are  priced  as  low  as  is  consistent  xvith  good 


business.  That  is,  they  allow  at  least  an  even 
break.  They  say  no  lower  prices  can  be  made, 
and  if  business  is  not  forthcoming  on  this 
level  they  can  do  nothing  but  sit  back  and  wait 
for  something  to  turn  up.  Further  action  will 
be  up  to  jobbers. 

So  far  as  can  be  seen  now  a  50  per  cent 
advance  over  pre-war  prices  is  a  perfectly  jus- 
tified figure.  Despite  the  cheapness  of  cot- 
ton, nothing  else  entering  into  production 
costs  has  come  far  down.  It  is  unlikely  that 
a  much  lower  basis  can  be  reached  even  should 
cotton  drop  further — and  even  jobbers  who 
are  hesitant  about  prices  do  not  think  there 
is  to  be  a  downward  movement  of  moment. 
Some  of  the  best  informed  men  predict  a  much 
higher  cotton  price  by  summer  or  early  fall. 

Their  hesitancy,  then,  must  come  from  a 
belief  that  retailers  are  not  going  to  be  quick 
to  seek  fall  stocks,  and  in  this  they  are  right. 
Retail  buyers  are  too  interested  in  merchan- 
dising spring  goods  to  think  seriously  of  fall. 

Should  Constantly  Fill  Best  Selling  Lines 

Information  received  a  month  or  so  ago 
indicated  that  a  large  number  of  buyers  had 
covered  their  needs  only  through  April  or  to 
the  middle  of  that  month.  Some  ox  them  are 
even  now  seeking  goods  for  a  period  beyond 
that,  and  report  a  little  difficulty  in  getting 
lines  with  which  their  customers  are  famJliar. 
It  has  not  reached  serious  importance,  but  we 
cannot  help  trying  to  again  impress  on  them 
the  importance  of  assuring  themselves  of  ade- 
quate season's  stocks  on  these  \hies.  The 
kinds  of  underwear  most  wanted  are  those 
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with  established  reputations,  either  local  or 
national,  and  it  is  mills  making  these  goods 
which  have  received  the  biggest  lots  of  orders. 
There  has  developed  real  competition  for  goods 
of  certain  of  these  mills  while  others  have  not 
reached  anything  like  capacity. 

The  Ught-weight  season  should  be  a  good 
one  for  stores  properly  equipped  to  fill  their 
customers'  demands.  Light  stocks  will  en- 
able these  demands  to  be  met ;  but  bare  stocks 
will  not.  And  where  the  "light  stock"  policy 
is  being  pursued  it  is  necessary  to  keep  con- 
stant watch  of  sales  and  calls  in  order  to  pre- 
pare well  ahead  for  similar  business.  A  con- 
tinual stream  of  small  orders  will  fill  the  bill 
better  than  a  few  quite  large  ones,  as  stocks 
may  thus  be  kept  at  all  times  in  ready  shape 
and  fill-in  goods  be  kept  coming  as  supplies, 
run  down. 

New  Blue  Now  in  Cheaper  Lines 

Hosiery  buyers  are  definitely  committed 
to  a  small-order  policy  and  are  adhering 
strictly  to  it.  Nothing  has  occurred  in  the 
market  to  encourage  a  change  in  their  atti- 
tude. The  introduction  of  Harding  blue 
or  imitations  of  that  shade  into  the  hosiery 
field  has  caused  some  discussion,  not  all  of 
it  favorable  to  this  color. 

Several  retail  buyers  have  ventured  the 
firm  opinion  that  no  particular  splurge  can  be 
made  on  it.  They  point  out  that,  at  least  in 
their  localities,  there  is  developing  no  wide 
interest  in  "fashionable"  colors,  customers 
sticking  rather  closely  to  old  standbys.  Where 
anything  out  of  the  ordinary  attracts  atten- 
tion it  is  more  likely  to  be  a  novel  clock  or 
a  fancy  stitch  hose— and  few  of  these. 

More  important,  they  think,  is  the  fact 
that  the  new  blue  has  been  adopted  in  lines  of 
low  end  hosiery.  They  believe  that  whatever 
chance  the  color  might  have  had  in  fine  grades 
has  been  killed  by  this  move.  True,  silk  hose 
did  not  die  out  when  every  and  anybody  wore 
them;  but  silk  has  distinctive  characteristics 
and  advantages  which  do  not  attach  simply  to 
a  color. 


Forethought  Speeds 
Express  Delivery 

Express  service  is  being  handicapped  by 
the  piling  up  of  "on  hand"  matter.  This  con- 
sists of  packages  undeliverable  for  gne  reason 
or  another  and  which  the  carrier  must  hold 
pending  disposition.  At  a  time  when  retailers 
are  buying  in  small  quantities  and  frequently, 
which  adds  to  the  number  of  express  packages, 
it  is  important  that  the  service  be  kept  un- 
blocked by  such  accumulations. 

The  chief  causes  for  non-delivery  are  in- 
accurate or  illegible  address  and  refusal  to 
accept  shipments.  The  addressing  faults  more 
directly  concern  wholesalers  and  manufactur- 
ers; but  the  aggregate  of  retailers'  express 
shipments  is  not  to  be  ignored.  It  is  urged 
that  all  shippers  mark  full  addresses  plainly 
and  also  their  own  names  and  addresses. 

When  a  shipment  cannot  be  delivered  by 
the  express  driver  for  any  reason  the  goods 
must  be  held  by  the  company.  Postals  sent  to 
consignees  and  shippers  frequently  are  neg- 
lected, lengthening  the  time  such  goods  must 
be  held.  Both  parties  are  requested  by  the 
express  company  to  pay  prompt  attention  to 
these  communications  as  their  bit  in  straight- 
ening out  difficulties  and  improving  service. 


Among  the  new  numbers  in  the  fancy 
leather  goods  line  are  flexible-backed  brushes 
in  several  different  sizes.  A  good  selling  point 
for  these  is  their  adaptability  to  packing.  A 


new  line  of  limp  leather,  combination  card 
case  and  bill-fold  is  developed  in  brown,  green, 
purple,  sage,  rust  and  tan,  with  plain  and 
flexible  gold-trimmed  edge. 

The  Kissel  Motor  Co.  announces  the  intro- 
duction of  a  new  one-ton  speed  truck.  This 
model,  it  is  claimed,  is  built  and  equipped  to 
maintain  a  speed  of  35  miles  per  hour.  The  car 
has  a  worm  drive,  is  140  inches  wheelbase  and 
is  equipped  with  35  x  5  pneumatic  tires,  front 
and  rear. 

Fire  in  the  department  store  of  the  Leader 
Dry  Goods  Co.,  Mt.  Carmel,  Pa.,  recently 
caused  damage  in  excess  of  $100,000.  The 
store  is  owned  by  S.  Samuels  of  Binghamton, 
N.  Y.,  and  B.  Levis  of  New  York. 

H.  Marcus,  formerly  sales  manager  for 
the  Normandie  Shirt  Co.,  and  Tobias  Kaplan, 
formerly  of  Kaplan  &  Kaplan,  663  Broadway, 
recently  organized  the  Dexter  Shirt  Co.,  140 
Fifth  Avenue. 

Theodore  F.  Jansen,  who  for  five  years  was 
manager  of  Tepper  Bros.'  department  store 
in  New  Brunswick,  N.  J.,  until  last  October, 
when  the  store  was  purchased  by  M.  Nathan 
&  Bros.,  Inc.,  of  Johnstown,  Pa.,  has  tendered 
his  resignation  to  the  management  to  take 
effect  April  1.  Mr.  Jansen  will  assume  new 
duties  in  the  Kaufman  Store,  Trenton,  N.  J., 
where  he  has  been  making  his  home  for  some 
time. 

Gillion,  Naidorf  &  Wolff  have  changed  thsir 
quarters  from  32  West  Twentieth  Street  to  5 
West  Thirty-first  Street. 


Retail  Adman  Opens 
Advertising  School 

Economist   Correspondence,   Portland,  Ore. 

B  B.  Gray,  head  of  the  advertising  de- 
partment of  H.  Li^bes  &  Co.,  is  in  charge  of  a 
new  school  of  advertising  here.  Evening 
classes  will  provide  practical  training  in  writ- 
ing and  construction  of  ads  for  a  period  of 
four  months.  Besides  preparation  of  copy, 
advertising  system  and  management  will  be 
taught.  This  includes  study  of  markets  and 
local  conditions,  appropriations,  supervision  of 
merchandise  to  be  advertised,  study  of  ac- 
counts cuts,  filing,  mailing  lists,  office  equip- 
ment and  illustration.  Mr.  Gray  is  particu- 
larly fitted  to  head  such  a  school  because  of 
his  work  in  both  the  retail  and  agency  fields. 

Richard  See,  formerly  connected  with  Gim- 
bel  Bros.,  Milwaukee,  Wis.,  has  joined  the 
Meier  &  Frank  organization  here  as  head  of 
the  millinery  department. 


Do  you  realize  that  each  of  your  fire  in- 
surance policies  represents  an  important  con- 
tract into  which  you— as  well  as  the  com- 
panies—have entered?  Have  you  ever  at- 
tempted to  fully  familiarize  yourself  with 
your  parts  of  the  agreement? 

Waldes  &  Co.,  Inc.,  315  Fifth  Avenue,  man- 
ufacturers of  snap  fasteners,  have  bought  the 
assets  of  the  Federal  Snap  Fastener  Corp.,  and 
will  in  future  handle  the  fasteners  made  by 
that  concern. 
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LAWRENCE 


INCE  underwear  has  been  produced  com- 
mercially, knit  underwear  has  led  all  the 
rest — and  for  reasons. 


For  sixty  years  of  that  time,  Lawrence  knit  underwear 
has  led  all  the  rest — and  for  reasons,  too. 

Knit  underwear  is  absorbent,  porous,  self- ventilating ; 
and  for  these  reasons  is  most  healthful. 

Lawrence  underwear  is  made  of  good,  long  staple 
cotton;  cut  by  hand;  sewn  carefully  and  conscien- 
tiously; the  details  executed  by  processes  our  years 
of  experience  dictate. 

And  so  for  these  reasons,  Lawrence  flat-knit  under- 
wear leads  all  the  rest. 


As  the  Wholesaler's  Salesman 
will  prove,  if  you  ask  him  to 


The  Lawrence  Manufacturing  Co. 

For  over  Sixty  Years  makers  of  the  Finest  Quality  Light  and  Medium  Weight  Bal- 
briggan  Shirts,  Drawers  and  Union  Suits  for  Men  and  Boys.  Also  Makers  of 
Lawrence  Women's  Flat  Knit  Union  Suits,  Vests  and  Bloomers,  and  (^M^  Fibre  Hose. 

LOWELL,  MASS. 

E.  M.  TOWNSEND  &  CO.,  Selling  Agents 

345  Broadway  New  York  City 

BOSTON  PHILADELPHIA  CHICAGO 
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Odd  Effects  Lead 
In  Jewelry  Demand 
For  Spring 

Brilliant     Colors    Enliven  Rings, 
Necklaces,  Chains  and 
Other  Pieces 

ORIGINAL  variations  and  eccentricities 
are  the  rule  in  jewelry  just  now.  In 
considering  the  creations  of  leading 
jewelry  manufacturers,  one  lingers  impressed 
by  a  multiplicity  of  interest.  Here  we  have  no 
one  design,  no  single  color,  no  one  particular 
article  to  be  the  fad  of  the  moment  but  a 
wide  range  of  ideas  and  results.  One  does  not 
stop  to  reason  why  this  is  so — ^it  may  be  the 
weather,  the  war  or  the  woman.  Or  it  may 
be  her  reaction  to  the  straight-line  silhouette. 
At  any  rate,  rings,  necklaces,  chains,  ear- 
rings— all  present  themselves  charmingly  in 
every  style,  color  and  shape. 

Colors  in  Charming  Variety 

Colors  play  a  bewitching  part.  The  new 
Harding  blue  has,  quicksilver  like,  separated 
itself  into  many  changing  blues,  from  indigo 
on  up  the  scale  to  a  lovely  and  mysterious 
cloud  blue.  Coolidge  red  is  very  strong,  as 
are  too,  corals,  various  shades  of  pink  and 
rose,  jade  green  and  lavender.  Black  also  is 
widely  shown  in  bright  and  dull  ffnish,  mak- 
ing a  sharp  contrast. 

Colors  in  glass  bead  necklaces  were  never 
more  brilliant  and  appealing  and  form  many 
interesting  and  unusual  combinations.  One 
manufacturer  has  brought  out  an  assortment 
of  neck  chains  which  vary  in  length  and  color 
and  show  influences  from  Italy,  France,  Rus- 
sia and  the  Orient.  Largely  of  imported  de- 
sign, the  necklaces  are  American  made  and  are 
noticeable  for  their  good  workmanship. 

Jingly,  Vampirish  Bracelets  Allure 

Bracelets  are  very  much  in  evidence  and 
worn  in  groups  of  two,  three,  or  up  to  any 
number,  proclaim  by  a  constant  jingle  that 
this  is  a  jewelry  year.  Vampirish  effects  hold 
and  are  seen  in  the  new  shot  bracelets  de- 
veloped in  many  styles  and  variations.  Snake- 
like bracelets  are  found  in  two,  three  or  four 
coils,  and  there  are  more  simple  and  chaste 
ornaments  for  the  arms  in  plain  gold  and 
silver  narrow  bands,  often  decorated  ex- 
quisitely in  dainty  colors  and  delicate  pat- 
terns. 

Onyx  and  Silver  Dinner  Rings 

Many  fascinating  rings,  daring  in  concep- 
tion, strike  the  eye.  Perhaps  here,  more  than 
in  any  other  one  article,  the  foreign  influence 
is  evident.  Dinner  rings  of  black  onyx,_  set 
in  silver  filigree  and  appearing  in  unique 
shapes,  are  very  new.  These,  with  cameos  in 
unusual  colors  and  distinctive  birth  stone 
rings  are  but  a  few  of  the  novelties. 

For  the  hair  there  are  numerous  styles  of 
combs,  the  casque  ever  increasing  in  favor. 
This  may  be  due  to  the  fact  that  a  new  ten- 
dency is  felt  in  the  style  of  hair-dressing. 
The  "Spinelly"  coiffure,  or  some  version  of  it, 
noticeable  in  Paris  styles,  is  being  largely 
adopted.  With  this  strained  back-from-the- 
forehead  effect,  hair  ornaments  are  almost  es- 
sential. There  are  also  many  varied  styles  of 
head-dress  for  evening  wear. 

Barbaric  Shaped  and  Colored  Earrings 

With  the  showing  of  feminine  ears  comes 
a  demand  for  the  unusual  in  earrings.  Seeing 


the  elaborate  designs,  one  wonders  how  they 
can  be  worn;  but  coming  into  the  air  sud- 
denly ears  must  get  warmth  somehow,  and 
an  earring  may  be  as  good  a  means  as  any. 
At  any  rate,  they  come  in  striking  new  effects 
resembling  those  of  Cleopatra's  time  and  in 
every  barbaric  shape  and  color. 

No  jewelry  showing  is  complete  without  its 
supply  of  ornaments  for  the  new  spring,  sum- 
mer and  fall  hat.  They  come  in  various 
lengths  from  the  regular  hatpin  with  dangling 
ends  to  shorter,  scintillating  pins  which  serve 
only  as  adornment. 

Lingerie  Pin  With  Convenient  Hinge 

A  new  lingerie  pin  is  a  feature  of  one 
manufacturer's  line,  and  shows  the  advantage 
of  the  pin  instead  of  a  regular  clasp.  An- 
other model  has  a  distinctive  hinge  which 
holds  the  clasp  open  until  the  lingerie  ribbons 
are  properly  adjusted. 

Cigarette  cases  for  women  are  in  very 
great  demand,  largely  on  the  Pacific  Coast,  the 
Middle  West,  and  in  New  York,  of  course. 
These  come  in  plain  silver  and  gold  or  gold 
and  silver  stripes,  and  are  remarkably  dainty 
in  design.  There  is  also  said  to  be  a  call  for 
the  lorgnette.  A  lovely  one  in  sterling  silver 
retails  for  $5. 

Decorative  Girdles  Offset  Dress  Simplicity 

Girdles  form  a  large  item  in  the  new  styles, 
and  are  bound  to  find  favor  because  of  the 
simplicity  of  present  costumes.  They  come  in 
many  materials  and  styles,  of  wooden,  metal 
and  glass  beads  woven,  or  strung  on  cords, 
chains  or  ribbons.  The  back  necklace  also 
holds  a  strong  place. 

Reports  from  leading  style  centers  pro- 
claim a  jewelry  year.  One  cannot  go  far 
wrong  in  following  the  modern  trend  for 
graceful  novelty. 


Above:  The  bag  is  really  a  channing  parasol 
which  may  be  carried  conveniently  on  the  arm. 
A  mission  handle,  with  bakelite  top,  folds  in 
when  closed  and  the  leather  handles  disappear 
ZL'hen  open.    From  Polan,  Kat::  &  Co. 

Antique  gold  finish  used  with  coral,  cherry, 
jade  and  blue  distinguish  the  earrings  front 
A.  Steiuhardt  &  Bro.  They  arc  priced  to  retail 

at  $1.  ,        •  , 

The  pearl  necklace,  a  beautiful  number  zmth 
brilliant  drop  in  platinum  setting  is  priced  to 
retail  at  $12.    From  the  Har-Ner  Co. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  Economist. 


Washington  Retailers' 
Convention  Plans 

Busy  Program  for  Meeting  at  Tacoma 
April  4  and  5 

Economist  Correspondence,  Tacoma,  Wash. 

Important  business  subjects  of  general  in- 
terest to  merchants  of  the  State  will  be  dis- 
cussed at  the  second  annual  meeting  of  the 
Washington  State  Ketailers'  Association,  to  be 
held  at  Tacoma,  Monday  and  Tuesday,  April 
4  and  5. 

A  busy  program  has  been  outlined  for  the 
session.  Convention  speakers,  in  addition  to 
President  George  E.  Phillips,  will  include 
Frank  Cardwell  of  Pomeroy,  a  vice-president 
of  the  State  association,  who  will  talk  on 
"Merchants  and  the  1921  Legislature;"  J.  W. 
Spangler,  president  of  the  Seattle  National 
Bank,  whose  topic  will  be  "Merchants  and 
Financial  Problems,"  and  Dr.  W.  J.  Hindley, 
director  of  the  bureau  of  education  of  the 
State  association,  who  will  discuss  "Sidelights 
on  the  Washington  Merchant." 

The  associational  round-table  discussion 
will  be  participated  in  by  Edward  A.  McLean 
of  the  Oregon  Merchants'  Association,  George 
S.  Hougham  of  the  British  Columbia  Retail 
Merchants'  Association,  and  T.  Johnson  Stew- 
art of  the  Washington  State  Grocers'  and 
Merchants'  Association. 

H.  W.  Cordell  of  the  department  of  busi- 
ness economics  of  the  Washington  State  Col- 
lege will  conduct  an  institute  session  on  busi- 
ness methods. 
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"See  that  hump" 

each  month— in 

Ladies'  Home  Journal 
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DRESS  COTTONS 


DRESS  GOODS 


LININGS 
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niOlSTIRED  TRADE  MARK 

Claflins  Incorporated 

NEW  YORK 


"The  Best  in  the  World" 

Richard  Haworth  and  Company,  Limited 
MiUs  on  Manchester  Ship  Canal 
The    Show   Mills   of  Lancashire 


"HOOSIER" 

The    best    3e-inch  brown 

domestic    In  America 
Bw  if  6{/        hale.;  sell  it 
iy  the  bolt 

Sold  by  all  wholesalers 
IndianaCotton  Mills 

Cannelton,  In(! 


NEW  YORK 

Successors 
to 


BRADFORD 

W.  W.  Rycrof  t  &  Co. 

Stavert  Zigomala  &  Co. 

68  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 
Imported  Mohairs,    Sicilians,  Wool  and 
Cotton  Dress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


"ViyellQ  Flannel 

lella?\mn^\ 


The  Gilbert  Manafac- 
taring  Company's 
Linings  converted  and 
distributed  solely  by  us. 


Complete  range  of  everything  carried 
in  a  Lining  Department. 
CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President.  New  York 


ScloyiVC  FUonel 
Wm.Hollins  &  Celtic.  „  J.  j'L—^^ 


For  Bargains  in  Cotton  Goods 

Remnants  and  Short  Lengths 

WRITE  OR  SEE 

GLOBE  COTTON  GOODS  CO. 

128  So.  Market  St.,  CHICAGO 
SEND  FOR  PRICE  LIST  AND  SAMPLES 
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Wright  »  Graham  Co., 
no.  Franklin  St.,  New  York. 
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The  Home  of 
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S.  H.  Howe,  Selling  Agent 

48  Leonard  Street.  New  York 
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ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  While  Merchandise" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 

44-46  E.  E5th  St.,      New  York 


SILKS 


SILKS 


WOOLENS 


PEEK- B -BOO 

CREPE  AND  VOILE 

Jiose  Elovf  Ra.olium  Cambskin  Crepe 
filounfain  Creek  Sahn  Flir/-a/-ion  Taf/ef-a. 
Go//  Crepe  ..fgm^      Chick  F'ufF 

^eaWave  j^^^T^x  Sf-arbri^hh 


SHOWN  AT  OUR 
SALESROOM  OR 
BY  APPOINTMENT 


FRANCK4MARX 
345  FOURTH  AVE 
NEV/  YORK 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  for 

Sporting  Suits 
Patiems  and  Prices  on  Application. 

S.  A.  NEWALL  &  SONS 

(D.  G.  E.) 
Slornoway,  SCOUAND. 

State  Shade  Desired. 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 


Adams  and  Wells  Sts. 


Chicago 


BLANKETS 


RESIDENT  BUYERS 


SELLING  AGENTS 


Thomas  Kcfly  &  Co.'s  Successor 
James  M.  Morrison 


78  le  84  CHAUNCV  STRtET. 

m 


lEAL  SERVICE  s/^ 
EADY  TO  WEAR 
BUYING 

TTtthouk  a  cent  of  added  cost  toi/m 
Womens  Misses,  and  Childi-ens 
READY  TO  WEAR 

mo  Broadway  New  York 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agents 
86  to  88  Worth  Street 


Pat.  Office 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Cutting-Up  Trade 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  A.B.C.  5th  Edition  &  Bentley's 


LINENS 


MADEIRA 

Hand  Embroidered  Linens  '"^^k^T 

with  th«  Progress  Brand  tabel  s«  *'^HS^  ferf,.,. 
».  guarantee  o(  quality,  tine  wutk-  '^^^ 
cnanihip  and  altraetive  designs. 

Handkerchiefs,  Napkins,  Luncheon  Sets  and 
Covers,  and  a  large  variety  of  Novelties. 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK   Cor.  22nd  St. 


DERRYVALE 

BIf  it's  "Derryvale" 
it's  "Irish  Linen 
DERRYVALE  LINEN  COMPANY 
23  East  1.1.'^  Street, N.Y. 


^^.IRISH  LINEN  SOCIETY 


BELFAST  IRELAND 


A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  OF  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  street.  NEW  YORK 


DRESS  LINENS' 


"Old  Bleach"  Linen  Cp  Ij? 

'^^r&     PURE  IRISH  LINEN 
LINEN  DAMASKS 


13-25East  New  Yorlt. 

C  —       P  JR  LAMQNT    MANAGER  <!  . — ■ — "■"  «> 


WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

45  East  20th  St.   N.  Y.  City 


WHOLESALE  DRY  GOODS 


MARK 


CLAFLINS  Incorporated 

H.  P.  Bonties,  President.  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


Write  for  our  latest 

Special  Catalogs 
E  1920 

To  Dealers  only. 

Wholesale  Dry  Goods  and  General  Merchandise 


DYERS  &  FINISHERS 

rii.wiLiiEMi 

i  Gilbert  Ave.,  Cincinnati,  O.  | 
I  Dyers  of  Hosiery  and  Piece  Goods  | 

i  We  will  Dye  6  pairs  of  Hosiery  free  to  prove  | 
i  quality  of  work.  Dry  Cleaning  of  soiled  Stock  1 
I  Goods  a  Specialty.  This  is  a  money  saving  | 
=  service.  i 

hmimimm  "  '  miiimiiiiii  nnm.liuiiiiliili»5 
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Washington  News 

(Continued  from   pags  16) 

time  of  purchase  and  time  of  exportation  of 
the  merchandise.  The  bill  prohibited  rebates 
and  concessions  which  would  effect  a  reduc- 
tion or  diminution  of  the  purchase  or  selling- 
price. 

New  Attitude  Favors  Trade  Associations 

As  evidence  of  the  trend  toward  Govern- 
-  ment  co-operation  with  merchants  and  manu- 
facturers, Secretary  of  Commerce  Hoover 
has  announced  the  creation  of  an  advisory 
board  selected  from  business,  industry,  agri- 
culture and  labor.  Coincident  with  this 
movement,  recommendations  of  the  War  In- 
dustries Board  for  perpetuation  of  trade  as- 
sociations under  Government  supervision 
were  submitted  in  its  final  report.  It  is  fur- 
ther suggested  that  the  Government's  atti- 
tude toward  such  groupings  should  be  radi- 
cally changed. 

Proposals  to  extend  Federal  supervision 
to  the  coal  and  packing  industries  having 
failed,  questions  quite  naturally  arise  as  to 
powers  of  a  Federal  body  charged  with  the 
supervision  of  trade  associations.  Business 
men  will  want  a  clear  line  drawn  to  distin- 
guish between  the  paternal  and  protective 
functions  of  the  Government.  In  the  sum- 
mary of  the  report  the  contention  is  made 
that  "Great  public  benefits  in  the  way  of 
prices  and  abundance  of  goods,  resulting 
from  economies  of  production  and  distribu- 
tion, are  capable  of  being  effected  through 


the  mutual  co-operation  of  members  of  indus- 
trial groups,  and  the  present  Governmental 
policy  of  enforced  isolation  and  costly  com- 
petition is  not  conducive  to  the  general  wel- 
fare." This  statement  would  indicate  that 
the  board  favors  repeal  of  the  Sherman  Anti- 
trust or  the  Clayton  act,  and  substitution  of 
Federal  supervision  over  the  activities  of 
trade  organizations.  W.  L.  D. 

These  Articles  Must 
Stay  Sold 

Economist  Correspondence,  Indianapolis,  Ind. 

Health  authorities  in  this  city  have  de- 
termined to  enforce  strictly  the  regulations 
concerning  exchange  of  certain  kinds  of  mer- 
chandise in  retail  stores.  These  regulations 
were  put  in  effect  some  time  ago,  but  have 
never  been  lived  up  to.  Under  the  provisions 
of  an  order  recently  issued  as  to  its  enforce- 
ment merchants  will  not  be  allowed,  under 
any  circumstances,  to  exchange  bedding  of  any 
kind;  toys,  dolls  and  baby  carriages;  hosiery 
and  underwear  of  any  description;  night- 
gowns, pajamas  and  corsets;  women's  neck- 
wear and  veilings. 

The  health  officers  state  that  spread  of 
some  of  the  most  virulent  epidemics  that  have 
swept  Indianapolis  during  the  past  year  was 
traced  to  exchanges  made  in  dry  goods  and 
department  stores.  In  future,  customers  not 
sure  of  sizes  will  have  to  take  their  old  gar- 
ments along  to  compare  measurements.  Mer- 
chants for  the  most  part  welcome  the  order. 


Dollar  Day 

(Continued  from  page  15) 

by  using  the  dollar  down  installment  plan — and 
only  a  small  reduction  or  none  in  price. 

Every  item  in  the  store  would  not  be  eli- 
gible as  a  Dollar  Day  item.  Only  those  on 
which  worth-while  reductions  could  be  made 
would  be  included. 

Where  goods  are  too  heavy  or  bulky  to  be 
carried  home  by  customers  and  there  is  no 
regular  delivery  to  outlying  places  vehicles 
would  be  hired  co-operatively  and  would  visit 
each  store  on  Thursday  to  pick  up  goods  for 
delivery  to  their  purchasers.  This  feature  as 
wen  as  the  rest  room  would  be  given  publicity 
through  the  co-operative  advertising. 

Such  a  day  might  not  be  an  ideal  Dollar 
Day — but  it  would  be  a  mighty  good  one,  if  the 
censors  of  values  and  advertising  did  their 
part. 

This  censorship  has  been  successful  in 
some  cities  and  has  failed  in  others.  The 
principal  objection  seems  to  come  fr®m  mer- 
chants who  are  inclined  to  "put  something 
over."  Reputable  retailers  usually  welcome  it 
if  the  committee  selected  is  composed  of  ex- 
perienced men  and  good  judges  of  merchan- 
dise. They  recognize  that  if  Dollar  Day  is  to 
be  successful  when  it  is  repeated  the  public 
must  have  nothing  off-color  at  which  to  point 
a  finger — and  they  know  that  Dollar  Day  as  a 
friend-maker  and  trade  magnet  is  worth  keep- 
ing clean.  The  other  kind  of  merchant 
shouldn't  be  let  in  on  the  day,  so  his  objections 
count  for  nothing. 


WASH  CLOTHS  &  TOWELS  WASH  CLOTHS  &  TOWELS 


WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS         WASH  CLOTHS 

HOHLFELD  MANUFACTURING  (D 

PHILADELPHIA 

New   York   Salesroom   61    White  St. 


TOWEL  PAT  OFF 

A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Sample   on  Request, 

John  R.  Lankenau  Co.,  Boston-ll,  Mass 


ART  NEEDLEWORK 


FANCY  LINENS 

EMBROIDERY  MATERIALS 
"Peri-Lu»ta"  Wji"^  "Crystal" 

Mercerized  •  3l  Artificial 

COTTONS  silk 

Complete  Requirements  tat 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


RICHZIRDSOM'S 

P.ySF  MERCERIZED 
SILKS  COTTOMS 
ir^m-mm  SEWIMG 
nUlC  EMBROIDERIMG 
CROCHETIMG 
Richardson's  lOc  Crochet  Books 
RICHARDSOM  SILK  COMPAMV 
Chicago     Manufacturers     liew  Vork 


'RAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  GoHOES^lyTy. 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
„,   .  -  Scrub,  Paint,  Dust  and  Pol- 

ishingCloths.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pot  Cleaners.GIass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
731^  FRANKLIN  ST..     NEW  YORK  CITY 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 
Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


NECKWEAR 


^0  S  22nd  Street  He^^york 


ALL  THAT  THE    NAME  IMPLILS  I 

POLLOCK  t>  LOWEISBJlUMf 

40  WEST  201K  STRJTT-NLV  YORK 


GLOVES 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENEB  TEAB-OUT  COMPLAINTS 
ON  LEATHER  &^   FABRIC  GLOVES 

BUTTON  STAY  CO..  61oversvilIe,N.Y 


LOVES 

English,  French,  American 

WhoUsaU  Department: 
2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO.,  ■"•'■^f'^"'"' 


LACES  &  EMBROIDERIES 


Max  Mandel 

LACES,  INC. 
IMPORTERS  OF 

L  A  C  E  8 

DROOKDALE  TEXTILE  CO. 

COTTON  DEPT. 

19 ~  a?  WEST  71  «J  ST.. KEW  YQIUfC 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  inc. 


32-46  W.  23rd  Street 


New  York  City 


GLOVES 


S.M.HOHL  M-70-4"-^AVE.  NEW  YORK., 


Telephones]  H^^l^ramercy 

(_  DooO  J 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Nortlnvest   corner   21st  St. 


A.  M.TQLSGN  &  CO.  "^pf^J^^^^!* 
Velcot  Fabric  Gloves 
Capes  &  Chamois 

Distributors  for 
CHARLES  PERRIN  &  CIE.,  Grenoble,  France 
Founded  in  1905 
PREVOT  (P  &  L  Gloves).  Millau,  France 
A.  X.  A.  Gloves  Si.  Junien,  France 


BRAIDS  &  TRIMMINGS 


328  Fourth  Ave.,  N.  V. 

SUPERBA  FINDING 

BRAIDS,  CORDS,  DRESS  TRIMMirWS 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Featherbone  Co. 

Throe  Oaks,  Mich, 
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Cotton  Goods 

(Continued   from   page  16) 

reiterated  that  there  could  not  possibly  be  a 
scarcity  of  goods,  because  production,  except 
for  a  period  in  the  spring  of  1919,  had  been 
running  full  blast  for  a  year,  and  because  the 
continued  rise  of  prices  was  bound  to  retrict 
consumer  demand.  These  statements  were  at- 
tacked and  ridiculed  by  some  of  the  Econo- 
mist's most  substantial  advertisers;  but  they 
proved  to  be  true. 

Now,  we  have  passed  through  nearly  a 
year  of  one  of  the  worst  slumps  in  production 
this  country  has  seen.  During  the  last  six 
months  of  1920  practically  all  the  mills  of  the 
country  were  either  shut  down  entirely  or 
working  on  short  time.  Even  during  the  com- 
parative activity  of  the  last  few  months  pro- 
duction has  been  far  below  normal.  (We  are 
referring  particularly  to  textiles.) 

In  the  meantime  the  purchasing  power  of 
the  consumer  has  been  severely  curtailed 
through  the  tremendous  depreciation  in  the 
value  of  farm  products  and  through  the  wide- 
spread unemployment  in  industrial  centres. 
It  is  not  likely  to  be  much  further  curtailed. 
On  the  contrary,  it  is  likely  to  be  enhanced 
through  the  decline  in  prices  and  through  the 
gradual  resumption  of  industrial  activity. 

Overproduction  Not  Possible  Now 

Under  such  circumstances  there  is  no  pos- 
sibility of  a  sudden  slump  in  values  or  an 
ovei-production  of  goods.  As  long  as  normal 
production  is  not  maintained  by  a  normal  vol- 


ume of  advance  buying  there  is  almost  bound 
to  be  a  scarcity  of  goods  when  seasonal  de- 
mand for  such  goods  is  at  its  height.  And 
the  fact  that  prices  are  declining  does  not 
help  the  buyer  much  in  mid-season  when  he 
needs  goods  for  immediate  selling. 

There  are  various  degrees  of  scarcity,  of 
course.  There  is  the  sort  of  scarcity  which 
buyers  feared  during  1919  and  the  beginning 
of  1920  when  they  bought  ,as  far  ahead  as 
they  could,  and  more  than  they  needed,  in  the 
belief  that  they  could  not  get  full  delivery  of 
their  orders.  Such  a  scarcity  is  not  going  to 
develop,  and  buying  done  on  the  theory  that 
it  might  would  only  boom  the  market  in  a 
temporary  and  disastrous  fashion — as  it  did 
a  year  ago.  But  no  buyer  is  insane  enough  to 
buy  that  way  now. 

Delayed  Buying  Means  Congested  Mills 
There  is,  however,  the  sort  of  scarcity  that 
is  bound  to  result  from  trying  to  crowd  a 
whole  season's  production  into  a  couple  of 
months — the  sort  of  scarcity  that  has  oc- 
curred on  many  wanted  lines  of  textiles  this 
spring  and  which  is  sure  to  keep  recurring 
so  long  as  distributors  maintain  their  policy 
of  buying  only  for  immediate  needs. 

Apart  from  the  doubtful  wisdom  of  this 
policy  from  the  standpoint  of  the  buyer's  own 
profit,  it  is  extremely  disturbing  to  the  sta- 
bility of  the  markets  and  is  a  stumbling  block 
in  the  way  of  a  steady,  progressive  readjust- 
ment of  economic  conditions.  It  means  con- 
tinued business  uncertainty  and  continued  in- 
terruption of  production  and  employment. 
A  conservative  policy  of  advance  buying 


on  the  part  of  distributors  would  probably  do 
more  than  anything  else  to  restore  something 
like  stability  to  business.  It  would  safeguard 
the  buyer  himself  against  fluctuations  in  the 
market;  it  would  make  such  fluctuations  less 
likely,  and  it  would  furnish  a  safe  basis  for  at 
least  enough  productive  activity  to  maintain 
steady  employment  and  a  reasonably  steady 
demand  for  raw  materials.  It  would  be  un- 
wise, of  course,  on  a  declining  market  for  a 
buyer  to  operate  heavily  in  advance.  But  it 
would  be  wise  and  extremely  useful  if  he 
would  provide  in  advance  for  at  least  a  fair 
share  of  his  seasonal  needs. 


Canadian  Stores  Busy 

Economist  Correspondence,  Ottawa,  Ont.,  Canada 

Pre-Easter  business  in  apparel  of  all  kinds 
has  been  splendid.  Lower  price  levels  and  re- 
markably early  Spring  weather  have  kept  re- 
tail business  active  all  over  the  Dominion. 
Many  stores  found  their  stocks  inadequate 
and  deluged  wholesalers  with  repeat  orders 
which  in  many  cases  could  not  be  filled  when 
wanted.  People  are  more  willing  to  buy  than 
for  some  time  past.  Shoes,  knit  goods  and 
kindred  lines  are  finding  ready  sale.  Collec- 
tions continue  to  show  moderate  improvement. 

All  divisions  of  business  will  get  together 
in  convention  Mar.  30  to  31  at  Toronto,  to  de- 
vise the  best  possible  method  of  securing  rev- 
enue for  the  Government  with  the  least  fric- 
tion and  injury  to  business.  Delegates  from 
retail,  wholesale  and  manufacturing  bodies 
will  be  present  to  discuss  the  problem  from 
every  angle. 


DRESSES 


DRESSES 


DRESSES 


CHILDREN'S  WEAR 


'a  BMDEB  DSESS  MUNSQUAUTY' 

515  Washin'jton  St. 
Boston*  Mass. 
41 2  Francis  St. 
St.  Joseph,  Mo. 
154  Sutter  St..  San  Francisco,  Cal. 


DRESSES 
$6.75  to  $25.00 

Broder  &  Co. 

48-54  W.25th  St.,  N.V  C. 
701  MeJinah  Bldg. 
Chicago,  III. 
Jeff  ei  son  Hotel 
St.  Louis,  Mo. 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on 
Si!k,  Taffeta,  Georgette 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The   Little   Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone.   Chelsea  1113 


Good  Values 
Exelnsive  Styles 
Trieotines 
Sergres 
Jerseys 
Satins 
Georqrette 
Taffetas 
$1.5.00  to 

.f(40.0O 
Send  for 
samples. 

Prompt  „ 
deliT^erles     i-^R  ^ 


DRESSES 
THE 


29th 


. :  Watklns 
7350-7351 
St.     New  York 


Summer  Dresses— Dotted  Swiss  Orgainias. 
Imported  and  Domestic  Uinghanio,  and  Pure  Lriitns. 
Prices,  $2.7.1—516.30. 

Taffeta,    Mignonette,   Crepe  and  Cliarmeuse.  Prices. 

^PRflMPT      ''^'■""^"^   S""''  ^^■'''^ 
SHIPMENT    W'rJte  for  sampU  assortment 

Um  DRESS  CO.,  36  W.  32nd  St.,  New  York 


Made  by 

MITCHELL  BROS 
367  W.  Adams  St. 

CHICAGO 


CO. 


Adams  Street, 
at  the  Bridge 


WHEN  IN  DOUBT- 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


ONEWAL 


f  «>AOE-MARH 


WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  rtopular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldg.,  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  90S. 


COATS   &  SUITS 


now 
showing 


A.  L.  COHEN  1 

"The  Merit,"  New  York's  big 
Coat  and  Suit  I  i  ne  and 
30  other  BEST  EASTERN  LINES 
Waists  -  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  Blvd.  and  Wells  St. 
CHICAGO 


W  A 

I    S    T  S 

Originator  and  Designer  of 

"N  WAISTS  AND 

L|  jBLOUSES 

[Via  /          of  distinction 

^  Adolph R.Haas 

^      214  So.  Franklin  St. 

^  Chicago 

WAISTS 


PLAYSUITS 


THE 

Cotton      HIRSCH-  Silk 
Waists       STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


KPyERAU^ 

f^eq.       Pot-  ott 

Patented  January  8th  1918 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jaclcson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addres* 
and  line. 


S  X  O    U  X  s 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their  ' 
specific  purpose. 
122-124-126  W.  26th  St.  New  York 


IDEAS 

Cuts — Ads — Circulars 
Show-cards —  Letters 
Window  Tri ms  — Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  foe  detailsl 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


YOUR  HELP  SITUATION  to  day 

Can  be  solved  by  the  aid  of  iht 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 
New 
York 
City 


"ISe  Economy  Garawrf^ 
"America's  Play  Garment" 

is  as  well  made  as  the 
^  famou;  Outerall  one-piece 
wnik  garment,  \5i0rted 
styles.  Samples  on  request, 

Michigan  Motor  Garment 
Co.,  Greenville,  MicI' 

nss"'""""  


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buye*  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 
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California  License 
Threatens  to  Bar 
Trading  Stamps 


Trading  stamp  companies,  and  stores  using 
trading  stamps  in  California,  will  be  out  of 
luck  if  the  Legislature  of  that  State  passes  a 
bill  introduced  to  force  the  licensing  of  such 
companies  and  stores.  The  license  fee  pro- 
vided for  is  $6,000  a  year,  to  be  paid  by  each 
concern  or  person  furnishing  the  stamps  for 
other  firms  or  persons  to  use  and  also  by  the 
users. 

A  license  would  have  to  be  secured  for  each 
and  every  store  or  place  of  business  provid- 
ing such  stamps.  A  chain  store  system  with 
twenty  units  using  them,  for  instance,  would 
have  to  pay  $120,000  a  year  for  the  necessary 
licenses. 

Made  Practically  Prohibitive 

This  practically  prohibits  the  use  of  trad- 
ing stamps,  as  companies  selling  them  to  re- 
tailers must  have  premium  stores  in  different 
parts  of  the  State — each  one  licensed,  and  few 
retailers  can  afford  to  pay  the  license  fee. 

It  is  provided  that  the  license  provision 
shall  hold  good  only  when  the  stamps  are  re- 
deemable in  goods  given  free  of  charge  or  at 
less  than  the  retail  market  price.  As  the  ob- 
taining of  free  goods  is  the  reason  for  cus- 
tomers' securing  such  stamps  this  hits  at 


practically  all  kinds  of  premium  plans.  Strictly 
interpreted,  it  probably  prevents  use  of 
schemes  whereby  cards,  coupons  or  similar 
devices  are  given  by  a  store  entitling  custom- 
ers to  a  discount  on  certain  goods,  when  such 
cards  or  coupons  are  given  with  other  pur- 
chases. Penalty  for  violation  of  the  proposed 
law  is  a  fine  of  $20  to  $500,  ten  days  to  six 
months  in  jail,  or  both. 

Another  bill  with  less  reason  for  its  ex- 
istence— or  no  reason  at  all — is  a  cost-marking 
bill  providing  that  every  article  sold  or  offered 
for  sale  by  manufacturer,  wholesaler  or  re- 
tailer must  bear  a  card  showing  the  actual 
cost  price  to  the  seller.  Drayage,  freight  or 
other  similar  charge  or  discounts  allowed  on 
bills  before  maturity  cannot  be  taken  into  con- 
sideration. In  a  partnership,  each  partner,  or, 
in  a  corporation,  each  director,  will  be  liable 
to  the  penalty  provided  for  violation  of  this 
provision,  and  each  article  sold  or  offered  for 
sale  will  constitute  a  separate  offense.  Penalty 
for  violation  is  a  fine  not  exceeding  $5,000  or 
imprisonment  for  not  more  than  a  year,  or 
both. 

Similar  bills  have  been  defeated  in  Wash- 
ington and  in  Texas.  Legislators  were  easily 
persuaded  of  their  viciousness.  California 
merchants  are  working  toward  a  similar  end- 
ing to  this  bill  with  good  prospects  of  success. 


Among  some  of  the  satin  coat  novelties 
which  are  in  good  demand  is  a  good  value  in 
a  quilted  coat  at  $23.50,  a  satin  knee-length 
cape  with  a  brushed  wool  tuxedo  collar  reach- 
ing to  the  bottom,  at  $27.50,  and  a  quilted  coat 
with  tuxedo  front,  at  $22.50. 


Cleveland  Workers 
Seek  Instruction 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building 

It  is  a  hopeful  sign  of  labor's  progress 
toward  realization  of  the  true  relation  of  out- 
put to  wages  that  in  this  city  organized  la- 
bor in  the  garment  industry  has  requested  in- 
struction in  scientific  production  and  in  tech- 
nical methods  of  ascertaining  what  consti- 
tutes a  fair  day's  work  for  a  fair  day's  pay. 

Evening  lessons  in  measuring  efficiency  of 
workers  by  time  studies  are  being  given  at 
the  headquarters  of  the  International  Ladies' 
Garment  Workers'  Union.  The  course  has 
been  made  a  part  of  the  educational  program 
of  the  union.  Heretofore  garment  unions 
have  contended  that  scientific  production  ex- 
ploits the  worker.  Now  it  has  been  accepted 
as  the  most  probable  solution  to  the  wage 
problem  and  as  a  part  of  the  evolution  of  or- 
ganized labor. 

Due  to  the  successful  working  of  the 
"Cleveland  Plan"  by  which  wages  are  fixed  by 
representatives  of  the  public  after  hearing 
both  sides,  none  of  the  strike  talk  usually  cur- 
rent at  this  season  is  heard. 


The  spring  vogue  includes  many  knitted 
novelties.  A  pleated  knitted  wool  cape  in 
bright  colors,  knee  length,  is  obtainable  for 
immediate  delivery  at  $13.50.  A  store  cater- 
ing to  a  clientele  seeking  novelties  for  the 
mountain  or  seashore  might  use  some  of  these 
to  advantage.   They  drape  very  prettily. 


U  R 


158-160W  ZgthSt 
N-EWYORK 


ECKSTlENiKASS 

-MANCHURIAN  WOLVC5. 


MUSLIN  UNDERWEAR 


WOMEN  APPRECIATE 


THE 
GARMENT 
WILL  PLEASE 
IF  THIS  U\BEL 
IS  ON  IT 


MERCHANTS 
PRAISE 


ROBERT  VIETGELM 


352  FourihAve  Tel .  Mad.  Sq.  80731k  - 
NEW  YORK 


SILK  UNDERWEAR 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Designed  by 

Bessie  Damsey 

201  East  16th  St.  New  York 


SHOES 


BATHING  SHOES 


IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 


BROOKS  SHOE  MFG.«CO. 

PHILADELPHIA,  PA. 


Gottlieb  Bros 

'"J      MANUFACTURING  FURRIERS 

Popular  FUR  House 
^      OF  America 

22-24  WEST  27?  ST..  NEW  YORK. 

CHICAGO  OFFICE-  223  JACKSON  BOULEVARD 

W.  F  OROEfiEMUELLER 
SAN  FRANCISCO  OFFICE-   135  KEARNY  ST. 
I,  KANAK_, 


ACKMAN'S 

FURS 

"America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 

CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


MARKS 
FURS 

Made  la 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  Is  free 


INTRODUCING 

— axir  plans,  ideas,  cuts,  etc.»  in  your 
advertisinj;  means  sure  resulU^bigger 
business,  [>etter  prohts.  An  eiclutiTe 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quettU 


THE  ECONOMY  SERVICE 
231  W.  39th  Street  New  York  City 


RIBBONS 


s^K  RIBBONS 

&-^SILKS 

We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN,  INC. 

lO  East  16 tK  Street, New- York 


SKIRTS 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


CORSETS 


GncciAN-lbcco 
Maternit:y  and 
Post-Operation  Corset 

GntciAN-Hjcco  Fabric  Modern  Hj^icnic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SAMPLE 

Benjamin  CJoHnes, Newark. N.jJ 


LABELS 


[WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 


FOR  ALL  WEARING  APPAREL 

I/EOJV  FREEMAN 

404  S.WELLS  STREET  CHICAGO 


MILLINERY 


D.  B.FISK&CO. 

CHICAGO 


■^MILLINERY 
MERCHANDI  S  E 

Open  Ihruoul  the  year 

NEW  YORK 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
Afe. 


411  Fifth  Avenue     Cleveland,  Hotel  Cleveland 


APRONS 


Ladies  COMFORT  ShoQS 

Sofi-Flexible  Leather 


LOW  tZ.S'i  Pajr 

Otner  Styles  on  Request 
Made  m  CD  E  ^  f.  -vidths 

Sold  in  3fa  Pair  Lets  ■ 

FOB  Factory 


HIGH  J3  J5  Kiir 


THE  HELD  CORPORATION 

*l  UNION  SQ.UARE     NEW  YORK 


IT    BENDS    SO  EASY' 

No.  142— Glazed  Kid  Vamp,  Dull 
Kid    top.    7    inch   Flexible  Welt. 
Sof.shu.     Tip,    Wz    inch  common 
sense  heel,   20  last. 
B-iVi   10  9;  C-4  to  9;  D, 

E-aVz  to  9  $5.75 

Add  30  cents  for  sizes  8%  and  9. 


HOLTERS  COMPANY- 


RICE  &HUTCHIN5%v  Men's 
Fine 
Shoes 


Rockland 
Quality 


CHICAGO 


W-  SumnerSmith 

BATHING  SHOETS  \ 


'STOCK    -  WRITE - 
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Michigan  Retailers 

(Continued  from  page  20) 

selling  patterns  of  two  companies  or  even  more 
is  beneficial  in  large  stores,  but  does  not  rec- 
ommend it  in  smaller  stores.  So  interested 
were  his  listeners  that  many  of  them  wanted 
further  discussion,  and  they  were  accommo- 
dated at  a  special  luncheon  talk. 

The  need  of  merchants  expanding  their 
vision  relative  to  international  banking  prob- 
lems was  stressed  by  Edmund  D.  Fisher,  a 
prominent  banker.  Mr.  Fisher  spoke  es- 
pecially of  the  new  markets  and  new  custom- 
ers created  by  the  war  and  their  loss  subse- 
quent to  the  armistice.  He  urged  the  im- 
portance of  foreign  investments  and  of  mer- 
chants subscribing  to  stock  of  the  Foreign 
Trade  Finance  Corp.,  even  if  in  small  amounts. 

He  characterized  the  matter  of  merchants' 
bank  accommodations  as  a  merchandising 
problem,  depending  on  good  business  state- 
ments. "You  can  get  credit,"  he  said.  "Keep 
your  resources  as  liquid  as  possible,  brace  up 
your  efficiency  and  plan  your  business  from  a 
btoad  vieviT)oint." 

Effective  Check  on  Shoplifting 

How  newspaper  publicity  aids  in  minimiz- 
ing shop-lifting  was  told  by  W.  de  S.  Tren- 
holm  of  the  Stores  Mutual  Protective  Asso- 
ciation, New  York.  Good  results  have  been 
obtained,  he  said,  by  getting  papers  to  re- 
port cases  of  more  than  ordinary  importance. 
His  association  works  in  conjunction  with 
police  officials,  the  district  attorney  and  the 


judges  in  courts  where  shoplifters  are  tried. 
"The  merchandise  recovered  from  one  shop- 
lifter," said  Mr.  Trenholm,  "was  sufficient  to 
pay  the  annual  expense  of  the  organization." 

Preserve  "Price  Freedom,"  Says  Straus 

"Price  freedom,"  rather  than  price  main- 
tenance, was  the  subject  of  Percy  S.  Straus  of 
R.  H.  Macy  &  Co.,  Inc.,  New  York.  Tracing 
the  origin  of  price  maintenance  from  drug 
and  book  retailers  in  competition  with  general 
stores,  twenty-five  years  ago,  Mr.  Straus  took 
up  points  of  the  Stephens-Ashurst  bill,  which 
he  urged  should  be  opposed. 

"Under  such  a  law,"  he  said,  "when  they 
have  built  up  an  insistent  demand,  manufac- 
turers could  force  retailers  to  sell  their  goods 
without  profit  by  raising  the  wholesale  price 
without  increasing  the  retail  price."  He  called 
attention  to  the  bill's  provision  that  a  re- 
tailer, before  cutting  the  price  on  a  slow 
seller,  must  notify  the  manufacturer  thirty 
days  prior  to  such  sale  and  offer  him  the 
goods  at  cost. 

He  told  how  cash-and-carry  stores  would 
be  prevented  from  giving  customers  the  ben- 
efit of  savings  from  elimination  of  service,  and 
declared  some  prices  would  be  increased,  as 
retailers  close  to  the  source  of  supply  would 
have  to  charge  the  same  as  those  with  high 
freight  bills  to  pay.  In  conclusion,  Mr.  Straus 
made  the  statement,  "Building  a  business  on 
nationally  advertised  goods  is  building  on  a 
quicksand,"  and  cited  instances  to  support  it. 

J.  B.  Mills,  sales  manager  of  the  J.  L.  Hud- 
son Co.,  Detroit,  spoke  on  the  desirability  of 
advertising  through  media  other  than  news- 


papers. He  advised  that  such  advertising  be 
confined  to  good,  wanted  merchandise.  He  ad- 
mitted that  often  a  store  must  advertise  to 
get  specific  results — for  sales,  etc. — but  spoke 
strongly  in  favor  of  institutional  advertising 
and  prestige  building.  He  also  advised  con- 
tinuous, persistent  advertising,  especially  of 
an  unusual  type  that  attracts  attention. 

Traces  Educational  Developments 

Developments  in  store  educational  work 
were  told  by  Mrs.  Lucinda  Prince.  "Recog- 
nition that  store  work  is  professional,"  she 
said,  "will  make  a  great  difference  in  the 
standing  of  the  retail  store  as  a  place  of  oc- 
cupation." Mrs.  Prince  favors  the  sponsor 
system  as  advantageous  to  both  new  employees 
and  to  sponsors  themselves. 

Hal  Geer  told  how  St.  Paul  makes  parcel- 
post  deliveries — which  was  outlined  at  length 
in  the  Dry  Goods  Economist  of  Sept.  4,  1920. 
Why  every  merchant  should  be  interested  in 
the  affairs  of  the  national  association  was  told 
in  eloquent  language  by  Lew  Hahn,  managing 
director  of  the  National  Retail  Dry  Goods  As- 
sociation. 

Hugh  Satterlee,  an  authority  on  taxation 
problems,  advocated  elimination  of  the  excess 
profits  and  capital  stock  taxes  as  well  as  occu- 
pational taxes,  leaving  inheritance  taxes  to 
the  States,  and  dependence  of  the  national 
Government  on  income  and  sales  taxes.  Such 
reforms  would  mean  that  two  billion  dollars 
would  have  to  be  raised  elsewhere,  and'  de- 
scribing the  four  proposed  forms  of  sales  tax 
he  showed  that  he  favored  the  turnover  tax, 
or  a  tax  on  all  sales. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


UNDERWEAR 


<5 — ^aC^"'"^ 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


SWEATERS 

BATHING  Slipons — Tuxedos— Silk  Sweaters 

SUITS—  36.00  doz.  and  up 

NOVELTIES      IMMEDIATE  DELIVERY 

Write  for  10  Best  Sellers  on  Approval 

HYGRADE  KNITTING  CO.,  inc 

1  East  28th  Street      ::     New  York 


ANGORA 
MOTOR 
SCARFS  and  SHAWLS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  Bldg.,  1270  B'way 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26  West  23rd  St.,  New  York  City 

Chicago  Rep.,  R.  GOSLING,  209  Medinah  Bldg. 


MEN'S  WEAR 


(Double  Your  Work  ShirtwSaies) 


LADIES  FULL  FASHIONED 


SILK. 
HOSIERY 


J.R.Beaton  CoJ  nc 


329  Fourth  Ave. 


New"Ybrk 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladies'SilkLisle,$3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 
HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


Mllkr 


SOCKS  FOR  WEAR 

Trom    Mill  "  Retailer 

9^ie  SAMPLES  wPmCES 
S. S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


GOTHAM  SILK  HOSIERY  CO.,  Inc. 

WW  SOIUIHE  UmiSS  STAHPtO  OH TOt     Manufacturer*  of 

SILK 
HOSIERY 

516  Fifth  Avenue,  New  York 
Mills  at  New  York  &  Phila. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITI 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 
S.  MENKIN,  Inc. 

149  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 


▼  an 


.The  Trad* 


The  original 

and  only  man-   /t>^\V.^J.^>x  "ark 

the  genuine  . .  .   .•„„».(:„.  W 

Racine  Feet.  The  Trade  Mark  with  a  reputatioofSPUtatlon  B 

A    RACINE  FEET  KNITTING  CO.  # 

■  BELOIT,  WISCONSIN  .  ■ 

^  ^    -    .    .  . 


THE  BEST 
^  CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia.  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway     New  York 

i«Ai>iK..i.i«i«i,>-«r..,>ora>o»  ''So  Seams  to  Injure 
"Made  in  U.  S.  A."  the  Feet." 


cmis 


TRADE  MARK. 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

MSIDCKNITTINSMILLP 

RCADINe  PA. 


MUSIC  PUBLISHERS 


200%  Profit 

That  should  appeal  to  yon 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


Deterioration  comes  and  quality  goes,  but  the 

Alliance  Mills 

Ribbed  Union  Suits 

and  Separate  Garments 

for  Women  and  Children  remain  unchangeable 
Most  leading  jobbers  can  supply  you 

ALLIANCE  KNITTING  MILLS 

Whitesboro,  N.  Y. 


^  big  COMFORT  Advantage 
.  -the  Patented  "Caa't-Slip" 
1  shoulder  strap — tnakesCniofy- 
I  Cut  an  UNMATCHED  profit- 
maker.  Ifationally  advertised. 
Ask  your  Jobber  for  samples. 

Boyce,  Wheeler  A  Boyoe 
339  Bivadnsy         Now  York 


-^Ot^^nTlVQ  Union  Suits  lor 

^<AiSr?^Co^«?  Men  and  Boys 

MADEWELL  Made  of  finest  long 

^flAt^^.  staple  yams. 

''Wn-OH.  H^^  Mill  to  Merchant 

Taunton  Knitting  Co. 

Taunton,  Mass. 


'Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N,  Y. 


BOOKS 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


(.i,OSH)  SI.F.LVh  WORK  SHIRTS 

•umi.li-  ".liirr  \ikl  -i»suhr»  Selil  IVelni'i 

M.  MOORE  SHIRT  FACTORIES 

CAN T()N.  OHIO  MASSnXON.  OHIO^ 
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Cotton  Goods  Prices 

(Continued  from  page  17) 


American  Cambric  Dark  16 

Norwood  Light  18% 

Norwood  Dark  20 

Manchester  Light  181/2 

Manchester  Dark  20 

Ginghams 

Belle  Haven  Staple  10 1/2 

Gordon  Staple  11 V2 

Amoskeag   — 

Lancaster  — 

Norwood   1414 

Greylocks  13  y2 

Volunteer   12 

Special   ISVz 

Utility   15 

Red  Rose  of  Lancaster  15 

Bates   18 1/2 

A.  F.  C  17 

Red  Seal   17 

Defender   18% 

Toile  du  Nord  18^/2 

No.  1600,  32  in  16 

36"  Unbleached  Cheesecloth 

Monarch  B    5 

Tacoma  W   5% 

Saratoga  A   6 

Stag  BB   7 

36"  Bleached  Gauze 

Norwood  No.  30   5 

Norwood  No.  40   5% 

Norwood  No.  50   6 

Norwood  No.  60   7 

Sea  Bird,  24"  White   5% 

Sea  Bird,  24" 
Oriental,  36" 


Oriental  36"  Colored  Bunting  10 

25"  Red,  White  and  Blue 

36"  Unbleached  Muslin 

Broncon  C    6% 

Panama    7% 

Plaza    7% 

Value    71/2 

New  York  LL   8 

Hercules  LL   8 

Denison  XX    8% 

Savannah  Valley   9 

*Belmar   9 

*Farragut  LL.   9 

Enterprise  CCC    9% 

Gibraltar  LL   9% 

Tried  and  True  10 

Virginia  C  10 

Lochart  LL  10 

Spartan  LL  ,  10 

Glenmore  LL    9% 

Pacolet   10% 

Hederson  A  10% 

*Monroe  LL   10% 

♦Defender  LL   101/2 

Poland    10% 

Fine  36"  Unbleached  Sheetings 

Valley  Rose  12% 

Princess  12% 

Black  Rock   12% 

Pepperell  R  13 

Century  B   12% 

Lockwood  B   13% 

Hadley   13 

*  Woodstock  S  13% 

*Montclair  D   13% 

Pequot  A  17 

Cast  Iron   17% 

Bradford   17% 

Dwight  Anchor  18 


Coarse  36"  Unbleached  Sheetings 


A^rmenia   12 

Buckshead   14 

Indian  Head  14% 

40"  Unbleached  Sheetings 

Pickens  AA  12% 

Lockwood  A  141^ 

Pepperell  E  15 

*Montclair  A   14% 

Pequot  B  19 

Indian  Head  40"  '.  .  '.  .16 

Indian  Head  48"   21 

36"  Unbleached  Drill 

Piedmont  3.00  12% 

Pacolet  2.85   141^ 

Pepperell  2.85  14% 

Special  Heavy   16% 

Dwight  2.50  17% 

Pepperell  2.50   17% 

Norwood  Ducks 

Norwood,    6  oz.,  29"   16% 

Norwood,    7  oz.,  29"  18% 

Norwood,   8  oz.,  29"  20 

Norwood,  10  oz.,  29"   25 

Norwood,  12  oz.,  29"  30 

Norwood,  10  oz.,  36"  25% 

Norwood,  11  oz.,  40"  27% 

Boston  Ducks 

8  oz.,  30"   22% 

9  oz.,  30"   ;  25% 

10  oz.,  30"   28% 

12  oz.,  30"   33% 


36"  Bleached  Muslins 


Colored   7         Eldorado  18        Gypsie  Queen    9% 

Vhite  Bunting   7%      Wamsutta   30        Loon  Lake  10 

Goods  marked  *  can  be  shipped  direct  from  Southern  mills  in  bale  lots  only,  25  pieces  to  a  bale.    No  freight  allowance. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  Chicago 


REAL  HAIR      '  y 

EMITTELSTAEDTiHc.«i^ 


SILK  HAIR 

N__E  T  S 

UNIVERSITY  PL 
EW  YORK  CITY 


Liberty-Belle 

HAIR  PINS 


Cabinets 


Tubes 


Bundles 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


West  Electric 
Hair  Curlers 


SHAMPOO 

LECTRic  Hair  Curler  Co. 

PHILADELPHIA  .  PA.,   U.S  A 


HmrTieif 

(Human  Hair) 
COSMOS  TRAKNG  CQ 

-^J^   FOimTH  AVE,.  NY. 


Manufacturers  of 


DRESS 
S  HIELDS 

and  Rubber  Sheet- 
ing; Infants'  Special- 
ties ;  Sanitary  Goods. 

J.  BEYERLE    MFG.  CO. 

18-22  W.  20th  St.,   New  York. 


REAL  HUMAN  HAJR 

INVISIBLE   -  SANITAny 

OU A  RANTE  E  D 
SATISFACTION 

fcOO  TRADING  CO. 

I  hir.n  sii.,  \.  y,  cnj, 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  style.s.  Write 
for  our  circular  No.  120- 
E,  bliowing  Beauty  Boxes. 

The     Effbee  Com- 
pany 
Mfrs.    of   Ladles   Hand  Bags 
All  Styles   and  Prices 

ZQ0-7M,      So.      Franklin  SI, 
Chicago,  111. 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

*'Kecp  I       Hair  in  Wave*' 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Strfet  Boston,  Mai*- 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Woven  Fabrics 
Notions  and  Small  Wares 

Sole  Selling  Agent  '""of  <"■'*' 

KIRBY, BEARD  &  CO.  Birmingham,Eng. 

<  Hair  Pins,  Pins,    Needles,   Needle  Cases  -i 


THIMBLES 


^Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  in 
your  district. 

TKe  ANSONIA    NOVELTY  Co. 

A  N  S  O  N  I  A,     CONN.  U.S.A. 


"EVERSHARP"25'^50^&75< 
SCISSORS 


THE  EDGE 
THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 


)THE  EVERSHARP  SUZAQ  CO,  p 


BRIDGEPORT 


•4ECT1CUT 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be- 
hind the  display  man  with  suggestions. 
The  Dry  Goods  Economist  Is  at  your  ser- 
vice. Get  out  the  last  half  dozen  numbers, 
act  now  and  watch  the  department  improve. 


Manhattan  Trading  Corporation 

E.  C.  Dieckei  hoff ,  President 

y  Foreign &Domestic  y^C  y 

NOTIONS 


EMbMUW  lUl 


Sole  Agents  for  the  Lightning  Needle  Co. 
27-33  West  23rd  Street  New  York  City 


mm  ¥@i  SILL 


m 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    NEW  YORK 


The 


and 


SANITARY  NAPKINS 

Convenieniiy  and  aUractivety  packed;  haif 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices, 
HYGIENIC     FIBRE  COMPANY 
200  Broadway     New  York:  City 


t^REATORS  OF  BOXED 
GTlFT  NOVELTIES 


"il^iuc    PRESXOM  STUDIOS 

CMKAM.  y^fK^(^£.d^3^  >^  DISTRIBUTORS 

22a  nrTrt  avje.  new  York 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKE-T     R.  .  I. 


REEP  ^R, 


Alyo  G^^erdl  Line  of 


^ochGtbcDk^-  Game 
_  Dreyyin^  Ca.rey 

^-J  Collar  Ba^y'  Manicurpy  Etc 
A.L.     R.EED  CCX 

■37  3-PIFTH  AVE.  NEW  YORK 


DRY  GOODS  ECONOMIST,  MARCH  26,  1921 


127 


Swan   10 1/2 

XX   111/2 

Centerville   111/2 

Chapman  X   121/2 

Palma  12 1/2 

Pride  of  the  Field  12% 

Forget-Me-Not   14 

Fearless  13 1/2 

Hero   14 

Hope  14% 

Bonnie   15 

Flower  of  the  Mill  I51/2 

Lassie   16 

Equinox   16 

Androscoggin   16% 

Hill   16 1/2 

Lonsdale   16% 

Langdon  76  171/2 

Fruit  4/4—10/20  17 

Fruit   171/3 

Langdon  GB   19 

Dwight  Anchor   22 

Wamsutta   32 1/2 

36"  Bleached  Cambric 

B.  L  X  101/2 

EE   111/2 

Cavalier  11 1/2 

HCE   121/2 

Pride  of  the  Field  12% 

Bonnie  15 

Memory   16 

Imperial  No.  50   15% 

Imperial  No.  80  18% 

Lonsdale   19 

Berkeley  Coronet  16% 

Berkeley  No.  60  18% 

Berkeley  100  24 

Berkeley  Extra   27 

Berkeley  150  29 

Berkeley  180   .30 

Berkeley  300   33 

36"  Bleached  Nainsook 

EE   11% 

Columbus   11% 


HN   12% 

Pride  of  the  Field  12% 

Cameo  1000   16% 

Cameo  2000   17% 

Berkeley  60  18% 

Lonsdale   19 

36"  Flat  Fold  Long-Cloth 

Burleigh   30 

36"  Jeans  and  Twills 

Lonsdale   22% 

Hill,  flat-fold  22% 

Marine  Middy,  book-fold  23 

Pepperell  N.  G.,  flat-fold  23 

Duretta  Cloth,  book-fold  ._  23 

Laconia  G.  N  28 

Wamsutta   29 

27"  Bleached  Drills 

No.  3500   •  .16 

No.  3250   17 

No.  3000   18 

No.  2850   18% 

Pepperell   19 

No.  2500   24 

36"  Sign  Cloth 

Ad  Poster,  60  yd.  rolls  12% 

Shrunk 

Indian  Head,  27"  15% 

Indian  Head,  33"   17 

Indian  Head,  36"   19 

Indian  Head,  44"   24% 

Indian  Head,  54"   30% 

Belfast  Linen,  27"   16 

Belfast  Linen,  33"   17% 

Belfast  Linen,  36"  19% 

Belfast  Linen,  44"   25 

Belfast  Linen,  54"  31 

Tickings 

Swift  River  ticks  12% 

Pillomat  B  ticks  13 

Thorndike  lettered  ticks  15 


Pillomat  D  ticks   15 

Pillomat  G  ticks  18 

Cordis  C  ticks  18 

Cordis  B  ticks   19 

Cordis  8  oz.  ticks   22 

Bowling  Brook  ACA  22 

Pearl  River  22 

Amoskeag  ACA   22% 

Amoskeag  XX   25 

Amoskeag  ACA,  36"   27% 

Ashland  %   27% 

La  Rose  %   29 

Our  Beauty  A  %   31 

Sterling   32% 

Pillomat  P  33 

Pillomat  S   35 

Lenox  XX   39 

Bohemian  1000  Unbleached  23 

Bohemian  2000  Unbleached  28 

Thorndike  300  B.  F.  Ticks   22% 

Thorndike  8  oz.  B.  F.  Ticks  30 

Yankee  B.  F.  Ticks  30 

Our  Beauty  No.  4  B.  F.  Ticks  29% 

Our  Beauty  No.  3  B.  F.  Ticks  31% 

Our  Beauty  No.  2  B.  F.  Ticks  34% 

Our  Beauty  No.  1  B.  F.  Ticks  37 

Our  Beauty  3"  linen  finish  slip  covers  37% 

Florence  B.  F.  Tick   37 

Majestic  B.  F.  Tick  40 

American  B.  F.  Tick  40 

Wide  Sheetings 

Salisbury,  Bleached,  8/4  35 

Salisbury,  Bleached,  10/4  44 

Lockwood  and  Mohawk  Wide  Sheetings 

Bleached  Brown 

42  in                                           24  23 

45  in                                             26  24 

50  in                                           30  26 

6/4                                                34  30 

7/4                                               38  34 

8/4                                                42  28 

9/4                                                  46  42 

(Continued  on  next  page) 


NOTIONS  &  FANCY  GOODS 


BABY  GOODS 


SAMPLES  ON  REQUEST 


WSDON(^ 
SAFEXyPINS^ 

"Qhe  A  Point  Pill 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LONG  TAPERING  POINTS- NON-PULLINO 
CAPS  U  GUARDS  SECUOELY  ASSEMBLED 


RISDON  MFG.  CO.,  Naugatuck .  Conn. 


Jgoag  l^ibboncraft  Companp 

DESIGNERS  and  MAKERS 
of 

JBlifabon  iSobelticS 
®iftS  for  JBabp  anS  iHilabp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


"SELECTE"  NOTIONS 

SlLiLL  wares  and  fancy  goods  at 
lowest  prevailiiig  matket  prices. 
■  Sole  Agent  for  D.  F.  Tayler  &  Co.'s 
m  PISS   AND  HAlBPlSa 

i       GOTHAM  LEATHER  GOODS  CO. 

m  Sma// Wares.  Fancy  Goods  S  Buttons  . 

g  222  Fourth  Ave.  at  18th  SUNe*  York  Boston  Oajcf  67 QManfif  St  ^ 


BABY  GOODS 

Rattledy  Rite 

ffcriginal  SANITARY  Nursery 
^  Playthings  for  BABY 

$25  or  $50  Rite  Assortment 

It's  the  Rite  Line 

No.  119  West  42nd  St., New  York 

s           Opposite  Bush  BMy. 

FLOOR  COVERINGS 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &J.  SLOANE  563  Fifth  Ave.,  N.Y. 


INFANTS'  GOODS 

Crib  and  Carriage  Pads 
— Bibs  of  all  Styles— 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Draweiss. 
The  pioneer  expert  line, 
i<nown  for  purity,  qual- 
ity,  durability  —  profits. 

Excelsior  Quilting  Co.,  new^'^york 


YARNS 


Pennant 

Darning  Cotton 

\  30  yd.;  8-ply;  4-End 

High  Quality 

Ask  Your  Wholesaler 

Blodgett&OrswellCo. 

Pawtucket,  R.  I. 

rtBABY  NOVELTIES 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Bets,  Record  Boolis, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31sl  St.,  N.  Y. 


FIBRE  LUSTRE 
SILK  YARN 

Mow  In  Diamond 
Wound  Balls 


"Trade    Mark  Beg." 
CARVER-BEAVER    YARN   CO.,  INC. 

366  Broadway.  New  York 


f)  idWGifts 


Richard  G.  Krueger 

Manufacturer 
ghowroom  /"t^^ 

AND  STUOlO:  n^^^^c*-*-!* 
S95F0URThAve.  NEWfORK  f^^j^^jL^V^ 
BEND  FOR  CATALOGUE       ^-."-0**=  - 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO. 

88   Broad   St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No,  31 

J.B.TIMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


OIL  CLOTH 


C<Si.llMBUS 

Table  Oil  Cloth 

"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
The  Colombas-UDion  Oil  Clot&Co. 
Columbus,  Ohio 


PILLOWS 


TYROLER'S 
EAR  CONFORMER  CAP 

Prevents  projectijig  or  folding 
of  infants'  ears  while  asleep  or 
lying.  Removes  and  corrects  all 
tendency  of  ears  to  protrude. 
Sanitary,  washable.  Each  cap 
separate  package. 
3  sizes— small,  medium,  large. 
Cotton. ..  .$4..')0  per  doz. 

Silk   6.0O  per  doz. 

All  year  round  seller  in  infant 
wear  dept. 

Tyroler  Mfg.  Co.,^^^  IVeTvYork  


^(TARTPILLOWS 

^•'^      BRAKB     assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


DOLLS   &  TOYS 


DOLLS  &  TOYS 


COTS  AND  CAMP  FURNITURE 


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


Roily  Rattle  — it  Floats. 
Assorted  characters  at 

$4;  $6  &  $75« 


Water  Baby— in  assorted 
styles  $225  Jo  $15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets.  Dolls' 
Toilet   Sets,  etc. 

Sig. Schwartz  Co. 
110W.32ndSL,N  Y. 

Send  for  catalog  10 


Patented 


The"Twirlie  Twins"  Top 

Registered  Trade  Mark 
An  everlasting  toy  for 
children  6  to  60 

A  profitable  quick  v.eller 

Write  for  folder 

PATENTED  SPECIALTIES  CORP. 

1903  City  Hall  Sq.  Bldg. 
Chicago,  111. 


I^EERLESSJ 

~WE  MAKE 

COTS  and  CAMP  FURNITURE,  MOPS. 
Tents,  Awnings,  Covers,  Leggrins, 
Carpenters'  Aprons,  Tucker's  Best 
Slickers  and  Raincoats.  Four  Fac- 
tories.   Write  for  prices.    Prompt  shipments. 

Tucker  Duck  &  Rubber  Co. 

FT.  SMITH,  ARK. 
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10/4    50  46 

11/4    55  50 

Norwood  and  Pepperell  Wide  Sheetings 

Bleached  Brown 

42  in                                           21%  201/2 

45  in                                           231/2  211/2 

50  in                                           251/2  231/2 

6/4                                               29  251/2 

7/4                                               33  29 

8/4                                               36  33 

9/4                                               41  36 

10/4                                              45  41 

11/4                                              50  45 

12/4                                             _  50 

Dwight  Anchor  and  Utica  Wide  Sheetings 

Bleached  Brown 

42  in   28   

45  in   80  28 

50  in   34  30 

6/4    38  34 

7/4    43  38 

8/4    48  43 

9/4    53  48 

10/4    58  53 

11/4   66  58 

12/4    _  66 

Cheviots 

Everitt  S.  C.  28  in  14% 

*Palma  28  in.  F.  F  14 

♦Norwood  28  in.  B.  F  14 

*Rutledge  28  in.  F.  F  15 

♦Victoria  28  in.  F.  F  15% 

Tropical  Parella  26  in.  F.  F  21 

Plaids  and  Checks 

♦Paramount  25  in.  Plaids   9% 

♦Riverside  27  in.  Plaids  II1/2 

Otis  30  in.  Checks.  17 1/2 

Otis  No.  4  30  in.  Plaids  25 

Hickory  Stripes  and  Cottonade 

Thorndike  Hickory  Stripe  17 

Pacific  Hickory  Strips  18 


Thorndike  8  oz.  Cottonade  22% 

Denim 

No.  61  Blue  Denim  14 

No.  121  Blue  Denim  16% 

No.  31  Blue  Denim  17% 

No.  26  Blue  Denim  20 

KB  Brown  Denim  20 

Brown  and  Drab  Ducks 

Boston  W  S  19 

Boston  0  P  20 

Boston  SO  21 

Boston  0  H            22 

Boston  X  23 

Boston  XX   .25 

Boston  XXX  !  .27% 

Boston  9  oz  30 

Boston  10  oz  32% 

Stevens'  Crashes 

Bleached  Brown 

D    21  20 

E    21  20 

A    25  24 

P    27  26 

N    29  28 

M    31  30 

N.  N   32  31 

F    33  32 

XX    37  36 

S.  R.  T.  .   35  34 

R.  M   29  28 

No.  1   25  — 

No.  2   27   

No.  3    31  — 

No.  4    33  _ 

Diaper  Cloth 

10- Yard  Pieces 

18  in   $1.15  per  piece 

20  in   1.25  per  piece 

22  in   1.35  per  piece 

24  in   1.45  per  piece 


27  in   1.60  per  piece 

30  in   1.75  per  piece 

Hemmed  Satin  Spreads 
Standard  Eastern  Make 

80x90   $2.50 

80x90   3.00 

80x90   3.25 

80x90   4.00 

80x90   3.50 

80x90   3.75 


No. 
No. 
No. 
No. 
No. 
No. 


308, 
316, 
320, 
328, 
332, 
336, 


Feather  Bed  Pillows 


Per  Dozen 


BB    17x25  $9.00  Blue 

OND    18x26  10.50  Blue 

400   18x26  10.50  Fancy 

700    20x28  12.50  Fancy 

Liberty    20x28  12.50  Blue 

Special   22x28  16.50  Blue 

1200    22x28  19.50  Blue 

1300    22x28    Fancy 

1700    22x28  22.50  Fancy 

2200    22x28  30.00  Fancy 

2700    22x28  36.00  Fancy 

2500    22x28  45.00  Fancy 


stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 
stripe 


ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 
ticking 


Cotton  Batts  in  Bales 


Special,  50  batts  to  bale  

Tip-top,  50  batts  to  bale  

Tip-top,  67  batts  to  bale   8 

Tip-top,  100  batts  to  bale   8 

Prince,  50  batts  to  bale   13 

Prince,  67  batts  to  bale   13 

Prince,  100  batts  to  bale   13 

Kombat,  17  batts  to  bale   13 

Celtic,  50  batts  to  bale   11 

Celtic,  100  batts  to  bale   11 

Baltic,  50  batts  to  bale   12 

Baltic,  100  batts  to  bale   12 

White  Star,  50  batts  to  bale   13 

White  Star,  100  batts  to  bale   13 

Purity,  17  to  case   13, 

Bales  packed  50  lbs.  gross. 


.50  per  bale 
>.50  per  bale 
'.50  per  bale 
.50  per  bale 
i.OO  per  bale 
1.00  per  bale 
i.OO  per  bale 
1.50  per  bale 
.50  per  bale 
.50  per  bale 
.50  per  bale 
.50  per  bale 
.50  per  bale 
.50  per  bale 
,50  per  case 


STORE  EQUIPMENT 


HANGERS 


BEHLES-BLUTHENTHAL  CO. 

STORE  FIXTURES 


i  i  ^  i 

EVERYTHING  IN  FIXTURES  I 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO.  I 

Jackson  &  FrankJin  Sts..  Chicago 


BALDWIN 


FLYER 


^  Carriers 


Cash  an 
Package 

givn   most   aeryice  for  the 
moDf.'y.    For  neatness,  speed,  easy 
oijeratioa    absolutely  uuequalled. 

Jas.  L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Mudison  Street,  Chicai;o 


OUK  KEGULAK 

Cloth 
Covered  Stock 
_  Boxes 

MAfjE  WITH  \V00r>    FRAME.     GIVE  YEAES 

OF  Sf;itVI(JE 
Giiarant'-c(l  (lust  proof      I>:t  us  estimate  on 
your    iiei-ijK.      CatalOKs   on  requost. 
CLASSTONE  &  ALLEN 
45  N.  DlvUion  St.  Buffalo,  N.  Y. 


Caicsboow; 

A  W  The  Department  Store^  m 


»LL  ST»l.r.8,  COLORS  AND  GRADES.  ^^^V 


ASK  TO  Cce  THE  -McCASKEY  TRIP. 
W»ITE  roR  SttMPLCa  AND  PRICES 

The  McCaskey  register  Co. 

«l  I  lANCC  OHIO 


STORE  EQUIPMENT 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


3  in  1  Air  Brushes 


Made  in  all  sizes.     Better  in  every  way  for 
show  card  and  window  background  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl,,  Chicago 


Putnam's  Improved   Cloth  Chart 


Write 

THE  A.  E.  PUTNAM  COMPANY,    Wa.hington,  la. 


furniture 
equipment 

'  MANUFACTURERS  FOR  OVmsOYRS. 


EISCHMANNCO. 

>  229  to  239  West  36fh  Street,  N.  Y. 


The  Quicker  Way 

Instead  of  hunting  Firound  for  their 
letter    or    card    look    through  the 

Buyers'  Merchandise  Guide  it's  the 

quick  way  of  finding  their  addreu 
and  Une. 


CURTAINS 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39th  St..N.Y. 

Wholesalers   &  Importers  Only 


€cljo  25«Dge  Curtainjef 

Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fiftli  Ave.,  New  York, 
entrance  around  the  corner  on, 
Thirty-flrst  Street. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


PAPER  SHREDDERS 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomfeldt&  Rapp  Company 

108  N.  Jefferson  Street 
CHiCAGO,  ILL. 


DISPLAY  FIXTURES 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


GALVA 


Illii 


UPHOLSTERY  MATERIALS 


Mfrs.  Complete  Store  Display 
Equipment.  Our  products  Include 
Papier  Mache  Display  Forms,  Wax 
Figures,  Period  Wood  Fixtures. 
Fine  Ornament  Wood  Fixtures, 
Metal  Display  Equipment  In  all  its 
Detail.  . 

THE  BARLOW-KIMNET  CO. 

724  Broadway,  New  York 
"Write  for  Our  New  Folder 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 

French 
Wax  Figure  Company 

70   WesL   Water  St..    Milwaukee,   Wis.;   713  Medinah 
HIcIg..  Cliicago,  III. 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willhelp  you  make 
effect?  ve  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547W.  4th  St..  Cincinnati.  Ohio.  U.  S.  A. 


Stop  Hiding  Your  Merchandise.  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
attractive  displays.     Make  it  easy  for  customers  lo 

  lUiy— easy   for   you   to  sell. 

<P^^^==^— The  S-X  Display  Racks  will 
give  you  this  service,  and 
more.     Write  for  circulars. 

SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Sfr.^ 
Chicaffo.  Illinois 


75th  Year 


Reg.  U.  S.  Pat.  Off. 

FEATURE  OF  DRY  GOODS  ECONOMIST 


How  DO  MOST  PEOPLE  JUDGE  SHOES?  THEY 
SAY  "THIS  SHOE  HURTS,"  'THIS  MAKES  MY 
FOOT  SEEM  TOO  LARGE,"  OR  "IT  HAS  NO  STYLE." 
IN  OTHER  WORDS,  MOST  SHOES  ARE  JUDGED  BY 
THE  QUALITIES  THEY  LACK. 

FOX  SLIPPERS,  PUMPS  AND  OXFORDS  ARE  ALWAYS 


JUDGED  BY  THE  QUALITIES  THEY  HAVE.  WOMEN 
DELIGHT  IN  THEIR  STYLE,  COLOR  AND  SPARKLING 
LINES.    CUSTOMERS  ADMIRE,  NEVER  CRITICIZE. 

AND  THAT'S  THE  DIFFERENCE  THAT  MAKES  FOX 
FOOTERY  A  FLEET  SELLER  IN  DEPARTMENT 
STORES  AND  SPECIALTY  SHOPS. 


CHARLES  K.  FOX,  INC.,  HAVERHILL,  MASS.,  U.  S.  A. 

CHICAGO:  Great  Northern  BIdg.   BOSTON :  54  Lincoln  Street.    NEW  YORK:  Marbrldge  Buildmfl.  Broadway  &  34th  Street,  Room  632. 


134 


SHOE  ECONOMIST  FEATURE,  MARCH  26.  1921 


El  RICE  &  HUTCHINS 

DUCATOK 
'  Shoe® 


The 

Customer  Knows 

It  is  easy  to  get  mother's  trade  for  Elducators  and  with 
mother's  comes  daughter's — and  the  others  of  the  family. 

The  refined  style  of  Elducators,  added  to  their  foot-trouble 
remedial  qualities  and  durabiHty,  gives  selling  power  sur- 
passing that  of  any  other  shoe  made. 

To  sell  Educators  also  imparts  a  stability  to  your  stocks  that 
insures  the  steady  increase  in  sales  and  profits  you  may 
depend  upon. 

People  who  wear  Educators  buy  them  regardless  of  general 
trade  conditions.  They  know  Educators,  need  Educators  and 
buy  Educators  when  they  curtail  on  other  merchandise. 

That  is  the  experience  of  over  1  5,000  Educator  merchants  in 
every  part  of  the  United  States. 

Our  distribution  stations  enable  you  to  fill  in  or  have  orders 
for  special  styles  supplied  immediately. 

Write  for  the  Educator  proposition 


RICE  t^HUTCHINS 

WORLD  SHOEMftRER3  ^ 
/  FOR  THE  WHOfe  FAMILY  (S 


Headquarters:  12  High  Street,  Boston,  Mass. 

Rice  &  Hutchins  Companies  at  New  York,  Boston  (Atlas  Shoe 
Co.),  Philadelphia  (J.  I.  Meany  Co.),  Baltimore,  Chicago,  Cin- 
cinnati, St  Louis,  Cleveland  and  Atlanta 


SHOE  ECONOMIST 

SECTION  OF 

DRT  GOODS  ECONOMIST 

Saturday,  March  26,  1921 

Published  in  New  York,  the  Creative  Shoe  Center  of  the  World, 
by  the  Textile  Publishing  Co.,  239  W.  39th  St. 


Injection  of  Style  Features  into  Men's 
Shoes  Arouses  New  Interest 

Keep  Footwear  Styles  Safe  to  Buy  and  Purchases  Will  Be  More  Fre- 
quent— Many  More  Shoe  Departments  Displaying  Interest  in  Men's 
Shoes— Departed  "Freak"  Styles  Like  High  Toes  Bring  Reaction 
Toward  Conservative  Buying — Brogues  Won't  Have  Such  Ending 


THE  increase  in  the  number  of  stores 
having  a  separate  division  for  men's 
shoes  is  one  of  the  most  significant  de- 
velopments of  the  last  six  months.  The  first 
faint  rumblings  presaging  the  coming  of  an 
era  of  snappy  style  featuring  in  men's  foot- 
wear has  awakened  quick  interest  in  the  pos- 
sibilities of  increasing  sales  of  men's  lines. 

When  men's  footwear  consisted  chiefly  of 
staple  models  and  registered  a  turnover  of 
about  1.7,  lack  of  interest  was,  perhaps,  ex- 
cusable. A  shoe  department  needs  a  little 
style  sparkle  to  keep  it  on  its  toes.  The  way 
is  being  opened.  The  principal  obstruction, 
probably,  is  man's  preference  for  correctness 
and  conventionality.  "Styles,"  as  he  views 
them,  generally  are  absolutely  motiveless. 

Men  Are  Suspicious  of  "Styles" 

In  the  corner  of  his  mind  there  lurks  an 
unpleasant  memory  of  having  one  day  acted 
on  an  impulse  and  purchased  an  article  of 
footwear  in  which  he  never  dared  to  make  a 
public  appearance,  for  if  the  question  were 
asked  why  he  made  the  purchase  he  could 
give  no  logical  answer.  The  reaction  from 
that  simple  error  has  shaped  his  buying  pol- 
icy for  years. 

The  impulse  for  novelty  is  nevertheless 
strong.  A  decade  ago  the  whole  public 
obeyed  it  in  the  vogue  of  high  toes.  We  hear 
many  a  sigh  at  the  present  day  for  a  stimulus 
like  that. 

But  we  believe  the  ultimate  effect  was  an 
unfortunate  one.  For  the  high  toe  had  no 
good  precedent  to  support  it,  and  neither  did 
it  have  any  idea  of  utility  to  explain  it.  It 
had  not  even  the  countenance  of  an  example 
from  the  leading  social  circles.  So  that  for 
every  dollar's  trade  which  was  gained  at  the 
time  there  was  as  much  or  more  lost  in  the 
subsequent  reaction  toward  conservatism.  A 
departed  style  cumbering  a  useful  corner  m 
the  closet  is  ever  a  discourager  of  purchases 
for  any  but  imperative  wants. 

An  instance  of  a  different  nature  is  the 
brogue  style,  which  still  is  with  us.  It  may 
and  probably  will  wane,  but  never  in  the 
same  inglorious  way.  For  the  brogue  is  a 
classic,  and  the  public,  for  all  its  ignorance 
•  of  shoe  craft,  knows  this.  The  day  will  come 
when  the  tenth  assistant  cashier  will  not 
wear  his  brogues  to  the  office.   He  will  keep 


them  for  an  outing.  But  the  old  high  toes — 
their  passing  was  sudden  and  absolute. 
There  was  a  great  difference. 

"Fitness"  Essential  in  a  Successful  Style 

This  is  pointed  out  with  the  idea  that  it 
may  lead  us  to  some  principle  on  which  style 
diversity  may  be  developed.  It  must  be  some- 
thing which  the  masculine  mind  appreciates 
and  in  which  the  idea  of  fitness  predomi- 
nates. Utility  for  its  purpose  and  the  kind 
of  luxury  which  includes  comfort  are  in- 
cluded in  fitness.  Thus  toes  which  are  too 
narrow  are  a  distinct  limitation  to  a  free  de- 
mand for  footwear,  as  they  limit  its  fitness. 

The  greatest  difficulty  to  overcome  is  igno- 
rance of  the  essentials  of  good  shoemaking. 
In  many  cases  both  heart  and  treasure  have 
gone  into  motoring.  Golf  redeems  the  situa- 
tion to  an  appreciable  extent.  It  is  a  game 
which  fosters  interest  in  footwear,  and  there 
are  other  sports  still  more  useful  in  this  way. 
A  mountain  climber  will  tell  you  that  the 
first  requisite  is  eyesight,  the  second  proper 
footwear.  Swiss  guides  in  the  Kockies  claim 
that  suitable  shoes  to  stand  the  scorching 
sun  of  the  bare  ridges  and  the  icy  waters  of 
the  glaciers  cannot  be  had  in  America,  that 
their  leather  must  be  waterproofed  by  pound- 
ing with  a  mallet  on  wood,  that  their  soles 
must  be  studded  with  two  kinds  of  European 
iron,  etc. 

We  may  accept  some  of  it  with  a  grain  of 
salt.  But  the  moral  is  that  our  shoemakers 
do  not  talk  enough  about  their  wares.  The 
president  of  the  Appalachian  Mountain  Club 
states  that  90  per  cent  of  climbers  fail 
through  foot  trouble.  Yet  no  manufacturer' 
takes  the  trouble  to  specialize  in  shoes  which 
will  help  the  matter. 

Five  Sports  Styles  Are  Fertile  Seeds 

Shoes  designed  especially  for  sports,  it  is 
true,  reach  but  a  small  percentage  of  the  na- 
tion's shoe  purchases.  But  they  sow  the 
seeds  of  interest  in  good  footwear  which  will 
have  a  far-reaching  effect.  There  are,  more- 
over, great  possibilities  in  the  various  classes 
of  semi-sport  footwear.  This  is  an  easy  step- 
ping stone  to  renewed  public  interest. 

Here  is  a  chance,  however,  for  much  bung- 
ling. The  "motif"  of  the  designs  must  be 
sound  like  that  of  the  brogue.   The  meaning- 


less design  of  equal  parts  of  white  and  tan 
only  invites  reaction  to  the  conventional. 
The  careful  designer  is  more  logical  in  his 
creations.  For  instance,  we  have  before  us 
a  sport  shoe  by  one  of  the  cleverest  manufac- 
turers. It  is  a  low-cut  shoe  of  white  buck 
with  a  white  sole,  a  seamless  plug  pattern. 
The  plug,  the  piping  along  the  top,  the  wing 
tip  and  the  very  low  heel  foxing  which  meets 
it  are  of  tan  Russia.  The  effect  is  pleasing 
and  the  main  point  is  that  it  is  a  shoe  which 
will  keep  clean  and  not  discourage  the  pur- 
chaser from  another  venture  away  from  the 
conventional. 

Sensible  Styles  Win  Customer  Confidence 

Another  oxford  by  this  maker  is  cut  very 
high  at  the  front.  The  necessity  of  clearing 
the  outside  ankle  bone  gives  a  sharp  curve 
to  the  outside  of  the  shoe  which  is  not  dupli- 
cated on  the  inside.  The  effect  is  pleasing. 
It  remedies  heel  slipping.  There  are  half  a 
dozen  talking  points.  There  are  hundreds 
of  other  good,  honest  and  sensible  style 
ideas  which  are  ready  for  the  shoeman  who 
will  try  to  interest  his  customers  in  the  tech- 
nique of  his  calling  and  increase  their  will- 
ingness to  pay  for  smart  and  able  footwear. 

The  present  vogue  of  the  wide,  squarish 
toe  with  a  pronounced  drop  is  a  happy  one. 
For  one  thing,  it  gets  away  from  the  idea 
that  a  shoe  toe  must  be  a  necessary  instru- 
ment of  torture.  If  a  shoe  is  not  made  to  be 
as  comfortable  as  possible  how  can  you  ex- 
pect the  average  man  to  take  joy  in  new  pur- 
chases? Will  he  not,  rather,  cling  to  the  old 
one  while  it  holds  together?  Comfort  in  new 
shoes  removes  the  greatest  obstacle  to  an  ex- 
tensive foot  wardrobe. 

But  in  this  very  line  of  reasoning  and  as 
concerns  the  drop  toe,  comes  a  problem  and 
a  difference  of  opinion.  The  drop  toe  looks 
smartest  when  the  tread  is  flat  and  even 
dovrawardly  turned  at  the  end.  This  does  not 
tend  to  comfort  or  to  good  wearing  qualities. 
If  the  shoe  is  intended  for  no  harder  service 
than  strutting  around  the  campus,  it  may 
give  satisfaction.  But  quality  should  not 
be  sacrificed  to  a  detail  of  smartness  and 
the  most  careful  manufacturers  and  dealers 
are  averse  to  doing  this. 

The  solution,  we  think,  is  to  take  the 
wearer  entirely  into  one's  confidence.  Ex- 

(Continued  on  page  143) 
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Style  in  Rubber  Footwear  Now  Makes 
It  Important  Profit  Builder 

Rubbers  No  Longer  Can  Be  Considered  as  Unsightly  "Necessary 
Evil"— Are  Now  Real  Attractive  Articles  and  Can  Be  Sold  on  That 
Basis — Some  Strong  Arguments  for  Selling  Rubbers  to  Fit  New 

Shoes  Even  When  Sun  Is  Shining 


THE  rubber  footwear  department  in  the 
retail  shoe  store  and  shoe  department 
has  been  steadily  gaining  ground. 
Originally  started  only  as  a  service  feature 
for  the  store's  customers,  it  has  swept  for- 
ward until  to-day  it  stands  as  a  real  profit- 
maker. 

In  the  early  days,  rubbers  had  no  particu- 
lar style  about  them;  they  were  simply  a 
waterproof  protection  against  inclement 
weather.  Many  people,  women  particularly, 
disliked  to  wear  them  because  they  were  con- 
sidered unsightly.  Although  marvellously  im- 
proved methods  of  manufacturing  eventually 
eliminated  their  unsightly  appearance  and 
made  them  genuinely  attractive  accompani- 
ments of  smart  footwear,  rubbers  remained 
just  rubbers — in  the  eyes  of  a  sizable  part  of 
the  consuming  public.    They  were  utility  con- 


traptions to  be  worn  only  when  one  really 
had  to.  But,  in  spite  of  this  resistance,  their 
favor  and  volume  of  sale  steadily  grew. 

People  Want  Snap  in  Waterproofs 

One  large  manufacturer  of  rubber  foot- 
wear presently  decided,  however,  that  even 
with  the  increasing  volume  which  was  com- 
ing year  by  year,  the  retailer  was  not  by  any 
means  obtaining  all  the  rubber  footwear  busi- 
ness which  he  might;  so  this  manufacturer 
undertook  a  nation-wide  investigation.  Hun- 
dreds of  retailers  and  thousands  of  consum- 
ers were  interviewed.  After  the  information 
was  assembled  and  analyzed  one  thing,  above 
all  others,  stood  out — namely,  that  if  light 
ru?;ber  footwear  was  to  be  sold  in  any  man- 
ner other  than  n^erely  as  a  piece  of  apparel  to 
be  tolerated,  there  was  one  feature  which 
would  have  to  be  emphasized  to  the  public — 
the  style  element. 


So,  it  was  set  about  propagating  the  style 
idea  in  rubbers.  Advertisements  were  run  in 
all  the  leading  women's  publications,  for  it 
was  among  women  that  the  biggest  resistance 
was  found.  It  was  pointed  out  how  out  of 
date  was  the  idea  that  rubbers  really  spoiled  a 
woman's  appearance;  how  improved  methods 
of  manufacture  in  rubber  footwear  had  done 
just  what  improved  methods  in  leather  foot- 
wear making  had  done — produced  stylish 
footwear  which  really  improved  a  woman's 
appearance  during  inclement  weather. 

Smartness  Allays  Feminine  Distaste 

Pictures  of  milady  in  her  smart  walking 
suit,  her  trim  shoes  encased  in  snug,  neat  fit- 
ting rubbers,  were  shown.  Emphasis  was 
laid  on  the  following  points :  Women  need  no 
longer  dread  the  clumsy  rubbers  that  made 
their  feet  look  awkward  and  large;  no  longer 
need  they  be  suspicious  that  everyone  was 
staring  at  their  feet.  Now,  indeed,  anyone 
may  stare,  for  the  woman  can  wear  her 
nicest  shoes  on  the  rainiest  day  and  keep  them 
clean  and  smart  in  rubbers  so  light  and  elastic 
that  they  fit  as  smoothly  as  her  gloves. 

Again,  it  was  hinted  how  much  better  ap- 
pearance a  woman  makes  who  arrives  at  the 
afternoon  tea  with  dry  shoes  than  the  one  who 
comes  with  mud-spattered  footwear  marring 
her  careful  toilet.  The  fact  that  rubbers 
could  be  bought  for  all  styles  of  shoes  and 
all  heights  of  heels  was  driven  home  again 
and  again.  The  style  element  in  light  rubber 
footwear  was  cleverly  and  clearly  placed  be- 
fore the  women  of  America.  Their  response 
was  significant. 

The  live  merchant  promptly  cashed  in  on 
this  new  thought  and  added  healthy  profits  to 
his  rubber  department.  About  that  time, 
the  "flu"  epidemic  was  still  vividly  in  the 
minds  of  the  American  public,  and  this  also 
aided  the  dealer.  Women  were  more  prone  to 
listen  to  health  advice  than  they  had  been  be- 
fore. 

Retailers  Overlooking  a  Rubber  Bet 

Even  to-day,  however,  some  retailers  do 
not  use  to  the  same  advantage  this  potent 
sales  weapon  which  was  placed  in  their  hands. 
They  overlook  the  big  market  which  has  been 
created  for  them.  It  is  true  that  they  serve 
those  who  come  in  when  weather  makes  it  im- 
perative; but  many,  alive  to  the  trend  of  the 
times,  nowadays  seize  all  of  this  and  more — 
by  doing  just  one  little  thing:  They  sell  rub- 
bers when  the  sun  is  shining! 

Many  merchants  turn  their  entire  stock 
of  rubbers  before  the  first  real  fall  rain  starts 
or  the  first  snow  arrives,  and  here  is  how  they 
do  it:  They  sell  a  pair  of  rubbers  with  each 
new  pair  of  shoes  sold.  They  not  only  gain 
"plus"  business  and  added  profits,  but  render 
their  customers  a  real  service;  for  in  order 
to  insure  the  best  fit  and  appearance,  which 
.'s  the  all-important  feature  in  women's  rub- 
bers, and  to  insure  the  best  wear  for  the  pur- 
chaser rubbars  should  be  sold  with  each  sepa- 
rate pair  of  shoes. 

In   approaching   the  prospect  who  pur- 


chases leather  footwear  five  main  arguments 
are  used  by  retail  sales  people. 

Over  the  entire  country,  there  is  an  aver- 
age of  ninety  days  of  rain  a  year.  In  other 
,words,  every  fourth  day  the  rubbers  are 
needed  to  protect  her  shoes. 

Many  Stormy  Days 

It  being  a  fact  that  on  every  fourth  day 
rubbers  are  a  necessity,  why  not  buy  them 
when  buying  the  shoes,  and  have  them  really 
fitted? 

Some  customers  may  say  they  prefer  to 
buy  when  the  rainy  day  arrives.  At  this  point 
the  salesman  argues  that  if  they  wait  for  the 
rainy  days  they  will  probably  have  to  buy  any- 
where, and  in  many  cases  this  means  buying 
any  rubbers  they  can  get  in  the  particular  lo- 
cality they  are  in  at  the  time — which  is  very 
apt  to  result  in  poor-fitting  and  generally  un- 
attractive rubbers. 

The  fact  that  rubbers  are  a  protection  and 
a  saving  to  leather  footwear  is  emphasized. 

Bad  Fit  Means  Poor  Wear 

The  point  of  getting  all  the  wear  for  the 
money  paid  for  rubbers  is  similarly  empha- 
sized. One  large  rubber  company  has  stated 
that  90  per  cent  of  the  rubbers  that  do  not 
give  satisfactory  service  are  ill-fitting.  This 
is  entii;?ly  eliminated  by  purchasing  them 
with  new  shoes. 

Many  women  argue  that  putting  on  and 
taking  off  rubbers  soils  their  hands  and 
gloves.  In  such  cases  it  is  easily  shown  that 
the  modern  rubber  is  quickly  removed  with- 
out this  objectionable  result.  In  fact,  in  the 
modern  selling  of  rubbers  everything  is  done 
to  make  the  customer  feel  that  the  improved 
manufacture  of  rubbers  has  been  steadily  go- 
ing forward  with  the  purpose  of  satisfying 

(Continued  on  ^age  144) 


■  novelty   trimming   at   throat   of  suede  is 

,  topped  with  satin  and  satin  strap.  Turn 

I  sole  and  Louis  heel.   From  Hazel  B.  Good- 

I  rich  &■  Co.,  Haverhill,  Mass. 
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Proper  Approach  to  Customer  and  the 
Presentation  of  Shoes,  Important 

Footwear  Must  Be  Handled  Daintily  and  Carefully  by  Salespeople  to  Give 
Proper  Psychological  Effect  to  Customer— Successful  Methods  in  Shoe 
Department  of  Hess  Bros.  Store— Importance  of  Interpretation  of  Style 
Demands  in  Shoes  by  Merchants,  Emphasized  by  Buyer  Who  Originates 
His  Own  Patterns— 'Millinery"  Footwear  Period 


CARE  in  making  the  proper  approach  to 
a  customer  and  in  the  presentation  of 
merchandise  are  cardinal  points  in  the 
merchandising  policies  of  the  shoe  department 
of  Hess  Bros.'  store  in  Allentown,  Pa. 

M.  H.  Kramer,  department  manager  and 
buyer,  has  some  very  definite  ideas  about 
those  important  factors  in  successful  sales- 
manship and  he  regards  the  shoe  business  of 
to-day  in  the  same  light  as  millinery  as  far 
as  style  is  concerned. 

"The  shoe  game  to-day  is  like  millinery — 
you  must  have  the  style.  We  are  in  the  mar- 
ket every  v^^eek  after  some  new  style  features 
and  always  have  some  of  the  latest  develop- 
ments to  show  our  customers,"  declares  Mr. 
Kramer. 

Retailers  Creating  Own  Styles 

He  goes  even  further  than  that.  His  own 
ideas  regarding  patterns,  materials  and  color 
combinations  are  very  often  specified  in  or- 
ders going  into  the  factories.  That  is  one  of 
the  outstanding  developments  of  the  style 
shoe  business  throughout  the  country  to-day, 
particularly  in  sections  where  the  shoe  mar- 
kets are  reasonably  close  at  hand.  The  live 
shoe  retailers  are  forging  rapidly  forward  to 
a  prominent  position  as  style  interpreters  and 
designers.  They  are  the  ones  who  are  in  close 
personal  contact  with  consumers  and  are  in  a 
position  to  get  first-hand  impressions  of  what 
the  public  desires  in  footwear  styles. 

It  is  but  a  natural  and  logical  result  that 
in  a  style  period  such  as  the  country  is  now 
passing  through,  his  personal  knowledge  of 
what  is  most  desired  should  be  interpreted  by 
the  retailer,  so  long  as  an  accepted  principle 
of  style  is  adhered  to. 

Whenever  a  new  salesperson  is  added  to 
the  selling  staff  of  Hess  Bros.'  shoe  depart- 
ment, she  is  given  at  least  two  weeks  of  very 
careful  training.  She  must  study  and  handle 
stock  until  it  is  thoroughly  familiarized.  Ex- 
perienced salespersons  act  as  "customers"  on 
whom  the  newcomer  practices  selling. 

Mr.  Kramer  holds  weekly  staff  meetings  in 
his  department  during  which  he  gives  inspira- 
tional and  educational  talks  to  keep  his  sales 
force  up  to  the  minute  on  style  tendencies  and 
other  important  points.  He  gives  them  infor- 
mation concerning  style  and  market  condi- 
tions and  instructs  them  in  the  various  meth- 
ods by  which  shoes  are  made.  He  tells  them 
the  best  leathers,  colors  and  styles  for  various 
uses  and  occasions. 

Cheerful,  Human,  Interested  Greeting 

One  of  the  very  first  things  taught  is  the 
method  of  approaching  customers.  Mr. 
Kramer  says:  "The  old  line,  'Something  m 
shoes?'  by  way  of  greeting  to  the  person  who 
enters  the  shoe  department,  is  never  used 
here.  The  prospective  customer  would  not 
look  at  shoes,  if  she  wanted  candy. 

"There  must  be  some  cheerful  greeting. 
Better  one  of  a  commonplace  nature  than 
something  ridiculous.  If  the  customer  stops 
to  look  at  some  smart  style  a  line  such  as. 


By  J.  L.  Cargill 


that 


'Pretty,  isn't  it'  or  something  along 
line  of  thought  very  often  works  well."' 

After  the  prospective  customer  has  been 
seated,  the  old  shoe  removed  and  conversation 
directed  so  as  to  get  an  idea  as  to  the  type  of 
shoe  wanted,  the  foot  is  measured  for  size. 
Then  in  the  presentation  of  different  shoes, 
great  care  is  taken  to  impress  the  customer 
with  respect  for  their  quality. 

Impress  Customer  with  Respect  for  Shoes 

Mr.  Kramer  has  figured  out  the  psycho- 
logical effect  on  the  customer  of  various  kinds 
of  presentation  and  declares  that  unconscious- 
ly she  will  be  guided  in  thought  by  it. 


pattern  or  a  reorder  of  the  first  style. 

Mr.  Kramer  finds  Baby  and  Junior  Louis 
heels  going  strong,  with  light  shades  of  gray 
suede  and  tan  calf  in  strap  effects  especially 
good.  Black  satins  and  some  browns  in  strap 
effects  are  selling  well. 


Whole  quarter  tongue  pump  of  dark  brown 
satin,  broimi  satin  covered  front  piece  on  tongue 
trimmed  zvith  bronze  colored  beads;  turn  sole 
and  17/8  covered  wood  Louis  heel.  Made  by 
Smalts-Goodzvin  Co.,  Philadelphia,  Pa. 

"We  insist  that  only  a  few  shoes  be  shown 
at  a  time  and  that  each  one  be  handled  care- 
fully and  daintily  by  the  salesperson,"  he  says. 
"The  customer  then  instinctively  has  a  higher 
regard  for  the  daintiness  and  beauty  of  the 
shoe.  If  a  lot  of  shoes  are  brought  out  and 
carelessly  dumped  in  a  "heap  on  the  floor  or 
somewhere  else,  it  gives  the  customer  an  idea 
that  they  are  not  worth  much  and  her  judg- 
ment of  the  merchandise  shown  will  reflect 
that  thought.  In  other  words,  the  customer 
is  unconsciously  guided  by  the  attitude  of  the 
salesperson  and  the  manner  in  which  the 
shoes  are  shown. 

"Salespersons  are  always  to  handle  each 
shoe  daintily.  As  each  one  is  shown,  after  be- 
ing examined  in  the  hand,  generally  it  is 
placed  carefully  on  the  floor,  a  little  distance 
away  so  the  customer  has  opportunity  to  ob- 
serve its  lines  as  it  would  appear  on  her  foot." 

Purchases  of  style  footwear  are  made  m 
small  lots,  to  be  sold  out  quickly  and  make 
room  for  something  else,  either  another  new 


^  The  slashed  tongue  effect  in  a  Colonial 
^  pump  of  light  gray  suede,  with  under- 
<^  lays  of  darker  gray  kid.  An  elastic  band 
under  the  tongue  holds  the  shoe  firmly 
on  the  foot.  Welt  sole  and  15/8  wood 
covered  Louis  heel.  From  Lounsbury, 
Mathewson  &  Co..  South  Norwalk, 
Conn. 

Strong  revival  of  patent  leather  a  little 
later  in  the  season  is  looked  for  by  Mr. 
Kramer.  He  points  to  its  revival  in  Paris 
this  season  and  thinks  it  will  be  good  in 
combinations.  He  says  large  sized  buckles 
are  dead  numbers  in  his  department  at  pres- 
ent, but  that  small  ones,  which  can  be  used  on 
the  straps,  are  good. 

He  looks  for  sport  shoes  of  black  and 
white  combinations  to  be  especially  good  this 
summer,  and  expects  black  footwear  with 
gray  kid  underlays  to  be  favored. 

Hess  Bros.'  shoe  department  has  a  promi- 
nent location  on  the  ground  floor  of  the  store, 
taking  up  a  space  about  90  by  30  feet.  By 
moving  the  shelving  cases  about  three  feet 
from  the  wall,  it  permits  of  three  stocks  of 
shoes — one  facing  into  the  department,  an- 
other backing  it  up,  and  a  third  in  other 
shelves  against  the  wall. 

The  salesforce  consists  of  nine  women  and 
three  men  with  additional  members  Satur- 
days and  for  special  sale  events.  Shoe  find- 
ings are  prominently  displayed  in  a  large 
show  case  and  pretty  felt  slippers  are  fea- 
tured in  the  store  displays  and  stocks  the 
year  'round. 
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^  The  Sport  Shoes  shown  in  this  advertisement 
can  be  had  in  all  sizes  and  all  widths;  delivery 
will  be  made  within  four  weeks  after  receipt 
of  order. 

^  The  materials  used  are  of  the  best;  the  tailor- 
ing is  strictly  high  class;  the  prices  are  modest 
and  "HOLTERSHOES"  have  long  been  noted 
for  their  superb  fitting  qualities. 

^  Place  your  order  now  for  your  later  needs  thus 
avoiding  disappointment  as  to  deliveries  which 
is  sure  to  come  if  you  fail  to  anticipate  your  re- 
quirements. 


The  Hollers  Company 

CINCINNATI 
OHIO 


• 
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New  Cammeyer  Branch  de  Luxe  Shoe 
Store  Is  Marvel  of  Beauty 

Fifth  Avenue  Lays  Claim  to  World's  Most  Unique  and  Prettiest 
Shoe  Salon— Resembles  Interior  of  a  Private  Mansion— Stocks  of 
Footwear  Entirely  Hidden  from  View  of  Customers— Is  Realiza- 
tion of  Louis  M.  Hart's  Dream  of  Ideal  Store— Details  of  Fixtures 


FIFTH  Avenue  now  lays  claim  to  the  most 
beautiful  shoe  store  in  the  world — the 
new  Cammeyer  Branch  de  Luxe  Shoe 
store  which  has  just  been  opened  at  677  Fifth 
avenue.  It  is  the  realization  of  the  life  dream 
of  Louis  M.  Hart,  president  of  Cammeyer's, 
a  name  which  has  for  many  years  been  known 
far  and  wide  in  the  shoe  style  world. 

Located  in  the  Cammeyer  building,  a  beau- 
tiful, seven-story  stone  and  steel  structure 
just  erected  on  the  site  of  the  old  Cornelius 
Vanderbilt  home,  directly  across  from  the 
famous  St.  Thomas  Church,  the  store  pre- 
sents to  the  eye  the  interior  of  a  most  luxuri- 
ous residence.  Excepting  a  half  dozen  or  so 
of  dainty  shoes  in  handsome,  illuminated  glass 
cases  on  beautifully  carved  tables,  there  is  not 
the  slightest  suggestion  of  shoes  to  be  seen 
anywhere  in  the  place. 

Two-faced  Display  Windows 

As  milady  steps  from  her  conveyance  to 
the  curb  she  stands  before  a  most  dignified 
and  stately  fagade  of  white  stone  with  green 
onyx  marble  trimming.  At  either  side  of  the 
silk  draped  door  is  a  display  window  in  which 
but  a  few  styles  at  a  time  will  be  displayed. 

The  windows  are  unique  in  that  they  are 
divided  through  the  center  in  such  a  manner 
that  one  display  is  seen  from  the  street  and 
after  a  visitor  passes  through  the  door  into 
the  foyer  or  reception  room,  another  display 
faces  into  the  room. 

The  reception  room,  which  is  18  by  40  feet, 
leads  to  the  salesroom  in  the  rear  which  is  30 
by  50  feet.  It  is  like  walking  into  some  state- 
ly home. 

The  walls  throughout  are  of  heavy,  dark 
oak  panels  extending  to  the  ceiling,  around 
which  there  is  carved  work.  It  forms  a  hand- 


some decorative  feature  and  also  secretes  the 
openings  of  the  ventilating  system  with  which 
the  building   is   equipped   and   which  keeps 

fresh  air  in  con-   

stant  circulation, 
heated  in  winter 
and  cooled  in  sum- 
mer. 

The  bas-relief 
carving  effect  is 
carried  on 
throughout  recep- 
tion and  sales- 
rooms. It  extends 
over  the  old  ivory 
tinted  ceiling, 
cleverly  concealing 
the  nozzles  of  the 
fire  sprinkler  sys- 
tem. From  the 
ceiling  hang  huge 
shimmering  o  1  d 
crystal  chandeliers 
of  elaborate  de- 
sign. 

Over  the  beau- 
tiful  parquet 
floors  are  thick, 
taupe  colored  che- 
n  i  1 1  e  wool  rugs 
made  in  Scotland 
to  special  order. 
The  rug  in  the 
salesroom  is  25  by 
47  feet  and  is  made 
all   in   one  piece. 

The  rug  in  the  reception  room  is  12  by  33 
feet. 

Beautifully  carved  chairs  upholstered  in 
tapestries  of  harmonizing  shades,  all  made 


on  special  order,  are  grouped  about  in  the 
salesroom  and  reception  room  in  such  a  man- 
ner as  to  dispel  any  semblance  of  uniformity 


A  part  of  the  beautiful  salesroom  where  shoe  fitting  is  do.ne 


Handsome  fagade  of  new  Cammeyer  de  Luxe  Branch,  of  white  stone  and 
green  onyx  marble. 

or  mathematical  precision. 

Besides  the  luxurious  chairs  there  is  a 
settee  or  two  to  match,  placed  near  the  walls. 
Regulation  fitting  stools  are  never  used  in 
Cammeyer  stores  and  in  this  new  Branch  de 
Luxe  there  are  just  low  footstools  on  short 
legs  for  the  salesperson  to  sit  on.  The  cus- 
tomer's foot  is  always  placed  on  the  sales- 
man's knee.  The  stools  are  made  to  match  the 
chairs,  in  both  woodwork  and  upholstering. 

On  heavy,  carved  oak  tables  placed  about 
the  room  are  very  attractive  electric  table 
lamps  and  in  the  reception  hall  and  at  the 
rear  of  the  salesroom  are  fireplaces  which 
give  an  added  touch  of  coziness  to  the  sur- 
roundings. Over  the  fireplaces  are  huge  de- 
signs of  flowers,  leaves  and  fruit  in  Grindlin- 
Gibbons  carvings  of  bass-wood.  Heavy,  Bur- 
gundy velour  draperies  are  hung  at  the  arch- 
way between  the  reception  room  and  sales- 
room. No  effort  or  expense  has  been  spared 
to  make  the  store  beautiful,  restful  and  in- 
viting. It  is  thoroughly  dignifted  and  impres- 
sive. 

The  stock  of  shoes  is  kept  in  a  room  off 
the  main  salesroom  and  completely  hidden 
from  customers.  There  is  space  on  the  steel 
shelves  for  a  stock  of  5000  pairs  of  shoes  and 
in  the  basement  beneath  the  store  an  almost 
unlimited  reserve  stock  of  merchandise  may 
be  kept. 

No  cartons  are  ever  taken  from  the  stock 
room.  The  salesperson  carries  the  shoes  into 
the  salesroom  to  show  them  to  the  customer. 

(Continued  on  page  144) 
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TO  HELP  YOU  SELL  MORE  SHOE  LACES 


BEADED  Tip  Shoe  Laces  will  be  nationally 
advertised  in  magazines  of  the  widest 
circulation ;  also  in  a  large  list  of  newspapers. 

Behind  this  advertising  is  a  merchandising 
plan  which  will  make  shoe  lace  sales  a  real 
factor  in  the  profits  of  your  business. 

The  handsome  cabinet  illustrated  above 
does  away  with  slipshod  methods.  Keeps 


shoe  lace  stocks  clean  and  saleable. 

The  Beaded  Tip  Lace  Cabinet  is  a  silent 
salesman.  Hundreds  of  dealers  report  that 
it  has  greatly  increased  their  shoe  lace  sales 
and  shoe  lace  profits. 

Write  our  Dealers'  Help  Department  or 
your  jobber  for  details  of  our  Special  Display 
Cabinet  offer. 


Shoe  Laces 

UNITED  LACE  &  BRAID  MFG.  CO.,  Providence,  R.  1. 


PROTECTION  —  Ask 

for  the  genuine  Beaded  Tip. 
'Be  sure  the  label  reads 
BEADED  TIP  before 
removing  it. 


The  Tip  That 
Won't  Come  Off 


undoubtedly  the  most  useful  magazine  that 

comes  to  our  desk." 


Four  words  in  this  letter  from  Mr.  Andrew 
Brown  of  Ripley,  Miss.,  hit  off  exactly  what  we 
have  striven  for  since  the  founding  of  the  AT- 
LANTIC COAST  MERCHANT,  i.e.:— "the 
most  useful  magazine/' 

The  ATLANTIC  COAST  MERCHANT  is  the 
standby  of  the  southern  and  eastern  retail  mer- 
chants. It  is  primarily  the  periodical  that  keeps 
them  fully  informed  on  all  subjects  pertinent  to 
their  best  interests.  It  fights  their  battles; — 
tells  the  news; — gives  ideas, — real  practical 
ideas, — on  buying,  selling,  management,  credits, 
accounting,  window  trimming,  etc.,  etc.,  helps 
them  in  a  thousand-and-one  different  ways  on 
the  road  to  better  business. 


ATLANTIC  COAST  MERCHANT,  239  We«t  39th  Street,  New  York 
SPECIAL  4  MONTHS  OFFER 

Please  enter  my  subscription  for  the  ATLANTIC  COAST  MERCHANT 
for  four  (4)  months  at  your  special  rate  of  $1.00. 

Name   

Address   

Town   State  


GUY  HUBBART  helps  make  better  salesmen  through 
his  "Studies  in  Salesmanship." 

LEOPOLD  MINSTER  tells  how  efficient  accounting  can 

stop  leaks  by  exposing  the  cause. 

POLLY  PENN'S  "Talks  to  Salesgirls"  puts  the  needed 
stimulus  in  the  feminine  element  that 
boosts  sales. 

GEO.  J.  COWAN  shows  how  to  make  the  most  effective 
and  beautiful  show  window  displays 
that  attract. 

write  business  building  human 
interest  stories,  that  contain  a 
"punch"  calculated  to  awaken 
interest  in  the  most  apathetic 
reader.    These  stories  go  big. 

These  constitute  regular  departments  in  each  issue,  any  one  of 
which  is  worth  a  year's  subscription  alone. 

Try  our  special  4  months'  oflFer.  Clip  the  coupon,  attach  a 
dollar  bill;  and  every  two  weeks  the  ATLANTIC  COAST 
MERCHANT, — "the  business  paper  with  the  human 
touch,"  will  come  brimful  of  helpful  suggestions.  We  feel 
confident  you  will  voice  the  sentiment  of  a  member  of 
Eagon  &  Co.  of  Glenville,  W.  Va.,  who  said. 

" — put  me  down  for  a  year's  subscription. 
It  is  just  the  paper  I  have  been  looking  for." 

ATLANTIC  COAST  MERCHANT 

239  WEST  39th  STREET  NEW  YORK  CITY 


C.  K.  McDERMUT.  Jr 
BERNICE  E.  TODD 
EDNA  H.  ROBERTS 
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Som^  of  the  tft^ls  in  the  W.  M.  Whitney  &  Co.,  Spring  Fashion  Show 

Shoe  Style  Show  Increases  Business 
In  Albany  Shoe  Department 

Display  of  Spring  Footwear  and  Ready-to-Wear  Staged  by  W.  M. 
Whitney  &  Co.  in  Store  and  at  Theatre,  Proves  Fine  Success— Im- 
mediate Reflection  in  Sales  Volume 


Satisfactory  increases  in  sales  were  re- 
flected in  the  shoe  department  of  W.  M.  Whit- 
ney &  Co.,  Albany,  N.  Y.,  as  the  direct  result 
of  a  very  successful  Spring  Style  Show  given 
Monday  and  Tuesday  of  last  week.  Both 
shoes  and  women's  ready-to-wear  were  in- 
cluded in  the  show  which  was  staged  each 
afternoon  on  the  second  floor  of  the  store  and 
each  evening  on  the  stage  of  a  local  the- 
ater in  connection  with  the  regular  perform- 
ance. It  proved  such  a  striking  success  that 
already  the  store  management  has  plans  un- 
der way  for  another  one  in  the  fall. 

Shoes  Covered  Half  Second  Floor 

H.  H.  Wagner,  shoe  department  manager 
and  buyer,  who  was  formerly  connected  with 


the  shoe  department  of  Gimbel  Bros.'  New 
York  store,  had  a  beautiful  and  striking  as- 
sortment of  spring  footwear  styles  on  display. 
Half  of  the  second  floor  of  the  store  was  given 
over  to  the  exhibition  of  shoe  styles.  Palms 
and  spring  flowers  were  used  for  a  very  pretty 
decorative  effect  and  an  orchestra  furnished 
music. 

Seats  were  arranged  on  all  sides  of  the  dis- 
play with  ample  standing  room  in  the  rear. 
Several  attractive  young  women  wore  the 
shoes.  A  raised  platform  was  built  in  the 
center  of  the  display  space,  and  after  walking 
about  the  floor  the  models  stepped  to  the  plat- 
form and  piroutted  a  few  times  to  give  the 
spectators  a  clear  view  of  shapely  ankles  and 
well  shod    feet.'  Footwear    appropriate  for 


sports,  walking,  afternoon  and  evening  dress 
were  included,  worn  with  costumes  of  fitting 
design.  More  than  1500  people  attended  the 
store  displays  each  afternoon. 

During  the  style  displays  at  the  theater, 
the  models  were  generously  applauded  as  they 
tripped  across  the  stage  behind  the  footlights. 
The  idea  was  well  received  in  Albany  and  the 
benefits  in  increased  sales  volumes  in  the  store 
were  immediate  and  gratifying. 

A  feature  of  added  interest  in  connection 
with  the  affair  was  a  collection  of  ancient  foot- 
wear loaned  by  the  United  Shoe  Machinery 
Co.,  which  was  prominently  displayed  in  one 
of  the  front  windows  of  the  store.  Cards  ex- 
plained the  periods  during  which  the  various 
shoes  were  worn. 


Injection  of  Style 


(Continued  from  page  135) 

plain  the  merits  and  demerits  of  the  tread, 
that  it  is  a  promenade,  not  a  hiking  shoe 
and  should  be  kept  treed,  and  the  like. 

This  is  an  opportunity  for  a  talk  on  bot- 
toming. As  the  bottom  is  the  foundation  of 
the  shoe,  so  properly  it  is  the  cornerstone  of 
the  buyer's  interest,  and  if  correctly  laid, 
can  be  built  upon  extensively.  Tell  the  cus- 
tomer of  the  different  kinds  of  leather  and 
their  inimitable  qualities.  Explain  why  a 
light-colored  sole  bottom  cannot  properly 
have  a  heel  to  match  it;  the  relative  virtues 
of  zinc,  brass  and  steel  slugs;  the  function 
of  wedge  lifts  and  of  curved  heel  breasts; 
the  advantage  of  cupped  heel  seats  and  the 
qualities  of  welting  and  insoles. 

Always  the  customer  should  have  a  se- 
lection in  such  a  detail  as  toes,  and  there 
should  be  more  than  one  style  in  good  vogue. 
When  high  toes  and  when  pointed  toes  ran 
into  such  a  craze  that  there  was  nothing  else 
in  the  shops  to  choose  from,  it  first  exhilar- 
ated business  and  then  brought  it  to  disas- 
ter. Few  people,  for  some  time  thereafter, 
cared  to  purchase  a  spare  pair  of  shoes. 
Great  diversity  of  good,  logical  styles  is  an 
insurance  against  sudden  and  sweeping 
changes.  Make  it  safe  to  buy  and  purchases 
will  be  more  frequent. 


Elmer  F.  Fowkes,  who  for  the  past  fifteen 
years  has  been  connected  with  O'Connor  & 
Goldberg's  shoe  store,  205  State  Street,  Chi- 
cago, 111.,  and  has  been  general  manager  of 
the  women's  department  for  about  ten  years, 
has  recently  resigned  and  taken  a  position 
with  the  Boyd-Welsh  Shoe  Co.  of  St.  Louis. 
He  will  not  only  call  upon  customers  in  Louis- 
ville, Ky. ;  Atlanta,  Ga. ;  New  Orleans,  La.; 
Dallas  and  San  Antonio,  Tex.;  Kansas  City, 
Mo.,  and  Omaha,  Neb.,  but  will  work  with  the 
organization  in  the  style  department,  cor- 
respondence to  the  trade,  etc.,  in  connection 
with  John  C.  Boyd,  president  and  factory  man- 
ager and  Jack  T.  Welsh,  vice-president  and 
sales  manager. 

After  thirteen  years'  service  as  manager 
of  the  shoe  department  of  the  F.  &  R.  Lazarus 
Co.,  Columbus,,  Ohio,  Thomas  H.  Siebert  has 
resigned.  Milton  Simmons,  merchandise 
manager  of  a  number  of  other  departments  in 
the  store,  now  becomes  head  of  the  shoe  de- 
partment. Miss  Mary  L.  Roberts,  who  has 
been  buyer  of  women's  and  children's  shoes, 
will  now  buy  only  women's.  R.  Dimel  will  be 
in  charge  of  the  children's  department  and 
L.  E.  Henderson  has  become  buyer  of  men's 
shoes.  Mr.  Siebert,  who  is  also  president  of 
the  Ohio  Valley  Retail  Shoe  Dealers'  Asso- 
ciation and  is  widely  known  in  the  trade,  was 
tendered  a  farewell  dinner  by  owners  and 
executives  of  the  company  and  was  presented 
with  a  handsome  gold  watch. 


After  several  years  as  buyer  of  the  shoe 
department  of  the  Union,  Columbus,  Ohio, 
H.  W.  Reichtel  recently  resigned  and  returned 
to  his  old  position  as  a  traveling  salesman. 
He  has  been  succeeded  by  H.  S.  Grosky. 

J.  Murphy,  formerly  buyer  for  the  shoe 
department  of  N.  Snellenberg  &  Co.,  Philadel- 
phia, has  become  buyer  for  A.  I.  Namm  &  Son, 
Brooklyn.  He  succeeds  Mitchel  Marks,  buyer 
for  the  department  soon  to  be  opened  by 
Blauner's,  Philadelphia.  Mr.  Murphy's  posi- 
tion is  filled  by  W.  A.  Ickler. 


It  is  to  be  a  big  season  for  sport  footwear. 
Here  is  one  of  white  buck  with  tan  calf  trim- 
mings and  novelty  perforations  cut  in  squares. 
Shown  by  Cushing  Shoe  Co.,  Lynn,  Mass. 
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Advises  National 
Ad  Campaign  to 
Sell  More  Shoes 

Public  Can  Be  Educated  to  Buy  Two 
Pairs  at  a  Time,  Speaker 
Tells  Shoemen 

AN  intelligently  planned,  consistently  ex- 
ecuted, and  nationally  conducted  adver- 
"  tising  campaign  to  "sell"  the  public 
on  the  idea  of  buying  two  or  more  pairs  of 
shoes  at  a  time,  was  an  idea  advanced  by  Paul 
L.  Cornell  of  the  H.  C.  Michaels  Advertising 
Agency  in  an  address  before  the  monthly 
meeting  of  the  Retail  Shoe  Dealers'  Associa- 
tion of  New  York,  Inc.,  last  week.  Ways  and 
means  through  which  the  plan  could  be  pop- 
ularized in  the  public  mind  and  how  the  shoe 
trade  of  the  country  would  benefit  through  in- 
creased business  volume  were  explained  in  in- 
teresting fashion. 

Nationalizing  the  "Two  Pair"  Sale 

He  declared  that  no  attempt  had  ever  been 
made  to  "sell"  the  two-pair  idea  to  the  Amer- 
ican public  on  a  nation-wide  scale,  but  that  it 
could  be  done  successfully.  The  two-pair  ar- 
gument has,  of  course,  been  expounded  for 
many  years  by  individual  salespersons  in  in- 
dividual stores  with  varying  degrees  of  suc- 
cess. 

To  convince  the  public  of  the  advantages 
of  buying  two  or  more  pairs  of  shoes  at  a 
time  and  wearing  them  alternately  would  in- 
crease the  per  capita  consumption  of  shoes  in 
the  United  States  very  materially,  declared 
Mr.  Cornell. 

Put  Double  Kick  in  Dull  Trade 

He  said  men  in  the  shoe  and  leather  busi- 
ness often  made  the  argument  that  the  two- 
pair  idea  would  act  as  a  boomerang  because 
the  shoes  would  last  longer,  and  that  instead 
of  increasing  the  per  capita  consumption  of 
footwear,  it  would  decrease  it  after  the  first 
spurt.  He  granted  that  the  shoes  would  last 
longer  when  two  or  more  pairs  were  worn 
alternately.  However,  it  is  human  nature  to 
tire  of  shoes  or  any  other  article  of  wearing 
apparel  and  to  discard  them  for  something 
else  after  a  certain  length  of  time,  anyway, 
he  insisted,  declaring  that  the  two-pair  idea 
would  be  a  great  thing  for  the  shoe  trade  to 
"put  over"  at  this  time  of  dull  trade. 

As  an  example  of  the  benefits  of  such  a 
properly  conducted  campaign  Mr.  Cornell  took 
the  raisin  industry  as  an  illustration,  and  he 
smilingly  explained  that  all  of  his  figures  were 
based  on  the  period  before  prohibition  laws 
went  into  effect. 

Raisins  Popped — Without  Yeast 

In  1913,  140,000,000  pounds  of  raisins  were 
produced  in  the  United  States  and  the  country 
consumed  only  110,000,000  pounds,  leaving 
30,000,000  pounds  unsold.  A  co-operative  na- 
tional advertising  campaign  was  conducted 
with  the  result  that  in  1917  326,000,000  pounds 
of  raisins  were  produced  and  all  consumed. 

Every  shoe  merchant  can  advertise  profit- 
ably if  he  does  it  intelligently,  said  Mr.  Cor- 
nell. The  normal  appropriation  for  advertis- 
ing in  shoe  stores  he  fixed  as  5  per  cent  of  the 
previous  year's  sales.  With  charts  and  facts 
and  figures  he  showed  how  increased  volume 
decreased  selling  expense  per  unit  and  de- 
creased overhead  on  each  article. 

At  the  suggestion  of  Percy  E.  Hart,  presi- 
dent, a  rising  vote  of  thanks  was  tendered  Mr. 
Cornell. 
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Inside  new  Camnieyer  store  entrance  showing  interior  window  display 


New  Cammeyer  Store 

(Continued  from  page  141) 

Stock  girls  are  employed  to  replace  all  shoes 
when  they  are  returned  to  the  stock  room. 

At  one  side  of  the  salesroom  is  an  oak 
paneled  alcove  separated  from  the  main  room 
by  a  lighted  glass  case  and  counter.  Here  is 
the  hosiery  with  buckles  and  similar  accepir 
sories.  Adjoining  it  is  the  cashier's  office  and 
a  grilled  window  opens  into  the  salesroom. 
The  wrapping  department  is  also  connected 
with  only  a  small  opening  into  the  salesroom. 
A  completely  equipped  women's  retiring  room 
is  close  by  and  the  entrance  to  it  is  a  hidden 
panel  which  could  not  be  discovered  without 
the  closest  examination. 

In  the  basement  are  lavatories  and  lunch 
rooms  for  employees.  Offices  of  the  store  ex- 
ecutives are  situated  on  a  mezzanine  floor 


over  the  stock  room  and  invisible  from  the 
salesroom. 

Atmosphere  and  Suggestion  to  Rule  Sales 

A  studied  attempt  has  been  made  to  main- 
tain throughout  a  luxurious,  homelike  atmos- 
phere. Entirely  in  keeping  with  the  new  sell- 
ing idea  employing  atmosphere  and  sugges- 
tion, rather  than  statement  of  presentation, 
this  shoe  salon  marks  a  distinct  step  forward 
in  refined  and  artistic  store  interiors.  The 
owners  have  received  many  congratulations. 

Louis  M.  Hart  himself  conceived  and 
planned  this  unusual  and  unique  shoe  salon. 
It  has  been  his  dream  for  years  and  he  has 
proven  that  some  dreams  do  come  true.  With 
the  opening  of  the  new  shop,  the  Cammeyer 
de  Luke  Store  on  Fifth  Avenue  near  Thirty- 
sixth  Street  was  closed.  The  main  store  on 
Thirty-fourth  Street  and  the  Cammeyer  store 
in  Newark,  N.  J.,  are,  of  course,  maintained. 


Succeeding  B.  Oppenheimer,  who  has  pur- 
chased a  part  interest  in  a  shoe  store  in  Oak- 
land, Cal.,  J.  W.  Merrill  has  been  chosen  as 
manager  of  the  shoe  department  of  Weinstock- 
Lubin  &  Co.,  Sacramento,  Cal.  Mr.  Merrill 
has  been  employed  in  the  store  many  years. 

The  Hill  Bros.  Shoe  Co.,  Spokane,  Wash., 
and  the  Eastern  Shoe  Repair  Co.  of  that  city 
have  merged  under  the  name  of  H.  &  E.  Shoe 
Stores,  Inc.  Jake  Hill,  formerly  president  of 
the  Hill  Bros.  Shoe  Co.,  is  head  of  the  new 
firm  and  Otto  M.  Eggert,  formerly  president 
of  the  Eastern  Shoe  Repair  Co.,  is  vice-presi- 
dent. Frank  Shockly  of  the  Hill  Bros.  Shoe 
Co.  is  secretary  and  treasurer. 

Many  changes  and  improvements  are  be- 
ing made  in  the  shoe  department  of  the  Cabel 
&  Kauffman  Mercantile  Co.  department  store, 
Washington,  Ind.  It  is  being  moved  to  a  new 
location  on  the  ground  floor  and  fitting  booths 
are  being  installed. 

A  new  shoe  department  has  just  been 
opened  in  the  George  R.  Taylor  Co.  depart- 
ment store.  Wheeling,  W.  Va.  L.  L.  Arthur, 
formerly  of  the  Marshall  Field  &  Co.  store, 
Chicago,  111.,  has  been  engaged  as  manager 
and  buyer. 


Style  in  Rubber 

(Continued  from  page  136) 

the  most  fastidious  dresser. 

These  five  arguments  seldom  fail  to  make, 
the  sale.  The  additional  expense  is  so  small 
that  it  is  a  rare  instance  when  the  purchaser 
fails  to  take  advantage  of  the  retailer's  ad- 
vice. In  most  cases  they  are  very  glad  of  this 
service  which  the  retailer  offers  them. 

At  this  time,  with  real  merchandising  once 
again  taking  its  place  as  one  of  the  all-im- 
portant features  in  the  retail  store,  the  lesson 
shown  by  those  merchants  who  have  been 
cashing  in  on  the  style  element  in  rubber 
footwear  should  be  of  tremendous  interest  to 
retailers  all  over  the  country.  Rubber  foot- 
wear is  constantly  being  improved,  and  with 
the  educational  work  which  is  being  done  for 
the  consuming  public,  the  live  retailer  is  given 
a  real  opportunity  to  speed  his  turnover  and 
obtain  extra  profits. 


A  varied  line  of  women's  medium  grade 
shoes  is  being  shown  in  the  shoe  department 
of  the  newly  established  Delmonte  Style  Shop 
in  St.  Louis,  Mo.  The  store  also  carries  a 
complete  line  of  women's  apparel. 
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Even  in  the  youngsters'  room, 
color  harmony  counts  and  Nairn 
Linoleum  supplies  both  the  de- 
sirable ultimate  tone  of  beauty 
in  floor  covering  and  the  essential 
qualities  of  durability,  cleanli- 
ness and  sanitation. 

Only  by  building  the  pattern 
into  the  material  from  top  to  bot- 
tom is  the  unsurpassed  durability 
of  Nairn  Inlaids  accomplished. 

There's  a  Nairn  pattern  for 
every  room  and  every  taste. 


NAIRN  Maid  U NOLEUMS 
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SCRANTON 

ADVERTISING 

today  marks  another  step  forward 
in  the  Scranton  poHcy  of  aggres- 
sive and  progressive  advertising. 
The  current  national  advertising 
campaign  is  bigger  and  better 
than  ever  before. 

Regularly,  every  other  month, 
we  reach  a  vast  audience  of  mil- 
lions of  women  with  a  color  page 
in  the  Ladies'  Home  Journal. 

Scranton  advertising  leads  in 
power  and  appeal  to  women.  It 
is  a  powerful  force  which  is 
playing  a  large  part  in  putting 
Scranton  merchandise  into  more 
and  more  homes. 

You  can  increase  the  effective- 
ness of  our  advertising,  and  there- 
by increase  your  profits,  by  dis- 
playing in  your  store  the  Scranton 
advertisements  and  posters,  which 
we  are  prepared  to  supply. 


THE  SCRANTON  LACE  COMPANY 
SCRANTON,  PA. 

NEW  YORK:  212  Fifth  Ave. 

CHICAGO:  Republic  Building 
TORONTO :  108  Wellington  Street,  W. 
(James  B.  Jamieson) 


This  picture,  in  color,  illustrates  the  Scranton 
full-page  advertisement  in  the  April  Ladies' 
Home  Journal. 


SCRANTON 

FILET  NETS  -  LACE  CURTAINS  -  COLORED  DRAPERIES  -  BED  SPREADS  -  EMBROIDERIES 
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Turnover  Form  of  Sales  Tax  Comes  to  Fore 


BROADLY  speaking,  the  Dry  Goods 
I  Economist  favors  a  tax  on  sales.  We 
have  considered  this  subject  from  a 
number  of  angles,  and  during  a  period  of  two 
years  and  more  the  subject  has  had  our 
thought  and  study.  As  our  readers  are  aware, 
during  that  period  we  have  presented  the  ar- 
guments put  forward  on  both  sides  of  the  sub- 
ject and  have  printed  the  views  of  men  in 
various  walks  of  life  who  have  favored  sales 
tax  plans  and  the  opinions  of  those  who  have 
opposed  them. 

We  favor  the  sales  tax  plan  largely  be- 
cause it  is  the  only  definite,  concrete  plan 
that  has  been  put  forward  as  a  solution  to 
our  existing  federal  taxation  problems.  It  is 
admitted  with  practical  unanimity  that  the 
excess  profits  taxes  must  be  eliminated  and 
that  with  them  must  go  the  excessively  high 
surtaxes  on  large  incomes.  Both  of  these, 
it  has  been  clearly  shown,  are  a  deterrent  to 
industrial  enterprise.  The  excess  profits  tax 
leads  also  to  waste  on  the  part  of  producers 
and  has  tended  to  increase  the  cost  of  com- 
modities. The  excessive  surtaxes  on  incomes 
have  led  the  men  of  great  wealth  to  invest 
in  non-taxable  securities,  such  as  municipal 
bonds,  and  the  result  has  been  the  with- 
drawal from  industry  of  funds  that  would 
have  acted  as  the  lifeblood  of  enterprise. 

Not  only  this,  but  with  the  decline  in 
prices  that  has  come  about,  the  income  de- 
rived by  the  Government  from  the  excessive 
profits  taxes  is  steadily  dwindling.  This  is 
still  more  the  case  as  regards  the  revenue 
raised  by  the  surtaxes  on  large  incomes. 
Such  taxes  are  not  there.  That  is  all  there 
is  to  it.  The  case  was  authoritatively  cited 
in  our  hearing  recently  of  a  man  worth  at 
least  $25,000,000  who  had  told  our  informant 
that  he  had  just  paid  his  income  tax  to  the 
Federal  Government  and  it  amounted  to  no 
more  than  $500. 

Granting  that  a  sales  tax  is  the  solution 
to  the  Federal  taxation  problem — and,  as 
said,  it  is  the  only  solution  so  far  proposed — 
the  question  arises  as  to  what  form  such  tax 
shall  take.  Three  forms  are  under  consid- 
eration : 

I.  The  turnover  tax,  so  called;  that  is,  a 


tax  on  sales  of  all  kinds,  from  producer  of 
raw  material  to  retailer  of  the  finished 
product; 

2.  A  tax  on  sales  of  certain  kinds  of  com- 
modities ; 

3.  A  tax  on  retail  sales  of  goods,  wares 
and  commodities. 

The  second  form  may  be  dismissed  with- 
out further  comment  than  this:  that  such  a 


That  World  Wide  :■ 


PROGRESSIVE  retailers — and  that  includes 
by  far  the  majority — are  more  and  more 
realizing  the  importance  of  the  educational 
factor.  Next  week's  World  Wide  Educational 
Number  of  the  Economist  could  hardly  have 
been  scheduled  for  more  opportune  publica- 
tion; it  comes  at  a  time  in  which  educational 
work  is  being  looked  to  for  the  stimulation 

of    selling    efficiency  agreed    upon    as  the 

most  effective  way  of  meeting  the  pressing 
"cost  of  doing  business"  problem. 

These  features  of  next  week's  issue  will, 

therefore,  have  a  definite  application:  

Success   of   Personnel   Director   Must  Be 

Measured  by  Co-operation  

By  Michael  Schaap,  Director  of  Per- 
sonnel, L.  Bamberger  &  Co.,  Newark. 
Why  We  Call  Our  Sales  Manager  Director 

of  Publicity  

By  Jos.  B.  Mills,  Director  of  Publicity, 
J.  L.  Hudson  Co.,  Detroit. 
Retailing    as    a    Profession    Fast  Gains 

Ground  Among  Our  Educators  

By  an  Economist  Staff-Member. 
Co-operative    Development    of  Training 

for  Retail  Selling  in  Pittsburgh  

By  J.  B.  Miner,  Executive  Secretary, 
Research  Bureau  for  Retail  Training, 
Carnegie  Institute  of  Technology. 

Next  Week! 


tax  would  be  merely  an  extension  of  the 
present  taxes  on  sales  of  certain  articles, 
these  being  known  as  the  excise  and  luxury 
taxes. 

The  main  question,  as  we  see  it,  is  as  to 
whether  the  tax  should  be  a  turnover  tax, 
levied  on  all  sales,  or  a  sales  tax,  levied  only 
on  sales  at  retail. 

To  avoid  any  misunderstanding,  it  should 
be  noted  that  the  tax,  whatever  its  form,  is 


to  be  collected,  not  paid,  by  the  retailer.  In 
other  words,  he  would  add  the  tax  to  the 
price  of  his  goods,  and  at  the  , end  of  th6  I 
month  or  other  period  pay  the  percentage  of 
tax  as  required  by  law  on  his  total  sales  to 
the  Internal  Revenue  Bureau.  We  believe 
there  is  no  one  at  this  time  who  suggests 
that  the  retailer  be  required  to  collect  the 
tax  from  his  customers  on  each  individual 
sale. 

Objections  raised  to  the  turnover  form  of 
tax;  that  is,  a  tax  on  sales  of  all  kinds,  are 
principally  based  on  the  idea  that  as  the  tax 
would  be  passed  on  from  the  producer  of  raw 
material  to  the  manufacturer,  from  the  man- 
ufacturer to  the  jobber,  and  from  the  jobber 
to  the  retailer,  and  that  in  some  cases  a  tax 
would  be  paid  by  no  less  than  five  and,  per- 
haps, in  some  cases  even  more  individuals 
or  concerns,  considerable  pyramiding  would 
exist,  the  result  being  a  heavy  burden  on  the 
ultimate  consumer.  Careful  figuring  has. 
shown  that  at  the  most  the  tax  would  not 
be  heavy,  however.  In  few  cases  would  it 
exceed  four  per  cent,  and  in  many  instances 
it  would  be  considerably  less. 

On  the  whole,  the  Dry  Goods  Economist 
is  inclined  to  favor  the  proposed  turnover 
form  of  tax,  rather  than  the  sales  tax,  mean- 
ing by  the  latter  terms  the  tax  on  retail  sales 
only.  We  feel  it  would  be  less  difficult  to 
induce  Congress  to  enact  a  turnover  tax  be- 
cause a  cry  is  quite  likely  to  be  raised  that 
the  sales  tax,  levied  on  retail  sales  only, 
places  an  unfair  burden  on  the  poor  man. 
Many  people  do  not  see  that  the  turnover  tax 
would  be  passed  on  in  any  case,  and  such 
people  would  take  pleasure  in  the  thought 
that  part  of  the  tax  was  paid  by  the  manu- 
facturer, etc. 

For  a  somewhat  similar  reason  we  do  not 
favor  the  plan  which  is  agitated  in  some 
quarters  for  the  raising  of  the  great  bulk  of 
the  revenue — or  even  all  of  it,  apart  from 
that  obtained  by  duties  on  imports — by 
means  of  a  sales  tax  or  a  turnover  tax,  ac- 
cording as  the  case  might  require.  Such  a 
plan  ignores  the  fact  that  the  poor  man  pays 
out  for  the  necessities  of  life  a  far  greater 
proportion  of  his  income  than  does  the  man 
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of  wealth  or  even  of  moderate  means.  Any 
injustice  of  this  character  can  readily  be 
prevented  by  the  levying  of  income  taxes  on 
people  of  incomes  above  a  certain  amount,  as 
is  done  at  the  present  time. 

The  Economist,  therefore,  favors  a  turn- 
over tax,  together  with  income  taxes  graded 
according  to  amount  of  income.  We  also 
favor  income  tax  rates  that  are  higher  on 
incomes  obtained  without  work  or  effort  and 
lower  rates  on  incomes  derived  from  the 
earnings,  salaries,  or  professional  fees  ob- 
tained by  the  individual  taxpayer. 

The  foregoing  is  an  all  too  brief  and 
cursory  statement,  in  view  of  the  importance 
and  the  ramifications  of  the  subject  dis- 
cussed. As  said,  however,  much  light  on  the 
turnover  and  sales  tax  proposals  has  already 
been  cast  in  our  columns.  Furthermore,  we 
purpose  to  continue  to  discuss  the  proposi- 
tion in  its  various  aspects,  presenting,  of 
course,  such  new  developments  as  may  arise. 

S.  H.  DiTCHETT, 

New  Confidence  in 

Conditions  Justified 

THE  Dry  Goods  Economist  is  strongly 
of  opinion  that  retailers  will  best  serve 
their  own  interests  if  they  will  now  go 
ahead  and  place  advance  orders  on  a  moder- 
ate scale.  We  can  make  this  suggestion  with 
all  the  more  force  because,  as  our  readers  well 
know,  we  have  consistently  urged  merchants 
of  late  to  buy  conservatively,  and  as  re- 
cently as  March  19  we  particularly  cautioned 
buyers  against  losing  their  heads  and  help- 
ing to  bring  about  a  frantic  rush  for  goods 
just  because  in  some  instances  there  was  a 
tendency  toward  higher  prices  in  certain 
lines  of  merchandise. 

We  still  hold  that  advice  to  be  sound  and 
timely.  We  reiterate  what  we  then  said. 
But,  as  we  pointed  out  in  the  articles  in 
question,  that  very  possibility  of  a  runaway 
market  was  due  to  the  policy  of  restricting 
purchases  to  which  retailers  had  so  generally 
adhered  for  a  considerable  period.  Had  mer- 
chants placed  orders  with  a  reasonable  de- 
gree of  freedom,  production  would  have  been 
increased,  goods  would  now  be  more  plenti- 
ful, and  there  would  be  no  probability  of  the 
mills  being  in  a  position  to  advance  their 
prices. 

To  have  a  similar  condition  develop  next 
fall  would  be  nothing  short  of  a  misfortune 
to  all  concerned.  We  are  satisfied  that  the 
mills  desire  no  such  development.  Manufac- 
turers can  produce  more  economically  when 
they  have  at  least  a  fair  degree  of  certainty 
as  to  the  coming  demand.  The  mills  under 
present  circumstances  are  not  going  to  pile 
up  great  quantities  of  goods,  and  for  this 
attitude  or  policy  no  one  can  blame  them. 
If,  however,  they  have  a  reasonable  assur- 
ance as  to  their  outlet,  derived  not  from 
mere  words  but  from  action  on  the  part  of 
their  customers,  they  will  proceed  to  turn 
out  merchandise  on  a  properly  proportioned 
scale.  The  wholesalers,  in  turn,  if  in  re- 
ceipt of  advance  orders  from  their  custom- 


New  York  Stores  Won't 
Reduce  Salaries 

INQUIRIES  from  several  retailers  in  the 
West  indicate  that  rumors  still  persist  to 
the  effect  that  New  York  stores  are  cutting 
salaries  of  both  department  heads  and  sub- 
ordinate employees.  These  stories  are  un- 
true. 

Asked  to  make  a  definite  statement  as  to 
his  firm's  policy,  Jesse  I.  Straus,  president  of 
R.  H.  Macy  &  Co.,  Inc.,  said: 

"We  are  doing  nothing  of  the  kind  and 
do  not  contemplate  it.  We  have  tried  to 
impress  on  our  people  that  we  shall  endeavor 
to  maintain  present  salaries,  even  should  the 
cost  of  living  come  down.  Our  executives 
have  been  told  it  is  up  to  them  to  see  that 
such  a  course  is  possible.  Cutting  pay  is  the 
last  thing  we  are  thinking  of." 

Vice-President  William  G.  Timothy,  of 
James  McCreery  &  Co.,  was  equally  definite. 

"We  certainly  are  not  cutting  pay,"  he 
said,  "either  of  department  heads  or  sub- 
ordinates. That  is  most  emphatic.  We  pay 
what  an  employee  shows  himself  worth  and 
had  rather  advance  than  decrease  salaries." 

These  plain  statements  should  set  un- 
founded rumors  at  rest. 


ers,  will  place  orders  with  the  mills.  Thus 
a  start  will  be  made  and  a  due  measure  of 
production  will  result. 

Moreover,  what  has  been  said  in  refer- 
ence to  the  textile  mills  will  be  equally  true 
as  regards  other  industries,  in  view  of  the 
varied  lines  of  merchandise  carried  by  the 
dry  goods  and  department  stores — if  retail- 
ers will  follow  the  advice  above  given  and 
place  advance  orders  now  with  a  measurable 
degree  of  freedom.  Likely  enough,  some  in- 
dustry in  the  merchant's  own  city  or  town 
will  feel  the  impetus  thus  given  and  he  will 
directly  and  immediately  profit  by  the  in- 
creased employment  of  labor  in  his  com- 
munity. 


The  Real  Answer  to 

Problems  of  Overhead 

How  to  reduce  my  overhead  percentage  ? 
This  is  a  problem  for  which  every  re- 
tailer would  like  to  find  a  solution  at 
this  time.  Such  solution  does  not  readily  ap- 
pear to  be  forthcoming.  Certainly  it  cannot 
be  successfully  approached  or  reached  by 
means  of  any  radical  action  in  the  direction  of 
salary  or  salesforce  reduction. 

Within  the  last  few  days  we  have  dis- 
cussed this  subject  with  progressive  retailers 
high  in  the  management  of  stores  of  large  and 
of  medium  size.  These  merchants  point  out 
that  any  decided  cut  in  salaries  or  any  marked 
lessening  of  the  store  force  must  inevitably 
lower  the  sales  volume,  and,  needless  to  say,  the 
minute  you  do  that  up  goes  the  percentage  of 
your  cost  of  doing  business. 

In  this  connection,  one  merchant  who  ap- 
peared to  have  good  ground  for  his  statement 
declared  that  this  misguided  course  of  cutting 
down  a  force  and  thus  decreasing  volume  lay 
at  the  root  of  the  more  recent  troubles  of  at 
least  one  of  the  big  mail  order  houses. 


What,  then,  is  the  answer  ? 
The  answer  is:  greater  efficiency.   This  is 
being  obtained  in  many  instances  because  of 
the  greater  regard  employees  have  for  their 
jobs  in  these  present  days.    The  majority  of 
store  people  are  doing  better  work  by  far  than 
they  were  willing  to  do  when  positions  were 
easier  to  get.    Moreover,  while  reduction  of 
the  store's  crew  on  anything  approximating 
an  extensive  scale  is  held  to  be  unwise,  the 
weeding  out  of  the  careless  and  inefficient  is 
advisable  from  two  standpoints:  first,  it  rids 
the  store  of  employees  of  that  class;  second, 
the  influence  on  the  remaining  employees  is 
good.    It  is  good,  for  two  reasons:    evil  ex- 
amples are  eliminated,  and  the  remaining  em- 
ployees get  a  pretty  broad  hint  to  watch  their 
step. 

How  to  get  greater  efficiency  on  the  part 
of  the  force  as  a  whole? 

Well,  that  is  a  pretty  broad  subject.  But 
here  are  just  two  suggestions  that  can  be 
briefly  offered: 

1.  Encourage  the  salespeople  to  increase 
their  average  sale:  that  is,  to  sell  a  better 
grade  or  a  better  article  than  they  have  hith- 
erto tried  to  sell.  Develop  the  order-taker 
into  a  salesman.  What  can  be  accomplished  in 
the  direction  of  increasing  the  average  sale  was 
told  in  a  striking  way  in  the  Economist  of 
March  19  by  the  actual  figures  of  recent  years 
of  a  certain  successfully  managed  store  of 
eastern  Pennsylvania. 

These  figures  ought  to  prove  an  eye-opener 
to  merchants  who  yet  have  not  realized  the 
results  that  are  obtainable  from  this  kind 
of  effort. 

2.  Adopt  such  measures  as  will  lead  each 
and  every  employee  to  feel  that  he  or  she  is  a 
factor  in  the  success  of  the  business.  The 
general  manager  of  one  of  the  State  Street 
stores  in  Chicago— and  he  is  a  shrewd,  hard- 
headed  merchant,  if  ever  there  was  one — told 
us  recently  something  of  what  he  does  with  a 
view  to  keeping  even  the  humblest  of  his  peo- 
ple active  and  interested.  Said  he,  "I  speak 
pleasantly  and  cheerily  to  each  of  them 
with  whom  I  come  in  contact  during  the  day. 
It  may  be  an  elevator  operator  or  a  porter. 
I  ask  them,  'How's  business  to-day?'  It 
makes  them  feel  that  their  work  is  of  conse- 
quence to  the  business." 

The  point  about  this  man's  attitude  is  the 
purpose  that  is  back  of  it.  It  is  not  a  matter 
of  sentiment.  He  realizes  that  there  are  other 
and  more  effectual  ways  of  keeping  down 
overhead  percentage  than  reducing  salaries 
and  letting  out  some  of  his  force.  And  he  is 
fully  in  accord  with  the  other  men  we  have 
talked  with  in  recognizing  the  fact  that  vol- 
ume must  be  maintained  and  wherever  pos- 
sible increased,  in  spite  of  the  lower  prices 
that  prevail  to-day  as  against  a  year  ago. 

He  realizes,  too,  that  goods  must  not  only 
be  sold  but  must  be  sold,  handled  and  deliv- 
ered in  such  a  way  that  they  will  stay  sold. 

Lessen  your  returns  and  your  re-deliveries 
that  result  from  errors,  an  efficiency  in  this 
direction  will  in  itself  go  quite  a  distance 
toward  reducing  overhead  percentage.  And 
what  will  tend  to  lessen  returns  more  quickly 
or  more  effectually  than  a  keener  interest  and 
loyalty  on  the  part  of  the  store  force? 
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Are  We  to  Bury  Our  Heads  in  the  Sand 

on  the  Tariff  Proposition  ? 

Former  Secretary  of  Commerce  Redfield  Points  Out  What  an 
"Ostrich"  Idea  of  Protection  Would  Be  Likely  to  Cause  —  Better 
Make  a  Fair  Levy  That  Permits  Adjustment  from  Both  Sides 
Than  Throw  Up  a  Defense  That  Will  Repulse  World's  Business 

Overtures,  He  Advises 


REMEMBER  how  mother's  parlor  used 
to  look  when  she  got  stung  with  the 
^first  housecleaning  bug  the  first  warm 
days  of  April?  Pictures  down  and  piled  on 
top  the  davenport;  curtains  removed;  chairs 
"jazzed"  about  in  every  conceivable  form  of 
disarrangement;  and  everything  moved  to 
the  center  of  the  room,  leaving  a  little  alley- 
way around  the  four  walls? 

Well,  that's  the  way  Mr.  Redfield's  office 
looked  when  we  arrived  therein  at  50  Broad 
Street  just  near  the  only  deaf  and  dumb  out- 
door asylum  in  the  world — the  curb  stock 
exchange. 

Seating  ourself  on  one  of  the  pictureless 
chairs  we  asked  Mr.  Redfield  this  question : 

"What  do  you  think  should  be  done  about 
the  tariff — should  we  pay  on  a  basis  of  valu- 
ation at  our  dock  or  at  the  dock  of  the  trust- 
ing gentlemen  who  ship  their  wares  to  Amer- 
ica?" 

When  the  Sea  Gets  Rough 

The  next  thousand  words  are  Mr.  Red- 
field's  reply  as  nearly  as  our  fickle  memory 
can  recall.  Not  his  words,  mind  you,  but  the 
thought.  And  it  is  a  BIG  thought  and  one 
you'll  do  well  to  think  over  seriously. 

Now — 

A  sentimental  young  woman  just  married 
to  a  kindly  but  matter-of-fact  college  profes- 
sor set  sail  for  Europe.  The  ship  behaves 
herself  beautifully  until  she  plows  into  the 
Gulf  Stream — the  only  efficient  hot  water 
system  in  the  world.  Then  things  happen 
among  them.  An  extremely  unpleasant  sea 
sickness  on  the  part  of  the  bride,  whereupon 
she  discusses — between  trips  to  the  rail — the 
joy  of  the  voyage  up  to  now  and  the  awful- 
ness  of  the  white  caps  that  make  the  old  ship 
such  a  gymnast. 

The  professor,  though,  only  grunts  his 
approval  of  her  contrasts,  for  he  is  lost  in 
thought  over  the  marvels  of  nature.  He  sees 
the  rough  water  only  as  a  part  of  a  great 
stream,  the  warm  air  from  which  makes  our 
entire  Northern  and  Eastern  States  as  well  as 
all  of  Great  Britain,  etc.,  habitable.  He  isn't 
concerned  with  the  little  inconveniences  for 
he  realizes  their  necessity  for  the  GREAT 
good  that  is  done. 

Those  who  discuss  tariff  reforms  without 
going  to  fundamentals  are  like  the  bride — 
blinded  by  the  froth  on  the  surface  of  the 
great  idea. 

Times  Bring  Change 

What  pricings  to  use  in  determining 
amounts  paid  on  imports  are  not  the  chief 
concern.  We  must  go  deeper.  We  must 
search  for  a  rock  foundation  on  which  to 
build  a  tariff  of  any  kind  and  that  founda- 
tion is  different  TO-DAY  from  what  it  was 
ten  or  even  five  years  ago.  Now  it  is  the 
fifteen  billion  dollars  owed  to  us  by  the 
world. 

That  is,  this  is  the  foundation  we  must 
use  UNLESS  we  are  willing  to  go  on  paying 
income  taxes  and  surtaxes  and  all  other 


By  Ernest  C.  Hastings 

kinds  of  taxes  for  the  next  several  genera- 
tions. It  isn't  conceivable  that  many  of  us 
are  overanxious  to  pay  out  money  needlessly. 
Let's  consider  the  things  that  will  reduce 
and  eventually  remove  three-quarters,  at 
least,  of  our  tax  burden. 

There  are  three  main  considerations. 
First,  the  world  owes  us  more  than  it  can 
easily  or  promptly  pay.  Second,  yet  we 
MUST  be  paid.  Third,  we  must  go  on  sell- 
ing. 

The  Gold  We  Have 

The  world  can  pay  us  in  but  three  ways. 
Even  Congress  in  all  its  wisdom  cannot  con- 
ceive a  fourth.  They  are,  money,  service  and 
merchandise. 

With  money  it  is  impossible.  We  have 
three-fifths  of  the  gold  coin  in  existence, 
and  even  if  this  by  some  magic  wand  could 


You  Know  Redfield:— 


IT  is  the  calm,  dispassionate  view  that  is 
valuable  in  business  today,  especially  in 
the  discussion  of  our  immediate  future  as  a 
supplier  and  customer  of  the  nations  of  the 

world  a    future    that    rests    largely    in  the 

tariff  program  to  be  adopted  by  the  new 
Congress. 

William  C.  Redfield,  Secretary  of  Com- 
merce during  the  Wilson  Administration 
and  now  president  of  the  American  Manu- 
facturers' Export  Association,  is  an  authority 
ideally  situated  to  talk  sense  about  the  tariff. 

It  is  with  the  belief  that  Mr.  Redfield's 
views  may  contribute  an  important  element 
in  enabling  retail  merchants  to  consider  the 
tarifl  problem  broadly,  and  from  all  angles, 
particularly  in  their  contemplation  of  its 
effect  on  their  buying  and  selling,  that  the 
Economist  presents  this  interview  with  Mr. 
Redfield  by  Mr.  Hastings. 


be  divided  among  our  debtor  nations  it  would 
not  be  sufficient  to  clear  the  slate. 

Service  we  won't  have.  We  insist  upon 
our  own  ships  to  carry  our  goods.  We  are 
urging  for  more  American  insurance  com- 
panies; more  American  international  bank- 
ing systems  and,  in  fact,  more  American 
everything  with  which  to  handle  our  ex- 
ports, all  of  which  is  right  and  proper. 

So,  merchandise  is  the  only  commodity 
with  which  that  inconceivable  debt  can  be 
paid.  But,  even  if  we  were  to  accept  all  the 
goods  ready  for  shipment  in  every  country 
of  the  globe  it  would  not  balance  the  books, 
so  it  may  be  seen  that  our  debt  cannot  be 
paid  easily.  It  must  come  as  a  result  of 
great  consumption  of  raw  materials — MOST- 
LY from  this  country — and  untold  hours  of 
labor. 

No  One  Wants  Slate  Wiped  Off 

If  the  debt  cannot  be  paid  easily  it  is 
equally  plain  that  it  cannot  be  paid  promptly 


— a  God's  blessing.  You  know  what  would 
happen  if  you  could  and  did  draw  a  check 
for  a  million  dollars  on  your  local  bank.  It 
would  cause  great  inconvenience  if  not  a 
near  panic.  And,  you  can  also  imagine  what 
trouble  so  large  a  check  would  cause  the  re- 
cipient in  getting  it  out  on  interest  promptly 
and  safely.  A  fifteen-billion-dollar  check  to 
Uncle  Sam — were  it  possible — would  practi- 
cally wreck  the  financial  system  of  the 
world. 

And,  yet  we  MUST  be  paid.  Don't  let 
misguided  newspapers  fool  you  into  believ- 
ing that  our  debtors  want  war  debts  can- 
celled. They  don't.  It  is  VERY  doubtful 
if  ANY  one  of  them  would  permit  it.  They 
realize  that  a  debt  is  one  of  the  surest, 
safest  and  most  forceful  means  of  bringing 
industrial  stability.  It  encourages  thrift  and 
economy  and  hard  work.  Germany's  war 
debt — even  though  the  amount  has  not  been 
determined — has  been  her  salvation.  It  has 
been  the  means  of  vitalizing  her  industries, 
as  no  amount  of  war  indemnity  could  or 
would  have  done  had  SHE  won  the  war. 
She  is  producing  so  that  she  can  SELL  to 
get  money  with  which  to  PAY  her  debts. 

World  Wants  Our  Goods 

That  brings  us  to  our  third  considera- 
tion. WE  must  keep  on  selling  while  our 
debt  is  being  paid. 

From  Mr.  Redfield's  window  a  few  ware- 
houses were  pointed  out  as  containing  forty 
million  dollars'  worth  of  American  products 
for  EXPORT  that  cannot  be  shipped  because 
the  foreign  countries  have  not  the  money 
with  which  to  pay.  In  the  harbor  of  Buenos 
Ayres  there  are  another  forty  million  dol- 
lars' worth  of  Uncle  Sam's  goods.  In  Callao 
harbor  are  barges  which  cannot  be  unloaded 
because  there's  no  money  for  payment.  One 
firm  had  $1,300,000  worth  of  merchandise 
shipped  back  from  Constantinople  and  the 
Levant  because  of  lack  of  funds.  This,  in 
spite  of  the  fact  that  the  world  is  crying, 
begging  for  the  things  our  mills  create. 

So,  men,  you  see  we  are  face  to  face  with 
the  fact  that  we  must  BUY  in  order  to  SELL. 

If  the  currency  of  this  country  were 
wiped  out  or  three-fifths  curtailed  would  you 
refuse  to  accept  wheat  or  corn  or  leather  or 
cotton  in  payment  of  your  charge  accounts? 
— products  which  you  could  have  turned  into 
merchandise  for  resale?  Or  would  you  in- 
sist that  your  debtors  continue  to  buy  from 
you  in  the  hope  that  some  miracle  would 
provide  them  with  gold  for  payment?  In- 
creasing a  debt,  especially  a  large  one,  is 
not  conducive  to  pajrment. 

These,  friends,  are  facts  that  MUST  and 
WILL  be  considered  in  writing  a  new  tariff. 
The  details  are  a  matter  of  expediency  and 
consideration  for  the  other  fellow — the  fel- 
low who  owes  us  and  who  WISHES  to  pay 
us  and  MUST  pay  us.  And  who  CAN  pay 
only  with  the  merchandise  we  are  willing  to 
accept.      Unfortunately  a  few  industries, 

(Continued  on  page  91) 


14 


DRY  GOODS  ECONOMIST,  APRIL  2,  1921 


Sentiment  of  Legislators  Foreshadows 
Tax  Relief  for  Business  Interests 

Senator  Penrose  Declares  Excess  Profits  Levy  Will  Be  Abolished 

 Ways  and  Means  Committee  Seeks  a  Scientific  "Collection 

Point"  Department  of  Justice  Drops  All  Cases  Under  Section  4 

of  Lever  Act— Emergency  Tariff  Bill  Slated  for  Hearing 


As  an  aftermath  to  the  United  States  Su- 
preme Court's  decision  that  the  Lever 
Act  was  unconstitutional,  the  Depart- 
ment of  Justice  on  Monday  of  this  week 
wiped  the  slate  clean  of  all  cases  under  Sec- 
tion 4  of  this  war-time  law,  which  was  aimed 
at  profiteering.  The  Solicitor  General  advised 
the  Court  that  the  Government  desired  to 
confess  error  in  the  case  of  Sultzbach  Cloth- 
ing Co.  and  the  Sehon,  Stevenson  Co.,  and 
moved  to  dismiss  the  suits  brought  under 
writ  of  error  against  the  American  Woolen 
Co.  This  action,  however,  does  not  mean 
that  the  Government  has  completely  with- 
drawn suits  instituted  under  the  Lever  Act. 
It  was  explained  that  other  legal  action  may 
follow  in  cases  which  involve  other  features 
of  the  bill. 

Pledge  of  Senate  and  House  leaders  that 
merchants  and  manufacturers  may  expect 
more  equitable  tax  bills  is  almost  equivalent 
to  relief  legislation.  Senator  Penrose  stated 
this  week  that  this  promise  should  inspire 
hope  among  business  men,  though  it  will  re- 
quire considerable  time  in  the  enactment  of 
legislative  measures.  As  Chairman  of  the 
Senate  Committee  of  Finance,  Senator  Pen- 
rose speaks  with  authority  when  he  says 
that  improper  levies,  such  as  the  excess 
profits  tax,  will  be  abolished  and  income 
taxes  reduced  all  along  the  line  to  a  collec- 
tion point.  A  "collection  point"  is  defined  by 
Senator  Penrose  as  the  rate  which  will  yield 
an  adequate  revenue  without  hampering 
business  men  or  other  taxpayers. 

Collection  Point  Needed 

The  chairman  has  made  it  clear  that 
members  of  his  committee  and  their  associ- 
ates on  the  House  Committee  of  Ways  and 
Means  recognized  the  need  for  an  accurate 
and  scientific  determination  of  a  collection 
point.  The  Senator  seems  to  think  that  it 
would  be  practical  to  determine  the  rate  in 
a  manner  similar  to  that  practised  in  the 
olden  days,  when  the  Government,  or  rather 
the  Internal  Revenue  collectors,  defined  the 
tax  on  whiskey  almost  to  a  mathematical 
point.  It  was  argued  that  beyond  this  point 
less  revenue  would  be  received  under  a 
higher  percentage  than  a  lower.  Senate  and 
House  leaders  readily  admit  that  it  is  evident 
that  a  collection  point  on  income  taxes  must 
not  be  in  excess  because  of  the  fact  that  it 
would  rob  the  taxpayer,  who  is  an  investor, 
of  all  initiative  and  enterprise,  and  in  this 
way  stop  the  wheels  of  commerce.  Experi- 
ences of  the  Treasury  Department  show  that 
men  of  large  income  invariably  turn  to  the 
temptation  of  hiding  their  actual  wealth  in 
investments  which  are  free  from  taxation. 

Give  Incentive  to  Capital 

Senator  Penrose  believes  that  the  pos- 
sessor of  money  must  have  restored  to  him 
sufficient  incentive  to  continue  his  activities 
in  the  development  of  business  through  in- 
vestments. The  Senate  Finance  Committee 
will  take  up  the  work  of  tax  revision  before 
the    Sixty-seventh    Congress    convenes  on 


By  Economist  Correspondent 
at  W^ashington 

April  11,  provided  a  quorum  of  the  commit- 
tee can  be  summoned.  In  order  to  expedite 
this  legislation,  Chairman  Fordney  of  the 
House  Committee  on  Ways  and  Means  ex- 
pects to  use  a  substantial  portion  of  the  testi- 
mony presented  to  the  Senate  committee  in 
formulating  internal  revenue  laws.  The  two 
committees  will  confer  with  Treasury  oflft- 
cials  in  order  to  analyze  schedules  submitted 
by  various  subcommittees.  Because  of  the 
multitude  of  errors  arising  from  interpreta- 
tion of  the  language  employed  in  tax  bills, 
the  Congress  has  created  a  special  organiza- 
tion known  as  the  Congressional  Draft 
Bureau. 

Writing  schedules  for  wool,  cotton,  silk 
and  manufactures  thereof  is  proving  a  big 
task  for  members  of  the  House  Committee 
on  Ways  and  Means.  It  has  been  unofficially 
announced  that  the  subcommittee  in  charge 
of  Schedule  K  had  reached  an  agreement  to 
restore  the  ratios  of  duty  on  wool  which  were 
contained  in  the  Payne-Aldrich  Bill  for  the 
permanent  tariff.  **■ 


Tariff  Bill  Up  Soon 

Chairman  Fordney  contended  that  this 
tentative  schedule  had  not  been  considered 
and  approved,  as  reported  in  the  consumer 
press.  He  declared  that  subcommittees  are 
giving  thorough  consideration  to  each  para- 
graph and  would  not  commit  themselves 
until  the  full  committee  could  study  the  ten- 
tative drafts.  It  is  interesting  to  note  the 
permanent  tariff  as  proposed  would  carry  a 
rate  of  eleven  cents  per  pound  on  greased 
wool,  twenty-two  cents  for  washed  wool  and 
thirty-three  cents  for  scoured  wool.  The 
Fordney  Emergency  Tariff  Bill,  which  is  in- 
tended primarily  to  protect  agricultural 
products,  calls  for  a  rate  of  fifteen  cents  for 
unwashed  wool,  thirty  cents  for  washed  wool 
and  forty-five  cents  for  scoured  wool.  Con- 
gressional leaders  virtually  have  agreed  to 
pass  the  Emergency  Tariff  within  a  week 
after  Congress  meets.  Certain  groups  _  of 
American  wool-growers  insist  that  nothing 
short  of  an  embargo  will  protect  their  mar- 
kets. It  is  extremely  doubtful  that  the  em- 
bargo proposal  will  be  seriously  considered. 

Manufacturers  of  woolen  fabrics  have 
gone  on  record  and  are  bringing  pressure 
to  bear  on  the  committee  in  favor  of  the  in- 
corporation of  duties  on  the  wool  contained 
in  tops,  yarns  and  cloths  in  the  same  para- 
graph with  the  duties  on  raw  wool.  Manu- 
facturers have  sought  higher  rates  in  many 
instances  than  could  be  afforded  under  the 
old  Payne-Aldrich  Act. 

Estimation  of  Duties 

With  American  retailers  handling  large 
quantities  of  imported  merchandise,  the 
question  of  effecting  the  transfer  of  the  basis 
for  the  estimation  of  ad  valorem  duties  from 
foreign  to  American  wholesale  market  value 


is  becoming  of  vital  importance.  This  new 
method  of  valuation  undoubtedly  will  force 
a  revision  of  price  lists  on  imported  fabrics 
and  other  dry  goods. 

Marion  De  Yries,  Associate  Judge  cf  the 
United  States  Customs  Appeals,  is  conferring 
with  the  House  Committee  on  Ways  and 
Means  as  to  amendments  to  the  Customs  Ad- 
ministrative Act.  Judge  De  Yries  believes 
that  the  Congress  should  adopt  the  language 
of  the  existing  law  in  every  possible  detail, 
adding,  only  where  absolutely  necessary, 
changed  words  to  effect  the  new  purpose,  and 
thus  avoid  any  possible  uncertainty  as  to 
the  meaning  of  the  new  act.  For  instance, 
insertion  of  the  words  "United  States" 
changes  the  basis  of  valuation  to  the  Ameri- 
can market  value  unqualifiedly  and  without 
any  deduction. 

Controversies  Expected 

The  importer  knows  that  this  revision  de- 
fines the  dutiable  valuation  of  foreign  goods 
in  American  wholesale  markets  packed  ready 
for  shipment,  competing  and  to  be  compared 
with  our  goods  in  the  same  market.  In  order 
to  prevent  what  would  possibly  approximate 
an  embargo  it  is  proposed  to  deduct  actual 
duties  levied  by  our  laws  upon  the  imported 
merchandise  after  the  American  valuation  is 
calculated,  so  that  the  importer  would  avoid 
paying  duties  on  duties  already  paid. 

Undoubtedly,  controversy  will  develop  as 
to  what  constitutes  the  wholesale  market 
value  in  this  country.  In  justice  to  the 
American  importer  it  is  recommended  that 
the  American  valuation  shall  be  taken  at  the 
time  of  exportation  to  this  country  to  allow 
officials  to  discover  the  actual  market  value 
of  the  goods  for  entry  purposes.  Attention 
of  the  committee  is  directed  to  the  fact  that 
the  proposed  valuations  do  not  make  the 
value  at  the  port  of  importation  the  dutiable 
value.  It  is  intended  to  reckon  the  wholesale 
market  value  from  the  prices  prevailing  in 
the  principal  markets  of  the  United  States. 

Senator  Penrose  and  members  of  his  com- 
mittee claim  that  investigation  discloses  the 
fact  that  Eastern  manufacturers  feel  they 
can  survive  a  temporary  tariff  measure,  as 
proposed  for  agricultural  products,  if  the 
Congress  will  amend  the  customs  law  on  the 
basis  of  American  valuations,  under  which 
duties  of  a  high  protective  character  will 
serve  their  purpose. 

Complaints  received  from  merchants  who 
have  of  late  inaugurated  expensive  circular- 
izing campaigns  have  brought  out  advice 
from  the  Post  Office  Department  to  the  effect 
that  business  concerns  would  obtain  better 
result  with  revised  mailing  lists.  Instruc- 
tions have  been  issued  to  postmasters 
throughout  the  country  to  consult  with  mer- 
chants as  to  the  distribution  of  mail  matter. 
Local  post  offices  protest  the  use  of  inaccu- 
rate and  obsolete  mailing  lists  because  of  the 
great  amount  of  clerical  work  involved. 


It  will  pay  merchants  and  department 
heads  to  study  the  Economist's  pages. 
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Our  Mercantile  Marine  and  Foreign 

Commercial  Relations 

The  World  Has  Doubled  in  Its  Population  in  the  Lifetime  of  Men  Who  Are 
Now  Living — Tonnage  Is  Not  Short  Because  Wants  of  the  World  Are 
Short;  the  Wants  of  the  World  Were  Never  So  Great    .    .    .    and  Peo- 
ple Are  Standing  Idle  and  Starving  Idly 


EVER  since  I  have  been  old  enough  to 
know  anything  about  public  affairs,  I 
have  heard  talks  on  the  Merchant  Ma- 
rine. We  once  had  a  flag  that  covered  the 
seas,  but  it  got  lost  on  the  seas  and  we  have 
had  hopes  to  put  it  back  again.  There  are  in- 
dications that  those  hopes  are  going  to  be 
realized. 

However,  I  want  to  talk  to  you  to-day  a 
little  about  the  philosophy  back  of  interna- 
tional trade,  back  of  the  Mercantile  Marine, 
because  this  nation  must  understand  some- 
thing of  that  philosophy  or  it  is  going  to  make 
blind  decisions  on  many  important  questions, 
not  on  the  question  of  Mercantile  Marine 
alone,  but  on  the  question  of  tariff,  on  how  a 
creditor  nation  should  regard  the  tariff  ques- 
tion, on  the  question  of  immigration,  and  gen- 
erally on  the  welfare  of  the  nation. 

New  Type  of  Citizenship 

It  seems  to  me  we  need  almost  a  new  type 
of  citizenship  that  is  going  to  understand 
something  of  the  philosophy  of  the  develop- 
ment of  this  country  and  of  the 
world  during  our  lifetimes.  We 
have  seen  a  development ;  we  have 
been  part  of  a  development  that 
has  been  so  enormous  that  I  think 
sometimes  we  hardly  grasp  it  in 
its  principles  at  all,  but  only  see  it 
in  some  narrow  part  where  our  ob- 
servation is  centered. 

Now,  when  we  used  to  have  our 
flag  on  the  seas,  it  covered  pretty 
small  vessels,  it  covered  the  world 
with  a  total  tonnage  of  interna- 
tional trade  that  was  almost  noth- 
ing compared  to  what  the  total  is 
to-day.  It  served  a  little  world — 
back  in  the  boyhood  of  men  in  this 
room  we  had  a  little  world  com- 
pared to  what  we  have  now.  I 
have  been  more  profoundly  im- 
pressed with  one  bit  of  statistics 
than  with  anything  that  has  come  to  my  mind 
in  some  years,  and  that  is  the  figures  of  the 
growth  of  the  world — the  world's  population, 

33  Million  Immigrants  in  Century 

You  all  know  this  country  has  grown  and 
it  has  been  a  natural  growth.  It  was  a  new 
country,  rich  in  new  resources.  Thirty-three 
million  people  have  emigrated  to  our  shores 
in  a  century.  Of  course  we  have  grown,  but 
we  have  not  grown  much  faster  than  some 
other  portions  of  the  world.  The  world  has 
doubled  in  its  population  in  the  lifetime  of 
men  who  are  now  living.  That  is  something 
to  think  of,  and  apparently  it  has  set  at  naught 
some  of  the  principles  of  political  economy. 
Economists  have  a  law  that  they  call  the  law 
of  diminutive  returns. 

Simply  stated,  it  means  that  if  you  increase 
population  so  that  you  have  to  use  a  decreas- 
ingly  fertile  ground  to  produce  food,  you  are 
going  to  increase  the  average  labor  cost  of 
that  food  production.  Eventually,  if  popula- 
tion increased  rapidly  enough,  far  enough,  you 
would  have  a  check  of  sufficient  food  produc- 
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An  address  before  the  Non-partisan  Satur- 
day Discussion  of  the  National  Republican 
Club,  New  York  City 

tion,  because  you  would  have  to  use  in  increas- 
ing degree  poorer  and  poorer  land.  But  that 
didn't  seem  to  work.  We  saw  the  world 
double,  but  with  more  food  and  with  food 
easier  to  obtain. 

Still  World  Was  Better  Fed 

There  was  another  law,  a  very  pessimistic 
law,  a  law  which  said  that  the  human  family 
tended  to  increase  until  it  pressed  upon  the 
means  of  subsistence,  that  numbers  would  in- 
crease until  there  was  a  starving  margin. 
That  didn't  seem  to  apply  because  the  world 
increased  in  numbers  as  it  never  had  in  all 
history,  and  still  those  numbers  were  better 
fed,  better  clothed,  worked  less,  had  higher 
living  conditions. 


Gems  from  a  Potent  Talk 


IT  seems  to  me  that  we  need  a  new  type  of  citi- 
zenship that  is  going  to  understand  something  of 
the  philosophy  of  the  development  of  this  country 
and  of  the  world  during  our  lifetimes. 

Thirty-three  million  people  have  emigrated  to  our 
shores  in  a  century.  The  world  has  doubled  in  popu- 
lation in  the  lifetime  of  men  who  are  now  living. 

Tonnage  is  not  short  because  the  wants  of  the 
world  are  short.  The  wants  of  the  world  were  never 
so  great,  but  there  has  been  an  interruption  to  com- 
merce   .    .  . 


Now,  those  laws  are  true  laws,  neverthe- 
less. They  are  just  as  true,  I  believe,  as  the 
law  of  gravity.  If  I  lifted  a  glass  and  let  go 
of  it,  the  law  of  gravity  would  say  it  would 
fall  to  the  floor  and  probably  crash,  but  if  I 
let  go  of  it  just  over  the  table,  the  law  of 
gravity  would  work,  but  something  interfered. 
There  was  something  that  interfered  with  the 
law  of  diminutive  returns  and  Malthus'  prop- 
osition, but  only  interfered  for  a  time. 

It  was  the  development  of  this  great 
modern  industrial  era  in  which  we  multiplied 
our  hands,  sometimes  fifty  times,  in  which  we 
produced  this  great  world  transportation  sys- 
tem and  brought  to  the  knowledge  of  the  world 
hygienic  laws,  better  practice  of  medicine,  but 
in  the  main  this  great  fact  (doubling  of  pop- 
ulation in  the  lifetime  of  a  man)  has  been 
due  to  this  industrial  era.  It  built  up  great 
populations,  far  beyond  the  capacity  of  the 
areas  where  they  lived  to  produce  for.  It  built 
a  population  in  Europe  a  hundred  million  in 
excess  of  Europe's  ability  to  feed,  and  they 
were  fed  by  international  trade,  by  world  com- 
merce, the  means  of  shipping. 


And  so,  all  over  the  world,  this  "come  to- 
gether" work  together  in  co-operation  is  what 
has  been  made  the  present  world  possible,  and 
an  interruption  of  it  is  what  has  made  the 
terrible  conditions  possible  that  exist  in  the 
world  to-day. 

Divide  Labor  in  Two  Classes 

You  might  roughly  divide  labor — all  labor, 
perhaps — into  two  classes.  One  class  produces 
food,  the  other  produces  manufactured  prod- 
ucts or  that  raises  raw  material  for  manufac- 
turing or  that  engages  in  the  transportation 
of  goods.  An  organization  of  the  world  which 
sees  to  it  that  food  enough  is  produced,  where 
it  can  be  best  produced,  that  there  is  this  in- 
terchange of  the  manufactured  products  that 
come  from  those  people  most  capable  of  pro- 
ducing those  manufactured  things,  that 
creates  a  transportation  that  shrinks  the  globe 
to  smaller  proportions  than  our  original  thir- 
teen States  were,  geographically  speaking  in 
terms  of  transportation — it  is  that  sort  of  an 
organization  that  made  the  world  possible  in 
its  present  proportions,  that  can, 
only  if  continued,  make  the  exist- 
ence of  the  present  population  pos- 
sible or  that  can  sustain  a  world 
that  is  growing  to-day  1  per  cent  a 
year  in  numbers. 

It  is  a  recognition  of  that  need 
for  organization,  this  larger  vision 
of  business,  if  you  will,  of  citizen- 
ship I  would  rather  call  it,  that 
larger  vision  that  takes  in  the 
whole  wor,ld  in  our  view  that  con- 
templates something  of  an  eco- 
nomic organization  of  the  world  so 
that  the  best  interests  of  all  peo- 
ple will  be  considered.  It  is  such 
an  organization,  such  a  vision  that 
we  as  a  people  must  do  all  we  can 
to  forward  if  we  are  to  answer 
correctly  these  pressing  questions 
of  which  the  shipping  is  but  one 

incident. 

World's  Wants  Not  Short 

It  is  all  well  enough  to  build  ships  and  put 
our  flag  on  them,  but  if  you  have  not  the 
shipping,  if  you  have  not  the  tonnage  to  carry, 
your  ships  are  going  to  be  tied  up  as  they  are 
now.  The  tonnage  is  not  short  because  the 
wants  of  the  world  are  short.  The  wants  of 
the  world  were  never  so  great,  but  there  has 
been  an  interruption  to  commerce,  and  people 
are  standing  idle  and  starving  idly;  when  if 
that  interruption  could  be  removed,  if  the  eco- 
nomic organization  of  the  world  could  get 
back  even  to  where  it  was  (to  say  nothing  of 
what  the  possibilities  might  be  if  we  saw  with 
a  world  vision)  then  those  ships  would  be 
laden  to  their  full  capacity  and  our  shipyards 
would  be  full  of  orders  for  more. 

There  is  the  crux,  it  seems  to  me,  of  this 
Mercantile  Marine  question.  There  is  much 
that  is  important,  before  you  get  to  it,  but  of 
vital  importance  in  considering  that  question, 
as  in  considering  many  others  among  the 
pressing  questions  of  the  day  is  this  compre- 

(Continued  on  page  73) 
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Salt  and  Pepper 

Cop)fri<iy\t    192.1    6y  the   Textile    Publishing  C<? 


The  smart  shops  have  the  right  idea. 
Don't  let  your  millinery  customer  do  the 
marathon  stunt  when  selecting  a  bonnet  from 
the  store  stock.  Sit  her  down,  kerplump, 
into  a  comfortable  chair  before  a  truthful 
dressing  table  or  mirror.  Then  let  her  try 
on  a  hat.  Not  only  will  the  mirrors  give  her 
a  chance  to  get  the  right  angle,  back,  front 
and  sidewise,  but  her  selection  will  not  be 
stirred  between  a  riotous  coloring  of  red  and 
purple  or  yaller  and  pink  bonnets.  The  one 
hat  at  a  time  stunt.  The  hat  for  every  type 
motto.    Business  getters,  that's  all. 

*    *  * 

A  house  organ  says:  "Sound  tables  for  bar- 
gain sections  are  better  than  ANY  others."  Per- 
sonally, we  believe  it's  the  thing  that  goes  on  the 
table  that  counts. 

News  Item  (March  6) — "Washington 
Agog  as  Denby  Wants  to  outdo  England's 
Navy  and  Weeks  Takes  Flat  Issue  with 
Him."  And  this  comes  just  when  we'd  de- 
cided to  pay  our  income  tax  cheerfully,  feel- 
ing SURE  there  would  be  none  next  year. 

^  ^ 

We  suspect  that  the  reason  steam- 
ship lines  to  Europe  have  increased 
first  class  fares  10  per  cent  is  that  they 
want  to  get  "theirn"  before  the  aero- 
planes are  ready  for  commuters  to  Lon- 
don, Paris,  Rome,  etc. 


O/IF  I  ^ 

COULD  omim 

SET  THAT  ^* 
\\BUSIMESS 


/oo  Cxoac/     to  Ijose 

A  New  York  cashier,  got  quite  a  scare  the  other 
day.  A  check  of  one  of  the  biggest  concerns  in  the 
trade  was  fired  back  at  him  marked  "Insufficient 
Funds."  He  was  some  delighted  when  the  con- 
cern's New  York  representative,  after  writing  two 
words  on  the  check,  said,  "I  guess  if  you  re-deposit 
it,  there  will  be  no  trouble."  It  developed  that  the 
concern's  balance  was  big  enough,  at  the  time,  to 
take  care  of  hundreds  of  such  checks.  The  two 
words  which  the  representative  wrote  were  his 
signature.  That  was  all  that  the  check  lacked. 
Some  error  on  the  bank  clerk's  part,  we'll  tell  the 
world. 


Department  stores  which  conduct  agencies  for 
dry  cleaning  establishments  are  daily  watching 
coats,  suits  and  dresses  and  ivaists  sold  last  sea- 
son coyne  back  to  the  store  for  a  dry  bath  and 
renewed  life  and  vigor  to  do  another  lap.  They 
say  they  would  rather  see  the  prices  of  garments 
come  down  so  the  same  customers  would  make 
another  investment  and  feel  free  to  wear  last 
year's  rejuvenations  as  a  '^good-enmigh-for-the- 
hoiise"  garment. 

*  *  * 

Five  thousand  cases  of  hosiery  were  re- 
cently auctioned  by  Lawrence  &  Co.  which 
brought  prices  of  from  60  to  75  per  cent  below 
the  peak  prices.  A  low  price,  yet  a  trifle 
higher  than  distressed  merchandise  has  sold 
for  during  the  past  few  months. 

*  *  * 

Present  market  conditions  are  the  accum- 
ulation of  seven  years.  You  can't  expect  to 
change  them  entirely  in  a  few  months.  Little 
patience,  brother! 

*  *  * 

A  large  railroad  shop  reports  it  is  now  pro- 
ducing only  127  cars  per  month  against  254 
cars  for  the  same  period  of  pre-war  times,  in 
spite  of  a  25  per  cent  increase  in  wages  and 
overhead.  Another  mark-down  to  be  taken 
here,  evidently., 

*  *  * 

It  was  all  their  own  effort.  Panama  and 
Costa  Rica  put  on  the  whole  war  without 
consulting  either  Griffith  or  Helasco. 


Instruct  your  help  if  it's  only  in  one  hour 
spiels  weekly,  to  give  the  customer  one- 
minute  reels  with  each  and  every  sale.  On 
care:  Selling  a  garment  and  sending  it  out  in 
tissue  paper  doesn't  mean  you've  fulfilled 
your  share  of  the  contract.  If  the  article 
is  a  sheer  blouse,  let  your  salesgirl  drop  a 
gentle  hint  on  how  it  should  be  laundered. 
Gloves  when  being  removed  should  be  rolled 
off — not  pulled.  There  are  a  dozen  other 
hints  to  be  harvested  about  each  thing  sold. 
Ask  US.  The  customer  will  lay  it  down  to 
your  credit  and  you'll  collect  in  cash. 

*  *  * 

Are  you  taking  as  lively  an  interest  in 
home  improvements  as  you  should?  Every 
dollar  spent  to  make  your  town  better  will 
help  your  store. 

*  *  * 

Mr.  Jobber,  don't  forget  that  every  delay 
in  buying  on  the  part  of  the  retailer  only  in- 
creases his  potential  purchasing  power.  Pres- 
ent hesitancy  is  not  due  to  big  stocks. 

*  *  * 

"Getting  down  to  brass  tacks"  might  be  the 
title  of  a  play  staged  for  the  purpose  of  eliminat- 
ing what  one  big  buyer  "up-State"  characterized 
very  scornfully  as  "theatricals  which  are  a  men- 
ace to  business."  Style  shows,  promenades,  and 
the  like,  he  said,  constitute  some  of  the  unnec- 
essary expense  that  take  the  profit  out  of  selling 
and  put  the  merchant  in  what  was  called  the 
class  of  profiteers  before  Mr.  Soup-Reme  Court 
said  Mr.  Lever  hadn't  a  foot  to  stand  on.  "Let's 
cut  the  comedy,"  he  added,  "and  buy  and  sell 
merchandise." 

*  *  * 

A  Kansas  City  store  received  a  letter  from 
a  woman's  organization  protesting  against  the 
"almost  nudity"  of  its  cuts  advertising  hos- 
iery. Letter  said  young  men  took  special  de- 
light in  turning  to  the  ads  to  get  an  eyeful. 
Kansas  City  must  be  better  than  we  thought 
if  the  fellows  have  to  go  to  the  papers. 

*  *  * 

Here's  a  thought  that  may  be  of  help  in 
your  business:  "It  is  easier  to  rent  or  sell 
a  newly  papered  house." 

*  *  -x- 

C.  F.  Kumler  writes  us  on  some  very  at- 
tractive anniversary  stationery  that  their 
sixty-eighth  birthday  is  being  celebrated  from 
March  19  to  April  2. 


Spokane  children  seem  to  have  threatened 
the  toy  industry.  During  the  showing  in 
Spokane  of  the  moving  picture  play  "Jack- 
knife  Man"  every  child  who  presented  at  the 
door  a  toy  which  he  had  whittled  for  himself 
with  the  aid  of  his  trusty  jacknife,  was  ad- 
mitted free.  Needless  to  say,  the  sale  of  jack- 
knives  took  on  a  sudden  impetus  and  the  in- 
genuity of  the  American  youth  in  the  toy  man- 
ufacturing business  was  astonishing. 

*  *  * 

In  a  list  of  convention  speakers  is 
included  "One  of  the  ablest  Ministers 
of  the  Gospel  of  Michigan."  We  have 
come  to  believe  Michigan's  gospel  is  "A 
Ford  for  every  workingman."  Hope 
Henery  made  a  good  speech. 

*  *  * 

The  public  will  buy  merchandise  if  it's 
offered  at  the  right  pirices  and  in  the  right 
way.  For  instance,  Rothschild's  in  Chicago 
have  just  held  their  annual  Furniture  Day 
sale.  And,  despite  lower  prices  and  all  the 
other  obstacles  some  people  talk  so  much 
about  the  sales  total  greatly  exceeded  that  of 
a  year  ago.  The  figure  is,  indeed,  a  record- 
breaker  as  far  as  this  annual  event  is  con- 
cerned. 


Merchants  got  such  a  tvallop  on  their  financial 
jaws  at  the  last  inventory  that  many  are  still  a  bit 
groggy.  Don't  worry,  though,  they're  a  hardy 
bunch  and  will  "come  back"  as  soon  as  they  get  a 
good  breath  of  spring. 


Herman  Neaderland  of  Brooklyn  claims  to 
be  the  champion  fisherman  of  the  1921  mer- 
chant class  with  a  10  pound  cod  to  his  credit. 
How  about  it?  What's  your  record?  Surely, 
some  of  you  men  who  saved  enough  from  the 
wreck  with  which  to  go  to  Florida  can  tell  a 
bigger  one  than  Herman's. 

*  *  * 

"In  the  spring  a  woman's  fancy 
Lightly  turns  to  thoughts  of  clothes." 

If  the  amateur  parodist  who  concocted  the 
above  only  had  spelled  it  "clo'es,"  we  might 
have  been  able  to  expand  it  with  something 
like  this: 

"Bills  for  blouses,  skirts  and  shimmies 
Make  her  man  turn  up  his  toes." 

But,  darn  it!  she  just  wouldn't  do  it. 

*  «■  * 

Who  has  an  unusually  successful  towel 
department?  We'd  like  to  have  a  picture 
and  a  story  of  it.   Write  us. 

*  *  * 

A  Sixth  Avenue  sign  running  clear  across 
the  front  of  a  department  store  reads:  "En- 
tire Stock  for  Sale  May  Divide  Henry  Sha- 
piro." 
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Many  Things  Aid 
Betterment  of 
Trade  Conditions 

Post-Easter      Business  Prospects 
Benefited  by  Improvement  in 
Important  Industrial  Fields 

IMPROVED  conditions  are  in  the  air.  A 
big  Easter  business  successfully  concluded 
will,  it  is  expected,  be  followed  by  an 
equally  good  spring  season. 

Many  things  of  importance  lend  weight  to 
the  belief  that  a  better  movement  of  all  classes 
of  merchandise  is  at  hand. 

These  Make  for  Better  Business 

.Railroad  earnings  are  increasing,  labor  is 
in  demand  in  many  industries  and  in  agricul- 
tural sections.  Steel  and  iron  production  has 
increased.  Automobiles  are  being  turned  out 
in  Detroit  at  a  rate  of  5000  per  day,  building 
is  on  a  more  extended  scale  and  in  numerous 
other  industries  like  conditions  are  noted. 
These  things  all  mean  the  spending  of  money. 

Crop  conditions  in  Central  and  Southwest- 
ern States  are  considered  above  normal,  giv- 
ing promise  of  another  bumper  yield.  In  the 
cotton  belt  loans  to  planters  are  being  carried 
because  their  .collection  would  have  conse- 
quences that  would  be  serious. 

Wholesale  trade  in  New  York  is  quiet. 
Other  centers  report  fair  amount  of  activity. 
All  look  for  good  volume  of  orders  this  month. 

The  big  auction  sale  of  rugs  and  carpet- 
ings  scheduled  for  next  week  has  attracted 
many  buyers,  and  a  big  attendance  is  looked 
for.  The  event,  as  usual,  inaugurates  the  new 
carpet  season. 

Cotton  Shows  Strength 

Raw  cotton  has  been  firmer  and  the  whole 
tone  of  the  market  has  turned  from  one  of  un- 
disguised pessimism  to  one  of  good  cheer. 
Spot  cotton  in  the  New  York  market  on  Mon- 
day of  this  week  was  quoted  on  the  basis  of 
12.45  cents  for  Middling  Upland.  Gray  goods 
have  also  been  firmer,  especially  in  the  print- 
cloth  division.  Fine  combed  yarn  fabrics  have 
been  in  active  demand  for  spot  and  immediate 
delivery. 


Buying  Hinges  on 
Right  Prices 

Economist  Staff  Correspondence 

RETAILERS  in  the  Central  West  find  that 
people  will  buy  most  lines  of  goods  if 
prices  are  right  and  merchandise  desirable. 
The  exceptions  are  rugs  and  furniture,  on 
which  prices  are  regarded  as  too  high.  An 
Indianapolis  retailer  says  these  lines  have 
been  so  dull  as  to  make  his  sales  showing  less 
attractive  than  it  otherwise  would  have  been. 
A  Cincinnati  house  which  does  not  handle 
these  lines  reports  February  sales  58  per  cent 
ahead  of  those  for  February,   1 920. 

Sales  of  fancy  cottons  and  silks  have  been 
exceptionally  large;  but  wool  dress  goods  are 
quiet.  Plain  color  organdies  are  in  big  de- 
mand in  one-eighth  yard  purchases  because 
of  the  fad  for  making  flowers  of  this  material. 
Sheets  and  wide  sheetings  are  in  good  de- 
mand. Knit  underwear  for  both  men  and 
women  is  quiet. 

Store  heads  generally,  while  realizing  the 
difference  in  conditions  as  compared  with  a 
year  ago,  are  optimistic  as  to  the  future. 
They  feel  that  the  worst  is  past  and  condi- 
tions are  getting  better  right  along. 


Mill  activity  shows  no  increase,  and  mills 
generally  are  operating  on  part  time,  except 
those  engaged  in  the  manufacture  of  napped 
goods,  ginghams  and  some  other  lines  which 
are  well  sold  ahead.  Print  cloths  in  the  New 
York  market  on  Monday  of  this  week  were 
quoted  on  the  basis  of  6%  cents  for  5.35  yard 
SSVo-inch  64x60's. 

Cotton  Goods  Less  Active 

Finished  cottons  are  slightly  less  active, 
on  the  whole.  Activity  still  continues  on  many 
lines  of  fine  branded  bleached  goods,  ginghams 
and  wash  goods,  but  some  other  lines,  such  as 
standard  prints,  are  slightly  easier.  Some 
lines  of  branded  bleached  goods  and  sheets 
have  been  sold  up  for  several  months  ahead 
and  withdrawn  from  sale.  Some  well-known 
gingham  lines  recently  offered  for  fall  have 
also  been  announced  as  sold  up  and  with- 
drawn. 

Silks  continue  active  and  unchanged,  with 


the  emphasis  of  the  demand  still  centering  on 
Canton  crepes.  Crepes  de  Chine  are  also  very 
strong,  and  it  is  expected  that  the  demand  for 
these  and  other  of  the  lighter  crepes  will  in- 
crease as  the  season  advances.  A  good  de- 
mand for  charmeuse  and  foulard  is  reported 
by  some  houses.  Taffetas  are  slightly  quieter 
but  are  expected  to  pick  up  again  later  in  the 
season. 

The  raw  silk  market  is  much  stronger,  due 
both  to  a  more  active  demand  and  to  the 
passage  by  the  Japanese  Diet  of  an  enabling 
bill  authorizing  the  loan  of  $15,000,000  from 
the  Government  to  the  Silk  Syndicate.  Prices 
in  Yokohama  are  somewhat  above  the  pegged 
level,  and  there  are  signs  of  a  tendency  to  bull 
the  market,  but  the  Syndicate  is  expected  to 
be  a  real  stabilizer  and  to  take  action  equally 
against  undue  inflation  and  against  undue 
depression. 

The  Canton,  Shanghai  and  Italian  markets 
are  also  active  and  stronger.. 

Woolens  and  Worsteds 

Business  in  wool  dress  goods  for  spring 
delivery  is  nearly  finished  and  prices  on  the 
most  wanted  fabrics,  which  recently  were  at 
a  premium,  have  eased  a  bit.  The  wool  goods 
situation  as  a  whole  seems  very  strong.  Many 
of  the  leading  fall  lines  have  already  been  sold 
up  and  withdrawn.  An  unexpectedly  satis- 
factory spring  business  has  made  cutters  very 
optimistic  about  fall  prospects,  and  it  is  be- 
lieved in  many  quarters  that  there  is  at  present 
a  tendency  to  overbuy  piece  goods. 

Raw  wool  remains  dull  and  weak,  but  the 
prospect  of  the  revival  of  the  Payne-Aldrich 
tariff  on  wool  at  the  forthcoming  special  ses- 
sion of  Congress  has  given  the  market  a  more 
cheerful  tone.  Recent  importations  of  raw 
wool  have  been  very  heavy. 

Women's  Garments 

Some  manufacturers  of  suits  in  New  York 
say  they  are  in  a  position  to  make  delivery  of 
suits  of  the  better  grades  in  from  ten  days  to 
two  weeks.  This  fact  may  be  of  interest  to 
buyers,  many  of  whom  have  said  during  the 
last  fortnight  that  they  have  been  unable  to 
get  satisfactory  deliveries  from  the  manufac- 
turers. 

Popular-priced  merchandise  is  available  in 
almost  any  desired  quantity,  but  buyers  say  it 
has  been  difficult  for  them  to  get  a  sufficient 
quantity  of  satisfactory  merchandise  of  the 
better  grades. 


This  Week's  Wholesale  Cotton  Goods  Market 


Solid  Colors 


Longbranch  Red  %   10 

Green  %    10 

Orange  %   10 

Queenstown  Red  %   11 

Green  %   11 

Orange  %   11 

Red  4/4  141/2 

Green  4/4  141/2 

Orange  4/4  141/2 

Loyalty  Red  %   11 

Green  %   11 

Orange  %   11 

Red  %   ,  14 

Loyalty  Twill   — 

American  and  Superior  Prints 

Shirtings   9% 

Greys  and  Shepherd  Checks  10% 

Pink  Chambray  lOVa 

Black  and  White  10% 

Indigo  and  White  10% 

Calcutta  and  White  10% 

Turkey  Red  and  White  10% 

Turkey  Red  and  Black   ...10% 

Claret  and  White   10% 

Solid  Black,  Indigo  and  Cadet  Blue  10% 


As  Accurate  As  Possible 


These  prices  are  given  for  the  pur- 
pose of  indicating  by  comparison  from 
week  to  week  the  general  trend  of  the 
maurket.  The  price  of  an  article,  as 
every  merchant  and  buyer  knows, 
varies  according  to  the  quantity  pur- 
chased and  in  some  caises  a  specially 
low  price  may  be  made  as  a  "leader." 
If  you  happen  to  have  just  bought  some 
brand  or  line  at  a  figure  below  the  one 
quoted  don't  jump  to  the  conclusion 
that  the  price  given  is  inaccurate.  It  is 
as  accurate  as  can  be  stated  in  justice  to 
all  parties  concerned. 


Pilgrim  and  Fremont  Prints 


Shirtings    8% 

Greys  and  Shepherd  Checks   9% 

Pink  Chambray   9% 

Indigo  and  White   9% 

Black  and  White   9% 

Calcutta  and  White    9% 

Turkey  Red  and  White   9% 

Turkey  Red  and  Black   9% 

Solid  Black,  Indigo  and  Cadet  Blue  ....  9% 

Percales 

Richmond  Light  — 

Richmond  Dark   — 

Durban  Light   12% 

Durban  Dark  15 

Scout  Light  .   13 

Scout  Dark  15 

Bradford  Light  13 

Bradford  Dark  15 

Kanton  Light  15 

Kanton  Dark   16% 

Kenmore  Light   15 

Kenmore  Dark   16% 

American  Cambric  Light   15 


(Continued  on  page  95) 
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Population  950,  Sales  $1,083,042;  It's 
Done  By  Blanketing  the  Market 

Bob  and  Otho  Mooney  Are  the  Busiest  Men  in  Temple,  Oklahoma,  and  the 
B.  &  O.  Store's  Executive  and  Sales  Staff  Is  a  Close  Second — Intensive  Ad- 
vertising, Consistent  Service,  and  "Customer  Is  Always  Right,"  Some  of  the 
Other  Reasons  for  This  Masterpiece  of  Merchandising 


IN  Oklahoma  is  a  little  town  that  goes  by 
the  name  of  Temple.  And  the  main  rea- 
son why  it  goes  is  the  B.  &  O.  Cash  Store. 
A  town  of  950  people  is  nothing  out  of  the 
ordinary;  but  a  store  that  keeps  about  48,000 
different  articles  in  stock,  did  a  million- 
dollar  business  in  its  last  fiscal  year,  is  well 
on  the  way  to  a  million  and  a  half  for  the 
current  year  and  is  doing  it  with  only  forty- 
eight  employees  certainly  wants  looking  into. 
It  looks  too  good  to  be  true. 

The  B.  &  0.  Cash  Store  was  organized 
November  11,  1906,  by  Bob  and  Otho  Mooney. 
It  started  in  a  one-story  building,  25  by  60 
feet,  with  a  stock  of  dry  goods,  clothing,  gro- 
ceries, etc.,  bought  on  credit.  Bob  and  Otho 
were  the  whole  works. 

And  Still  Growing  Fast 

After  two  years  they  moved  into  a  bigger 
store,  25  by  140  feet,  and  two  years  later 
added  a  building  doubling  their  capacity. 
This  again  was  doubled  in  1914  and  plans 
are  now  ready  for  still  another  building,  116 
by  140  feet,  and  two  stories  high.  The  best 
thing  about  this  new  store  is  that  the  people 
who  sell  goods  to  the  firm  are  furnishing  the 
money  to  erect  it.  Jobbers  and  manufac- 
turers were  asked  to  advance  sums  equal  to 
one-fourth  the  annual  business  done  with 
them  by  the  store,  to  be  repaid  in  three  an- 
nual installments.  It  was  an  unusual  propo- 
sition— but  the  brothers  got  the  money. 

The  business  is  divided  into  eleven  de- 
partments, including  piece  goods,  men's 
clothing  and  furnishings,  shoes,  ready-to- 
wear  and  millinery,  furniture,  confectionery, 
groceries,  hardware,  lumber,  produce  and  a 
branch  store  at  Lawton.  Each  department 
has  its  own  head.  In  addition  to  these  there 
is  a  shipping  department  and  an  advertising 
department,  the  latter  completely  divorced 
from  the  rest. 

As  evidence  of  the  success  of  the  store's 
methods  here  are  the  figures.  From  June 
30,  1919,  to  June  30,  1920,  total  sales  were 
$1,083,042.80.  From  July  1,  1920,  to  Jan.  1, 
1921,  sales  were  $709,011.82.  Which  brings 
up  the  query^ — what  are  its  methods? 

What  Made  It  Grow 

According  to  Bob  Mooney,  the  success  of 
the  enterprise  is  accounted  for  by  two 
things:  The  principle  of  absolute  customer 
satisfaction  and  extensive  and  intensive  ad- 
vertising. "We  believe  that  the  customer  is 
always  right,"  he  says.  "We  believe  it  even 
more  firmly  than  when  we  started  in  busi- 
ness, for  we  have  proved  that  it  pays.  One 
of  our  salesmen  had  a  customer  who  declared 
up  and  down  that  he  had  been  given  five  dol- 
lars change  too  little.  The  salesman  knew 
the  change  was  right,  but  he  didn't  even  try 
to  prove  it.  He  just  got  a  five-dollar  bill  and 
handed  it  over. 

"Inside  half  an  hour  the  customer  was 
back.  He  had  found  himself  five  dollars  bet- 
ter off"  than  he  should  have  been  and  had  re- 
turned to  make  it  right.  Of  course,  he's  been 
a  good  customer  ever  since.  You  see,  to 
prove  anyone  wrong  makes  him  a  little  sore. 


On  the  other  hand,  if  he  happens  to  find  that 
we  were  right,  the  fact  that  we  made  no 
argument  appeals  to  him  and  he's  always 
careful  to  give  us  the  benefit  of  any  doubt 
thereafter.  We  have  a  straight  money-back 
policy,  too,  for  both  mail-order  and  personal 
sales.  We  ask  only  one  thing — what  is  wrong 
with  the  goods? — and  we  do  that  to  get  a 
line  on  defective  or  unsatisfactory  mercha[n- 
dise. 

"We  make  our  prices  right.  We  work  on 
a  very  close  profit  margin  and  handle  chiefly 
standard  lines  that  our  customers  know. 
That  makes  selling  easier.  Then,  all  our 
department  managers  and  most  of  our  em- 
ployees hold  stock  in  the  firm.  That  means 
a  fuller  appreciation  of  their  duties  and  re- 
sponsibilities, and,  as  each  department  head 
is  absolute  boss  of  his  end  of  the  business, 
it  counts  for  a  good  deal." 

The  store's  advertising  is  of  three  kinds: 
Direct-mail,  display  ads  in  country  news- 
papers and  space  in  a  farm  paper  which 
claims  a  circulation  of  130,000  and  is  pub- 
lished twice  a  month.  Of  these,  the  first  is 
the  biggest  producer. 

35,ooo  on  Mailing  List 

The  advertising  department  is  well 
equipped  to  handle  direct-mail  matter.  It 
has  to  be,  for  the  store's  mailing  list  contains 
about  35,000  names.  Two  multigraphs  strike 
off  ads  at  the  rate  of  2500  sheets  an  hour  and 
a  folding  machine  easily  takes  care  of  this 
output.  There  is  a  machine  for  addressing 
and  one  for  copying  addresses  and  making 
plates  for  the  addressing  machine. 

The  larger  part  of  the  store's  sales  are 
made  to  country  customers  through  a  con- 
stant flow  of  mail  advertising,  and  the  mail- 
order feature  makes  the  trade  territory  prac- 
tically unlimited.  Last  year  orders  were 
received  from  practically  every  State  in  the 
country  as  well  as  from  Alaska,  and  some 
goods  were  shipped  to  Portuguese  West  Af- 
rica. All  orders  must  be  accompanied  by 
cash.  They  are  received  in  a  central  oflJice 
and  a  separate  order  made  out  for  each  de- 
partment concerned.  As  far  as  possible  all 
orders  are  filled  the  day  received.  If  the 
customer  has  specified  "No  substitutions" 
and  the  wanted  goods  are  not  on  hand  his 
money  is  returned.  If  substitution  is  made, 
better  values  than  are  called  for  always  are 
given  and  explanation  made  to  the  customer. 

A  central  station  also  is  used  when  dry 
goods  and  allied  lines  are  bought  by  cus- 
tomers in  person.  Articles  bought  in  differ- 
ent departments,  or  even  in  one  department, 
are  sent  here.  Sales  checks  are  made  in 
duplicate,  one  going  with  the  package  and 
the  other  being  filed  under  the  customer's 
name.  When  the  customer  is  ready  to  leave 
he  calls  at  the  cashier's  window,  pays  his  bill 
and  is  given  his  package. 

The  list  of  25,000  individuals  reached  by 
direct  mail  is  assurance  that  there  is  no 
waste  in  this  publicity,  and  because  the 
store's  goods  are  largely  standard  brands, 
customers  have  full  confidence  in  placing 


their  orders  without  seeing  the  merchandise. 
Here  is  where  the  "Money-back"  and  "Cus- 
tomer-is-right"  policies  pull  strongly,  too. 
The  rest  of  the  mailing  list  is  made  up  of 
10,000  hotels,  hospitals,  etc.  These  take 
large  quantities  of  supplies,  such  as  towels, 
bed  clothing  and  similar  goods.  Wherever 
possible,  delivered  prices  are  quoted  in  the 
advertising.  This  is  done  on  all  dry  goods, 
clothing,  shoes,  etc.,  but  not  on  groceries,, 
furniture  and  hardware. 

Never  Hold  Special  Sales 

A  particularly  striking  feature  of  the 
store's  business  is  that  special  sales  are 
never  held.  This  does  not  mean  that  par- 
ticularly good  bargains  never  are  given.  By 
no  means.  But  there  is  not  the  sort  of  splurge 
that  the  average  retail  establishment  makes 
from  time  to  time,  and  with  unusual  fre- 
quency during  the  last  year.  One  reason  it 
is  not  done  is  because  customers  are  so 
widely  scattered  as  to  make  it  difficult  for  all 
of  them  to  get  an  opportunity  to  visit  the 
store.  And  it  is  unnecessary,  anyway.  If 
there  happens  to  be  a  stock  of  goods  that 
seems  a  little  too  heavy  it  is  easily  lightened 
by  making  a  special  price  on  the  specific  ar- 
ticles in  question  and  getting  the  multigraph 
to  work.  Low  prices  and  quality  for  the 
money  keep  such  a  quantity  of  goods  flowing 
out  that  it  is  not  necessary  to  hold  special 
events  to  boost  volume. 

Complete  Farm  Furnishing  Except  Stock 

The  fact  that  farmer  customers  can  buy 
practically  everything  they  need  at  the 
B.  &  0.  Cash  Store  is  a  great  convenience  to 
them  and  helps  bring  their  trade.  If  a  man 
is  building  a  new  barn  or  house  he  can  get 
his  lumber,  roofing,  hardware,  paint  and 
cement  there.  He  can  furnish  his  home  com- 
plete, buy  his  grass  seed  for  the  lavra  and 
seeds  for  garden  and  field,  get  fencing  mate- 
rials, automobile  supplies,  tools,  farm  imple- 
ments, groceries  and  enough  other  things  to 
fill  the  needs  of  any  up-to-date  farm,  except 
for  the  live  stock. 

And  he  is  told  of  the  things  he  may  need. 
He  is  told  often — and  he  reads  the  merchan- 
dise news  because  he  has  learned  to  place 
complete  confidence  in  what  the  Mooney 
brothers  have  to  sell  him  and  in  their  fair- 
ness. Then,  too,  while  he  is  patronizing  a 
kind  of  mail-order  house,  it  is  not  a  big,  far- 
off  company  that  is  out  of  touch  with  the 
special  needs  of  his  particular  locality.  He 
is  doing  business  with  small-town  men  who 
think  his  kind  of  thoughts,  though  in  a  big- 
ger way,  and  talk  his  kind  of  language.  That 
helps  a  lot. 

So  there's  your  B.  &  O.  Cash  Store  and 
its  big  business.  It  was  built  and  it  survives 
on  homely  principles  enunciated  without  a 
flourish,  but  put  into  plain  practice  for 
everyone  to  see.  It  doesn't  compete  with  the 
big  catalog  houses.  They  compete  with  it — 
and  they  don't  make  a  great  deal  of  headway. 
They're  not  likely  to,  either,  while  Bob  and 
Otho  Mooney  and  a  lot  of  capable  helpers 
have  anything  to  say  about  it. 
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These  rugs  have  been  stencilled  in  special  designs  and  colors  to  meet  the  needs  of  customers  who  require  special  service.  That's  one  of  the  things  Bullock's 
does  for  residents  of  Los  Angeles  and  vicinity. 

Make  What  Your  Customers  Ask  for 
Is  Policy  of  Live  Carpet  Buyer 

Bullock's  Maintains  Force  of  Expert  Stencil  Workers  as  Adjunct 
to  Carpet  Department— Designs  Created  By  or  For  Customers 
Give  Individuality  to  Goods  and  Increase  Sales  —  Special  Treat- 
ment of  Furniture  a  Selling  Factor 


VARIETY  of  merchandise,  and  through 
this  variety  satisfaction  of  the  wants 
of  all  customers,  is  one  of  the  means  by 
which  Bullock's,  Los  Angeles,  have  developed 
an  extensive  floorcovering  and  interior  decorat- 
ing department. 

The  floorcovering  section  of  the  Bullock 
store  is  connected  with  the  interior  decorat- 
ing department  which  also  includes  draperies, 
general  interior  decorating,  artistic  decora- 
tion of  novel  furniture,  and  other  elements  of 
service  of  this  kind.  It  is  the  aim  of  the  floor- 
covering  section  to  provide  as  extensive  a 
variety  of  merchandise  as  the  market  affords, 
and  then,  going  beyond  the  market,  to  provide 
the  customers  of  Los  Angeles  with  novel  mer- 
chandise not  to  be  found  elsewhere. 

One  Way  to  Make  Special  Rugs 

One  feature  of  the  department's  work  is 
the  development  of  a  stenciling  process  by 
which  a  plain  chenille  rug  may  be  stenciled 
and  decorated  to  fit  the  color  and  decoration 
scheme  of  any  room. 

Mr.  Custer,  manager  of  the  floorcovering 
section,  has  created  a  number  of  novel  and  ex- 
tremely decorative  motifs  which  are  extensive- 
ly used  in  providing  these  unusual  and  dis- 
tinctive chenille  rugs.  To  make  the  rug  strips 
of  plain  carpet  are  sewed  together  and  bound 
at  the  ends;  then  the  dye  is  worked  into  the 
top  of  the  rug  through  a  specially  arranged 
stencil  into  which  has  been  cut  the  desired 
figures  and  motifs.  In  speaking  of  this  work, 
Mr.  Custer  said: 

Stencil  Idea  Caught  On 

"The  people  of  the  West  appreciate  some- 
thing out  of  the  ordinary — something  a  little 
distinctive — and  by  developing  this  stencil 
idea  it  has  been  found  possible  for  Bullock's 
to  supply  them  with  something  not  usually 


found  in  a  department  store.  We  will  take  a 
plain  rug  or  a  plain  piece  of  carpet,  and  make 
a  rug,  bearing  on  its  face  their  own  pattern 
idea,  even  their  own  design  and  color  scheme. 
Or  if  they  merely  want  something  out  of  the 
run  of  general  stock  patterns  we  will  cut  a 
stencil,  using  our  own  ideas  in  the  matter,  and 
print  this  for  them." 

In  the  foreground  of  the  picture  repro- 
duced on  this  page  will  be  seen  a  number  of 
chenille  rugs,  decorated  by  this  stenciling 
process. 

Seek  Trade  at  Customers'  Homes 

The  floorcovering  department  of  Bullock's 
has  been  able  to  build  up  an  extensive  trade 
by  following  up  leads  brought  in  by  outside 
men  soliciting  interior  decoration  business, 
and  the  store  in  handling  this  business  has 
been  able  to  establish  a  reputation  for  dis- 
tinctive and  unusual  effects.   Says  Mr.  Custer : 

"Some  of  the  plainest  patterns  and  less 
elaborate  decoration  on  floorcovering  often 
provide  the  best  effect  one  could  secure.  For 
instance,  a  plain  carpet  with  a  contrasting 
border,  or  a  rug  with  a  contrasting  border, 
often  blends  better  in  a  room  than  a  pattern 
with  many  colors  running  through  it.  We 
have  made  a  specialty  of  trying  to  provide 
merchandise  of  this  kind — merchandise  that  is 
a  little  out  of  the  ordinary,  and  we  calculate 
to  suit  the  taste  of  any  customer,  sparing  no 
effort,  but  going  the  limit  in  suiting  tastes 
of  the  people  who  buy  from  us. 

Meeting  All  Demands 

"In  fact,  our  effort  to  suit  the  tastes  of  our 
customers  closely  approaches  the  desire  of  a 
certain  hotel  man  to  suit  the  tastes  of  guests, 
who,  when  a  guest,  a  woman,  came  to  him  and 
said  that  she  wanted  a  parlor  and  bedroom 
suite  laid  out  after  a  certain  pattern,  replied: 


'very  well,  we  will  give  it  to  you  at  six  o'clock 
providing  you  are  going  to  stay  with  us  long 
enough  to  make  it  worth  while.'  The  woman 
answered  in  the  affirmative,  and  Mr.  Hotel  Man 
had  a  corps  of  carpenters  at  work  on  the  suite 
immediately  and  by  nightfall  had  altered  the 
two  rooms  to  fit  the  demands  made  by  this  one 
guest.  Bullock's  goes  almost  to  that  extreme  in 
trying  to  suit  the  personality  of  its  work  to  its 
individual  customers. 

"People  throughout  California  have  learned 
of  Bullock's  ability  to  satisfy  customers'  in- 
dividual preferences,  and  this  has  been  one  of 
our  strongest  and  most  drawing  advertise- 
ments. 

Special  Furniture,  Too 

"One  of  our  specialties  has  been  the  crea- 
tion of  the  unusual.  In  the  furniture  depart- 
ment we  will  take  a  white,  or  any  other  color 
enamel  furniture  set,  find  out  what  kind  of  a 
design  the  customer  wants,  and  then  hand- 
paint  that  design  on  every  piece  of  furniture 
in  the  set.  To  harmonize  other  features  of 
the  room  with  the  set  of  furniture  we  will 
create  specially  colored  and  specially  designed 
groups  of  draperies  and  so  forth,  and,  in  the 
end  will  provide  the  customer  with  a  room  that 
expresses  her  individuality  thoroughly. 

"This  desire  on  our  part  to  satisfy  the  in- 
dividual wants  of  our  customers,  and  the  mer- 
chandising policy  to  make  the  desire  good, 
puts  us  in  a  position  where  we  are  out  of  the 
range  of  ordinary  competition.  Of  course,  in 
handling  merchandise  of  this  kind,  and  on  this 
plane  it  is  necessary  for  us  to  produce  a  high 
class  of  salespeople  who  can  appreciate  the 
class  of  merchandise  we  are  handling,  and  who 
are  original  enough  in  their  thought  to  be  able 
to  suggest  new  designs,  new  ideas,  and  to 
work  out  these  ideas  to  suit  the  personality  of 
the  customer." 
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Auction  Results 
And  Fall  Prices 
Of  Rugs 

Next  Week's  Sale  Will  Form  Basis  of 
Carpet  Market  for,  at  Least,  Half 
of  Fall  Season 

FALL  prices  of  rugs  and  carpets  will  be 
determined  on  Monday  of  next  week 
when  the  buyers  gather  in  the  big  sales- 
room of  the  Alexander  Smith  &  Sons  Carpet 
Co,  to  bid  on  the  70,000  bales  of  rugs  and  the 
5000  rolls  of  carpetings  which  will  be  offered 
at  auction. 

Forecasting  the  event  is  out  of  the  ques- 
tion.   There  will  be  a  big  attendance,  of 
course.    The  very  scarcity  of  desirable  mer- 
chandise and  the  limited  stocks  in  the  hands 
.of  retailers  insure  that. 

What  Will  They  Pay? 

Conditions  that  in  normal  times  would  in- 
sure spirited  bidding  guarantee  the  attendance 
of  buyers,  but  what  they  will  pay  for  goods 
remains  to  be  seen. 

Opinions  put  forth  by  buyers  during  the 
last  few  weeks  are  all  to  the  effect  that  prices 
must  come  down  to  a  basis  that  they  consider 
satisfactory  as  a  preliminary  to  any  extensive 
purchases. 

To  what  extent  these  reductions  will  ma- 
terialize remains  to  be  seen,  but  the  course 
many  buyers  have  decided  upon  is  as  fol- 
lows :  "We  will  buy  what  we  have  an  assured 
sale  for  at  the  market — whatever  that  may  be 
— but  we  do  not  propose  to  hold  the  bag." 

Views  of  Buyers 

Some  buyers  have  expressed  themselves 
more  concisely.  One  said:  "It  doesn't  make 
any  difference  to  me  what  I  pay  if  I  can  sell 
the  goods  at  a  profit;  but  if  I  should  buy  a 
lot  of  goods  next  week  at  the  auction,  and  then 
before  I  can  sell  them  find  that  prices  have 
dropped,  it  becomes  a  very  different  matter. 
I  must  look  into  the  situation  more  carefully 
than  I  ever  did  before." 

A  Western  buyer,  who  is  with  a  large  re- 
tail concern,  declared  that  he  expected  a  drop 
of  .33  1/3  per  cent  in  the  prices  of  the  goods, 
and  added  that  he  would  purchase  a  60  days' 
supply  if  prices  dropped,  as  he  expected  them 
to.  This  buyer  does  not  intend  to  be  left  with 
a  high-priced  stock,  evidently.  Wonder  what 
he  will  purchase  when  he  gets  going. 

Advances  Looked  for  Later 

That  the  developments  of  next  week  will 
not  definitely  settle  the  range  of  prices  for 
the  season  is  quite  generally  believed.  There 
will  be  a  drop,  that's  conceded.  But  that  it 
will  be  followed  by  a  rise  in  values  is  the  belief 
of  some  buyers  whose  opinions  are  frequently 
quoted. 

The  auction,  while  it  will  be  the  magnet 
that  draws  most  of  the  buyers  to  New  York 
next  week,  will  not  have  any  monopoly  on  their 
attention.  The  leading  lines  will  be  on  show 
in  the  various  salesrooms,  and  prices,  it  is 
.said,  will  be  ready. 


All  Depends  on  the  Bidding 

Whether  the  prices  will  be  permanent  for 
any  length  of  time,  or  will  be  superseded  by 
new  prices  during  the  week  will  in  all  proba- 
bility depend  upon  the  success  of  the  auction 
sale.  If  that  lags,  prices  of  competing  goods 
are  apt,  as  in  former  openings,  to  weaken,  but 
if  the  bidding  at  the  auction  is  close  and  vig- 
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orous,  then  in  all  probability  the  whole  market 
will  stiffen. 

Therefore,  the  buyer  who  looks  around  for 
a  day  or  two,  buys  a  few  goods  and  goes  home 
may  have  cause  to  regret  his  hasty  departure 
if  a  turn  in  the  price  situation  should  de- 
velop. 


Buyers'  Problems 

No.  I 

How  Shall  We  Meet  the  Competition 
of  the  Itinerant  Decorator? 

HERE'S  a  tale  that  may  be  viewed  from 
two  angles: 

About  six  weeks  ago  a  man,  rather 
shabbily  dressed,  walked  into  the  department 
store  of  G.  Fox  &  Co.,  Hartford,  Conn.,  and 
asked  the  way  to  the  drapery  department. 

When  he  got  there  he  asked  for  certain 
goods  and  produced  a  business  card  proclaim- 
ing him  to  be  a  "decorator  of  homes"  but  bear- 
ing no  address. 

Modest  in  His  Demands 

He  wanted  to  buy  the  goods  at  wholesale 
and  had  the  correct  wholesale  prices  at  the  tip 
of  his  tongue.  When  the  saleswoman  who 
waited  on  him  told  him  that  the  store  did  a 
retail  business  and  had  only  one  price,  he  de- 
manded a  discount,  "because  he  was  in  the 
business." 

Leaving  her  customer,  the  saleswoman 
sought  William  Hays,  the  department  head, 
and  stated  the  situation  to  him.  Mr.  Hays, 
who  is  very  proud  of  hjs  department  and  does 
everything  in  his  power  to  reach  the  best 
class  of  people,  not  only  in  Hartford  but 
throughout  a  larger  part  of  the  State  of  Con- 
necticut, resented  the  fellow's  action  in  visit- 
ing the  store  on  such  an  errand.  He  told  the 
saleswoman  to  get  rid  of  her  customer  with- 
out selling  him  anything  if  she  could  do  so, 
and  in  describing  the  event  to  an  Economist 
staff-member  recently,  he  said: 

This  Competition  Hurts 

"These  people  who  go  'round  from  town  to 
town  looking  for  orders  for  decorating  homes 
are  a  perfect  nuisance.  They  get  samples  and 
prices  from  the  New  York  wholesalers  and 
then  go  out  and  underbid  the  legitimate  cus- 
tomers of  those  wholesalers — houses  such  as 
ours. 

"We  go  to  the  expense  of  stocking  up 
heavily  on  valuable  materials,  install  a  work- 
room and  hire  high-class  operatives  so  that 
we  can  meet  the  requirements  of  our  custom- 
ers and  then  learn  that  the  very  people  we 
are  buying  our  goods  from  are  knocking  us 
by  selling  to  these  traveling  peddlers— that's 
all  they  are— at  the  same  prices  they  sell  to  us. 

"Of  course  they  undersell  us.  They  have 
no  rent  to  pay,  no  stocks  of  goods  and  none 
of  the  ordinary  expenses  of  doing  business. 
They  solicit  orders  and  then  get  the  goods 
they  need.  They  do  the  work  in  the  custom- 
er's home  and  as  soon  as  they  get  their  money 
they  move  on  to  the  next  town — or  seek  an- 
other job  in  this  town. 

"Every  such  job  done  by  these  men  means 
just  so  much  lost  profit  to  us,  or  at  least  to 
one  of  the  local  stores,  and  there  are  so  many 
of  such  cases  that  this  kind  of  competition  is 
seriously  affecting  our  business." 

Position  of  the  Jobber 

Now  for  the  other  side  of  the  story: 
"I  called  on  the  various  jobbers  named  by 
the  fellow,"  said  Mr.  Hays,  "and  asked  each 
if  he  sold  goods  to  these  traveling  house  dec- 


orators, and  then  inquired  how  I  was  to  meet 
their  cutthroat  competition. 

"In  each  case  I  got  the  same  reply.  It  was 
to  the  effect  that  if  the  jobber  I  asked  did  not 
accept  the  order  there  were  plenty  of  others 
who  would.  That  their  declining  to  sell 
would  not  make  any  difference  to  me,  or  to 
any  other  retail  department  head,  as  the  dec- 
orator would  get  the  goods  anyhow,  and  that 
he  would  pay  the  same  price  as  I  paid  no 
matter  where  he  purchased  the  goods. 

"What  can  I  do  under  the  circumstances? 
if  I  cut  out  the  offenders  I  doubt  if  I  will  be 
able  to  purchase  the  variety  of  goods  I  require 
to  make  up  assortments  such  as  I  regularly 
carry,  and  I  must  have  these  assortments  in 
order  to  compete  with  the  other  stores  in 
town." 

The  Economist  will  welcome  correspond- 
ence from  other  drapery  men  who  have  had 
to  contend  with  this  kind  of  competition. 


Does  This  Hit  You? 

Several    Department    Heads  Have 
Asked  Us  this  Question  of  Late 

"Will  the  carpet  men  stick  to  the  allot- 
ment plan  for  the  coming  season?"  was  the 
first  question  put  to  an  ECONOMIST  man  the 
other  day  in  a  live  New  England  city  by  its 
leading  carpet  buyer. 

"The  reason  I  ask,"  said  the  inquirer,  who 
was  at  the  head  of  a  successful  department, 
"is  because  the  last  time  I  called  at  the  sales- 
room of  a  certain  manufacturer  to  buy  some 
rugs,  I  was  told  that  I  had  no  goods  allotted 
to  me  because  I  had  not  bought  during  the 
previous  season. 

"I  departed  without  arguing  the  matter, 
and  have  got  along  very  well  without  those 
particular  rugs,  but  I  can  use  a  wider  range 
of  rugs  from  now  on  and  I  want  to  carry  all 
the  goods  I  have  an  outlet  for. 

"On  the  other  hand,  I  don't  want  any 
salesmen  to  tell  me  that  I  can't  have  goods 
because  I  did  not  buy  last  season." 


Extravagant  Claims 

In  Fire  Sale  Ad 
May  Hurt  Business 

About  a  month  ago  there  was  a  fire  in  a 
furniture  and  carpet  store  in  Brooklyn.  The 
fire  did  not  differ  essentially  from  other  fires 
that  have  started  in  stores  filled  with  inflam- 
mable material  like  furniture,  but  in  this  case 
some  of  the  stock  was  salvaged  and  subse- 
quently put  on  sale  in  another  store  operated 
by  the  owners  of  the  burned  store. 

According  to  letters  quoted  in  the  adver- 
tising of  the  fire  sale  the  insurance  adjuster 
advised  the  sale  of  the  merchandise  at  20 
cents  on  the  dollar  and  urged  a  quick  disposi- 
tion of  the  stock. 

Accordingly  the  store  offered  the  follow- 
ing choice  bit  of  display  advertising  to  the 
readers  of  the  newspaper  that  carried  their 
advertising: 

"Last  Call!!  $50,000  Fire  Sale.  1/3 
Value.  Brussels,  Velvets,  Axminsters,  Wil- 
ton Velvets,  Royal  Wiltons,  Crex  and  Grass 
Rugs  Slightly  Damaged,  but  in  no  way  affect- 
ing the  wearing  quality.    No  Exchanges. 

Lot  1— Size  9x12.  Formerly  to  $375.  Now 
as  low  as  $12.50.  Lot  2— Size  8.3x10.6.  For- 
merly to  $300.  Now  as  low  as  $9.95.  Lot  3— 
Size  7.6x9—6x9.  Formerly  to  $175.  Now  as 
low  as  $5.95.  Lot  4— Size  27x54—36x72. 
Formerly  to  $80.   Now  as  low  as  $2.50." 

Such  was  the  appeal  in  heavy  type  set  in 
the  middle  of  a  six-column  furniture  ad.  The 

(Contimiecl  on  page  22) 
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Homefurnishings  Play  Their  Role  Well 
And  Consistently,  Year  After  Year 

Actual  Figures  of  One  Well-known  Store  Show  Growth  to  41  Per 
Cent  of  Entire  Net  Sales  Total  in  These  Lines— Five  Years'  Sta- 
tistics Sent  to  the  Economist  Picture  Each  Department's  Share  of 
Selling— Perhaps  You,  Too,  Will  Send  Us  Something  as  Interesting 


FROM  different  parts  of  the  country — and 
from  stores  of  various  sizes — we  have 
had  requests  for  information  regarding 
each  department's  share  of  business  done  by 
retail  concerns.  The  follow^ing  inquiry  and 
our  ansvi^er  thereto  will,  therefore,  doubtless 


Departments 
Art  Embroidery  

Baby  Carriages,  see  Toys, 

Beds,  Springs,  Mattresses,  Pillows   3^ 

Boys'  Clothing  and  Hats,  see  Clothing. 
Blankets  and  Comfortables   0" 

Candy,  see  Lunch  Counter. 
Carpets,  Domestic  Rugs,  Mattings,  Lino- 
leums, etc  11- 

China,  Lamps,  etc.,  see  Housefurnishings. 
Clocks,  see  Silverware. 

Clothing  and  Hats  (Men's)   

Clothing  and  Hats  (Boys')   4" 

Coats,  etc.,  see  Suits. 

Corsets   1^ 

Dress  Goods  (Wool,  etc,).,   0* 


Dress  Trimmings,  see  Laces. 
Drug  Sundries,  see  Toilet  Goods. 

Embroideries,  see  Laces. 

Plannels,  see  Wash  Goods. 
Purs,  see  Suits,  Coats,  etc. 

■Gloves  (Men's,  Women's  and  Children's)  .  1^ 
Glassware,  see  Housefurnishings. 

Handkerchiefs  (Men's,  Women's  and  Chil- 


dren's)  0^ 

Hats,  see  Clothing. 

Hosiery  (Men's,  Women's  and  Chil- 
dren's)  1^ 

Housefurnishings,  including  China, 
Glassware,  Lamps,  etc  ,  .  4*^ 

House  Dresses,  see  Negligees. 

Infants'  Wear   2 

Jewelry,  Watches,  Optical  Goods,  etc. 
(also  see  Silverware)   1 

Lace  Curtains,  Upholsteries,  etc   4- 

Laces,  Embroideries,  Trimmings,  Wom- 
en's Neckwear,  Veilings,  etc   1^ 

Lamps,  see  Housefurnishings. 

Leather  Goods    0^ 

Lunch  Counter,  Candy,  etc  1^ 

Linings,  see  Wash  Goods. 

Linen?,  Muslins,  White  Goods,  etc   3^ 

Linoleums,  see  Carpets. 

Mattings,  see  Carpets. 

Mattresses,  etc.,  see  Beds. 

Men's  Clothing  and  Hats,  see  Clothing. 


Men's  Furnishings,  not  including  Hayid- 
kerchiefs,  Gloves,  Hosiery  and  Under- 
wear   1 


By  Leopold  Minster 

prove  interesting  to  many  of  our  readers: 

"Editor  of  the  Dry  Goods  Economist: 

"Dear  Sir — About  a  year  ago  you  were  kind 
enough  to  present  in  one  of  your  excellent  home- 


furnishing  pages  a  schedule  of  percentages  show- 
ing what  share  of  the  entire  business  of  a  famous 
store  was  contributed  by  each  of  its  departments. 
You  stated  at  the  time  that  these  were  the  figures 
of  a  concern  which  handled  mainly  popular-priced 
merchandise. 

"It  is  because  I  noted  how  large  a  percentage 
(Continued  on  page  22) 
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Business  Done — Percentages 

departments  1914  1916  1918  1919  1920 
Men's  Underwear,  see  Underwear,  Knit. 

Millinery   •                   4  29       2^       1^  1^ 

Miscellaneous     

Meats,  fish,  etc                                         39  32  23 

Muslins,  see  Linens. 

Muslin    Underwear    {including    Colored  ^ 

Petticoats)                                             32  2^       22       2  2 

Negligees,    Wrappers,    Kimonos,  House 

Dresses    1'       1'       1        1'  ^ 

Neckwear  (Women's)   and  Veilings,  see 

Laces. 

Notions,  etc   i4       is       12       11  13 

Optical  Goods,  etc.,  see  Jewelry. 
Parasols,  see  Umbrellas. 

Patterns   02       02       Oi       Oi  02 

Perfumery,  see  Toilet  Goods. 
Petticoats,  see  Muslin  Underwear. 

Pictures,  etc   09       li       li       li  1 

Ribbons  .                                                05  01  03  01  05 

Rugs  (Domestic),  see  Carpets. 

Shoes  (Men's  and  Boys')                         1  0^  09  09  0^ 

Shoes  (Women's,  Misses'  and  Children's)  36  3"  3'  32  29 

Silks  and  Velvets                                    1^  1"  1*^  1'  1*^ 

Silverware  and  Clocks                              I2  1^  13  15 

Sporting  Goods,  see  Toys. 

Stationery,  etc                                       06  0^  06  06  0* 

Suits,  Coats,  Furs,  etc,   (Women's  and 

Misses')   148  126  iQi  95  9' 

Toilet  Goods,  Drug  Sundries,  Perfumery, 

etc   1«       09       1        1  1 

Toys,  Baby  Carriages,  Trunks,  Bags  and 

Sporting  Goods  .   22       2"       35       35  33 

Trimming,  see  Laces. 
Trunks  and  Bags,  see  Toys. 

Umbrellas,  Parasols  and  Canes   0*       05       05       0*  06 

Underwear,  Knit   (Men's,  Women's  and 

Children's)    1^       2        2^       2^  25 

Upholsteries,  etc.,  see  Lace  Curtains. 

Veilings,  see  Laces. 
Velvets,  see  Silks. 

Waists    36       32       2S       31  33 

Wail  Paper   06       0"       06       QS  1 

Wash  Goods,  Linings  and  Flannels   V       1-       15       16  V> 

Watches,  etc.,  see  Jewelry. 
White  Goods,  see  Linens. 
Wrappers,  see  Negligees. 

Totals  100     100     100     100  100 
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Whitney's  Treated 
'Thrift  Week" 
In  New  Way 

Selling  Was  Taboo  in  All  Demon- 
strations of  Household 
Economics 

AN  unusual  and  striking  exposition  was 
successfully  presented  by  M.  W.  Whit- 
ney &  Co.,  Albany,  N.  Y.,  Feb.  14  to  19. 
That  the  management  of  this  store  is  alive  to 
its  responsibility  to  the  community  and  to  its 
opportunity  to  become  a  recognized  factor  in 
public  welfare  is  clearly  shown  by  the  slogan 
which  was  adopted  and  from  which  emanated 
the  idea  for  a  "Thrift  Week,"  namely,  that 
"thrift  is  a  public  duty  of  every  group,  com- 
munity and  nation." 

With  this  thought  in  mind  the  Whitney 
store  management  prepared  a  week's  program 
of  demonstrational  and  educational  value,  hav- 
ing as  its  basic  idea  "Thrift,"  as  brought  about 
largely  by  the  use  of  labor-saving  devices. 
Manufacturers  of  electrical  apparatus,  combi- 
nation ranges  and  other  labor-saving  equip- 
ment, furnished  demonstrators  for  the  week 
and  were  very  generous  with  pamphlets  and 
publicity  matter. 

Local^  bakeries  co-operated  and  lent  a  baker 
who  demonstrated  combination  ranges  and  fire- 
less  cookers.  A  section  of  the  basement  store 
devoted  to  house  furnishings,  stoves,  etc.,  was 
used  for  the  demonstrations,  a  kitchen  sink 
with  hot  and  cold  running  water  was  installed 
and  connections  were  made  for  a  range  and  for 
electrical  devices.  This  work  was  done  by  the 
store  force  and  the  cost  was  very  light.  The 
electrical  devices  demonstrated  included  a 
cleaner,  a  washing  machine,  a  mangier,  toast- 
ers, percolators,  irons  and  various  other  small 
things. 

Dress  of  Demonstrators 

Women  demonstrators  wore  white  or  blue 
cambric  dresses  and  white  aprons.  The  baker, 
whose  delicious  concoctions  were  one  of  the 
hits  of  the  exhibition,  wore  a  suit  of  white 
duck.  He  used  a  combination  range  and  a 
fireless  cooker,  baking  bread,  biscuits,  meat, 
pies  and  cakes  in  each.  He  used  glass  oven 
ware  and  aluminum  utensils  and  prepared  his 
food  on  a  kitchen  cabinet.  A  little  messenger 
girl  wore  a  white  cover-all  apron  to  wash  the 
dishes  and  clear  up.  Coffee  made  in  an  electric 
percolator  was  served  with  toast,  made  from 
the  baker's  bread. 

The  lectures  were  one  of  the  most  inter- 
esting features  of  the  week.  A  well-known 
physician  gave  an  interesting  talk  on  "the 
value  of  preventive  examinations  in  the  care 
of  the  child."  Each  lecture  was  followed  by 
educational  and  public  health  movies,  which 
were  obtained  from  the  State  Bureau  of 
Health. 

Varied  Program 

The  program  varied  from  day  to  day  and 
presented  information  covering  a  wide  range  of 
su?>jects,  such  as: 

iJemonstration  of  Laundry  Helps, 
Lecture  on  "The  Value  of  Preventive  Ex- 
aminations in  the  Care  of  the  Child," 
Cookery  Demonstration  in  Basement, 
"The  Economics  of  the  Budget  System," 
"Economics  as  Applied  to  Garments  and 
Textiles," 

"Health  Conservation." 
"Economics  of  Home  Decoration  and  Fur- 
nishing," 


Whitney's  "Thrift  Week"  proved  a  great 
success  and  was  one  which  met  a  popular  de- 
mand, drawing  throngs  of  women  every  af- 
ternoon, the  lectures,  motion  pictures  and  dem- 
onstrations were  held. 

As  one  executive  expressed  it,  "Our  object 
in  having  a  Thrift  Exposition  was  not  so  much 
to  sell  merchandise  as  to  create  in  people's 
minds  the  feeling  that  we  are  a  public  institu- 
tion with  a  definite,  recognized  part  in  the 
community  life."  At  the  end  of  the  week  there 
remained  no  doubt  in  the  minds  of  the  man- 
agement that  this  had  been  accomplished,  and 
that  by  presenting  the  people  with  the  ex- 
amples of  thrift  and  right  living,  the  firm  had 
proved  its  interest  in  the  city  and  its  desire 
to  be  more  than  a  mercantile  establishment. 

Used  Separate  Ads 

To  avoid  all  possibility  of  visitors  imagin- 
ing the  exhibit  to  be  a  merchandising  event  in 
disguise,  special  care  was  used  in  both  pub- 
licity and  presentation  of  the  appliances  dem- 
onstrated. Advertisements  of  the  event  were 
run  apart  from  the  regular  store  advertising, 
though  use  of  separate  ads  is  contrary  to  the 
store's  policy.  The  publicity  carried  no  mer- 
chandising appeal  whatever.  The  demon- 
strators made  no  effort  to  emphasize'  selling 
points  of  the  articles  shown.  The  whole  affair 
was  as  beneficial  to  sellers  of  appliances  not 
carried  by  the  store  as  to  Whitney's,  and  it  was 
intended  to  be  so.  The  idea  was  to  promote 
a  field,  not  certain  fractions  of  it. 


Homefurnishings  Play 
Their  Role 

(Continued  from  page  21) 

of  its  volume  was  handled  in  homefurnishings 
and  similar  departments,  that  I  am  particularly 
interested  in  these  figures. 

"Doubtless  many  homefurnishings  men  would 
like  to  see  the  store's  1920  showing;  that  is,  to  see 
how  the  departments  came  through  last  year,  as 
far  as  sales  volume  is  concerned.  Will  you,  there- 
fore, endeavor  to  publish  those  1920  department 
sales  ratios  on  one  of  your  forthcoming  carpet 
and  upholstery  pages?" 

To  comply  with  the  above  request  we  pre- 
sent herewith  a  schedule  showing  what  per- 
centage of  the  total-net-sales  of  the  store  re- 
ferred to  was  effected  by  each  of  its  depart- 
ments during  five  different  years,  including  the 
last  three. 

At  the  end  of  most  of  the  items  in  our 
schedule  there  is  a  smaller  figure  which  rep- 
resents tenths  of  1  per  cent.  We  print  these 
figures  in  that  way,  to  make  it  easier  for  our 
subscribers  to  read  and  remember  them. 

To  help  to  bring  out  more  clearly  the  big 
part  that  the  store's  home  furnishing  sections 
perform  in  building  up  its  sales  volume,  we 
have  printed  in  our  schedule  in  bold  face  type 
the  following  items: 

Beds,  Springs,  Mattresses,  Pillows. 

Blankets  and  Comfortables. 

Carpets,  Domestic  Rugs,  Mattings,  Lino- 
leums, etc. 

Housefurnishings,  including  China,  Glass- 
ware, Lamps,  etc. 

Lace  Curtains,  Upholsteries,  etc. 
Linens,  Muslins,  White  Goods,  etc. 
Pictures,  etc. 
Silverware  and  Clocks. 
Wall  Paper. 

As  can  readily  be  determined,  during  1914 
the  nine  merchandise  divisions  just  named — 
taken  as  a  group — contributed  in  all  about  31 
per  cent  toward  the  store's  total  business. 

Large  as  was  that  ratio,  these  departments 
progressed  to  such  an  extent  that,  during  1920, 
their  combined  sales  represented  about  41  per 
cent  of  the  store's  total  business. 


This  means  that  though  in  1920  the  store's 
sales  total  was  much  higher  than  it  was  in 
1914,  these  homefurnishings  sections,  taken  as 
a  group,  advanced  their  standing  in  the  store 
— from  a  sales  standpoint — about  33  1/3  per 
cent. 

While  virtually  each  of  the  nine  depart- 
ments referred  to  contributed  toward  the 
33  1/3  group-gain  just  mentioned,  the  great- 
est development  was  that  shown  by  the  House- 
furnishings  section.  That  department  in  the 
period  here  illustrated,  as  can  be  seen,  doubled 
its  percentage-share  of  business  done  in  the 
store. 

Economist  subscribers  who  have  figures 
of  this  type  to  present  will  confer  a  favor  on 
us  by  sending  them  along  to  us  for  publica- 
tion. Naturally,  we  will  be  particularly  glad 
to  hear  from  any  store  that  can  show  an  even 
better  record  in  the  Homefurnishings  divisions 
than  that  here  presented. 

No  names  or  addresses  will  be  printed  un- 
less we  have  the  express  permission  of  those 
kindly  furnishing  the  figures. 


Extravagant  Claims 

(Continued  from  page  20) 

matter  quoted  was  in  a  "box"  5l^  in.  deep  and 
5  in.  wide. 

Those  of  our  subscribers  who  handle  floor- 
coverings  know,  of  course,  just  how  many 
Brussels  and  other  rugs  of  the  kinds  named 
have  been  sold  at  the  remarkable  price  of  $375 
for  the  9  x  12  ft.  size.  They  will  at  once  rec- 
ognize the  type  of  the  appeal  and  assess  the 
accuracy  of  the  statements  at  their  proper 
value.  It  is  possible  that  the  "$375"  was  an 
error  in  printing;  $37.50,  if  used,  would  fit 
in  with  the  price  $12.50  as  one-third  of  the 
value  of  the  goods,  but  if  so  we'll  say  it's  some 
error. 

It  seems  scarcely  necessary  to  comment  on 
as  preposterous  an  announcement  as  this,  and 
in  the  ordinary  course  of  events  the  ECONO- 
MIST would  have  paid  no  attention  to  it.  But 
in  this  case  one  of  our  subscribers  has  called 
our  attention  to  the  ad  we  quote,  and  in  view 
of  the  possibility  that  others  of  our  subscrib- 
ers may  view  the  ad,  or  those  of  its  kind,  as 
detrimental  to  their  businesses,  we  feel  that 
we  should  once  again  call  attention  to  the  ex- 
cellent work  done  in  some  centers  by  the  vigi- 
lance committees  of  the  advertising  men's 
clubs  and  similar  organizations. 

Advertisements  containing  gross  exagger- 
ations arQ  much  too  common,  but  this  one  cer- 
tainly "takes  the  biscuit."  They  are  continu- 
ally appearing,  and  unless  aggressive  meas- 
ures are  taken  to  check  their  publication  they 
'will  be  seen  even  more  often  and  will  un- 
doubtedly undermine  public  confidence  in  the 
announcements  of  reputable  concerns. 


Made  a  Double  Event 


Will  Harsh,  buyer  of  floorcoverings  for 
Meekins,  Packard  &  Wheat,  Springfield, 
Mass.,  celebrated  the  forty-sixth  birthday  of 
his  concern  by  selling  18  times  as  much  goods 
as  he  sold  during  the  previous  anniversary 
sale,  but  that  was  not  enough  to  satisfy  him. 
He  wanted  a  living  reminder  of  the  event,  and 
got  it  when  Mrs.  Harsh  obligingly  presented 
him  a  bouncing  10-pound  girl  on  the  very — 
and  only — day.  When  the  news  leaked  out  in 
the  store  the  display  manager  crowned  the  big 
birthday  cake  in  the  window  with  a  beautiful 
blonde  girl  doll  and  tagged  it  "Little  Miss 
Harsh." 


The  Molloy-Skelly  Carpet  Co.,  jobbers  and 
importers  of  floorcoverings,  have  moved  from 
225  Fifth  Avenue  to  more  spacious  quarters 
at  14-18  East  Thirty-second  Street. 
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Left— by  L.  R.  Brunszvick,  display  manager  for  Lightbody-Wingate  Co.,  Superior,  Wis.    Right— by  the  Wallace  Co.,  Pittsfield,  Mass. 

Homecraft  Week  Will  Start  Drapery 
Selling  in  Many  Stores 

Event  Has  Proved  Its  Importance  by  Boosting  Sales  of  Numer- 
ous Lines  of  Merchandise  in  Addition  to  Those  of  Decorative 

Articles  for  the  Household 


HOMECRAFT  Week  for  spring,  1921, 
bids  fair  to  be  more  widely  observed 
than  any  previous  event  of  like  nature. 
During  the  six  years  that  have  elapsed 
since  Homecraft  Week  was  inaugurated,  this 
event  has  grown  out  of  the  experimental  stage 
and  has  taken  its  place  among  the  important 
selling  campaigns  in  the  retail  drapery  field. 

"It's  a  good  thing,  push  it  along,"  has  been 
the  general  verdict  of  department  heads  who 
have  given  serious  consideration  to  the  pos- 
sibilities of  Homecraft  Week. 

Has  Helped  the  Whole  Store 

Actually  it  is  good  in  many  ways:  it  has 
not  only  increased  the  sales  of  the  depart- 
ments in  which  it  has  been  featured,  but  in 
addition  thereto  it  has  helped  the  stores  in 
general. 

When  started,  back  in  April,  1914,  the  very 
name  of  the  event  roused  curiosity  and  interest 
among  consumers,  thereby  creating  sales.  The 
period  was  one  of  general  prosperity,  and  the 
urge  to  buy  things  for  the  decoration  of  the 
home  met  with  a  generous  response. 

The  store  which  led  in  establishing  Home- 
craft Week  in  its  town  added  to  its  reputation 
as  a  leader.    The  announcements  in  the  cur- 


rent advertising  had  all  of  the  elements  of 
novelty  and  attracted  widespread  attention. 
This  was  noted  by  competing  stores,  and  as 
a  rule  the  efforts  they  made  to  get  a  share  of 
the  new  business  had  the  effect  of  creating 
more  interest  in  the  event  and  thereby  increas- 
ing the  total  volume  of  sales  during  the  week. 

Stirred  Housewives'  Interest 

More  important,  however,  than  the  volume 
of  that  week's  sales  was  the  interest  created 
among  consumers.  Spring  housecleaning  re- 
ceived a  new  impetus,  and  more  and  more  peo- 
ple realized  their  need  for  new  household 
goods,  both  decorative  and  of  a  utility  char- 
acter. 

Started  as  a  nation-wide  campaign  to  boost 
the  sale  of  lace  curtains,  the  extent  of  the 
opportunity  presented  to  the  drapery  depart- 
ment head  was  quickly  grasped  and  made  the 
most  of.  Cretonnes  and  various  light  drapery 
materials  sold  more  readily,  and  summer  fur- 
nishings took  on  greater  activity. 

The  results  obtained  by  stores  were  all  that 
had  been  hoped  for,  as  a  rule.  They  proved 
that  interest  in  the  decoration  of  the  home 
needed  only  the  stimulation  of  live  and  forceful 
advertising,  coupled  with  attractive  displays, 


to  create  a  real  selling  event  at  a  time  when 
Liade  was  not  normally  active. 

Gets  Things  Moving  Early 

They  also  had  the  effect  of  starting  the 
retail  season  three  or  four  weeks  earlier  than 
usual  and  thereby  adding  materially  to  the 
total  sales  of  the  season. 

Such  was  the  start  of  Homecraft  Week, 
but  the  event,  like  other  good  things,  has  out- 
grown its  original  scope.  Homecraft  Week 
IS  now  a  style-show  event.  It  is  utilized  for 
bringing  out  new  and  attractive  decorations 
and  furnishings  as  well  as  for  the  creation  of 
interest  in  things  for  warm  weather  use. 

Among  the  candidates  for  general  favor  to 
be  presented  to  consumers  April  4  are  numer- 
ous creations  in  lace,  such  as  bedspreads,  pil- 
low covers,  bureau  scarfs,  lampshades  and 
allied  articles  The  newest  of  these  articles 
are  made  with  a  mesh  quite  three-eighths  inch 
in  the  opening  and  advantage  is  taken  of  this 
to  employ  ribbon  as  a  trimming.  As  a  rule 
the  articles  are  shown  v/ith  the  ribbon  run 
in  the  openings  of  the  mesh,  but  they  are  to 
be  had  without  the  ribbon,  so  that  the  con- 
sumer has  a  chance  to  use  any  color  ribbon 
her  fancy  dictates. 


These  four  displays  of  homecraft  events  are  full  of  suggestions.  Left— by  the  C.  H.  Pill  Furniture  Co.,  Fort  Dodge,  Iowa.  Right— by  Edward  Bell, 
display  manager  for  the  Jordan-Marsh  Co.,  Boston. 
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Second  S^rize 


Official 
Window  Card 


Useful  Prizes  for  Better 
Linoleum  Displays 

An  interesting  contest  for 
Display  Managers  with 
original  ideas  on  showing  mer- 
chandise and   creating  sales. 

Three  handsome  and  useful  silver  trophies  are  of- 
fered for  window  displays  which  most  effectively 
bring  out  the  adaptability  of  Linoleum  "For  Every 
Floor  in  the  House." 

The  modern  idea  of  using  linoleum  as  a  floor  is 
rapidly  taking  hold  in  every  part  of  the  country. 
Hundreds  of  merchants  are  selling  two  rooms  of 
linoleum  where  they  sold  one  before  by  aggressively 
merchandising  it  as  a  floor  for  new  and  old  houses 
rather  than  as  a  floor  covering. 

As  yet,  however,  but  few  effective  window  dis- 
plays have  been  arranged  to  demonstrate  how  to  use 
linoleum  from  a  decorative  standpoint  by  combining 
it  with  th^  proper  draperies,  furniture,  fabric  rugs, 
etc. 

To  stimulate  interest  in  this  display  problem  and 
to  encourage  better  linoleum  displays,  the  three 
prizes  shown  at  the  left  and  nine  additional  cash 
prizes  are  offered,  with  the  hope  that  this  contest 
will  bring  to  light  linoleum  display  ideas  that  will 
help  sell  more  goods. 

Your  store  should  enter  this  contest.  Take  the 
matter  up  with  the  man  in  charge  of  window  dis- 
plays now.  Send  for  an  entry  blank  giving  the  de- 
tails of  the  contest,  the  list  of  display  materials 
offered  free  of  charge,  then  arrange  for  a  window 
and  have  it  photographed. 

Three  Display  Managers  of  national  repute  will 
act  as  judges.  The  winners  will  be  announced  at  the 
next  convention  of  the  International  Association  of 
Displaymen  and  through  the  trade  press.  Write  to- 
day. This  is  the  "last  call."  The  contest  closes 
June  1,  1921. 

Armstrong  Cork  Company 

Linoleum  Department  Lancaster,  Pa.. 

Armsiron^s  Linoleum 

CIRClC   a    TftAOE  MARK     ^^^^^^^     AGO    O   S.  PAT.  OFF. 

Jbr  Everij  Floor  f^\\  House 
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Silk  Association  to  Use  1920  s  Lessons 
As  Foundation  of  New  Stability 

Industry's  Representatives,  at  Annual  Banquet,  Show  No  Tend- 
ency to  Flinch  from  Responsibility  for  Recent  Bitter  Experiences 
— Reports  from  Many  Branches  of  Trade  Point  to  Firm  Faith 
That  Test  Will  Have  Effect  of  Making  Future  Business  Better 


THAT  the  silk  industry  is  again  on  a  solid 
basis  and  faces  confidently  a  period  of 
gradual,  steady  improvement  was  the 
general  opinion  expressed  at  the  annual  meet- 
ing of  the  Silk  Association  of  America  held  at 
the  rooms  of  the  association  on  Wednesday  of 
last  week.  An  unmistakable  feeling  of  optim- 
ism pervaded  the  meeting,  but  this  feeling 
was  tempered  by  a  lively  recollection  of  the 
painful  experiences  of  last  year — experiences 
for  which,  it  was  cheerfully  admitted,  the  in- 
dustry was  itself  largely  responsible.  A  vivid 
and  amusing  account  of  these  experiences  was 
recited  by  Emil  Buhler  of  the  Duplan  Silk 
Corporation,  who  reported  on  the  piece-dyed 
broad  silk  situation. 

"If  there  is  any  branch  of  the  silk  industry 
that  might  boast  of  having  had  more  than  its 
share  of  inferno  in  1920,  ours  ought  to  be 
given  that  credit,"  said  Mr.  Buhler.  "It 
courted  it ;  it  deserved  it.  If  it  survived.  Dame 
Fashion  more  than  anything  else  saved  it. 

A  Year  of  Lessons 

"To  report  the  year's  events  is  but  tanta- 
mount to  stating  the  lessons  taught.  They  be- 
gan with  the  greatest  crop  of  inventions  on 
record  about  an  impending  shortage  of  old  and 
new  Japanese  raw  silk  crops. 

"Unfortunately  the  gullibility  of  the  piece- 
dyed  silk  manufacturers  was  just  as  great  as 
that  of  any  other  raw  silk  user.  He  passed 
the  tale  on  in  good  faith  to  the  buyers  of  his 
fabrics."  (It  may  be  recalled,  by  the  way, 
that  the  Economist  was  frankly  from  Mis- 
souri as  far  as  this  particular  tale  was  con- 
cerned.) "To  the  buyers  of  his  fabrics  who 
promptly  placed  their  orders  rather  than  run 
the  risk  of  paying  still  more  or  lacking  mer- 
chandise later  on.  Great  uncertainty  existed 
even  in  January  as  to  whether  the  public  ulti- 
mately would  foot  the  bill. 

"Result — an  unheard-of  scramble  by  man- 
ufacturers to  cover  their  silk  requirements  for 
orders  taken  and  all  the  subsequent  frantic 
efforts  to  produce  the  goods;  nothing  new; 
just  everything  made  the  preceding  four  years, 
such  as  radiums,  foulards,  liberty  satins,  pop- 
lins and  crepes  de  Chine,  etc. — all  favored  as 
common  staples. 

Born  One  a  Minute 

"Shirtings  had  the  right  of  way,  for  the 
working  man  was  never  expected  to  give  up 
his  $14  silk  shirts.  And  last  but  not  least, 
georgettes,  georgettes  and  more  georgettes. 
This  meant  more  'makers'  of  georgettes,  and 
they  were  born  at  the  proverbial  Barnum  rate, 
recruited  from  the  ranks  of  real  estate  agents, 
store  keepers,  loom  fixers,  ex-saloon  men,  car 
conductors,  etc.,  most  of  them  without  previous 
knowledge  of  or  experience  in  the  business. 

"To  organize,  equip,  buy  and  sell  georgette 
mills  and  the  necessary  throwing  plants  be- 
came a  regular  profession  and  its  transactions 
the  sensation  of  the  time.  The  whole  industry 
seemed  transformed  into  a  huge  sporting,  if 
not  gambling,  proposition,  with  the  piece-dyed 
branch  leading  in  dash  and  dare.  Our  sons 
may  never  see  anything  like  it.    If  history 


tells  them  of  the  gold  fever  in  California  dur- 
ing the  fifties,  they  are  entitled  to  the  silk 
story  of  1920. 

The  "Fairy"  Falls 

"This  orgy  could  not  last.  Things  soon 
began  to  happen,  and  poor,  fairy  georgette 
was  in  first  for  an  ignominious  fall.  Cancella- 
tions of  orders,  the  slaughter  of  goods,  with- 
drawal of  bank  credits,  all  contributed  to  a 
slump  which  gained  intensity  throughout  the 
balance  of  the  year,  affecting  all  other  fabrics 
of  the  piece-dyed  family,  with  few  exceptions. 

"By  June,  curtailment  of  production  be- 
came a  general  necessity,  as  most  plants  faced 
an  absolute  refusal  from  the  trade  to  place 
orders.  The  soundest  manufacturer  could  not 
afford  to  pile  up  goods  for  stock,  as  raw  silk 
and  every  other  raw  material  continued  its 
downward  trend  toward  lower  and  saner  price 
levels. 

"The  industry  in  the  meantime  gallantly 
liquidated  its  sins,  surrendering  most  of  the 
paper  profits  made  since  the  armistice.  It 
began  housecleaning,  saving  and  inaugurat- 
ing a  substantial  reduction  of  wage  scales. 
Labor  also  saw  the  light,  strikes  became 
scarcer  and  jobs  were  once  more  appreciated 
as  unemployment  increased." 

Report  on  Yarn-dyed  Broad  Silks 

Now  the  worst  of  the  storm  is  over,  and, 
in  face  of  present  conditions  and  the  demand 
for  silk  fabrics,  there  is  much  encouragement 
for  the  broad  silk  industry  in  the  months  and 
years  to  come,  according  to  W.  R.  Thomas,  Jr., 
of  the  Wannetah  Silk  Co.,  who  reported  on  the 
situation  in  yam-dyed  broad  silks. 

"While  conditions  are  not  yet  normal,  there 
being  still  many  obstacles  to  overcome  before 
we  reach  that  stage,"  said  Mr.  Thomas,  "yet 
in  the  opinion  of  many  manufacturers  we  are 
approaching  more  nearly  a  safe  and  normal 
basis  in  the  broad  silk  industry.  Things  really 
have  changed  for  the  better,  and  the  outlook 
for  1921  is  fairly  bright.  And  although  the 
unusual  demand  for  staple  broad  silks  may  not 
continue  for  more  than  several  months,  still  a 
steady  and  gradual  improvement  in  this  line 
should  develop. 

"The  manufacturer  who  during  the  period 
of  big  business  maintained  a  high  standard 
of  quality  in  his  fabric  rather  than  profit  by 
offering  an  inferior  grade  will  surely  profit  in 
the  years  to  come ;  for  in  adhering  to  his  high 
standard  he  has  built  up  for  himself  an  envia- 
ble reputation  in  the  market,  and  buyers  will 
have  confidence  in  him  and  in  the  product  he 
offers  for  sale.  Prosperity  can  only  be  built 
on  confidence  and  mutual  understanding." 

Strength  in  Fancy  Silks 

In  spite  of  the  erratic  market  conditions  of 
1920,  the  situation  in  fancy  silks  is  particu- 
larly strong,  according  to  E.  Irving  Hanson  of 
H.  R.  Mallinson  &  Co.,  Inc.  "The  demand  for 
fancy  silks,  especially  as  applied  to  the  type 
of  fabrics  suitable  for  outdoor  wear,  has  been 
exceptional,"  said  Mr.  Hanson.  "Merchan- 
dise which  was  sacrificed  in  April,  May  and 


June  of  1920  proved  to  be  in  good  demand  for 
the  spring  of  1921,  and,  at  this  writing,  mer- 
chandise of  this  identical  nature  is  bringing 
far  better  prices  than  during  the  months  of 
April  and  May  of  last  year." 

"The  fancy  fabrics  that  were  in  greatest 
demand  for  1920  were  materials  especially 
created  for  outdoor  wear,  and  white  was  the 
color  most  wanted.  Shirtings,  sheer  material 
of  the  georgette  family  in  both  stripes  and 
overplaids,  printed  georgettes,  both  plain  and 
satin  striped,  were  also  strong  early  in  the 
year,  but  were  offered  at  very  low  prices  by 
June. 

"An  extraordinary  demand  for  Canton 
crepes,  starting  in  October,  greatly  helped  and 
influenced  fancy  silks  as  well  as  the  general 
field.  To  those  merchants  who  had  belief  in 
the  future  and  who  had  new  fabrics  to  show 
for  the  spring  of  1921,  with  deliveries  starting 
in  December,  1920,  there  came  a  very  encour- 
aging indication  of  orders  being  placed,  even 
though  small  in  quantity,  which  gradually 
brought  back  a  confidence  in  the  fancy  silk 
situation.  This  grew  in  such  proportions  that 
by  January  it  developed  that  fancy  silks  in  the 
wanted  weaves  and  styles  had  a  decided  call 
and  were  very  difficult  to  procure.  Through 
the  months  of  January  and  February  and  in 
the  early  part  of  March  it  has  been  clearly 
demonstrated  that  fancy  silks  are  in  greater 
favor  than  could  have  been  anticipated. 

The  Stimulation  of  Crepes 
The  Canton  crepe  demand  created  many 
fabrics  of  a  new  nature,  using  the  heavy 
crepe  grounds  in  a  variety  of  weaves  and 
stripe  and  plaid  effects.  In  printed  fancies  the 
demand  has  been  very  much  smaller,  due,  to 
a  degree,  to  the  extra  cost  of  printing,  manu- 
facturers generally  keeping  fabrics  plain  to 
reduce  costs.  At  this  writing,  therefore,  prints 
are  not  as  important  a  factor  of  the  fancy 
business  as  they  would  be  if  the  difference  in 
cost  had  not  influenced  the  situation. 

"Perhaps  another  important  reason  for  the 
lessened  demand  from  the  high-class  stores 
for  printed  silks  is  due  to  the  fact  that  prints, 
having  been  so  very  popular  for  some  time, 
have  encouraged  the  printing  of  inferior  quali- 
ties, and  the  printing  of  a  great  quantity  of 
silks  and  cotton  mixtures,  which  have  made 
printed  silks  more  common;  but  we  have  be- 
fore us  for  the  future  always  the  possibility 
of  a  demand  for  printed  silks  when  ingenuity 
and  thought  are  exercised  in  the  combination 
of  designs  and  colors. 

"A  stabilization  of  widths  in  fancy  silks 
has  gradually  been  reached,  and  it  is  almost 
universally  recognized  that  40  inches  is  now 
the  most  practical  for  both  manufacturer  and 
merchants. 

"The  strong  demand  for  taffeta  silks,  wh?oh 
is  generally  recognized,  apparently  has  not 
affected  the  market  for  fancy  silks  of  a 
more  draping  nature,  especially  the  jacquard 
fancies,  for  which  there  is  a  decided  growing 
popularity." 

Speaking  of  the  lining  situation,  Frederick 
A.  McLane  of  the  McLane  Silk  Co.  said: 
"With  the  beginning  of  1921,  the  garment 
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F.  Schumacher  &  Co. 

IMPORTERS 

MANUFACTURERS  and  JOBBERS 

Upholstery  Fabrics 

OF  EVERY  DESCRIPTION 

TO  THE  TRADE  ONLY 

BOSTON  420  Boylston  Street 

PHILADELPHIA  .  Finance  Building 
CHICAGO  Heyworth  Building 

7  West  37th  Street      New  York  City 

(Just  West  of  Fifth  Avenue) 


A  Record  of 
Investments 

can  be  kept  in  a  most  convenient  way  by 
the  use  o£  our  specially  prepared  loose- 
leaf  folder.  These  folders  contain  de- 
tachable sheets  properly  marked  and 
spaced  for  keeping  complete  informa- 
tion regarding  all  income-producing 
property  (bonds,  stocks,  mortgages  and 
real  estate) — time  purchased,  price 
paid,  income  therefrom,  etc.  There  are 
also  sheets  for  keeping  records  pertain- 
ing to  all  forms  of  insurance. 

A  complimentary  folder  will  he 
sent  to  any  investor  on  request 

A.  B.  Leach  &  Co.^  Inc. 

Investment  Securities 
62  Cedar  St.,  New  York 
105  S.  La  Salle  St.,  Chicago 

Philadelphia       Boston  Buffalo  Hartford 

Minneapolis       Baltimore      Pittsburgh  Cleveland 
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trade  started  in  to  cut  for  their  Easter  busi- 
ness, which  started  a  healthy  revival  in  the 
lining  business.  From  present  indications  one 
feels  safe  in  predicting  that  1921  will  show  a 
return  to  normal  conditions  in  the  silk  busi- 
ness, with  labor  and  prices  adjusted  satisfac- 
torily." 

The  position  of  ribbons  is  exceedingly  sat- 
isfactory, according  to  Edward  M.  C.  Tower  of 
Smith  &  Kaufmann,  Inc.,  who  made  some 
pointed  remarks  on  the  subject  which  retailers 
should  "take  to  heart.  "At  present,"  said  Mr. 
Tower,  "we  are  faced  by  fashion  presenting 
us  with  the  ultimatum:  'I  demand  ribbons 
for  all  my  devotees  that  they  may  give  that 
finesse  to  their  garments,  whether  it  be  the 
garment  that  is  intimate  or  the  garment  that 
is  displayed  to  the  public  eye,  which  can  only 
be  obtained  by  a  touch  of  ribbon,  whether  it  is 
the  touch  given  to  dainty  lingerie  or  to  the 
outer  garment  in  the  form  of  sash,  girdle  or 
other  application. 

How  About  Distributor? 

"So  much  for  the  Goddess  Fashion  that 
not  only  favors  us  for  the  moment  but  seems 
to  point  the  way  to  future  favor.  But  what 
of  the  distributor?  Has  he  volunteered  to 
'carry  on'  by  keeping  stocks  well  assorted,  so 
that  the  opportunity  presented  by  fashion's  de- 
mand may  not  be  lost,  and  that  our  division  of 
the  silk  industry  does  not  return  to  the  condi- 
tion prior  to  1914  when  the  principal  product 
consisted  of  'loom  fillers,'  and  brought  the  ar- 
ticle to  such  a  low  level  that  the  distributor, 
whether  retailer  or  jobber,  gave  no  attention 
to  ribbons  except  for  special  sales  which 
brought  the  article  into  contempt  with  the  con- 
sumer? 

"General  business  conditions  have  led  to 
over-conservative  buying,  which  condition  is 
very  difficult  to  overcome.  But  the  danger  of 
this  condition  is  that  we*  may  lose  sight  of  the 
fact  of  fashion's  favor  and  that  the  consumer 
is  receptive  to  ribbons.  Let  it  be  our  effort  to 
press  this  home  to  the  distributor,  for  in  this 
there  is  as  much  profit  to  the  distributor  as  to 
the  manufacturer.  It  is  fifty-fifty — if  we 
could  but  drive  home  this  truth." 

The  Outlook  for  Velvets 

A  somewhat  similar  opinion  was  expressed 
by  Charles  A.  Wimpfheimer  of  the  American 
Velvet  Co.  in  discussing  the  situation  of  vel- 
vets. ".Velvets  in  common  with  the  majority 
of  other  textiles,"  said  Mr.  Wimpfheimer, 
"suffered  as  a  result  of  the  very  radical  posi- 
tion assumed  by  consumers  early  in  the  au- 
tumn of  the  year  just  closed,  which  had  a 
marked  effect,  of  course,  on  the  distribution 
of  all  articles  into  the  manufacture  of  which 
this  fabric  entered.  This  has  resulted  in  a 
great  many  goods  being  carried  over  by  dis- 
tributors, and  will  lead,  no  doubt,  to  conserva- 
tive buying  on  their  part  until  they  are  in  a 
better  position  to  judge  intelligently  their  fu- 
ture requirements. 

"However,  over-conservatism  in  buying  is 
to  be  shunned  as  much  as  wild  speculation 
and  buyers  should  enter  into  a  spirit  of  co- 
operation with  the  manufacturer  by  purchas- 
ing early  for  later  delivery  those  staple  quali- 
ties and  shades  which  are  always  needed  to 
enable  us  to  properly  care  for  their  wants 
when  the  season  opens.  Just  as  soon  as  the 
consumer  is  convinced  that  real  deflation  of 
prices  has  occurred  no  serious  obstacle  will 
prevent  a  speedy  resumption  of  commercial 
activity. 

"The  basic  condition  of  the  country  is 
sound,  the  products  of  agriculture  will  be 
liquidated,  labor  is  gradually  seeking  its  for- 
mer channels  and  will  finally  aid  in  those 
processes  of  readjustment  leading  up  to  what 
is  popularly  termed  normal,  and,  on  the  way, 
pile  fabrics  will  have  their  share  in  the  gradual 
return  of  satisfactory  prosperity." 


Speaking  of  the  tie  silk  situation,  Carl 
Schoen  of  the  Carl  Schoen  Silk  Corporation 
recalled  that  in  the  early  part  of  1920  there 
was  such  a  scarcity  of  tie  silks  that  "lining 
silks,  cotton  and  tussah  jacquards  made  in  the 
large  eastern  textile  plants,  Japanese  crepes 
and  other  materials  hitherto  foreign  to  the 
neckwear  industry,  were  used  to  supply  the 
shortage  of  tie  silks."  Nevertheless,  Mr. 
Schoen  said,  the  tie  silk  industry  apparently 
had  suffered  less  from  cancellation  than  any 
other  branch  of  the  silk  industry.  This  he 
attributed  to  the  action  of  the  Tie  Silk  Asso- 
ciation of  America  in  refusing  to  accept  can- 
cellations of  enforcible  contracts. 

"At  present,"  said  Mr.  Schoen,  "the  indus- 
try is  operating  on  about  60  per  cent  of  its 
normal  volume,  with  indications  pointing  to 
a  fair  amount  of  business  for  the  year  1921. 
Stocks  in  the  hands  of  neckwear  manufactur- 
ers and  tie  silk  manufacturers  have  been  liqui- 
dated and  depleted  to  a  great  extent  and  new 
contracts  will  have  to  be  given  for  the  coming 
season."   As  more  conservative  orders  are  now 


Difference  Between 
Petticoats  at  $1— 
And  77  Cents 

CONSIDERABLE  interest  is  taken  by  the 
heads  of  departments  in  the  John  G. 
Myers  Co.,  Albany,  N.  Y.,  in  a  bargain  counter 
near  the  entrance  on  the  ground  floor. 
Friendly  rivalry  exists  at  all  times  to  see  who 
can  show  the  biggest  sales  volume  for  a  day. 
Mr.  Findlay,  ready-to-wear  buyer,  holds  the 
honors  with  a  total  of  $976,  earned  by  sell- 
ing cotton  petticoats  at  $  I  each.  The  skirts 
were  bought  at  $8.75  per  dozen,  and  in  the 
eight  feet  of  space  five  girls  were  kept  busy 
all  day,  two  selling,  two  wrapping  and  one 
making  change. 

The  result  was  so  satisfactory  that  the 
same  stunt  was  tried  again.  This  time  the 
skirts  were  bought  for  $6.75  and  offered  for 
sale  at  77  cents.  Apparently  the  price  was 
wrong,  as  only  half  of  the  number  placed  on 
sale  were  moved.  "Too  cheap,"  said  Mr. 
Findlay,  "They  would  have  been  cleaned  out 
at  $1." 


being  placed  and  as  the  speculative  element 
has  been  eliminated,  it  is  hoped  that  the  tie 
silk  industry  can  once  more  expect  to  return 
to  its  normal  condition." 

As  to  laces,  nets  and  veilings,  the  prospects 
for  1921  appear  to  be  brighter  and  sounder 
than  those  prevailing  in  1920,  according  to 
Thomas  H.  Hall  of  H.  S.  Hall  &  Co.,  Inc.,  and 
The  Hall  Lace  Co.  Mr.  Hall  summed  up  the 
situation  in  various  lines  as  follows : 

French  Competition  Stiff 

"Silk  Brussels  nets  have  continued  in  de- 
mand in  all  staple  and  fancy  colors.  On  ac- 
count of  the  low  rate  of  French  exchange  it 
is  almost  impossible  to  compete  in  this  coun- 
try ViiiYi  the  French  goods,  and  on  account  of 
the  small  production  in  the  United  States  and 
the  large  French  production  the  prices  are  dic- 
tated by  the  market  on  French  goods. 

"Plain  silk  dress  nets  have  continued  in 
fair  demand,  but  the  fancy  radium  lace  all- 
overs  in  36-inch  and  32-inch  made  on  levers 
machines  have  been  a  big  item,  especially 
through  the  fall,  not  only  in  staple  colors  like 
black,  brown  and  navy,  but  also  running  into 
a  variety  of  high  colors.  In  fact,  the  ten- 
dency running  in  1921  for  high  shades,  also 
dress  laces,  has  been  one  of  the  big  factors  in 
these  lines. 


"Silk  lace-  flouncings,  particularly  in  18- 
inch  and  36-inch  and  lace  allovers  made  on 
levers  machines,  and  embroidered  laces,  es- 
pecially on  silk  nets  and  some  on  cotton  nets 
have  been  in  particularly  big  demand. 

"Silk  veils  and  veilings  have  been  in  vogue 
right  through  the  year,  but  the  bulk  of  the 
business  has  been  done  on  foreign  goods  which 
have  been  landed  at  prices  very  much  below 
what  they  could  be  produced  at  in  this  coun- 
try. This  applies  to  all  kinds  of  woven  veils 
and  veilings  in  a  great  variety  of  styles  to  a 
very  marked  extent;  and  on  chenille  and 
French  dot  veils,  which  is  mostly  all  hand  la- 
bor, it  has  been,  of  course,  out  of  the  question 
to  make  these  goods  against  the  foreign  in 
this  country. 

Vogue  of  Lighter  Veils 

"There  was  a  fairly  good  spring  and  sum- 
mer (1920)  season  on  Shetland  veils  and  veil- 
ings, but  it  dropped  out  in  the  fall,  giving 
place  to  the  vogue  of  the  lighter  weight  goods. 
Sports  veils  in  36-inch  and  40-inch  square 
shapes  were  especially  strong  all  through  the 
fall  and  continued  right  into  the  winter  sea- 
son. The  manufacture  of  Shetland  veils  in 
France  increased  very  much  in  the  last  year; 
a  good  many  novelties  have  been  made  and 
imported,  but  the  American  manufacturers 
have  held  their  own  in  this  class  of  veils." 

That  raw  silk  prices  are  stabilized  and  can 
probably  be  maintained  as  consumption  in- 
creases was  the  opinion  expressed  by  M.  Kume 
of  Hara  &  Co.,  who  put  forward  a  defence 
of  the  Japanese  silk  syndicate  against  criti- 
cisms which,  he  said,  comes  largely  from 
"rather  ignorant  and  irresponsible  sources." 
Mr.  Hara  thought  that  the  pegging  of  the  Yo- 
kohama market  by  the  syndicate  had  served 
the  silk  industry  of  the  entire  world,  although 
some  of  the  manufacturers  present  at  the 
meeting  were  explicitly  of  the  opinion  that  it 
would  be  better  if  raw  silk  prices  were  per- 
mitted to  find  their  own  level  in  a  free  market. 

The  annual  report  of  Ramsay  Peugnet, 
secretary  of  the  Silk  Association  of  America, 
covered  in  detail  the  many-sided  activities  and 
achievements  of  the  association  during  the  last 
year.  It  dealt  with  the  great  success  of  such 
undertakings  as  the  International  Silk  Exposi- 
tion and  National  Silk  Week,  the  work  of  the 
American  Silk  Mission  in  gathering  informa- 
tion on  Oriental  raw  silk  production  and  pro- 
moting sericulture  in  China,  the  organization 
of  a  Bureau  on  Contracts,  the  successful  arbi- 
tration of  disputes  by  the  Bureau  of  Adjust- 
ments and  Complaints,  the  work  of  the  Trade 
Mark  Registration  Bureau,  the  Traffic  Bureau, 
the  Statistical  Bureau  and  the  Customs 
Bureau,  the  fight  against  misbranding,  the 
promotion  of  a  protective  tariff  on  silks  and 
many  other  matters. 

Regret  Retirement  of  Cheney 

Regret  was  expressed  at  the  decision  of 
Charles  Cheney,  president  of  the  association 
for  the  last  seven  years,  to  retire  from  office, 
and  a  vote  of  thanks  was  tendered  to  him  for 
his  unselfish  service  to  the  association.  The 
following  officers  were  elected  for  the  ensuing 
year:  President,  James  A.  Goldsmith  of  Hess, 
Goldsmith  &  Co.;  vice-presidents,  George  A. 
Post  of  the  Post  &  Sheldon  Corporation,  E.  J. 
Stehli  of  the  Stehli  Silks  Corporation,  and 
Robert  J.  F.  Schwarzenbach  of  Schwarzen- 
bach,  Huber  &  Co.  The  following  new  mem- 
bers were  elected  to  the  Board  of  Managers : 
Sidney  Blumenthal,  William  Hand,  Charles  E. 
Lotte,  George  A.  Post,  E.  J.  Stehli,  Lionel  F. 
Straus,  John  J.  Twohey,  Alexander  D.  Walker 
and  H.  Morton  Merriman. 

The  Executive  Committee  of  the  associa- 
tion is  made  up  of  the  officers  and  Samuel 
McCollom.  Ramsay  Peugnet  continues  as  sec- 
retary. 
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;rook -  Record  Co. 

DisPLAv  By  L.L. 


fep  NTELLIGENT  EFFORT 


CAN  MAKE  ANY 
DEPARTMENT  PAY 


The  most  ordinary  merchandise  can  be  moved — profitably 
— if  it  is  given  the  proper  impulse. 

How  much  greater  advantage  is  there,  then,  to  the  depart- 
ment which  has  Irish  Linen  to  feature. 

Here  is  merchandise  that  is  at  once  desirable  to  anybody  who 
takes  a  pride  in  home  or  in  wardrobe — which  means  practi- 
cally everybody. 

The  wonderful  results  which  many  stores  in  different  parts 
of  the  country  have  had  with  Linen  window  displays  sug- 
gests another  merchandising  plan  which  is  to  be  put  into 
immediate  execution. 


In  the  next  issue  of  this  paper  will  be  a  four  page  insert  set 
ting  out  this  plan  in  detail. 
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Windows  such  as  the  one  illustrated  here  from  Frederick  Loeser  &■  Co.,  Brooklyn,  were  centers  of  attraction  in  many  cities  recently  signalling  the 
arrival  of  Harding  bine.  The  garments  in  this  window  are  from  William  Fischman,  Inc.,  and  according  to  Mr.  tischman  the  identical  models  were 
displayed  in  several  hundred  stores  on  Inauguration  Day. 

Time  and  Viewpoint  Basis  for  Operations 
In  Loeser  Ready-to-wear  Sections 

Mr.  Ortlepp  Keeps  Out  of  What  Customer  Does  Not  Want;  and  Stocked 
With  What  She  Does  Want  When  She  Wants  It— ''If  a  Merchant  Invests 
•  '  All  His  Capital  In  Stock,  However  Inviting,  He  Puts  Himself  In  Position 

of  Gambler  Who  Stakes  All  on  One  Throw  of  the  Dice  " 


IN  this  era  of  systems,  efficiency  methods 
and  hard  set  rules  laid  down  by  department 
store  merchandise  men,  it  is  interesting 
to  note  that  one  of  the  big  metropolitan  dis- 
trict stores  operates  its  ready-to-wear  depart- 
ment on  a  tried  system,  a  rule  of  thumb  con- 
taining two  words — Time  and  Viewpoint. 

Time  and  viewpoint  are  the  basis  of  all  op- 
erations— of  buying  and  selling  women's  and 
misses'  coats,  suits,  dresses,  skirts  and  furs,  in 
the  big  store  of  Frederick  Loeser  &  Co.,  Brook- 
lyn, N.  Y;,  under  the  able  management  of  Ar- 
thur G.  Ortlepp.  Mr.  Ortlepp  has  a  very  clear 
conception  of  the  words  and  their  application 
to  his  merchandising  requirements. 

That  conception  is  realized  through  instinct, 
experience  and  practice.  In  the  simplest  lan- 
guage, it  is  interpreted  to  mean  "Just  when 
to  buy  what,  or  just  what  to  buy  when; 
and  when  it  is  bought,  just  how  and  when 
and  why  it  should  be  offered  for  sale  to 
the  consumer."  It  is  a  system  by  which 
the  department  is  out  of  what  the  consumer 
does  not  want,  and  is  stocked  up  sufficiently 
with  what  the  consumer  does  want  at  any  time. 

Stocks  Low,  but  Sells  a  Million 

This  system  of  merchandizing  is  particu- 
larly applicable  in  these  days  of  hand-to-mouth 
buying  by  the  public,  and,  naturally,  by  the  re- 
tailer. What  might  be  undesirable  to-day 
might  be  a  feature  purchase  to-morrow.  The 
weather  might  guide  this  movement;  there 
may  be  an  unexpected  consumer  appeal  for  a 
certain  class  of  goods  that  is  not  fully  stocked, 

A  special  sale  may  be  in  contemplation  at  an 
indefinite  future  date.  The  public  may  tire  of 
certain  merchandise.  All  these  and  many  more 
causes  call  into  play  the  time-viewpoint  basis 
of  operation.  And  Mr.  Ortlepp  is  so  tuned  up 
to  the  synchrony  and  the  application  of  this 
theory  that  he  is  able  to  sell  considerably  more 


By  J.  E.  Bolland 

than  a  million  dollars  worth  of  merchandise 
with  a  minimum  of  stock  at  any  given  period. 
Evidence  of  the  practicability  of  the  theory  is 
shown  in  the  fact  that  the  percentage  of  mark- 
up in  a  span  of  eight  years  has  not  varied  more 
than  one  half  of  one  per  cent. 

Of  particular  interest  to  the  writer  was  an 
extract  from  an  article  written  twenty-one 
years  ago  by  an  official  of  Rylands  &  Sons, 
Ltd.,  Manchester,  England,  and  passed  on  by 
Marshall  Field  of  Chicago,  which  hangs  over 


Arthur  G.  Ortlepp  has  spent  the  great- 
est part  of  his  life  in  the  garment  business. 
He  was  schooled  in  the  Marshall  Field  & 
Co.  organization,  where  he  was  associated 
for  about  thirteen  years,  learning  and 
applying  his  knowledge  in  the  manufac- 
turing and  styling  and  retailing  of  women  s 
ready-to-wear.  In  1 90 1  he  went  with 
Wm.  Filene's  Sons  Co.,  of  Boston.  He 
remained  in  that  city  for  about  five  years. 
In  1907  he  returned  to  Chicago,  where  he 
was  connected  with  Mandel  Bros,  until  he 
left  to  become  manager  of  the  women's 
and  misses'  ready-to-wear  departments  of 
Frederick  Loeser  &  Co.,  Brooklyn,  in 
1913.  Mr.  Ortlepp  is  a  practical  man, 
both  in  buying  and  selling.  He  is  a 
shrewd  judge  of  merchandise,  has  a  keen 
sense  of  value  and  is  quick  in  his  judg- 
ment. He  knows  just  when  to  say  "yes" 
or  "no,"  and  has  no  time  for  quibbling 
over  reasons  why,  when  he  makes  a  de- 
cision. At  the  same  time  he  is  kind  and 
courteous  and  exercises  complete  control 
over  his  actions  and  demeanor.  He  is 
respected  by  those  who  sell  him  and  re- 
vered by  those  who  work  for  him. 


the  desk  of  Mr.  Ortlepp.  Part  of  the  extract 
toiiows : 

"Small  stocks,  when  they  are  speculative 
stocks — that  is  to  say,  stocks  that  are  not  prac- 
tically sold,  for  it  is  much  better  to  have  few 
goods  than  too  many.  Ever  moving  stocks — a 
standing  stock  is  a  loss.  Capital — sometimes 
it  has  been  small;  sometimes  it  has  been  great; 
but  at  all  times  it  was  ready  to  take  advantage 
of  a  low  market.  If  a  merchant  invests  all  his 
capital  in  stock,  however  inviting,  he  puts  him- 
self in  the  position  of  a  gambler  who  stakes 
his  all  on  one  throw  of  the  dice.  He  cannot 
take  advantage  of  a  change  in  the  market. 
Such  merchants  commit  commercial  suicide." 

Again  time  and  viewpoint  come  into  play 
and  Mr.  Ortlepp,  true  to  the  advice  hanging 
over  his  desk,  applies  his  little  rule  to  quick 
turnover;  always  on  the  alert  ajid  always 
ready  to  take  advantage  of  a  change  in  the 
market,  or  a  change  in  the  consumer  demand. 

His  Attitude  Toward  Salesmen 

Another  element  which  has  contributed  ap- 
preciably toward  the  success  of  his  department 
is  courtesy  and  consideration.  This  principle 
is  carried  out  fully  in  his  relations  with  the 
salesmen  who  call  at  his  office  and  the  sample 
rooms  of  the  store.  "They  have  their  living  to 
make  and  should  have  as  much  consideration 
as  any  one  connected  with  me  in  my  work," 
said  Mr.  Ortlepp.  "They  are  as  necessary  to 
me  as  I  am  to  them.  Every  merchant  has 
something  to  sell  whether  it  is  service  or  mer- 
chandise." The  employees  in  the  department 
are  also  treated  courteously  and  are  trained  to 
extend  every  courtesy  to  their  customers. 

'  In  each  of  the  divisions  of  the  ready-to- 
wear  department  hangs  a  card  about  twelve  hy 
eighteen  inches.  This  is  in  an  inconspicuous 
place,  but  convenient  for  the  salesgirls.  When 
a  sale  is  made  the  girl  enters  it  on  the  card, 
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©  Simon  Ascher  &  Co.,  Inc., 


A  Recognized  Sales-Influence 
100%  PURE  WOOL 


Because  of  the  universal  acceptance  of 
the  "Label  of  the  Lamb,"  the  added  as- 
surance of  lOO^o  Pure  Wool  has  met 
with  a  response  indicating  the  con- 
sumer's appreciation  of  quality  knit 
goods. 

In  all  parts  of  the  country,  stores  are      Established  1879 


making  effective  use  in  their  sales- 
efforts  of  the  obvious  superiority  of 
100%  Pure  Wool — the  striking  new 
note  of  the  year-round  national  adver- 
tising that  has  already  made  "quality" 
and  "Ascher's  Knit  Goods"  synony- 
mous in  the  purchaser's  mind. 


SIMON  ASCHER  &  CO.,  Inc. 
362  Fifth  Ave.,  at  34th  St.,  New  York 

Mill — 134th  Street  and  Third  Avenue 
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showing  the  number  of  the  garment,  the  style, 
color,  price,  her  number,  and  a  number  indicat- 
ing the  manufacturer  who  made  it.  In  this 
way  she  is  made  to  feel  that  she  is  doing  her 
part  in  the  store's  activities — playing  store  on 
her  own  hook,  as  it  were,  and  there  arises  a 
friendly  competition  among  the  girls  to  see 
who  can  post  the  best  record  for  the  day.  A 
ring  is  drawn  around  every  price  above  $75, 
showing  at  a  glance  how  the  higher-grade 
goods  are  moving. 

Cards  a  Real  Advantage 

Early  the  next  morning  the  cards  are  taken 
to  Mr.  Ortlepp.  He  can  see  immediately  just 
what  is  selling  and  is  guided  in  his  ordering. 
The  cards  act  as  sort  of  pulse  of  the  depart- 
ment'ri  daily  circulation.  The  stock  girls  also 
have  access  to  these  cards  and  by  watching  the 
movement  of  dilferent  numbers  are  enabled  to 
judge  what  should  be  reordered  and  what 
should  be  discontinued  or  placed  in  special  lots 
for  sale  purposes. 

Every  manufacturer  v/ith  whom  Mr.  Ort- 
lepp places  orders  has  a  number,  known  as 
■"house  number."  He  is  given  a  folder  in  the 
file  and  carbons  of  orders  placed  with  him  are 
kept  in  this  folder.  Stock  girls  go  over  their 
stocks  once  a  week  or  oftener  and. ready  sellers 
are  reordered,  possibly  with  some  slight  change 
to  avoid  carrying  garments  exactly  the  same 
as  those  which  have  been  sold.  More  than  half 
of  the  orders  placed  by  the  ready-to-wear  de- 
partment are  reorders,  reorders  on  proven  sell- 
ers, but  with  improved  qualities.  On  the  man- 
ufacturer's folder  is  his  name,  address  and 
telephone  number,  for  quick  reference. 

Successes  and  Setbacks 

The  time-viewpoint  system  of  ordering  and 
reordering  is  called  into  play  at  all  times. 
Sometimes  wrong  judgment  is  displayed  and  a 
loss  may  result.  An  example  of  this  is  repre- 
sented by  an  order  for  a  lot  of  six  hundred 
dresses,  which  were  disposed  of  before  two 
o'clock  on  the  day  they  were  placed  on  sale  at 
$15.  Mr.  Ortlepp  telephoned  for  another  lot 
of  one  hundred  and  eight-seven  of  the  gar- 
ments and  these  were  sold.  They  looked  so 
good  that  he  subsequently  ordered  more,  and 
placed  these  on  sale  at  $12.75,  but  found  he 
could  not  move  them.  "Wrong  viewpoint," 
said  Mr.  Ortlepp.  "They  had  gone  the  limit  at 
the  right  time,  and  even  with  the  price  re- 
duced after  the  first  lot  was  disposed  of,  the 
time  had  passed  for  that  dress." 

Good  merchandising  demands  that  as  much 
business  be  done  as  possible  with  the  lowest 
possible  stocks.  It  is  safe  to  assume  that  sat- 
isfactory results  will  follow  a  system  by  which 
purchases  at  the  first  of  the  month  at  whole- 
sale prices,  equal  the  anticipated  sales  for  that 
month  at  retail  prices.  The  purchases  might 
even  be  less.  For  instance,  the  purchases  at 
the  first  of  the  month  may  be  $50,000  at  whole- 
sale, when  the  anticipated  retail  sales  may  be 
$60,000.  If  this  plan  is  worked  carefully  and 
watched  closely,  with  slight  variations  due  to 
the  usual  public  demand  at  high  and  low  sea- 
sons of  the  year,  increased  sales  at  the  end  of 
the  year  will  be  reflected  and  inventory  will  be 
exceptionally  low.  Here  again  the  time-view- 
point idea  must  be  utilized,  and  time  and  view- 
point must  also  be  called  into  strong  play  in 
selling  and  pushing  sales. 

$49.75  a  Pivotal  Price 
For  the  week  before  Easter  Mr.  Ortlepp 
built  up  an  offering  of  two  satin  coats,  two 
tailored  suits  and  two  dresses,  all  to  be  priced 
at  $49.75.  The  values  represented  about  one- 
third  off  what  they  could  have  realized  earlier 
in  the  season.  Mr.  Ortlepp  said  that  $49.75 
had  proven  to  be  a  pivotal  price,  and  made  a 
strong  appeal  in  these  six  offerings  the  week 
before  Easter.  The  time  and  viewpoint, 
backed  by  price  and  value,  in  this  case  will 


The  Guide  of  a  Successful  Buyer 

TIME  and  viewpoint. 

Small  stocks  when  they  are  speculative 
stocks. 

It  is  much  better  to  have  few  goods  than 
too  many. 

Ever  moving  stocks — a  standing  stock  is 
a  loss. 

Sufficient  capital  on  hand  at  all  times  to 
take  advantage  of  a  low  market. 

Courtesy  to  manufacturers'  salesmen. 

Courtesy  to  employees. 

Reorders  constitute  more  than  half  of 
department's  orders. 

Purchases  for  the  month  equal  antici- 
pated sales. 

Constant  turnover. 

Be  out  of  goods  not  in  demand — stocked 
with  goods  in  demand. 


move  a  large  number  of  garments.  It  is  a 
psychological  price  at  a  time  when  women 
want  the  goods. 

Coats,  suits,  skirts  and  furs  are  carried  in 
a  large  space  on  the  second  floor  of  the  Loeser 
building.  Dresses  are  carried  on  the  fifth 
floor.  Mr.  Ortlepp  explained  that  the  separa- 
tion of  the  departments  is  a  logical  one.  When 
a  woman  wants  a  suit  she  does  not  care  about 
dresses,  and  when  she  wants  a  dress  she  is  not 
interested  in  coats  or  furs.  If  she  wants  two 
or  more  of  these  items,  which  is  not  frequent, 
she  does  not  mind  going  from  one  department 
to  the  other. 

In  the  fur  department  from  Nov.  15  to 
March  1,  Mr.  Ortlepp  utilized  a  table  about 
ten  feet  long  and  about  six  feet  wide  on  which 
he  carried  neck  pieces  to  sell  at  popular  prices. 
The  higher  priced  furs  hung  in  cabinets.  Coats 
and  suits  and  skirts  were  shown  on  reels. 
They  were  conveniently  arranged  on  the  floor 
so  that  the  garments  could  be  seen  by  the  cus- 
tomer. He  said  the  Brooklyn  public  likes  to 
examine  and  feel  the  merchandise  to  be 
bought,  and  prefers  this  system  to  others. 

"Sort  of  home  town  stuff,"  is  the  way  he 
put  it.  And  so  with  the  dresses  on  the  fifth 
floor.  Most  of  the  popular  priced  goods  are 
hung  on  reels,  and  on  each  reel  is  a  price  tag 
indicating  the  price  of  the  garment  on  it. 

Higher-priced  dresses  are  carried  in  draw- 
ers. Usually  there  are  about  two  in  a  drawer, 
covered  with  tissue  paper,  with  a  tag  on  top 
containing  a  description  of  the  dresses  in  the 
drawer.  This  reduces  the  amount  of  handling 
which  would  naturally  show  on  dresses  of  fine 
material,  such  as  is  used  in  evening  gowns  and 
party  dresses. 

Buyers  Sense  Public 
Demand  for  Staples 

While  buyers  in  the  reliable  stores  are  al- 
ways ready  to  look  at  novelties  and  new  styles, 
they  are  complaining  bitterly  about  some  of 
the  numbers  that  are  being  offered.  They 
want  more  good  bread-and-butter  garments 
that  can  be  worn  by  a  woman  for  a  reason- 
able length  of  time  without  its  becoming  an 
eye  sore.  Women  in  most  communities  are 
not  willing  to  pay  $59  up  for  garments  they 
are  going  to  tire  of  and  they  will  not  pay  it 
for  freaks. 

Garments  of  this  class  are  bought  by  the 
"chicken"  element  only.  Inasmuch  as  the  big 
majority  of  the  women  are  not  in  the  moneyed 
class  buyers  feel  some  action  should  be  taken 
to  induce  manufacturers  to  turn  out  more 
good  staples  at  prices  the  public  can  pay. 
Women  will  not  buy  cheap  merchandise  be- 
cause the  price  is  low.    They  want  value. 


Albany  to  Have  New 
Women's  Specialty  Shop 

Albany,  N.  Y.,  will  have  a  new  and  up-to- 
date  women's  specialty  store  about  Sept.  1 
when  W.  I.  Addis,  Inc.,  opens  its  establish- 
ment at  North  Pearl  Street  and  Maiden  Lane. 
The  building  is  four  stories  and  has  been 
leased  for  20  years.  The  company  will  spend 
about  $75,000  in  alterations.  The  last  word 
in  elegance  of  appointment  will  bespeak  the 
nature  of  the  business  to  be  conducted. 

The  company  now  operates  one  of  the  best 
shops  in  Syracuse,  where  it  is  doing  a  grow- 
ing business  in  the  better  class  of  merchan- 
dise. Three  floors,  beautifully  equipped, 
house  a  general  line  of  women's  and  misses' 
outer  apparel  and  lingerie.  The  outstanding 
feature  of  this  store  is  its  policy  of  selling 
only  good  merchandise  at  prices  a  little  lower 
than  elsewhere.  Most  of  the  time  of  the  man- 
agement is  devoted  to  careful  selection  of  gar- 
ments which  appeal  to  the  public. 


Garment  Trade  Notes 


The  Block  &  Kuhl  Co.,  Peoria,  111.,  has  ap- 
pointed Mrs.  Mabel  C.  Bunch  manager  and 
buyer  of  the  stout  division  of  the  ready-to- 
wear  departments. 

Joe  Rothschild,  who  until  recently  was 
merchandise  manager  for  Levy  Bros.,  Hous- 
ton, Tex.,  has  been  succeeded  by  Joseph  Isva, 
formerly  ready-to-wear  manager  at  the  Fair, 
Chicago.  Mr.  Isva  is  assisted  by  Miss  Hen- 
rietta Pesses. 

The  Emporium,  Columbus,  Ohio,  has  ap- 
pointed William  Isaacs  buyer  of  ready-to-wear 
and  children's  wear.  He  was  for  eleven  years 
connected  with  Moyer  Bros.,  Toledo,  Ohio. 
Miss  L.  Rappaport  will  buy  silks,  underwear, 
petticoats,  waists  and  sweaters. 

The  Julius  Goldberg  store,  Terre  Haute, 
Ind.,  has  appointed  Miss  Margaret  McGurty 
buyer  of  cloaks  and  suits. 

Weinstock,  Lubin  &  Co.,  Sacramento,  Cal., 
has  appointed  Sam  Thorp,  of  their  merchan- 
dise office,  buyer  of  waists. 

In  addition  to  conducting  the  children's 
apparel  department  of  the  J.  S.  Bailey  Co., 
Brooklyn,  N.  Y.,  Miss  A.  Goldstein  will  buy 
waists  and  ready-to-wear. 

W.  H.  McGee,  who  recently  resigned  from 
the  A.  T.  Lewis  &  Sons  Dry  Goods  Co.,  Denver, 
Col.,  with  whom  he  was  connected  for  a  num- 
ber of  years  as  buyer  of  cloaks  and  suits,  has 
been  succeeded  by  David  Ossry,  formerly  of 
H.  Liebes  &  Co.,  Portland,  Ore.,  and  previ- 
ously with  Weinstock,  Lubin  &  Co.,  Sacra- 
mento, Cal.  Mr.  McGee  intends  to  start  in 
business  for  himself  as  soon  as  a  suitable  loca- 
tion is  secured. 


Martin  B.  Golubock  has  opened  a  new  of- 
fice at  the  Pennsylvania  Terminal  Building, 
370  Seventh  Avenue,  as  resident  buyer  of 
women's  wearing  apparel.  Mr.  Gavender,  for 
10  years  connected  with  leading  jobbing 
houses,  will  act  as  manager  of  the  ready-to- 
wear  department. 

John  G.  Myers  &  Co.  of  Albany,  made  a 
special  feature  last  week  of  a  steamer  rug, 
made  in  Ireland,  and  converted  by  a  New  York 
manufacturer  Into  sports  coats  and  capes. 
The  rugs  are  a  particularly  attractive  plaid, 
for  the  most  part,  and  are  readily  adapted  for 
sports  wear  when  well  cut  and  tailored.  For 
auto  wear  they  are  excellent,  but  of  course  are 
equally  as  good  for  the  beach  or  the  links. 
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Are  You  One  of  Our 

NEW  CUSTOMERS? 

We  have  opened  more  new  ac- 
counts so  far  this  year  than  ever 
before  in  the  same  space  of  time. 
Why? 

Because  we  are  giving 

Greater  Values     Bigger  Values 
Better  Values 

than  ever  before.   Just  see: 


Gingham  Dresses 
$2.75  to  $6.75 

Voile  Dresses 

$2.50  to  $7.75 

Organdie  Dresses 
$5.75  to  $8.75 


Irish  Linen  Dresses 
$7.50  to  $9.25 

Dotted  Swiss  Dresses 
$6.75  to  $10.75 

Linene  Dresses 

$2.25  to  $3.75 


Come  in  and  see  the  Une — or  send  for  a 
Sample  Open  Order.  Your  money  back  if 
you  are  not  satisfied.  We  have  no  salesmen 
on  the  road — one  of  the  reasons  our  prices  are 
so  low. 


Gotion  ^roc^ 

^2.^  to  ^9.^ 

^Z0as/i  Shirts 

$1:25  tQ  $5^ 

Rosebud  Mfg.  Company 

""Quality  Merchandise  at  Moderate  Prices" 


New  York  I 
37  West  26th  Street 


Chicago 
914  Meclinah  Buildinc 


Special  Fast  Selling 
ASSORTMENT 

Middies,  Smocks,  Regulation  Dresses 


We've  picked  the  fastest  selling 
numbers  from  our  Tne — ^  made 
them  up  into  a  5  DOZEN  ASSORT- 
MENT— packed  them  for  prompt 
shipment. 

— including  show- 
cards,   booklets  and 
newspaper  cuts 
READY  FOR  YOU  TO 
SELL. 


Send  us 
an  order 
for  this 
assortment. 


See  the  quality  of 
Sis    Hopkins  ma- 


terial, workmanship,  finish 


Total  whole- 
sale cost  $133 
less  8% 


Then 


we  know  you'll  be 
a  REGULAR  Sis  Hopkins 
dealer. 


Included  in  this  assortment  are  ^  doz, 
each  of  6  middy  styles,  total  3  dozen, 
doz.  each  of  two  smocks,  total  1  doz. 

dozen  each  of  children' s  and  misses' 
Regulation  Dresses  at  $36  in  Lonsdale 
Jean,  total  1  dozen. 

Middies  range  from  $15  to  $30  in 
Lonsdale  Jean  and  Genuine  Palmer 
Linen.  Smocks  are  $27  and  $39  in 
Ramie  Linen  and  Jap  Crepe. 

See  our  National  advertisements 
in  VOGUE  and  HARPERS  BAZAR. 


WM.  C.  WEILLER  &  CO. 

1270  Broadway  New  York 


X  ~ 


>:<- 


X  — 
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After- Easter  Cuts  on  Ready-to-wear 
Avoided  by  Majority  of  Stores 

Drastic  Reductions  Not  Warranted  by  Nature  of  Business  During 
March  Seems  to  Be  General  Sentiment — Short  Telegraph  Analyses 
from  Many  Cities  Show  Trend  of  Week's  Advertising  Offerings 


TH'E  offerings  in  ready-to-wear  by  retail 
stores  m  many  sections,  as  reflected  m 
tiieir  advertising,  show  a  tendency  to 
"carry  on"  alter  iiiascer  m  about  the  same 
way  as  they  had  operated  before  the  holiday. 
Contrary  to  the  expectations  of  many,  after- 
Easter  sales  were  decidedly  in  the  minority. 

There  are  two  reasons  why  this  may  be 
so.  One  is  that  Easter  this  year  was  so  early 
that  considerable  time  is  still  left  in  which 
to  move  spring  merchandise  before  making 
the  big  sacrifice.  The  other  reason  is  based 
on  the  statements  of  ready-to-wear  managers 
in  many  sections  that  business  has  been  good 
during  March  and  promises  to  continue  so, 
making  any  drastic  reductions  unwarranted 
at  this  time. 

Reductions  a  Factor,  However 

However,  although  the  percentage  of  stores 
making  big  reductions  is  small,  the  aggregate 
in  number  is  fairly  large.  Some  stores  took 
the  opportunity  of  liquidating  whatever  spring 
merchandise  tney  could  directly  after  the  holi- 
day and  advertised  special  mark-downs  for  the 
week. 

Bonwit  Teller  &  Co.,  in  their  extensive  an- 
nouncements regarding  the  Paris  fashions  and 
reproductions,  included  the  following:  "Spe- 
cial Order,  Dressmaking,  French  Room.  Orig- 
inal models  of  refined  individual  type  by  our 
designers.  Prices  are  moderate,  beginning  as 
low  as  $125." 

Oppenheim,  Collins  &  Co.  offered  as  a  "spe- 
cial value  Monday"  afternoon  and  street 
dresses  for  women  and  misses  at  $45.  "Models 
taken  from  the  regular  stock"  in  the  new 
spring  styles  of  Canton  crepe,  satin,  crepe  de 
Chine,  taffeta  and  tricotine,  also  custom  tail- 
ored suits,  another  "special  value  Monday,"  at 
$55  in  tricotine  and  Poiret  twill,  silk-lined, 
plain  and  fancy  tailored  styles,  and  sleeve  coats 
and  wraps  at  $65. 

Betty  Wales  Dress  Shop  announced  a  sale 
of  spring  frocks  in  two  groups,  $37.50  and 
$49.50.  The  first  group  was  said  to  include 
dresses  at  prices  "formerly  up  to  $68"  and  the 
second  "former  prices  up  to  $97." 

Stern  Bros. — Women's  tailor-made  suits  in 
the  new  fabrics  at  $68,  misses'  and  small 
women's  "dressy  day-time  coats"  at  $45  in  the 
soft  materials  and  women's  silk  dresses  "priced 
exceptionally  low"  for  Monday  at  $35,  includ- 
ing Canton  crepe,  crepe-back  satins  and  geor- 
gette crepe. 

R.  H.  Macy  &  Co.  featured  overblouses  of 
georgette  crepe  and  crepe  de  Chine  at  $8.94 
in  many  of  the  new  spring  shades. 

Saks  &  Co. — Misses'  satin  coats  at  $39.50, 
some  with  quilted  collars  and  cuffs  and  others 
all  quilted,  tailored  silk  blouses  in  tub  silk  at 
$3.95,  and  tailored  Habutai  silk  at  $5.  Women's 
frocks  of  embroidered  crepe  de  Chine  at  $39.50 
and  slip-on  frocks  for  misses  at  $29.50  in 
crepe  de  Chine,  rust,  gray,  navy  and  black. 
Misses'  suits,  mandarin,  box  or  strictly  tailored 
models  at  $49.50,  in  tricotine  or  twill  cord. 

James  McCreery  &  Co.  announced  a  sale  of 
women's  spring  suits  at  $42.50.  "The  values 
offered  are  positively  amazing.  Every  model 
included  was  made  to  sell  for  a  much  higher 
price."  The  models  included  Poiret  twill,  trico- 
tine, in  embroidery  or  finished  with  silk  braid- 
ing, others  severely  plain.  All  the  fashionable 
shades. 


James  McCreery  &  Co.  made  further  an- 
nouncement of  "an  important  sale  oi  new 
spring  negligees"  at  "prices  amazingly  low." 
Prices  were  $19.60,  $17,50,  $14.75,  $10.50,  $9.  (5 
and  $7.50.  ,  _, 

PHILADELPHIA,  PA.— Gimbel  Brothers 
advertised  "the  new  Directoire  blouse"  at 
$13.75  "special,"  also  "occasion"  dresses  spe- 
cially priced  at  $69.50,  which  included  wool 
gowns  for  general  wear;  a  piquetine  model 
made  over  a  Morocco  crepe  slip,  embroidered 
in  squares  of  cut  work,  blue  over  green  or 
gray;  aiso  beaded  tricotine  models.  Silk-lined 
duvet  de  laine  sports  coats  at  $35  and  silk- 
Imed  velour  wraps  in  Arab  tan  at  $25. 

Oppenheim,  Collins  &  Co.  featured  custom 
tailored  suits  in  plain  and  fancy  models  of 
tricotine,  Poiret  twill,  twill  cord,  tweeds,  home- 
spun and  covert  in  the  box  coat,  mandarin  and 
sports  models  at  $49.75,  $68  and  $98.  A  "spe- 
cial value  for  Monday"  was  new  tweed  sports 
suits  for  women  and  misses  at  $28  in  the  box, 
semi-fitted  and  belted  coats  with  notch  collars 
of  tweed  and  homespuns  in  light  and  dark  col- 
orings. Another  "special  value  Monday"  was 
afternoon  and  street  dresses  for  women  and 
misses  at  $22,  models  for  street  wear  in  the 
new  styles  of  silk  tricolette,  georgette,  taffeta 
and  jersey  cloth,  also  tricotine. 

Bonwit  Teller  &  Co.  of  New  York  offered 
for  Monday  the  "Tailleur  Suit"  in  all  its  for- 
mal and  informal  phases  from  $45  to  $350. 

BIRMINGHAM,  ALA.— Steele,  Smith  Co. 
offered  a  "wonder  sale"  of  gingham  street 
dresses,  "value  $9.50,"  at  $3.97,  and  "$4.95 
value"  house  dresses  at  $1.97;  a  one-day  sale 
of  bungalow  aprons  was  featured  at  50  cents. 

The  Goldstein  Store  featured  an  end-of-the- 
month  sale  of  "$20  value"  silk  dresses  at  $9.95 
and  dresses  and  suits,  "value  $40,"  at  $24.95. 

Caseen  Bros,  offered  taffeta  and  Canton 
crepe  dresses,  "which  formerly  sold"  for 
$49.50,  at  $29.50.  , 

KANSAS  CITY,  MO.— Kline's  announced 
an  after-Easter  clearance  sale  of  2500  dresses 
at  $19  in  styles  "usually  only  seen  in  the 
higher  priced  dresses,"  which  included  taffeta, 
georgette  crepe.  Canton  and  kitten's-ear  crepe, 
also  lace  and  satin  combinations. 

Adler's  offered  suits  of  the  latest  models 
and  materials  at  $39  to  $125.  Harfeld's  sale 
of  coats  and  wraps  at  $55  "is  meeting  with 
public  favor."  Spring  suits,  "values  from  $55 
to  $85,"  were  featured  at  a  "sale  price"  of 
$49.75. 

MONTREAL,  CANADA.— The  John  Mur- 
phy Co.,  Ltd.,  offered  new  wraps  and  dolman 
coats  at  $39.50,  $49.50  and  $59.50  and  "exclu- 
sive" afternoon  dresses  at  $46.75. 

Goodwin's,  Ltd.,  offered  women's  suits  in 
serge  and  tricotine,  in  navy,  sand,  gray  and 
taupe,  plain  tailored  or  embroidered,  at  $55 
to  $75,  and  house  dresses  at  $2.95  in  blue,  pink 
and  green  chambray  with  pique  collars  and 
cuffs. 

DALLAS,  TEXAS.— A.  Harris  &  Co.  of- 
fered twill  serge  and  tricotine  tailleurs  at 
$58.75. 

W.  A.  Green  Co.  offered  tricotine  and  Poiret 
twill,  plain  and  semi-tailored  suits,  at  $29.95  to 
$44  50,  also  taffeta  and  crepe  street  dresses 
at  $25. 


Sanger  Bros,  featured  wool  coat  sweaters 
from  $4.50  to  $12.50  and  flannel  sports  suits 
from  $20  to  $185. 

CHICAGO,  ILL.— The  Boston  Store  fea- 
tured a  sale  of  all-wool  tricotine  tuxedo  blouse 
suits,  silk-lined,  in  all  the  staple  colors,  at 
$45,  and  dolman  sport  wraps  in  all-wool,  velour 
or  polo  cloth,  silk-lined,  at  $29.50 ;  misses'  silk 
crepe  beaded  dresses  in  all  colors  at  $17.75. 

OMAHA,  NEB.— Orkin  Bros,  offered  tail- 
ored suits  at  $48. 

The  Emporium  featured  a  special  sale  of 
coats,  suits  and  dresses  at  from  20  to  30  per 
cent  off  the  regular  price. 

Burgess-Nash  Co.  offered  taffeta  and  Can- 
ton crepe  dresses  at  $25  and  $35,  coats  and 
wraps  at  $29.50  and  $39.50,  spring  suits  at 
$25.45. 

PORTLAND,  ORE.— The  suit,  particu- 
larly the  sport  or  novelty  suit,  is  the  prevail- 
ing mode  with  Portland  women  this  season. 
While  there  was  a  good,  steady  trade  preced- 
irg  Easter,  the  general  demand  was  for  medi- 
um-priced garments. 

Meier  &  Frank  Co.  announced  that  120  na- 
tionally advertised  suits  would  be  sold  for  $45. 

Olds,  Wortman  &  King  advertised  new 
sports  models  in  jersey  suits  for  $16.98. 

Economist  Shoppers  Find 
More  Specials  in 
Ready  to  Wear 

Here's  the  list  of  good  things  that  our 
staff-members  brought  in  for  publication  in 
this  week's  issue. 

If  interested  in  any  lot  write  us,  giving 
key  number  at  end  of  paragraph,  and  we'll 
send  you  the  name  and  address  of  the  makers 
of  the  goods. 

We  will  appreciate  and  pass  along  to  our 
readers  a  tip  regarding  anything  you  find  that 
you  consider  extra  good,  provided  that  the 
merchandise  is  still  obtainable. 

A  very  attractive  line  of  organdie  dresses 
at  $12.75  to  $20  is  being  shown  by  a  manu- 
facturer. The  line  is  composed  of  all  sizes 
and  can  be  delivered  in  ten  days.  Following 
the  vogue  for  silk  dresses  and  the  antici- 
pated demand  for  cottons,  these  organdies 
should  be  ready  sellers  at  regular  prices. 
Their  fresh,  crisp  appearance  is  a  good  sell- 
ing point.  (19-4-2.) 

Retailers  catering  to  middle  and  better 
class  trade  might  be  interested  in  a  line  of 
organdies  at  $12.75  to  $20,  all  sizes,  ten  days' 
delivery.  This  line  is  particularly  fi^esh  and 
crips  and  it  is  marked  for  its  simplicity. 
(17-3-26.) 

A  line  of  smart  dresses  in  wash  goods  in- 
cluding ofgandies,  voiles  and  ginghams  priced 
at  $3.75  to  $12.50  is  offered  by  a  manufac- 
turer who  formerly  trade-marked  all  his  de- 
signs. (11-3-26.) 

Retailers  selling  goods  to  a  popular  price 
trade  are  combing  the  market  for  blouses 
which  they  can  sell  at  dirt  cheap  prices.  In 
these  stores  it  is  the  figures  bn  the  price  tag 
that  provide  the  most  effective  selling  argu- 
ment. Even  in  the  better  stores  the  price  ele- 
ment has  an  important  influence.  Their 
bread-and-butter  business  apparently  is  on 
waists  which  they  can  buy  for  $3.75  to  $6.75 
and  retail  from  $5  to  $10.  There  is  a  small 
business  in  blouses  selling  for  more  than  $10, 
but  it  is  mighty  limited.  Buyers  of  the 
higher  grade  garments  are  continually  on  the 
lookout  for  something  of  real  quality  which 
they  can  sell  inside  the  $10  figure.  (.20-4-2.) 
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Style  8/G5 

This  Red  fern  front-lace 
model  is  as  notable  for 
its  exquisite  material  and 
trimming  as  for  its  beauti- 
ful lines. 

Mote  especially  the  high 
back  to  fake  care  of  shoul- 
der flesh  and  the  hose  sup- 
porter pad  to  ijisnre  a  snug 
fil  over  the  hip. 

Sises  22  to  JO. 

per  dozen 

Tlic  Warner  Brothers 
Company,  Inc.,  New  York, 
Chicago,  San  Franci.sco, 
New  Orleans,  Montreal. 
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Desire  for  Individuality  Governs  Modern 
Woman's  Taste  in  Dress 


The  increasing 
tendency  for  in- 
dividuality  in 
women's  clothes  is 
noted  in  this  cape 
suit  for  spring 
sports.  Heavy  im- 
ported tweed  in 
heather  mixtures  is 
used  in  developing 
the  model.  From 
Mayer  Chic  Co. 


Economist  Photo  {Fashion  Camera) 

IS  the  American  woman  individual?  The 
answer  is  in  the  affirmative,  although  as 
a  whole  American  women  have  been  ac- 
cused of  being  unimaginative  and  great  copy- 
ists in  the  matter  of  their  clothes.  No  longer 
has  the  representative  woman  any  desire  to 
dress  like  her  neighbor.  She  will  no  longer 
buy  a  suit  because  Mrs.  Jones  has  one  like 
it,  but  her  first  query  of  the  salesgirl  with 
whom  she  deals  will  be:  "How  many  others 
have  you  sold  like  this?"  and  if  the  girl  is 
clever  she  will  not  reveal  the  fact  that  dozens 
have  been  bought,  for  the  prospective  customer 
would  then  promptly  tell  her  that  she  has  no 
desire  to  meet  herself  walking  along  the  ave- 
nue, and  the  sale  will  be  lost. 

Individual  Viewpoint  Dominant 

American  women  are  individual  and  they 
do  know  the  style  of  dress  that  is  becoming 
to  them,  otherwise  why  is  it  so  necessary  that 
salesgirls  to-day  be  trained  to  study  types  and 
personalities?  Why  is  it  that  every  progressive 
store  has  installed  an  educational  department 
where  lectures  on  methods  of  selling  are  con- 
ducted, and  that  one  of  the  most  important  of 
these  emphasizes  the  fact  that  it  is  far  better 
to  make  a  friend  than  a  sale,  and  one  of  the 
surest  ways  of  accomplishing  this  is  by  selling 
a  garment  that  is  truly  suitable  to  the  indi- 
vidual? Why  is  it  that  the  most  successful 
salesgirls  in  the  garment  department  are  the 
ones  who  study  their  customers  and  are  able 
to  choose  from  their  stock  just  the  clothes  that 


Sketched  by  an 
Economist  artist.  v 

Spring  wraps' 
have  developed 
along  long  straight 
lines  with  wide 
cuffs  and  rolling 
collars.  The  model 
shown  here  is  made 
of  gray,  green, 
whip  cord.  From 
Morris  Nagel. 


Herbert. 


Molyneux  sponsors  sports  suits  with  coui- 
hinafions  of  plaid  and  plain  materials.  The 
vest  of  duvetyn  is  an  individual  note  character- 
istic of  the  house. 

will  please  them?  These  questions  all  lead  to 
the  same  answer — American  women  desire  to 
express  personality  in  their  clothes. 

The  very  best  friends  a  store  has  are  the 
customers  who  believe  so  explicitly  in  the  good 
judgment  of  their  particular  salesgirl,  or  a 
buyer  that,  when  they  receive  a  message  stat- 
ing that  a  dress  has  come  in  that  looks  just 
like  them,  they  lose  no  time  in  purchasing  it. 
Women  to-day  will  not  buy  a  dress  because 
it  is  in  style,  but  because  it  is  their  style. 

How  the  Buyer  Knows  It 

In  a  recent  interview  with  Mr.  Ten  Eyck, 
buyer  of  women's  coats,  suits  and  dresses  for 
the  Denholm  &  McKay  Co.,  Worcester,  Mass,, 
the  subject  of  successful  selling  was  discussed 
and  his  views  were  very  decided  on  the  impor- 
tance of  a  selling  staff  possessing  the  sense 
of  intuition  or  the  vision  of  recognizing  per- 
sonality and  playing  up  to  it. 

Mr.  Ten  Eyck  considered  the  ability  on  the 
part  of  the  salesgirl  to  choose  from  the  store's 
stock  the  garments  that  immediately  inter- 
ested the  customer,  one  of  the  best  tests  of 
salesmanship.  A  girl  must  always  guard 
against  insulting  a  customer  by  offering  her 
cheap  merchandise,  and  she  must  also  be  care- 
ful not  to  embarrass  her  by  showing  her  clothes 
that  are  beyond  her  pocketbook,  because  she 
will  feel  you  do  not  want  to  sell  cheaper  goods 
and  will  leave. 

A  selling  force  with  the  ability  to  serve 
customers  as  Mr.  Ten  Eyck's  force  can  is  the 
strongest  drawing  card  to  any  store.  It  is 
seldom  that  a  customer  leaves  the  shop  with- 
out getting  the  merchandise  for  which  she 
came,  and  the  secret  is — service — acquired  by 
patient  training,  intuition  and,  of  course,  care- 
ful buying. 
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Auxiliary  to  the  Corset 

The  Warner  Corselette  is  to 
the  corset  what  the  slipper  is 
to  the  shoe.  It  is  a  combined 
bust  and  abdomen  confiner, 
with  hose  supporters  —  for 
occasional  wear.  The  one 
shown  is  3010  at 

$15.00 

per  dozen 

Others  at  $12.00  and 
up  to  $66.00  per  dozen 

The  \A/arner  Brothers 
Company,  Inc., 

New  York      Chicago       San  Francisco 
New  Orleans  Montreal 
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Mid-Season  Styles  Express 
Simplicity  of  Design 
and  Color 


Brilliant  color  in 
Grecian  embroidery 
makes'  this  afternoon 
dress  of  black  crepe 
de  Chine  distinctive. 
Model  copied  from 
Renee  by  Deutz  & 
Ortenberg. 


f    i  \  \  \ 


Porij  drapes  a  bit  of 
fringe  over  black  Canton 
crepe  and  the  result  is  an 
evening  dress  with  simplicity 
its  dominating  charm.  Im- 
ported by  Deutz  &  Orten- 
berg. 


Dominating  Features  of  the 
Season's  Mode  In 
Pictures 


Soft  white  batiste 
with  rows  and  rows 
of  pleated  ruffles  wi. 
an  added  touch  of 
handwork  in  embroid- 
ered collar  and  cuffs, 
make  this  mid-sum- 
mer frock  all  that 
could  be  desired. 
From  Max  Grab 
Fashion  Co. 


Never  before  has  style  played  a  more  im- 
portant part  in  ready-to-wear  than  it  does  to- 
day. With  the  cautious  buying  policy  now 
adopted  by  the  wise  merchant,  every  induce- 
ment is  brought  to  bear  upon  the  seasoned 
buyer  in  the  market  and  he,  in  turn,  uses  every 
available  argument  to  sell  his  customers  in  his 
home  town. 

Must  Suit  All  Types 

Style  plays  a  leading  role  in  this  selling 
game,  for  the  modern  merchant  realizes  that 
no  two  women  want  the  same  thing — that  is, 
if  they  are  at  all  individual  in  their  tastes. 
Therefore,  he  must  choose  his  merchandise  to 
suit  all  types  if  he  wishes  to  dispose  of  it. 

In  order  to  do  this  and  secure  individuality 
it  is  necessary  for  merchants  to  buy  from 
many  houses,  for,  as  a  rule,  there  is  a  same- 
ness in  clothes  created  by  one  designer.  This 
strengthens  the  element  of  competition  in  the 
wholesale  field  and  makes  it  necessary  for  pro- 
ducers to  develop  new  ideas  all  the  time.  For 
this  reason  one  finds  openings  of  midsummer 
lines  and  wonderful  new  models  offered. 

Stock  Must  Turn  Often 

Another  reason  for  mid-season  buying  is 
the  fact  that  in  small  centers  stock  must  be 
turned  often,  for  the  public  soon  knows  what 
is  on  the  racks,  as  their  shopping  is  generally 
done  in  one  store.  They  watch  the  styles  and 
inow  the  stock  if  it  is  not  changed  constantly. 

Still  another  reason  for  mid-season  buying 
is  the  factor  of  playing  safe  which  all  traders 
strive  to  do.  By  waiting  until  the  season  is 
well  along  certain  styles  have  been  developed 


Drawmas  by  an  Economist  artist. 


Mid-summer  frocks  of  organdies  and  voiles  are 
among  the  smartest  displayed  in  manufacturers' 
showrooms.  The  model  at  the  left  from  Betty 
Wales,  may  be  had  in  all  pastel  shades  of  organdy 
with  floivers  to  match.  The  voile  at  the  right 
shows  the  clever  adaptation  of  tiny  figured  and 
bordered  materials  which  are  appearing  in  the 
newest  models.    From  J.  Wise  Co.,  Inc. 


and  accepted  by  the  public  and  there  is  little 
risk  of  buying  "trial  balloons,"  for  by  mid- 
season,  styles  have  generally  acquired  a  cer- 
tain stability  that  assures  them  of  success. 

Mid-Summer  Tendencies 

On  this  page  are  reproductions  of  five  very 
new  models  which  show  the  style  tendencies 
in  the  mid-summer  lines.  Both  organdy  and 
figured  voiles  are  represented  at  the  bottom 
of  the  page.  These  fabrics  are  not,  by  any 
means,  the  only  ones  favored,  but  they  are 
among  the  best  for  summer.  Dotted  Swiss  is 
decidedly  good,  and  so  are  plain  and  fancy 
voiles  and  linens. 

Heavy  crepes  might  be  said  to  hold  the 
most  prominent  place  among  the  silks.  There 
are  quantities  of  these  in  plain  and  fancy 
weave  and  in  dark  and  brilliant  colors.  Crepe 
silks  are  used  in  both  afternoon  and  dinner 
dresses;  the  latter,  by  the  way,  seem  to  be 
taking  on  much  more  conservative  lines  and 
higher  necks  as  represented  by  the  black  crepe 
shown  with  this  article.  This  apparent  mod- 
esty, however,  is  only  visible  in  the  front  of 
the  dress,  as  the  back  is  extremely  low.  Simple 
lines  are  developing  in  street  dresses,  with 
added  interest  given  to  the  accessories,  such 
as  collars,  cuffs  and  vests. 


The  Wilson  Department  Store,  North 
Adams,  Mass.,  ovsmed  by  the  late  Charles  A. 
Rochat  and  since  his  death  conducted  by  his 
executors,  has  been  sold  to  Julietta  A.  Rochat, 
who  will  conduct  it  under  the  name  Economy 
Department  Store. 
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Summer's  Big  Demand 
The  New  Knitted  Capes 

Fetching,  Becoming,  Practical. 
These  are  the  features  that  have 
brought  the  great  popularity  to 
these  charming  garments.  Made 
for  Kiddie,  Sister  and  Mother  in 
Camels-hair,  Mohair,  Worsted. 

Women's  Sizes  $12.50  to  $19.50 
Misses'  8.50  "  15.50 

Children's  3.25  "  8.50 

Samples  sent  upon  request. 


No.  11002— Pure  Worsted  Knitted  Cape,  per- 
manent accordion  pleats.  Brushed  pure  Mo- 
hair Collar  and  Revers.  Colors:  Rose  with 
Gray,  Flame  with  White,  Buff  with  Brown, 
Navy  with  Buff.  Black  with  White,  Pearl 
Ciray  with  White. 

$12.50 

^'^^  ^^^'"^  style  as 
MU02).  Colors:  Copen  with  Gray,  Rose 
with  Gray,  Solid  Gray,  Buff  with  Brown, 
Navy  with  Buff,  Jade  with  White. 


« 


K  ABO 

Live  Model  Corsets 
and  Brassieres 


$8.50 

Write  or  wire — now — for  Sample  assortment.  Also  for 
our  Ten  Best  Selling  Styles. 

"Bonnie"  and  "Lassie"  still  selling  Big.  Immediate  Ship- 
ments.   $24.00  Per  Doz.    $30.00  Per  Doz.  respectively. 


36  West  32  nd  Street, 

St.  Louis  Office:  J.  E.  Gootee 
Room  318,   Hotel  Statler 


rew  Yorlc  City 


Boston  Office:  David  J.  Midot 
515  Washington  St.,  Room  207 


2.V2S  EAST  2l»t  STREET 
NEW  YORK 


In  the  minds  of 

.   ^  .'^Mk  millions  of 

■H■Hi^''^Hl  women  the 

stands  for  the 

^m""*^  jWI  -  Live  Model 

-   A-^^M-  idea— the  fash- 

Ig^SS^gy^fl^^i^  ioning  of  hy- 

PJ||^HS|^HH|^;  -gienically .  cor- 

?^Hh^H^|Hh  .  rect  corsets  on 

^^^K^^^^^m  real  living-: 

'"^^WK^K^m  ^^^^^f  orrery 

^^S^^^  :  :  living  women. 

m  1       Such  depend- 

E  ^^H^    \  I      able  and;  favor- 

#  'WBf   ■  \  1     ably  k  n  o  w  n 

m  jj     merchandise  is 

'         I     the  sort  you 
'VHP       A     '*     will  wish  to 
^  -  *      handle  in  these 
changing 
times. 

KABO  CORSET  CO. 

728-736  NORTH  MORGAN  STREET 
,  CHICAGO 


278  POST  STREET 
SAN  FRANCISCO 


BATHING  APPAREL 

MILBURY  ATLANTIC" 

A  Line  of  Distinction 

Not  cheap  merchandise  but  goods  of  quality  that 
give  service,  with  prices  as  low  as  inferior  goods 

Fully  one  hundred  and 
fifty  different  styles  of 
ladies'  suits  in  Surf 
Satin,  Mohairs,  Cotton 
Jersey,  Wool  Jersey, 
Wool  and  Silk,  all  Silk, 
from  $18.00  to  $1  75.00 
per  dozen. 

Men's  suits,  fully  one 
hundred  different  styles. 
Cotton,  Mixed  Wool  and 
Cotton,  all  Worsted  Silk 
and  Wool,  all  Silk,  from 
$10.50  to  $99.00  per 
dozen. 

At  least  seventy-five 
different  styles  of  Misses, 
Boys  and  Children,  from 
$7.50  to  $96.00  per 
dozen. 

One  hundred  different 
styles  Ocean  Millinery 
of  exquisite  designs. 
Seventy  -  five  different 
styles  of  Bathing  Shoes. 
All  made  in  our  own 
mills. 

Send  for  net  price  lists 
and  shall  be  pleased  to 
submit  samples  to  rep- 
utable dealers. 

The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  New  York 

MILLS— Rahway,  N.  J. 
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Women  Buy  Fabrics  Because  of  What 
They  Want  to  Make  with  Them 

That  Is  Quite  Obvious,  but  It  Is  All  Too  Seldom  Used  as  the 
Basis  for  Selling  Appeals — Sales  Can  Be  Stimulated  by  Paying 
Attention  to  the  Twofold  Appeal  of  Every  Bolt  of  Goods  in  Stock 


THERE  isn't  a  fabric  department  in  any 
store  that  could  not  give  a  better  return 
in  a  year  than  it  does.   It  seems  sensible 
to  assume  that  the  manager  of  any  fabric  de- 
partment would  welcome  more  business  than 
he  has  on  average  days. 

This  article  offers  a  few  suggestions  that 
might  help  the  department  manager  to  work 
out  some  sales  promotion  ideas  of  his  own. 
Every  suggestion  outlined  here  has  been  util- 
ized in  a  practical  way  at  one  time  or  another, 
but  the  complete  plan  is  original  so  far  as  the 
method  of  carrying  it  out  is  concerned.  This 
does  not  mean  that  the  ideas  are  practical  and 
the  way  to  use  them  theoretical.  < 

It  means  that  eight  individual  ideas  used 
in  a  disconnected  way  by  eight  different  de- 
partments have  been  linked  into  a  pr^tical 
plan  and  embellished  with  ma- 
terial helpful  in  carrying  out  the 
plan.   These  ideas  applied  as  out- 
lined below  will  serve  as  a  sales 
campaign  throughout  a  season, 
and  no  matter  what  the  season. 


By  Guy  Hubbart 

ors  in  all  divisions  of  the  fabric  stock.  If  the 
key  color  is  blue  in  silks,  wash  fabrics,  woolens, 
display  enough  in  each  shade  in  each  kind  of 
fabric  to  emphasize  blue  and  its  shades  and 
tints. 

(b)  Make  lesser  displays  to  emphasize  de- 
signs in  stock  so  that  plain  colors  and  patterns 
goods  offer  a  clear  contrast. 

(c)  If  there  are  several  kinds  of  trimmings 
associate  them  in  display  so  the  customer  can 
get  a  bird's-eye  view  of  the  color  she  wants, 
the  pattern  and  trimmings  to  match. 

(d)  The  entire  stock  of  fabrics  need  not 
be  so  treated,  but  enough  unit  or  counter  dis- 
plays to  show  the  tendency.   In  small  stores  a 


Foundation  of  Selling  Plan 


Sustain  Interest  in  the  Fabric  Department 


No  fabric  department  man- 
ager or  salesperson  needs  to  be 
told  that  fabrics,  like  any  other 
line  of  merchandise,  have  two 
natural  appeals  for  women.  They 
have  an  appeal  merely  as  fabrics 
— silks,  cottons,  dress  goods, 
woolen  dress  goods,  linings — and 
they  have  an  appeal  which  exists 
in  their  possibilities  in  the  fin- 
ished garment. 

It  may  be  that  the  sales  value 
of  the  two  characteristics  of  fab- 
rics is  overlooked  because  it  is 
so  obvious,  or  it  may  be  that 
some  department  managers  still 
cling  to  the  old  idea  that  dress 
materials  sell  themselves. 

Whatever  the  reason,  the  dual 
selling  nature  of  fabrics  is  fre- 
quently overlooked  even  by  the 
advertising  department  as  well  as  the  fabric 
manager  and  his  salespeople. 

Ideas  Actually  Do  Sell 

That  this  shortcoming  is  not  universal  is 
proved  by  the  fact  that  departments  where 
ideas  are  sought  and  utilized  every  day  sell 
more  fabrics  than  similar  departments  where 
just-let-them-see-the-goods  is  policy.  Women 
do  buy  many  yards  of  fabrics  just  because  they 
see  them  displayed  on  shelves,  counters  and 
racks.  That  cannot  be  disputed,  but  they  buy 
more  goods  in  greater  volume  and  more  fre- 
quently if  some  stimulative  work  is  done.  Also, 
and  this  is  most  important  of  all,  they  concen- 
trate their  purchases  in  one  store.  This  means 
established  trade,  a  kind  easy  to  sell  and  at 
less  selling  expense. 

Linking  Up  the  Campaign 

Suppose  it  is  your  store?  Here  are  the 
ideas  outlined  as  separate  ideas  and  then  a 
suggestion  for  linking  them  into  a  consistent 
campaign  on  a  six-day  schedule: 

First  day — (a)  Feature  corresponding  col- 


By  featuring  color  schemes  and  season  leaders  in  shades  and 
tints  by  grouping  fabrics  from  different  divisions  of  piece 
goods  stocks. 


By  using  display  cards  and  style  illustrations  in  connection  with 
counter  and  window  displays  of  fabrics.  These  should 
indicate  how  many  yards  are  needed  for  a  garment. 

By  exploiting  in  special  displays  different  kinds  of  dress 
fabrics  to  show  how  they  may  be  combined  in  the  making 
of  a  season's  wardrobe. 


wash  dress  goods  in  unit  displays,  using  the 
color  and  pattern  and  design  method  as  out- 
lined in  the  first  day's  feature. 

Link  Up  Displays 

It  often  happens  that  a  customer  wants 
goods  for  three  kinds  of  dresses,  silk,  wool 
and  wash.  A  display  which  suggests  buying 
all  three  at  the  same  store  and  at  the  same 
time  is  worth  all  the  effort  needed  in  getting 
the  display  on  view. 

Fourth  day — Put  on  displays  which  feature 
fabrics,  linings  arid  trimmings  together,  in- 
cluding buttons  and  special  kinds  of  decorative 
trimming.  Here,  again,  the  picture  idea  in 
connection  with  placards  is  helpful.  Mount 
the  pictures  so  they  may  be  easily  seen,  but 
without  crowding  out  the  goods.  The  pictures 
should  be  accessory  to  the  dis- 
play, not  the  reverse. 

Many  women  build  up,  piece 
by  piece,  their  ideas  of  how  they 
want  their  dresses  made.  Some- 
times the  idea  starts  with  a  piece 
of  trimming,  a  decorative  button, 
belt  or  a  self-trim  idea  in  which 
several  kinds  of  fabrics  are  used, 
like  a  cloth  lapel  faced  with  satin 
and  decorated  with  small  metal 
buttons  or  brocade  or  applique. 
Do  not  overlook  J;h is  idea — it  is  a 
powerful  sales  factor.  Ask  a  suc- 
cessful modiste  or  the  village 
dressmaker.  She  knows.  This 
brings  up  a  related  thought : 


By  featuring  linings  and  trimmings  and  other  accessories  in 
connection  with  dress  fabrics  and  using  cards  to  estimate 
yards  needed  and  approximate  cost. 


By  featuring  the  work  of  the  dressrhaker  or  modiste  in  con- 
nection with  the  making  of  dresses  in  the  home.  This 
can  be  done  efFectually  with  a  booth  exhibit  of  cutting  the 
patterns  and  doing  the  needlework. 


Dressmaker's  Estimate  Sale 


group  display  would  be  practical,  all  on  one 
big  table;  in  the  larger  departments  the  idea 
can  be  featured  in  the  different  divisions. 

Yardage  Ideas  for  Quick  Selling 

Second  day — (a)  In  connection  with  well- 
executed  counter  cards  show  a  few  bolts  of 
goods  in  such  a  way  that  a  customer  can  see 
how  much  fabric  she  will  need  for  a  dress  and 
the  price.  In^  this  connection  some  pictures, 
either  out  of  fashion  books  or  newspapers, 
style  pictures,  posted  near  the  goods,  will  help 
out.  A  customer  will  look  at  an  attractive 
illustration  and  the  goods  and  then  the  placard 
where  each  style  is  estimated  in  yards.  "This 
simple  dress,  six  and  a  half  yards,  with  flounced 
skirt,  as  pictured,  eight  yards,"  etc. 

Most  women  have  a  fashion  idea  in  mind, 
gleaned  from  various  sources,  pictures,  other 
women's  dresses  or  fashion  plates,  when  they 
come  in  to  buy.  It  helps  out  if  they  recognize 
their  idea  right  in  connection  with  the  goods. 
If  yardage  prices  are  in  sight,  many  time- 
using  questions  are  eliminated. 

Third  day — (a)  Combing  silks,  wool  and 


Fifth  day — -Feature  group 
displays  which  show  all  that  is 
needed  to  make  a  dress,  costume, 
skirt  or  other  outer  garment,  and 
on  the  show  cards  place  the  dress- 
maker's estimate  of  the  cost  of 
such  a  garment.  The  estimate 
can  be  detailed  on  a  neat  placard 
and  can  be  signed  by  a  dress- 
maker or  left  unsigned  at  the 
store's  discretion. 

Estimates  can  be  exact  as  to  material  and 
findings  if  these  are  detailed  on  the  placard; 
otherwise  they  stand  as  estimates  and  can  be 
dravra  dovra  to  exact  costs,  if  the  purchaser 
so  desires,  by  someone  in  the  store  who  is 
able  to  do  it.  The  idea  is  to  link  the  making 
with  the  material  in  the  store  while  it  is  in  the 
store. 

A  Sewing-Week  Idea 

Sixth  day — Have  a  booth  in  an  accessible 
part  of  the  first  or  second  floor,  where  a  dress- 
maker may  be  seen  working  on  a  dress.  This 
is  far  more  practical  and  effective  than  it 
seems  as  outlined  here.  But  a  similar  idea  is 
more  familiar:  the  knitting  classes  conducted 
by  some  stores  to  create  interest  in  yarns. 

The  sewing-booth  idea  would  be  most  ef- 
fectual if  conducted  in  connection  with  a 
sewing-week  event  in  the  store.  It  is  referred 
to  here  as  one  of  the  six-day  events,  but  would 
be  more  practical  if  carried  on  through  the 
week  in  which  the  other  day  events  were  fea- 
tured. 

(Continued  on  page  93) 
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Cen.tern.eri  Gloves 


This  pair  of  Seville  Gloves 
•  lias  been  cleaned  twenty  times. 

That  this  Seville  glove  has  been  cleaned 
twenty  times  is  not  only  a  tribute  to  Centemeri 
quality,  but  a  proof  of  Centemeri  care  in 
manufacturing. 

Because  we  see  that  every  skin  is  thoroughly 
nourished  in  the  bran  and  egg  baths  before  it 
is  doled,  every  pore  is  perfectly  closed  and  a 
uniform  texture  is  assured.  ^ 

The  maximum  of  service  in  a  glove  invariably 
means  a  satisfied,  constant  customer. 


400  Fifth  Avenue 


New  York 
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April  Opens  Way 
To  More  Action 
In  Glove  Lines 

Upward  Trend  Noticeable  as  Demand 
Grows — Summer    Styles  Make 
Glove  "Wardrobe"  Essential 

A GENERAL  quickening  of  the  demand 
for  silk  gloves  is  tending  tovi^ard  a 
stiffening  of  prices.  A  few  manufac- 
turers of  silk  and  chamois-suede  gloves  made 
slight  advances  in  their  prices  on  desirable 
merchandise  for  immediate  delivery  during 
the  past  week. 
•  These  increases,  although  minor,  reflect  a 

tendency  toward  price  reaction  on  seasonable 
glove  merchandise  which  it  is  well  to  watch 
very  closely.  This  increase  in  price  is  handi- 
capping only  those  retailers  who  neglected 
to  make  adequate  provision  for  spring  busi- 
ness, and  are  now  compelled  to  buy  out  of 
stock.  Such  increases  are  not  likely  to  af- 
fect orders  booked  in  advance  for  April  and 
May  delivery. 

Brisk  Demand  Strengthens  Prices 

Various  explanations  for  price  advances 
are  offered  by  wholesalers  who  have  not 
changed  the  quotations  on  their  silk  and 
chamois-suede  glove  lines  since  last  fall.  It 
is  held  that  heretofore  some  of  the  manu- 
facturers have  been  selling  their  goods  at 
too  close  a  margin  to  admit  of  a  reasonable 
profit.  Therefore,  with  the  stimulation  of 
the  demand  following  the  recent  general  im- 
provement in  the  glove  business,  price  read- 
justments were  the  logical  outcome. 

Both  wholesalers  and  retailers  are  pre- 
paring for  a  splendid  April  business.  The 
universal  adoption  of  short  sleeves  in  frocks 
both  for  tailored  and  dressy  wear  is  counted 
upon  to  sustain  the  interest  in  silk  mousque- 
taires  throughout  the  spring  and  summer 
seasons. 

As  the  weather  becomes  warmer  and 
outer  wraps  are  either  omitted  or  else  re- 
stricted to  light-weight  types  of  a  sleeveless 
or  semi-sleeveless  character,  12  and  16-but- 
ton silk  and  chamois-suede  gloves  are  cer- 
tain to  be  worn  extensively. 

Mode  on  Heels  of  Gray 

From  all  present  indications,  the  present 
vogue  for  colors  will  continue  throughout 
April,  then  gradually  subside  in  favor  of 
white.  The  demand  for  gray,  which  has  ap- 
peared exaggerated  because  so  few  manufac- 
turers could  supply  gray  gloves  from  stock, 
is  still  sufficiently  wide-spread  to  make  a 
handsome  total  volume  of  business.  The 
very  soft  clear  shades  of  gray,  known  as 
pearl,  platinum  and  silver,  continue  domi- 
nant. 

Next  in  importance  are  soft  indefinite 
tones  on  the  mastic,  beige,  mode  and  pongee 
order.  Such  shades  are  becoming  increasing- 
ly fashionable  in  low  shoes  and  they  have 
the  additional  advantage  of  harmonizing 
readily  with  practically  all  of  the  summer 
colors  in  street  frocks,  wraps  and  coats. 

White  Gloves  for  May 

The  position  of  white  gloves,  thus  far  a 
minor  one,  is  certain  to  improve  as  the  sum- 
mer season  approaches  and  frocks  of  a  light, 
summery  character  are  adopted.  There  is  a 
general  revival  of  interest  in  black  and  white 
and  navy  and  white,  especially  noticeable  in 
veilings  and  millinery,  which  should  influ- 
ence the  wearing  of  white  gloves  with  dark 


street  frocks  of  the  fashionable  silk  crepes 
and  woolens.' 

From  May  the  16-button  all  white  mous- 
quetaire  should  be  the  dominant  factor.  Dis- 
plays should  begin  early  in  that  month  to 
emphasize  the  debut  of  summer  glove  fash- 
ions. 

Confusion  in  Chamois-suede  Field 

The  chamois-suede  glove  market  is  gen- 
erally disturbed  over  gloomy  political  condi- 
tions in  Germany  and  the  proposed  tariff  re- 
visions. Reports  from  Germany  differ  sub- 
stantially, but  in  the  main  they  are  decidedly 
pessimistic  regarding  the  production  and  de- 
livery of  chamois-suedes. 

Representatives  of  various  New  York 
firms  are  now  in  the  German  market  study- 
ing the  situation  and  laying  plans  for  the 
acquisition  of  fall  merchandise,  but  accord- 
ing to  reports  they  are  meeting  with  many 
difficulties. 

The  tariff  outlook  is  still  cloudy.  As  is  to 
be  expected,  manufacturers  and  importers  of 
chamois-suede  gloves  are  as  far  apart  as  the 
poles  in  their  judgment  as  to  what  will  con- 
stitute an  equitable  tariff  basis  and  each 
selects  evidence  to  substantiate  his  own  par- 
ticular argument.  No  one,  of  course,  knows 
just  what  will  be  the  outcome  of  the  various 
conferences  being  held  in  Washington  on 
proposed  glove  tariffs,  but  it  is  to  be  hoped 
that  good  common  sense  will  guide  the  ad- 
ministration in  shaping  a  policy  that  will 
permit  of  fair  competition  between  the  im- 
ported and  domestic  products. 

It  is  surprising  how  well  the  chamois- 
suede  glove  business  is  bearing  up  during 
this  period  when  the  future  outlook  is  so  con- 
fused and  unsettled. 

Import  Orders  Growing 

Representatives  of  the  various  glove 
bouses  who  are  on  the  road  booking  orders 
for  fall  delivery  report  a  gradual  revival  of 
confidence  in  the  future  of  the  leather  glove 
business. 

Conservatism  is  still  the  watchword  of  the 
glove  department  head,  but  retail  inactivity 
is  gradually  being  replaced  by  the  acquisi- 
tion of  sufficient  business  to  encourage  the 
placing  of  fall  orders  and  thus  put  new  hope 
into  importers  of  fine  leather  gloves. 

French  glove  producers  are  still  very 
much  at  sea  about  the  future.  Production 
is  increasing,  but  the  majority  of  the  fac- 
tories are  still  refusing  to  operate  until  they 
can  do  so  on  a  profitable  basis. 

While  skin  prices  have  declined  very  sub- 
stantially, they  are  still  far  from  the  low 
level  which  current  retail  selling  prices  in 
the  United  States  would  lead  one  to  expect. 
In  an  effort  to  liquidate  spring  stocks,  kid  and 
lamb  gloves  are  actually  selling  in  this  mar- 
ket, both  at  retail  and  at  wholesale,  so  far 
below  replacement  costs  that  it  is  little  won- 
der that  manufacturers  in  France  are  "stand- 
ing pat"  until  these  stocks  are  exhausted  and 
new  goods  are  actually  needed.  This  day 
has  almost  arrived  and  very  shortly  plans 
for  fall  business  will  become  more  normal. 

Good  skins,  according  to  reliable  reports, 
are  not  yet  plentiful  in  the  French  market, 
and  certainly  stocks  of  gloves  which  are  de- 
sirable from  the  standpoint  of  quality  and 
fashion  are  very  low.  There  are,  however, 
innumerable  lots  of  inferior  gloves  in  the  for- 
eign markets,  which  can  be  had  at  very  low 
prices,  which  are  gradually  finding  their  way 
to  the  glove  bargain  tables  in  the  United 
States. 

However,  what  the  average  glove  depart- 
ment of  today  needs  is  not  more  bargains 
in  gloves,  but  assorted  stocks  of  choice  glove 
merchandise  if  the  glove  business  is  to  be 
profitable  and  if  the  glove  department  is  to 
retain  its  present  high  standing  in  the  store. 


Retailers  Launch 
Own  Bureau  In 
Bridgeport 

Lew  Hahn  Points  Out  Benefits  o£ 
Co-operation  at  Initial 
Meeting 

The  Retail  Merchants'  Bureau  of  the 
Bridgeport  (Conn.)  Chamber  of  Commerce 
was  launched  this  week  at  a  very  enthusias- 
tic meeting  and  banquet  of  the  Bridgeport 
merchants  which  was  attended  by  the  repre- 
sentatives of  virtually  every  leading  retail 
store  in  the  city.  The  meeting  was  called 
to  order  by  D.  M.  Jones,  of  the  D.  M. 
Read  Co.,  and  the  speakers  were  introduced 
by  Andrew  C.  Cooper,  vice-president  of  the 
Rowland  Dry  Goods  Co.  The  speakers  of 
the  evening  were  Lew  Hahn,  managing  di- 
rector of  the  National  Retail  Dry  Goods 
Association,  and  Ernest  C.  Hastings,  manag- 
ing editor  of  the  Dry  Goods  Economist. 

Benefits  of  Co-operation 

In  the  course  of  his  address  Mr.  Hahn 
pointed  out  the  great  benefits  which  mer- 
chants can  obtain  through  co-operation,  and 
told  of  what  merchants'  associations  had 
been  able  to  accomplish  in  other  cities.  He 
paid  a  warm  tribute  to  Mr.  Cooper  as  the 
father  of  the  N.  R.  D.  G.  A.  Mr.  Hastings 
explained  in  detail  just  what  a  merchants' 
retail  bureau  might  expect  to  accomplish, 
and  urged,  as  a  preliminary  step,  that  the 
Bridgeport  retailers  give  their  united  back- 
ing to  a  bill  against  fraudulent  advertising, 
which  is  now  pending  before  the  Connecticut 
legislature. 

At  the  request  of  a  number  of  the  mer- 
chants present  Mr.  Hahn  outlined  the  sales  tax 
which  is  being  advocated  by  the  N.  R.  D.  G.  A. 

Sales  Tax  Advocated 

He  explained  that  one  of  its  prinmry  pur- 
poses was  the  equalization  of  taxation  on 
business,  and  that  it  was  estimated  that  if 
such  a  tax  was  levied  at  one-third  of  one 
per  cent  on  the  actual  business  done  in  the 
United  States,  it  would  produce  sufficient 
revenue  to  meet  the  Government's  needs 
when  added  to  import  duties  and  income  tax. 

At  the  conclusion  of  the  meeting  Seward 
B.  Price,  secretary  of  the  Chamber  of  Com- 
merce, announced  the  names  of  the  charter 
members  and  stated  that  the  financial  sup- 
port pledged  guaranteed  an  adequate  income 
for  the  new  bureau  for  the  next  two  years. 
In  addition  to  Mr.  Cooper  and  Mr.  Jones  the 
charter  members  include:  Samuel  Parker, 
general  manager  of  the  Howland  Company; 
J.  McK.  Munsie  of  the  Smith-Murray  Co., 
Frank  Bell  of  Meigs  &  Co.,  Caesar  Misch,  Inc., 
and  Rockwell  &  Co. 


The  Kelly  Store,  Philadelphia,  Pa.,  in  ex- 
istence for  56  years,  has  recently  opened  up 
new  quarters  at  Twelfth  and  Walnut  Streets. 
The  building  has  approximately  35,000  square 
feet  of  floor  space  and  is  fitted  with  complete 
modern  facilities.  Colonel  James  J.  Duffy  is^ 
manager. 

The  W.  T.  Grant  Co.  has  opened  a  new  de- 
partment store  at  Macon,  Ga.  The  new  estab- 
lishment is  one  of  a  chain  of  44  stores,  and 
will  specialize  in  articles  from  25  cents  to  $1. 
H.  W.  Allen  is  in  charge. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 


DRY  GOODS  ECONOMIST,  APRIL  2,  1921 


REC.  U.  S   PAT  OFF. 


1 


LONG  SILK  and  CHAMOISUEDE 
GLOVES  TO  SWELL  APRIL  SALES 

THE  LATEST  NOVELTIES  IN 

THE  NEW  PLATINUM  GREY 

WHITE— BEAVER— MODE-MASTIC— PONGEE 

Ready  for  Instant  Delivery 

^i^^J^^*  Style,  Quality  and  Price 
will  build  up  your  Glove  Department 
and  our  "Ship  by  return"  Service  means 
that  you  always  have  full  range  of  sizes 
and  styles  on  hand. 

WIRE— TELEPHONE— WRITE 


WIMELBACHER  &  RICE 

America  s  Largest  Stock  Glove  House 

39  UNION  SQUARE  NEW  YORK 

"The  House  That  Carries  Your  Stock" 
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''Courtesy  Sales" 
Lively  Factor  in 
Beverly  Store 

Thirty  Days  Prior  to  Each  Big  Sale, 
This  House  Features  the  Cour- 
tesy Sale,  Like  This 

Courtesy  sales  thirty  days  prior  to  a  big 
selling  event  constitutes  an  unusual  merchan- 
dising feature;  but  at  the  Beverly,  Mass.,  store 
of  Almy,  Bigelow  &  Washburn,  Inc.,  it  has 
produced  the  goods  as  a  sales  booster.  This 
store  stages  a  Birthday  Sale  every  March.  It 
has  done  so  for  seventeen  years.  The  event 
has  always  been  a  high  spot  in  the  year's  pro- 
gram because  preparation  for  it  in  buying, 
advertising  and  service  is  thorough  and  pains- 
taking from  the  ground  up. 

Two  months  before  the  sale  is  to  start, 
buyers  visit  the  markets  in  search  of  quantity 
lots  of  goods  which  can  be  turned  over  at  at- 
tractive prices.  When  the  merchandise  ar- 
rives it  is  marked  as  closely  as  possible,  since 
low  price  is  one  of  the  most  important  features 
of  the  sales. 

Personal  Notices  Supplement  Ads 

Advertising  consists  of  newspaper  pub- 
licity, circulars  and  post  cards.  Extra  space 
is  arranged  for  in  the  papers.  The  opening 
gun  is  fired  the  day  before  the  sale — which 
runs  from  Saturday  to  Saturday — and  suc- 
ceeding ads  all  contain  many  new  items  to 
keep  interest  fresh. 

Three  thousand  copies  of  a  pamphlet  cir- 
cular are  sent  out  a  week  before  the  sale.  In 
it  are  listed  the  various  store  departments  and 
the  principal  merchandise  attractions  in  each 
one.  This  has  always  brought  splendid  re- 
sults, especially  from  suburban  customers,  who 
frequently  are  unable  to  get  to  the  store  or 
who  do  not  read  the  papers.  A  decorative  en- 
graving is  made  for  the  front  page  and  an 
electro  for  use  in  newspaper  ads  in  order  to 
unify  the  appeal  of  these  media.  Men's  trade 
is  also  promoted  by  mailing  some  hundreds  of 
post  cards  calling  attention  to  items  of  special 
interest  in  that  department. 

Courtesy  Sales  Pile  Up  Business 

All  this  helps  bring  business.  But  the 
thing  that  piles  up  the  total  is  the  extended 
period  in  which  courtesy  sales  are  made. 
These  sales  begin  thirty  days  before  the  event 
opens.  The  bargains  are  not  advertised  in 
any  way.  Sale  goods  are  marked  and  stamped 
to  identify  them  and  are  placed  with  regular 
stock.  None  of  the  special  merchandise  is  de- 
livered before  the  sale  opening ;  but  it  all  goes 
out  on  the  first  sale  day.  This  delivery  is 
guaranteed,  and  special  trucks  are  hired  to 
insure  its  accomplishment. 

The  interest  customers  show  in  taking  ad- 
vantage of  courtesy  sales  resulted,  this  year, 
in  stacking  ready  for  delivery  twice  the  num- 
ber of  packages  put  away  last  year — and  two 
weeks  before  the  opening  sale  day,  at  that. 
The  salespeople  all  are  eager  to  show  sale  mer- 
chandise and  to  sell  it.  They  are,  indeed,  so 
eager  their  enthusiasm  becomes  a  defect. 
Sometimes  they  seem  almost  to  forget  they 
have  regular  goods  to  sell. 

Insist  on  Pushing  Regular  Goods 

This  is  corrected  by  holding  weekly  meet- 
ings of  the  sales  force  and  checking  up  on  reg- 
ular business.  They  are  warned  that  the  sale 
will  not  be  a  real  success  unless  the  regular 
business  is  looked  after  first  and  specials 
shown  afterward.     Careful  checking  is  the 


rule  all  through  the  sale.  If  a  department's 
sales  lag  an  investigation  of  its  goods  is  made. 
If  they  are  all  right  the  salespeople  are  given 
little  heart-to-heart  talks  that  send  them  back 
full  of  pep  and  usually  bring  an  immediate 
change. 

Employees'  Event,  as  Well  as  Store's 

The  store  management  makes  a  special  ef- 
fort to  secure  active  co-operation  and  a  feel- 
ing that  the  Birthday  Sale  is  as  much  the  em- 
ployees' event  as  the  store's.  A  week  before 
advance  selling  starts  R.  E.  Day,  manager  of 
the  store,  calls  all  salespeople  together  and 
tells  them  about  the  new  plans,  about  deliv- 
eries and  about  the  merchandise.  There  is 
never  any  trouble  getting  all  the  genuine  en- 
thusiasm anyone  could  wish,  he  says,  for  the 
employees  shop  around  the  store  and  know 
what  values  are  being  given.  They  have  a 
wonderful  spirit  all  through  the  year,  too, 
getting  together  by  themselves  or  with  the 
management  and  holding  all  kinds  of  good 
times. 

"After  all,"  says  Mr.  Day.  "It  is  team 
work  that  counts  in  putting  anything  over. 
That  is  just  what  we  have,  and  it  is  going  to 
make  this  year's  event  twice  as  big  as  last 
year's,  despite  our  not  offering  a  bonus  as 
usual.    That  stimulus  isn't  needed." 

^Galalith  Novelties  to 
Be  Made  in  America 

Up  to  the  present  time  practically  all  of 
the  galalith  buttons  and  novelties  sold  in  this 
country  were  made  from  material  imported 
from  abroad.  Some  jobbers  and  dealers  have 
said  the  quality  of  merchandise  received  here 
was  not  up  to  the  sample  and  that  dealings 
with  foreign  markets  have  not  always  been 
satisfactory. 

Owing  to  this  and  an  increasing  de- 
mand for  galalith  novelties,  a  firm  known  as 
the  Galalithsmith  Manufacturing  Co.,  Inc.,  of 
New  York  City,  has  been  organized  to  make 
gafalith  novelties  in  this  country. 

The  president  of  this  concern,  Frank 
Smith,  was  formerly  connected  with  the  larg- 
est manufacturer  of  galalith  in  England, 
France  and  Spain. 

According  to  Mr.  Smith,  galalith  is  a  kind 
of  climatic  substance  and  the  fault  of  such 
imported  goods  was  that  it  was  not  climatic- 
ally suited  to  this  country. 

In  its  natural  state  galalith  is  of  a  color 
similar  to  ivory  or  horn.  When  treated  it 
takes  any  deep  rich  color  and  holds  it  perma- 
nently. It  also  takes  a  lustrous  polish  and  is 
non-combustible  and  practically  nonbreak- 
able. 

It  is  interesting  to  note  the  substances  of 
which  this  material  is  made: 

Plain  cheese  enters  largely  into  its  com- 
position. The  curd  is  treated  with  acetic  or 
sulphuric  acid,  kneaded  in  a  bath  of  hot  water 
until  uniform  in  texture. 

It  is  then  dried  in  rods  and  sheets,  and  is 
ready  for  use.  Included  in  the  articles  made 
of  galalith  are  bag  frames,  hat  girdle  and 
dress  ornaments,  combs,  brushes,  toilet 
articles,  buttons,  buckles,  umbrella  and  cane 
handles,  watchfobs,  belts,  necklaces,  pendants, 
and  lavalieres.  Of  it  there  can  be  made  the 
most  exquisite  imitations  of  hand-carved  jade, 
or  onyx  ornaments,  the  imitations  being  so 
nearly  like  the  originals  that  only  the  eye  of 
the  expert  could  possibly  detect  the  difference. 


Mrs.  D.  Dearman,  formerly  with  Grace 
Bros.,  Sidney,  Australia,  and  lately  with  John 
Wanamaker,  New  York,  has  been  appointed 
assistant  to  P.  B.  Clark,  with  the  Smith- 
Kasson  Co.,  Cincinnati,  Ohio. 


Massachusetts  in 
Favor  of  Sales 
Tax  Scheme 

General  Levy  Not  to  Exceed  One 
Per  Cent  Endorsed  by  Retail 
Merchants  Association 

The  Massachusetts  Retail  Merchants'  As- 
sociation is  definitely  committed  to  advocation 
of  a  tax  on  sales.  "Our  idea  of  a  tax  plan  is 
briefly  this,"  says  Arthur  Madison,  the  or- 
ganization's secretary:  "Elimination  of  the 
excess  profits  tax  and  a  material  reduction 
in  surtax  on  income,  repeal  of  the  excise  tax, 
and  in  lieu  of  these  the  substitution  of  a  gen- 
eral sales  tax  of  not  to  exceed  1  per  cent  on 
all  goods,  wares  and  merchandise  upon  each 
sale  from  the  producer  through  to  the  con- 
sumer. The  rest  of  the  Government  revenue 
to  be  made  up  from  a  normal  income  tax  of 
not  over  10  per  cent  on  business,  together 
with  customs  receipts." 

To  Work  Individually 

The  Association  is  actively  engaged  in  pro- 
moting this  form  of  taxation,  directing  activi- 
ties at  legislators  through  individual  mer- 
chants rather  than  through  the  Association 
as  such.  It  is  believed  that  more  effective 
work  can  be  done  by  individuals  to  individu- 
als. That  is,  by  avoiding  pressure  on  a  com-, 
mittee  at  Washington  and  instead  appealing 
to  each  Congressman  through  letters  sent  by 
his  constituents. 

The  theory  is  that  it  is  not  a  legislative 
committee  which  enacts  a  law,  but  the  430 
odd  representatives.  The  Massachusetts  As- 
sociation, therefore,  is  carrying  on  an  exten- 
sive campaign  among  business  men  getting 
them  to  communicate  their  views  on  the  sales 
tax  to  their  representatives.  The  latter  will 
bestir  themselves  to  an  active  interest,  it  is 
thought,  when  their  constituents  are  waiting 
for  an  answer  indicating  their  stand  on  the 
tax. 

The  Massachusetts  Association  is  endeav- 
oring to  carry  on  this  work  throughout  the 
country  by  means  of  similar  commercial  or- 
ganizations. In  Massachusetts  a  great  deal 
has  been  accomplished  by  having  groups  of 
retailers  meet  with  one  or  several  Congress- 
men to  discuss  the  tax  in  an  informal  way 
and  to  acquaint  them  with  the  views  of  ex- 
perienced men  on  whom  the  tax  will  have  a 
direct  effect. 

Support  of  several  important  daily  papers 
has  been  secured,  too,  and  these  are  running 
series  of  editorials  and  articles  on  the  tax  to 
familiarize  the  public  with  its  operation.  The 
probable  effect  of  these  articles  on  Congress- 
men, who  are  largely  influenced  by  newspapers 
in  their  districts,  is  considered  important,  too. 


David  Ellin,  for  many  years  with  the  rib- 
bon house  of  Frankenthaler  &  Frankenthaler, 
is  now  connected  with  Fred'k  Hacker  &  Co., 
laces,  embroideries  and  cotton  goods,  where 
he  is  manager  of  the  new  ribbon  department. 
David  Little,  lately  treasurer  and  secretary  of 
the  Machlin  Lace  Works,  Inc.,  is  also  with  this 
firm.  Mr.  Little  will  have  charge  of  the  ad- 
vertising and  allied  departments. 

When  additions  to  the  building  of  the  Ben 
Snyder  department  store  in  Louisville,  Ky., 
are  completed  a  shoe  department  will  be 
among  several  new  departments  to  be  added 
to  the  store  list.  Leo  Rothschild,  who  now 
conducts  a  specialty  shoe  store  in  Louisville, 
will  assume  management  of  the  new  depart- 
ment. 
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'  -  -  -  ^its  a 
FOWNE8- 
that  s  all  you 
needtoknow 
about  a  glove 


I7  0WNES  FILOSETTE  GLOVES 
maintain  the  traditional  quality 
standard  of  the  FOWNES  line.  Practi- 
cal and  economical,  they  may  be  offered 
by  dealers  at  sales-creating  prices. 

FILOSETTE  is  manufactured  from 
the  finest  long  staple  yarns,  which 
are  shrunk  to  the  limit  to  ensure  firm 
body  and  strength.  This  adds  the  fit 
and  shapeliness  of  kid  gloves,  and  un- 
matched wear- resistance,  to  the 
FOWNES  fineness  of  embroidery  and 
fabrication. 

DESIGNED  for  the  "in-between" 
months;  too  warm  for  leather  but 
too  cool  for  silk,  FOWNES  FILOSETTE 
GLOVES  are  shown  in  the  widest 
variety  of  styles  and  colors. 

FOWNES  GLOVES 

of 

FILOSETTE 
LEATHER  DOESILK  DOETTE 
SILK  FUR  JVOOL 
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Girdles,  sleeves  and  collars  of  the  leading  Paris  designers  call  for  ribbons  to  a  pronounced  extent,  as  these  illustrations  from  onr  Paris  office  demonstrate. 
These  selections  were  made  from  the  lines  of  several  of  the  best-kiwzvn  houses — and  they  commend  the  possibilities  of  ribbons  better  than  words. 

Warmer  Suns  Enliven  the  Demand  in  Ribbons 


Ribbons  continue  to  be  a  very  important 
factor  in  the  spring  fashions,  and  the  outlook 
for  summer  is  even  more  encouraging.  The 
newest  frocks  being  shown  for  summer  wear 
are  almost  invariably  accompanied  by  a  ribbon 
sash.  These  sashes  are  of  the  wide,  soft 
satins,  cired  satins  or  the  supple  taffetas. 
While  many  novelty  ribbons  are  also  favored 
for  this  use,  the  prevalence  of  the  plain  tex- 
tures is  particularly  noted. 

The  novelty  ribbons  are  being  worn  with 
the  spring  dresses  and  suits,  and  will  proba- 
bly not  have  as  great  a  vogue  during  the  sum- 
mer months.  These  fringed  sashes  of  Roman 
stripes,  plaids,  warp-prints  and  brocades  are 
still  a  leading  feature  in  all  departments  and 
are  being  sold  in  large  quantities  for  spring 
street  wear. 

Lingerie  ribbons  are  showing  the  increase 
in  volume  of  sales  usual  in  the  spring  months. 


The  brides  and  sweet  girl  graduates  are  re- 
sponsible for  some  of  this  increase,  while  the 
usual  replenishing  of  the  wardrobe  in  antici- 
pation of  summer  campaigns  adds  the  greater 
amounts  to  these  sales. 

A  new  camisole  ribbon  is  being  shown  by 
one  of  the  leading  manufacturers  which  no 
doubt  will  prove  a  very  salable  article  at  all 
seasons.  This  ribbon  is  produced  in  the  usual 
camisole  widths  and  its  novel  feature  is  a 
woven  tubular  casing  on  each  edge  through 
which  ribbon  or  elastic  may  be  run  and  a 
camisole  completed  with  a  minimum  of  effort. 
By  purchasing  the  desired  length  of  this  rib- 
bon, sewing  one  seam  and  attaching  shoulder 
straps,  the  customer  has  a  complete  camisole 
by  the  mere  addition  of  running  ribbons  or 
elastic  through  this  convenient  double  edge. 
This  ribbon  is  made  in  all  desired  colors  and 
in  either  plain,  brocade  or  warp-prints.  The 


double  edge  is  of  the  same  color  or  a  harmoniz- 
ing shade.  Buyers  will  no  doubt  welcome  a 
novelty  which  lends  itself  so  admirably  to 
added  sales. 

The  wide,  heavy  grosgrain  ribbons  are  en- 
tering the  millinery  season  with  the  new  sum- 
mer hats.  Narrow  ribbons  were  featured  dur- 
ing the  spring  for  millinery  uses,  but  with  the 
approach  of  the  hot  season,  wide  grosgrains 
are  making  a  place  for  themselves. 

Manufacturers  report  the  total  of  sales  very 
satisfactory,  although  buying  has  been  done 
in  small  quantities,  frequently.  There  is  a 
scarcity  in  the  wanted  ribbons  because  of  late 
buying  on  the  part  of  the  retailer  and  lowered 
production  on  the  part  of  the  manufacturer. 
However,  this  scarcity  is  slight  and  is  being 
remedied  by  increased  production. 

New  goods  are  now  coming  along  for 
spring  selling. 
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Spring  Brings  a 
Tangible  Help  to 
Display  Man 

By  Putting  It  Into  His  Windows  He 
Can  Go  Far  Toward  Stimulat- 
ing the  Buying  Instinct 

AS  soon  as  spring  wafts  her  breezes  o'er 
the  land  and  clothes  the  trees  with  new 
green  leaves,  everybody  is  imbued  with 
the  desire  to  clothe  himself  in  new  raiment. 

If  the  desire,  in  some  localities,  needs  stim- 
ulation, the  display  manager  can  go  a  long 
way  toward  awakening  it  in  the  minds  of  all 
of  the  store's  customers.  To  accomplish  this 
he  need  only  interpret  the  season  by  displaying 
the  right  kind  of  merchandise  amid  suitable 
surroundings. 

Suggestions  That  Are  Timely 

Herewith  are  illustrated  three  very  season- 
able window  displays,  which  can  be  used  to 
good  advantage  at  this  time  of  the  year.  The 


The  forms  in  this  display  were  draped 
from  an  uncut  bolt  of  material.  The  scat- 
tered accessories  can  be  used  or  left  out,  as 
desired.  However,  if  used,  it  is  a  better  plan 
not  to  place  wearing  apparel  on  the  floor  of 
the  window.  From  the  New  York  Store, 
Helena,  Montana,  J.  Ross  Pollock,  display 
manager. 

The  sports  window  has  a  two-fold  purpose. 
It  symbolizes  to  a  man  summer  recreation  and 
also  acts  as  merchandise  display.  The  color 
scheme  is  of  lavender  and  green.  The  back- 
ground is  a  painted  drop  representing  an  out- 
door scene.  The  tennis  net  is  strung  on  a  bias 
from  the  front  left-hand  corner  to  the  upper 
right-hand  corner.  The  floor  is  covered  with 
artificial  grass,  which  is  made  up  as  a  rug. 
Display  by  Clement  Kieffer,  Jr.,  display  man- 
ager for  C.  A.  Weed  &  Co.,  Buffalo,  N.  Y. 

Rubinstein  Bros,  of  209  Chester  Street, 
Brooklyn,  N.  Y.,  have  opened  up  a  sales  office 
at  75  Franklin  Street.  This  concern  manu- 
factures knit  outer  wear. 


ready-to-wear  display  shown  at  the  top  was 
placed  in  a  large  island  window  of  an  arcade 
front  and  drew  forth  very  favorable  comment. 
The  architectural  work  was  a  temporary  back- 
ground setting  and  was  treated  in  ivory  and 
black  enamel.  A  graceful  valance  was  used 
to  break  the  monotony  of  the  square  lines  and 
was  covered  with  black  brocaded  satin  with 
fringed  trimming.  Colored  festoons  and  pend- 
ants were  hung  from  the  valance.  The  drapes 
were  of  changeable  silks  in  rose,  blue  and 
green.  A  black  stenciled  border  was  painted 
at  the  bottom  of  each  drape. 

The  flooring  was  made  of  beaver  board  in 
black  and  white  with  a  gold  stenciled  design. 
The  furniture  was  made  especially  for  the  set- 
ting and  was  treated  in  black  enamel  and  gold 
glaze.  Display  by  Ellsworth  H.  Bates,  display 
manager  for  C.  W.  Klemm,  Inc.,  Bloomington, 
111. 

For  the  Fabric  Display 

The  display  of  cotton  voiles  affords  ample 
opportunities  for  stimulating  the  sale  of  this 
material  or  can  be  used  with  any  other  summer 
material.  In  this  display  the  background  is 
finished  in  French  gray,  with  French  doors. 
A  drop,  or  painted  background,  can  be  placed 
behind  the  arcfhitectural  background,  as  is 
shown  in  the  illustration,  to  portray  a  summer 
scene. 


Buyers  Must  Look 
Ahead  on  Seamless 
Silk  Hosiery 

Full  Fashioned  Output  Low  in  Phila- 
delphia— Goods  Fairly  Plentiful, 
But  Idle  Mills  Are  a  Warning 

Letters  from  several  buyers  in  widely  sep- 
arated cities  indicate  that  there  is  some  diffi- 
culty in  securing  the  full-fashioned  silk  hosiery 
they  need  to  supply  their  trade.  Three  out  of 
four  of  the  letters  mention  the  strike  in  the 
hosiery  mills  of  Philadelphia.  Therefore,  con- 
ditions in  the  hosiery  industry  in  that  impor- 
tant center  are  given  here. 

There  are  thirty-one  full-fashioned  hosiery 
mills  in  Philadelphia,  Of  these,  fifteen  are 
absolutely  idle  and  have  no  expectation  of  re- 
opening at  an  early  date.  Some  of  these  mills 
are  large  and  others  quite  small ;  but  together 
they  represent  an  important  part  of  the  city's 
producing  machinery.  Considering  that  those 
mills  now  operating  are  not  running  at  full 
normal  production,  it  is  conservative  to  esti- 
mate that  the  amount  of  full-fashioned  silks 
being  turned  out  is  not  more  than  40  per  cent 
of  normal — that  is,  of  the  production  which 
might  be  expected  if  there  were  no  strike. 

Grays  Are  Wanted — and  Scarce 

The  strike  was  caused  by  manufacturers' 
insistence  on  a  wage  reduction  of  15  per  cent, 
which  many  of  the  workers  refused  to  accept 
and  in  which  refusal  they  have  persisted.  Some 
manufacturers  were  not  particularly  anxious  to 
enforce  this  demand,  but  acted  with  the  rest 
to  preserve  a  solid  front.  There  is  to-day  no 
sign  of  a  break  in  the  deadlock. 

Mills  find  there  is  a  strong  demand  for  full- 
fashioned  silks.  Jobbers  are  willing  to  pay  a 
premium  for  such  goods  for  immediate  deliv- 
ery. This  is  especially  true  of  the  better  quali- 
ties. Manufacturers  of  cheap  hose  are  receiving 
few  orders,  though  some  of  them  are  willing 
to  sell  at  cost  of  production.  Fancy  lines,  such 
as  embroidered  and  clocked  hose  and  heathers, 
are  selling  well. 

The  immediate  delivery  goods  especially 
wanted  are  grays,  including  such  shades  as 
taupe,  silver  and  boulevard  gray.   Because  of 
I  this  demand  which  has  been  active  for  some 
I  time  there  is  a  scarcity  of  these  colors.  On 
I  the  other  hand,  black  and  cordovan  are  fairly 
plentiful.    Philadelphia  stores  have  been  able 
to  secure  plenty  of  these  hose  for  featuring  at 
special  sales. 

Seamless  Production  Is  Low 

In  the  seamless  hosiery  trade  many  men 
have  begged  to  be  taken  on  during  the  last 
two  weeks.  There  seem  to  be  plenty  of  work- 
ers available  in  both  this  and  the  full-fashioned 
field.  The  trouble  is  that  they  insist  on  getting 
their  own  price  and  prefer  to  walk  the  streets 
— as  lots  of  them  are  doing — rather  than  re- 
turn at  the  15  per  cent  reduction. 

Conditions  in  Reading,  Pa.,  another  impor- 
tant hosiery  center,  are  reported  to  be  favor- 
able to  the  production  of  full-fashioned  goods. 
One  of  the  biggest  mills  in  that  city  is  sold 
up  for  some  months  ahead.  Seamless  mills, 
however,  are  doing  very  little  work. 

Though  this  would  seem  to  indicate  that 
the  production  end  of  the  full-fashioned  busi- 
ness is  in  fair  shape  for  the  moment  as  far 
I  as  goods  of  more  or  less  staple  character  are 
j  concerned,  it  must  be  remembered  that  a  big 
[  season  for  the  sale  of  these  goods  is  coming. 
1  While  a  strictly  conservative  policy  was  all 
right  a  few  months  ago,  now  that  it  is  evident 
the  consuming  public  is  willing  to  loosen  up 
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for  hosiery  of  high  quality,  the  time  for  hand- 
to-mouth  buying  is  past. 

Silk  Prices  Well  Settled 

In  the  cotton  hosiery  field  there  is  still 
some  slight  uncertainty  as  to  costs  due  to  cot- 
ton fluctuations.  This  factor  has  little  or  no 
force  as  regards  silk  hosiery,  however.  The 
price  of  raw  silk  has  been  fairly  stable  for 
some  time  and  that  it  will  continue  so  is  likely 
in  view  of  the  new  assistance  granted  raw  silk 
operators  in  Japan,  where  the  Government  has 
loaned  $15,000,000  to  the  syndicate  which  has 
pegged  silk  prices.  The  syndicate  will  shortly 
be  able  to  enter  the  market  again  as  a  pur- 
chaser of  distressed  lots  of  silk  and  thus  to 
stabilize  the  foreign  market  and  indirectly  our 
own. 

While  looking  forward  to  their  summer 
full-fashioned  hosiery  needs,  buyers  must  not 
forget  to  prepare  to  cover  on  seamless  require- 
ments. At  present  there  is  a  fair  quantity  of 
seamless  silk  hosiery  in  the  market,  much  of 
it  for  sale  at  attractive  prices.  Some  of  it 
is  good  and  a  lot  of  it  is  by  no  means  first 
quality.  But  buyers  cannot  wait  until  the  mar- 
ket is  bare  of  stock  goods  before  commencing 
to  place  advance  orders.  To  do  so  would  mean 
that,  while  the  mills  are  getting  under  way, 
there  will  be  a  shortage  of  desirable  goods. 

Must  Watch  Seamless  Requirements 

The  fact  that  many  seamless  mills  are  idle 
because  of  lack  of  orders  is  not  a  sign  of  assur- 
ance that  there  is  and  will  be  a  plentiful  supply 
of  seamless  hosiery.  It  is  a  sign  that,  while 
consumers  are  using  up  present  stocks,  new 
goods  are  not  coming  along  in  normal  quantity 
or  anything  like  it.  Certainly  the  buyer  who 
will  not  be  in  need  of  these  goods  for  two  or 
three  months  has  no  need  to  order  for  delivery 
during  that  period.  But  there  is  not  the  least 
danger,  and  there  is  an  element  of  insurance 
in  providing  for  the  delivery  of  goods  after 
that  time.  It  costs  nothing  to  buy  well  ahead 
and  with  a  certainty  that  prices  can  go  little 
if  any  lower  it  is  the  sensible  course. 

Another  thought  is  this.  Every  buyer  is 
looking  for  the  best  possible  bargain  he  can 
find.  That  means  that  the  better  quality  of 
available  goods  is  being  absorbed  first  and 
the  tail-end  merchandise  is  not  likely  to  be 
worth  much  in  helping  a  hosiery  department 
to  hold  its  end  up  against  competition  with 
goods  of  real  worth. 

Parallel  Seen  in  Underwear 

A  word  or  two  about  underwear.  Some 
time  ago  we  advised  buyers  that  their  require- 
ments on  standard  lines  such  as  their  cus- 
tomers had  been  accustomed  to  should  be 
looked  after  promptly.  Those  who  followed 
this  advice  are  in  considerably  better  shape 
than  those  who  believed  it  safe  to  wait  until 
they  actually  needed  the  goods.  The  latter, 
some  of  them,  are  finding  deliveries  not  so  easy 
to  arrange  as  they  could  wish.  As  we  pointed 
out  at  the  time,  there  well  may  be  a  shortage 
of  the  most  wanted  lines  while  there  is  plenty 
of  other  goods,  or  at  least  a  fair  supply. 

The  same  thing  is  true  in  the  hosiery  field, 
and  the  situation  requires  some  careful 
thinking. 


W.  H.  Higgins,  for  fifteen  years  active 
manager  in  the  firm  of  Smith  &  Higgins,  1161 
Broadway,  has  purchased  a  half-interest  in 
the  business  from  J.  R.  Smith.  The  establish- 
ment will  continue  business  under  the  firm 
name. 

A  charter  has  been  granted  to  Mae  War- 
ren, Inc.,  authorizing  this  firm  to  engage  in 
the  retail  and  wholesale  business  of  women's 
wearing  apparel  and  furnishings.  The  au- 
thorized capitalization  is  $25,000.  The  first 
retail  store  has.  been  opened  at  Norfolk,  Va. 
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1921  Textile  Show 
To  Be  Altogether 
"Different" 

Greenville  Plans  Its  October  Event  to 
Represent  Comprehensively  the 
Scope  and  Processes  of  the 
Industry 

Something  quite  out  of  the  ordinary  in  the 
way  of  industrial  expositions  will  be  staged  at 
Greenville,  S.  C,  Oct.  6  to  12,  according  to 
William  G.  Sirrine,  a  prominent  Southern 
lawyer,  who  is  president  and  treasurer  of  the 
Southern  Textile  Exposition,  Inc.  This  cor- 
poration has  already  held  four  successful  ex- 
positions in  Greenville,  illustrating  the  growth, 
extent  and  possibilities  of  the  textile  industry 
in  the  South,  and  the  widespread  interest 
shown  in  these  expositions  has  suggested  the 
idea  of  planning  something  which  would  be 
broader  in  its  scope. 

The  result  has  been  the  conception  of  a 
Textile  Products  Show,  which  will  not  only 
demonstrate  the  processes  used  in  the  manu- 
facture of  cotton  goods  but  will  illustrate 
graphically  the  progress  of  raw  cotton  from 
the  plantation  to  the  almost  unlimited  variety 
of  finished  products. 

Such  a  show  will  be  primarily  an  educa- 
tional exhibit  of  the  greatest  interest  and  im- 
portance. The  visual  demonstration  of  the 
growing  of  raw  cotton,  the  harvesting  and 
ginning  and  marketing  of  it,  the  preparation 
of  it  for  manufacture,  the  manner  in  which  it 
is  spun  and  woven  into  cloth — this  in  itself  will 
be  an  education  of  genuine  value  to  anybody 
who  is  interested  in  cotton  goods. 

But,  in  addition,  the  exhibition  of  the 
varied  products  derived  from  cotton  will  prove 
to  be  not  only  an  education  but  a  revelation. 
The  mere  enumeration  of  these  products  would 
fill  pages  of  this  magazine.  There  are,  for  ex- 
ample, such  widely  different  articles  as  auto- 
mobile tires  and  covers,  raincoats,  writing 
paper  and  imitation  ivory.  An  exhibition  of 
such  products  and  the  processes  by  which  they 
are  made  ought  to  prove  extremely  interesting 
and  instructive  to  department  store  people. 

Furthermore,  the  showing  of  finished  cot- 
ton fabrics,  which  is  expected  to  be  elaborate, 
will  give  merchants  a  very  helpful  line  on  the 
variety  of  fabrics  and  patterns  available  in 
the  markets  and  the  style  trend  in  designs  and 
colors.  The  exact  details  of  this  exhibit  of 
finished  fabrics  have  not  been  worked  out  yet, 
but  it  is  the  aim  of  the  promoters  to  make  the 
show  as  complete  and  authoritative  and  at- 
tractive as  possible  from  the  fashion  point  of 
view. 

So  much  for  the  educational  and  merchan- 
dise features  of  the  show.  On  the  entertain- 
ment side  the  event  will  be  even  more  allur- 
ing. Here  the  cordiality,  hospitality  and  social 
genius  of  the  South  will  have  full  scope  for 
their  exercise.  And  here,  it  is  promised, 
Southern  imagination  will  exert  itself  to  bring 
all  the  romance,  poetry  and  picturesqueness 
of  the  South  to  serve  as  a  background  for  the 
show. 

One  thinks  of  old  darkies  and  golden  har- 
vest moons  and  plantation  melodies,  of  the 
song  of  the  mocking  bird  in  the  magnolia 
tree,  of  old-fashioned  gardens  bright  with 
hollyhock,  sweet  william  and  bachelor  buttons 
and  fragrant  with  mignonette,  heliotrope  and 
sweet  lavender.  This  is  the  sort  of  atmosphere 
which  Greenville  will  reproduce  for  visitors  to 
the  Textile  Products  Show  next  October. 

More  about  this  promising  event  will  be 
chronicled  as  the  plans  develop. 
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LAWRENCE  flat  knit  fabric  is  made  from 
long  staple  combed  cotton.  The  fabric  is 
then  cut  by  expert  workers,  each  piece  separ- 
ately, so  that  the  resulting  garment  will  be  generous 
and  a  comfortable  fit. 

The  parts  are  then  assembled  with  the  utmost  care. 
They  are  finished  by  Lawrence  processes  that  insure 
perfect  seams,  perfect  fit,  careful  completeness  from 
beginning  to  end. 

And  the  garments — union  suits,  vests  and  bloomers 
are  attractive  to  women  because  they  are  of  the 
Lawrence  quality. 

And  the  Wholesaler's  Salesman 
knows  what  that  means. 


The  Lawrence  Manufacturing  Co. 

For  over  Sixty  Years  makers  of  the  Finest  Quality  Light  and  Medium  Weight  Bal- 
briggan  Shirts.  Drawer,  and  Union  Suits  for  Men  and  Boy..  AUo  Maker,  of 
Lawrence  Women.  Flat  Knit  Union  Suits.  Vest,  and  Bloomer.,  and  <^Ip  Fibre  Ho.e. 


345  Broadway 


BOSTON 


LOWELL,  MASS. 

E.  M.  TOWNSEND  &  CO..  Selling  Agent. 
PHILADELPHIA 


New  York  City 

CHICAGO 
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Cotton  Goods  Market  Shows  Definite 
Signs  of  Fundamental  Improvement 

Textile  Situation  Responds  to  Clearing  Economic  Complexion  of 
the  World — Russian  Situation  Changing  Tinge  and  Germany 
Probably  Soon  May  Come  to  Terms  with  Allies — If  Favorable  In- 
dications Mean  Anything  Upward  Trend  Should  Begin  Soon 


THE  withdrawal  last  week  of  several  lines 
of  branded  bleached  cottons  and  pillow 
tubings,  which  were  announced  as  being 
sold  up  for  several  months  ahead,  illustrates 
the  situation  existing  on  various  lines  of  cot- 
ton goods  which  lead  in  current  demand.  A 
similar  situation  exists  on  ginghams,  which 
are  already  being  sold  for  fall  delivery,  and  to 
a  less  marked  extent  on  wide  sheetings  and 
wash  goods.  Staple  prints  and  percales  are 
also  noticeably  strong,  and  the  advance  sales 
of  napped  goods,  especially  wide  staple  and 
fancy  flannels,  are  reported  by  agents  to  be 
very  satisfactory. 

There  is  some  weakness  in  unbranded  low- 
end  bleached  goods  and  brown  sheetings,  due 
largely  to  the  absence  of  export  demand,  and 
partly  for  the  same  reason  there  is  a  lack  of 
strength  in  some  of  the  heavy  cottons,  such  as 
ducks  and  drills.  But  generally  the  cotton 
goods  most  in  demand  for  retail  distribution 
are  none  too  plentiful  and  are  much  stronger 
now  than  they  were  a  couple  of  months  ago. 
Whether  this  strength  will  continue  into  the 
fall  season,  or  whether,  in  fact,  it  will  be  ac- 
centuated as  the  fall  season  approaches,  is  a 
difficult  thing  to  estimate  just  now.  But  as  it 
is  a  question  of  considerable  importance  to 
distributors  a  brief  consideration  of  the  ap- 
parent prospects  may  be  useful. 

Is  Renewed  Activity  Temporary? 

Observation  of  the  cotton  goods  markets 
during  the  last  few  weeks  discloses  what 
seems  to  be  a  genuine  revival  of  confidence. 
There  w^as  a  similar  revival  after  the  naming 
of  new  spring  prices  in  January  last,  but  it 
died  out  into  a  mood  of  discouragement  and 
pessimism  when  the  first  rush  of  orders  had 
expended  itself.  Now  a  marked  renewal  of 
activity  in  the  market  for  unfinished  cloths  is 
bringing  optimism  to  birth  again.  It  may 
have  died  still-born  by  the  time  this  issue  of 
the  Economist  is  in  the  mails.  If  it  has  it 
win  show  that  the  present  activity  in  the  cloth 
market  is  simply  mechanical. 

In  other  words,  it  is  just  possible  that  the 
present  activity  in  the  cloth  markets  is  due 
merely  to  the  hand-to-mouth  fashion  in  which 
distributors  and  consequently  converters  are 
buying.  Lacking  advance  orders  for  finished 
goods,  the  converters  stay  out  of  the  gray 
cloth  market  until  they  need  to  buy  goods 
against  actual  orders.  As  a  result,  the  cloth 
market  weakens  until  the  prices  quoted  consti- 
tute a  tempting  bargain.  At  which  point  con- 
verters start  in  to  buy  again.  Something  like 
this  may  have  been  happening  during  the  last 
few  weeks,  for  unquestionably  gray  cloth 
prices  had  dropped  to  a  level  below  what  was 
justified  by  production  costs. 

Signs  of  Fundamental  Improvement 

But  it  seems  that  there  is  something  more 
fundamental  underneath  this  renewed  activity, 
some  positively  encouraging  movement  of  the 
dominant  undercurrents  in  the  economic  life 
of  the  world.  This  impression  is  borne  out  by 
the  fact  that  the  improvement  in  the  cloth 
market  is  not  merely  a  local  condition.  A  sim- 
ilar improvement  is  reported  from  the  Man- 


chester market,  a  market  much  more  sensi- 
tive than  ours  to  world  conditions,  and  which 
has  until  lately  been  plunged  in  the  depths  of 
gloom  and  foreboding. 

It  is  true  that  the  daily  reports  of  wars 
and  revolutions,  of  international  bickerings 
and  intrigues,  of  stupid  and  bigoted  political 
blunderings,  do  not  on  the  face  of  them  hold 
out  much  encouragement  of  an  imminent  re- 
turn to  sanity  and  normal  productivity.  But 
many  of  the  developments  which  appear  so 
serious  in  the  headlines  of  the  daily  news- 
papers are  merely  gestures  in  the  great  game 
of  international  bluff,  and  indications  multiply 
that  this  game  is  pretty  nearly  played  out. 

Bolshevism  on  the  Mend 

The  evolution  of  the  Russian  situation  is  a 
case  in  point,  and  there  is  no  doubt  that  the 


Battle  Creek  Spring 
Opening  Sets  New 
Traffic  Records 

A  MIGHTY  satisfactory  spring  opening 
^  ^  was  the  last  one  staged  by  retailers  of 
Battle  Creek,  Mich.,  the  second  of  its  kind 
in  that  city.  The  crowds  attracted  beat  all 
records  and  difficulty  in  handling  traffic  was 
experienced.  Windows  were  specially  dressed 
for  the  occasion,  prizes  being  offered  for  the 
best  displays.  These  were  opened  to  view 
Friday  evening  and  remained  over  Saturday. 
Stores  were  opened  to  visitors  at  the  same 
time. 

Attractive  interior  displays  were  shown, 
too;  but  no  goods  were  sold.  Every  store 
held  a  reception,  some  of  them  providing 
music  for  dancing.  The  Toeller-Grant  Co. 
had  a  display  of  dresses  and  other  women's 
apparel  on  a  platform  erected  on  the  main 
floor  just  inside  the  entrance.  Stores  han- 
dling merchandise  in  practically  all  lines  par- 
ticipated, including  groceries,  shoes,  drugs, 
furniture,  apparel,  dry  goods,  etc. 


change  which  has  come  over  this  situation 
within  recent  weeks  has  had  a  distinctly  en- 
couraging effect  in  the  world's  markets.  Great 
Britain,  on  the  one  hand,  with  acute,  prac- 
tical sense  of  a  great  trading  nation,  led  the 
way  by  conceding  that  business  is  necessary 
to  keep  the  world  going  and  that  trading  even 
with  the  outlawed  Bolshevist  Government  is 
better  than  not  trading  at  all — a  restatement 
of  the  familiar  philosophy  that  if  you  can't 
get  what  you  want,  you  had  better  want  what 
you  can  get.  The  Bolshevist  premier,  on  the 
other  hand,  frankly  admitted  that,  even  under 
the  blessings  of  Communism,  a  people  cannot 
continue  to  exist  without  food  and  clothes, 
notwithstanding  that  the  possession  of  these 
things  involves  concessions  to  hated  foreign 
capitalists  and  to  the  bourgeois  instincts  of 
domestic  farmers  and  traders. 

As  a  result,  Russia  is  in  the  way  of  being 


restored  to  the  family  of  trading  nations,  and 
the  effect  of  this  is  bound  to  be  beneficial 
sooner  or  later.  The  fact  that  Russia  may  not 
have  any  considerable  exportable  surplus  of 
raw  materials  to  exchange  for  foreign  goods 
is  a  matter  of  only  immediate  importance. 
She  has  vast  natural  resources  which  the 
Soviet  Government  is  willing  to  lease  to  for- 
eign concessionaires,  and  the  development  of 
these  concessions  will  mean  not  only  an  imme- 
diate demand  for  machinery  and  equipment 
and  various  kinds  of  raw  materials,  but  it  will 
gradually  bring  about  a  demand  for  manufac- 
tured goods  against  which  the  products  of 
these  concessions  can  be  exchanged.  This  is 
one  sore  spot  in  the  economic  body  of  the 
world  getting,  if  not  properly  healed,  at  least 
plastered  up. 

Approaching  Showdown  With  Germany 

Germany  is  another.  On  the  surface  the 
German  situation  looks  bad  enough,  in  all 
conscience.  But  here  again  it  is  plain  that  a 
showdown  is  inevitable  in  the  near  future.  As 
the  Berlin  Lokal  Anzeiger  remarked,  a  loaded 
gun  pointed  at  your  head  is  an  effective  threat 
until  the  gun  is  fired;  after  that  it  loses  its 
effect.  While  the  Allies  stood  off  threatening 
Germany  with  their  mouths  nothing  particu- 
lar was  accomplished.  Now  they  have  pro- 
ceeded to  the  application  of  "sanctions,"  and 
after  they  have  occupied  a  few  more  German 
cities  and  seized  the  customs  they  will  find 
out  exactly  what  Germany  can  pay.  Which 
the  same,  as  Bret  Harte  would  say,  Germany 
will  pay. 

It  is  still  a  good  bet  that  the  German  in- 
demnity question  will  be  settled  by  May  1,  just 
as  it  is  a  good  bet  that  the  Russian  Soviet 
Government  will  be  able,  after  some  parleying, 
to  furnish  our  State  Department  with  "con- 
vincing evidence"  that  it  has  made  certain 
fundamental  changes  in  its  policy.  And  these 
things  have  a  most  important  bearing  upon 
the  trade  of  this  country.  Specifically  they 
have  an  important  bearing  on  the  cotton  and 
cotton  goods  markets.  For  the  resumption  of 
something  like  normal  productive  activity  in 
the  major  European  countries  will  mean  a 
restoration  of  the  buying  power  of  many  mil- 
lions of  people  and  the  resurrection  of  an 
enormous  latent  demand  for  cotton  goods. 

Reviving  Industry  and  Its  Meaning 

It  is  not  improbable  that  the  improved 
tone  of  the  cotton  and  cotton  goods  markets 
during  the  last  few  weeks  is  a  reflection  of 
these  developments  and  potentialities.  Fur- 
thermore, there  are  stirrings  of  new  life  in 
some  of  the  important  domestic  industries. 
The  wool  goods  and  silk  industries  are  in  a 
pretty  strong  position.  The  automobile  in- 
dustry—a big  consumer  of  cotton,  by  the  way 
— is  picking  up.  There  are  signs  of  an  in- 
cipient building  boom.  Lumber  is  more  active 
and  there  is  a  more  cheerful  feeling  in  the 
iron  and  steei  industry.  Both  Dun's  and 
Bradstreet's  report  indications  of  an  upward 
trend  in  the  volume  of  business. 

If  these  favorable  indications  are  main- 
tained it  is  certain  that  the  strength  now 

(Continued  on  page  92) 
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Seen 


Have  You  Ever 
the  BEAR  Knit  Waist? 


If  Not,  We  Will  Send 
You  a  Sample  Free! 


We  want  you  to  see  this  waist.  We  want  you  to  examine 
it  thoroughly.  Test  it  freely.  Show  it  to  your  most  criti- 
cal customer — a  mother  of  sturdy,  active  youngsters. 

r 

We  know  the  result  will  be  convincing  proof  to  you 
that  the  BEAR,  with  its  Nev-a-mend  Buttonholes  and 
other  exclusive  features,  is  the  best  knit  waist  made. 

Sign  your  name  on  the  lines  below.  Tear  out  this  page 
and  mail  it  to  us.  We  will  send  you  a  sample  BEAR  Knit 
Waist  absolutely  without  charge. 


Amazon  Products  Company 


Name 


Store 


City 


State 


366  Broadway,  New  York 
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Our  Mercantile 


(Continued  from  page  15) 

hension  of  the  intricate,  inter-related  ma- 
chinery of  world  civilization  that  must  go  on, 
that  must  be  developed,  that  must  be  looked 
upon  with  a  broad  vision,  not  selfishly  as  in- 
dividual business  men  or  even  selfishly  as  citi- 
zens of  a  single  country,  but  broadly. 

I  am  not  speaking  for  an  international- 
minded  citizenship  that  forgets  patriotism, 
but  I  do  say  that  prosperity  cannot  come  to 
this  country  in  full  measure,  we  cannot  reach 
those  totals  of  foreign  trade  that  seem  very 
necessary  now  as  our  domestic  industry  is 
organized,  unless  we  look  beyond  our  own 
borders  at  the  industrial  and  economic  con- 
ditions of  other  peoples.  We  are  so  new  at 
foreign  trade  that  we  are  blind  in  one  eye  as 
yet.  We  have  only  thought  of  selling,  produc- 
ing cheaply,  getting  our  own  delivery  wagons 
to  take  our  goods  hither  and  thither  all  over 
the  world,  send  out  better  and  better  sales- 
men and  more  of  them,  and  compete  in  a  com- 
mercial warfare. 


That  is  not  seeing  foreign  trade  in  the 
round;  it  is  only  seeing  just  one  small  part  of 
it.  We  can't  sell  unless  we  have  got  prosper- 
ous customers.  We  don't  want  to  sell  unless 
the  people  to  whom  we  sell  can  pay.  We  could 
laden  every  ship,  including  147  wooden  ones, 
now,  if  we  would  sell  on  credit.  We  want  to 
sell  to  people  who  can  pay.  It  is  as  important 
to  us  that  our  customers  are  prosperous  as  it 
is  that  we  are  prosperous  ourselves,  because 
we  cannot  be  prosperous  ourselves  unless  we 
have  prosperous  customers. 

Of  course  we  can  have  a  Chinese  country 
here  and  be  pretty  prosperous,  with  the  rest 
of  the  world  cut  out,  I  suppose.  However,  it 
would  be  a  sad  sort  of  prosperity,  it  would  be 
a  poor  sort  of  citizenship  that  would  want  to 
look  forward  to  that  kind  of  prosperity;  and 
it  wouldn't  measure  at  all  to  the  prosperity 
that  we  may  have  if  we  can  make  our  citizen- 
ship comprehend  this  principle — that  prin- 
ciple that  the  well-being  of  all  the  people  with 
whom  we  come  in  contact  is  necessary  to  our 
own  well-being. 

It  is  only  just  that  word  that  I  want  to 
give  to  you.    It  is  the  shipping  question,  but 


I  want  to  emphasize  that  there  is  a  more  fun- 
damental thing  than  the  shipping  question  as 
it  is  ordinarily  viewed,  even  considering  this 
ambition  of  ours  for  floating  our  flag  on  every 
sea  and  carrying  a  majority  of  our  goods  un- 
der our  own  flag.  It  is  a  matter  that  relates 
to  most  of  the  great  questions  of  the  day.  It 
is  a  broad-visioned  citizenship  which  will  not 
selfishly  determine  policies  on  what  appears,  if 
you  will  look  with  a  microscope  at  our  situa- 
tion. 

I  don't  mind  selfishness.  That  is  part  of 
our  human  nature,  but  I  like  intelligent  selfish- 
ness, selfishness  with  a  broad  enough  outlook 
to  not  undermine  itself  while  it  is  trying  to 
build. 

I  believe  that  that  intelligent  selfish- 
ness will  see  that  our  best  interests,  the  ful- 
fillment of  our  best  ambitions,  the  creation  of 
our  greatest  totals  of  business,  the  flying  of 
our  flag  over  the  greatest  tonnage,  can  only 
come  when  we  look  at  and  answer  many  of 
these  questions  with  this  broader  vision  cit- 
izenship. We  must  act  so  as  to  give  to  others 
a  measure  of  that  prosperity  which  we  want 
ourselves. 


Aggressive  Advertising  and  Right 
Prices  "Moved  the  Goods" 


Joseph  C.  Grant  of  the  Toeller-Grant  Co.,  Battle  Creek,  Mich.,  Tells  Economist  Staff- 
member  How  His  Store  Put  on  Remarkably  Successful  Glove  and  Silk  Sales  Events 


METHODS   that  proved   successful  in 
staging   two   successful   sales  events 
were  outlined  in  a  practical  way  to  an 
Economist  staff-member  recently  by  Joseph 
C.  Grant  of  the  Toeller-Grant  Co.,  Battle 
Creek,  Mich. 

In  beginning  his  story  Mr.  Grant  stressed 
the  importance  of  proper  planning  and  the 
timely  completion  of  all  preliminary  arrange- 
ments. 

The  first  event  he  told  of  was  the  sale  of 
gloves,  during  which,  in  a  section  measuring 
only  36  ft.  of  counter  and  shelving,  the  sales 
for  one  day  closely  approximated  $2,000. 

Started  with  "Blind  Ads" 

"One  cause  of  this,"  said  Mr.  Grant,  "was 
that  we  gave  real  price  concessions.  We 
planned  the  sale  for  a  quiet  day  and  started 
advertising  three  or  four  days  ahead.  That 
is,  for  the  sale  to  take  place  on  a  Thursday 
we  ran  our  first  ad  on  the  previous  Monday. 
We  started  with  a  'blind'  ad.  We  also  ran  a 
'blind'  ad  on  the  following  day,  and  in  the 
Wednesday  afternoon  paper  came  out  with  the 
glove  sale  open  advertisement. 

"Some  people  have  criticized  us  for  adver- 
tising so  far  ahead  of  the  sale,  on  the  ground 
that  other  stores  would  be  spurred  into  doing 
something  that  would  take  the  edge  off  of  our 
event,  but  that  argument  carries  no  weight 
with  me.  I  am  not  one  to  worry  about  what 
other  stores  are  doing. 

"Besides  the  newspaper  advertising  we 
planned  the  sale  far  enough  ahead  to  allow  of 
our  getting  out  circular  letters  in  typewrit- 
ing style,  calling  attention  to  the  sale.  These 
letters  were  signed  with  pen  and  ink,  so  as 
to  give  them  a  personal  touch.  They  were  put 
in  with  the  monthly  statements,  so  that  there 
was  no  extra  outlay  for  postage. 

Signs  All  Over  the  Store 

"On  each  of  the  pillars  throughout  the 
store,"  continued  Mr.  Grant,  "we  placed  a 
cardboard  sign,  calling  attention  to  the  glove 


sale.  These  were  placed  not  only  on  the  main 
floor  but  also  on  the  second  and  third  floors, 
in  the  basement  and  in  the  elevator.  These 
signs,  read  'Our  Annual  Kid  Glove  Sale  on 
Thursday.' 

"The  remarkable  thing  is  that  we  have 
found  that  sale  announcements  of  this  kind  do 
not  interfere  with  intermediate  business.  Al- 
though we  had  these  signs  up  on  the  Monday, 
our  glove  business  kept  up  fine  right  up  to  the 
day  of  the  sale,  which,  as  I  said,  was  on  a 
Thursday." 

"Tell  me  about  some  other  successful  sale 
event  you've  held,"  suggested  the  Economist 
man. 

"Well,  there's  our  annual  silk  sale.  We 
buy  goods  especially  for  it,  nine  or  ten  thou- 
sand dollars'  worth.  We  hold  this  sale  on  the 
same  Thursday  in  the  same  month  each  year, 
viz.,  as  near  May  1  as  possible.  In  advertis- 
ing the  sale  we  take  an  exceptionally  good 
quality  of  a  silk,  say  a  black  taffeta,  and  we 
cut  a  quarter  of  a  yard  into  small  samples 
and  send  out  letters  in  typewritten  form,  each 
with  a  sample.  In  the  letter  we  describe  and 
price  the  sample,  tell  the  date  of  the  coming 
sale  and  give  other  details. 

Getting  a  Silk  Ad  Feature 

"The  last  silk  sale  we  held  I  had  some 
friends  of  mine  in  Jackson  and  in  Kalamazoo 
write  me  a  signed  letter,  asking  me  'Are  you 
going  to  have  your  annual  silk  sale  and,  if  so, 
when  will  it  be,'  etc.  I  had  the  letter  repro- 
duced in  a  line-cut  and  used  it  for  our  ad- 
vance publicity,  with  an  explanation  and  a 
suitable  reply.  The  same  with  the  letter  from 
Kalamazoo. 

"On  the  Monday  before  the  sale  we  close 
about  ten  minutes  earlier  than  usual,  I  call 
everybody  up  to  the  rear  of  the  store,  and  I 
stand  on  the,  stairway  and  explain  the  purpose 
of  the  sale  and  the  value  of  the  offerings  and 
impress  them  with  the  fact  that  they  will  be 
doing  each  and  every  one  of  their  customers 
a  good  turn  if  they  will  tell  them  about  the 


sale.  I  show  the  salespeople  some  of  the 
goods  and  tell  them  the  prices  and  make  clear 
to  them  what  advantages  we  are  offering. 

"The  following  day,  Tuesday — and  remem- 
ber, the  sale  is  held  on  a  Thursday — on  every 
floor  we  place  on  every  ledge  and  shelving  top 
a  silk  trim.  We  also  have  signs  on  each  pil- 
lar throughout  the  store,  reading  'May  Silk 
Sale  Thursday'  and  an  offering  with  the  price. 

"In  addition  to  this,"  continued  Mr.  Grant, 
"we  take  some  of  the  most  remarkable  values 
and  place  them  on  floor-cases,  etc.,  in  every 
conspicuous  place  in  the  store  where  custom- 
ers can  not  only  see  the  goods  but  also  take 
hold  of  them  and  handle  them.  This  makes 
the  value  immediately  apparent. 

Floorcases  Taken  Out 

"The  night  before  the  sale  we  take  out  the; 
floorcases  adjoining  the  silk  section  and  put: 
in  counters,  so  that  from  the  door  to  the  rear 
of  the  store,  right  along  one  side,  we  have 
facilities  for  handling  silks." 

"How  many  salespeople  do  you  have  to 
wait  on  customers  in  the  enlarged  silk  sec- 
tion?" asked  the  Economist  man. 

"Thirty,"  was  the  answer.  "The  sale,  as 
said,  starts  on  a  Thursday.  It  lasts  seven 
days.  During  the  period  of  this  silk  sale  last 
May  we  sold  $14,000  worth  of  silks— $4,300 
worth  the  first  day." 

"What  do  you  figure  the  length  of  the 
space  you  use — that  is,  from  the  door  to  the 
rear  of  the  store?"  the  Economist  man  asked. 

"Eighty-five  feet,"  replied  Mr.  Grant. 
Pretty  good  sales  for  a  space  of  that  size,  is 
our  comment. 

Another  successful  sale  event  Mr.  Grant 
told  of  is  their  aluminum  ware  sale,  a  semi- 
annual event,  held  in  April  and  October.  An- 
other is  a  sale  of  aprons.  Dollar  Day  is  an- 
annual  affair  with  the  Battle  Creek  stores  in 
general  and  takes  place  the  last  Friday  in  Au- 
gust, but  the  Toeller-Grant  Co.  also  has  a 
Dollar  Day  of  its  own  which  has  proved  quite 
a  business-bringer. 
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The  Man  Whose  Hands  Must  Be 
Protected  While  He  Works 

Ought  to  Be  a  Good  Customer. 

Show  him  that  you  have  the  right  gloves  or  mittens  for  him,  and  he 
will  get  the  idea  that  your  other  merchandise  must  be  right,  also.  One 
glove  and  mitten  line  has  been  proved  the  right  thing  by  workingmen 
in  every  calling  that  demands  hand-protection.  It  is  designated  by 
this  trademark: 


.SBESTOl 


off- 


There's  a  model  peculiarly  suited  to  every  class  of  workmen — rail- 
road trainmen,  lumbermen,  section  hands,  drivers,  coal  handlers,  farm- 
ers— every  one  of  them, 

ASBESTOL  Gloves  and  Mittens  are  tough — they  are  hard  to  wear 
out.  They  stand  intense  degrees  of  dry  heat.  They  go  through  steam 
and  water  and  dry  out  soft  and  comfortable.  You  need  them  in  your 
business. 

Ask  Your  Jobber's  Salesman. 

Eisendrath  Glove  Company 

2001  Elston  Ave.  Chicago,  111. 


"Don't  They  Look 
Like  Little  Angels?" 

"Yis,  mum,  they  sure  do  now,  but  give  thim  little 
divvils  an  hour  an'  whut  with  the  dirt  an'  the  dog, 
climin'  the  trees  an'  playin'  in  the  pool,  they'll  sure 
lose  that  angel  look,  the  healthy  Uttle  rapscallions." 

"Well,  Mike,  1  expect  them  to  get  dirty!     It's  fine 
weather,  you  know,  and  they  need  all  the  joy  they 
can  get  in  playing  outdoors.     Besides,  it's  good 
for  them  and  not  hard  on  the  clothes,  because  ^ 
ress  them  in  ^^^j^ 


I  d 


*  Branch'  Wash  Suits 

They  are  made  for  children  who  dress  up  or  play  and  all 
the  materials  are  good.  You'll  notice  the  suits  fit,  too,  and 
see  how  well  they  come  through  the  wash!" 


Don't  you  want  to  sell  some  of 

these  good  suits? 

Better  order  Junior  Jackies  now 

and  be  ready  for  the  rush. 

Shall  we  send  a  man  or  submit 

samples  ? 


THE  BRANCH  MANUFACTURING  COMPANY 


COLDWATER,  MICH. 
Chicago  Salesroom,  408  Medinah  BIdg. 


Reg.U.S.Pat.Off. 
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Hand-to-Mouth  Buying  of  Men's 
Wear  Promises  Complications  Later 

Peculiar  Situation,  in  Which  Small  Merchants  Are  Ordering  and 
Big  Fellows  Aren't,  Is  Easily  Explained  by  Consideration  of 
Problems  of  Each— All  Branches  of  Industry  Await  Orders 


By  J.  L. 

ONE  of  the  odd  situations  which  has  de- 
veloped concerning  future  orders  for 
men's  and  boys'  wear  merchandise,  is 
the  reversal  of  the  usual  order  of  things.  The 
smaller  merchants  in  the  smaller  cities  and 
towns  are  placing  advance  orders  for  fall  mer- 
chandise quite  freely — half  of  them  almost 
normally — while  orders  from  the  larger  stores 
in  the  large  cities  are  small  and  for  immedi- 
ate delivery.  There  are  almost  no  advance 
orders  being  placed  by  them. 

Naturally,  the  questions  which  come  to 
mind  are  many.  What  is  the  reason  for  that 
condition?  Is  it  because  the  larger  merchants 
in  the  larger  cities  lack  faith  in  the  present 
price  levels?  Is  it  due  to  lack  of  faith  in  the 
style  situation?  Does  the  small-town  mer- 
chant have  faith  in  both  style  and  prices  now 
or  is  it  because  the  merchant  of  the  larger 
cities  believe  they  are  close  enough  to  the 
market  centers  and  their  orders  are  large 
enough  and  important  enough  to  be  assured 
they  will  be  taken  care  of  even  by  waiting 
until  the  last  minute  for  ordering?  What 
will  be  the  result  if  this  condition  continues? 

Sitting  on  the  Lid 

Careful  consideration  of  the  facts  results 
in  the  conclusion  that  just  one  answer  elimi- 
nates most  of  the  remaining  questions.  In  a 
general  way,  the  real,  unvarnished  truth  is 
that  the  merchandise  managers  in  the  larger 
city  stores  simply  decline  to  approve  large 


Photo  by  Joel  Feder 


Double  breasted  form  fitting  suit  with  patch 
pockets  and  cut  along  the  lines  which  are  prov- 
ing interesting  to  the  young  men  this  season. 
From  Ansorge  Bros.  &  Co. 


Cargill 

orders  for  the  buyers  and  make  no  exceptions 
regardless  of  the  merits  of  any  particular  in- 
stances. On  the  other  hand,  the  merchant  of 
the  smaller  city  and  town  usually  does  his  own 
buying,  is  therefore  in  immediate  contact  with 
each  individual  market  situation  and  is  able  to 
exercise  his  judgment  in  each  separate  matter 
and  buy  accordingly. 

It  is  a  pretty  safe  bet  that  the  male  popu- 
lation of  these  United  States  is  going  to  con- 
tinue to  wear  clothing  and  the  various  articles 
of  furnishings  next  fall  and  even  in  seasons 
to  follow.  It  is  a  well-known  fact  that  while 
the  public  is  not  buying  and  spending  as  lav- 
ishly as  in  1919,  prices  have  receded  and  pres- 
ent volume  levels  are  much  more  healthy. 

Unpleasant  Conditions  Brewing 

With  the  exception  of  some  spurts  of  busi- 
ness, such  as  last-minute  rush  orders  for 
Easter  merchandise  which  have  just  been  ex- 
perienced, manufacturers  of  men's  and  boys' 
wear  report  business  very  dull  and  bad.  Re- 
tailers are  continuing  the  hand-to-mouth  policy 
of  buying  to  a  very  marked  extent. 

Unless  the  condition  is  corrected  soon,  an 
unpleasant  situation  cannot  be  avoided  in 
many  lines.  A  scarcity  of  desirable  merchan- 
dise with  consequent  rush  for  goods  and  re- 
sultant higher  prices  is  as  certain  as  that  the 
sun  will  continue  to  shine  in  this  old  world. 
For  instance,  one  of  the  largest  manufactur- 
ers of  bath  robes  which  for  a  score  of  years 
has  worked  full  capacity  52  weeks  in  every 
year,  closed  shop  four  months  recently  and  is 
now  only  producing  a  very  small  percentage 
of  capacity  and  practically  all  on  immediate 
delivery  orders.  All  other  manufacturers  are 
in  practically  the  same  boat.  No  surplus 
stocks  are  being  made  up  and  when  the  last 
minute  rush  of  orders  comes,  it  is  certain  that 
goods  will  be  at  a  premium  unless  conditions 
correct  themselves  soon.  That  is  the  condi- 
tion existing  in  many  lines. 

The  Call  in  Men's  Suits 

In  men's  suits  for  the  present  season,  the 
call  seems  to  be  about  equally  divided  between 
single  and  double-breasted  models.  Ship- 
ments are  late,  due  to  the  late  start  in  the 
manufacturing  season  and  indications  are 
that  the  fall  manufacturing  season  will  be  a 
month  to  six  weeks  late  in  getting  started. 
The  piecegoods  mills  made  an  exceptionally 
late  start  for  the  fall  season  and  everything 
is  late. 

In  the  pajama  trade,  several  of  the  leading 
concerns  report  there  is  no  demand  excepting 
in  small  frequent  orders  for  immediate  deliv- 
ery. Prices  are  almost  100  per  cent  below 
those  quoted  a  year  ago,  but  are  still  about  40 
per  cent  higher  than  in  1914.  There  is  no  real 
life  to  the  trade  and  many  of  the  men  in  the 
business  express  the  opinion  that  there  will  be 
no  return  to  real  old  time  conditions  until 
next  year.   All  buying  is  on  a  60-day  basis. 

Salesmen  Haven't  Gone  Out  Yet 

Ordinarily  at  this  season  of  the  year,  fac- 
tories were  all  sold  up  for  the  fall  season  and 
three-quarters  of  the  orders  were  in  the 
works.    This  year  salesmen  who  ordinarily 


bcononust  plioto   {Fashion  Cauicia) 


Golf  suit  of  grayish-green  mixture  Tweed, 
four-button  model  with  the  pleated  shoulder 
giving  the  free-swing  arm  movement  which 
has  become  so  popular,  pleated'  belted  back, 
patch  pockets  and  "knicker"  trousers.  From 
Currick  &  Leiken  Co. 

start  out  in  January  for  fall  business,  have 
not  gone  out  yet. 

Buyers  in  stores  in  many  parts  of  the 
country  declare  they  are  low  in  stocks  of  bath- 
robes, but  they  are  only  purchasing  in  small 
lots  for  immediate  shipment.  They  don't 
think  prices  are  going  any  higher  and  are 
willing  to  take  the  chance  of  getting  enough 
when  it  is  needed.  They  declare  novelty  robes 
to  be  selling  surprisingly  well.  Orders  for 
fall  however  seem  practically  at  a  standstill 
excepting  from  some  of  the  small  towns. 
There  are  more  novelty  robes  being  made  this 
season  than  have  been  on  the  market  in  the 
past  20  years.  Robes  made  with  belts  of  the 
same  blanket  material  and  with  silk  and  satin 
trimming  are  to  be  in  good  demand. 

See  No  Use  in  Holding  Back 

Prom  the  manufacturers'  point  of  view, 
they  are  unable  to  see  the  advantage  of  with- 
holding orders  in  view  of  the  fact  that  the 
blanket  industry  insures  prices  each  season. 
The  robe  manufacturers  always  guarantee 
prices  on  all  orders  until  Dec.  15.  Several 
manufacturers  report  good  business  in  robes 
of  the  lighter  fabrics  and  beach  robes  for 
summer  use.  Salesmen  on  the  road  are  send- 
ing in  immediate  orders  which  in  the  aggre- 
gate, measure  up  to  the  standard  of  a  year 
ago.  The  cost  of  bathrobe  material  is  now 
221/2  per  cent  below  a  year  ago  and  the  price 

(Continued  on  page  83) 
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FRANKLIN 

WOOLEN  HOSIERVo 


M 


EN  respond  to  Franklin  Brand  appeal 
by  virtue  of  this  woolen  hosiery's  value. 

Men  know  all  wool  hose  when  they  see  it. 
Show  them  Franklin  Brand.  See  how  its 
feel  and  appearance  pleases.  Tell  them  the 
price  and  note  the  agreeable  surprise. 

But  then — to  have  made  woolen  hosiery 
for  three  generations  ought  to  mean  some- 
thing in  Hosiery  perfection. 

So,  naturally,  why  shouldn't  men  and 
thousands  of  stores  recognize  Franklin  value 
instantly  and  continuously? 

SULLOWAY  MILLS 

FRANKLIN,  NEW  HAMP. 

E.  M.  Townsend  &  Co.,     Sole  Agents 

345  Broadway,  New  York 
Boston  Philadelphia  Chicago 


A  ll-wool  seamless  and  full  fashioned 
styles  in  plain  and  fancy  colors  and 
heather  mixtures.  A  Iso  silk-and-wool. 
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Aims  His  Appeal  at  Rank  and  File 
And  Is  Ready  for  All  of  Them 


Taught  Him 
-He  Guaran- 


This  Jacksonville  Men's  Wear  Manager's   Experience  Has 
That  Values  and  Service  Are  Appreciated    by  Everybody 
tees  Satisfaction,  and  Is  Willing  to    Pay  up  When  His  Department  Falls 
Down — "Knowing  Men's  Natures  the  Key,"  He  Says 


timALK  of  exclusive  trade  may  be  all 
right,"  said  Mr.  Goldstein  of  the 
Kohn-Furchgott    Co.,  Jacksonville, 
Fla.,  recently  to  an  Economist  staff-member — 
"it  is  a  good  thing,  of  course,  but  you  can't 
live  on  a  diet  of  ice  cream — the  trade  which 
counts  in  a  department  store  is  a  substantial 
general  trade. 

"Of  course  v^^e  want  all  of  the  trade  we  can 
get,  whether  it  comes  from  the  boy  in  high 
school  or  from  a  retired  millionaire,  but  it  is 
not  the  retired  millionaire's  trade  nor  the  high 
school  boy's  trade  that  really  makes  a  worth- 
while men's  wear  department.   It  is  the  trade 
of  the  great  middle  class— the 
trade  of  the  men  between.   The  ..................... 

men  who  desire  to  be  fashion 
plates  are  relatively  few,  and 
usually  they  are  so  fussy  and 
difficult  to  sell  and  pleaSe  that 
their  trade  is  not  very  profitable 
after  all. 


in  stock.  The  letter  was  waiting  for  them 
when  they  registered.  It  was  often  the  first 
reading  matter  they  had  in  Jacksonville,  and 
it  brought  business,  many  men  coming  in  just 
to  comment  on  the  letter,  and  then  it  was  my 
business  to  sell  them  something  before  they 
got  out.    This  I  often  did. 

"This  stunt  paid,  and  paid  well,  because 
I  had  studied  the  practical  psychology  of  the 
traveling  public.  People  are  very  impression- 
able, traveling  people  especially  so,  and  there 
is  no  time  when  you  can  make  a  greater  im- 
pression on  a  man  than  when  he  has  just  reg- 
istered in  a  strange  hotel  in  a  strange  town. 


He  Cast  the  Hat  Upon  the  Waters 


"A 


MAN  came  in  and  bought  a  derby  hat.    He  went  out,  got 


Tire  of  Extremes 


on  a  street  car,  and  stuck  his  head  out  of  the  window, 
when  a  truck  came  along  and  crushed  the  hat  against  his  head. 


he  came  in  and  paid  me  for  the  hat  I  had  given 
in  exchange,  telling  me  at  the  time  how  it  all 
had  happened.  This  was  an  act  of  bravery  on 
his  part,  as  usually  a  man  won't  '  'fess  up'  as 
he  did. 

"That  man  has  been  one  of  my  best  cus- 
tomers, and  has  brought  thousands  and  thou- 
sands of  dollars  of  business  into  this  depart- 
ment, and  all  because  I  shamed  him  by  my 
liberality  in  the  case  of  the  crushed  hat. 

"Most  people  take  themselves  too  seriously, 
lacking  a  sense  of  humor  and  an  appreciation 
of  some  of  the  little  things  that  go  to  make  life 
enjoyable.   Many  buyers  would  have  raved  and 
stormed,   and   refused  to  take 
back  the  hat,  and  told  the  man  he 
was  cheating  the  store,  and  so 
on,  but  what  would  they  have 
gained?   They  would  have  saved 
the  store  a  possible  two  or  three 
dollars,  and,  though  the  customer 
might  come  back,  again  he  might 
not. 


"At  a  certain  age  a  young 
man  wants  a  lot  of  colors,  and  a 
lot  of  folderols  on  his  clothes  to 
attract  attention.  But  he  soon 
learns  that  it  is  poor  policy  to 
have  people  staring  at  him,  and 
he  abandons  the  idea  of  anything 
extreme  in  clothes.  Consequently, 
a  department  store  should  cater 
to  the  substantial  trade  that 
dosen't  demand  something  differ- 
ent every  time  the  season  is 
changed,  and  that  will  be  sat- 
isfied with  a  good  piece  of 
goods,  well  fitted  and  properly 
tailored. 

"In  order  to  get  this  class  of  business  the 
head  of  the  department,  and  all  of  his  sales- 
people, must  be  "regular  men."  A  study  of 
the  practical  psychology  of  life,  and  the  actual 
giving  to  the  customer  of  a  little  bit  more  than 
he  expects  when  he  makes  his  purchases,  will 
make  two  customers  bloom  where  only  one 
bloomed  before. 

"Be  on  your  toes  at  all  times.  Here  in 
Jacksonville  we  have  a  large  tourist  trade.  A 
few  years  ago  I  put  over  a  plan  that  got  me 
a  fine  line  of  business  and  that  got  me  the  rep- 
utation of  having  in  stock  as  fine  a  line  of 
goods  as  could  be  found  anywhere,  and 
made  my  department  as  well  known  to  some 
of  the  tourists  as  some  of  the  best  stores  on 
Fifth  Avenue. 

Checks  Up  at  Hotels 

"I  made  it  a  practice  to  watch  the  hotel 
registers  very  carefully;  each  day  I  sent  a 
letter  to  every  man  who  registered  in  any  of 
our  tourist  hotels  the  day  before.  Also,  I  sent 
letter  to  every  theatrical  company  that  came 
to  town,  getting  from  the  managers  of  the 
local  theaters  the  names  of  the  people  who 
were  to  appear  on  the  bills,  and  where  they 
would  be  registered  when  they  came. 

"The  day  before  these  people  arrived  I  sent 
a  letter  to  the  hotels  telling  them  what  I  had 


He  straightened  the  hat  out  as  best  he  could,  came  back  and  told 
me  I  had  sold  him  a  hat  that  had  been  crushed.  I  did  not  ask 
any  questions,  but  gave  him  a  new  hat,  and  put  the  old  one  aside. 
A  little  bit  later  he  came  into  the  store  and  bought  some  stuff. 
About  a  year  afterward,  he  came  in  and  paid  me  for  the  hat  I  had 
given  in  exchange,  telling  me  at  the  time  how  it  all  had  happened. 
This  was  an  apt  of  bravery  on  his  part,  as  usually  a  man  won't 
'fess  up'  as  he  did. 

"That  man  has  been  one  of  my  best  customers,  and  has  brought 
thousands  and  thousands  of  dollars  of  business  into  this  depart- 
ment, and  all  because  I  shamed  him  by  my  liberality  in  the  case 
of  the  crushed  hat." 


Get  Customer's  Viewpoint 


He  doesn't  know  a  soul  in  that  tovra,  and  if 
you  come  to  him  then  with  a  little  letter  at 
that  time,  he  will  first  wonder  how  in  thunder 
you  got  his  name  and  address,  and  then  he  will 
thank  you  for  your  interest.  As  many  of 
these  people  who  register  at  our  hotels  later 
become  residents  of  the  city,  my  little  letter 
built  up  a  trade  that  lasted. 

"Following  this  initial  introduction,  and 
the  trade  that  resulted  from  it,  I  have  de- 
veloped my  trade  by  providing  good  merchan- 
dise, advertising  it  well,  and  then  treating  my 
customers  more  than  right.  I  have  always 
been  most  liberal  on  refunds,  taking  back 
everything  on  which  a  person  complains.  In 
this  way  I  am  often  handed  a  package,  but  the 
man  who  hands  me  the  package  is  so  ashamed 
of  himself  for  having  taken  advantage  of  my 
liberality,  that  he  will  never  trade  elsewhere. 

"I  remember  one  incident  in  which  a  man 
came  in  and  bought  a  derby  hat.  He  went 
out,  got  on  a  street  car  and  stuck  his  head  out 
of  the  window,  when  a  truck  came  along  and 
crushed  the  hat  against  his  head.  He  straight- 
ened the  hat  out  as  best  he  could,  came  back 
and  told  me  I  had  sold  him  a  hat  that  had  been 
crushed.  I  did  not  ask  any  questions  but  gave 
him  a  new  hat,  and  put  the  old  one  aside.  A 
little  bit  later  he  came  into  the  store  and 
bought  some  stuff.    About  a  year  afterward 


"Always  think  of  yourself  as 
a  customer  in  somebody  else's 
store  when  a  thing  of  this  kind 
comes  up,  and  think  how  you 
would  like  to  be  treated  per- 
sonally. 

"My  ads  had  always  said  that 
I  would  take  back  goods  without 
question.  Maybe  this  fellow  who 
had  his  hat  crushed  was  trying 
to  test  me  out.  Furthermore, 
when  he  came  back  after  having 
his  head  collide  with  a  delivery 
truck  he  wasn't  in  the  best  of 
humor  himself,  and  if  I  had 
failed  to  make  good  on  the  promises  of  my 
ads  I  would  not  have  improved  his  temper 
at  all, 

"The  business  that  resulted  from  this  one 
little  deal  would  pay  me  for  fifty  deals  where 
I  had  gotten  'stung  proper,'  and  the  customer 
had  never  come  back. 

They're  Reg'lar  Fellers 

"Your  customers  are,  for  the  most  part, 
reg'lar  fellows;  treat  them  so.  Be  a  little 
courteous  and  have  your  clerks  say  'please' 
and  'thank  you.'  It  is  just  as  easy  on  your 
part  or  their  part,  and  the  customers  will  ap- 
preciate it.  Do  not  be  a  snob.  You're  in 
business  for  business'  sake,  not  for  pink-tea 
effects,  and  whether  a  man  wants  a  pair  of 
overalls  and  a  cheap  straw  hat,  or  the  finest 
suit  in  your  racks,  treat  him  as  though  he  was 
worth  while.    He  may  be,  after  all. 

"My  trade  here  is  very  mixed.  People  told 
me  that  I  would  not  get  the  best  trade  in 
town  if  I  took  negro  business,  and  while  I  do 
not  encourage  colored  business,  I  take  it.  As 
I  said,  I  am  in  business  and  after  trade,  and 
as  someone  has  once  said  that  'God  must  have 
loved  the  common  people  for  he  made  so  many 
of  them,'  I  find  it  quite  necessary  to  get  busi- 
ness from  these  common  people. 

"And,  furthermore,  while  men  in  New 

(Continued  on  page  83) 
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Here's  a  big  message  from  Hanes! 

A  new  Hanes  Athletic  Union  Suit 
made  to  outlast  them  all! 


Full  Cut 

AthleticUnion  Suits 

Hanes  trademark  this  spring  goes  on  a  new  Hanes 
line — Athletic  Union  Suits  made  the  Hanes  way 
from  standard  pajama  check  72  x  80. 

Hanes  Athletic  Union  Suits  are  offered  to  the 
trade  as  the  best  example  of  common-sense,  fair- 
priced  summer  underwear  we  have  ever  seen!  In 
points  of  being  full  cut,  care  in  making,  reinforce- 
ments, accurate  sizes  and  quality  of  pearl  buttons 
sewed  on  to  stay,  we  tell  you  Hanes  Athletic  Union 
Suits  exceed  in  value  any  similar  garment  anywhere 
near  the  price.    Read  these  features: 

FULL  CUT 
ACCURATE  SIZES 

size  40 — ^he  gets  size  40! 

ARMHOLES 


all  over  to  allow  free  sway  of  arms,  legs  and 
body. 

that  will  stand  any  tape 
test.  If  your  customer  buys 


taped,  instead  of  turned  under,  to  add 
strength,  durability  and  comfort.  This 
gives  a  flat  surface  which  prevents  the  armhole  curling. 

^J^^J^  reinforced  with  nainsook.  Hanes  Athletic  Union  Suits 
neck. 


are  also  made  up  with  taped  neck  and  with  "V"  shaped 


READ  HANES 
GUARANTEE: 

We  guarantee  Hanes 
Underwear  absolutely — 
every  thread,  stitch  and 
button.  We  guarantee  to 
return  your  money  or 
give  you  a  new  garment 
if  any  seam  breaks. 


C"i  aQT7V%  CQCiTCVI  stays  closed.  Crotch 

V-'l-iWiJl-iJ-/   V^IXW  1  lap  button  sewed  on  four 

thicknesses  of  material  instead  of  two  assuring  longer  service. 

^V^FRRIMr^     Dpi  TT— guaranteed 2-thread elastic web- 
t-ilJUlllV3     MJMliLA  i  bing  (instead  of  single  threaa) 
which  gives  more  strength  and  more  elasticity.    Specially  sewed  to 
garment  to  prevent  ripping  where  the  greatest  strain  comes. 

at  every  strain  point,guar- 
anteeing  against  seam  rips, 
of  first  quality  throughout 
and  sewed  on  to  stay. 


REINFORCEMENTS 
PEARL  BUTTONS 


'■Hane.'-  Labels  fi^,«^^t 


Hanes  label,  a  duplicate  of  the  trade  mark  printed 
here,  either  in  red,  blue  or  yellow.  The  Hanes 
blue  label  on  Men's  Shirts  and  Drawers  means 
10-lb.  weight;  the  blue  label  on  Men's  Double 
Carded  Union  Suits  (new  weight)  means  13-lb. 
weight;  the  blue  label  appears  on  Boys'  Double 
Carded  Union  Suits.  The  yellow  label  on  Men's 
combed  yarn,  silk  trimmed  Union  Suits  means 
the  new  10-lb.  weight.  The  red  label  appears  on 
the  new  full  cut  Athletic  Union  Suits.  The  red 
label  on  Men's  Shirts  and  Drawers  means  11-lb. 
weight;  the  red  label  on  Men's  Double  Carded 
Union  Suits  means  16-lb.  weight. 


P.  H.  HANES  KNITTING 

New  York  Office 


To  be  sold  for 
$1,00  per  Union  Suit 

Send  your  jobber  word  you  want  to 
see  these  new  Hanes  Athletic  Union 
Suits.  If  he  hasn't  stocked  them  yet,  he 
can  get  them  for  you. 

CO.,  Winston-Salem,  N.  C. 

Agents  for  Export 


Ciuaranteed  2- 
thread  elastic 
webbing  — 
specially 
sewed  to  pre- 
vent ripping. 


Crotch  lap 
button  sewed 


366  Broadway 


Amory,  Browne  &  Co.,  62  Worth  St.,  New  York 


rkfintS  ^oto%AM/n^ytcrjM  l4amJiA  IV^^nt^  h/ugM  Un(k^(injru2^ fcM^ 
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Display  of  boys'  clothing,  which  was  awarded  first  prize  for  the  hoys'  clothing  class  (Class  2)  in  the  Economist  Display  Contest  for  1920.    The  window 

was  arranged  by  Charles  A.  Vosburg,  display  manager  for  R.  H.  Macy  &  Co.,  Inc. 

Advice  on  Opening  a  Boys'  Department 


//  Isn't  Just  Running  a  Men's  Section,  Only  Carrying 
Smaller-size  Merchandise,"  Counselled  the  Merchandise  Man — 
When  You  Advertise  to  Boys,  You've  Got  to  Be  Original — 
Here  Are  Some  Suggestions  Showing  How  It's  Done 


You  must  remember  that  running  a 
boy's  apparel  department  isn't  just 
running  a  men's  section,  only  carry- 
ing smaller-size  merchandise,"  the  merchan- 
dise man  of  a  Western  department  store  point- 
ed out  to  the  buyer  of  the  men's  department 
who  had  just  taken  over  the  boys'  section. 

"But  do  boys  read  advertising,  for  in- 
stance?" the  buyer  questioned. 

"Not  unless  you  make  'em.  To  get  a  boy's 
interest,  you  must  capture  his  imagination. 
Every  normal  youngster  admires  strength, 
bravery,  adventure.  Advertising  that  ap- 
peals to  these  traits  will  succeed.  It  must  be 
strong,  attractive  and  original — and  must  al- 
ways attract  the  boy's  interest  and  set  him 
wondering." 

The  Direct  and  Indirect 

Right  here,  we  discover  what  one  Ohio 
department  store  learned  in  merchandising 
boys'  apparel:  that  there  are  two  ways  of  ad- 
vertising this  boys'  section,  the  direct  and  in- 
direct. Through  an  indirect  method  this 
Ohio  store  worked  out  a  clever  advertising 
plan.  It  so  happened  that  the  buyer  was  a 
fairly  young  man  who  liked  youngsters  and 

understood  them.   This  buyer,  Mr.  E  set 

about  deliberately  to  make  friends  with  his 
boy  customers  outside  the  store. 

He  began  to  spend  his  Sundays  and  holi- 
days visiting  diiferent  exclusive  private 
schools  for  boys  in  and  around  his  city.  Mr. 
E  ,  being  interested  in  athletics,  volun- 
teered his  services  at  these  schools  as  a  base- 
ball coach  and  umpire,  after  getting  the  con- 
sent of  principals  and  teachers.  By  using  his 
automobile,  he  was  able  to  visit  about  three 
different  schools  each  Sunday.  In  one  he  was 
coach  to  a  baseball  team,  in  another  umpire 
for  a  contest  game ;  in  another,  he  entertained 
the  boys  with  stories  and  local  news  items. 

To-day,  Mr.  E  has  worked  up  so  much 

interest  among  boys  that  they  look  forward 
eagerly  to  his  visits.  He  is  their  hero  and 
their  leader.   Being  young,  enthusiastic  and  a 


good  athlete  himself,  he  has  captured  the  im- 
agination of  these  boys. 


Economist  photo  (Fashion  Camera) 

A  button-on  novelty  in  boys'  wash  suits. 
Waist  of  white  mercerized  poplin  trimmed  with 
double  rows  of  tan  silk  soutache  braid,  sport 
collar  and  pearl  buttons.  Pants  of  light  tan 
materia!.    Made  by  Superior  Wash  Suit  Co. 


Of  course,  at  bottom,  these  visits  are  busi- 
ness-building ones,  and  Mr.  E  's  work  in 

private  schools  has  become  a  successful  ad- 
vertising plan.  At  his  visits,  he  never  men- 
tions his  store  or  his  department,  but  it  is 
generally  known  among  the  school  officials. 

Moreover,  Mr.  E  always  tells  his  business 

connection  to  any  boy  who  inquires  about  it. 
Needless  to  say,  word  is  passed  from  one  boy 
to  another. 

Where  does  the  profit  to  the  store  come 
in?  When  these  boys  go  shopping  with  their 
parents,  to  be  outfitted,  they  invariably  lead 
their  mother  or  dad  into  the  store,  just  to  see 

their  hero  (for  that's  what  Mr.  E   has 

become  to  many  of  these  youngsters).  One 
boy  whom  this  young  buyer  had  trained  in 
baseball  at  a  private  school  came  in  with  his 
mother  one  day  and  purchased  an  eighty- 
dollar  overcoat. 

When  They  Come  to  Him 

In  some  schools  when  the  boys  want  uni- 
forms, or  special  color  sweaters,  ties,  hats, 
bands,  etc.,  to  represent  their  athletic  teams, 

this  business  naturally  goes  to  Mr.  E  's 

department.  The  costume  business  for  ama- 
teur school  theatricals  usually  goes  to  this 
store,  too. 

There's  a  live  idea  in  Mr.  E  's  plan  of 

getting  acquainted  with  boys  outside  the 
store.  It's  indirect  advertising — and  it  may 
take  some  time  to  build  up,  but  it's  effective- 
ness is  unquestionable. 

Then,  there's  the  more  direct  advertising 
plan  that  an  Eastern  store  worked  out  in  con- 
nection with  boy's  apparel.  The  buyer  of  the 
department,  realizing  that  the  circus  and 
small  boys  were  synonymous  in  springtime  de- 
cided to  get  some  advertising  out  of  this  an- 
nual event.  He  advertised  that  he  would  give 
free  circus  tickets  to  the  first  fifty  boys  who 
came  in  to  the  clothing  department  to  be 
fitted  for  a  suit. 

They  came,  all  right.  Suddenly  every 
youngster  in  town,  it  seemed,  had  convinced 
his  parents  that  he  needed  a  new  suit.  It 
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was  necessary  to  extend  the  circus  ticket  offer 
way  past  the  fifty  mark,  in  order  not  to  dis- 
appoint many  eager  youngsters  who  came  for 
suits. 

Realizing  the  value  of  advertising  in  con- 
nection with  the  circus,  this  Eastern  store 
went  even  further.  It  arranged  with  the 
manager  of  the  circus  to  have  the  clown  come 
to  the  boys'  apparel  department  every  morn- 
ing and  on  afternoons  when  no  performance 
was  being  given.  The  clown  antics  became  a 
crowd  drawing  advertising  stunt,  and  while 
the  results  could  not  all  be  traced  directly,  it 
was  evident  from  each  day's  increase  that  his 
appearance  was  not  without  profit. 

Now's  Time  to  Team  With  Circus 

"There's  nothing  in  the  world  like  the  cir- 
cus to  capture  youthful  imaginations  and  any 
store  that  realizes  it  is  on  the  right  track. 
In  a  month  or  two,  the  big  parades  will  be 
moving  through  the  streets,  and  any  adver- 
tising plan  worked  with  the  circus  will  un- 
doubtedly be  profitable.  This  circus  crowd  is 
keen  for  advertising,  and  a  live  merchant  who 
co-operates  with  the  circus  management,  per- 
haps even  arranging  to  sell  circus  tickets  in 
the  boys'  department,  giving  a  slight  reduc- 
tion to  every  youngster  making  a  purchase 


Economist  photo  (Fashion  Camera) 

A  novel  feature  in  a  three-quarter  length 
dressing  robe  of  black  and  blue  wide  plaid 
silk,  wide  fiozving  Japanese  sleeves;  shazvl  col- 
lar effect,  cuffs  and  wide  sash  of  black  Skin- 
ner satin.  The  pockets  have  fancy  welts  of 
the  garment  material.    Made  by  H.  Kaufman. 

over  a  certain  amount,  is  working  along  the 
right  track. 

One  Detroit  store  decided  to  make  an  ad- 
vertising "birthday  drive."  It  secured  a  good 
mailing  list  of  boys  and  got  the  dates  of  their 
birthdays.  Needless  to  say,  this  natal  day  is 
always  an  important,  much  awaited  day  in  the 


Pajamas  have  taken  on  novel  style  features 
this  season.  Here  they  are  made  of  soisctte 
cloth  with  English  collar  and  trimmed  zt'ith 
soutache  braid.  There  are  two  hip  pockets. 
Shozvn  by  Steiner  &  Son,  Inc. 

life  of  the  average  small  boy. 

Realizing  this,  on  the  date  of  the  birthday, 
the  boys'  department  of  this  store  would  tele- 
phone in  this  way: 

"Is  this  Mrs.  Smith?  May  I  speak  to  Wil- 
liam? "  Then,  when  the  youngster  came  to 
the  phone,  the  store  representative  would  say : 
"Hello,  William.  I  want  to  congratulate  you 
on  your  birthday." 

Naturally  the  youngster  would  ask  who 
was  speaking. 

"This  is  Mr.   Jones   of  B  's.    I  just 

want  to  tell  you,  William,  that  we're  sending 
you  a  httle  gift  for  your  birthday.  It's  ad- 
dressed to  you  and  we  hope  you'll  like  it." 

Then  by  mail,  the  store  would  send  the 
youngster  a  little  top,  a  knife,  or  some  inex- 
pensive gift. 

This  personal  telephone  attention,  followed 
up  by  the  gift,  proved,  needless  to  say,  a  very 
profitable  advertising  plan.  It  always  made 
a  permanent  impression  on  the  boy  and  went 
a  long  way  in  cultivating  the  good  will  of  the 
parents. 


Aims  His  Appeal 

(Continued  from  page  79) 

York  may  trade  in  fashionable  and  exclusive 
clothing  shops  where  only  a  man  with  a  Rocke- 
feller purse  can  afford  to  pay  the  price,  I  find 
that  I  can  sell  the  highest  grade  of  clothes 
made  and  the  cheapest  pair  of  overalls  prac- 
tically over  the  same  counter,  and  both  with- 
out offending  the  purchaser  of  the  broadcloth, 
or  the  purchaser  of  the  denim,  either,  for  that 
matter. 

"In  this  department  I  carry  everything 
from  men's  hats  to  the  socks  they  wear  on 
their  feet,  including  all  articles  of  apparel  that 
go  between.  While  I  have  spent  many  years  of 
my  life  in  a  specialty  shop,  I  find  that  I  can 
get  better  results,  sell  more  goods,  in  a  smaller 
space,  in  shorter  time,  at  less  prices,  and  give 
my  customers  better  service  in  a  department 
store  than  I  could  give  them  in  the  best 
specialty  shop  conducted.    This  because  the 


men's  wear  department  in  a  department  store 
has  all  of  the  advantages  of  a  specialty  shop 
and  many  more  besides.  Credit  lists  are  taken 
care  of;  overhead  expense,  if  a  store  is  prop- 
erly managed,  is  less;  and,  furthermore,  you 
have  a  big  bulk  of  customers  in  a  department 
store  that  you  can't  possibly  get  in  a  specialty 
shop,  and  if  you  handle  your  business  properly 
you  can  bring  as  many  men  in  your  depart- 
ment as  you  could  get  in  a  specialty  shop. 

Keeps  Tab  on  Customers'  Taste 
"I  work  right  in  the  department  myself, 
because  I  must  know  what  my  customers  are 
wearing,  what  they  want,  how  they  are  think- 
ing, what  they  are  thinking.  We  have  many 
retired  people  here,  and  their  demands  are  for 
a  class  of  merchandise  seldom  sold  in  a  town 
this  size.  Usually  they  want  only  very  con- 
servative garments,  but  durable  and  of  the 
best  possible  texture.  These  people  are  'fussy,' 
and  it  is  quite  important  in  selling  them  shirts, 
for  example,  to  see  to  it  that  their  sleeves  are 
shortened  to  give  them  the  proper  length.  In 
selling  them  hats,  provide  them  with  proper 
sweatbands,  and  observe  other  little  attentions 
they  are  accustomed  to  receive  either  from 
their  own  custom  tailor  or  from  specialty  shop 
proprietors  who  have  known  them  all  their 
lives. 

"Our  trade  is  very  cosmopolitan,  generally, 
and  so  I  must  stock  to  appeal  to  everybody, 
but  it  can  be  done  and  done  easily  if  a  man 
will  only  use  his  head  and  think  a  bit. 

"Business  is  a  great  game,  and  if  you  will 
be  successful  in  it  you  must  learn  the  rules  of 
the  game  and  then  play  these  rules  to  the  limit. 
Don't  crowd  and  don't  hurry.  If  you  make 
a  mistake  and  get  stuck  it  is  usually  your  own 
fault,  and  a  man  who  has  never  made  a  mis- 
take wears  a  wooden  overcoat,  after  all.  He 
is  dead.  That  is  what  I  tell  my  salespeople, 
and  I  think  they  understand  what  I  mean." 


Hand-to-Mouth 

(Continued  from  page  77) 

quotations  of  the  finished  robes  are  about  40 
per  cent  below  last  year. 

In  neckwear  styles,  there  is  a  very  defi- 
nite vogue  setting  in  for  scarves  much  nar- 
rower than  last  season.  Extremely  low  col- 
lars are  coming  into  fashion  very  rapidly. 
All  the  new  styles  developed  by  the  leading 
makers  emphasize  the  new  style  strongly  and 
manufacturers  of  neck  ties  were  quick  to  come 
forward  with  styles  to  suit  the  collar  styles. 
A  tie  with  a  very  small  knot  is  the  only  thing 
which  can  be  made  neat  and  attractive  with 
the  new  low  collar  styles.  Naturally  the  whole 
construction  of  the  tie  must  have  a  narrow 
design  as  compared  with  the  ties  and  4 
inches  in  apron  widths  of  a  season  or  two  ago. 
Ties  with  apron  widths  of  2  to  21/2  inches  are 
now  the  proper  things. 

Stripes  in  Strong  Demand 

There  seems  to  be  no  definite  style  trend 
with  regards  to  patterns  of  tie  materials  un- 
less it  can  be  said  that  stripes  seem  sure  to 
continue  in  strong  demand  despite  the  pre- 
dictions of  loss  of  favor  with  the  public. 

Belated  orders  are  pouring  into  manufac- 
turers of  straw  hats.  Some  stores  about  the 
country  took  occasion  during  the  few  real 
warm  days  of  the  past  two  or  three  weeks  to 
surprise  the  natives  of  their  tovras  by  show- 
ing whole  windows  full  of  straw  hats.  Indi- 
cations are  that  light  felts,  cloth  hats  and  caps 
of  the  sport  designs  are  to  be  particularly 
strong  contenders  for  the  honors  during  the 
coming  season.  With  the  straw  hat  season 
due  to  open  in  the  next  few  weeks,  merchants 
must  be  looking  to  their  stocks  with  a  criti- 
cal eye. 


84 


DRY  GOODS  ECONOMIST,  AI^RIL  2,  1921 


Section  of  the  "New  If  oy"  Infants'  Department  i^j 
of  The  Andres  Co.,  Evansville,  Ind.  Desijicncd  and  ;"^| 
raanufaftared  by  the  Grand  Kapids  Show  (lur^c.  (k>.,r:t| 
Grand  Rapids,  Michigan.  * 


r 


oeelyh /men 

A  NEW  and  different  novelty  fabric 
finish  paper.  The  smart  shape  of  the 
long  narrow  envelopes  will  surely  appeal 
to  every  woman. 

JOCELYN  comes  in  a  tandem  box,  paper  and 
envelopes  silk  ribbon  tied — a  wonderful  number 
to  retail  at  a  moderate  price. 
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Joint  Spring  Opening  Plan  Pays  Good 
Dividends  to  Trenton  Stores 


Merchants'  Division  of  Chamber  of  Commerce,  300  Strong,  Achieves  Distinct  Im- 
provement Over  Old  Plan  of  Individual  Openings — Out-of-Town  Customers  At- 
tracted by  Mileage  Guarantee 


JOINT  seasonal  openings,  annual  economy 
days  on  which  out-of-town  purchasers  are 
paid  mileage  at  the  rate  of  three  cents  per 
mile,  and  joint  advertising  campaigns,  espe- 
cially directed  to  attract  customers  from  sur- 
rounding towns,  are  just  a  few  of  the  bene- 
ficial activities  that  are  paying  good  dividends 
to  the  merchants  of  Trenton,  N.  J.,  through 
association  work.  There  are  about  300  mem- 
bers in  the  Merchants'  Division  of  the  Tren- 
ton Chamber  of  Commerce  and  every  one  of 
them  is  an  enthusiastic  booster  for  the  plan  of 
concerted  action. 

New  members  in  the  Chamber  of  Com- 
merce are  given  the  opportunity  of  deciding 
which  division  they  desire  to  become  affiliated 
with,  and  the  Merchants'  Division  includes 
some  wholesale  houses  and  a  few  professional 
men. 

Rivalry  Keen  but  Friendly 

For  all  the  merchants  who  deal  in  season- 
able goods,  a  date  is  set  for  season  co-opera- 
tive openings,  and  all  the  stores  enter  into 
a  keen  but  friendly  rivalry  to  have  the  most 
attractive  displays  and,  of  course,  the  incen- 
tive for  attracting  business  is  strengthened. 
The  benefit  of  such  openings  is  accumulative 
because  they  come  to  be  looked  upon  as  an 
event  of  great  importance  to  residents  of  the 
community. 

The  spring  openings  for  1921,  which  took 
place  March  3  and  4,  proved  no  exception  to 
the  rule.  As  a  leading  Trenton  merchant  de- 
clares, the  idea  of  having  all  the  merchants 
hold  openings  on  a  certain  date  results  in  a 
very  valuable  psychological  effect  on  the  people 
of  the  community.  It  concentrates  their  minds 
upon  that  certain  date  as  the  time  when  they 
feel  they  can  be  sure  that  the  season  merchan- 


dise is  ready  for  them  to  start  their  buying 
tours.  It  has  a  very  much  better  effect,  the 
merchants  declare,  than  when  each  store  held 
its  opening  on  different  dates,  and  has  the 
added  advantage  of  giving  every  merchant  an 
equal  chance  for  business. 

Windows  Shuttered  Wednesday 

Presentation  of  the  new  season's  window 
displays  the  night  before  opening  day  has  be- 
come an  important  event.  Following  the  an- 
nual custom,  store  window  shades  were  drawn 
on  the  afternoon  of  Wednesday,  March  2,  and 
the  display  men  got  busy,  and  wrought  many 
beautiful  creations  of  their  art. 

Promptly  at  8  o'clock  in  the  evening 
shades  were  raised  and  the  store  windows 
blazed  forth  in  splendor.  The  streets  were 
filled  with  people,  busily  engaged  in  "window 
shopping,"  and  the  many  new  styles  in  suits, 
cloaks,  dresses,  millinery,  shoes,  accessories, 
piece  goods  and  other  merchandise  were  the 
cynosure  of  all  eyes.  Stores  are  always  gayly 
decorated  with  palms,  ferns,  and  flowers. 
When  the  plan  was  first  started  some  time  ago, 
prizes  were  offered  for  the  best  appearing 
store  window,  but  it  resulted  in  ill  feelings 
and  the  prizes  were  eliminated. 

Ads  Cover  Ten  Towns 

Joint  advertisements  are  used  in  the  news- 
papers of  ten  suburban  towns  surrounding 
Trenton  and  3,500  letters  are  sent  out  to  a 
picked  list  of  persons  in  those  towns,  an-^ 
nouncing  such  openings.  The  towns  are  Cran- 
bury,  Hightstown,  Freehold,  Princeton,  Flem- 
ington,  Frenchtown,  Lambertsville,  Newtown, 
Bristol,  Bordentown  and  Burlington. 

One  day  during  each  summer  is  set  aside 
for  a  special  drive  for  out-of-town  trade,  and 


on  that  day  the  merchants,  through  their  as- 
sociation, pay  all  transportation  charges  of 
out-of-town  purchasers  at  the  rate  of  three 
cents  a  mile  for  the  round  trip.  Each  store 
issues  a  coupon,  showing  the  amount  of  the 
purchases  made.  Anyone  presenting  coupons 
for  purchases  totaling  in  excess  of  $5  is  given 
the  mileage  money  at  the  office  of  the  Chamber 
of  Commerce,  to  cover  the  distance  from  their 
homes.  The  three  cents  per  mile  is  paid  re- 
gardless of  what  form  of  transportation  was 
used  by  the  purchasers,  whether  it  be  train, 
trolley,  automobile  or  wagon. 

Cost,  Divided,  Is  Small 

Divided  among  the  various  members  of  the 
Association,  the  cost  of  the  mileage  is  very 
slight,  and  the  merchants  point  out  many  ad- 
vantages of  the  plan.  It  attracts  business  to 
Trenton  stores  as  the  first  important  result. 
But  perhaps  even  more  important  is  the  valu- 
able and  accurate  information  to  be  gleaned 
from  a  careful  examination  of  the  purchase 
coupons. 

They  give  definite  statistics  of  what  com- 
munities the  buyers  are  coming  from  and  which 
of  the  Trenton  stores  they  are  patronizing  most 
liberally.  Some  Thursday  during  the  summer 
months  is  usually  selected  for  that  event,  and 
it  has  worked  out  very  satisfactorily  for  the 
merchants.  The  check  on  the  purchase  cou- 
pons serves  to  show  in  which  of  the  surround- 
ing towns  the  best  results  are  being  obtained 
from  the  advertising  used. 

Instead  of  "Dollar  Day,"  the  Trenton 
merchants  hold  "Dollars  Day,"  making  the 
money  end  a  plural  event,  once  or  twice  each 
year.  They  make  it  a  special  point  to  offer 
real  attractive  bargains,  and  such  days  have 
proven  very  successful  with  them. 


New  York  Retail  Exposition  to  Be  Notable  Event 


Plans  for  the  National  Retail  Merchants' 
Exposition  to  be  held  in  New  York  from  July 
18  to  Aug.  13  assume  larger  proportions  with 
each  passing  day.  Following  the  custom,  long 
established  and  highly  successful  abroad,  of 
holding  large  merchandise  expositions,  pro- 
gressive manufacturers  in  this  country  are 
adopting  this  method  of  bringing  their  wares 
more  conveniently  to  the  attention  of  the 
buyer. 

The  recent  Silk  Show  held  at  the  Grand 
Central  Palace  did  more  to  revive  and  stimu- 
late interest  in  silk  than  could  have  been  ac- 
complished by  any  amount  of  individual  ef- 
fort. Silk  buyers,  merchants  and  consumers 
from  all  over  the  country  attended  the  Silk 
Show  and  absorbed  a  higher  respect  for  silk 
than  they  ever  had  before. 

The  National  Retail  Merchants'  Exposi- 
tion will  be  patterned  somewhat  after  the 
Silk  Show.  The  exposition  will  be  held  at  the 
Imperial  Hotel,  but  the  four  fashion  shows 
will  be  at  a  Broadway  theatre.  The  first,  on 
Wednesday  evening,  July  20,  will  be  devoted 
to  knit  wear  sweaters  and  bathing  suits.  Mack 
Sennett's   bathing   girls   acting   as  models. 


The  second,  on  Wednesday,  July  27th,  will 
feature  evening  wear-gowns,  wraps  and  furs 
with  screen  favorites  and  popular  actresses  as 
models,  and  the  third,  Wednesday,  Aug.  3,  will 
show  millinery  for  women  and  children. 

The  fourth,  Wednesday,  Aug.  10,  is  to  be 
devoted  to  wearing  apparel,  women's  and  chil- 
dren's coats,  wraps,  suits  and  dresses.  Prizes 
will  be  awarded  at  each  show  and  fourteen 
solid  silver  loving  cups  will  be  given  away. 

The  judges  will  consist  of  buyers  selected 
from  the  larger  department  stores  throughout 
the  country  and  fashion  editors  of  business 
papers  and  fashion  magazines. 

The  orchestra  floor  of  the  theatre  will  be 
reserved  solely  for  buyers  and  those  in  the 
trade.  The  remainder  of  the  house  will  be  for 
guests  specially  invited.  At  the  Imperial  Ho- 
tel the  exhibit  space  will  include  the  red  room, 
the  crystal  room,  and  the  blue  dining-room. 

The  flrst  floor  will  be  taken  up  with  ex- 
hibits of  fabrics  of  all  kinds,  including  rib- 
bons, brocaded  and  beaded  novelties,  notions 
and  smallwares,  draperies  and  upholstery  fab- 
rics. 

Second    floor — Wearing    apparel    of  all 


kinds,  hats,  gloves,  shoes,  coats,  raincoats, 
sweaters,  bathing  suits,  ,  corsets,  brassieres. 

Third  floor — Holiday  gift  and  art  shop 
novelties,  including  toys,  souvenirs,  greeting 
cards,  perfumes,  jewelry,  drug  specialties, 
hair  ornaments,  leather  goods,  sporting  goods, 
cameras,  phonographs,  rubber  goods,  station- 
ery, school  supplies,  pottery,  bead  bags,  um- 
brellas and  infant's  novelties. 

Fourth  floor — Cut  glass,  crockery,  por- 
celain, lamps,  clocks,  picture  frames,  silver- 
ware, cutlery,  aluminum  ware,  tin,  enameled 
and  ironware,  also  vacuum  cleaners,  carpet 
sweepers,  kitchen  utensils,  oil  stoves,  wash- 
ing machines,  electrical  appliances,  and  auto- 
mobile accessories. 

The  management  has  adopted  a  unique  and 
individual  method  of  advertising  the  fair 
which  will  bring  it  continuously  to  the  atten- 
tion of  more  than  18,000  buyers.  Admission 
will  be  by  invitation  only,  and  buyers  upon  ap- 
plication will  be  supplied  with  passes  for 
themselves  and  friends. 

There  -vrill  be  many  surprises  in  the  way 
of  entertainment  features  and  handsome  sou- 
venirs for  buyers  attending  the  Fair. 
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SUNSET  SALES  MAKE 

Clean,  Profitable  Business-^. 


and  add  to  the  permanent  Good  Will  of  your  store;  because  Sunset 
makes  an  enthusiastic,  boosting  friend  of  every  woman  who  tries  it. 
This  personal  advertising  can  only  be  bought  with  Quahty;  and 
Quality— far  above  any  competition— is  the  real  reason  for  the  tre- 
mendous success  Sunset  has  attained. 


New  Window 
Cut- Out  FREE 

Size:  28"x40". 
Many  beauti- 
ful colors.  If 
you  have  not 
already  re- 
ceived one, 
write.  Sent 
free. 


22 


FAST 
COLORS 


While  other  dye  manufacturers  are  spending  money  trying  to  discredit  one  another, 
build  your  dye  business  on  Sunset,  the  real  dye,  and  make  more  profit— gam  more 
satisfied  customers— than  on  all  the  others  put  together. 

Keep  a  full  line  of  colors  always  in  stock.  If  you  have  any  trouble  in  getting  Sunset, 
write  us  at  once. 

Sunset  SoapDyes 

The  Real  Dye 


Counter 
Display  Case 

Your  jobber 
can  supply 
Sunset  packed 
I  gross  as- 
sorted in  this 
attractive  dis- 
play case. 
Ask  him. 


HAROLD  F.  RITCHIE  &  CO.,  Inc. 

Sales  Representalices  for  United  Slates  and  Canada 
171  Madison  Ave.,  New  Yoik;  Toronto,  Canada 

NORTH  AMERICAN  DYE  CORPORATION, 

Manufacturers 
Mount  Vernon,  N.  Y.  Toronto,  Canada 


"TheMostWonderfuiDyc'sin  the  World" 


^"Smm^bfrnmammm  wt  corporation. 


Mount  Vernop.NYU  "s  i\ 


Trade  "RUBRIZ"  Mark 

WARNING! 

"Quickslip"  and  "Protecto"  Ventilated 
Bloomers  are  protected  by  our  patents — 
United  States,  No.  1353750;  Great 
Britain,  150219;  Canada,  202688.  Every 
garment   trade-marked  and  numbered. 


Export  Houses  and  Overseas 
Buyers  please  address  requests 
to 

D.  E.  Bronson  &  Co.,  Inc. 
15  E.  26th  St.,  New  York 


A  Happy,  Comfy  Baby 

In  ''Quickslip'  Baby  Bloomers 

The  fact  that  "Quickslips"  keep  the  baby's  clothes  sweet  and  dry  is  the  first  appeal 
they  make  to  mothers— but  it's  the  Ventilated  Sides  that  make  the  big  appeal  to 
the  babies  themselves.  There  is  no  chance  for  the 
baby  to  steam  and  chafe  when  dressed  in  "Quick- 
slips,"  for  the  moisture  evaporates  through  the  pat- 
ented side  ventilators. 

"Quickslips"  are  made  of  the  finest  sheet  rubber, 
strongly  reinforced  by  cemented  seams  and  bands. 
No  cloth  is  used  in  any  part  of  a  "Quickslip"  to  tear, 
wear  or  grow  sour.  They  are  generously  roomy. 
Easily  and  quickly  washed. 

Made  in  three  sizes:  Small,  Medium  and  Large.  Hand- 
some counter  display  box  furnished  with  initial  order  or  to 
replace  the  one  you  have  that  may  be  sales  worn. 

Ask  your  jobber  or  write  us  for  samples  and  latest  prices 
on  "Quickslip"  Baby  Bloomers,  "Kepdry"  Household 
Aprons,  "Protecto"  Ladies'  Sanitary  Bloomers  and  "Velvet 
Finish"  Rubber  Sheeting. 

Rubberized  Sheeting  &  Specialty  Co.,  Inc. 

"Rubber  Goods  Headquarters" 
221  Fourth  Avenue  New  York  City 


Trade  "RUBRIZ"Mark 
"Protecto"  Sanitary  Bloomers 

(Patented) 

Modern,  reliable,  quick-fit- 
ting, self-adjusting,  all-rubber, 
sanitary,  quick-selling.  Ven- 
tilated at  sides.  Cool,  com- 
fortable. All  threads  elimi- 
nated, thus  allowing  garment 
to  adjust  itself  to  several 
sizes.  Can  be  cleansed  b.v 
immersion  in  warm  water. 
More  desirable  than  the  old 
st.vle  sanitary  apron.  Sizes, 
Large.  Medhim  and  Small. 
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Attractive  window  of  box  stationery  and  writing  desk  accessories  arranged  by  Jack  Cameron,  display  manager  of  Harris  Emery  Co.,  Dcs  Moines,  Iowa 

There's  No  Substitute  for  Plain  Old 
H,0  in  Making  Quality  Paper 

One  Ton  of  the  Finished  Product  Requires  50,000  to  70,000  Gallons  of  Water^ 
Here  Are  Explanations  of  Some  of  the  Processes  by  Which  the  Quality  of 

Stationery  Is  Determined 


HAVE  you  ever  visited  a  paper  mill  and 
seen  unattractive  rags,  wood  pulp  or 
other  paper  materials  changed  as  if 
by  magic  into  pure,  white  paper?  It  is  a 
wonderful  thing,  and  whether  it  be  cheap 
newspaper,  soft  tissue,  or  crackling  station- 
ery, the  method  is  practically  the  same. 

In  a  quaint  Jersey  mill  just  visited  work- 
men were  transforming  rags  into  paper.  Blue 
rags,  white  rags,  country  rags,  city  rags, 
linen  rags,  cotton  rags,  clean  rags,  dirty  rags 
— there  they  stoood  in  big  bags,  tied  with 
ropes  or  banded  with  steel.  Dumped  out  on 
tables,  girls  sorted  them,  each  to  its  own  kind. 
The  colored  rags  were  bleached;  the  very 
filthy  ones  cleaned  by  boiling  in  strong  acids. 
Fine,  clean  linen  and  cotton  rags  were  kept 
apart  for  use  in  fine  stationery,  printing 
paper  or  tissue. 

Rags  Cleaned  and  Torn  Small 

Once  separated,  each  lot  went  through  a 
cleaning  machine  which  beat  out  the  dust, 
tossing  it  aside  to  be  carried  off  in  the  dust 
shafts.  Next  a  cutting  machine  tore  the  rags 
into  small  pieces,  about  an  inch  square,  after 


I  'HE  second  article  in  a  series  of  three  on 
the  paper-making  industry.  The  third 
will  deal  with  judging  the  quality  of  sta- 
tionery as  it  depends  upon  the  process  of 
making  it.  Some  of  the  commonly  used, 
specially  prepared  papers  also  will  be  con- 
sidered. 


which  a  belt  carried  off  the  cut  rags  and 
dumped  them  into  big  boilers  containing  hot, 
soapy  solutions.  Here  the  rags  were  boiled 
from  three  to  seven  hours.  This  loosened  the 
fibers,  removed  the  starch  and  reduced  them 
to  pulp.  After  this  they  were  emptied  into 
the  beating  machine.  This  was  the  famous 
machine  known  to  the  paper  manufacturers 
as  the  "Hollander,"  the  invention  of  which 
largely  increased  the  possibilities  of  output 
of  high-grade  paper  on  a  large  scale. 

Chewed  by  Rotating  Teeth 

In  the  beating  room  occurred  some  of  the 
most  interesting  and  important  processes  of 
paper  manufacture.    Several  of  these  "Hol- 


landers," or  beating  machines,  stood  'round 
in  rows  like  so  many  big  fountains.  The  rags 
floated  slowly  about  in  a  generous  supply  of 
water,  in  roomy  circular,  zinc-lined  vats,  on 
one  side  of  which,  dipping  into  the  water, 
were  rotating  sets  of  knife-like  teeth.  These 
teeth  picked  up  the  rags  each  time  they 
passed  by,  "chewing"  them  into  a  soft  pulp. 
This  continues  for  perhaps  six  to  eight  hours, 
at  the  end  of  which  time  the  rags  look  like 
thick  starch.  Large  outlets  constantly 
drained  off  the  water  full  of  such  impurities 
as  small  pieces  of  wood  or  other  foreign  sub- 
stances. Starch  put  in  the  rags  for  stiffness, 
bluing  for  color,  or  paraffin  for  finish,  all  had 
to  be  removed.  At  the  same  time,  out  of  large 
containers  above  the  tanks  came  a  new  sup- 
ply of  clean  water,  so  that  a  uniform  amount 
of  pulp  and  water  was  kept  in  circulation  all 
the  time. 

Plenty  of  Pure,  Soft  Water 

A  generous  use  of  pure  water  is  essential 
to  fine  white  paper.  It  is  estimated  that  in 
the  manufacture  of  one  ton  of  finished  paper 
50,000  to  70,000  gallons  of  water  are  used. 

(Continued  on  page  94) 


Stationery  display  of  unusual  merit  designed  by  G.  E.  Wheete,  display  manager  of  Vandever  Dry  Goods  Co.,  Tulsa,  Okla.    Both  the  displays  shown  on 
this  page  received  honorable  mention  in  Class  5  of  the  Economist  Window  Display  Contest  for  1920. 
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Canned 


Quality  First: 


You  need  have  no  hesitancy  in  recommending 
these  War  Department  Canned  Meats  to  your  cus- 
tomers. 

These  meats  were  selected,  cooked,  prepared  and 
canned  by  the  leading  packing  houses  of  North  and 
South  America,  under  the  most  rigid  supervision 
and  inspection  of  the  U.  S.  Government. 

The  government  guarantees  to  deliver  all  meats  in 
perfect  condition. 

Economy  Next: — 

Housewives  everywhere  were  quick  to  discern  the 
real  economy  apparent  in  these  delicious  meats. 

They  realized  the  big  savings  to  be  made  by  buying 
in  quantity — and  bought  in  case  lots;  stocked  up 
their  larders  with  Canned  Corned  Beef,  Roast  Beef 
and  Corned  Beef  Hash. 

The  convenient  packing  appealed  to  them  also,  as 
it  made  it  easier  for  them  to  keep  their  supply  in 
good  condition  and  ready  when  wanted. 


'  •-■■TI 111!     •   »■    I  III, 

This  is  a  great  opportunity 
for  dealers 

If  you  haven't  already  bought  some  of  these 
meats,  buy  them  now.  If  you  have  bought 
them,  buy  more.  Tell  your  customers  of  this 
unusual  opportunity  for  them  to  save  on 
their  living  cost. 
•«» 

Note  the  New  Wholesale  Prices 
Minimum  Order  Accepted  $250 

These  prices  are  subject  to  the  discounts  named  on  opposite 

page 

CORNED  BEEF: 

No.  1  cans  15c.  per  can 

No.  2  cans  27c.  per  can 

1-lb.  cans   18c.  per  can 

6-lb.  cans  $1.00  per  can 

CORNED  BEEF  HASH: 

1-  lb.  cans   15c.  per  can 

2-  lb.  cans  30c.  per  can 

ROAST  BEEF: 

2-lb.  cans   ■  •  •  ■24c.  per  can 

6-lb.  cans   70c.  per  can 


Samples  on  Request 

The  Depot  Quartermaster  in  your 
district  will,  on  receipt  of  price  of 
samples  wanted  and  postage  costs, 
be  glad  to  send  same  to  prospective 
purchasers  in  their  respective  zones. 


Guaranteed  Condition 

The  Government  guarantees  to  de- 
liver all  meats  in  perfect  condition. 
The  most  rigid  inspection  will  be 
made  of  each  shipment  before  it 
leaves  point  of  storage,  thus  insur- 
ing full  protection  to  all  purchasers. 


SURPLUS  PROPERTY  BRANCH 

Office  of  the  Quartermaster  General,  Munitions  Building,  Washington,  D.  C. 

BUY  WAR  DEPARIAffNT 

'^im  itJxf  tJiQ  Carload. — yrGiqM  propaid 
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Are  We  to  Bury? 

(Continued  from  page  13) 

■maybe  many,  will  suffer  temporarily  from 
some  measures  adopted.  But  anti-dumping 
and  other  laws  will  protect  or  rather  regu- 
late the  influx  of  the  commodities  that  might 
SERIOUSLY  injure  our  manufacturing 
plants. 

Unrestrained  Commerce 

All  this  may  appear  to  be  rather  outside 
the  question  as  to  what  valuation  shall  be 
used  in  fixing  our  tariff  return.  It  isn't. 
The  only  basis  we  CAN  use  is  the  one  that 
will  leave  most  unhampered  the  commerce  of 
the  world  and  especially  that  commerce 
which  will  dissolve  the  world's  debts. 

Asking  or  clamoring  for  a  tariff  that 
would  close  our  doors  to  imports  because  of 
temporary  inconvenience  to  individuals 
would  be  like  praying  for  a  stopping  of  the 
Gulf  Stream  because  it  made  our  little  bride, 
mentioned  earlier,  sea  sick.  We  must  as- 
sume the  attitude  of  the  bald-headed  pro- 
fessor, and  center  our  thoughts  on  the  fun- 
damentals, the  things  that  will  bring  the 
most  good  to  the  most  people.  Just  as  the 
sea  sickness  will  leave  the  new  wife  with  a 
better  appetite  and  better  digestion  when 
she  reaches  shore,  so  will  momentary  pains 
from  rational  imports  on  a  fair  basis  of 
revenue  pass  leaving  our  industries  more 
healthy  and  more  prosperous  than  could  pos- 
sibly result  from  any  amount  of  protection  or 
coddling. 


Knitted  Outerwear  Gets 
Off  to  Flying  Start 

The  three-day  convention  at  Philadelphia 
of  the  National  Association  of  the  Sweater  and 
Knitted  Textile  Industry  —  hereafter  to  be 
known  as  the  National  Knitted  Outerwear  As- 
sociation—  revealed  a  spirit  of  marked  op- 
timism and  a  belief  that  the  industry  has 
passed  the  worst  stage  of  depression  and  is 
well  started  on  the  upward  road. 

That  the  outlook  is  much  brighter  than  it 
was  some  months  ago  is  quite  evident.  State- 
ments made  by  several  leaders  of  the  associa- 
tion who  represent  different  sections  of  the 
country  and  so  offer  a  general  view  of  condi- 
tions indicate  that  the  outlook  for  the  present 
year  is  good.  Sidney  Worms,  president  of 
the  association  and  head  of  the  Franklin  Knit- 
ting Mills,  New  York,  declared  that  some 
knitted  lines  are  entirely  sold  up  for  fall  and 
that,  so  far  as  he  has  been  able  to  discover,  no 
branch  of  the  business  is  really  dull. 

Confirming  this  view,  Frederick  Mayer, 
president  of  the  Pennsylvania  District  branch 
of  the  association  and  vice-president  of  the 
Pennsylvania  Knitting  Mills,  asserted  that  the 
sweater  industry  is  in  better  condition  than 
any  other  division  of  the  textile  industry,  and 
that  the  consumer  demand  is  six  times  greater 
than  ever  before.  This,  of  course,  was  not 
meant  as  a  comparison  of  current  demand  with 
that  of  the  best  previous  year,  but  with  the 
demand  of  several  years  ago. 

There  will  be  no  rise  in  the  price  of  knitted 


outerwear,  according  to  S.  S.  Sampliner,  presi- 
dent of  the  Cleveland  District  division.  He 
stated,  however,  that  jobbers  who  are  buying 
only  in  small  lots  are  likely  to  find  themselves 
short  of  goods  to  meet  the  lively  demand  ex- 
pected next  fall.  This  opinion  seemed  to  re- 
flect the  views  of  most  members  of  the  asso- 
ciation. 

It  must  be  remembered,  however,  in  view- 
ing conditions  in  the  knitted  apparel  field,  that 
the  number  of  individual  manufacturers  will- 
ing to  admit  that  business  is  not  all  they  could 
desire  is  fairly  large.  Others  pull  the  old  line, 
"My  business — it's  way  ahead ;  but  some  firms 
I  know  about  are  having  a  hard  time."  The 
probable  truth  of  the  matter  is  that  present 
business  is  fair  rather  than  rushing,  but  pos- 
sessed of  large  possibilities  for  a  later  time. 

The  association  some  time  ago  requested 
that  the  Government  provide  separate  classi- 
fications in  the  different  tariff  schedules  affect- 
ing the  industry.  The  committee  pressing  this 
point  reported  through  the  chairman,  J.  J. 
Phoenix,  of  the  Bradley  Knitting  Co.,  Delavan, 
Wis.,  that  these  classifications  are  likely  to 
be  granted  and  also  an  additional  10  per  cent 
protection  above  the  tariff  rates  on  hosiery 
and  underwear. 

Enthusiasm  for  the  new  association 
reached  its  height  at  the  banquet  held  Fri- 
day night  when  an  additional  $30,000  was 
pledged  for  publicity  purposes.  Sidney 
Worms  acted,  as  toastmaster.  Mr.  Robbins 
created  the  sensation  of  the  evening  when  he 
produced  a  pair  of  knitted  shoes. 

Saturday  morning  a  special  train  carried 
the  convention  members  to  Atlantic  City. 


WASH  CLOTHS  &  TOWEI.S  WASH  CLOTHS  &  TOWELS 

GLOVES 

GLOVES 

ctttelteX!  wash 

yM  CLOTHS 

Embroidered  Shell  Edire  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TiAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  ♦ 

PUTNAM  KNiniNG  CO.  GoHOE5,>rV. 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAR-OUT  COMPLAINTS 
ON  LEATHER  £~   FABRIC  GLOVES 

BUTTON  STAYCO..GloversvilIe,N.Y 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHI  A 

New  York  Salesroom   61   White  St. 


A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Sample   on  Bequest. 

John  R.  Lankenau  Co.,  Boston-11,  Mass 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
'ij-^^      ^^■^       Sponge-Dish  Cloths. 
^^S^^*"         Scrub,  Paint,  DustandPol- 
ishingClcchs.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels, 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
731^  FRANKLIN  ST..     NEW  YORK  CITY 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


GLOVES 

English,  French,  American 

Wholesale  Department:  ' 
2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES, MILLS  &  CO., 


Telephones/  ^^x?|cJramercy 
{ 63o0  J 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Northwest   corner   21st  St. 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained 


ART  NEEDLEWORK 


NECKWEAR 


LACES  &  EMBROIDERIES 


BRAIDS  &  TRIMMINGS 


FANCY  LINENS 

EMBROIDERY  MATERIALS 
"Peri-Lusta"  PSTH  "Crys 


Mercerized 
COTTONS 


Crystal" 
Artific>,Tl 
SILK 


Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway.  NEW  YORK,  Cor.  22nd  St. 


RICHZIRDSON'S 

PURE  MERCERIZED 
SILKS  COTTOliS 

im=tmmm  tOPSEWIMG 

Hilfe  EMBROIDERING 

RIchapdson's  lOc  Crochet  Books 

RICHARDSON  SILK  COMPANY 
Citlcate     Manufacturers    New  Vork 


rOR  WOMEN 


ALL  THAT  THE  NAME  IMPLIES  I 

POLLOCK  6-  LOWENBAUMf 

40  WEST  20tli  STREET-NEW  TDMC 


An  Easy  Index — - 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


DROOKDALE  TEXTILE  CO. 


10-^27  WEST  -21 ST..  JfEW  YORK 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Hartdkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23rd  Street 


New  York  City 


Maw  u  rAS-j-yasRS 

328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Featherbone  Co. 

Three  Oaks,  Mich. 
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Anticipation  Keynote 
■     Of  Selling  Success 

There  is  some  very  digestible  food  for 
thought  in  what  I.  S.  Beir  of  Beir  Bros., 
Niagara  Falls,  N.  Y.,  has  to  say  about  retail- 
ing this  year. 

"We  must  be  on  the  job  every  minute,"  he 
says,  "ready  to  lead  instead  of  to  follovi^  in 
every  detail  of  new  merchandise  and  new 
methods.  Every  desire  of  our  customers  must 
be  anticipated  as  far  as  possible  and  prepara- 
tion made  to  take  care  of  them." 

This  is  very  different  from  the  idea  which 
recently  has  been  quite  prevalent,  the  idea  of 
waiting  for  a  demand  to  develop  before  pre- 
paring to  satisfy  it.  It  is  the  keynote  of  suc- 
cessful merchandising  this  season. 

Mr.  Beir  and  his  brother  Edwin  have  built 
a  million-dollar  business  in  Niagara  Falls. 
Their  store  occupies  four  floors  and  a  base- 
ment containing  between  twenty-five  and 
thirty  thousand  square  feet  and  employing  150 
people.  It  has  grown  from  a  small  shop  20 
by  30  feet  to  the  biggest  store  in  town  and 
one  with  an  enthusiastic  following,  as  was  at- 
tested by  the  crowds  which  swamped  the  build- 
ing at  the  recent  spring  opening.  The  busi- 
ness grew,  watered  by  definite  principles. 

"We  always  have  been  believers  in  honest, 
straightforward  advertising  and,  plenty  of  it," 
says  1.  S.  Beir.  "We  have  spared  no  effort 
to  educate  people  in  our  trade  territory  that 
what  our  windows  and  our  ads  say  to  them  is 
truthful  and  dependable.    We  maintain  the 


best  and  highest  of  merchandise  standards 
and  stand  behind  our  goods  always.  We  are 
always  ready  to  receive  new  ideas  and  methods 
— anything  to  improve  our  business,  especially 
if  it  is  out  of  the  ordinary. 

"We  do  not  want  cheap  help.  Most  of  our 
salespeople  have  been  with  us  a  long  while 
and  appreciate  our  efforts  to  co-operate  with 
them.  They  read  and  study  business  papers 
and  keep  abreast  of  the  times.  They're  loyal, 
energetic  and  on  the  alert  to  promote  and  de- 
velop our  business." 

All  of  which  makes  as  firm  a  foundation 
for  further  development  as  anyone  could  wish. 


Cotton  Goods 


(Conlimied  from  pag-e  71) 

being  shown  by  most  finished  cottons  will  be 
accentuated  as  the  fall  season  approaphes,  and 
it  is  altogether  probable  that  prices  will  take 
on  an  upward  trend  toward  the  end  of  the 
year.  This  does  not  mean  that  there  is  any 
likelihood  of  a  runaway  market.  But  it  is 
obvious  that  if  hand-to-mouth  buying  and  con- 
sequent partial  production  is  continued 
throughout  the  spring  and  summer  there  will 
be  a  recurrence  in  the  fall  of  the  situation  that 
exists  now. 

And  it  is  also  equally  obvious  that,  if 
there  has  been  a  marked  improvement  of  eco- 
nomic conditions  in  the  meantime,  the  situa- 
tion will  be  much  more  acute  than  it  is  now, 
when  industrial  and  agricultural  depression  is 
apparently  at  its  worst. 


Trade  Notes 


Caesar  Misch,  Inc.,  has  purchased  the 
store  of  H.  H.  Butler  at  1107  Main  Street, 
Bridgeport,  Conn.  H.  H.  Walder  has  charge 
of  the  disposal  of  the  stock. 

Hicks  Advertising  Agency,  217  Broadway, 
has  recently  established  a  business  paper  di- 
vision, under  the  management  of  Edward  M. 
Weiss.  He  will  devote  his  efforts  entirely  to 
co-operating  with  business  paper  advertisers. 

Miss  Estelle  Post  has  opened  a  new  spe- 
cialty shop  for  women  at  126  South  Fifteenth 
Street,  Philadelphia.  Miss  Post  is  in  direct 
charge  of  all  the  stocks  except  millinery,  for 
which  Miss  M.  McKnight  is  buyer. 

George  Phinney  Walcott,  one  of  Boston's 
oldest  dry  goods  merchants,  died  recently  at 
his  home  in  Belmont,  Mass.  He  was  a  native 
of  Boston,  and  a  resident  of  Belmont  for  about 
fifty  years.  At  the  time  of  his  death  he  was 
president  of  the  firm  of  Walcott  &  Co.,  Inc., 
with  stores  in  East  Boston  and  Milford.  Mr. 
Walcott  was  a  veteran  of  the  Civil  War.  He 
is  survived  by  his  wife,  six  children  and 
twelve  grandchildren. 

Herman  J.  Tarshis,  for  the  past  three 
years  assistant  merchandising  manager  for 
the  Rosenbaum  Co.,  Pittsburgh,  Pa.,  has  been 
appointed  to  represent  the  firm  in  New  York 
City.  Mr.  Tarshis  has  already  started  on  his 
new  work  in  offices  at  120  West  Thirty-second 
Street. 


DRESSES 


DRESSES 


DRESSES 


CHILDREN'S  WEAR 


Snmmer  Dresses— Dotted  Swiss  Organdies, 
fmported  and  Dcmestic  Ginghami,  and  Pure  Linens. 
Prices.    $2.7.>— S16..50. 

Taffeta.    Mignonette.   Crepe  and  Charmeuse.  Prices. 

^^H'J^'^l'^^t  Paronette  Satir  *irt3,  $6.75  up. 
PROMPT    „,       J,  ,  .  , 

SHIPMFNT    "'rite  for  samite  assortment 

KAHN  DRESS  CO.JBW.  32nd  Si.,  New  York 


IDEAS 

Cuts — Ads — Circulars 
Show-cards —  Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 

231  West  39lh  Street  New  York  City 


COATS    &  SUITS 


snow 
showing 


A.L.  COHEN; 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 

Waists-  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  BIdg..  Cor.  Jackson  Blvd.  and  Wells  St. 
CHICAGO 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough  "  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


S    X    O    U   X  JS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  Btylod  and  priced  for  their  ' 
specific  purpose. 
122-124-126  W.  2eih  St.  New  York 


IDRESS5ES 

for  Girls,  Flappers  &  Juniors 

Specializing  on 
Silk,  Taffeta,  Georgette 
and    Crepe   de  Chine 
so,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone,   Chelsea  1113 


The  Little 


Made  by 

MITCHELL  BROS.  CO. 
367  W.  Adams  St. 

CHICAGO 


Adams  Street, 
at  the  Bridge 


WAISTS 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago  ? 


INTRODUCING 

— our  plans»  ideas*  cuts,  etc,  in  your 
advertialng  means  sure  results^bigger 
business,  better  prohls.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE  ECONOMY  SERVICE 
23!  W.  39th  Street  New  York  City 


Good  Values 
Gxclnsive  Styles 
Trleotines 

Serges 
Jerseys  <> 

Geors-ette 
Taffetas 
$15.00  to 

.$40.00 
Send  for 
samples. 
Prompt 
deliveries     158  W. 


DRESSES 


29th 


Tel.:  Watkins 
7350-7351 
St.     New  York 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


WAISTS 


Cotton 
Waists 


THE 
HIRSCH-  Silk 

STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


YOUR  HELP  SITUATION  to-day 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 
New 
York 
City 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


STONEWmX 


WASH  SUITS,  ROMPERS  arid  SLEEPING 
GARMENTS  to  retail  at  popular  pricea 

THANHOUSER  &  WEILLER 

Coca-Cola  Bide.,  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  908. 


PL A YSUITS 


KOyERALLS 

aeq.  US  Pot.  OfT 

Patented  January  8lh  I9I8 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal, 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


*nk9  Econony  GanocnT 

"America's  Play  Garment" 

is  as  well  made  as  the 
famous  Outerall  one-piece 
work  garment.  Assorted 
.styles.  Samples  on  request,] 

Michigan  Motor  Garment 
Co.i  Greenville,  Mich 


Economist  Want  Ads  are  big 
prodvicers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 
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Women  Buy 

(Continued  from  page  53) 

One  modiste  and  one  sewing  machine  would 
serve  for  the  small  store;  the  larger  stores 
could  go  into  it  with  more  machines  and  sev- 
eral modistes. 

The  store  should  advertise  that  women  with 
patterns  of  models  can  consult  the  modiste 
either  before  or  after  purchasing  the  materials. 

The  Campaign  Idea 

The  idea  is  to  stimulate  and  sustain  sales 
m  the  fabric  divisions  of  the  store's  stock. 
Keep  this  in  mind.  Also,  do  not  lose  sight  of 
the  basis  of  this  article:  every  bolt  of  goods 
has  two  selling  values,  one  inherent  in  the 
fabric  itself,  the  other  existing  in  the  final 
utility  of  the  garment  made  out  of  the  goods. 

No  store  has  ever  tried  to  overcome  the 
lost  motion  characterizing  the  selling  of  fab- 
rics, especially  dress  goods.  There  are  three 
ways  in  which  the  lost  motion  operates: 

1st.  It  takes  time — a  good  deal  of  it— to 
sell  a  piece  of  dress  material;  time  out  of 
all  proportion  to  the  profit  on  the  sale. 

2d.  Individual  items  of  stock  may  move  so 
slowly  as  to  retard  the  general  turnover  of  the 
entire  stock,  especially  a  high-priced  silk  or 
woolen.  If  the  stock  is  fine-of-quality  goods 
at  a  stiff  price  a  yard,  the  effect  of  the  lost 
motion  is  more  costly  than  ever. 

3d.  Repeat  sales  to  a  customer,  if  infre- 
quent, increase  the  selMm?  cost.  This  includes 
the  salesnerson's  time  and  the  fraction  of  over- 


head that  must  be  charged  to  the  individual 
sale  of  cloth  or  fabric. 

If  sales  come  quickly  and  in  large  volume, 
the  department  is  sure  to  pay  a  bigger  margin 
of  profit. 

Need  Not  Be  Perpetual 

It  takes  a  concerted  campaign  to  keep  the 
sales  up  in  fabrics.  But  the  campaign  need  not 
continue  as  a  campaign  throughout  a  season. 
It  need  only  run  long  enough  to  emphasize 
the  goods  and  the  service  of  the  department. 

The  six  ideas  outlined  above  form  the  basis 
of  a  week,  a  month  or  three  months  of  cam- 
paigning. The  days  must  be  made  into  weeks 
if  a  long  campaign  is  required. 

The  way  to  link  them — consistent,  construc- 
tive advertising  every  day. 

And  do  not  forget  that  a  steady  flow  of 
dress  material  customers  means  increase  o^ 
volume  of  sales  in  other  departments. 


She  Found  Out  What 
"Lookers"  Are  Worth 

What  are  "lookers"  worth?  It's  an  old 
question,  but  the  oldest  in  the  world  always 
can  be  approached  from  a  new  angle.  The  new 
angle  here  is  the  looker's  value  as  a  sales- 
manship instructor,  and  it  was  ferreted  out  by 
a  young  lady  named  Mary  Rittenhouse  in  the 
store  of  H.  Freedlander  &  Co.,  Wooster,  Ohio. 

"The  looker  is  always  regarded  with  sus- 
picion," says  Mary.  "We  call  them  "Four- 
flushers"  or  "Fakers"  and  sometimes  worse 


than  that.  Usually  they  are  about  as  welcome 
as  a  doctor's  bill  during  Christmas  week.  The 
reason  is  that  salespeople  are  interested  in 
making  sales  and  resent  their  time  being  taken 
up  by  people  who  do  not  intend  buying.  It 
seems  to  me  the  salesperson  overlooks  some- 
thing, though — the  chance  given  her  to  prove 
or  improve  her  selling  ability. 

"When  the  looker  fails  to  share  our  en- 
thusiasm about  the  things  we  have  to  sell  we 
are  apt  to  question  the  looker's  judgment;  but 
seldom  the  quality  of  our  own  salesmanship. 
The  looker  comes  around  because  she  has  some 
interest  in  our  goods,  whether  immediate  or 
for  the  future.  If  our  selling  talk  fails  to  get 
across,  don't  blame  her.  Try  to  find  out  why 
it  failed.  Try  to  find  out  her  requirements. 
Analyze  every  failure  and  you  will  find  out 
your  selling  weaknesses. 

"We  learn  something  from  everybody  we 
try  to  serve.  One  whom  we  have  tried  un- 
successfully to  sell  may  bring  up  unusual  ob- 
jections. Learning  how  to  overcome  them 
makes  us  ready  for  the  next  customer.  Every 
looker  adds  to  our  selling  experience  and  to 
our  efficiency.  Every  one  is  a  potential  cus- 
tomer, and  nothing  is  so  important  to  our  suc- 
cess as  this  of  correctly  judging  and  handling 
the  despised  "looker." 


Braunstein's,  Scranton,  Pa.,  has  opened  up 
m  larger  quarters  at  428  Lackawanna  Avenue. 
The  new  structure  has  five  stories,  with  a 
floor  space  of  25,000  square  feet.  More  room 
has  enabled  L.  Weisbart,  the  owner,  to  add 
several  new  departments  to  his  establishment. 


C  R 


ECKSTIENmSS 

MANCHURIAN  WOLVE5 


NEW  YORK 


MUSLIN  UNDERWEAR 


WOMEN  APPRECIATE 


THE 
GARMENT 
WILL  PLEASE 
IF  THIS  I7\BEL 
IS  ON  IT 


MERCHANTS 
PRAISE 


ROBERT  VIEGELMANN,  Wz-J. 
352  Fourth  Ave  Tel .  Mad.  8073j 
NEW  YORK 


^HANDEMaROlOeRED 


SILK  UNDERWEAR 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Designed  by 

Bessie  Damsey 

201  East  16th  St.  New  York 


SHOES 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


(GOTTLIEB  BROS. 

MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  27^1^  ST..  NEW  YORK. 

CHICAGO  OFFICE-  223  JACKSON BOUIEVARO 

W.  F.  0ROE(5EMUELLER 
SAN  FRANCISCO  OFFICE-  135  KEARNY  ST. 
I.  HANAkO 


ACKMAN'S 

F  U  R  S 

"America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


RIBBONS 


S&K  RIBBONS 

We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  €r  KAUFMANN,  INC. 

iQ  East  16tK  Street. Ne-W- York 


SKIRTS 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


CORSETS 


LABELS 


[WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 


FOR   ALU  WEARING  APPAREL 
404  S.WELLS  STREET  CHICAGO 

;  VvVv'VWWV'vV"  vW  v< 


MILLINERY 


D.  D.FISK&CO. 

CHICAGO 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
A?e. 


'MILLIN  ERV 
MERC  HAN  DI  S  E 

Open  thruoul  the  year 

NEW  YORK 
411  Fifth  Avenue     Cleveland,  Hotel  Cleveland 


APRONS 


Ladies  COMFORT  Shoes 

Soft-Flexible  Leather 


low  5  2.6';  Piur 

Omer  Styles  on  Request 
Made  in  CD  E  '- F  ■vidths 
Sold  in  3fc)  Pdir  i.ets  — ^ 
FOB  Factory 


RICH  &  3  J5  Pair 


THE  HELD  CORPORATION 


■»!  UNION  SdUARE 


BENDS    SO  EASY' 

No.  143— Glazed  Kid  Vamp,  Dull 
Kid    top,    7    inch    Flexible  Welt. 
Sofshu.     Tip,     IV2    inch  common 
sense  heel.   20  last. 
6-41/2  to  9;  C-4  10  9:  D, 

£-31/2  to  9  $5.75 

Add  30  cents  for  sizes  SVa  and  9. 


The  HOLTERS  COMPANY 


Men's 
Fine 
Shoes 


INTRODUGIN^G 

— our  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  results,bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.'  Full  details  FREE  upon  re- 
quest. 

THE  "economy  service 
231  W.  39th  Street  New  York  City 


Grecian -'lF?eco 
Maternit^^  and 
Post-Operation  Corset 

GnECiAN-TnECD  Fabric  Modem-Hygienic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SAl-rPLE 

Benjamin  £  JpHnes,Newark.N.J.J 


garment 

Percale  end  Amoskeag  Unghnm 

Southland  MfoCo 

JI8  Public  SqmemshvIlle  Jean. 

WritP  fnrSsmpleg-'     .  .„  .: 


to  3900  ] 


Sumner  Smith  '^"'"go 

I 

BATHING  SHOES  W/l 


STOCK    -WRITE - 
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Making  Stationery 

(Continued  from  page  87) 

Por  the  lower  grades  of  paper  it  is  not  of 
such  vital  importance.  Any  impurities  in 
the  water  will  combine  with  the  chemicals 
in  the  various  materials  and  bring  about  a 
result  different  from  that  obtained  with  pure 
water. 

Hard  water  must  be  softened  before  it  is 
suitable  for  use  in  manufacturing  the  best 
qualities  of  white  paper.  For  this  reason 
settling  ponds  or  filters  for  softening  hard 
water  are  attached  to  the  washing  and  beat- 
ing engines  when  soft  water  is  unobtainable. 

Emptied  into  another  machine,  the 
cleansed  paper  "pulp,"  freed  from  all  impuri- 
ties and  water,  was  mixed  again  with  clear 
water  to  a  consistency  suitable  for  forming 
the  kind  of  paper  to  be  made,  the  weight  of 
the  paper  determining  the  thickness  of  the 
mixture.  In  this  case,  because  it  was  for 
tissue  paper,  the  mixture  was  quite  thin,  re- 
sembling milk.  In  this  condition  it  passed 
into  the  "Fourdrinier."  This  machine,  in- 
vented, like  the  "Hollander,"  about  1804,  is 
invaluable  to  the  paper  industry.  Previous 
to  its  invention  all  paper  had  to  be  made  into 
sheets  on  a  hand  mold,  which  was  a  tedious 
process  too  slow  to  meet  growing  demands. 

Pressed  and  Dried  on  Wire  Apron 

Passing  through  the  screen  box  of  the 
Fourdrinier,  the  pulp  spread  rapidly  over  its 
endless  wire  apron  in  even  layers  of  the  de- 
sired width.    Heavy  rollers,  through  which 


the  wire  apron  passed,  pressed  the  water 
out,  leaving  the  pulp  in  the  form  of  a  web 
of  damp  paper.  This  web  in  a  few  moments 
was  transferred  to  a  felt  roll  and  thoroughly 
dried  as  it  passed  into  heated  cylinders. 

Keleased  from  the  drying  and  finishing 
cylinders  in  long  sheets,  the  paper  was 
finally  wound  on  huge  rolls,  or  spools,  and 
sent  to  the  cutting  room,  where  machines 
with  knives  regulated  to  any  desired  size  cut 
it  into  the  various  sizes. 

Differences  in  finish  and  color  are  the  re- 
sult of  mixing  filler,  sizing  and  coloring  matter 
with  the  smoothly  macerated  pulp. 

Fillers  Give  Body  and  Texture 

These  varied  in  kind  and  amount  according 
to  the  kind  and  quality  of  paper  to  be  made. 
In  general  they  were  China  clay  or  starch  to 
fill  or  close  the  pores  of  the  paper  and  give  it 
body  and  texture.  Resin  or  glue,  prepared 
it  to  take  the  finish  and  gloss  later  brought 
out  by  the  heat  and  pressure  of  the  calender- 
ing machines  through  which  the  long  sheets 
passed  for  finishing.  Analine  dyes,  pink,  blue, 
red,  or  lavender  as  the  case  might  be,  were 
added  to  give  it  the  desired  tint. 

"Laid"  and  "Woven"  Paper 

We  speak  of  paper  as  "laid"  or  "woven." 
Laid  paper  has  a  lined  appearance.  The  lines 
are  produced  by  heavier  wires  placed  at  equal 
intervals  on  the  wire  apron  of  the  Fourdrinier, 
causing  less  pulp  to  lodge  there  as  the  roller 
passes  over  the  sheet  while  drying.  Woven 
paper  shows  no  such  distinct  lines,  the  wires 
over  which  it  is  formed  and  dried  being  of  the 


same  size  and  equally  distributed. 

Putting  in  the  water  mark  is  an  interesting 
process  in  paper-making.  Woven  into  the  wire 
apron  is  the  name  or  symbol  of  the  paper.  In 
early  times  it  was  the  crown,  perhaps,  or  the 
fool's  cap,  from  which  the  paper  then  took  its 
name.  To-day,  it  is  more  likely  to  be  the 
name  of  the  manufacturer  or  his  trade-mark. 
The  wire  apron  being  thicker  here  because  of 
the  design  on  the  apron,  less  pulp  remains  as 
the  heavy  rollers  pass  over  it  smoothing  it  out 
on  the  apron.  Thus  it  is  thinner  and  more 
nearly  transparent  at  such  places,  and  in  this 
way  the  water-mark  is  produced. 


Blames  Canadian  Women 
For  Exchange  Discrepancy 

Economist  Correspondence,  Ottawa,  Ont.,  Canada 

Canadian  women  in  large  degree  are  re- 
sponsible for  the  difference  between  American 
and  Canadian  money  values,  according  to  Sir 
Henry  Drayton,  Minister  of  Finance.  Speak- 
ing before  the  American  Women's  Club  in 
Montreal,  he  declared  that  too  great  eager- 
ness to  buy  textiles  and  other  goods  from 
across  the  border  in  preference  to  Canadian- 
made  goods  not  only  is  bad  for  domestic  man- 
ufacturers but  also  depreciates  exchange. 
This,  of  course,  hits  everyone.  He  figured 
that  the  average  Montreal  householder  pays 
$2  a  ton  more  for  his  coal  by  reason  of  this 
depreciation.  Unless  lavish  expenditure  for 
goods  made  outside  Canada  is  curtailed,  said 
Sir  Henry,  national  bankruptcy  is  by  no  means 
an  impossibility. 


KNIT  GOODS 


/^.ANUFACTURIMG  CO.. INC. 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


SWEATERS 

BATHING         Slipons— Tuxedos— Silk  Sweaters 

SUITS—  36.00  doz.  and  up 

NOVELTIES      IMMEDIATE  DELIVERY 

Write  for  10  Best  Sellers  on  Approval 

HYGRADE  KNITTING  CO.,  inc. 

1  East  28th  Street      : :     New  York 


ANGORA 
MOTOR 
SCARFS  and  SHAWLS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


Wonora  Knitting  Mills 

SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26  West  23rd  St.,  New  York  City 

Chicago  Rep.,  R.  GOSLING,  209  Medinah  Bldg. 


MEN'S  WEAR 


(Double  Your  Work  Shirt> Sales) 


HOSIERY 


HOSIERY 


LADIES  FULL  FASHIONED 


SI  LK^ 
HOSIERY 


J.R.Beaton  Co., 

329  Fourth  Ave.        New  York 


nc. 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.  1 00— Ladies'  SilkLisle,  $3.75 
All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 

Send  Trial  Order 

HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


HOSIERY 

LAZAR  SILK 


50CKS  FOR  WEAR 

n-om    Mill  Retailer 

9?^fe£r-  SAMPLES  wPraCES 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


GOTHAM  SILK  HOSIERY  CO.,  Inc. 

NIT  eaumEUIIlESS  STAMPED  ON  TOE     Manufacturer*  of 

SILK 
HOSIERY 


516  Fifth  Avenue,  New  York 
Mills  at  New  York  &  Phila. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITl 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 

1  49  W.  28th  St..  New  York 

60  Years  Kxpcriencc  behind  our  Service 


t 

r 


Tho  original 
and  only  man- 
ufacturers  of 


The  Trade 

Mark 

'the  genuine      "  '         "'*\'!  # 

Racine  Feet.  The  Trade  Mark  with  a  reputatioo'oPU'atlOn  B 

^    RACINE  FEET  KNITTING  CO. 
■  BELOIT,  WISCONSIN 


$ 
1 


cells 

"Made  in  U.  S.  A." 


THE  BEST 
CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway     New  York 

"No  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  S 
ON  REQUEST 

RIUQSIDC  KNITTING  niLLS 

READINe  PA 


MUSIC  PUBLISHERS 


200%  Profit 

That  Bhould  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


UNDERWEAR 


big  COMFORT  advantage 
I     ike  Patented  "Can't-Slip" 
I  shoulder  strap — makes  Comfy* 
/  Cut  an  ITNMATCHED  profit* 
maker.  Nationally  adrertised. 
Ask  your  Jobber  for  samples. 

Boyce,  Wheeler  A  Boyce 
^  Broadway  NewTork 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


^OHKWTTU^jj  Union  Suits  lor 

^<AKNiCo^^  Men  and  Boys 

MADEWELL 

Made  of  finest  long 
^^i^Ati^-     staple  yams. 
''"'Ton.  Mill  to  Merchant 

Taunton  Knitting  Co. 

Taunton,  Mass. 


'Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


BOOKS 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


.  MOORE»S  f 

CLOStI)  SLEfeVK  WORK  SHIRTS  ' 


OHIO 
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Cotton  Goods  Prices 


(Continued  from  page  17) 

American  Cambric  Dark  16 

l^orwood  Light  18% 

JNorwood  Dark  20 

Manchester  Light   .18% 

Manchester  Dark  20 

Ginghams 

Belle  Haven  Staple  10  Vs 

•Gordon  Staple  11  Va 

Amoskeag  — 

Lancaster   — 

Norwood   14% 

'Greylocks   13% 

Volunteer   12 

Special   13% 

Utility    15 

Eed  Rose  of  Lancaster  15 

Bates   ,.  18% 

A.  F.  C  17 

Red  Seal   17 

Defender  18% 

Toile  du  Nord  18% 

No.  1600,  32  in  16 

36"  Unbleached  Cheesecloth 

Monarch  B    5 

Tacoma  W   5% 

Saratoga  A   6 

Stag  BB   7 

36"  Bleached  Gauze 

2«Iorwood  No.  30   5 

Norwood  No.  40   5% 

Norwood  No.  50   6 

Norwood  No.  60   7 

Sea  Bird,  24"  White   6% 

Sea  Bird,  24"  Colored   7 

Oriental,  36"  White  Bunting   7% 


Oriental  36"  Colored  Bunting  10 

25"  Red,  White  and  Blue 

36"  Unbleached  Muslin 

Broncon  C   6% 

Panama    7% 

Plaza   7% 

Value    7% 

New  York  LL   8 

Hercules  LL   8 

Denison  XX   8% 

Savannah  Valley   " 

*Belmar   9 

*Farragut  LL   9,, 

Enterprise  CCC    9% 

Gibraltar  LL   9% 

Tried  and  True  10 

Virginia  C  10 

Lochart  LL  10 

Spartan  LL  10 

Glenmore  LL   9% 

Pacolet   10  J4 

Hederson  A  10% 

*Monroe  LL   10% 

♦Defender  LL   10% 

Poland   10% 

Fine  36"  Unbleached  Sheetings 

Valley  Rose  12% 

Princess  12/^ 

Black  Rock   12% 

Pepperell  R  13 

Century  B  12% 

Lockwood  B   13% 

Hadley   13 

♦Woodstock  S   13% 

*Montclair  D   13% 

Pequot  A  17 

Cast  Iron   17% 

Bradford   17% 

Dwight  Anchor  18 

Eldorado   18 

Wamsutta   30 


Coarse  36"  Unbleached  Sheetings 

Orr   11% 

Pelzer  12 

Armenia  12 

Buckshead   14 

Indian  Head  14% 

40"  Unbleached  Sheetings 

Pickens  AA  12% 

Lockwood  A   14% 

Pepperell  E  15 

*Montclair  A  14% 

Pequot  B   19 

Indian  Head  40"  16 

Indian  Head  48"   21 

36"  Unbleached  Drill 

Piedmont  3.00  12% 

Pacolet  2.85   14% 

Pepperell  2.85  14% 

Special  Heavy   16% 

Dwight  2.50  17% 

Pepperell  2.50   17% 

Norwood  Ducks 

Norwood,    6  oz.,  29"   16% 

Norwood,   7  oz.,  29"  18% 

Norwood,   8  oz.,  29"   20 

Norwood,  10  oz.,  29"   25 

Norwood,  12  oz.,  29"  30 

Norwood,  10  oz.,  36"  25% 

Norwood,  11  oz.,  40"  21% 

Boston  Ducks 

8  oz.,  30"   22%. 

9  oz.,  80"   25% 

10  oz.,  30"  28% 

12  oz.,  30"  33% 

36"  Bleached  Muslins 

Gypsie  Queen    9% 

Loon  Lake   10 


Goods  marked  *  can  be  shipped  direct  from  Southern  mills  in  bale  lots  only,  25  pieces  to  a  bale.    No  freight  allowance. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  Chicago 


Liberty-Belle 

HAIRPINS 


Cabinets 


Tube 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


y  Hdipriei/ 

(Human  Hair) 
COSMOS  TRADING  CO 

229  FOURTH  AVE..  NY, 


REAL  HUMAN  HAIR 

INVISIBLE  -  SANITARy 

GUARANTEED 
SATISFACTION 

WHITE  FOn  SAMPLES 

EGO  TRADING  00. 

33  Union  Sq.,  N.  Y.  City 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Streel         Boilon,  Mas*. 


EMITTELSTAEDTiHc. 


SILK  HAIR 

N.  E_T_S_ 

84-86  UNIVERSITY  PL 
NE>W  YORK  CiTir 


West  Electric 
Hair  Curlers 


aECTRic  Hair  Curler  Co. 

PHILAPELPHIA,  PA.,   U.S. A 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 
Mfc9.   of  Ladies  Hand  Bags 

All  Styles  and  Prices 
300-306      So.      Franklin  St. 
CMcago.  ni. 


-     T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y.  \n 

Corner  29th  St.  /^^.^^^ . 

Narrow  Wovon  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 

KIRBY, BEARD  &  CO.  Birmingham,Eng. 

9  Hair  Pins,  Pins,    Needles,  Needle  Cases  » 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


;  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  in 
your  district. 

The  ANSONIA    NOVELTY  Co. 


A  N  S  O  N  I  A  ,     CON  K  . 


U.S.A. 


THE      EDGE  SCISSORS  K  ! 
THAT  IS  ALWAYS  SHARP.  ^ 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IIV  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROaiPTLY 

\THE  EVERSWAI3P  9JEAR  CD.  |» 


BRIDGEPORT 


CONNECTICUT 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be- 
hind the  display  man  with  suggestions. 
The  Dry  Goods  Economist  is  at  your  ser- 
vice. Get  out  the  last  half  dozen  numbers, 
act  now  and  watch  the  department  improve. 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  President 

y  Foreign &Domestic  , 

^  NOTIONS^ 


Sole  Agents  for  the  Lightning  Needle  Co.  - 

27-33  West  23rd  Street  New  York  City 


SANITARY  NAPKINS* 
APRONS-KNICKERS^ 

BELTS^^j(^|^Sf^^ 


■^^P"  GOODS 

II^FOR  INFANTS 
ANO  WOMEN  ' 

'62"St&GirapdAve.PHILADELPHIA, 

W.  3.  A. 


i  ^  ii 


Stdplc  Envelopes  of  Every  Description 

547  West  27th  St.    N EW  YOR K 


and 


SANITARY  NAPKINS 

Conveniently  and  attractively  packed;  half 
dozen  and  dozen  cartons ;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
200  Broadway     New  York  City 


OrEATORS  or  BOXED 
ClIFT  NOVELTIES  ^^iii 


PRESTOM  STUDIO  S 

223   FIFTrt  AVE.  NEW  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
UCKET     B.  .  I. 


REEP  "ZR 


land  TaolexJ-^ryfi/  d  Ba^ 

■o  §^^eral  Line  of 
docket  book/  GamG 

'Collar  Bd^y-  Manicurpy  Etc 
A.l_.  R-EEDCOl 

■373-FIFTH  AVE.  NEWYORK. 
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Swan  10 1/2 

XX   llVa 

Centerville   IIV2 

Chapman  X   121/2 

Palma  121/2 

Pride  of  the  Field  12% 

Forget-Me-Not  14 

Fearless  13% 

Hero   14 

Hope  141/2 

Bonnie   15 

Flower  of  the  Mill  15% 

Lassie  16 

Equinox   16 

Androscoggin   16% 

Hill   16 1/2 

Lonsdale   16% 

Langdon  76  17% 

Fruit  4/4—10/20  17 

Fruit   17% 

Langdon  GB  19 

Dwight  Anchor   22 

Wamsutta   32% 

36"  Bleached  Cambric 

B.  L  X  10% 

EE   11% 

Cavalier  11% 

HCE   12% 

Pride  of  the  Field  12% 

Bonnie  15 

Memory   16 

Imperial  No.  50  15% 

Imperial  No.  80  18% 

Lonsdale   19 

Berkeley  Coronet  16% 

Berkeley  No.  60  18% 

Berkeley  100  24 

Berkeley  Extra   27 

Berkeley  150  29 

Berkeley  180  30 

Berkeley  300   33 

36"  Bleached  Nainsook 

EE   11% 

Columbus   11% 


HN  12% 

Pride  of  the  Field  12% 

Cameo  1000   16% 

Cameo  2000   17% 

Berkeley  60  18% 

Lonsdale   19 

36"  Flat  Fold  Long-Cloth 

Burleigh   30 

36"  Jeans  and  Twills 

Lonsdale   22% 

Hill,  flat-fold  22% 

Marine  Middy,  book-fold  23 

Pepperell  N.  G.,  flat-fold  23 

Duretta  Cloth,  book-fold  23 

Laconia  G.  N  28 

Wamsutta   29 

27"  Bleached  Drills 

No.  3500   16 

No.  3250  17 

No.  3000   18 

No.  2850   18% 

Pepperell   19 

No.  2500  24 

36"  Sign  Cloth 

Ad  Poster,  60  yd.  rolls  12% 

Shrunk 

Indian  Head,  27"  15% 

Indian  Head,  33"   17 

Indian  Head,  36"  19 

Indian  Head,  44"   24% 

Indian  Head,  54"   30% 

Belfast  Linen,  27"  16 

Belfast  Linen,  33"  17% 

Belfast  Linen,  36"  19% 

Belfast  Linen,  44"  25 

Belfast  Linen,  54"    31 

Tickings  \ 

Swift  River  ticks  12% 

Pillomat  B  ticks  13 

Thorndike  lettered  ticks  15 


Pillomat  D  ticks   15 

Pillomat  G  ticks  18 

Cordis  C  ticks  18 

Cordis  B  ticks   19 

Cordis  8  oz.  ticks   22 

Bowling  Brook  AC  A  22 

Pearl  River  22 

Amoskeag  AC  A   22% 

Amoskeag  XX   25 

Amoskeag  ACA,  36"   27% 

Ashland  %   27% 

La  Rose  %   29 

Our  Beauty  A  %  31 

Sterling   32% 

Pillomat  P  33 

Pillomat  S  35 

Lenox  XX  ■%  39 

Bohemian  1000  Unbleached  23 

Bohemian  2000  Unbleached  28 

Thorndike  300  B.  F.  Ticks   22% 

Thorndike  8  oz.  B.  F.  Ticks  30 

Yankee  B.  F.  Ticks  30 

Our  Beauty  No.  4  B.  F.  Ticks  29% 

Our  Beauty  No.  3  B.  F.  Ticks  31% 

Our  Beauty  No.  2  B.  F.  Ticks  34% 

Our  Beauty  No.  1  B.  F.  Ticks  37 

Our  Beauty  3"  linen  finish  slip  covers  37% 

Florence  B.  F.  Tick  37 

Majestic  B.  F.  Tick  40 

American  B.  F.  Tick  40 

Wide  Sheetings 

Salisbury,  Bleached,  8/4  35 

Salisbury,  Bleached,  10/4  44 

Lockwood  and  Mohawk  Wide  Sheetings 

Bleached  Brown 

42  in   24  23 

45  in   26  24 

50  in   30  26 

6/4    34  30 

7/4    38  34 

8/4    42  28 

9/4    46  42 

(Continued  on  next  page) 


NOTIONS  &  FANCY  GOODS 


BABY  GOODS 


BABY  GOODS 


FLOOR  COVERINGS 


WSDON(^ 
SAFETyPINS 

'9he  A  Point  Pin" 


SAMPLES  ON  REQUEST 


HEAVY  SPRING 
EXTDA  HEAVY 
LONG  TAPERINO  PC 


BRASS  WtRE 
NICKEL  FINISH 
INTS-NON-PULLING 
UBELY  ASSEMBLED 


RISDON  MFG.  CO.,  Naugatuck.  Conn. 


"SELECTE"  NOTIONS 

■IMPIMillUHIllHllll 


CMALL  wares  and  fancy  goods  at 
lowest  prevailing  market  prices. 
Sole  Agent  for  D.  F.  Tayler  &  Co.'a 

P/.VS   AA'D  HAIRPINS 
GOTHAM  LEATHER  GOODS  CO. 

Small  Wares.  Fancy  Goods  &  Buttons  . 
222  FourthAve.at  Iblh SLN<rwYork  Bostoa OtBcefa/ChflancySU 


YARNS 


Pennant 
Darning  Cotton 

30yd.;8-ply;4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett  &  Orswell  Co. 

Pawtucket,  R.  I. 


VFr-Ver 
FIBRE  LUSTRE 
SILK  YARN 
Now  In  Diamond 
Wound  Balls 


"Trade    Mark  Itfn" 
CARVER-BEAVER    YARN    CO.,  INC. 

M>(,  Hroadway,  New  York  


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
a»  you  check  over  the  trade 
marks  and  name*. 


Jgoas  3^ifa6oncraft  Companp 

DESIGNERS  and  MAKERS 
of 

39vtblion  JgabelHeS 
&iiti  for  pail?  anb  ^ilabp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


INFANTS'  GOODS 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles— 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  DraweKS. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity,  durability  —  profits. 

Excelsior  Quilting  Co.,  new.|tork 


4»  BABY     N  O VE  LT  I E  S  ,y 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  liaby  Arm- 
lets, Teething  Rings, 
Rattles.  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y. 


Richard  G.  Krueger 

manufacturer 

SHOWROOM 
AND  8TUDIO1 
895FOURTHAVE.  NEWyORK  ■ 
BEND  FOR  CATALOGUE 


DOLLS   &  TOYS 


Roily  Rattle  — it  Floats. 
Assorted  characters  at 


$4;  $6  &  $75* 


Water  Baby — in  assorted 

tyi"$2"  to  $15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

►TftSig. Schwartz  Co. 
'^-'nOW,32ndSt.,N,Y. 

Send  for  catalog  10 


Original  SANITARY  Nursery 
Playthings  for  BABY 

Send  for  a 


$25  or  $50  Rite  Assortment 


It's  the  Rite  Line 


No.  119  West  42nd  St.,  New  York 

Rattledy  Rites  Opposite  ._Bus%  Bldg. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO.  ST( 

88  Broad  St.,   Boston,  Mass. 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No,  31 

J.B.TIMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michisan 


DOLLS  &  TOYS 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchant*  Business  Building  Service 

231  West  39th  Street  New  York  City 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Ljmis,    Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


OIL  CLOTH 


CO».UIIBUS 


TRAOe 
MARK 
REQ. 


Table  Oil  Cloth 

"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
Tbe  Columbot-Union  Oil  CIol&Co. 
Columbus,  Ohio 


PILLOWS 


^(jjRjrPlLWWS 

»»«~»«»    Qgg^fg  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


COTS  AND  CAMP  FURNITURE 


uCivljj 

WE  MAKE 

COTS  and  CAMP  FURNITURE.  MOPS. 
Tents,  Awnings,  Covers,  Leggins, 
Carpenters'  Aprons.  Tucker's  Best 
Slickers  and  Raincoats.  Four  Fac- 
tories.   Write  for  prices.    Prompt  shipments. 

Tucker  Duck  &  Rubber  Co. 

  FT.  SMITH,  ARK. 
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10/4 
11/4 


50 
55 


46 
50 


Norwood  and  Pepperell  Wide  Sheetings 

Bleached  Brown 

42  in                                           211/2  201/2 

45  in                                           231/2  211/2 

50  in                                         251/2  231/2 

6/4                                               29  25 y2 

7/4                                               33  29 

8/4                                               36  33 

9/4                                              41  36 

10/4                                              45  41 

11/4                                              50  45 

12/4                                             —  50 

Dwight  Anchor  and  Utica  Wide  Sheetings 


42  in  

45  in  

50  in  

6/4   

7/4   

8/4   

9/4   

10/4   

11/4   

12/4   

Cheviots 


Bleached 

Brown 

.  28 

,  30 

28 

,  34 

30 

.  38 

34 

43 

38 

48 

43 

.  53 

48 

.  58 

53 

,  66 

58 

66 

Everitt  S.  C.  28 
*Palma  28  in.  F 

 141/2 

.  F 

 14 

♦Norwood  28  in. 

B. 

F  

 14 

*Rutledge  28  in. 

F. 

F  

 15 

♦Victoria  28  in. 

F. 

F  

 151/2 

Tropical  Parella 

26 

in.  F.  F  

 21 

Plaids  and  Checks 

♦Paramount  25  in.  Plaids   9% 

♦Riverside  27  in.  Plaids  II1/2 

Otis  30  in.  Checks  17% 

Otis  No.  4  30  in.  Plaids.  25 

Hickory  Stripes  and  Cottonade 

Thorndike  Hickory  Stripe.  17 

Pacific  Hickory  Strips  18 


Thorndike  8  oz.  Cottonade  22% 

Denim 

No.  61  Blue  Denim  14 

No.  121  Blue  Denim  16% 

No.  31  Blue  Denim  17% 

No.  26  Blue  Denim  20 

KB  Brown  Denim  20 

Brown  and  Drab  Ducks 

Boston  W  S  19 

Boston  OP  20 

Boston  SO  ■.  .21 

Boston  OH  22 

Boston  X  23 

Boston  XX   25 

Boston  XXX  27% 

Boston  9  oz  30 

Boston  10  oz  32% 

Stevens'  Crashes 

Bleached  Brown 

D    21  20 

E    21  20 

A    25  24 

P    27  26 

N    29  28 

M    31  30 

N.  N   32  31 

F    33  32 

XX    37  36 

S.  R.  T   35  34 

R.  M   29  28 

No.  1    25  — 

No.  2   27  — 

No.  3    31  — 

No.  4    33  — 

Diaper  Cloth 

10- Yard  Pieces 

18  in   $1.15  per  piece 

20  in   1.25  per  piece 

22  in   1.35  per  piece 

24  in   1.45  per  piece 


27  in   1.60  per  piece 

30  in   1.75  per  piece 

Hemmed  Satin  Spreads 
Standard  Eastern  Make 

No.  308,  80x90   $2.50 

No.  316,  80x90   3.00 

No.  320,  80x90   3.25 

No.  328,  80x90   4.00 

No.  332,  80x90   3.50 

No.  336,  80x90   3.75 

Feather  Bed  Pillows 
Per  Dozen 

BB    17x25  $9.00  Blue    stripe  ticking 

OND    18x26  10.50  Blue    stripe  ticking 

400    18x26  10.50  Fancy  stripe  ticking 

700    20x28  12.50  Fancy  stripe  ticking 

Liberty    20x28  12.50  Blue    stripe  ticking 

Special   22x28  16.50  Blue    stripe  ticking 

1200    22x28  19.50  Blue    stripe  ticking 

1300    22x28    Fancy  stripe  ticking 

1700    22x28  22.50  Fancy  stripe  ticking 

2200    22x28  30.00  Fancy  stripe  ticking 

2700    22x28  36.00  Fancy  stripe  ticking 

2500    22x28  45.00  Fancy  stripe  ticking 

Cotton  Batts  in  Bales 

Special,  50  batts  to  bale   $7.50  per  bale 

Tip-top,  50  batts  to  bale   8.50  per  bale 

Tip-top,  67  batts  to  bale   8.50  per  bale 

Tip-top,  100  batts  to  bale   8.50  per  bale 

Prince,  50  batts  to  bale.   13.00  per  bale 

Prince,  67  batts  to  bale   13.00  per  bale 

Prince,  100  batts  to  bale   13.00  per  bale 

Kombat,  17  batts  to  bale   13.50  per  bale 

Celtic,  50  batts  to  bale   11.50  per  bale 

Celtic,  100  batts  to  bale   11.50  per  bale 

Baltic,  50  batts  to  bale   12.50  per  bale 

Baltic,  100  batts  to  bale   12.50  per  bale 

White  Star,  50  batts  to  bale   13.50  per  bale 

White  Star,  100  batts  to  bale   13.50  per  bale 

Purity,  17  to  case.   13.50  per  case 

Bales  packed  50  lbs.  gross. 


STORE  EQUIPMENT 


HANGERS 


I         i  -  1  i 
EVERYTHING  IN  FIXTURES 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO.  il,!* 

Jackscn  &Frar.k!inSts.,  Chicago 


BALDWIN 
p^kage**  Carriers 

give  most  service  for  tlie  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.  L.  Baldwin  &  Co.,  Mf  r  s. 

356  W.  Madison  Street,  Chica;;o 


FLYER 


CUB  KEGULAJR 


Cloth 
Covered  Stock 
Boxes 


MADE  WITH  WOOD    FBAME.     GIVE  TEABS 

OF  SERVICE 
Guaranteed  dust  proof     Let  us  estimate  on 
your   needs.     Catalogs   on  request. 
GLASSTONE  &  ALLEN 
4S  N.  Division  St.  Buffalo,  N.  Y. 


STORE  EQUIPMENT 


CURTAINS 


DISPLAY  FIXTURES 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  looser 
leaf,  hinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


3  in  1  Air  Brushes 


Made  in  all  sizes.     Better  in  every  way  for 
show  card  sfnd  window  background  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co,,  Dept,  F,  1227  Wash,  Bl,,  Chicago 


Putnam's  Improved  Cloth  Chart 


,  SEE  YARDS  RIGKT 

\THEPE  , 


Write 

THE  A.  E.  PUTNAM  COMPANY,    Washington,  la. 


furniture 
equipment 

''MANUFACTURERS  FOR  OVER 50YRS. 


EISCHMANNCO. 

229  to  239  West  36th  Street,  N.  Y. 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co..  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata-  ' 
logues  at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39thSt..N.  Y. 

Wholesalers   &  Importers  Only 


BEST  STEEL 
DISPLAY  RACKS 

R  ug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


GALVA 


Illi 


Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  Unes  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  around  the  corner  on 
Thirty-first  Street. 


UPHOLSTERY  MATERIALS 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


PAPER  SHREDDERS 


t 


Mfrs,  Complete  Store  Display 
Equipment.  Our  products  Include 
Papier  Mache  Display  Forms,  Wax 
Figures,  Period  Wood  Fixtures, 
Fine  Ornament  Wood  Fixtures, 
Metal  Display  Equipment  in  all  its 
Detail. 

THE  BARLOW-KIMNET  CO. 

I     724  Broadway,  New  York 
Write  for  Our  New  Folder 


70   West,  Water   St..    Milwaukee.  Wis. 

HIdg.,  Chirago,  111. 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 

French 
Wax  Figure  Company 

715  Medinah 


J 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willhelpyoumalce 
'  effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547  W.  4th  St..  Cincinnati,  Ohio.  U.  S.  A. 


ASK  TO  SECTHE-MCCASKEV  TRIP." 
WRITE  ^OB  SAMPLES  AND  PRICES 

The  Mccaskey  register  Co. 

aLUANCE.  OHIO 


The  Quicker  Way 

Instead  of  hunting  {^roun(]  for  their 
letter    or    card    look    through  the 

Buyers'  Merchandise  Guide  it's  the 

quick  way  of  finding  their  addresa 
and  line. 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomfeldt  &  Rapp  Company 

108  N.  Jefferson  Street 
CHICAGO,  ILL. 


Stop  Hiding  Your  Merchandise.  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
attractire  displays.  Malse  it  easy  fur  customers  1o 
Buy— easy  for  you  to  sell. 
The  S-X  Display  Backs  will 
give  you  this  service,  and 
W^rile   for  circulars. 

SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Sir, 
Chicaeo.  Illinois 
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ECONOMIST       WANT  ADS 


■niiiiiiiMiiiiinuitiiiitiiii 


OFFERINGS  TO  BUYERS 


SPECIAL 

FINE  QUALITY  GEORGETTE  TIE  BACK 
OVERBLOUSES  AND  HEAVY  STRIPED 
CREPE  DE  CHINE  $27.00  DOZ.  GET  IN 
ON  THIS. 

DIAMOND  WAIST  CO. 
65  W.  Houston  St. 
New  York  City 


RESIDENT  BUYERS 


READY-TO-WEAR 
ESIDENT  BUYER 
Desires  a  few  more  accounts,  appreciating  close 
cooperation  and  prompt  careful  service,  with- 
out cost  to  the  retailer.  Send  your  open  orders. 
Satisfaction  guaranteed.  M.  T.  WRIGHT,  1170 
Broadway,  New  York. 


LINES  WANTED 


A  REPUTABLE  Southern  California  Company 
desires  to  represent  Eastern  Manufacturers 
or  Mill  Agents  of  domestic  goods  such  as 
Calico,  Bleached  and  Brown  Cottons,  Dress 
Ginghams,  Fancy  Wash  Goods,  Woolen  Dress 
Goods  for  the  Pacific  Coast,  Mexico,  Hawaiian 
and  Philippine  Islands.  This  organization  has 
a  capable  sales  force  in  all  territory  mentioned. 
Bo.x  1850,  Dry  Goods  Economist. 


CALESMAN  selling  notion  departments  larg- 
-  est  wholesale  and  retail  dry  goods  North- 
west for  past  20  years,  large  following,  de- 
sires more  small  lines  for  this  trade;  perma- 
nent Seattle  sample  room,  can  carry  stock, 
strictly  commission;  can  finance  self  and  surely 
get  the  business;  good  introducer  new  articles 
with  merit.  BOX  1797,  Dry  Goods  Econo- 
mist. 


TOY  REPRESENTATIVE 

A  toy  firm  in  Nurnberg,  well  organized, _  is 
ready  to  take  on  more  clients  on  a  commission 
basis. 

Only  large  houses  can  come  in  for  considera- 
tion. Answer  A.  B.,  BOX  1828,  Dry  Goods 
Economist. 


BUSINESS  OPPORTUNITIES 


ATTENTION  DEPARTMENT  STORES! 

Are  you  interested  in  obtaining  your  foreign 
merchandise  direct?  My  office  will  supply  you 
with  samples  and  merchandise  at  the  European 
manufacturers'  best  price.  Fashion  informa- 
tion furnished.  Am  open  to  represent  several 
firms  in  different  cities.  BOX  1824,  Dry 
Goods  Economist. 


BUSINESS  WANTED 
Knitting  mill  fully  equipped  for  making  nov- 
elty specialties  in  knit  goods  would  like  to 
make  arrangements  with  parties  desiring  work 
of  this  kind.  Correspondence  solicited.  Ad- 
dress ALBERT  W.  SHAW,  Treasurer,  Onota 
Knitting  Mills,  45  Brenton  Terrace,  Pittsfield, 
Mass. 


DEPARTMENT  STORE  FOR  SALE 

For  Sale — A  highly  profitable  department  store 
doing  an  annual  business  of  $400,000,  situated 
at  a  choice  location  in  one  of  Colorado's 
flourishing  cities  with  a  population  of  50,000 
and  still  growing. 

The  store  consists  of  entire  floor  and  basement, 
each  SO  x  125  feet  in  dimension.  Modern 
windows  and  modern  equipment  are  features 
of  this  property.  The  rental  for  the  next  three 
years  is  $180  a  month  including  heat.  After 
the  present  lease  expires  a  new  lease  can  be 
had  for  six  years  at  a  rental  of  $375  a  month. 
This  includes  the  original  first  floor,  basement, 
and  an  additional  second  floor. 

The  owner  has  always  made  handsome  profits 
out  of  this  properly  but  wishes  to  retire  from 
this  store  to  devote  all  his  energies  and  en- 
large the  business  of  his  other  store  situated 
in  a  much  larger  city. 

Exceptional  opportunity  and  future  prospects 
for  right  party. 

An  investment  of  from  $50,000  to  $75,000  can 
handle  this  proposition.    Write  care  of 

ALFKED  FANTL 
120  West  32nd -St.,  New  York  City 


1~\RY  Goods  Store,  medium  size,  doing  a  ^lusi- 
'-^  ness  close  to  $1W),(K)0,  for  sale  in  New  York 
.State.  Wonderful  opportunity.  Write  B.  S., 
Room  101,  1393  liroadway.  New  York  City. 


As  the  Economist  circulation  covers  such  a  wide  area,  whenever  possible 
give  name  and  address.    If  a  box  number  is  used,  give  some  idea  of  location 
of  business.    For  example,  "Pennsylvania,"  Box  810,  Dry  Goods  Economist. 
In  "Positioni  Wanted"  ads,  state  preference  as  to  location,  if  any. 
All  replies  to  box  numbers  are  forwarded  daily  from  the  Economist  office. 

IF,  in  answering  Economist  Want  Ads  directed  to  this  office,  you  supplement 
your  letter  with  additional  matter — photographs,  samples  of  ads,  etc. — 
be  sure  and  send  sufficient  postage  to  cover  the  cost  of  forwarding  them  to  the 
advertiser.  The  Economist  can  only  forward  first  class  mail  covered  by  2c 
postage. 

Rates: — Position  Wanted— 40  cents  per  line.     All  other  headings — SO  cents  per  line. 
6  words  or  fraction  thereof  usually  constitute   1  line.     Minimum  amount  accepted  4 
lines.    Capitals  considered  as  two  lines.     Boxed  display  ads — $7.00  per  inch;  Position 
Wanted — ^$6.00  per  inch — minimum  amount  accepted  1  inch. 
Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  double  the  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


BUSINESS  OPPORTUNITIES 


FACTORY  making  one  Staple  Notion  exclu- 
sively wishes  to  connect  with  representative 
manufacturer  having  sales  organization  which 
covers  retail  dry  goods  trade  universally.  Will 
allow  liberal  commission.  Address  THE  A.  C. 
MESSLER  CO.,  Providence,  R.  I. 


FUR  DEPARTMENT 
Wholesale  firms  desirous  of  establish- 
ing a  Fur  Department  on  consignment 
basis,  or  leasing,  in  a  New  England 
department  store  having  sales  turn  over 
of  one  million  are  requested  to  write 
particulars  to  "Fur",  BOX  1800,  Dry 
Goods  Economist. 


MERCHANTS,  ATTENTION! 
THE   MAN   WITH  A  RECORD 

OF  RECORD  RESULTS 
Conductor  of  All  Landslide  Sales 

CHIAS.   EDWIN  REYNOLDS 
"MASTER  BUSINESS  BUILDER" 
ADVERTISING— MERCHANDISING 
SALES  PROMOTION—  ORGANIZA- 
TION, ETC. 

AVAILABLE 
For  special  sales,  advertising  and  pro- 
motional  work;    merchants   wishing  to 
unload,  reduce,  expand  or  raise  quick 
funds. 

Permanent   Connection  Considered. 

References  from  Merchants,  Manufac- 
turers, Wholesalers,  etc.,  throughout  the 
United  States. 

Address  or  wire  my  home,   7341  Yale 
Ave.,  Chicago,  III. 

MY  MIGHTY  METHODS— MARVEL- 
OUS—S  CI  ENTI FI  C— CERTAI N— 
HIGH  CLASS 


PROPOSALS  FOR  INDIAN  SUPPLIES: 
Department  of  the  Interior,  Ofiice  of 
Indian  Affairs,  Washington,  D.  C,  March  25, 
1921.  SEALED  PROPOSALS,  plainly 
'  marked  on  the  outside  of  the  sealed  envelope: 
"Proposal  for  Groceries"  (or  other  class  of 
supplies  as  the  case  may  be)  and  addressed  to  the 
"Commissioner  of  Indian  Affairs,  3940  South 
Ashland  Ave.,  Chicago,  111.,"  will  be  received 
until  10  o'clock  a.  m.,  on  each  of  the  following 
dates  and  on  the  class  of  supplies  specified, 
and  then  opened:  Clothing  and  Piece  Goods 
May  3,  1921;  Dry  Good?,  May  10,  1921 
Underwear,  Hosiery,  Gloves,  Suspenders,  Hats 
and  Caps,  May  3,  1921;  Notions,  May  7,  1921 
Groceries,  May  7,  1921;  Agricultural  imple 
ments,  Wagons,  etc..  May  12,  1921;  School 
books,  etc..  May  5,  1921;  Chinaware,  etc. 
May  5,  1921.  Automobile  supplies.  May  3,  1921 
Schedules  covering  all  necessary  information  for 
bidders  will  be  furnished  upon  application  to 
the  Indian  Office,  Washington,  D.  C,  or  the 
II.  S.  Indian  Warehouses  at  Chicago,  St. 
Louis  and  San  Francisco.  The  Department 
reserves  the  right  to  reject  any  or  all  bids 
or  any  part  of  any  bid,  and  to  post  tentative 
awards  promptly,  subject  to  correction.  CATO 
SELLS,  Commissioner. 


WANT  TO  LEASE 

CONCERN  OF  HIGH  STANDING  IS 
OPEN  TO  NEGOTIATE  WITH  PROGRES- 
SIVE DEPARTMENT  STORE  FOR  SPACE 
SUITABLE  FOR  YOUNG  MEN'S  AND 
BOYS'  CLOTHING.  IF  NECESSARY, 
WILL  BE  PLEASED  TO  EXCHANGE 
REFERENCES.  COMMUNICATIONS  CON- 
SIDERED CONFIDENTIAL.  BOX  1831, 
Dry   Goods  Economist. 


WANTED  TO  BUY 


T  ARGE  CORPORATION,  CONTROLLING 
^  THREE  DEPARTMENT  STORES, 
WOULD  PURCHASE  OUTRIGHT  ONE  OR 
MORE  DEPARTMENT  STORES  DOING 
AN  ANNUAL  BUSINESS  OF  AT  LEAST 
$500,000,  O.R  SPECIALTY  SHOPS  DOING 
AT  LEAST  $300,000.  ONLY  WELL-ESTAB- 
LISHED CONCERNS  WITH  FIRST-CLASS 
LOCATIONS  WILL  BE  CONSIDERED; 
ALL  COMMUNICATIONS  WILL  BE 
TREATED  WITH'  THE  STRICTEST  CON- 
FIDENCE. BOX  1815,  DRY  GOODS 
ECONOMIST. 

OPEN  to  buy  medium  sized  department  store 
doing  $150,000-$400,000,  in  Ohio,  Indiana, 
Michigan  or  New  York  State.  State  particulars. 
Write  H.  P.,  Room  101,  1393  Broad\yay,  New 
York  City. 


"TTIOROUGHLY  experienced  department  store 
*  man  to  take  charge  or  be  assistant  to 
owner.  Will  invest.  Competent  and  aggres- 
sive. Address  BOX  1816,  Dry  Goods  Econo- 
mist. 


TO   HOSIERY  MANUFACTURERS 

A  British  Wholesale  and  Shipping 
Firm  of  London,  England,  is  open  to 
purchase  large  quantities  of  Silk,  Cot- 
ton, Art  «Silk  and  Lisle  Ladies'  Hose, 
perfect  goods  only.  Write  giving  full 
particulars  and  name  of  agent  if  in 
London.  To  Box  455,  Willings,  125 
Strand,  London,  England. 


VY/ANTE'D — To  hear  from  owner  of  dry  goods 
"  store  for  Fale.  State  cash  price,  descrip- 
tion.   D.  F.  BUSHt  Minneapolis,  Minn. 


FOR  RENT 


BASEMENT  STORE  FOR  RENT 

A  large  Specialty  Store  in  an  eastern 
Ohio  city  of  150,000  will  rent  their 
basement  to  reliable  party  on  percent- 
age basis,  suitable  for  Ready-to-Wear 
and  kindred  lines. 

BOX  1743,  Dry  Goods  Economist. 


DEPARTMENTS  FOR  RENT 

Established  firm  of  excellent  repute, 
selling  medium  grade  and  fine  merchan- 
dise only,  prominent  location,  hustling 
Middle  West  city,  over  one  million  popu- 
lation, offers  to  lease  following  depart- 
ments: 

Ready-to-wear,  Furs,  Children's 
Wear,  Corsets,  Underwear,  Hosiery 
and  Knit  Goods,  Gloves,  Novelties 
and  Perfumes. 

.Only  first  class,  progressive  people  con- 
sidered. All  communications  confi- 
dential. Box  102,  1626  St.  James  Bldg., 
New  York. 


piVE  story  and  basement  building,  30  x  200, 
^  glazed  terra  cotta  front  in  the  best  retail 
block  in  Huntington,  West  Virginia,  suitable 
for  popular  price  department  store.  Building 
now  under  construction.  Will  be  equipped 
with  steam  heat,  sprinkler  system,  passenger 
and  freight  elevators.  Can  get  it  ready  for 
occupancy  within  three  months.  Address 
WALTER  H.  LEWIS,  Huntington,  W.  Va. 
Write  Chamber  of  Commerce  for  literature 
about  Huntington,  the  fastest  growing  city 
in  the  middle  West. 


FOR  RENT 


DEPARTMENT   LEASE  OFFER 

Long  established  high  class  department 
store  in  Southwest  offers  to  lease 
prominent  space,  suitable  for  Men's 
and  Boys'  clothing  and  haberdashery 
departments,  under  most  advantageous 
contract,  to  progressive  and  first  class 
firm  or  individual.  Communicate  by 
letter  to  F.  B.,  Suite  626,  25  West 
42nd  Street,  New  York  City. 


A  DEPARTMENT  store  doing  leading  millin- 
ery  and  ready-to-wear  business  in  a  thriving 
Pennsylvania  city  wistes  to  rent  millinery  de- 
partment to  a  concern  able  to  maintain  its 
present  high  standard.  The  department,  which 
has  admittedly  the  leading  business  in  the  city, 
both  in  quantity  and  quality,  has  been  long 
under  the  personal  care  of, the  proprietor,  who- 
finds  it  increasingly  difficult  to  give  the  neces- 
sary time  to  its  management  owing  to  the  gen- 
eral expansion  of  the  store  business.  Reply  Box 
1862,  Dry  Goods  Economist,  giving  full  particu- 
lars, stating  similar  departments  under  lease  ini 
Pennsylvania.  '  '  ^ 


DRY  GOODS  ROOM  for  rent  April  1st,. 
Newton,  Iowa.  Population  over  600O. 
"New  .  Way",  fixtures"  including  ready-to-wear 
section.  Best  location  in  best  town  in  Iowa. 
BOX  1785,  Dry  Goods  Economist.  


FOR  RENT — Very  desirable  corner  for  high- 
class  dry  goods  or  department  store  in 
Decatur,  111.,  main  floor  56  x  152  ft;  basement 
70  x  166  ft.;  modern  fireproof  building.  W. 
H.  SUFFERN,  Owner. 


"A  RARE  OPPORTUNITY" 

TO  SUBLEASE  THESE 
DEPARTMENTS. 

WE  HAVE  NOW  UNDER  CON- 
STRUCTION A  FIVE  STORY 
BUILDING  TO  BE  OCCUPIED  BY 
OLD  ESTABLISHED  READY-TO- 
WEAR  CONCERN  WHO  WILL  CON- 
SIDER SUBLEASING  SEPARATELY 
OR  COLLECTIVELY  THE  FOLLOW- 
ING DEPARTMENTS  TO  RELIABLE 
CONCERNS:  FURS,  SHOES, 
HOSIERY,  CORSETS,  LINGERIE, 
BLOUSES,  GLOVES,  NOVELTY 
JEWELRY.  FULL  DETAILS  ON 
APPLICATION  TO 

HERZBERG'S. 
OMAHA,  NEBR. 


SHOE  department,  in  a  busy  department  store 
in  Jackson,  Mich.  Has  the  finest  location  iro 
the  city.  The  sales  of  this  department  last  year 
totaled  close  on  to  $100,000.  For  further  par- 
ticulars address  or  see  Manager,  GRAND 
LEADER  DEPARTMENT  STORE,  Jackson, 
Mich. 

TO  LET — Live  Department  Store  in  a  city  of 
125,000  has  space  to  lease  for  drapery  and 
rug  section.  This  proposition  will  bear  the 
fullest  investigation.  Address  Box  1868,  Dry 
Goods  Economist. 


FOR  SALE 


B 


EST  DEP.^RTMENT  STORE  in  finest  loca- 
tion in  best  town  of  its  size  in  Northern 
Minnesota.  Population  of  city  17,000,  drawing 
trade  of  25,000  to  30,000  more  people  from 
surrounding  territory.  Industries  are  mining, 
lumbering  and  railroading.  Last  year's  business 
a  quarter  of  a  million.  By  enlarging  some 
departments  and  with  first-class  management 
business  can  be  worked  up  to  at  least  $300,000. 
Size  of  store  50  x  125  main  floor  and  second' 
floor.  Must  be  sold  at  once_  to  wind  up  the 
affairs  of  an  estate  which  is  a  half  owner. 
Prefer  to  sell  the  half  owned  hy  estate  and 
retain  the  other  half  myself,  but  will  sell  entire 
store  if  parties  interested  insist  on  it.  For 
further  details,  apply  to  B.  M.  LIPPMAN^ 
Hibbing,  Minn. 


D 


EP.ARTMENT  STORE  in  the  best  business 
city  in  Colorado  outside  of  Denver.  Low 
rent,  choice  location,  large  room,  valuable 
lease.  Minimum  amount  to  handle  $50,000 
cash.  Has  made  owners  independent,  but 
r/ho  are  now  going  into  a  much  broader  field 
elsewhere.  Price  one  hundred  cents  cash.  No 
trade.    BOX   1791,  Dry  Goods  Economist. 


HOUSH 


The  genuine  has  "RENF^^DEVONSHIRE  CLOTH"  stamped  on  the  selvag 
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jA  J^ame  and  a  Lahel  That  J^ean  l^uch  ! 

FOR  thirty  years  the  Hind  &  Harrison  Mills  have  been  busy  producing 
woven  fabrics,  steadily  and  surely  growing  but  never  varying  from  the 
original  quality  ideals  upon  which  the  business  was  founded. 

Now,  a  good  sized  community,  brought  up  in  the  industry,  is  engaged  in  per- 
petuating the  fame  of  Hind  &  Harrison  through  making  newer-day  woven 
fabrics  for  diversified  uses. 


Accepted  as  a  standard  for  drapes  and 
upholstery  purposes  is 


VELDURA 

as  illustrated  and  you  can  recommend 
VELDURA  with  perfect  confidence  because 
it  is  a  known  quantity — made  to  endure. 


Other  H.  &  H.  fabrics  find  an  increasing  de- 
mand among  garment  makers.  Specially  the 
newest  of  the  silky  fur  fabrics,  SYLVOSEAL, 
that  is  rich  in  the  deep  lustre  of  true  seal,  as 
well  as  BAFINSEAL,  UKONSEAL  and 
KLONSEAL.  All  of  these  so  easily  fashion 
into  exquisite  coats  and  wraps. 

For  more  popular  priced  garments  H.  &  H. 
Mohairs  in  URALAM,  METALAM,  LUX- 
URAL  and  SABALAM  and  VELDURA  (cot- 
ton velour)  offer  an  interesting  variety. 

It  pays  just  as  well,  through  satisfied  custom- 
ers, to  sell  H.  &  H.  yard  goods  for  upholstery 
and  draperies  as  it  does  to  feature  garments 
that  bear  the  prestige-giving  H.  &  H.  label. 


The  Hind    &    Harrison    Plush  Company 


Principal  (Jfficcs  iimX  Factory:    Clark  Mills,  Oneida  County,  N.  Y. 
New  York  City  Office:  American  Woolen  Bldg.,  225  Fourth  Ave.    Chicago  Office:  317  W.  Adams  St. 
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THE  BUYERS'  WEEKLY  STAFF  MEETING 
75th  Year  New  York,  Saturday,  April  9,  1921 

S.  H.  DiTCHETT,  Editor-in-Chief 
Ernest  C.  Hastings,  Managing  Editor  E.  C.  Donegan,  News  Editor 

department  editors 
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R, 


B.  Bunting — Floorcoveringa,  draperies  and 
other  home  goods ;  linens 
W.  D.  Darby — Silks,  woolens,  worsteds,  cottons 
Gus  Henning — Store  service  and  equipment 
C.    K.    McDbrmut,    Jr. — Knit    underwear  and 
hosiery 

Miss  Jack  Seelet — Laces,  embroideries,  ribbons, 
trimmings 

London  Office,  11  Haymarket,  S.W.I — John  C. 

CURTISS 


J.  E.  Bolland — Women's  and  misses'  apparel 
Miss  Mat  Hallett — Fashions  as  they  influence 
merchandise 

Guy  Hubbart — Retail  advertising,  and  "how  to 
sell  it"  articles 

Leopold  Minster — Store  and  office  manage- 
ment ;  accounting  and  system 

Mrs.  Bernicb  Todd — Corsets,  brassieres ;  fancy 
goods  ;  toys 

Washington  Office,  816  Fifteenth  St.,  N.W. — 
William  L.  Daley 


J.  L.  Cargill — Shoes  ;  men's  wear  ;  boys'  wear 
Mrs.     Beatrice    Hastings — Gloves  ;     veilings  ; 

women's  neckwear 
Miss  Helen  Lehman — Children's  and  infants' 

goods,    knit    outerwear ;    store  educational 

work 

W.  L.  Pollard — Special  Articles 
G.  A.  VanMeter — Women's  apparel 
Paris  Office,  2  Rue  des  Italiens — Miss  Laura 
Hubbard 


-Worldwide  Educational  Number- 


Of  this  issue  of  the  Dry  Goods  Economist  there  are  printed  and  distributed  17,500  copies 


For  the  Store  Executive : 

For  Each  Member  op  the  Store  Personnel — Editorial  .... 
Good  "Traffic  Man"  a  Store  Asset — EditorM 

Why  We  Call  Our  Sales  Manager  Director  of  Publicity  .... 

By  Joseph  B.  Mills,  Director  of  Publicity,  J.  L.  Hudson  Co.,  Detroit 

Litt's  Question  Started  Something  at  Smith  Carpet  Sale.   By  K.  B.  Bunting 
Confidence  Grows  in  Business  World  as  Spring  Trade  Develops  . 
Administration  Keeps  Own  Counsels  on  Smoot  Sales  Tax  Proposal 
Success  of  Personnel  Director  Must  Be  Measured  by  Co-operation 

By  Michael  Schaap,  Director  of  Personnel,  L.  Bamberger  d  Co.,  Newark,  A 

Old-fashioned  Way  Still  the  Best  for  Training  Assistant  Buyers 

By  the  Educational  Director  of  a  Large  Middle  Western  Store 

Retailing  as  a  Profession  Fast  Gains  Ground  Among  Our  Educators  . 
Tt'-^  thf  Superintendent's  Own  Example  That  Determines  Results  He  Gets 

Bv  D  C  Eraser,  General  and  Merchandise  Manager,  Reid  &  Hughes  Co.,  Lawrence 

How  Many  Stores  Can  Afford  to  Omit  Price  Markings  From  Windows? 

Bv  C.  K.  McDermut,  Jr. 

Where  the  Store  Must  Play  Its  Part  in  Recruiting  an  Intelligent  Personnel 

By  Murjorie  Bridgman,  Research  Director,  Lasalle  &  Koch  Co.,  Toledo,  Ohio 

How  the  Sales  Manager's  Job  Shapes  up  in  the  Medium-sized  Store  . 

By  G    W   Talbott   Sales  Manager,  Shriver- Johnson  Co.,  Sioux  Ealls,  S.  D. 

Co  opfrative  ' Development  of  Training  for  Retail  Selling  in  Pittsburgh 

B2/  J.  B.  Miner,  Executive  Secretary,  Research  Bureau  of  Retail  Training,  Carnegie 
Technology  „  f>, 

One  Logical  Way  to  Present  Department  Store  Selling  as  a  Career 

Psycho- Analysts  Are  in  Wrong  Pew  as  Depaktment  Store  Heads 

Good  Will  Oils  Gears  op  Store's  Mechanism,  Insuring  Efficiency       .  . 

By  Mrs  C  H  Talbott,  Educational  Director,  Dulnth  Glass  Block  Store,  Inc.,  Duluth 
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With  the  Department  Managers : 


TRoMPiNG  Angora  Helped  Clothe  Roman  Nobles;  And  He's  Still  Useful 
Stnce  1500  B  C  the  World  Has  Bumped  Into  Cotton  Wherever  It  Turned.  By  W.  D.  Darby 
Fitting  the  Personality  as  Well  as  Fitting  the  Figure.   By  May  Hallett  . 
Pictures  From  Paris  Indicate  Latest  Trend  in  Fashion-Page  Plate 
How  THE  Ready-to-wear  Maker  Operates  Is  Knowledge  That  Helps  Selling 
Feminine  Self-determination  Decides  How  Fashion  Wind  Will  Blow  . 
Sfnsing  Taste  of  Customer  Is  Main  Ingredient  in  Selling  Ready-to-wear 
These  Stores  Are  Proud  of  Their  Silverware;  Their  Windows  Show  It 
Corsets  of  To-day  Give  Our  Women  the  "Edge"  on  Queen  Elizabeth 
Mousquetairb  Gloves  Likely  to  Figure  Largely  in  New  Season 
Neckwear  Responds  to  Concerted  Effort  .... 
Magpie  Color  Idea  in  Veilings  Gains  Sway  .... 
What  the  Market  Offers  in  Parasols    .  .... 
Laces  and  Embroideries  Ready  for  Week  of  Their  Own 

Underwear  Seconds  in  Large  Quantities  Work  Injury  to  Department         -  , 
A  Distinctive  Style  of  Display  Is  Worth  All  the  Efforts  It  Costs.  By  Guy  Hubbart 
Changed  Conditions  in  Markets  Reflected  by  Fair  at  Lyons       .       •    „  • 
Persistence  and  Common  Sense  Bring  Out  Possibilities  of  Gift  Section.  By  Mrs.  Page 
Have  You  an  Art  and  Gift  Section  Concealed  on  Your  Premises?  By  Bermce  E.  Todd 
Newest  Offering  in  the  World  op  Fancy  and  Art  Goods      .  . 
Give  the  Notions  Section  a  Chance  and  Results  Will  Tell  a  Story 
Arouse  Kiddies'  Interest  in  Toys  and  Business  Will  Hold  the  Year  Around 

Teach  Your  Public  the  All-year  Toy  Idea  

Plato  Qualified  as  a  Toy  Inventor  

The  Mechanical  Doll  Has  a  Hectic  Dream    .       .       .       .       •  .  • 


Para  Los  Latinoamericanos  : 

Los  Mejores  Directores  de  Exhibicion  Estudian  los  Negocios  y  las  Modas 

Relacion  Entre  el  Director  de  Anuncios  y  el  Patron 

El  Departamento  oel  Personal  Debe  Ejecer  Autoridad 

Ventas  Especiales  de  Seda,  Tres  Veces  al  Ano       •       •       •       •  • 

El  Departamento  de  Servicio  Personal  Desempena  Importantes  Funciones 
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ERCH ANTS  who  have  specialized 
on  Van  Raalte  Silk  Gloves  find  their 
sales  growing  apace  and  their  silk  glove 
department  stepping  out  in  the  lime- 
light of  popularity.  This  is  because 
Van  Raaltes  have  the  style  that  attracts 
buyers  and  the  quality  that  holds  them. 

If  you  will  make  Van  Raalte  the  leader  in  your 
silk  glove  department,  Van  Raalte  will  make 
your  silk  glove  department  the  leader 'in  your 
locality. 

VAN   RAALTE  COMPANY 

Fifth  Avenue,  at  16th  Street,  New  York  City 
12  West  St.,  Boston  105  S.  Dearborn  St.,  Chicago 

25  Kearney  Street,  San  Francisco,  Cal. 

Makers  of  Van  Raalte  Veils,  Silk  Underwear,  Silk  Hosiery  and  Nela. 

mN  RAALTE 

Silk  *^loves 
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For  Each  Member  of  the  Store  Personnel 


EDUCATION.  What  does  the  word 
mean  to  you?  Possibly  it  suggests  an 
educational  department  for  the  instruc- 
tion of  new  employees,  especially  salespeople. 
Perhaps  its  meaning  goes  a  bit  farther  and 
the  word  makes  you  think  of  a  store  section 
with  its  educational  director  and  aids  and  with 
a  more  elaborate  and  broader  system  for  train- 
ing in  store  work.  That  is  very  well.  That  is 
education  up  to  a  certain  point.  We  'have 
planned,  however,  in  this  Educational  Num- 
ber of  the  Dry  Goods  Economist,  to  induce 
our  readers  to  see  education  from  a  still  wider 
viewpoint. 

We  all,  every  one  of  us,  need  education, 
need  it  all  the  time,  if  we  are  to  keep  from 
standing  still.  The  successful  business  man  of 
to-day  is  educating  himself,  and  being  edu- 
cated, right  along.  Every  day,  every  hour 
almost,  he  is  called  upon  to  adjust  himself  to 
new  conditions.  Just  think  for  a  moment  of 
the  education  that  Americans  have  received 
since  the  beginning  of  the  World  War.  Coun- 
tries and  peoples  to  whom  we  rarely  gave  even 
a  passing  thought,  if  indeed  any  thought  at 
all,  are  now  seen  to  have  been,  and  are  seen 
still  to  be,  in  greater  or  less  degree  bound  up 
with  us,  and  their  problems  prove  themselves 
a  part  of  our  problems. 

We  have  been  getting  some  of  the  infor- 
mation which  many  years  ago  we  were  urged 
to  acquire  in  a  wholly  different  way.  In  other 
words,  some  of  the  things  we"  were  supposed  to 
have  been  taught  at  school  or  at  college  we 
have  had  to  learn  in  the  harder  school  of  ex- 
perience. 

Real  Purpose  of  Education 

And  that  brings  us  to  the  real  purpose  of 
education,  in  the  usual  sense  of  the  word,  viz., 
to  show  not  only  the  young  but  also  the  middle- 
aged,  and  even  the  old  "how  to  do  it"  with- 
out their  having  to  go  personally  through  that 
school  of  experience,  that  bitter,  and  not  al- 
ways effectual,  academy  of  hard  knocks. 

So  in  this  Educational  Number  it  has  been 
our  aim  to  present  articles  that  will  prove  of 
educational  value  to  numbers  of  the  store  per- 
sonnel holding  widely  different  positions. 

It  has  been  long  indeed  since  ambitious 


dry  goods  people  felt  so  keenly  as  they  do  to- 
day the  need  of  information  and  guidance. 
This  is  as  true  of  store  heads  as  it  is  of  those 
holding  less  important  posts. 

The  Weight  of  Responsibility 

Indeed,  it  is  truer,  in  all  probability,  of 
those  in  the  big  positions  than  of  those  in  the 
smaller  ones.  More  perplexing  than  ever  are 
the  merchandising  problems.  No  less  difftiult 
of  solution  are  those  connected  with  store  man- 
agement. It  is  well  for  those  occupying  posts 
of  less  responsibility  to  realize  that  those 
higher  up  have  no  "soft  snap,"  and  that  though 
the  head  of  the  store  or  of  the  department 
may,  to  all  appearances,  not  be  working  hard 
he  is,  in  reality,  carrying  the  heavier  part  of 
the  load — the  weight  which  responsibility  in- 
variably imposes. 

In  the  college  "eight"  the  man  who  pulls 
stroke  seems  to  be  working  no  harder  than  the 
other  seven,  yet  he  is  setting  the  pace  for  them 
all.  Still  more  may  the  coxswain  appear  to 
have  an  easy  job,  yet  he  is  the  guide  and  the 
stimulator  and  encourager  of  all  the  other 
members  of  the  crew. 

Learning  to  understand — yes,  even  to 
glimpse — the  problems  the  boss  has  to  face 
every  day,  and  which  oft  may  cause  him  a 
sleepless  night,  is  in  itself  an  education  for 
the  man,  woman  or  girl  who  now  occupies  a 
subordinate  position.  Such  understanding  will 
go  far  toward  fitting  such  employees  for 
duties  that  are  higher  and  entail  greater  re- 
sponsibility. 

The  Employee's  Problems 

Conversely,  the  boss  needs  an  understand- 
ing of  the  degree  in  which  matters  that  to  him 
seem  small  constitute  problems  of  real  mo- 
ment to  his  salespeople  or  other  junior  em- 
ployees. Whether  it  be  done  by  the  store  head 
or  a  firm  member,  by  the  department  head  or 
by  the  educational  director,  according  to  the 
size  of  the  store,  the  closer  the  touch  and  the 
finer  the  understanding  of  the  employee's  diffi- 
culties the  more  successful  will  be  the  store  in 
its  selling  and  in  its  service.  There  are  many 
merchants  and  many  buyers  who  themselves 
need  education  in  this  direction.  Some  of  them 


willingly  admit  their  own  shortcomings.  For 
example : 

A  number  of  store  executives  recently  were 
comparing  figures  as  to  salaries  in  different 
departments,  percentage  of  selling  cost,  sys- 
tems for  regulating  salaries,  methods  of 
handling  salespeople,  and  similar  matters.  It 
was  found  that  one  of  the  stores  showed 
higher  wages  in  several  departments  than  the 
other  stores  and  yet  had  a  lower  selling  cost 
percentage.  Some  of  those  present  gave  the 
credit  to  the  store's  system.  One  remarked, 
however:  "I  don't  care  what  system  they 
have;  So-and-So's  will  beat  us  out  because 
(naming  one  of  their  executives)  is  more  adept 
than  any  of  us  in  handling  his  employees."^ 

Contrariwise,  in  another  store — not  one 
of  those  just  referred  to — a  saleswoman  was 
allowed  to  run  along  for  six  months,  appar- 
ently without  any  attempt  to  counsel  or  show 
her  how  to  do  more  effective  work.  Only  when 
the  bonus  checks  were  passed  out  at  the  half- 
year's  end  and  she  complained  that  hers  was 
for  about  one-twentieth  of  the  sum  earned  by 
another  worker  in  the  same  department  did 
she  receive  some  of  the  advice  and  guidance 
which  she  so  sorely  needed. 

Get  Its  Full  Value 

Since  it  seems  so  clear  to  us  that  educa- 
tion is  not  a  matter  for  the  subordinate  peo- 
ple alone  but  for  all  the  members  of  a  store's 
personnel,  it  has  been  our  effort  to  present  in 
this  Educational  Number  articles  having  a 
range  of  subjects  wide  enough  to  make  this 
number  of  real  interest  and  value  to  readers 
of  all  classes  in  the  retail  stores. 

We  urge  subscribers  to  look  carefuUy 
through  its  pages  and  to  note  the  articles  that 
apply  most  definitely  to  their  particular  prob- 
lems. Few  will  care  to  read  all  the  articles. 
There  is  no  reason  for  so  doing.  Each  issue 
of  the  Dry  Goods  Economist  is  like  a  set  of 
tools,  each  tool  being  adapted  to  a  particular 
use.  It  may  be  likened,  indeed,  to  a  family 
tool  chest.  And  just  as  those  get  the  best  out 
of  tools  who  best  know  how  to  use  them,  so 
the  merchants  and  system  men,  the  depart- 
ment heads  and  delivery  men,  the  assistant 
buyers,  the  salespeople  and  others  who  under- 
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stand  most  clearly  how  to  utilize  each  issue  of 
the  Economist,  are  the  ones  who  get  the  best 
value  out  of  their  subscription. 

And  that  the  Economist  succeeds  in  serv- 
ing all  classes  of  dry  goods  merchants,  whole- 
sale as  well  as  retail,  small  as  well  as  large, 
together  with  the  occupants  of  all  kinds  of 
positions  in  stores  throughout  the  country,  is 
proven  over  and  over  again. 

It  is  our  hope,  as  it  has  been  our  aim,  that 
this  Educational  Number  will  fully  measure 
up  to  the  Economist  standard  and  prove  to  be 
an  issue  of  exceptional  value  to  all  of  our  sub- 
scribers. 

Good  ''Traffic  Man'' 
a  Store  Asset 

YEAR  by  year,  merchants  realize  more 
clearly  how  varied  are  the  ways  in 
which  a  store's  receiving  force,  etc.,  can 
save  much  money  for  their  concern;  for  ex- 
ample, through  having  incoming  goods  prop- 
erly classified  by  the  shippers ;  through  keeping 
well-posted  regarding  traffic  rules,  and  regu- 
lations. The  following  suggestions — ^which 
have  to  do  mainly  with  avoiding  the  giving  of 
clear  receipts  for  packages  that  ought  not  to 
be  thus  signed  for— ought,  therefore,  to  prove 
helpful  to  many  members  of  the  ECONOMIST 
family. 

Truck  drivers  and  others  in  the  store's 
employ  who  are  concerned  should  be  given  a 
general  insight  into  "laws"  pertaining  to  the 
receipt  of  goods  from  transportation  com- 
panies (and  to  delivering  goods  to  them),  so 
these  workers  can  duly  protect  the  interests 
of  their  employers.  Speaking  broadly,  the 
law  holds  that  an  employee — if  he  is  acting 
within  the  scope  of  his  authority- — is  the 
agent  of  his  employer  and  that  the  em- 
ployee's act  binds  his  principal  as  com- 
pletely as  if  it  were  performed  by  the  em- 
ployer himself.  Consequently,  the  "assent" 
of  the  store's  truckman  to  a  provision  incor- 
porated in  a  bill  of  lading,  or  to  some  in- 
dorsement on  the  bill  of  lading  or  "delivery 
ticket,"  may  be  deemed  valid  and  binding  on 
the  employer. 

The  truckman  and  the  other  employees 
referred  to,  therefore,  should  be  cautioned 
against  giving  "clear"  receipts  for  property 
if  the  container  is  crushed  or  broken;  if  the 
contents  rattle  as  if  damaged ;  if  the  external 
appearance  of  the  package  indicates  leakage, 
etc. 

In  such  instances  the  employee  should 
insist  on  having  the  case  opened  while  it  is 
still  in  the  transportation  company's  pos- 
session— in  order  that  the  extent  of  the  dam- 
age may  be  determined  and  definitely  record- 
ed. Naturally,  the  adjustment  of  the  claim 
that  must  be  made  will  thus  be  greatly  facili- 
tated. 

The  employees  should  be  instructed, 
moreover,  that  in  instances  wherein  the 
damage  is  considerable,  they  should  tele- 
phone to  the  proper  official  in  the  store's 
"Traffic  Department"  for  instructions  aa  to 
the  course  to  pursue. 

If  a  shipper  uses  open  trucks,  canvas 


covers  should  be  provided  by  him  so  that  in 
wet  weather  the  load  can  be  kept  dry.  It  is 
customary  for  the  employees  of  transporta- 
tion companies  to  modify  receipts  they  give 
through  such  notations  as:  "Received  in  the 
rain";  "boxes  wet,"  etc.  Where  a  claim  for 
damage  by  moisture  must  be  made,  and  a 
modified  receipt  of  this  kind  has  been  ac- 
cepted by  the  "shipper's"  representative,  the 
transportation  company  involved  may  retort 
that  the  goods  were  damaged  before  they  came 
into  its  possession. 

It  stands  to  reason,  therefore,  that,  just 
as  transportation  companies  endeavor  to 
protect  themselves,  so  should  the  store's  em- 
ployee (on  accepting  goods  that  appear  "in 
bad  order")  clearly  specify  why  he  thinks 
that  a  clear  receipt  ought  not  to  be  given — • 
as  "boards  appear  loose,"  etc. — instead  of 
writing  merely,  "in  bad  order." 

On  the  other  hand,  the  outer  appearance 
of  a  case  of  goods  may  lead  one  to  believe 
that  everything  is  in  good  condition,  and 
there  may  be  no  evidence  of  goods  rattling 
inside — so  that  a  clear  receipt  is  given.  If, 
however,  upon  opening  the  package  it  is  dis- 
covered that  some  goods  are  missing,  the 
transportation  company  station  from  which 
the  goods  were  taken  ought  immediately  to 
be  called  up  on  the  'phone.  The  company 
should  be  requested  to  send  its  inspector, 
immediately,  to  examine  the  contents  of  the 
package  and  make  official  note  of  what  is 
shown  him  (on  the  shipping  documents,  etc.). 
The  store  should,  of  course,  make  due  note 
of  this  'phoning. 

After  this  formal  insjiection  has  been 
brought  about,  the  name  of  the  inspector  who 
made  it  should  be  carefully  noted.  More- 
over, the  conversation  ought  immediately  to 
be  confirmed  by  letter  to  the  transportation 
company  at  that  station,  quoting  the  under- 
standing had  with  the  inspector.  In  this  let- 
ter there  should  be  mentioned  his  name;  the 
date  on  which  he  called;  condition  of  "con- 
tents"; list  of  goods  missing;  weight  of  goods 
when  received;  how  packed,  and  there  should 
be  submitted  a  bill  for  the  articles  missing.  If 
acknowledgment  of  this  letter  is  not  received 
from  the  company  in  due  time,  it  should  be 
promptly  followed  up.  The  weight  of  the 
case  received  is  an  important  factor,  worthy 
of  far  more  comprehensive  treatment  than 
we  have  here  given  it. 

Many  a  concern  does  not  realize  the  im- 
portance of  having  an  .efficient  employee 
handle  the  receiving  of  its  goods.  They  suf- 
fer losses  each  year  which  a  capable  and  con- 
scientious receiving  man  could  avoid. 

As  one  example,  a  small  manufacturing 
concern  made  a  shipment  of  134  infants' 
plush  coats  to  one  of  the  largest  middle 
western  retail  stores,  by  freight.  The  case 
containing  the  goods  was  delivered  after  be' 
ing  eight  weeks  on  the  way.  When,  a  few 
days  after  its  arrival  the  case  was  opened 
it  was  discovered  that  34  coats  were  miss- 
ing. 

The  retailer  immediately  notified  the  man- 
ufacturers as  to  the  shortage,  and  stated 
that  as  the  case  was  received  in  perfect  con- 
dition— and  was  packed  to  capacity — he  had 


signed  a  clear  receipt  and  "could  not  file  a 
claim  against  the  transportation  company!" 

Knowing  that  the  retail  concern  had  ex- 
perts in  its  traffic  division  the  manufacturer 
consulted  a  local  traffic  expert  as  to  the 
proper  course  to  pursue.  This  traffic  man  ob- 
tained a  "Concealed  Loss  and  Damage  Claim" 
blank  from  the  railroad  company  concerned. 
He  forwarded  it  to  the  retailer  so  that  he 
could  fill  in  the  answers  to  the  first  two 
questions,  viz.: 

(1)  In  what  condition  were  the  goods  re- 
ceived? 

(2)  What  is  the  name  of  the  trucking 
company  that  delivered  them  to  you? 

The  form  came  back,  with  the  answer  to 
question  1  filled  in  to  this  effect:  "The  case 
was  received  in  perfect  condition,  and  there 
is  no  possible  chance  that  goods  were  ex- 
tracted, as  the  case  was  'packed  to  full  ca- 
pacity.' " 

Despite  this  set-back,  under  the  traffic 
man's  guidance,  the  formal  claim  was  duly 
sent  to  the  railroad  company  involved.  In 
sending  this  claim,  however,  the  traffic  man 
did  not  confine  himself  to  answering  the 
"stereotyped"  questions  on  the  blank  but,  in 
addition,  pasted  a  strip  of  paper  at  the  bot- 
tom of  the  claim  form  containing  a  "special 
notice"  reading  as  follows: 

"The  case  herein  referred  to  was  packed  by 
three,  viz.,  the  shipping  clerk,  a  helper,  and  the 
owner  {the  manufacturer) .    These  three  men  i] 
had  to  stand  on  top  of  the  case  in  order  to 
press  the  goods  into  it.    You  can  readily  see  | 
that  when  Si  coats  were  taken  out  {this  is  a 
small  quantity  in  comparison  with  the  total) 
the  resiliency  of  the  remaining  coats  pushed 
them  up  to  the  top  of  the  case,  giving  it,  even  i 
then,  the  appearance  of  having  been  packed  >: 
'to  full  capacity.' " 

And  this  honest  explanation  evidently  ap-  j 
pealed  to  the  railroad  company  officials  for,  i 
within  thirty  days  a  check  was  received  from  j 
them  for  the  full  amount  of  the  claim,  over  | 
$100. *  j 
The  traffic  expert  who  drew  the  above  case  i 
to  our  attention  laid  stress  on  the  fact  that  j 
incidents  such  as  he  cited  make  clear:  first,  ; 
that  if  the  proper  evidence  is  submitted,  even 
a  seemingly  "impossible"  claim  can  be  col- 
lected.   Secondly,  that,  store  employees  who 
are  properly  informed  regarding  transpor- 
tation matters  can  save  their  concerns  much 
money — not  only  through  collecting  neces- 
sary claims  but  also  through  reducing  the  i 
costs  for  inward  freight,  etc.,  by  carefully  I 
giving   to   manufacturers,    or   wholesalers,  | 
shipping  instructions  that  are  as  nearly  as  , 
possible  "fool  proof."   And  we  feel  sure  that 
our  readers  will  thoroughly  agree  with  hira.  j 


Leave  it  to  West  Virginia  to  do  things  j 
right.      When    the    legislature    passed   a  | 
"Truth  in  Advertising  Bill"  it  not  only  mMe  j 
the  penalty  a  fine  of  from  $25  to  $500  but  \ 
added  a  60-day  prison  term.    We'd  suggest 
forming  a  school  of  ad'vertising  in  the  State 
prison  so  that  misguided  gents  may  impi-ove 
their  technique  while  thinking  over  their  sins 
of   "over-enthusiastic"    advertisement  state- 
ments. 


DRY  GOODS  ECONOMIST,  APRIL  9,  1921 


23 


Why  We  Call  Our  Sales  Manager 
Director  of  Publicity 

The  Name  "Sales  Manager"  as  Applied  to  the  Retail  Trade  Is  Mis- 
leading—And the  Sales  Manager  and  the  Advertising  Manager  Must 
Be  Bedfellows  to  Produce  for  the  Organization  on  the  Greatest  Scale; 
There  Can  Be  No  Half-hearted  Fellowship 


ONE  of  the  first,  if  not  the  first  of  the 
country's  retail  stores,  to  create  the 
office  of  sales  manager  was  the  J.  L. 
Hudson  Co.,  Detroit.  This  change  was  effected 
in  1915.  It  came  with  the  growth  of  the  busi- 
ness and  the  outline  of  the  work  seemed  to  fill 
a  gap  between  the  actual  buying  and  selling  of 
merchandise. 

Title  Is  Misleading 

The  name  "sales  manager"  as  applied  to 
the  retail  trade  is  misleading,  if  we  are  to  be 
guided  by  the  same  term  in  reference  to  whole- 
sale and  manufacturing  concerns.  He  is  the 
man  responsible  for  the  continuous  marketing 
of  the  products  of  a  business  to  secure  the  in- 
come necessary  to  pay  the  help,  buy  raw  mate- 
■  rials,  provide  housing  and  in  other  ways  main- 
tain the  business  at  a  profit.  Likewise,  he  con- 
trols or  has  a  say  as  to  the  publicity  and  its 
policy,  since  they  form  so  important  a  part  m 
the  selling  of  any  commodity. 

If  the  so-called  sales  manager  m  the  re- 
tail business  were  to  operate  along  the  same 
lines,  he  would  control  by  direction  the  actual 
selling  of  the  merchandise— in  other  words, 
from  the  moment  the  merchandise  is  received 
by  the  department,  through  the  usual  incoming 
channels,  he  would  be  responsible  for  the  plac- 
ing of  that  merchandise  in  the  hands  of  the 
satisfied  customer. 

Extent  of  Control  Over  Personnel 
At  the  present  time,  the  usual  methods  of 
control  of  selling  help  is  through  the  employ- 
ment and  educational  branches  of  the  super- 
intendent's office.  The  sales  manager  may 
requisition  the  superintendent  for  necessary 
help  to  carry  through  his  plans  to  sell  the  mer- 
chandise, then  his  control  ceases. 

It  is  a  question  whether  the  present  method 
is  best,  though  from  the  point  of  view  of  actual 
results— which  is  the  only  basis  to  be  used  m 
a  test— where  there  is  one  hundred  per  cent 
co-operation  between  all  executive  heads,  any 
sane  method  can  be  made  to  produce. 

We  believe  that  the  better  name  to  apply 
to  the  executive,  in  place  of  sales  manager,  is 
that  of  "director  of  publicity"— which  title  is 
now  used  in  the  Hudson  organization,  the  func- 
tions being  the  same  as  those  under  the  previ- 
ous title  of  sales  manager,  with  the  additional 
responsibility  of  supervision  of  newspaper  ad- 
vertising. 

Must  Be  Close  Harmony 

The  sales  manager  and  the  advertising  man- 
ager must  be  bedfellows,  or  at  least  room- 
mates, in  order  to  produce  for  the  organiza- 
tion on  the  greatest  scale.  There  can  be  no 
half-hearted  fellowship— it  must  be  give  and 
take  on  any  proposition  and  when  the  final 
plan  is  agreed  upon  as  feasible,  the  new  slogan 
must  be  "Let's  go!" 

The  much  discussed  question  of  sales  man- 
ager vs.  advertising  manager  has  never  been 
brought  to  an  issue  in  our  organization,  and 
it  is  a  question  as  to  which  executive  would 
stand  or  fall  as  the  best  result-getter.  But, 


By  Joseph  B,  Mills 

Director  of  Publicity,  the  J.  L.  Hudson  Co., 
Detroit,  Mich. 

with  so  many  outside  relations  in  the  publicity 
column  it  has  seemed  wise  to  place  the  actual 
publicity  responsibility  under  one  head,  that 
of  publicity  director. 

Doing  the  "Things  Unusual" 

While  we  look  to  the  newspapers  to  tell  the 
daily  "story  of  the  store,"  we  do  not  depend 
entirely  upon  the  daily  page  to  get  our  volume 
of  business;  any  store  can  advertise  in  the 
daily  press,  but  it  is  the  store  that  does  the 
"things  unusual"  in  the  publicity  line  that  will 
eventually  get  the  greater  volume  of  patron- 
age. 

The  status  of  the  publicity  director  is  on  a 


at  all  times  be  first  in  suggesting  new  plans— 
at  the  same  time  willing  to  accept  plans  of 
others;  he  must  put  his  store  first  in  every 
public  movement;  he  must  "think"  at  all  times 
but  not  devote  so  much  time  thinking  that  he 
fails  to  "act." 

Is  Store's  Representative 
Being  the  head  of  the  division  which  in 
reality  speaks  for  the  store,  he  will  have  a  say 
in  the  adoption  of  all  store  and  publicity  poli- 
cies; he  is  the  store's  representative  m  the 
eyes  of  the  public  from  the  publicity  angle; 
while  modesty  may  be  one  of  his  qualifications 
he  must  remember  that  his  word  is  the  say- 
so"  of  the  stor^and  he  speaks  in  every  line 
of  advertising  and  every  public  movement  with 
which  retail  business  is  connected. 

Merchandise  can  be  bought  by  a  good  or 
poor  buyer;  each  department  can  be  controlled 
by  men  familiar  with  merchandise  statistics, 
and  the  merchandise  will  be  sold  in  volumes. 
But  to  this  method  of  operation  add  the  en- 
thusiasm, the  thinking  and  planning  of  a  real 
director  of  publicity  and  the  merchandise  wiU 
be  sold  on  a  far  greater  volume. 


As  the  sales  manager's  job  developed  broader, 
newer  phases,  the  J.  L.  Hudson  Co.  held  a 
rechristening. 

par  with  that  of  the  merchandise  manager, 
subordinate  only  to  the  general  manager.  His 
duties  are  many  and  will  probably  vary  with 
the  store  with  which  he  is  connected,  the  sec- 
tion of  the  country  and  the  individual's  ability 
to  grasp  the  opportunities  as  they  present 
themselves— and,  "make  the  job  for  himself." 

The  publicity  director  has  but  one  function 
—that  is  to  produce.  His  opportunity  lies  in 
the  planning  of  the  sales  or  planning  the  work 
of  the  producing  branch  of  the  business.  This 
can  be  accomplished  through  co-operation  with 
divisional  merchandise  managers  and  buyers. 
He  must  be  a  leader— one  who  can  create 
ideas  and  then  be  able  to  outline  them  on  a 
sane  basis  in  a  manner  by  which  they  can  be 
made  productive. 

Responsibilities  of  the  Task 

Plans  once  agreed  upon  become  operative 
through  the  publicity  director's  say-so  and 
may  include  any  form  of  advertising,  direct 
mail,  interior  and  exterior  display,  or  general 
sales  promotion— all  of  which  divisions  com.e 
under  his  pyramid. 

Limitations  as  to  possibilities  are  unknown 
to  the  up-to-date  publicity  director;  he  must 


Edward  B.  King  Dies  at 
His  Home;  Was  45 

Edward  Bronson  King  of  the  firm  of  Ed- 
ward B.  King  &  Co.,  dry  goods  commission 
merchants,  died  at  his  home  at  West  New 
Brighton,  Staten  Island,  on  March  18.  Mr. 
King  came  of  a  family  of  dry  goods  mer- 
chants and  at  the  time  of  his  death  had  been 
engaged  in  the  dry  goods  business  himself  for 
45  years.  He  started  his  business  career  with 
A  T.  Stewart  &  Co.  in  the  dress  goods  depart- 
ment of  their  wholesale  house  on  Chambers 
Street,  New  York.  Later  he  went  with  Emer- 
son Rhoads  &  Co.,  which  had  been  Rhoads 
King  &  Co.,  and  in  which  his  uncle,  Edward 
King,  was  a  partner  at  the  time  of  his  death. 
Subsequently  he  had  charge  of  the  foreign 
dress  goods  department  of  Low  Harriman  & 
Co.  and  A.  Person  Harriman  &  Co.,  and  upon 
leaving  this  concern  he  formed  the  firm  of 
King  Beals  &  Co.  Upon  the  dissolution  of 
this  company  he  formed  the  present  firm  of 
Edward  B.  King  &  Co.,  as  commission  mer- 
chants dealing  in  dress  fabrics  and  kindred 
lines,  with  Philip  J.  Ahlers  and  his  son,  Bron- 
son W.  King,  as  partners. 

Mr.  King  was  well  known  among  the  old 
line  merchants  of  New  York  and  had  a  wide 
acquaintance  with  the  mill  men  of  the  eastern 
states  and  among  the  Philadelphia  manufac- 
turers. He  was  a  man  of  striking  appearance 
and  engaging  social  qualities  and  was  very 
popular  among  his  associates.  He  was  promi- 
nent in  the  social,  civic  and  church  activities 
of  Staten  Island,  where  he  made  his  home,  and 
was  a  member  of  its  leading  clubs  and  insti- 
tutions. He  is  survived  by  his  widow  and  two 
daughters,  and  by  his  son,  Bronson  W.  King, 
who  was  his  partner  in  the  business. 


■1 
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Litt  s  Question  Started  Something 
At  Smith  Carpet  Sale 

Significance  of  Inquiry  and  the  Reply  Thereto  Raises  Several 
Important  Questions  in  Connection  with  Sale — Scenes  of  1913 
Twin  Auction  Recalled  by  Many — What  Will  Company  Do  to 

Move  This  Season's  Product 


WHAT  is  going  to  happen  in  the  carpet 
trade?    That  something  is  up  which 
may  be  a  severe  jolt  to  carpet  buyers 
seems  quite  evident  when  a  study  is  made  of 
the  opening  scene  at  this  week's  big  auction 
sale. 

W.  H.  Parkinson,  sales  manager  for  the 
Alexander  Smith  &  Sons  Carpet  Co.,  made  a 
brief  address  of  welcome  to  the  thousand  and 
more  buyers  who  sat  or  stood  waiting  for 
the  first  lot  to  be  put  up. 

He  threw  a  scare  into  some  of  the  men 
before  him  when,  in  answer  to  a  question  by 
David  C.  Litt  of  Carson,  Pirie,  Scott  &  Co., 
wholesale,  Chicago,  as  to  whether  the  Smith 
Company  would  reassure  buyers  as  to  future 
auctions  in  the  same  way  as  was  done  at  the 
auction  last  November,  Mr.  Parkinson  said: 
"I  have  nothing  to  say,"  and  immediately 
after  the  crier  put  up  lot  No.  1. 

Just  what  the  significance  of  Mr.  Parkin- 
son's answer  might  be  must  be  guessed,  as 
all  who  have  had  dealings  with  this  concern 
will  appreciate  that  all  that  was  intended  to 
be  said  was  said  in  that  one  remark. 

Short  Time  for  Delivery 

Some  indication  of  what  was  in  Mr.  Park- 
inson's mind  may  perhaps  be  found  in  a  care- 
ful analysis  of  the  terms  and  conditions  of 
sale.  Among  other  things  this  statement  oc- 
curs: "The  sellers  reserve  the  right  of  de- 
livery to  April  30,  1921."  Inasmuch  as  it  has 
been  the  custom  of  the  company  to  allow  itself 
a  very  much  longer  period — sometimes,  indeed, 
the  entire  season — -in  which,  to  make  its  de- 
liveries it  is  not  difficult  to  guess  that  the 
major  part  of  the  70,000  bales  of  rugs  and 
5000  rolls  of  carpeting  are  made  up  and  ready 
for  shipment.  But  what  about  the  remaining 
five  months  of  this  season?  Does  anyone  sup- 
pose that  the  company  will  close  down  its 
mills  for  five  months  or  that  the  volume  of 
repeat  orders  sent  in  by  buyers  will  be  suffi- 
cient to  keep  the  immense  Yonkers  plant  occu- 


py R.  B,  Bunting 

pied  for  that  time?  It  really  seems  more 
reasonable  to  suppose  that  the  company  has 
another  plan  mapped  out  for  the  disposal  of 
its  product  from  May  1  to  Sept.  30.  That  is 
why  we  ask,  "What's  going  to  happen  in  the 
carpet  trade?"  The  writer  has  a  vivid  recol- 
lection of  what  did  happen  when  the  company 
found  itself  in  a  similar  position  in  the  spring 
of  1913. 

Doubtless  many  of  the  buyers  recalled  that 
time  when  they  heard  Mr.  Parkinson  declare 
he  had  nothing  to  say,  in  answering  Mr.  Litt's 
question  at  the  1913  spring  auction,  there 
were  sold  80,000  bales  of  rugs  and  10,000  rolls 
of  carpeting.  These  were  absorbed  by  the 
buyers  who  then  found  that  the  purchase  of 
this  quantity  of  goods  had  loaded  them  up  to 
about  the  limit  of  their  needs. 

Consternation  Was  General 

Many,  in  fact,  had  concluded  their  buying 
and  had  gone  home  when,  after  the  last  lot 
had  been  disposed  of,  Mr.  Parkinson  made  a 
memorable  address,  though  a  brief  one.  It 
was  to  the  effect  that  another  sale  of  Smith 
rugs  and  carpets  would  be  field  a  week  from 
the  following  Monday,  and  that  the  offering 
would  consist  of  approximately  the  same 
quantity  of  goods  as  that  which  had  just  been 
disposed  of.  The  announcement  staggered 
those  present.  Nobody  wanted  to  buy  any 
more  rugs,  yet  everyone  realized  the  impera- 
tive need  of  protecting  the  purchases  already 
made  by  the  only  course  open  to  them,  that  of 
buying  the  new  offerings.  Those  men  who  had 
departed  homeward  were  recalled  to  New 
York  by  wire  and  the  second  sale  went  through 
on  schedule.  Is  this  or  something  like  it  about 
to  occur  again?  Up  to  the  time  this  issue 
of  the  Economist  was  sent  to  press — and  in  all 
probability  up  to  the  time  the  last  lot  was 
disposed  of — no  word  had  been  uttered  from 
the  Smith  offices  as  to  what  the  future  held  or 


why  Mr.  Parkinson  had  nothing  to  say  to  Mr. 
Litt. 

One  thing  is  certain,  that  small  purchasers 
had  very  little  opposition  from  the  big  opera- 
tors during  the  early  stages  of  the  sale.  It 
was  only  when  some  particularly  desirable  pat- 
tern was  offered  that  one  heard  the  old,  fa- 
miliar cry  "Balance ! ! !"  and  there  were  not 
many  voices  echoing  that  word. 

There  is  one  more  fact  which,  in  the 
opinion  of  the  writer,  may  have  a  bearing 
on  the  sale  of  an  additional  quantity  if  the 
company  is  considering  the  holding  of  such  a 
sale.  That  fact  is  this:  Manor  tapestry 
rugs  which  brought  $7.85  (high)  and  $7  (low) 
in  May,  1913,  brought  $16  (high)  and  $14.25 
(low)  on  April  4,  1921,  with  other  goods  bring- 
ing the  pre-war  price  readily. 

Prices  New  and  Old. 

Following  is  a  summary  of  the  prices  ob- 
tained during  the  first  two  days  of  the  sale. 
The  spring,  1921,  list  and  the  range  of  prices 
at  the  auctions  in  May,  1913,  are  appended  for 
comparison : 


Present  List  Auction 

Auction  Nov.  15     May,  1913 

Manor  tap.                     range  1920  range 

8-4  $8.00  a  12.00  $14.70      $3.65  a  4.20 

10-  4   10.00  a  11.50  18.35       4.65  a  5.20 

11-  4   13.00  a  15.00  23.00       6.00  a  6.85 

12-  4   14.25  a  16.00  26.70       7.00  a  7.85 

Palisade  vel. 

8-4   13. 25  a  13.75  23.45 

10-  4   17.75  a    29.30 

11-  4   21. 50  a  23.50  37.65 

12-  4   21.50  a  25.00  42.60     10.75  a  12.25 

Ardsley  axm. 

8-4   13. 00  a  14.00  22.15 

10-  4   15. 75  a  17.75  27.65 

11-  4   20.25  a  22.00  35.45 

12-  4   20.50  a  24.00  40.20 

Nepperhan  tap. 

10-  4   12, 25  a  13.00  23.55       5.25  a  6.00 

11-  4   15. 35  a  17.00  30.20       6.65  a  7.80 

12-  4   17.00  a  19.25  34.20       7.80  a  9.50 

Colonial  vel. 

8-4   16. 00  a  16.75  29.05       5.75  a  7.30 

10-  4   19. 00  a  19.25  36.30       7.90  a  9.10 

11-  4   23. 25  a  25.00  46.65 

12-  4   26. 75  a  30.00  52.80      13.00  a  14.35 

Carlton  axm. 

8-4   15.00  a  15.75  28.10 

10-  4   18. 00  a  20.50  35.05 

11-  4   24.00  a  26.00  45.00 

12-  4   26.00  a  32.00  51.00  • 

Alpine  axm. 

12-4   18.25  a  19.75  33.00 


Lace  Curtain  Sales  Easy;  With  Sufficient  Push 


THERE'S  every  reason  to  look  for  a  good 
lace  curtain  trade — if  you  go  after  it 
in  the  right  way. 
Talk  lace  curtains,  think  lace  curtains, 
push  lace  curtains — in  sales  talks  to  your 
force,  in  real  ads,  ads  with  a  punch  in  'em — 
in  department  displays — in  windows — and  in 
selling  all  the  things  your  customers  come 
in  to  buy. 

Do  these  things  energetically,  honestly 
and  persistently,  and  you'll  find  that  your 
stock  of  the  goods  is  much  too  small  to  sup- 
ply the  needs  of  the  people  of  your  town. 

Go  at  it  right;  see  that  lace  curtains 
figure  prominently  in  every  campaign  you 
start  this  season.    Take  a  tip  from  the  head 


of  the  drapery  department  of  one  of  the  lead- 
ing Chicago  stores. 

This  man,  when  he  found  some  years  ago 
that  his  sales  of  lace  curtains  were  falling 
off,  started  a  new  campaign  and  won  out  on 
it.  He  studied  his  sales  of  former  seasons 
and  learned  from  the  results  who  ought  to 
be  in  need  of  new  curtains.  These  people 
were  the  ones  he  went  after.  They  had  all 
bought  full-length  curtains,  most  of  which 
were  in  big  designs  that  did  not  lend  them- 
selves to  cutting  down. 

This  fact  formed  the  basis  of  the  Chicago 
man's  campaign.  He  would  push  short  cur- 
tains, curtains  of  a  distinctive  type,  and  thus 
create  a  demand  that  would  bring  added 


and  much  needed  business  to  his  department. 

As  a  preliminary  measure  he  gathered  to- 
gether several  facts  on  changes  of  fashion 
in  women's  dress,  and  out  of  these  he  pro- 
ceeded to  build  a  selling  argument  that 
would  apply  to  his  department. 

After  marshaling  his  facts  and  preparing 
his  argument  he  called  on  the  advertising  de- 
partment for  help  in  putting  over  the  cam- 
paign. 

The  idea  appealed  to  the  ad  man — as  all 
new  ideas  do — and  a  campaign  was  outlined. 
It  called  first  for  personal  letters  to  every 
charge  customer  who  had  purchased  drapery 
goods  in  the  preceding  five  years.  Then 
where  these  letters  had  been  prepared  a 

(Continued  on  page  247) 
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Confidence  Grows  in  Business  World 
As  Spring  Trade  Develops 

Many  Factors  Contribute  Their  Mites  to  Stabilize  Conditions- 
Labor's  Attitude  More  Helpful  as  Prices  of  Commodities  Recede 
—Normal  Conditions  Not  in  Sight  as  Yet,  However,  and  More 

Deflation  Is  Necessary 


GRADUALLY  but  surely  the  business 
situation  throughout  the  country  is  be- 
coming more  stable.  The  cost  of  many 
important  commodities  has  been  brought 
down  to  such  a  degree  that  living  costs  have 
appreciably  diminished. 

Raw  materials  are  plentiful  and,  with 
greatly  improved  transportation  facilities,  are 
available  for  the  production  of  various  com- 
modities. Labor  is  more  productive,  crop  con- 
ditions are  favorable  and  the  financial  situa- 
tion is  greatly  improved.  No  wonder  that  the 
opinion  is  freely  expressed  that  the  worst  has 
passed. 

Normal  Is  Still  Far  Off 

Much  remains  to  be  accomplished  before 
the  country's  business  reaches  a  stage  that 
will  be  considered  as  normal.  For  example, 
readjustment  of  wages,  of  railroad  expenses 
and  transportation  costs,  of  many  commodity 
prices  is  still  to  be  made.  Some  of  these  items 
are  to-day  100  per  cent  or  more  above  the 
quotations  of  1914,  and  until  they  are  reduced 
to  a  basis  of  not  more  than  50  per  cent  above 
pre-war  quotations  they  will  be  considered  as 
excessive. 

Meanwhile  the  general  improvement  is 
noticeable.    During  March  the  cost  of  living 
was  reduced  approximately  5  per  cent  and  fur- 
ther reductions  are  looked  for  during  this 
.  month. 

Labor  Seeks  Employment 

An  index  of  the  employment  situation  is 
found  in  the  fact  that  in  prominent  steel  pro- 
ducing centers  the  proposal  of  a  substantial 
wage  cut  accompanied  by  the  re-establishment 
of  an  8-hour  day  is  meeting  the  approval  of 
large  numbers  of  operatives.  There  are  no 
strikes  of  importance  in  any  section  west  of 
New  England  at  present. 

Because  of  the  conditions  above  stated 
wholesale  distributors  look  for  steady  im- 
provement in  the  demand  for  staple  and  sea- 
sonable novelty  goods  from  retailers  through- 
out this  month  and  at  least  the  early  part  of 
May. 

The  consumer  demand  for  dry  goods  is 
fully  up  to  expectations  in  most  sections  and 
is  expected  to  continue  for  several  weeks. 

Rug  Prices  Reduced 

The  fall  opening  of  the  carpet  trade  on 
Monday  was  ushered  in  with  a  large  attend- 
ance of  buyers,  many  of  whom  were  attracted 
by  the  auction  sale  held  by  the  Alexander 
Smith  &  Sons  Carpet  Co.  Most  of  the  lead- 
ing lines  were  shown  and  where  prices  were 
made  reductions  of  from  25  to  30  per  cent 
were  noted.  These  reductions  it  is  noted  are 
approximately  equal  to  the  results  of  the  bid- 
ding on  goods  of  similar  construction  at  the 
auction  sale. 

Raw  Cotton  Weaker 

Raw  cotton  has  shown  considerable  weak- 
ness during  the  last  week,  due  chiefly  to  the 
seriousness  of  the  English  coal  miners'  strike. 


The  strike,  which  at  the  moment  of  going  to 
press  seems  likely  to  include  the  transport 
workers  as  well  as  the  coal  miners,  is  so  serious 
that  it  cannot  last  for  any  length  of  time  with- 
out disastrous  results,  and  its  dangerous  pos- 
sibilities have  greatly  depressed  the  cotton 
market,  which  lately  has  derived  much  of  its 
strength  from  encouraging  reports  of  Lan- 
cashire trade. 

On  the  other  hand,  there  is  hope  that  ma- 
terial relief  for  the  cotton  situation  may  conie 
out  of  the  important  conferences  held  this 
week  between  the  President,  the  War  Finance 
Corporation  and  representatives  of  Southern 
banks  and  agricultural  producers,  with  a  view 
to  finding  some  way  of  carrying  the  cotton  sur- 
plus and  assisting  in  its  exportation.  The  con- 
ferences were  attended  by  the  Secretary  of 
Commerce,  the  Secretary  of  the  Treasury  and 
other  department  heads,  as  well  as  by  Gover- 
nor Harding  of  the  Federal  Reserve  Board. 

Need  Foreign  Outlet 

Governor  Harding  told  the  conference  that 
the  present  position  of  cotton  is  not  due  to  an 
overproduction  but  to  the  damming-up  of  ex- 
port channels  because  of  the  present  economic 
turmoil  in  Europe.  It  is  the  task  of  the  bank- 
ers, he  said,  to  stabilize  European  economic 
condition  by  devising  means  for  the  free  ship- 
ment of  necessary  commodities  to  European 
markets. 

If  definite  action  results  from  these  con- 
ferences it  is  likely  to  have  a  distinctly  stimu- 
lating effect  on  cotton  prices.  In  the  mean- 
time the  market  is  sagging.  Spot  cotton  in 
the  New  York  market  at  the  beginning  of  this 
week  was  quoted  on  the  basis  of  11.65  cents 
for  Middling  Upland. 


Gray  Goods  Quiet 

The  weakness  of  raw  cotton  has  affected 
the  gray  goods  market,  which  has  again  be- 
come inactive,  although  prices  at  the  begin- 
ning of  this  week  had  not  declined  from  last 
week's  level.  There  is  little  demand  for  print 
cloths  and  sheetings.  The  latter  are  especially 
weak,  and  curtailment  of  production  is  being 
put  into  effect  by  many  mills.  There  is  some 
demand  for  organdies  and  sheer  fancies  for 
immediate  delivery.  Wide  print  cloths  were 
quoted  in  the  New  York  market  on  Monday  of 
this  week  on  the  basis  of  6%  cents  of  38%- 
inch  5.35  yard  64x60's. 

Some  Prices  Shaded 

Finished  goods  are  quiet  and  there  is  some 
shading  being  done  on  standard  prints  and 
percales,  as  well  as  on  unbranded  domestics. 
Small-check  ginghams  continue  scarce  and  cut- 
ters are  said  to  be  offering  a  premium  of  20 
per  cent  for  them.  Organdies  and  dotted 
Swisses  are  selling  especially  well.  In  general 
fine  branded  bleached  goods  are  still  far  from 
plentiful,  in  spite  of  the  special  concessions 
announced  by  Claflin's,  Inc.,  on  many  of  these 
lines  (noted  elsewhere  in  this  issue).  It  is 
expected,  however,  that  production  will  over- 
take demand  while  export  outlets  are  closed. 


In  brown  and  bleached  cottons  sharp  cuts 
have  been  made  by  a  leading  wholesale  dis- 
tributor, as  a  bid  for  additional  orders,  it  is 
considered.  (The  particulars  of  this  reduc- 
tion are  stated  in  full  on  page  157.) 

On  Wednesday,  Smith,  Hogg  &  Co.  made 
prices  on  Red  Seal  Zephyrs  17c,  York  Seer- 
sucker 17c,  York  Dress  Gingham  15c,  Silver 
Brook  Seersucker  15c,  Berwick  Chambray  15c 
(plain  shades  and  stripes  only),  Everett  Class- 
ics 13c,  Everett  Shirting  15c,  Bluebell  Chev- 
iot 15c,  White  Pine  Cheviot  15c,  Peggy  Cloth 
19c. 

Woolen  Mills  Busy 

Wool  goods  are  in  comparatively  good 
shape,  and  the  leading  mills  are  equipped  with 
enough  advance  orders  to  keep  them  occupied 
for  several  months.  Buying  of  dress  goods 
for  spring  was  greater  than  the  market  had 
anticipated,  and  there  is  a  decided  optimism 
prevailing  with  regard  to  the  fall  prospects. 

Figures  on  the  engagement  of  machinery 
in  the  wool  manufacturing  industry  on  March 
1,  issued  last  week  by  the  Bureau  of  Census, 
Department  of  Labor,  shows  a  considerable 
improvement  over  the  figures  for  Feb.  1  and 
a  still  greater  improvement  over  those  for 
Jan.  1.  The  average  curtailment  of  the  cloth 
looms  of  the  country  on  March  1  was  about 
50  per  cent,  as  compared  with  over  66  per 
cent  on  the  first  of  the  year. 

The  business  on  dress  goods  already  placed 
for  fall  indicates  a  strong  demand  for  serges. 
Tricotines  and  twills  also  continue  in  favor. 
Velours  and  bolivias  are  favored  for  coats. 

There  is  no  change  in  the  broad  silk  situa- 
tion, which  remains  active  and  firm.  Raw  silk 
is  very  strong  and  a  brisk  activity  is  reported 
from  the  Yokohama  market.  Spot  supplies  in 
the  New  York  market  are  said  to  be  light. 
Quotations  at  the  beginning  of  this  week  were 
on  the  basis  of  $6,371/2  a  pound  for  Sinshiu 
No.  1. 

Activity  in  Garments 

The  demand  for  women's  ready-to-wear 
garments  has  shown  decided  improvement 
during  the  week.  The  suit  departments  in  lo- 
cal retail  stores  are  thronged  with  women  who 
are  buying  freely.  Post-Easter  sales  are  a 
factor  in  this  selling  though  there  has  been 
little  or  no  advertising  of  this  merchandise. 

A  considerable  increase  in  the  demand  for 
white  footwear  has  been  noted  since  Easter, 
due  doubtless  to  the  warm  weather  which  has 
stimulated  shopping. 

Call  for  Hosiery 

There  is  a  good  demand  for  both  high  and 
low  grade  hosiery,  with  full-fashioned  silks 
getting  scarcer.  Several  large  mills  are  sold 
some  months  ahead.  Light  weight  knit  under- 
wear mills  have  received  many  moderate  sized 
orders.  Some  of  them  are  unable  to  care  for 
new  orders  for  a  couple  of  months.  A  good 
many  retailers  are  requesting  sub-standard 
goods  in  this  line.  Fall  underwear  is  being 
bought  in  a  scattering  way  and  in  small  quan- 
tities, but  this  business  is  better  than  a  few 
weeks  ago. 
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We  know  where  you  can  get  some  REAL 
MAPLE  sugar  and  syrup  from  the  man  who 
took  it  away  from  the  trees.  Sugar  is  22  cents 
a  pound,  maple  honey  30  cents  a  pound  and 
syrup  $2  a  gallon.  If  you  want  his  name  and 
address  let  us  know. 

*  *  * 

If  you  don't  believe  that  goods  HALF  dis- 
played are  best  sold  ask  the  theatrical  man 
who  dresses  his  chorus  girls  in  a  yard  of 
chiffon  and  a  smile. 

*  *  * 

Investigation  shows  that  when  shoes 
went  up  in  price,  skirts  went  with  them, 
until  it  reached  a  point  where  most  women 
were  dressing  within  one  inch  of  their  hus- 
band's pocketbooks! 

*  «  * 


A  traveler  says  the  ladies  of  Putumayo, 
South  America,  attire  themselves  only  in  neck- 
laces of  beads.  That's  nothing.  American 
ladies  in  1922  will  wear  only  a  ribbon  around 
the  waist  and  perhaps  maybe  pumps. 


*  *  * 

One  efficiency  expert  has  "invented"  a  sys- 
tem whereby  a  delivery  man  is  required  to 
write  up  46  points  daily  in  order  to  have  a 
chance  at  the  $2  monthly  bonus.  Then  some 
day  he'll  write  in  and  tell  us  that  employees  do 
not  grasp  opportunities. 

*  *  * 

The  greatest  disappointment — to  discover 
that  the  dainty,  sensuous  muscle  dancer  at  a 
stag  party  is  a  MAN. 

*  *  * 

Some  residents  of  Westfield,  Mass.,  have 
discovered  that  feeding  sugar  soaked  in  ether 
to  children  reduces  appetites.  Perhaps,  but 
it'll  sure  increase  doctoring. 

*  *  * 

Pullman  porters  will  now  brush  clothes 
to  a  tune.  The  Pullman  company  this  week 
bought  several  gross  of  these  musical  clothes 
brushes  from  a  local  importing  firm.  It  is 
presumed  the  tuneful  brushes  will  inspire 
larger  tips  and  soon  pay  for  themselves. 

*  *  * 

Immigrants  who  come  to  this  country  with 
a  mental  reservation  as  to  their  naturaliza- 
tion are  as  undesirable  as  an  agitated  pole 
cat  at  a  dinner  party.   Yea,  even  more  so. 

*  «-  * 

Merchants  report  that  doctors  are  much 
"prompter  pay"  since  Mr.  Palmer's  Beer  de- 
cision, which  reminds  us  that  we've  got  to 
have  our  prescription  renewed. 

*  * 

Earle  Powers,  general  manager  of  Simonds 
&  A  flams,  Haverhill,  Mass.,  says  he  got  six 
months'  vxrrth  of  informalion  in  30  minutes 
on  a  recent  visit  to  the  Economist.  He's 
trying  out  some  ideas  that  urill  make  an  inter- 
esting story  one  of  these  days. 


Scene — T^e  Shepard  Store,  Boston. 
Characters  —  Angular     Bostonian;  Charles 
Eastman,  garment  buyer. 
Subject — Style  of  skirts. 

Mr.  E. — "But,  Miss  B.,  that  ts-  impossible. 
New  York  and  Paris  set  the  styles,  and  we  can- 
not get  the  skirt  you  want." 

Miss  B. — "Well,  it's  time  New  York  and  Paris 
woke  up  to  the  fact  that  Boston  has  a  style  of 
her  own — 2  yards  wide  and  42  inches  long." 

After  all,  EVERYBODY  does'  not  want  to 
wear  the  things-  Dame  Fashion  popularizes. 

*  *  * 

Some  one  truly  remarks  that  if  we  all 
lived  up  to  the  Ten  Commandments  legisla- 
tion would  not  be  needed.  Neither  would 
prohibition. 

*  *  * 

Whether  the  tariff  is  based  on  marks, 
kronin  or  franks  or  Mr.  Lenin's  money,  we'll 
have  to  pay  it  eventually  in  good  old  silver 
dollars, 

*  *  * 

If  Mr.  Palmer's  "beer"  decision  holds, 
most  every  man  in  the  country  will  be  feeling 
"ill."  We're  beginning  to  be  a  wee  bit  sick 
already.  And,  lordy,  how  the  drug  business 
will  flourish! 

There  is  at  least  one  point  in  favor  of  com- 
parative prices — they  limit  the  size  of  the  ex- 
aggeration, if  there  be  any. 

Pennsylvania,  New  York  Central,  New 
Haven  and  'steen  other  railroads  are  cutting 
wages.  Cheer  up^ — that's  one  way  to  beat  the 
income  tax! 

*  *  * 


News  head,  "Each  Resident  of  N.  J.  Vil- 
lage Holds  Office."  Page  Russia,  boy,  and  tell 
him  Mr.  Lenine  is  wanted  for  an  0.  K.  on  a 
New  Soviet. 

*    *  * 


How'd  you  mxike  your  FIRST  dollar?  Tell  us 
so  we  can  publish  it  in  Salt  and  Pepper.  We 
made  ours  collecting  bits  of  old  iron  and  selling 
them  to  itinerant  ragmen.  Perhaps  your  method 
was  a  bit  more  romantic. 

*  *  * 

His  Honor: — "Get  the  prisoner's  name  so 
we  can  tell  his  mother." 

Rookie: — "He  sez  his  mither  knows  his 
name."- — "Topics  of  the  Day"  Film. 

*  *  * 

The  man  who  makes  the  most  fuss  in  the 
office  is  the  one  who  makes  the  least  fuss  at 
home. 

*  *  * 

Broadway  is  the  only  street  in  the  world 
where  people  actually  pay  for  the  privilege 
of  lighting  it. 

•X-     *  * 

A  man  from  Kansas  writes  our  medical  de- 
partment to  find  out  if  beer  is  good  for  warts. 
Says  it's  the  only  disease  he's  got. 


Post  Office  Department  establishes  new 
speed  record.  Letter  mailed  October,  1916, 
delivered  March,  1921.  Distance  traveled — 
12  miles. 

*  *  * 

"He  who  waits  to  do  a  great  deal  of  good 
at  once  will  never  do  any." — Dr.  Johnson.  A 
thought  for  the  business  man  who  looks  ahead 
to  the  time  when  he  can  retire. 

*  *  4f- 

Customer  in  Millinery  Department: — "I 
would  like  to  try  on  that  one  over  there." 

Saleswoman: — "Why,  madam,  that  is  a 
lamp  shade." 

*  *  * 


"Eat  Old  Onion  Crop,"  says  Agricultural 
Dept.    Not  in  New  York,  say  we,  with  our 
present  system  of  ventilation  in  subways. 
-:s-    *  * 


Oh,  look  at  my  worm  shimmying,"  said  a 
sweet  young  thing  who  went  fishing  with  her 
beau.  "And  it  had  on  about  as  many  clothes 
as  some  of  our  best  cabaret  shimmiers." 

*  *  * 

When  a  man  finally  decides  to  take  off  his 
heavy  "undies"  a  woman  puts  on  her  furs. 

*  *  * 

One  good  thing  about  the  income  tax,  it 
has  increased  the  contributions  for  charitable 
purposes— ON  PAPER. 

*  *  * 

The  Bead  Importers'  Association  reports 
that  one  of  our  most  brilliant  operatic  stars 
danced  last  week  in  twenty-eight  beads — and 
that  investigation  showed  twenty-six  to  be 
beads  of  perspiration. 

*  *  * 

I  love  my  little  garden 

But  now  my  love  is  dead 
For  I  found  a  bachelor's  button 
•  In  my  black-eyed  Susan's  bed. 

*  *  * 

Mrs.  Mansel,  dress  buyer  for  B.  H.  Gladding 
Dry  Goods  Co.,  Providence,  R.  I.,  says:  "The 
auto  has  absolutely  changed  the  dress  business. 
Women  formerly  had  a  dress  for.  every  occasion; 
now  they  wear  the  same  dress  everywhere  they 
can  go  in  their  machine." 

*  *  * 

If  a  man  hadn't  told  us  America  is  on  a 
gold  basis  we  would  have  guessed  copper, 
judging  from  the  pennies  left  from  our  week's 
pay  after  paying  for  THE  room  and  bath, 
frankfurters  and  a  few  other  luxuries. 

*  *  * 

Having  responsibility  thrust  upon  them  has 
MADE  more  men  than  luck  or  pull. 

*  *  * 

The  Soviet  Governm.ent  has  fallen  AGAIN — 
March  7 — but,  like  Willie's  rubber  ball,  the  darn 
thing  always  bounces  back.  So,  we'll  have  to  wait 
for  the  rebound. 
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Administration  Keeps  Own  Counsels 
On  Smoot  Sales  Tax  Proposal 

President  Harding  Not  Expected  to  Make  Any  Recommendations  to 
Congress  on  Tax  Revision — Penrose  and  Fordney  Not  Sure  Levy  Is 
Desirable— Doom  of  Emergency  Tariff  Measure  Indicated  —  Freight 
Rate  Reductions  Regarded  Essential 


IT  now  appears  that  President  Harding  will 
have  no  definite  recommendations  for  taxa- 
tion revision  to  submit  to  the  extraordinary 
session  of  the  Sixty-seventh  Congress  when 
it  convenes  Monday.  The  admissions  of  the 
Secretary  of  the  Treasury  late  this  week  indi- 
cate strongly  that  the  Administration  will  not 
commit  itself  to  a  specific  method  of  raising 
internal  revenue.  Neither  Treasury  tax  ex- 
perts nor  Congressional  leaders  can  agree  as  to 
the  sales  tax  proposals.  The  President  has 
no  suggestions  from  the  Secretary  of  the 
Treasury,  and,  therefore,  it  is  not  likely  that 
he  will  urge  Congress  to  enact  specific  meas- 
ures without  the  advice  of  Administration  tax 
experts. 

Senator  Smoot  has  conferred  with  Secre- 
tary Mellon  and  the  Government  actuary  as 
to  his  proposed  sales  tax  which  is  calculated 
to  yield  $1,250,000,000  in  revenue.  The  Smoot 
plan  calls  for  the  imposition  of  a  tax  of  one- 
half  of  one  per  cent  on  all  sales  by  merchants 
and  manufacturers.  The  full  details  of  the 
proposal  will  be  submitted  to  the  Senate  Tues- 
day when  Senator  Smoot  will  introduce  the 
bill  and  press  for  early  consideration. 

Penrose  Remains  Unconvinced 

Senator  Penrose,  chairman  of  the  Senate 
Finance  Committee,  and  Chairman  Fordney 
of  the  House  Committee  on  Ways  and  Means, 
which  must  study  the  measure  before  the  Con- 
gress can  take  further  action,  are  admittedly 
unconvinced  as  to  the  effectiveness  of  the 
Smoot  bill.  They  insist  that  all  arguments 
will  be  studied  and  information  sought  as  to 
the  diffusion  of  the  tax.  It  is  the  aim  of  some 
legislators  to  devise  a  tax  system  which  will 
make  the  levy  stay  where  put,  but  they  are 
finding  it  a  difficult  problem.  It  is  argued 
that  the  economic  mobility  of  a  tax  is  in  no- 
wise affected  by  the  mode  of  collection.  They 
say  that  a  turnover  tax  is  a  more  equitable 
means  of  assessment. 

Tax  Called  Burdensome 

Opponents  are  quick  to  insist  that  it  would 
prove  too  burdensome  for  the  ultimate  con- 
sumer when  the  tax  is  transferred.  The  turn- 
over tax  and  the  Canadian  two-point  system 
of  taxation  have  been  accorded  special  atten- 
tion of  late.  Senator  Penrose  has  announced 
that  the  sales  tax  will  be  considered  by  the 
Senate  Finance  Committee  as  first  order  of 
business.  Without  a  recommendation  from 
the  President  as  to  revenue  measures.  Con- 
gress will  undoubtedly  exercise  this  freedom 
from  restraint  and  sift  the  proposals  early  in 
the  session. 

It  is  known  that  the  House  Committee  on 
Ways  and  Means  has  drafted  a  joint  resolu- 
tion providing  for  the  assessment  of  new 
tariff  rates  carried  in  the  permanent  tariff 
from  the  day  the  tariff  bill  is  reported  to  the 
House.  If  this  resolution  is  adopted  by  the 
committee  and  accepted  by  the  House,  the 
permanent  tariff  schedules  would  become  ef- 
fective May  1,  as  it  is  the  intention  of  Chair- 
man Fordney  to  report  the  complete  bill  at 
that  time. 
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It  is  thus  evident  that  importers  of  mer- 
chandise will  be  obliged  to  pay  higher  rates 
within  a  month,  provided,  of  course.  Congress 
passes  the  resolution.  It  is  quite  obvious  that 
this  interim  legislation  is  proposed  as  a  means 
painlessly  to  extinguish  the  emergency  tariff 
which  will  be  confined  to  agricultural  prod- 
ucts. The  suggestion  for  this  "stop-gap" 
measure  originated  with  the  Tariff  Commis- 
sion in  1917  and  has  been  brought  down  to 
date. 

The  commission  is  persuaded,  after  a  series 
of  investigations,  that  no  serious  burdens 

February  Saw  Peak 
Of  Unemployment 

WHILE  there  are  still  many  people  out 
of  work  in  New  York,  reports  based  on 
thorough  surveys  of  a  number  of  industries 
indicate  that  the  worst  phase  of  unemploy- 
ment was  passed  in  February.  There  still  is 
a  surplus  of  skilled  and  experienced  workers 
which  makes  it  difficult  for  untrained  and 
young  workers,  especially  those  under  six- 
teen, to  find  jobs. 

Boston,  on  the  other  hand,  while  report- 
ing an  increase  over  February  in  the  number 
of  men  employed,  saw  the  number  of  appli- 
cants at  the  public  employment  bureau  in 
March  reach  a  figure  never  equaled  in  any 
other  like  period. 


would  be  imposed  on  business  by  such  legisla- 
tion, "if  accompanied  by  the  safeguards  for 
future  delivery  by  the  acts  of  1864  and  1917." 
Because  the  majority  of  contracts  provide  that 
increase  in  duties  must  be  paid  by  the  pur- 
chaser, it  is  contended  that  no  financial  hard- 
ship would  ensue.  The  administrative  prob- 
lems would  be  solved  by  bonds  of  the  importer 
to  cover  subsequently  enacted  increases  in  cus- 
toms duties. 

Fordney  Is  an  Optimist 

The  Ways  and  Means  Committee  has  been 
advised  that  these  measures  are  essential  to 
protect  domestic  markets  from  a  flood  of  for- 
eign products  until  the  tariff  bill  is  finally 
enacted.  It  is  clainjed  that  merchandise  would 
be  withdrawn  from  bonded  warehouses  and 
importations  expedited  while  low  tariffs  or 
free  trade  obtained.  According  to  the  calendar 
drafted  by  Chairman  Fordney  it  will  be  pos- 
sible to  get  the  permanent  tariff  written  on 
the  statutes  within  three  weeks.  The  history 
of  tariff  legislation  shows  that  this  opinion  is 
decidedly  optimistic.  The  fight  on  tariff  pro- 
posals always  provides  excellent  political  capi- 
tal, and  it  is  seldom  that  legislators  slight 
these  opportunities.  Hence,  the  minority,  lack- 
ing in  numerical  strength  on  committees,  will 
exercise  their  rights  under  parliamentary 
rules  to  impede  the  progress  of  party  meas- 
ures until  they  gain  some  advantages. 


In  framing  schedules  for  textiles,  the  Ways 
and  Means  Committee  was  influenced  by  a 
study  of  imports  and  exports  to  ascertain  the 
effect  lack  of  protection  had  on  the  domestic 
trade.  Tariff  experts  of  the  Treasury  De- 
partment have  been  consulted  and  others  ac- 
quainted with  foreign  trade  in  textiles  have 
appeared  before  the  committee.  It  has  been 
generally  assumed  that  the  various  subcom- 
mittees had  followed  the  Payne-Aldrich  law 
closely  but  Congressmen  have  indicated  that 
it  is  not  founded  in  fact.  In  cases  where  the 
committee  has  been  convinced  that  the  present 
tariff  law  functioned  satisfactorily,  there  have 
been  only  slight  changes  to  harmonize  with 
the  principles  enunciated  by  the  platform 
makers  at  the  Republican  National  Conven- 
tion. 

Some  Schedules  Unchanged 

Inquiry  showed  that  there  were  scores  of 
items  which  had  been  afforded  high  rates  in 
the  Payne-Aldrich  measure  but  owing  to 
changed  conditions  did  not  require  protection 
at  present.  Legislators  understand  fully  that 
the  tariff  has  become  a  question  of  difference 
in  labor  costs  and  the  standards  of  living  here 
and  abroad.  Where  manufacturers  of  textiles 
have  not  proved  the  need  of  protection,  the 
subcommittee  is  disposed  to  maintain  substan- 
tially the  Underwood  rates  when  it  is  known 
that  they  produce  adequate  revenue. 

With  the  freight  bills,  an  important  item 
with  the  retailers,  it  is  interesting  to  note 
a  tendency  toward  reduction  in  transporta- 
tion costs.  Petitions  of  shippers  for  lower 
freight  rates  are  being  carefully  studied  and 
the  carriers  have  admitted  that  the  rates  are 
too  high.  Secretary  of  Commerce  Hoover  has 
rightly  contended  that  traffic  has  reached  the 
diminishing  point  because  of  excessive  rates. 
The  principal  question  is  wage  reductions, 
and  the  Administration  is  taking  time  in 
handling  this  phase  of  the  problem. 

Wage  Revisions  Needed 

It  will  be  impossible  for  the  railroads  to 
operate  at  any  reasonable  return  while  the 
Brotherhoods  hold  to  the  present  wage  scales. 
Study  of  the  effects  of  the  increased  rates  al- 
lowed by  the  Transportation  Act  shows  that 
high  freight  tariffs  have  divided  the  country 
into  narrow  zones  and  checked  long  hauls. 
Hearings  conducted  at  Memphis,  Tenn.,  next 
week  before  a  representative  of  the  Interstate 
Commerce  Commission  probably  will  influ- 
ence rate  revisions  in  the  territory  extending 
from  the  Ohio  River  to  the  Mississippi  Valley. 
The  proceedings  relate  in  a  general  way  to 
the  relationship  of  rates.  It  has  been  pre- 
dicted in  railroad  circles  that  receiverships 
will  be  in  order  unless  there  is  an  immediate 
resumption  of  freight  traffic. 

The  House  Committee  on  Interstate  and 
Foreign  Commerce  will  probably  consider  the 
Rogers  misbranding  bill  during  the  next  ses- 
sion provided  assurances  are  obtained  that  it 
will  have  a  place  on  the  calendar.  Otherwise 
it  may  be  held  over  until  the  regular  session 
in  December.  W.  L.  D. 
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Success  of  Personnel  Director  Must 
Be  Measured  by  Go-operation 

There  Is  No  Branch  or  Phase  of  the  Business  That  His  Work  Should 
Not  Touch— His  Duty  Is  to  See  That  Every  Co-worker,  High  or  Low, 
Receives  a  Square  Deal — Central  Record  System  the  Pivot  of  an  Ef- 
ficient Personnel  Department 


THE  office  of  personnel  director  is  new. 
It  is  only  within  the  last  three  years 
that  stores  and  other  organizations 
have  equipped  themselves  with  an  officer  so 
styled.  The  functions  of  a  personnel  director 
are  as  old  as  business  organization  itself.  It 
has  been  with  this,  as  with  many  other  offi- 
cers of  a  retail  store.  The  advertising  man- 
ager, the  display  manager,  the  head  of  the  ad- 
justment bureau,  and  others,  perform  duties 
which,  before  the  advent  of  the  modern  com- 
plex and  highly  developed  organization,  were 
performed,  as  were  the  duties  of  a  personnel 
director,  by  a  member  of  the  firm,  or  the  store 
manager  or  superintendent. 

The  importance  of  careful  buying  and 
merchandising,  of  proper  display  and  pub- 
licity, of  the  conser- 
vation of  store  prop- 
erty and  fixtures, 
and  of  so  treating 
customers  as  to  cre- 
ate in  the  public  mind 
a  feeling  of  confidence 
in  the  fair  dealing 
and  general  reliabil- 
ity of  the  store,  was 
long  ago  realized. 

Much  more  gradu- 
ally came  about  the 
realization  that  per- 
haps the  most  import- 
ant element  in  the 
success  of  an  organi- 
zation is  its  person- 
nel, the  men  and  wo- 
men who  constitute 
the  organization,  and 
who  exercise  a  more 
potent  influence  on 
its  business  than  do 
the  brick  and  stone 
which  make  up  the 
store  building,  or  the 
merchandise  on  the 
shelves. 

Systematic  train- 
ing of  employees  in 
stores  began  only  in 
very    recent  years, 

but  it  did  not  take  long  to  establish  its  value, 
and  it  was  soon  very  generally  adopted.  The 
store  that  had  installed  a  department  to  edu- 
cate its  employees  in  their  work  soon  realized 
that  when  it  lost  one  of  its  trained  employees, 
it  sustained  a  financial  loss,  comparable,  let  us 
say,  to  the  breaking  of  a  costly  fixture.  Each 
would  take  time  and  money  to  replace — in  all 
likelihood  it  would  take  longer,  cost  more,  and 
involve  more  incidental  loss  to  bring  a  new 
employee  to  the  same  state  of  efficiency  as  the 
one  that  was  gone,  than  it  would  to  replace 
or  repair  the  broken  fixture.  Thus  the  heavy 
loss  involved  in  labor  turnover  began  to  be 
reckoned  with  and  analyzed,  and  store  own- 
ers, their  attention  directed  to  the  subject, 
were  amazed  to  find  that  this  turnover  not 
rarely  reached  several  hundred  per  cent  per 
annum. 

The  immediate  result  was  the  giving  of 


By  Michael  Schaap 

Director  of  Personnel,  L.  Bamberger  & 
Co.,  Newark,  N.  J. 

more  attention  to  the  hiring  of  all  help  and  its 
conservation  when  hired.  The  practice  of  per- 
mitting buyers  and  department  executives  to 
hire  and  fire  employees  for  their  respective 
departments  (sometimes  with,  sometimes 
without,  the  complaisant  intervention  of  the 
store  superintendent)  began  to  be  frowned 
upon;  the  scarcely  less  wholesome  practice  of 
having  store  superintendents  themselves  hire 
employees  for  all  departments,  in  the  brief 
hour  they  might  steal  from  a  multitude  of 
other  duties,  and  then  letting  them  find  their 
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Look  this  card  over.  It  has  been  in  use  for  several  years  by  L.  Bamberger  &  Co.,  Newark, 
N.  J.  All  of  the  information  asked  for  in  an  application  for  employment  and  some  other  facts  that 
the  Newark  firm  consider  helpful  in  keeping  tab  on  the  employees  are  provided  for  in  such  manner 
that  the  record  of  the  employee  may  be  summarized  at  a  glance.  In  addition  a  monthly  sales  record 
covering  several  years  occupies  the  lower  half  of  the  card  and  continues  on  the  back  thereof. 


way  to  their  departments,  and  committing 
their  store  careers  almost  wholly  to  their  de- 
partment heads,  was  likewise  felt  to  be  inade- 
quate; and  the  result  was  the  "Employment 
Manager,"  whose  primary  duty  was  to  hire 
help  for  the  entire  store,  upon  requisitions 
from  the  departments,  and  to  check  up  all 
"separations,"  i.  e.,  all  resignations  and  dis- 
charges, with  the  purpose  of  finding  their 
causes,  so  that  they  might  be,  as  far  as  pos- 
sible, eliminated,  and  incidentally  of  insur- 
ing a  full  hearing  and  a  square  deal  to  the 
employee,  or  "co-worker." 

"Welfare"  Work  Not  the  Right  Name 

The  "welfare,"  now  more  generally  called 
the  "social  service"  department,  is  a  feature 
of  longer  standing  than  either  the  educational 
or  employment  work.  It  was  the  outgrowth, 
undoubtedly,  of  a  consciousness  entertained  by 


employers  that  they  owed  to  their  employees 
something  more  than  the  payment  of  salaries, 
and  that  it  was  the  part  not  only  of  humanity 
but  of  good  business  to  take  an  active  in- 
terest in  the  recreations,  the  health  and  even 
the  home  life  of  the  members  of  their  organ- 
izations. Standing  by  itself,  "welfare"  work 
fell  into  disrepute  and  unpopularity,  due  to 
a  natural  feeling  on  the  part  of  those  whom 
it  was  intended  to  benefit  that  it  was  a  form 
of  charity,  unworthy,  therefore,  of  one  who 
was  earning  his  or  her  own  living. 

The  personnel  department,  as  it  now  gen- 
erally exists,  with  a  personnel  director  or  man- 
ager at  the  head  of  it,  is,  in  the  main,  a  com- 
bination of  these  three  activities,  and  the 
function  of  a  personnel  director  is  to  co-ordi- 
nate them  with  each 
other,  and  with  the 
general  policies  of 
the  organization,  in 
such  a  manner  as 
will  result  in  a  rea- 
sonably permanent, 
well-trained,  inter- 
ested, earnest,  and, 
withal,  a  happy  and 
contented  force. 

In  a  large  or  even 
moderately  sized  or- 
ganization it  is  im- 
possible for  any  one 
person  to  have  even 
personal  acquaintance 
with  the  entire  per- 
sonnel, and  if  it  were 
possible  to  have  such 
acquaintance,  it  is  not 
to  be  conceived  that 
any  one  person  could 
have  a  knowledge  of 
the  character  of  the 
work  done  by  each, 
the  length  of  service, 
the  amount  of  sales 
or  production,  regu- 
larity of  attendance, 
and  the  thousand  and 
one  details  that  make 
up  the  measure  of  an 
individual's  value.  For  many  of  these  things 
he  must  rely  on  the  ratings  of  buyers,  floor 
men  and  department  heads,  and  all  of  these 
things  must  be  recorded  in  such  fashion  that 
he  may  at  a  moment's  notice  ascertain  them. 
For  this  purpose  there  has  been  developed  the 
"central  record  card,"  which  should  be  kept  in 
the  employment  office. 

One  form  of  such  card  which  has  been  in 
use  for  several  years  by  a  large  department 
store  is  herewith  presented.  It  will  be  seen 
that  it  fairly  sets  forth  in  such  manner  that 
they  can  be  seen  at  a  glance  practically  all  the 
facts  which  are  usually  asked  for  in  the  appli- 
cation for  employment — name,  age,  residence, 
education,  previous  employments,  marital 
state,  number  of  dependents,  etc.,  besides  re- 
sults of  physical  and  other  tests  which  may 
have  been  given  at  the  time  of  application,  and 
the  many  other  additional  items  considered 
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portant  in  the  particular  establishment.  In 
addition,  the  results  of  periodic  ratings  for  a 
period  of  several  years,  the  net  sales  or  pro- 
duction, the  salary,  increases,  promotions  and 
other  history,  and  a  complete  attendance, 
punctuality  and  efficiency  record  are  provided 
for. 

It  is  not  too  much  to  say  that  a  good  cen- 
tral record  is  the  hub  of  a  good  personnel  sys- 
tem, and  that  the  value  of  a  personnel  depart- 
ment in  a  large  business  centers  largely  around 
the  completeness  and  accuracy  with  which  its 
central  record  card  is  kept.  Not  that  the 
record  is  an  end  in  itself,  but  that  without  it 
the  personnel  director  will  lack  the  only  in- 
strument by  which  he  can  keep  his  eye  on  the 
myriad  details  which  go  to  make  up  the  en- 
semble without  whose  steady,  reliable,  cheery 
working  the  organization  would  fail  of  pro- 
ducing its  best  and  most  consistent  results. 

But  having  at  hand  the  necessary  informa- 
tion, the  work  of  the  personnel  director  is  only 
begun.  If  he  would  succeed,  he  must  bear  in 
mind  that  his  first  duty  is  to  see  that  every 
co-worker,  however  low  or  high  his  position, 
receives  at  all  times  a  square  deal.  Labor, 


incidentally  know  something  about  the  phys- 
ical layout  of  his  departments,  and  the  manner 
of  keeping  his  stocks,  but  he  must  rely  on  the 
fixture  superintendent  and  display  man  to  ad- 
vise him  finally  in  these  matters,  and  to  co- 
ordinate his  plans  with  those  of  other  depart- 
ments. He  must  know  something  about 
advertising,  but  he  must  rely  on  the  adver- 
tising manager  for  the  final  wording  and  plac- 
ing of  his  advertisements  and  their  co-ordina- 
tion with  those  of  other  departments. 

Personnel  Director's  Responsibility 

And  so,  in  like  manner,  he  must  know  a 
good  deal  about  the  personnel  of  his  depart- 
ments, and  in  many  ways  direct  their  activi- 
ties, but  he  must  rely  on  the  personnel  direc- 
tor in  the  last  analysis,  to  advise  him  as  to 
the  sources  whence  they  should  come,  the 
methods  of  their  education,  their  salaries, 
their  progress  in  salary  and  position,  and  the 
various  ways  in  which  their  active  interest  in 
their  departments  and  in  the  organization  as 
a  whole  can  be  created  and  fostered. 

Methods  of  payment,  whether  by  straight 
salary,  straight  commission,  or  salary  and 


deed,  no  branch  or  phase  of  the  business  that 
his  work  should  not  touch,  and  the  chart  of 
the  activities  of  the  personnel  director  must 
vary  with  the  activities  of  each  organization. 

A  general  outline,  however,  which  is  fairly 
applicable  to  any  department,  is  given  in  the 
accompanying  chart.  All  matters  mentioned 
in  this  outline,  so  far  as  they  affect  the  indi- 
vidual, should  be  listed  on  the  individual  record 
card  already  shovra.  It  is  believed  that  with 
proper  modifications  this  card  can  be  adapted 
to  any  large  organization. 

Don't  Make  Changes  Too  Fast 

A  word  of  caution  may  not  be  out  of  place. 
There  may  be  occasions  when  it  is  well  com- 
pletely to  shake  up  an  administrative  system, 
and  reorganize  it  along  new  lines,  but  they 
do  not  often  occur.  In  business  organizations, 
as  in  political  governments,  radical  changes, 
though  the  outgrowth  of  ideas  which  are  good 
in  themselves,  are  apt  to  disorganize,  instead 
of  accomplish,  the  purposes  for  which  they 
were  intended.  If  an  organization  is  func- 
tioning at  all,  changes  should  be  made  in  it 
only  as  fast  as  they  can  be  assimilated  and  di- 
gested without  throwing  the  system  out  of 
gear.  In  installing  a  personnel  department,  it 
is  not  necessary  nor  desirable  that  it  shall 
be  complete  overnight.  Rather  it  must  be  the 
outgrowth  of  the  individual  organization.  The 
personnel  director  must  develop  his  work  grad- 
ually, with  tactful  regard  for  the  long-estab- 
lished customs  of  his  organization,  and  with 
the  primary  purpose  of  serving  and  assisting 
the  established  departments  and  their  execu- 
tives. If  he  do  his  work  in  this  spirit,  the 
ultimate  value,  scope  and  development  of  his 
department  will  be  limited  only  by  the  possi- 
ble development  of  the  business  itself. 

Store  Kept  Trade 
By  Snappy  Ads 

That  it  is  not  always  necessary  for  a  store 
to  follow  the  trend  of  retail  trade  toward  new 
sections  of  a  city  in  order  to  keep  in  the  race 
is  proved  by  the  experience  of  the  Boston 
Store,  Fort  Wayne,  Ind.  This  store  is  located 
on  a  street  which,  years  ago,  was  the  retail 
center  of  the  city.  For  a  long  time  the  shop- 
ping district  has  been  moving  steadily  south 
until  now  its  center  is  seven  or  eight  blocks 
from  the  store's  site. 

Most  of  the  retail  establishments  moved 
with  the  tide  but  the  Boston  Store  held  on. 
And  instead  of  dying  of  dry  rot,  as  was  pre- 
dicted, during  the  past  two  years  it  has  in- 
creased its  floor  space  from  3300  to  18,000 
feet,  multiplied  its  business  four  times  and 
added  ready-to-wear,  millinery,  jewelry,  and 
toy  departments. 

How  did  it  happen?  The  answer  is  found 
in  intensive  newspaper  advertising.  When 
the  retail  center  started  to  move  farther 
away  the  store  used  more  advertising.  The 
more  it  was  isolated  the  bigger  the  advertis- 
ing volume.  To-day  the  store  is  one  of  the 
largest  space  users  in  the  city.  The  copy  is 
of  no  extraordinary  sort,  either.  No  wild 
claims  are  made  and  there  are  no  hectic  flour- 
ishes. It  is  just  plain,  honest-to-goodness  sell- 
ing talk  in  snappy  style,  with  plenty  of  mer- 
chandise items  and  prices  quoted  on  all  of 
them.  That  it  not  only  held  old  customers  but 
pulled  in  new  ones  is  proved  by  the  increase  in 
sales. 


Arrangements  have  been  made  to  con- 
struct a  city  rest  room  for  country  women 
who  come  to  Topeka,  Kan.,  to  shop.  A  ma- 
tron will  be  in  charge  and  babies  may  be  left 
there  while  the  mothers  visit  the  stores. 
The  plan  is  backed  by  the  city  commission- 
ers and  the  Chamber  of  Commerce. 
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Organisation  plan  of  the  personnel  departm 

whether  it  be  of  the  physical  or  mental  sort, 
workroom  or  selling  or  clerical,  or  whatever  it 
may  be,  does  not  ask  or  expect  favors.  But 
it  does  ask  and  it  should  receive  fair  remuner- 
ation for  the  service  it  gives. 

More  Than  the  "Living  Wage" 

The  business  that  cannot  pay  a  living  wage 
must  go  out  of  existence.  But  the  "living 
wage"  is  only  the  minimum  possibility,  and 
not  by  any  means  the  test  of  fair  play.  It  is 
pretty  well  established  now,  and  it  must  be 
generally  realized,  that  while  one  of  the  ob- 
jects of  a  business  is  the  making  of  a  profit 
(for  without  profits  the  ambition  to  progress, 
and  the  ability  to  enlarge  and  develop  the 
business  would  be  gone),  it  is  equally  im- 
portant that  the  business  should  furnish  to 
those  engaged  in  it  as  co-workers  a  reasonably 
secure  tenure  of  employment,  with  healthful 
working  conditions,  and  as  high  a  wage  as  the 
nature  of  the  work  and  the  pressure  of  com- 
petition with  similar  businesses  permits. 

The  merchandise  manager  must  know  mer- 
chandise markets,  and  must  take  the  responsi- 
bility of  directing  his  buyers  as  to  the  kind 
and  quantity  of  merchandise  that  may  be  ex- 
pected to  meet  the  public  demands;  he  must 
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commission,  or  commission  over  quotas,  or  by 
any  of  the  numerous  modifications  of  these 
systems — all  these  are  matters  for  the  per- 
sonnel director  to  pass  upon.  The  giving  or 
eliminating  of  P.  M.'s,  bonuses,  of  department 
.  commissions  or  commissions  on  increased 
sales,  all  the  numerous  devices  that  have  been 
or  may  be  suggested  for  the  stimulation  of 
sales  or  of  more  efficient  work  in  any  depart- 
ment, are  matters  upon  which  he  must  be  best 
able  to  advise. 

Success  Measured  by  Co-operation 

To  do  effective  work  along  these  lines,  the 
director  of  personnel  should  be  an  officer  of 
equal  standing  with  the  director  of  merchan- 
dising. The  personnel  policy  of  the  store,  cer- 
tainly in  present-day  conditions,  is  as  im- 
portant, and  has  as  many  complications,  as  the 
merchandise  policy,  and  the  greater  the  dig- 
nity with  which  the  position  is  invested,  the 
likelier  will  its  incumbent  be  able  to  do  a  good 
job.  For  the  success  of  a  personnel  manager 
can  never  be  measured  by  the  excellence  of  his 
judgment  alone,  but  rather  by  his  ability  to 
secure  the  active  and  willing  co-operation  of 
merchandise  men,  buyers  and  department 
heads  generally  in  his  policies.    There  is,  in- 
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Old-fashioned  Way  Still  the  Best  for 
Training  Assistant  Buyers 

No  Training  School  Equals  Personal,  Painstaking  Teaching  of 
Individual  Buyer,  Says  This  Writer— "Hothouse"  Variety  Often 
Makes  Good,  but  Development  Is  Expensive  and  Discourages 

Rank  and  File  of  Employees 


THE  training  necessary  for  an  assistant 
buyer  depends  upon  three  things:  The 
size  of  the  store,  the  class  of  merchandise 
to  be  purchased,  and  the  individual  to  be 
trained. 

In  a  small  store  the  training  is  a  simple 
process  of  evolution.  The  buyer  gets  into  the 
habit  of  placing  more  and  more  responsibility 
upon  a  bright,  congenial  salesperson  who 
seems  eager  to  work.  Little  by  little  he  shares 
information  and  divulges  business  secrets  to 
this  person  until  the  buyer  one  day  suddenly 
awakens  to  the  fact  that  the  salesperson  has 
become  his  assistant,  in  fact,  if  not  in  name. 
He  then  begins  consciously  to  develop  this  sub- 
ordinate who  will  sooner  or  later  be  vested 
with  the  title  and  salary  of  assistant  buyer. 
Usually  the  salary  lags  far  behind  the  respon- 
sibilities. 

In  large  stores  the  process  is 
likely  to  be  reversed.  A  merchan- 
dise man,  whose  eagle  eye  forever 
scans  the  mercantile  landscape  for 
new  buyer  material,  pounces  upon  a 
likely  candidate  and  thrusts  her,  un- 
wanted, upon  some  department  head 
to  be  trained.  If  she  proves  teach- 
able, congenial,  diplomatic  and  un- 
tiring, if  she  happens  to  be  at  once 
an  angel,  a  nexecutive  and  a  drudge 
she  may  get  along  all  right.  Other- 
wise, her  path  is  not  noticeably 
strewn  with  roses. 

In  a  few  stores,  good  buyer  ma- 
terial is  selected  from  the  rank  and 
file  or  hired  for  the  purpose  and 
placed  in  a  special  school  for  buyers 
maintained  on  the  premises.  Well 
planned  courses  in  merchandise, 
buying  and  advertising,  with  prac- 
tice work  in  their  prospective  de- 
partments give  the  candidates  a  firm 

foundation  for  the  actual  job.  But  

whether     assistants     are  selected 
through  deliberate  choice  or  by  the  natural 
process  of  elimination,  the  sifting  must  bring 
individuals  with  certain  definite  qualifications 
to  the  top. 

Necessary  Qualifications 
These  qualities  ajre  required  in  an  assist- 
ant buyer. 

(1)  She  should  have  sound  character  and 
superior  intelligence.  Many  assistants  who 
are  perfectly  honest  lack  sufficient  strength  of 
character  to  safeguard  the  department  in- 
terests against  dilatory  employees  or  unreason- 
able customers. 

(2)  She  should  have  more  than  a  bread- 
and-butter  interest  in  her  merchandise.  The 
girl  whose  soul  is  stirred  only  by  millinery 
has  small  chance  of  success  as  assistant  in  the 
kitchenware  department,  while  the  girl  who 
thinks  shoes  so  interesting  that  she  looks  first 
at  the  feet  of  passers-by,  who  can  tell  exactly 
how  every  actress  and  visiting  celebrity  is 
shod,  and  who  spends  all  her  leisure  sketching 
shoes  and  slippers,  has  one  strong  asset  for 
success  as  assistant  in  the  shoe  department. 
The  man  who  grew  flax,  worked  in  a  spinnery 


By  the  Educational  Director  of  a  Large 
Middle-Western  Store 

and  who  loves  the  touch,  the  sheen,  the  smell 
of  linen  has  a  good  chance  to  succeed  in  the 
linen  department,  and  the  youth  who  brings  to 
bear  upon  a  pearl  not  alone  the  cold,  appraising 
eye,  but  also  the  warm  sentimental  interest, 
would  perhaps  have  a  poor  chance  to  succeed 
in  the  blanket  section.  Right  placement  is 
important  to  success. 

(3)  Education.  Too  much  she  cannot  have. 
Many  faithful  and  capable  people  have  failed 
through  lack  of  this  one  requirement. 

(4)  Ability  to  use  authority.  A  little  au- 
thority, like  a  little  knowledge,  is  a  dangerous 
thing.  It  uncovers  wells  of  egotism  and 
cruelty  in  some  people. 


Essential  Ingredients  of  An 
Assistant  Buyer 


SHE  should  have  sound  character  and  superior  intelligence. 
She   should   have   more    than   a   bread-and-butter   interest  in 
her  merchandise.  „ 

Education.     Too  much  she  cannot  have. 

Ability  to  use  authority.     A  little  authority,  like  a  little  knowl- 
edge,  is  a   dangerous  thing.      It  uncovers  wells   of  egotism  and 
cruelty  in  some  people. 
Skill  in  handling  people. 
Gift  of  prophecy. 

Cheerful  poise.  Some  buyers  have  poise  in  the  form  of  a  con- 
stant grouch.  But  the  assistant  buyer's  face  must  always  be- 
speak fair  weather. 

Unselfish  but  ambitious.  The  really  useful  assistant  is  the  one 
who  is  studiously  preparing  herself  to  take  a  buyer's  position,  not 
necessarily  the  position  of  her  immediate  superior.  If  she  shows 
signs  of  wanting  that,  her  career  with  him  is  ended. 


(5)  Skill  in  handling  people.  To  teach  sub- 
ordinates to  handle  and  care  for  stock  con- 
scientiously, to  display  it  effectively,  to  sell  it 
convincingly,  and  to  inspire  them  to  maximum 
effort,  requires  qualities  of  leadership. 

(6)  Gift  of  prophecy.  So  to  sense  and  in- 
terpret the  customers'  present  demands  as  to 
foresee  their  future  requirements. 

(7)  Cheerful  poise.  Some  buyers  have 
poise  in  the  form  of  a  constant  grouch.  But 
the  assistant  buyer's  face  must  always  be- 
speak fair  weather.  Salespeople  may  become 
discouraged,  sales  may  fall  off,  extra  work  and 
long  hours  may  be  demanded,  and  discontent 
affect  all  but  the  assistant  buyer.  She  may 
J^dnlee  in  no  such  luxuries,  for  it  h'^v  ^-^f^ 
to  secure  co-operation  and  to  keep  the  organ- 
ization at  concert  pitch. 

f8)  Unselfish  but  ambitious.  The  really 
useful  assistant  is  the  one  who  is  studiously 
preparing  herself  to  take  a  buyer's  position, 
not  necessarily  the  position  of  her  immediate 
superior.  If  she  shows  signs  of  wanting  that, 
her  career  with  him  is  ended.  While  securing 
all  the  information  she  can  get  about  the  job 
higher  up,  she  is  dispensing  her  knowledge 


and  experience  to  someone  below  who  may 
later  step  into  her  place.  Working  steadily 
with  confidence  but  without  conceit,  building 
up  loyalty  for  the  buyer  and  the  department, 
hoping  for  recognition  sometime  but  expecting 
no  immediate  praise,  many  assistants  wait 
years  for  promotion  that  never  comes. 

Training  Methods  Vary 
Methods  of  training  assistants  differ  in 
various  organizations.  One  great  store  selects 
college-trained  women  for  a  special  course  of 
training.  First  the  candidate  is  placed  in  her 
prospective  department  to  sell.  The  buyer  of 
her  department  is  requested  to  give  her  as 
much  information  about  the  merchandise  as 
possible.  Later  she  is  quizzed  on  the  facts 
concerning  the  merchandise,  the  prices, 
methods  of  stock  keeping,  etc.  She 
is  sent  out  to  learn  what  she  can 
from  other  stores  as  a  shopper  in 
her  particular  merchandise. 

She  visits  the  factories,  if  pos- 
sible, to  get  first-hand  information 
and  accompanies  the  buyer  into  the 
market.  She  studies  and  criticizes 
ads  for  her  line,  both  in  her  own 
store  and  in  competitors."  Later  she 
submits  ads  for  criticism.  Then  she 
studies  department  and  window  dis- 
plays in  her  own  and  in  competitors' 
stores.  By  and  by  she  is  sent  into 
the  department  to  go  over  stocks  and 
decide  on  their  disposal — what  shall 
be  reduced  in  price  and  whether  it 
shall  be  advertised  or  just  thrown  on 
tables ;  what  is  needed  to  supplement 
depleted  lines;  what  could  be  used 
as  a  leader  and  what  might  be  dis- 
played in  windows  or  in  cases.  This 
report  is  criticized  by  the  merchan- 
dise manager. 

At  all  times  the  candidate  is  be- 
ing tested  for  ability  to  get  along 
with  fellow  employees  and  secure  their  co- 
operation. After  six  months  of  this  training 
the  candidate  becomes  an  assistant  buyer. 

The  chief  objection  to  this  method  is  that 
it  is  very  expensive  and  that  it  may  tend  to 
discourage  effort  on  the  part  of  the  rank  and 
file  When  they  see  outsiders  given  preferment. 
The  gain  is  in  the  quality  of  material. 


One  Store's  Way 

Another  large  store  forms  a  group  to  which 
all  second  assistants  or  heads  of  stock  are 
eligible.  This  group  meets  once  in  two  weeks 
for  an  hour's  discussion  of  problems  connected 
with  the  purchase,  marking,  advertising  and 
sale  of  merchandise;  plans  for  conducting 
sales,  stimulating  rivalry,  aiding  slow  sales- 
people, instructing  newcomers,  handling  ap- 
provals, returned  goods  and  complaints. 

Buyers  and  executives  address  the  sessions, 
giving  the  benefit  of  their  experience  and  ob- 
servation, telling  how  they  have  prepared 
themselves  for  their  positions  and  built  up 
their  organizations.  The  object  is  not  so  much 
intensive  training  of  the  individual  for  the 
job,  as  the  stimulation  of  thought  and  discus- 

i Continued  on  page  32) 
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Retailing         Profession  Fast  Gains 
Ground  Among  Our  Educators 

Remarkable  Accomplishments  of  Last  Seven  Years  Culminate  in 
Establishment  of  New  York  School  of  RetaiUng  —  Department 
Store  Education  Association,  Its  Work  Well  Done,  Leaves  the 
Field  to  New  Developing  Factors 


i  i  /'^  REAT  oaks  from  tiny  acorns  grow." 
I  -J-  The  old  adage  tells  the  story  of  the 
phenomenal  development  of  a  mod- 
estly financed  Department  Store  Education  As- 
sociation of  1914  into  the  New  York  Retailing 
School  of  1921,  with  its  goal  of  a  million  dollar 
endowment,  to  be  the  first  of  its  kind  in  the 
world. 

New  York  City  merchants  have  undoubt- 
edly come  magnanimously  to  the  front  as 
champions  of  this  great  movement  for  busi- 
ness education  in  that  they  have  so  generously 
furnished  of  their  time  and  counsel  to  promote 
it  and  of  their  funds  to  finance  it.  Records  of 
its  organization,  however,  show  that  the  "tiny 
acorn"  from  which  sprang  the  sturdy  enter- 
prise was  a  seed-thought  germinated  in  the 
hearts  and  minds  of  a  small  group  of  altruistic 
women  who  were  given  to  dreaming  dreams 
which  they  made  come  true. 

Those  Who  Started  It 

Prominent  among  this  group  of 
enthusiastic  advocates  of  training 
for  selling  were  Miss  Anne  Morgan, 
President  of  the  Department  Store 
Education  Association,  her  two  vice- 
presidents,  Mrs.  Henry  Ollisheimer 
and  Miss  Virginia  Potter,  all  notable 
New  York  City  women,  and  their 
far-sighted,  faithful  executive,  Miss 
Beulah  Kennard  whom  they  called 
from  Pittsburgh  to  formulate  and 
direct  early  organization  plans. 

Deeply  interested  in  bettering 
the  condition  of  the  self-supporting 
woman,  these  women  had  under- 
taken a  general  survey  of  local  con- 
ditions, relative  to  her  position  in 
the  industrial  and  business  world. 

Importance  of  the  Work 

Carefully  gathered  statistics  showed  read- 
ily that  salesmanship  claimed  1/15  of  all 
the  women  engaged  in  gainful  pursuits  in 
New  York  City.  This  it  was  which  influenced 
these  practical  and  determined  women  and 
their  associates  to  direct  their  future  investi- 
gations and  plans  for  constructive  betterment 
of  employed  women's  conditions  immediately 
and  definitely  toward  the  department  store 
and  its  employees. 

Results  of  the  Study 

In  the  words  of  its  own  organization,  the 
Department  Store  Education  Association  was 
formed  "in  order  to  make  a  study  of  depart- 
men  store  employment,  its  conditions  and  op- 
portunities and  to  work  out  a  system  of  train- 
ing which  would  give  the  saleswomen  a  better 
standing  in  the  industrial  world." 

In  Oct.,  1914,  as  the  result  of  more  than  a 
year  of  detailed  study  of  the  economic  value  of 
efficiency  and  of  the  way  in  which  earnings 
may  be  effected  by  training,  an  expert  survey 
having  been  made  in  eleven  of  New  York  City's 
representative  stores.  Miss  Kennard  as  direc- 
tor of  the  Department  Store  Education  Asso- 
ciation, submitted  the  following  report : 


(1)  Since  the  occupation  of  salesmanship 
is  unstandardized  and  has  a  low  aver- 
age wage; 

(2)  The  present  conditions  of  the  occupa- 
tions destroy  the  initiative  and  ambi- 
tion and  create  a  spirit  of  indifference 
and  unrest  which  make  for  perman- 
ent inefficiency; 

(3  Legitimate  standards  can  be  set  which 
are  within  the  attainment  of  the  girls 
now  employed  in  department  stores ; 
and 

(4)  A  higher  efficiency  on  the  part  of  the 
girl  means  a  lessened  operating  ex- 
pense to  the  employer;  therefore;  a 
system  of  education  should  be  devel- 
oped by  means  of  which  such  stand- 
ards may  be  set  and  efficiency  in- 


creased to  the  advantage  of  the  store 
management,  the  store  employee  and 
the  public. 

Stores  That  Lent  Support 

Among  the  local  stores  giving  valuable  as- 
sistance at  this  time  in  studying  conditions 
and  working  out  initial  plans  were  Stern  Bros., 
Lord  &  Taylor,  and  R.  H.  Macy  &  Co.,  Inc. 

With  the  adoption  of  this  report  the  Asso- 
ciation began,  in  February,  1915,  its  construc- 
tive educational  work  along  three  specific  and 
permanent  lines,  providing  for  both  present 
and  future  needs. 

Educational  classes  offering  instruction  in 
merchandise,  salesmanship  and  store  system 
were  organized  in  the  local  stores  co-operating 
in  the  movement  for  the  benefit  of  those  al- 
ready employed  in  these  stores.  In  so  doing 
these  stores  also  served  as  laboratories  in 
which  to  work  out  practical  and  effective  plans. 

The  response  from  the  employees  was  en- 
couraging. Courses  were  outlined,  standards 
established  and  methods  tried  out.  Physical 
efficiency  was  given  equal  consideration  with 
mental  development.  Exhibits  of  raw  ma- 
terials were  collected  as  valuable  and  necessary 
equipment  for  the  study  of  merchandise.  The 
publication  of  a  series  of  department  store 


merchandise  manuals  was  undertaken. 

Out  of  the  store  classes  conducted  on  this 
broad  basis  grew  the  demand  for  normal 
courses  for  the  training  of  class  instructors. 
The  School  of  Commerce  of  New  York  Uni- 
versity being  considered  the  logical  and  prac- 
ticable center  for  such  training  because  of  its 
vital  connection  with  the  educational  and  busi- 
ness interests  of  the  city,  accordingly  insti- 
tuted a  course  for  training  Department  Store 
Educational  Directors. 

Added  to  Public  School  Curriculum 

Last  but  by  no  means  least,  since  the  objec- 
tive of  the  whole  movement  was  to  put  back  of 
selling  such  a  full  and  permanent  course  of 
training  as  would  eventually  make  of  it  a 
recognized  profession,  courses  in  salesmanship 
were  introduced  into  the  city  schools  as  a  part 
of  their  regular  curriculum. 

As  the  movement  for  training  in 
retail  selling  progressed  along  these 
three  distinct  lines,  the  demand  for 
a  large  number  of  well  trained  edu- 
cational directors  for  the  stores  and 
retail  selling  teachers  for  the  public 
schools  became  increasingly  urgent. 
Professional  leaders  were  essential 
in  establishing  the  new  profession. 
Broad  training  was  vital.  A  short 
normal  course  was  not  adequate  to 
provide  the  training  and  prestige 
necessary  for  the  representation  of 
the  system  of  training  as  outlined. 

New^  Development  in  1919 

Accordingly  at  a  dinner  meeting 
held  Jan.  7,  1919,  and  attended  by 
representatives  of  each  of  the  three 
acting  groups,  the  department 
stores,  public  schools  and  New  York 
University,  the  latter,  through  its  chancellor, 
proposed  a  two  years'  coui^se  for  the  training 
of  teachers  of  retail  selling.  The  merchants  of 
the  city  expressed  their  willingness  to  give  ex- 
pert advice  and  financial  support  to  such  a 
course  and  to  absorb  into  their  stores,  gradu- 
ates and  undergraduates  of  its  classes.  The 
Department  of  Education  of  New  York  City, 
through  its  superintendent,  assured  co-opera- 
tion by  accepting  the  graduates  as  teachers  for 
its  high  school  courses  in  salesmanship. 

With  their  dream  so  nearly  come  true  and 
its  possibilities  so  well  sponsored  by  these 
three  strong  groups  of  representative  and  rec- 
ognized leaders  in  both  business  and  education, 
the  Department  Store  Education  Association 
automatically  dissolved.  Its  work  was  done 
and  well  done  in  that  it  had  laid  strong  and 
broad  foundation  upon  which  to  build  high. 
Present  accomplishments  have  already  won  for 
its  originators  deep  appreciation  of  their  tire- 
less and  determined  efforts  to  launch  the  move- 
ment. 

Still  a  Broader  Step 

Admirable  as  was  this  so-called  New  York 
Plan  in  its  scope  and  results  as  proved  by  the 
first  two  years  of  its  experience,  it  was  evi- 
denced at  the  close  of  this  period  that  the 


Another  Long  Stride  Forward 


DEGREES  are  to  be  given  to  students  who  complete  the  two- 
year  course  at  the  New  York  School  of  Retailing.  No  longer 
will  we  read  the  academic  line,  "he  won  his  degree"  or  "was 
awarded  a  degree"  with  detached  interest,  visualizing  the  recipient 
for  ourselves  as  some  gentleman  with  a  cliff-like  brow  and  flowing 
hair;  for  with  a  title  "Master  of  Science  in  Merchandising"  attain- 
able in  the  department  store  world,  there  is  effected  a  closer 
relationship  than  ever  between  merchandising  and  education. 

It  is  impressive  and  interesting  to  review  the  excellent  results 
that  have  been  attained  thus  far  by  the  application  of  education 
to  business.  It  has  certainly  been  of  tremendous  benefit  to  busi- 
ness; and  it  would  be  more  than  modesty  in  fact,  diffidence  

were  we  to  fail  to  say  that  it  has  certainly  been  of  considerable 
benefit  to  education,  too. 
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course  of  training  offered  was  not  sufficiently 
or  comprehensively  extensive  to  meet  the  in- 
creasing demands  made  upon  it.  Indications 
were  that  it  should  prepare  immediately  for 
broader  and  more  different  kinds  of  service 
than  it  had  anticipated.  The  vision  had  been 
large  but  it  must  be  larger. 

And  so  it  happened  in  the  course  of  its  rap- 
idly developing  history  that  the  New  York 
University  Training  School  for  Teachers  of 
Retail  Selling  proceeded  immediately  to  en- 
large its  plans  and  scope.  As  the  result  it  will 
become,  in  September,  1921,  the  New  York 
University  School  of  Retailing,  well  equipped 
and  generously  financed  for  a  larger  service. 
This  will  enable  it  not  only  to  train  educational 
directors  and  teachers  of  retail  selling  but  to 
prepare  ambitious  young  men  and  women  for 
managerial  and  executive  positions  in  all  re- 
tail selling  fields.  It  will  also  offer  training 
for  salespeople  already  employed  in  retail  sell- 
ing and  wishing  to  develop  in  their  work  along 
recognized  university  line?  of  study. 

Students  to  Receive  Degrees 

Students  completing  these  regular  two-year 
courses  will  receive  the  degree  of  Master  of 
Science  in  Merchandising,  the  entrance  re- 
quirement being  a  college  degree  or  its  equiv- 
alent in  general  ability  and  business  training 
and  experience.  Practical  experience  in  local 
store  activities  will  be  made  an  important  fea- 
ture of  the  training  in  all  these  day  division 
classes. 

A  second  line  of  training  to  be  offered  and 
known  as  the  evening  division  course  offers  in- 
struction to  undergraduates  with  credit  and 
degree  according  to  work  done.  This  course  is 
provided  for  those  employed  during  the  day. 

Chief  among  the  extension  division  or  spe- 
cial instruction  courses  will  be  the  summer 
school  course  inaugurated  this  year  on  July  5 
and  continuing  to  Aug.  13.  Classes  will  be 
held  at  the  University  from  9  to  12.  From  1 
o'clock  until  closing  the  students  will  be  on 
duty  in  the  stores.  Lectures  by  prominent 
New  York,  Brooklyn  and  Newark  store  execu- 
tives will  be  an  important  feature  of  this 
course. 

Dr.  Norris  A.  Brisco,  present  director  of 
the  Training  School  for  Teachers  of  Retail 
Selling  becomes  director  of  the  new  New  York 
University  School  of  Retailing.  Connected 
with  him  will  be  a  strong  staff  of  recognized 
authorities  in  business  and  education. 

South  to  Consider 
Marketing  Scheme 

Business  Interests  Meet  at  Atlanta 
April  12  to  Discuss 
Plan 

Eronomist  Correspondence,  Atlanta,  Gcu 

The  California  system  of  co-operative  mar- 
keting, sometimes  called  the  Sapiro  plan,  after 
Aaron  Sapiro,  who  has  been  active  in  origi- 
nating and  perfecting  it,  is  being  introduced 
into  the  Southern  States  as  a  factor  in  se- 
curing to  cotton  growers  a  larger  share  of 
reward  for  their  product  and  a  larger  meas- 
ure of  control  in  its  marketing. 

A  meeting  of  farmers,  bankers  and  busi- 
ness men  is  to  be  held  at  Atlanta,  Ga.,  on 
April  12  to  consider  ways  and  means  of  put- 
ting a  co-operative  marketing  scheme  into  ef- 
fect. Similar  meetings  are  being  organized 
all  through  the  cotton  belt  states  and  while 
all  have  different  names  the  purpose  is  the 
same  and  all  contracts  to  be  considered  have 
been  drawn  by  Mr.  Sapiro.    Oklahoma  and 


South  Carolina  growers  already  have  adopted 
the  scheme. 

The  California  plan,  according  to  J.  J. 
Brown,  Georgia's  commissioner  of  agricul- 
ture, will  "take  the  control  of  our  product  out 
of  the  hands  of  the  exchange  bears  and  spec- 
ulators." Mr.  Brown  says  that  if  the  Gov- 
ernment will  pursue  the  policy  of  avoiding  to 
meddle  in  drives  to  bring  commodity  prices 
down,  which  is  favored  by  Secretary  of  Agri- 
culture Wallace,  and  if  it  will  help  where  it 
can  the  co-operative  plan  will  be  put  over  with 
little  difficulty. 

A  tentative  association  contract  and  mar- 
keting law  for  Georgia  will  be  presented  at 
the  meeting  for  consideration.  It  is  believed 
the  scheme  can  be  made  to  function  smoothly 
by  the  time  the  new  cotton  crop  begins  to 
move  and-  will  serve  to  stabilize  the  market 
price  and  prevent  wild  fluctuations. 


Old  Fashioned  Way 

(Continued  from  page  30) 

sion  of  business  problems  and  promotion  of 
self  development. 

The  objection  to  this  plan  is  that  the  group 
is  not  selected  for  promotion  and  much  unfit 
material  is  given  the  benefit  of  the  discussions. 
The  gain  is  in  a  wider  distribution  of  the 
benefits  and  a  greater  loyalty  from  the  rank 
and  file. 

In  spite  of  the  elaborate  machinery  of  the 
foregoing  methods,  they  depend  largely  on 
the  one  simple,  logical  and  best  method  of 
training  an  assistant,  that  is,  the  interest  and 
the  teaching  ability  of  the  individual  buyer. 
No  training  school  equals  the  personal,  pains- 
taking, daily  teaching  of  an  able  and  thought- 
ful buyer.  Where  there  is  one  buyer  selfishly 
afraid  of  his  job,  stingy  with  information  and 
inclined  to  belittle  his  assistants,  there  are  ten 
who  discuss  every  problei^i,  share  every  bit 
of  information  with  and  shield  and  fight  for 
their  assistants. 

Some  of  them  take  actual  pride  in  recom- 
mending assistants  to  bigger  jobs  than  their 
own.  One  great  buyer  has  placed  her  former 
assistants  at  the  head  of  departments  in  five 
big  stores  and  they  still  write  to  her  for  ad- 
vice and  encouragement.  Another  buyer 
makes  his  assistants  run  the  department,  plan- 
ning windows,  writing  ads,  determining 
leaders,  mark  downs,  and  training  help,  all 
under  his  watchful  and  encouraging  eye.  He 
moves  only  to  prevent  a  mistake. 

The  assistant  matured  under  such  guidance 
has  the  greatest  advantage  of  all  in  the  time 
it  has  taken  her  to  develop,  for  she  has  seen 
every  possible  situation  adequately  met  and 
no  future  circumstance  can  take  her  by  sur- 
prise or  disturb  her  equilibrium. 


To  Open  French  Room 


In  order  to  cater  especially  to  an  exclusive 
clientele  without  interfering  with  the  regular 
ready-to-wear  business  of  the  store,  S.  Bur- 
dick  &  Sons  of  Syracuse,  N.  Y.,  will  inaug- 
urate a  French  Room  about  Sept.  1.  The  de- 
partment will  be  separated  from  the  regular 
line  but  will  be  on  the  main  floor.  A  real 
French  atmosphere  will  permeate  the  new  de- 
partment, in  which  only  high-priced  garments 
will  be  handled.  Only  one  garment  in  any  one 
number  will  be  carried  in  stock. 


A  distinctive  establishment  has  been 
opened  at  Cincinnati,  Ohio,  in  the  new  French 
shop  of  Miss  Alma  Lawton  at  14  East  Fourth 
Street.  The  present  business  is  the  out- 
growth of  a  small  one  started  five  years  ago 
in  unpretentious  upstairs  quarters. 


Papers  Lend  Aid 
To  Style  Display 
At  Springfield 

Journals  Co-operate  with  Retailers 
and  Offer  Prizes  for  Effective 
Windows 

At  an  interesting  recent  fashion  dis- 
play held  in  Springfield,  Mass.,  the  Springfield 
Republ^an  and  the  Springfield  Daily  News, 
in  order,  to  give  fullest  co-operation  to  the 
merchants,  offered  18  prizes  for  the  best  win- 
dow displays,  and  also  offered  three  cash  prizes 
to  advertising  managers  of  the  retail  stores 
for  the  best  local  display  advertisements. 

The  event  was  more  than  a  fashion  dis- 
play. The  one  big  idea  was  to  show  the  in- 
habitants of  Springfield  that  the  stocks  of  the 
retail  stores  were  new  and  fresh  and  that  the 
purchasing  power  of  the  dollar  was  as  great 
to-day  as  it  ever  has  been. 

Retailers  Join  Movement 

The  display  contests  and  prizes  were  di- 
vided into  six  classes,  as  follows :  Department 
stores,  women's  specialty  stores,  men's  stores, 
shoe  stores,  millinery  stores  and  a  non-class 
contest  for  the  three  best  window  displays  re- 
gardless of  any  line  of  goods. 

Everybody  connected  with  the  retail  world 
put  forth  his  best  efforts  to  put  the  event 
across,  while  the  newspapers  devoted  a  large 
amount  of  space  to  stimulate  public  intei'est. 

The  judges  chosen  to  pass  upon  the  win- 
dow displays  were:  Frank  A.  Black,  director 
of  publicity,  Wm.  Filene's  Sons  Co.,  Boston; 
Ezra  Ramin,  display  manager,  Jordan-Marsh 
Co.,  and  C.  J.  Potter  of  the  Dry  Goods  Econo- 
mist. The  work  of  judging  the  window  dis- 
plays was  a  difficult  task.  Each  window  seemed 
better  than  the  next,  and  only  after  a  careful 
analysis  of  the  displays  were  the  winners  de- 
cided upon. 

The  prize  winners  were: 

Class  I — Department  Stores 

First  Prize — Forbes  &  Wallace. 
Second  Prize — Albert  Steiger  Co. 
Third  Prize — Meekins,  Packard  &  Wheat, 
Inc. 

Class  2 — Women's  Specialty  Stores 

First  Prize — The  Woman's  Shop. 
Second  Prize — D.  H.  Brigham  Co. 
Third  Prize — The  Fashion  Shop. 

Class  3 — Men's  Stores 

First  Prize — ^Wolfe's,  Inc. 
Second  Prize — Haynes  &  Co.,  Inc. 
Third  Prize — Roberts  &  Co. 

Class  4 — Shoe  Stores 

First  Prize — Walk-Over  Boot  Shop. 
Second  Prize — Brown's  Bootery. 
Third  Prize — Louis  Shoe  Store. 

Class  5 — Millinery  Stores 

First  Prize — J.  B.  Wilson  Co. 
Second  Prize — Arthur  Leary. 
Third  Prize — Fashion  Shop. 

Class  6 — Open  Contest 

First  Prize — Forbes  &  Wallace,  depart- 
ment store. 

Second  Prize — ^Wolfe's,  Inc.,  men's  store. 

Third  Prize — J.  B.  Wilson  Co.,  millinery. 

The  success  which  accompanied  this  event 
gives  assurance  that  the  idea  will  be  used  time 
and  again  in  the  future. 
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It's  the  Superintendent's  Own  Example 
That  Determines  Results  He  Gets 

What  He  Is  and  What  He  Does  Form  the  Key  of  His  Store's  Service  and 
Standards— Mutual  Benefit  Organizations  Have  Very  Definite  Place  in 
Store  Efficiency— Hiring  and  Firing  Can  Be  Based  on  Mental  Alertness 

as  Well  as  on  Experience 


fT^HE  superintendent  in  a  store  doing  half 
I  a  million  to  two  million  dollars  a  year 
has  a  bigger  job  than  if  he  were  in  a 
store  doing  five  times  that  business.  Neces- 
sarily, he  has  more  detail  to  attend  to.  He 
has  few  or  no  specializing  assistants  and  so 
has  to  be  the  Deus  ex  Machina,  responsible 
for  the  smooth  working  of  every  part  of  the 
store  organization. 

Because  of  the  difference  in  conditions  in 
stores  of  varied  size  and  located  in  widely  dif- 
ferent kinds  of  communities  it  is  quite  difficult 
to  generalize  in  saying  what  a  superintendent 
should  and  should  not  be  and  do.  So  I  intend 
to  stick  pretty  closely  to  things  applicable  to 
almost  any  store  within  the  limits  mentioned 
above. 

His  Example  Pervades  the  Store 

First  I  want  to  emphasize  the  importance 
of  the  superintendent's  example  in  this  kind 
of  store — what  he  is  and  what  he  does  is  al- 
ways in  front  of  employees'  eyes.  If  he  shows 
vacillation  or  slackness  or  a  tendency  to  play 
favorites  the  bad  effect  on  the  store  force  is 
almost  immediate.  Nothing  has  such  a  bad  in- 
fluence on  store  morale,  and  conversely,  noth- 
ing is  more  conducive  to  a  satisfied,  indus- 
trious and  intelligently  working  force  as  an 
example  of  strict  attention  to  business,  abso- 
lute fairness  and  enthusiasm. 

In  a  recent  magazine  article  Samuel  Vau- 
clain,  head  of  the  Baldwin  locomotive  works, 
stressed  this  point.  His  superintendents  and 
foremen  are  required  to  be  the  first  men  on  the 
job  in  the  morning,  because  it  has  been  found 
that  such  an  example  is  more  efficacious  than 
time  clocks  or  other  checking  systems  in  get- 
ting men  to  work  on  time.  Such  devices  are 
not  used  by  the  company. 

Make  Careful  Decisions — and  Stick 

The  superintendent  must  live  up  to  every 
promise  he  makes.  Sometimes  it  may  be  hard 
to  do;  but  a  few  broken  promises  destroy  the 
confidence  so  essential  to  morale.  They  be- 
come store  traditions  and  work  incalculable 
harm.  Steadfastness  in  decisions  is  another 
especially  desirable  quality.  Vacillation  be- 
trays weakness  and  causes  loss  of  proper  re- 
spect. This  applies  to  store  rules,  too.  Be- 
fore being  promulgated  they  should  be  con- 
sidered from  every  angle;  but  once  put  in  ef- 
fect they  should  be  enforced  to  the  letter. 

Energy,  the  quality  of  being  wide  awake  to 
the  possibilities  of  new  methods,  open  minded- 
ness  to  suggestions — these  are  all  of  highest 
importance. 

Probably  the  most  important  influence 
wielded  by  a  superintendent  is  in  relation  to 
the  store's  personnel.  His  contact  is  constant, 
from  the  hiring  to  the  firing  and  all  the  way 
between.  If  the  hiring  is  right  not  so  much 
importance  attaches  to  firing,  so  on  the  former 
most  emphasis  must  be  placed. 

The  basic  desirable  quality  of  a  man  who 
hires  help  is  keen  judgment  of  personality.  He 
must  be  able  to  visualize  how  the  prospective 
employee  will  fit  into  the  store  organization 
and  how  he  will  respond  to  instruction.  Next 
comes,  of  course,  careful  inquiry  into  the  ap- 


By  D.  C.  Fraser 

General  and  Merchandise  Manager,  Reid 
&  Hughes  Co.,  Lawrence,  Mass. 


MR.  FRASER  was  trained  in  one  of 
London's  best  stores.  He  has 
held  executive  positions  in  several  re- 
tail establishments  in  the  United 
States,  recently  having  been  manager 
of  Simonds  &  Adams,  Haverhill,  Mass. 
Because  of  his  excellent  success  in 
keeping  high  the  morale  of  the  em- 
ployees under  his  direction,  what  he 
has  to  say  about  this  phase  of  a  super- 
intendent's work  is  especially  valuable. 


plicant's  character  and  past  record,  if  he  has 
been  employed  before. 

Grow  Your  Own  Wood 

Right  here  is  the  place  to  warn  against  that 
fetish  "experience."  In  many  stores  previous 
department  store  or  other  selling  experience  is 
the  most  important  quality  sought  for  in  new 
employees.  That  is  all  wrong.  Experience  is 
merely  a  matter  of  time.  It  may  have  been 
obtained  in  good  stores  or  bad,  under  up-to- 
date  management  and  methods  or  the  reverse. 
Give  me  a  bright  youngster,  with  no  precon- 
ceived notions  about  selling  and  I  can  mould 
him  to  the  kind  of  employee  I  want.  He  will 
have  nothing  to  unlearn  and  he  will  absorb 
the  store's  spirit  quickly.  I  firmly  believe  in 
"growing  my  own  wood." 

When  an  applicant  has  been  accepted  and 
assigned  to  a  department  according  to  his  as- 
sumed capabilities  there  comes  the  subject  of 
proper  instruction.  Before  anything  along 
this  line  is  done,  however,  the  superintendent 
ought  to  point  out  the  possibilities  of  the  job, 
explaining  that  it  is  in  the  store's  interest  to 
advance  employees  as  fast  as  they  prove  them- 
selves capable  by  intelligent  work  and  atten- 
tion to  business. 

Experience  Teaches — But  Is  Costly 

In  many  stores  where  there  is  no  educa- 
tional department  new  employees  are  sent  into 
departments  "on  their  own."  They  have  to 
pick  up  methods  of  selling,  details  of  store 
routine  and  ways  of  making  out  the  various 
forms  by  the  "experience"  method.  Some- 
times experience  is  a  teacher  who  costs  the 
store  a  lot  of  money  and  trouble.  When  the 
superintendent  has  not  the  time  to  give  pre- 
liminary instruction  he  should  at  least  take 
steps  to  arrange  for  it  being  given  by  some- 
one thoroughly  capable  in  both  routine  work 
and  in  selling — and  he  should  check  up  to  see 
that  it  is  done. 

Bringing  in  "outside"  people  to  give  sell- 
ing talks  and  demonstrations  often  is  opposed 
by  superintendents  because  it  seems  to  reflect 
on  their  own  work.   Nevertheless,  it  is  a  very 


effective  method  of  improving  selling  and  is 
the  more  valuable  because  an  outsider  usually 
gets  more  attention  than  a  store  executive, 
deplorable  as  it  may  be. 

Hold  Employee  Meetings  Often 

Regular  meetings  of  employees  for  instruc- 
tion are  held  in  too  few  stores.  Holding  them 
at  regular  intervals  and  seeing  that  every  in- 
dividual gets  to  at  least  one  a  month  is  a  good 
plan.  The  meetings  can  be  made  really  interest- 
ing by  talks  about  merchandise  and  its  uses  and 
qualities,  what  neighboring  stores  are  doing, 
suggestions  for  improved  ways  of  doing 
things — from  employees — etc.  The  non-selling 
help  need  such  instruction,  too,  and  separate 
meetings  may  be  arranged. 

Loyalty  to  the  store  and  its  executives  is  of 
vital  importance.  It  helps  selling,  for  espe- 
cially in  the  smaller  cities  customers  get  to 
know  certain  salespeople  and  to  want  to  be 
served  by  them.  This  loyalty  is  coincidental 
with  employees'  satisfaction  in  their  posi- 
tions. A  word  of  praise  when  it  is  merited, 
advancement  when  it  is  deserved  and  security 
from  petty  "call-downs"  and  similar  annoy- 
ances bring  this  satisfaction  and  insure  per- 
manency of  personnel,  which  automatically 
produces  loyalty.  Superiors'  avoidance  to  cor- 
rect errors  before  customers  and  looking  at 
employees  work  in  a  reasonable  light  is  im- 
portant, too.  By  this  last  I  mean  that  the 
superintendent  should  so  conduct  himself  that 
there  is  none  of  that  "Look  out.  He's  coming. 
Get  busy"  feeling  around  the  store.  If  an 
employee  really  has  nothing  to  do  that  is  worth 
doing — and  it  does  sometimes  happen — it  is 
foolish  to  regard  it  as  loafing  and  deserving 
of  a  reprimand. 

Boost  Mutual  Benefit  Groups 

I  firmly  believe  that  mutual  benefit  organi- 
zations are  big  factors  in  keeping  store  morale 
high.  I  know  cases  where  these  organizations 
are  directly  responsible  for  much  of  the 
smoothness  of  store  operation.  Employees 
feel  that  through  them  they  have  an  interest 
outside  their  work  yet  within  the  store,  and 
one  of  the  best  things  a  superintendent  can  do 
is  to  take  an  active  interest  in  their  organi- 
zations and  give  them  encouragement  and 
assistance.  It  should  be  done,  however,  so  as 
to  avoid  any  idea  that  the  superintendent  is 
in  any  way  "bossing"  it. 

Another  duty  in  connection  with  personnel 
is  to  see  that  floormen  have  the  right  outlook 
on  their  jobs.  They  can  assist  materially  in 
securing  efficient  salesmanship  by  keeping  an 
eye  open  for  errors  or  for  selling  methods 
which  may  be  improved.  .  Across  the  water 
floormen  are  required  to  know  the  merchan- 
dise thoroughly,  and  I  believe  that  here  too 
they  should  be  able  to  assist  salespeople  in- 
stead of  being  merely  mechanical  flgures. 

On  the  Store's  Physical  Side 

The  physical  side  of  the  store,  of  course,  is 
a  separate  fleld.  The  superintendent  should 
make  the  rounds  every  day,  preferably  right 
after  the  early  cleaning  is  accomplished.  A 

(Continued  on  page  45) 
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The  Romping  Angora  Helped  Clothe 
Roman  Nobles— And  He's  Still  Useful 

Mohair  Industry  Had  Early  Beginnings— Turkey  Forbade  Exporta- 
tion of  Raw  Product  Up  to  19th  Century  but  Western  Europe  Was 
Familiar  with  Fabric  in  16th  Century — Titus  Salt  Started  Business 

Humming  in  England  in  1853 


Do  you  happen  to  have  a  Bible?  If  you 
do,  then  please  turn  to  Exodus  XXXV 
and  XXXVI.  There  you  will  read  how 
Moses  commanded  the  children  of  Israel  to 
take  with  them  out  of  Egypt  white  silk  and 
goats'  wool  to  weave  the  altar  covers  and  cur- 
tains for  the  Tabernacle,  and  how  "the  wise 
workmen  wove  eleven  curtains  of  goat  wool, 
thirty  ells  long,  four  ells  broad,  all  of  the 
same  size." 

It  is  a  pity  Moses  didn't  think  of  mention- 
ing how  long  the  weaving  of  fabrics  from 
goats'  hair  had  been  practised  by  the  Egyp- 
tians. Maybe  he  didn't  know.  But  in  any 
case  we  are  indebted  to  him  for  the  earliest 
mention  of  what  is  now  known  as  the  mohair 
industry.  That  the  weaving  of  mohair  fab- 
rics had  already  become  a  skilled  and  estab- 
lished craft  in  the  time  of  Moses  is  suffi- 
ciently evidenced  by  the  fact  that  they  were 
thought  worthy  of  being  used  as  altar  covers 
and  curtains  for  the  Tabernacle. 

Where  the  Angora  Revels 

Later,  in  the  Greek  and  Roman  writers,  we 
find  frequent  reference  to  the  attention  paid 
to  the  rearing  of  fine  goats  by  the  natives  of 
that  part  of  Asia  Minor  which  is  still  the 
chief  home  of  the  Angora  goat— from  which 
mohair  is  obtained.  Angora,  known  in  in- 
dent times  as  Ancyra,  was  situated  in  the 
Province  of  Phrygia,  and  both  Herodotus  and 
Xenophon  refer  to  the  quality  of  the  goats 
raised  there.  A  short  time  afterward  Aris- 
totle mentions  that  the  goats  of  Cilicia  (a  la- 
ter name  for  the  country  around  Angora) 
were  shorn  just  like  sheep.  Other  writers,  in- 
cluding the  historian  Arrian,  tell  us  that  the 
Phrygians  made  from  goats'  hair  fabrics  of 
such  great  beauty  and  rich  coloring  that  they 
were  worn  by  the  Kings  of  Persia. 

The  Eomans  used  goats'  hair  for  the  manu- 
facture of  various  fabrics,  according  to  Ap- 
pianus,  Virgil  and  other  Roman  writers— in- 
cluding Pliny,  who  contributes  to  the  litera- 
ture of  the  subject  the  interesting  informa- 
tion that  goats  breathe  through  their  ears  in- 
I     stead  of  through  their  noses.    The  manufac- 
ture of  mohair  fabrics,  however,  remained 
I     centered  for  many  centuries  in  the  country 
I     around  Angora,  as  we  learn  from  early  Chris- 
tian and  mediaeval  writers.    In  fact  Angora 
continued  to  be  the  center  of  this  industry  up 
until  quite  recent  times,  and  exported  large 
quantities  of  mohair  cloths  and  yarns  to  all 
parts  of  Europe. 

Turks  Protected  Industry 

I  Up  until  the  early  part  of  the  nineteenth 
century  this  industry  was  strongly  protected 
by  the  Ottoman  Government,  which  forbade 
the  exportation  of  raw  mohair  (or  "tiftik,"  as 
the  natives  call  it)  from  Turkey.  Mohair 
yarns  and  cloths,  however,  were  known  to 


Editor's  Note: — For  most  of  the  information 
contained  in  this  article  the  writer  is  indebted  to 
a  work  called  "The  Angora  Goat,"  written  by 
S.  C' Cronwright  Schreiner,  who  was  for  many 
years  a  breeder  of  Angora  goats  in  South  Africa. 


Western  Europe  at  least  as  early  as  the  mid- 
dle of  the  Sixteenth  Century.  A  writer  named 
Tournefort,  in  the  middle  of  the  Seventeenth 
Century,  tells  us  that  fabrics  of  mohair  mixed 
with  wool  were  woven  in  Brussels  and  that 
mohair  was  used  for  periwigs  in  England. 

By  the  middle  of  the  eighteenth  century 
the  demand  for  mohair  fabrics  in  Western 
Europe  had  become  so  great  that  an  English 
company,  known  as  the  Levant  Trading  Com- 
pany, with  headquarters  in  Smyrna,  was 
formed  partly  for  the  purpose  of  exporting 
mohair  yarns.    In  1820  the  Turkish  Govern- 


How  Industry  Grew 

THE  first  Angora  goats  to  come  to  the 
United  States  were  sent  to  Dr.  James 
B.  Davis  of  South  Carolina  by  the  Sultan 
of  Turkey  in  1848. 

For  a  long  period  of  time  England  vir- 
tually had  a  monopoly  on  the  manufacture 
of  mohair  fabrics,  although  France  also  had 
a  place  in  their  production. 

Following  1896  the  vogue  for  mohair 
declined  until  a  few  years  ago,  when  im- 
proved methods  of  manufacture  and  finish 
again  created  a  decided  demand  for  the 
fabric. 

America  has  taken  the  lead  in  this  de- 
velopment and  already  is  in  a  fair  way  to 
make  an  indelible  imprint  on  its  history. 


ment,  as  the  result  of  British  influence,  was 
persuaded  to  allow  the  free  export  of  raw 
mohair. 

Some  years  later — in  1836 — a  young  man 
named  Titus  Salt  was  walking  one  day  about 
the  Liverpool  docks  and  came  across  a  lot  of 
queer  looking  stuff  which  had  been  brought 
from  South  America  and  had  been  lying 
neglected  in  a  warehouse  for  several  months. 
He  bought  it  in  at  a  bargain  and  began  to 
manufacture  it  into  cloth.  It  was  alpaca — 
still  frequently  confused  with  mohair.  Soon 
afterward  he  began  the  manufacture  of  mo- 
hair fabrics.  So  rapidly  did  the  mohair  in- 
dustry develop  in  England,  chiefly  through  the 
initiative  of  Titus  Salt,  that  by  the  year  1846 
England  was  importing  1,287,320  pounds  of 
mohair — only  48,093  pounds  of  which  was  re- 
exported. 

Goats  in  Other  Fields 

In  1853  Titus  Salt  erected  his  great  mohair 
mills  at  Bradford.  Soon  afterward  he  decided 
that  it  was  desirable  to  increase  the  world's 
supply  of  mohair,  and  with  this  end  in  view 
he  had  some  Angora  goats  shipped  to  Cape 
Colony  in  1857.  In  the  previous  year  about 
thirty  Angoras  had  been  imported  into  South 
Africa  for  the  same  purpose  by  Julius  Mosen- 
thal.  The  year  1857  saw  the  first  exportation 
of  Cape  mohair,  which  amounted  to  870 
pounds.  By  1867  exports  from  the  Cape  had 
grown  to  50,832  pounds  and  by  1874  they 
amounted  to  1,036,570  pounds.  Since  then  the 
production  of  mohair  in  South  Africa  has 


grown  until  it  rivals  both  in  quantity  and 
quality  the  mohair  production  of  Turkey. 

The  first  Angora  goats  to  come  to  the 
United  States  were  nine  choice  animals  which 
were  presented  by  the  Sultan  of  Turkey  to 
Dr.  James  B.  Davis  of  South  Carolina  in  1848. 
Dr.  Davis  also  owned  some  Cashmere  goats, 
which  at  that  time  were  generally  confused 
with  Angoras.  For  instance,  William  M.  Lan- 
drum  was  awarded  a  special  prize  at  the  State 
Fair  in  California  in  1861  for  the  introduc- 
tion of  the  "Angora  or  Cashmere  goat,"  when 
he  actually  exhibited  two  pure  Angora  rams 
which  he  had  obtained  from  Col.  R.  Peters  of 
Atlanta,  Ga.  One  of  these  goats  became 
famous  all  over  the  Pacific  Coast  as  "Billy 
Atlanta,"  and  was  known  as  the  "King  of  the 
Cashmere  goats." 

The  Flock  Is  Purchased 

Col.  Peters  was  the  real  founder  of  the  An- 
gora breeding  industry  in  the  United  States. 
In  1854  he  purchased  from  Dr.  Davis  his  nine 
pure  Angoras  and  a  number  of  what  were 
called  Thibet  Angoras  —  that  is  Cashmeres. 
These  he  bred  on  his  farm  at  Atlanta.  In 
1861,  as  already  mentioned,  he  sent  out  two 
pure  bred  Angora  rams  to  California,  and  in 
1868  he  sent  twenty-five  Angoras  to  the  same 
state.  In  1872  the  greater  part  of  his  flock 
was  purchased  by  Landrum  &  Rogers  and  re- 
moved to  California. 

In  the  meantime,  and  in  later  years,  vari- 
ous importations  of  Angora  goats  were  made 
from  Asia  Minor.  Some  of  these  were  brought 
to  Texas,  which  soon  surpassed  California  in 
the  breeding  of  Angoras.  Besides  Texas  and 
California,  Angoras  are  raised  in  New  Mex- 
ico, Oregon,  Nevada,  Idaho,  Wyoming  and 
many  other  states.  The  breeding  of  Angoras, 
however,  has  not  been  cultivated  as  carefully 
or  extensively  in  the  United  States  as  in 
South  Africa  or  Asia  Minor,  and  the  indus- 
try has  never  really  flourished  here,  although 
many  parts  of  the  country  are  eminently 
suitable  for  it. 

Mohairs  Come  Into  Own 

The  manufacture  of  mohair  fabrics,  how- 
ever, has  developed  to  large  proportions  in  this 
country.  For  a  long  time  England  held  prac- 
tically a  monopoly  of  this  industry,  although 
a  considerable  manufacture  of  mohair  fabrics 
has  been  carried  on  in  Roubaix  and  the  sur- 
rounding district  of  France  since  the  middle 
of  the  nineteenth  century.  The  vogue  for  mo- 
hair grew  steadily  until  1896,  when  the  de- 
mand for  mohair  dress  fabrics  amounted  to  a 
real  craze.  Subsequently  their  vogue  declined. 
But  within  the  last  few  years,  due  chiefly  to 
improved  methods  of  manufacture  and  finish, 
they  have  begun  to  come  into  prominence 
again.  In  this  revival  of  mohair  America  is 
leading  the  way. 

The  chief  merits  of  mohair  are  its  strength, 
durability  and  luster — a  luster  which  increases 
with  laundering.  It  is  also  unshrinkable  and 
does  not  wrinkle  easily.  Its  defects  are  stiff- 
ness, harshness  of  feel  and  the  fact  that  its 
stiffness  is  accentuated  by  dyeing.    These  de- 

(Continued  on  page  43) 
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Since  1500  B.  C.  the  World  Has  Bumped 
Into  Cotton  Wherever  It  Turned 

The  Plant  Mystified  Sir  John  Mandeville  and  Baron  von  Herberstein  Even 
as  Late  as  1322  A.  D.— History  Links  Its  Origin  with  the  Cryptic,  Distant 
Past  of  Hindustan,  and  Explorers  Ran  Across  It  in  Many  Corners  of  the 
Globe  Before  Its  Commercial  Possibilities  Were  Recognized 


ONE  of  the  most  celebrated  and  accom- 
plished liars  in  all  history  was  a  gen- 
tleman named  Sir  John  Mandeville, 
who  left  his  native  city  of  St.  Albans  in  Here- 
fordshire, England,  in  the  year  1322,  and 
went  meandering  about  the  world  for  thirty- 
four  years.  On  his  return  he  wrote  a  book 
containing  an  account  of  his  travels  and  in 
this  book  appears  the  following  remarkable 
passage : 

"Now  shall  I  say  you  of  countryes  and 
isles  that  be  beyond  the  countryes  that  I  have 
spoken  of.  Passing  beyond  Cathay  and  India 
and  Bachary  is  a  kingdom  that  men  call  Cal- 
deya,  that  is  a  fair  country  and  there  grow- 
eth  a  manner  of  fruit  as  though  it  were 
gourds,  and  when  they  be  ripe  men  cut  them 
in  two  and  men  find  within  a  little  beaste  in 
flesh  and  in  bone  and  in  blood  as  though 
it  were  a  little  lamb  with  wool  outside 
it.  Men  eat  both  the  fruit  and  the 
beaste  and  that  is  a  great  marvel." 

But  it  was  no  greater  marvel  than 
the  one  discovered  by  a  Baron  von  Her- 
berstein who  was  an  ambassador  to  the 
court  of  the  Emperor  Maximilian — al- 
though it  bore  a  strong  resemblance  to 
it.  The  Baron  discovered  a  plant  which 
grew  in  the  form  of  a  lamb,  with  head, 
tail,  ears  and  eyes  and  all  the  other 
characteristics  of  a  real  lamb,  and  lived 
ofi  the  grass  and  herbage  around  it. 
This  lamb,  according  to  the  Baron,  bore 
a  wool  which  was  much  softer  and  finer 
than  that  borne  by  a  regular  lamb,  and 
this  wool  was  used  for  the  manufac- 
ture of  head  coverings. 

Baa,  Baa,  Blacksheep 

Tales  like  these  were  invented  by 
Sir  John  and  the  Baron  and  other  story 
tellers  of  the  Middle  Ages  to  account  for 
a  species  of  wool  they  had  seen  which 
was  much  finer  and  whiter  than  ever 
came  from  a  sheep's  back  and  out  of 
which  were  woven  beautiful  and  desira- 
ble fabrics.  This  strange  wool  was 
seen  in  the  East  by  adventurous  Euro- 
pean travelers  and  its  products  found  their 
way  to  Europe  through  the  enterprise  of  Arab 
traders.  It  was  known  to  the  Arabs  as  "qu- 
tun,"  a  word  which  was  eventually  anglicized 
into  "cotton." 

Tracing  the  history  of  cotton  to  its  source 
we  find  ourselves  exploring  the  dim  roman- 
tic mists  of  ancient  Hindustan.  So  far  back 
into  those  dim  romantic  mists  goes  the  culti- 
vation of  cotton  that  traces  of  its  origin  are 
utterly  lost.  But  in  one  of  the  sacred  books 
of  the  Hindus,  written  about  2700  years  ago, 
we  find  it  mentioned  frequently  under  the 
name  of  Kurpas,  or  Kupas,  a  name  by  which 
it  is  still  known  in  India.  Going  still  further 
back  we  discover  references  to  its  manufac- 
ture into  cloth  in  the  historic  Rig  Veda,  writ- 
ten about  8400  years  ago.  Beyond  that  the 
history  of  cotton,  like  Sir  Guy  of  Warwick's 
death,  is  "wrop  in  mystery,"  but  from  the  ref- 
erences in  the  Rig  Veda  we  know  at  least  that 
its  manufacture  into  cloth  antedates  the  be- 
ginning  of   Christian  civilization   by  more 
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than  1500  years. 

From  this  remote  antiquity  cotton  has 
come  down  to  us  through  the  ages,  spinning 
threads  of  commercial  intercourse  all  over  the 
globe,  bringing  wealth  and  beauty  and  comfort 
to  many  peoples,  and  making  history  in  more 
than  one  great  nation.  In  India  cotton  cloths 
were  used  to  clothe  both  potentates  and  peo- 
ple. The  clothing  of  the  people  was  of  "plain 
white  cloth  such  as  is  worn  by  them  even  to 
the  present  day.  But  the  robes  worn  by  the 
Rajahs  and  their  courts  were  of  fine  and 
filmy  cloths  gorgeously  printed  in  purple  and 
gold — cloths  of  a  beautiful  texture  which  can- 
not be  surpassed  evfen  by  the  finest  products 


Cotton  The  King  Of 
Textile  Fibers 


of  modern  mills. 

Many  centuries  passed  before  the  cotton 
cloths  of  India  began  to  find  their  way  to  the 
outside  world.  As  late  as  the  year  502  A.  D. 
it  was  found  worthy  of  record  that  a  Chinese 
Emperor  possessed  a  robe  of  cotton.  But  it 
is  probable  that  before  that  date  the  cotton 
cloths  of  India  made  their  appearance  in  the 
marts  of  Persia,  Arabia,  Palestine  and  Egypt. 
Caravans  bearing  beautiful  sheer  fabrics,  po- 
etically described  as  "webs  of  the  woven 
wind,"  are  said  to  have  traveled  frequently 
between  India  and  ancient  Babylon,  and  the 
Bible  makes  reference  to  "white  and  violet 
colored  cottons"  in  the  description  of  the 
Palace  of  Shushan  in  the  Book  of  Esther. 

Ancient  Greeks  Knew  Cotton 

When  we  come  to  the  Greek  writers  four 
or  five  hundred  years  before  Christ,  refer- 
ences to  cotton  occur  more  frequently.  Strabo 
sneaks  admiringly  of  the  flowered  cottons  and 
chintzes  of  the  Hindus  and  the  beauty  of  their 


finish  and  coloring.  Herodotus,  the  most  au- 
thentic of  the  Greek  historians,  makes  note  of 
the  fact  that  the  Hindus  possessed  a  kind  of 
plant  which  produced  wool  of  a  finer  and  bet- 
ter quality  than  that  produced  by  a  sheep  and 
that  out  of  this  wool  they  made  their  clothes. 

In  the  account  of  one  of  the  voyages  of  dis- 
covery in  the  East  made  by  Nearchus,  an  ad- 
miral of  Alexander  the  Great,  about  327  B.  C, 
we  find  the  following  passage:  "The  Indians 
wore  linen  garments,  the  substance  whereof 
they  were  made  growing  upon  trees,  and  this 
is  indeed  flax,  or  something  much  whiter  and 
finer  than  flax.  They  wear  shirts  of  the  same, 
which  reach  down  to  the  middle  of  their  legs, 
and  veils  which  cover  their  heads  and  a  great 
part  of  their  shoulders." 

A  couple  of  centuries  later  Arrian,  an 
Egyptian  Greek  historian,  in  his  work, 
 1  "The  Circumnavigation  of  the  Ery- 
thraean Sea,"  speaks  of  Arab  traders 
^ho  brought  cotton  cloths,  as  well  as 
raw  cotton  for  stuffing  beds  and 
couches,  from  India  to  Aduli,  a  port  on 
the  Red  Sea.  And  thenceforth  the  im- 
portation of  cottons  from  India  to  Asia 
Minor,  Africa  and  southern  Europe 
grew  until  it  reached  enormous  propor- 
tions. Noble  families  of  the  Roman 
Empire  decked  themselves  in  cotton 
clothing  imported  from  the  Orient  and 
borrowed  also  from  the  luxurious  Ori- 
entals the  custom  of  using  striped  cot- 
ton awnings  to  protect  them  from  the 
sun.  Later  great  mercantile  cities, 
such  as  Venice  and  Genoa,  grew  to 
wealth  and  power  through  their  trade 
with  the  Orient  and  became  the  dis- 
tributing centers  through  which  cotton 
goods  were  spread  all  over  Europe. 

Strangely  enough,  although  the 
trade  in  cotton  goods  between  Europe 
and  the  East  during  the  early  cen- 
turies of  the  Christian  era  was  im- 
mense, and  although  the  manufacture 
of  cotton  cloths  grew  to  be  an  import- 
ant industry  in  the  cities  of  Asia 
Minor,  there  is  no  record  of  cotton 
manufacture  in  Europe  until  the  Tenth  Cen- 
tury, when  the  Moorish  chieftain,  Abdurrah- 
mah  the  Great,  introduced  into  Southern 
Spain  both  the  cultivation  of  cotton  and  the 
manufacture  of  cotton  cloths.  Thenceforth 
Mohammedian  Spain  produced  richly  colored 
cotton  cloths  printed  with  the  artistic  designs 
of  the  Saracenic  peoples.  But  the  rest  of  Eu- 
rope continued  to  import  its  cottons  from  the 
Far  East  until  in  the  Fifteenth  Century  the 
Mohammedans  captured  Constantinople  and 
changed  the  entire  course  of  history. 

When  England  Started 

Finding  all  its  trade  routes  to  the  East 
cut  off  by  the  conquering  Saracens,  Europe 
sought  for  a  new  road  to  India.  In  search  of 
this  new  road  Christopher  Columbus  sailed 
Westward  from  Spain  and  Vasco  da  Gama 
sailed  Eastward  from  Portugal.  Rounding 
the  Cape  of  Good  Hope,  Vasco  da  Gama 
sailed  across  the  Indian  Ocean  and  finally 
reached  the  Indian  port  of  Calicut  or  Cal- 


Cotton  is  the  most  widely  used  of  all  the  materials 
that  help  to  clothe  the  human  body. 

It  is  the  most  widely  used  of  all  textile  fibers  for 
purposes  other  than  clothing. 

It  is  the  greatest  of  all  fiber  crops. 
It  is  the  most  widely  manufactured  of  all  fibers. 
It  has  been  used  for  the  manufacture  of  fabrics 
ever  since  the  dawn  of  history. 

The  world  produces  more  than  ten  billion  pounds 
of  cotton  every  year. 

The  United  States  is  the  world's  greatest  producer 
of  cotton  and  next  to  the  world's  greatest  producer 
of  cotton  goods. 

What  do  you  know  about  the  history  of  this  great 
commodity? 

It  has  had  a  romantic  history  and  one  which  has 
exercised  a  considerable  influence  on  the  destiny  of 
nations. 

Read  about  it  in  this  article. 
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cutta — from  which  we  derive  the  word  calico. 
Thereafter  cargoes  from  India,  instead  of 
coming  through  the  Red  Sea  and  enriching 
the  Mediterranean  ports,  came  around  the 
Cape  of  Good  Hope  and  enriched  the  ports  of 
Western  Europe,  particularly  of  England. 

It  was  then  that  England's  career  as  a 
great  trading  nation  began,  and  it  is  a  pe- 
culiar historical  coincidence  that  cotton  goods, 
now  so  predominant  an  item  in  English  trade, 
were  a  subject  of  national  importance  from 
the  beginning.  They  were  of  such  great  na- 
tional importance  that  an  Act  of  Parliament 
was  passed  forbidding  the  use  of  cotton  either 
for  clothing  or  for  household  purposes.  The 
reason  for  this  was  that  the  cottons  imported 
from  India  achieved  such  popularity  in  Eng- 
land that  they  threatened  the  ruin  of  the  do- 
mestic wool  industry.  It  is  not  the  least  in- 
teresting part  of  the  coincidence  that  India 
should  now  be  the  best  customer  for  English 
cotton  goods. 

Columbus  Enters  Picture 

Meantime  Columbus  in  searching  for  India 
stumbled  upon  a  New  World.  He  noted 
among  other  things  that  cotton  grew  freely  in 
the  West  Indies  and  was  made  into  cloth  by 
the  natives.  Magellan  on  his  way  aroiKid  the 
world  found  the  natives  of  Brazil  using  cotton 
as  stuffing  for  their  beds.  Cortez,  on  invad- 
ing Montezuma's  kingdom  of  Mexico,  discov- 
ered beautiful  and  richly  colored  cotton  fab- 
rics, some  of  which  he  sent  home  as  presents 
to  the  Emperor  of  Spain.  Archaeological  re- 
searches have  since  disclosed  that  the  Incas 
had  been  skilled  in  the  weaving  and  dyeing  of 
fine  cotton  fabrics  probably  for  centuries  be- 
fore Pizarro  set  foot  in  Peru. 

But  the  early  explorers  found  no  sign  of 
the  cotton  plant  in  that  part  of  the  New 
World  which  was  to  become  the  greatest  of  all 
cotton-growing  countries.  It  is,  however,  in- 
digenous to  the  United  States,  for  it  was  found 
growing  in  a  wild  state  in  various  parts  of  the 
South  before  it  began  to  be  cultivated  for 
the  sake  of  its  fiber.  Just  when  the  actual 
cultivation  of  cotton  in  what  is  now  the 
United  States  began  cannot  be  definitely  de- 
termined. Cotton  wool  is  mentioned  as  one 
of  the  products  of  the  Colony  of  Virginia  in  a 
tract  called  "A  Declaration  of  the  State  of 
Virginia,"  published  in  London  in  1620;  but 
this  reference  was  probably  to  wild  cotton. 

Grovi^th  Created  Interest 

The  first  specific  mention  of  cotton  culture 
in  the  American  Colonies  is  contained  iji  a 
volume  called  "Purchas's  Pilgrims,"  which  ob- 
serves that  "cotton  seeds  were  first  planted  as 
an  experiment  in  1621,  and  their  plentiful  com- 
ing up  was,  at  that  early  day,  a  subject  of 
interest  in  America  and  England."  This  seed 
was  probably  imported  either  from  the  West 
Indies  or  from  Asia  Minor. 

Both  West  Indian  and  Levantine  cotton 
seeds,  we  know,  were  planted  in  the  Colonies 
in  the  early  days.  It  is  recorded  that  colonists 
who  settled  on  the  Cape  Fear  River  in  1664 
brought  with  them  cotton  seeds  from  the  Bar- 
badoes,  and  the  instructions  given  by  the  pro- 
prietors to  Mr.  West,  ^he  first  governor  of 
South  Carolina,  directed  him  to  furnish  him- 
self with  cotton  seed  in  the  Barbadoes  and  to 
plant  it  where  it  would  be  sheltered  from  "ye 
northwest  wind,"  which  was  "apt  to  blast." 
"Cotton  of  the  Smyrna  and  Cypress  sort,"  we 
learn  from  Samuel  Wilson,  who  wrote  a  de- 
scription of  the  Province  of  Carolina  in  1682, 
"grows  well  and  good,  plenty  of  the  seed  is 
sent  hither." 

Subsequently  cotton  was  cultivated  to  an 
increasing  extent  in  the  Southern  Colonies, 
but  chiefly  for  home  consumption.  Up  to  the 
time  of  the  Revolutionary  War  cotton  was  not 
an  important  article  of  export.   In  fact,  a  fe- 
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view  of  the  state  of  cotton  cultivation  in  the 
United  States,  written  in  1832,  says  that 
"previous  to  the  year  1790  North  America 
did  not  supply  England  with  a  single  pound 
weight  of  cotton."  The  important  product  of 
the  Southern  Colonies  in  pre-Revolutionary 
days  was  not  cotton  but  indigo.  It  was  not 
until  after  the  Revolution,  and  the  invention 
of  the  cotton  gin  in  1793,  that  the  real  history 
of  cotton  growing  and  cotton  manufacture  be- 
gan in  America. 


The  Superintendent 

(Continued  from  page  33) 

stor4  that  is  dirty  or  carelessly  kept  up  has  a 
bad  effect  on  customers  and  an  even  worse  one 
on  employees.  When  they  see  slackness  here 
they  are  likely  to  begin  a  little  letting  down 
on  their  own  account,  just  as  in  the  army  an 
outfit  with  slovenly  officers  goes  down  hill  in 
both  appearance  and  morale. 

Other  things  falling  in  the  superintend- 
ent's scope  are,  oversight  of  incoming  and  out- 
going goods  with  proper  checking  of  lists ; 
insurance  of  plain  marking  on  goods  tickets; 
organization  of  the  work  of  non-selling  help ; 
seeing  that  want  slips  are  made  out  in  every 
instance;  supervision  of  window  decoration 
and  interior  trim,  and  provision  for  proper 
merchandise  instruction  by  department  heads. 
Some  of  these  things,  of  course,  may  fall  out- 
side his  work  in  the  bigger  stores,  but  they 
are  his  job  in  the  kind  I  am  talking  about. 

Personal  Influence  Beats  Supervision 

This  seems  like  a  lot  of  work,  doesn't  it? 
So  there  is  one  more  thing  I  want  to  point 
out.  That  is,  don't  overload  either  yourself  or 
the  store  with  a  mass  of  detail.  Arrange  sys- 
tems so  as  to  provide  for  adequate  checking 
against  errors,  without  overdoing  it,  and  trust 
subordinates  to  carry  out  instructions  and 
policies  without  hanging  over  them  every 
minute. 

The  personal  influence  and  example  of  the 
superintendent  is  the  big  factor  in  maintain- 
ing an  efficient  organization.  He  cannot  be 
everywhere  and  see  everything,  but  his  in- 
fluence can  so  pervade  the  institution  as  to 
make  that  Unnecessary.  His  is  a  big  job  and 
only  a  man  with  breadth  of  mind  and  a  real 
interest  in  the  human  machinery  under  him 
should  attempt  to  fill  it. 


r  '  Romping  Angora 

(Continued  from  page  37) 

fects  have  been  overcome  by  weaving  it  with 
a  cotton  warp  and  dyeing  only  the  warp.  The 
resulting  fabric  is  comparatively  soft  and  the 
dyeing  of  the  warp,  leaving  the  mohair  un- 
dyed,  permits  the  achievement  of  beautiful 
and  subtle  color  effects. 

It  has  been  left  to  an  American  manufac- 
turer to  give  a  new  impetus  to  mohair  fab- 
rics by  perfecting  a  finish  which  practically 
eliminates  the  stiffness  and  harshness  sojong 
associated  with  mohair  and  produces  a  fabric; 
which  is  soft  to  the  touch.  This  fabric  ha's 
already  achieved  a  pronounced  sticcess^  as  is 
instanced  by  the  fact  that  it  is  featured  in  the 
costumes  of  one  .of  the  current  New  York 
musical  attracti^ri^.  For  sports  and  outdoor 
wear  the  fabric  'is  particularly  desirable,  and 
it  is  probable  that  for  this  purpose  at  least  it 
will  attain  a  permanent  and  increasing  vogue. 


A  new  store  has  been  opened  at  Augusta, 
Ga.,  in  Weingarten's,  Inc.  The  establishment 
will  cater  to  women  exclusively  and  will 
carry  a  complete  line  of  ladies'  ready-to- 
wear.    Abe  Weingarten  is  in  charge. 
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One  Way  To  Kill 
Buyer's  Graft 

If  Traveling  Allowance  Is  Ample  He 
Won't  Be  Tempted 

A  remedy  for  the  existence  of  the  so-called 
buyer's  graft,  was  advanced  by  the  merchan- 
dise man  of  a  large  department  store  in  New 
York  State.  During  the  course  of  conversa- 
tion on  this  subject  he  said  one  of  the  princi- 
pal reasons  many  buyers  yielded  to  the  various 
forms  of  temptation  thrown  their  way,  is  that 
their  allowance  for  traveling  expenses  is  in 
most  instances  limited.  Most  buyers  who  live 
well  at  home  naturally  want  to  live  equally 
well  when  in  the  market.  And  those  buyers 
whose  salary  does  not  permit  of  a  higher  stand- 
ard of  living,  naturally,  are  subject  to  influ- 
ences which  may  offer  an  opening  for  an  "en- 
joyable evening,"  or  a  "remembrance"  from  a 
manufacturer. 

This  merchandise  man  is  of  the  opinion 
that  buyers,  as  a  rule,  are  a  fine  lot,  but  he 
said  they  are  human  like  every  one  else,  and, 
like  other  people,  like  to  take  advantage  of  the 
good  things  in  life  which  may  fall  their  way. 

"If  the  store  management  would  increase  the 
allowance  to  buyers,  when  they  visit  the  mar- 
ket, to  a  point  which  would  provide  them  with 
all  the  necessities  during  their  trips,  and  at 
the  same  time  would  permit  them  to  enjoy  an 
evening  at  their  own  expense,  or  at  least  enable 
them  to  go  'Dutch,'  there  would  be  less  reason 
for  talking  about  this  so-called  buyer's  graft." 


Washington  Stores 
To  "Educate"  City 

Washington  Office  of  the  Dry  Goods  Economist. 

Merchants  in  this  city  have  undertaken 
an  extensive  campaign  to  enlighten  consum- 
ers as  to  actual  merchandising  conditions.  It 
has  been  found  that  many  people  entertain  a 
fixed  belief  that  the  summer  will  see  lower 
price  levels,  and  as  a  result  are  curtailing 
present  purchases.  The  restoration  of  price 
confidence  among  the  public,  therefore,  is 
regarded  as  of  supreme  importance. 

A  publicity  campaign  will  be  used  to  pro- 
mote trade.  This  work  will  be  handled  by  a 
subcommittee  of  the  retail  trade  committee 
of  the  Washington  Chamber  of  Commerce. 
Of  this  subcommittee,  George  S.  DeNeale  is 
chairman  and  Julius  Lansburgh,  Sidney 
West,  H.  D.  Ormsby,  P.  B.  Fletcher,  Joseph 
Dreyfuss  and  S.  L.  Nye  are  members.  Na- 
tional associations  of  manufacturers  and  re- 
tailers will  be  asked  to  co-operate  so  that 
conditions  in  all  branches  of  trade  may  be 
analyzed  and  presented  to  consumers'  atten- 
tion. 

Cables  from  Tokio  tell  that  the  Japanese 
Government  has  come  to  the  assistance  of 
silk  interests  by  devoting  30,000,000  yen  to 
guarantee  against  loss  the  syndicate  which 
is  trying  to  maintain  the  price  of  raw  silk. 
It  also  is  stated  that  about  half  the  75,000,- 
000  pounds  of  wool  imported  during  1920  re- 
mains in  storage.  There  are  also  large  stores 
of  manufactured  wool  goods,  and  these  fac- 
tors, together  with  financial  depression,  give 
reason  to  believe  that  wool  imports  for  1921 
will  be  little  in  excess  of  10  per  cent  of  last 
year's. 


S.  Basch,  for  many  years  general  man- 
ager of  Waldes  &  Co.  and  recently  president 
and  general  manager  of  the  Federal  Snap 
Fastener  Corp.,  has  joined  the  Mosstwin  Co. 
as  director  of  sales. 
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Specialized  Training  Has  Helped  Bring 
Stores  Up  to  a  New  Efficiency 

Preparation  for  Position  of  Educational  Director  Embraces  Scope 
Almost  as  Broad  as  Merchandising  Itself — Spirit  of  an  Entire  In- 
stitution May  Be  Changed  by  One  Fair-minded  Person  Who 
Knows  How  to  Work  with  All  Kinds  of  People 


RETAIL  stores,  in  dispensing  the  necessi- 
ties of  life  to  countless  numbers  the 
"*  world  over,  render  a  service  of  unques- 
tioned importance  to  civilized  man.  That  so 
indispensable  a  service  is  frequently  the  sub- 
ject of  much  criticism  from  the  public  and  that 
dissatisfaction,  misunderstanding  and  antag- 
onism vi^ithin  the  store  itself  are  all  too  com- 
mon indicates  weaknesses  in  administration 
and  policy  which  must  be  overcome,  if  the 
great  factors  which  enter  into  the  conduct  of 
mercantile  business  are  to  operate  successfully. 

Success  in  these  times  means  more  than 
making  a  profit ;  it  means  making  a  profit  and 
at  the  same  time  conducting  a  business  to  the 
satisfaction  of  the  public  served 

and  also  to  the  satisfaction  of  the  ••■  

force  of  workers,  without  whom 
there  would  be  no  business.  For 
years  the  public  has  criticised  the 
stores  for  the  incompetent,  igno- 
rant and  ill-mannered  sales-peo- 
ple who  have  waited  on  them  and 
for  the  unintelligent,  ineffective 
officials  who  have  attempted  to  ad- 
just (and  often  re-adjust)  their 
difficulties. 


By  Helen  R,  Norton 

Associate  Director  the  Prince  School 

existence. 

In  the  early  days  of  the  school  there  was 
no  thought  of  training  leaders  for  industrial 
groups  in  schools  and  stores.  The  idea  that 
training  was  desirable  for  any  group  of  store 
workers  was  regarded  with  open  skepticism  by 
most  store  managers,  while  the  salespeople,  the 
first  group  to  be  approached,  were  inclined  to 
think  such  a  plan  a  degrading  proposition. 
The  fact  that  training  would  develop  the  pow- 
ers of  the  workers,  increasing  their  usefulness, 


Causes  of  111  Will 


The    workers,    on    the  other 
hand,  have  complained  of  low  pay, 
lack  of  opportunity  and  undesira- 
ble working  conditions,  while  the 
management,  in  a  difficult  position 
between    the    two    forces,  has 
thrown    up    its    hands    and  in- 
veighed against  the  "poor  class  of 
help"  that  is  attracted  to  retail 
stores,  the  instability  of  the  shift- 
ing groups  of  workers,  their  lack  of  serious- 
purpose  and  their  unwillingness  to  co-oper- 
ate.  As  a  result,  friction  and  ill-will  have  fre- 
quently been  the  order  of  the  day. 

Happily  the  conflict  of  interests  outlined  in 
the  foregoing  is  rapidly  passing.  The  idea  that 
the  interests  of  the  public,  the  management 
and  the  workers  are  identical,  the  success  and 
satisfaction  of  any  one  group  being  dependent 
on  the  success  and  satisfaction  of  the  other 
two,  is  being  accepted  as  truth,  as  a  principle 
to  be  thought  out  and  applied  in  action,  not 
merely  as  a  trite  saying  to  be  dismissed  from 
the  mind  as  soon  as  uttered. 

Educational  Movement  First 

Among  the  causes  contributing  to  a  recon- 
ciliation of  the  three  elements  mentioned  and 
to  a  fundamental  change  of  view  on  the  part  of 
all  who  have  any  connection  with  retail  distri- 
bution, the  educational  movement  perhaps 
stands  first.  A  generation  ago  educational 
work  in  stores  was  almost  unheard  of;  now  it 
has  a  definite  and  distinguished  place  i^n  the 
organization  of  most  stores,  both  large  and 
small,  throughout  the  country.  The  first 
school,  so  far  as  known,  to  undertake  the 
training  of  educational  directors  for  stores 
was  the  Prince  School  of  Education  for  Store 
Service,  now  located  at  66  Beacon  Street,  Bos- 
ton, and  at  present  in  its  sixteenth  year  of 


^^OUCCESS  in  these  times  means  more  than  mak- 
^  ing  a  profit;  it  means  making  a  profit  and  at 
the  same  time  conducting  a  business  to  the  satisfac- 
tion of  the  public  served  and  also  to  the  satisfaction 
of  the  force  of  workers,  without  whom  there  would 
be  no  business. 

"Happily,  the  conflict  of  interests  outlined  in  the 
foregoing  is  rapidly  passing.  The  idea  that  the  in- 
terests of  the  public,  the  management  and  the 
workers  are  identical,  the  success  and  satisfaction  of 
any  one  group  being  dependent  on  the  success  and 
satisfaction  of  the  other  two,  is  being  accepted  as 
truth,  as  a  principle  to  be  thought  out  and  applied  in 
action,  not  merely  as  a  trite  saying  to  be  dismissed 
from  the  mind  as  soon  as  uttered." 


and  of  the  divisions  which  are  most  intimately 
concerned  with  the  operation  of  the  system,  in- 
cluding examining  and  wrapping,  cash  sys- 
tems, auditing,  charge  and  adjustment  offices 
and  the  delivery  department.  Error  systems 
are  investigated  at  this  time  and  the  supervi- 
sion and  training  of  juniors.  A  second  period 
of  store  observation  has  to  do  with  the  mer- 
chandise. The  advertising  department  is  stud- 
ied; receiving,  marking,  and  stock  rooms  are 
visited,  and  the  work  of  merchandise  man- 
agers, buyers,  and  assistant  buyers  is  followed 
and  discussed. 

Lectures  on  merchandise  and  merchandis- 
ing problems  are  given  at  the  school  by  store 
specialists.  During  the  third 
term,  the  personnel  divisions  are 
studied  and  each  student  writes  a 
thesis  on  that  phase  of  the  subject 
which  she  finds  most  interesting. 
All  store  observation  is  followed 
by  reports  and  discussions  and  is 
supplemented  by  lectures. 

Thus  the  students  gain  some 
knowledge  of  the  organization  of 
a  store,  its  main  divisions  and  the 
functions  of  each  division,  the 
numbers  and  kinds  of  workers  en- 
gaged in  carrying  on  the  business 
and  the  outstanding  requirements 
of  the  various  positions. 


Store  Experience  in  December 


their  earning  power  and  consequently  their  en- 
joyment of  life,  had  to  be  proved  before  any- 
thing more  far-reaching  could  safely  be  at- 
tempted. 

Offered  Nine  Months'  Course 

This  first  step  was  taken  by  Mrs.  Lucinda 
W.  Prince,  the  director  of  the  school  which 
bears  her  name.  Under  the  auspices  of  the 
Women's  Educational  and  Industrial  Union  of 
Boston,  Mrs.  Prince,  in  the  year  1905,  started 
and  developed  a  school  of  salesmanship  whose 
successful  training  of  salespeople  led,  a  few 
years  later,  to  the  establishment  of  a  nine 
months'  course  of  training  for  women  who 
wished  to  specialize  in  store  educational  work. 

Besides  preparing  women  to  organize  and 
pducational  departments  in  stores,  the 
school  trains  teachers  to  organize  and  teach 
classes  in  retail  selling  in  public  high  schools. 
Such  classes  are  being  established  in  all  parts 
of  the  country  and,  as  they  are  most  success- 
fully conducted  in  co-operation  with  the  stores 
of  a  given  community,  a  thorough  understand- 
ing of  the  operatioji  and  policies  of  stores  is  a 
very  necessary  part  of  the  teacher's  equipment. 

By  virtue  of  a  co-operative  arrangement 
with  the  Boston  merchants,  students  in  the 
Prince  School  spend  about  half  their  time  in 
practical  work  and  observation  in  the  stores. 

A  study  is  first  made  of  the  organization 


One  month  of  very  valuable  ex- 
perience is  gained  in  December, 
when  the  students  take  responsi- 
ble positions  in  stores  in  Boston, 
New  York  and  other  cities.  Many 
kinds  of  work  are  done  during  this 
busy  period,  a  representative  list  of  the  vari- 
ous positions  held  by  the  members  of  the 
class  in  December  being  as  follows:  floor 
manager  in  book  or  toy  department,  super- 
visor of  juniors,  manager  of  gift  shop,  train- 
ing and  supervision  of  new  salespeople,  as- 
sistant in  adjustment  office,  and  assistant  in 
educational  department. 

Selling  experience,  to  the  extent  of  a  month 
or  more,  is  a  pre-requisite  to  entrance,  and,  in 
addition,  students  are  required  to  sell  in  the 
Boston  stores  every  Saturday  of  the  fall  term. 
Knowledge  of  salesmanship  from  both  sides  of 
the  counter  is  thus  acquired  and  the  students 
are  able  to  lead  sales  discussions  and  to  teach 
salesmanship  with  full  appreciation  of  the  dif- 
ficulties of  the  art. 

Importance  of  Textiles  Recognized 

Since  textiles  play  so  important  a  part  in 
the  merchandise  of  department  and  specialty 
stores,  a  thorough  study  is  made  of  this  sub- 
ject. Standard  books  of  reference  are  read; 
mills  and  factories  are  visited,  the  evolution 
of  manufacturing  processes  is  traced  from 
primitive  times  to  the  present  mechanical  age. 
and  samples  of  representative,  staple  fabrics 
of  wool,  cotton,  linen  and  silk  are  collected, 
mounted  and  characterized.  Each  year,  lines 
of  merchandise  outside  of  the  textile  field  are 
studied,  the  two  selected  for  this  year  being 

(Continued  on  pag-e  250) 
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Every  Fourth  Week  we  will 


We  are  con- 
vinced that 
our  merchan- 
dise is  worthy 
of  the  spotHght  we  have  been 
directing  upon  it. 

This  year,  "Oregon  City" 
will  be  one  of  America  s  dominant  advertisers,  with 
the  inside  back  cover  of  the  Saturday  Evening  Post 
in  colors  every  fourth  week,  starting  June  25th. 

Virgin  wool  robes  and  blankets  are  a  big  feature  in 
our  1921  line. 

ROBES  AND  BLANKETS 

Indian  Blankets 
Motor  Robes 
Lounging  Robes 
Blankets 

"WOVEN  WHERE  THE 


Jacobs' 


O  r  egon  City 
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Where  the  Store  Must  Play  Its  Part  in 
Recruiting  an  Intelligent  Personnel 

As  Yet  No  Widespread  Effort  Has  Been  Made  by  Merchants  to 
Help  Those  Who  Train  Workers  for  Them  —  And  Training  in 
Schoolroom  Classes  Is  Better  Than  Training  Within  the  Store; 
It  Is  More  Thorough  and  Is  Based  on  a  Broader  Veiwpoint 


THERE  are  two  groups  of  salespeople 
who  may  come  to  the  store  partly 
trained,  but  we  are  concerned  here  with 
only  one  of  them.  The  great  class  of  sales- 
people out  of  jobs,  who  drift  from  one  store 
to  another;  the  people  who  make  up  contin- 
gent forces,  former  workers  who  have  mar- 
ried and  who  come  back  into  the  field;  of  ne- 
cessity, all  people  who  have  had  experience 
from  former  employment  in  selling  positions 
— these  are  not  our  present  concern. 

There  is  an  interesting  group  of  salespeo- 
ple in  embryo  in  the  thousands  of  high  schools 
in  this  country,  and  it  is  this  group  which  is 
of  importance  here.  Many  attempts  are  being 
made  to  develop  this  invaluable  resource,  and 
these  have  recently  been  somewhat  co-ordi- 
nated and  standardized  by  the  Federal  Board 
for  Vocational  Education,  working  by  means 
of  the  Smith-Hughes  Act.  As  yet  no  wide- 
spread effort  has  been  made  by  the  country's 
merchants  to  offer  the  real  co-operation  needed 
by  the  women  who  are  training  these  boys  and 
girls.  This  must  be  because  the  merchants 
are  not  yet  fully  awake  to  the  unlimited  possi- 
bilities inherent  in  these  groups. 

Building  for  the  Future 

The  fact  is  not  surprising.  Like  any  new, 
almost  untried,  venture,  startling  results  are 
not  to  be  had  in  a  week  or  a  month  or  a  year. 
Farsighted,  seasoned  merchants  recognize  this 
and  do  not  expect  magic.  It  is  for  the  future 
that  these  men  are  building.  They  foresee  a 
time  when  they  will  be  enabled  to  get  sales- 
people trained  as  carefully  as  are  apprentices 
in  other  trades  and  professions.  Selling,  one 
of  the  great  professions  of  the  world,  has  been 
entered  confidently  by  anyone  and  everyone 
who  could  get  past  the  employment  office. 
Most  of  this  material  was  totally  uninterested 
in  selling  as  selling,  and  responsive  only  to 
the  weekly  pay  envelope. 

Would  the  bar  admit  a  lawyer  who  had  not 
read  law,  studied,  served  a  long  and  thorough 
apprenticeship;  or  medicine  receive  an  un- 
licensed practitioner?  Why  should  salesman- 
ship take  into  its  ranks  people  as  unfit  to  be 
called  salesmen  and  saleswomen  as  a  gardener 
or  a  portrait  painter  would  be?  The  necessi- 
ties of  the  last  three  or  four  years,  with  their 
labor  shortage,  have  made  it  inexpedient  for 
stores  to  be  too  critical  of  their  new  workers. 
But  with  the  present  and  future  full  labor 
market,  higher  standards  can,  and  should,  be 
set. 

I  am  talking  from  the  point  of  view  of  the 
employment  manager,  not  of  the  school.  The 
employment  manager  is  interested  in  gather- 
ing together  an  adequate  number  of  people  to 
conduct  the  store's  business  smoothly.  He  is 
interested  in  doing  this  at  the  lowest  possible 
cost  to  the  store. 

School  Training  Broader 

Now,  here  is  a  point  for  consideration ;  the 
girl  who  has  had  her  training  in  a  store 
knows  only  the  single  method  of  the  one  buyer 
and  the  one  line  of  merchandise.  The  girl  who 
has  had  it  in  a  class,  under  a  practical,  busi- 
nesslike teacher,  knows  many  methods,  has 


By  Marjorie  Bridgman 

Research  Director,  Lasalle  &  Koch  Co., 
Toledo,  Ohio 

worked  in  many  different  departments  under 
many  buyers  and,  while  she  has  not  the 
minute  information  of  a  single  line  possessed 
by  the  first  girl,  she  knows  enough  about  sev- 
eral lines  to  sell  them  intelligently,  and  has 
been  taught  to  apply  what  she  knows  of  other 
people's  methods  and  other  kinds  of  merchan- 
dise, to  the  stock  in  hand. 

In  other  words,  she  is  a  more  valuable  em- 
ployee, because  she  is  potentially  useful  in 
many  places  instead  of  a  single  special  job. 
In  addition,  these  girls  usually  are  on  their 
toes,  interested  to  get  ideas  and  to  try  out  in 
practice  what  they  have  learned  to  be  correct 
in  theory. 


Too  many  salespeople  are  uninterested  in 
selling  as  selling — 


As  holds  true  in  any  group  of  human  be- 
ings, some  will  be  more  effective,  will  do  a 
better  job  than  others.  It  is  hopeless  to  hire 
blindly  and  to  trust  that  every  high-school 
trained  saleswoman  will  be  90  per  cent  perfect 
just  because  she  has  been  trained.  Each  girl 
must  be  selected  and  fitted  into  her  most  effec- 
tive place  almost  as  carefully  as  the  army 
classified  its  personnel,  so  that  the  greatest 
possible  amount  of  accomplishment  per  capita 
may  be  achieved. 

Environment  Can  Make  or  Mar 

Every  employment  manager  knows  that  he 
gets  much  more  out  of  Mary,  who  loves  rib- 
bons, if  he  puts  her  in  the  ribbon  department 


Underpayment  creates  anything  but  an  en- 
viable reputation. 


and  out  of  Mrs.  Brown  who  loves  housework 
if  he  puts  her  in  the  kitchen  wares,  just  be- 
cause each  is  in  her  element,  handling  the 
things  that  have  a  real  appeal  for  her. 

Another  factor,  that  experience  with  these 
trained  girls  shows  to  be  important,  is  the  in- 
dividual necessity,  or  lack  of  it,  for  a  job. 
Does  the  girl  have  to  earn  her  living,  or  is  she 
selling  because  it  has  become  rather  a  fad 
among  her  friends?  Statistics  show  that  the 
girls  who  study  salesmanship  the  longest  go 
into  it  permanently  most  often.  And  that 
girls  who  need  the  job  are  the  ones  who  treat 


their  opportunity  with  the  greatest  respect. 

Therefore  these  are  the  more  desirable 
workers. 

Not  a  Good  Prospect 

A  girl  who  takes  eight  or  ten  months  of 
salesmanship,  as  an  elective,  in  high  school, 
because  it  doesn't  require  much  "home  work," 
and  whose  parents  say,  "Oh,  no ;  I  can't  have 
Dorothy  go  into  the  stores  to  sell ;  my  daugh- 
ter is  above  that;  and,  besides,  she  needs  her 
play-time" — that  girl  is  not  a  good  prospect 
for  the  store. 

Are  not  the  stores  at  fault  here?  Have 
they  tried  to  make  the  community  realize  the 
dignity  of  the  profession  into  which  they  are 
asking  these  girls  to  go?  Are  they  helping 
the  teachers  who  are  trying  to  develop  job  ma- 
terial for  them,  in  any  way  beyond  merely 
saying:  "Yes,  we  consider  it  a  fine  thing; 
we're  glad  to  employ  the  girls  whenever  we 
can"? 

For  Christmas  and  Saturdays 

"Whenever  we  can."  The  school  year  runs 
from  September  to  June.  If  the  classes  start 
in  September,  they  have  some  very  valuable 
"extras"  ready  when  Christmas  time  comes. 
If  the  stores  want  to  get  the  real  value  from 
these  girls  and  boys,  and  the  schools  are  in 
earnest  about  their  cooperation,  two  weeks  of 
school  vacation  can  be  arranged  for,  and  these 
people  can  get  the  most  valuable  experience 
possible  in  the  stores  in  the  two  weeks  before 
Christmas  when  they  are  most  needed.  It  has 
been  done,  to  the  satisfaction  of  all  concerned. 
On  Saturdays  the  stores  find  the  same  group 
a  decided  asset.  And,  if  it  can  be  arranged, 
it  is  very  desirable  to  have  them  come  in  to 
fill  up  the  ranks  of  regulars  over  the  noon 
hour  period. 

Keep  the  Proposition  Equitable 

But,  if  the  schools  give  up  the  people  when 
they  feel  they  should  have  them,  should  not  the 
merchants  take  the  people  when  they  do  not 
desperately  need  them,  and  play  the  game  the 
same  way  on  their  side?  I  certainly  do  not 
advocate  taking  the  girls  and  boys  and  forc- 
ing them  into  a  dull  department,  where  the 
regulars  make  them  feel  they  are  far  from 
welcome.  There  is  nothing  to  be  gained  from 
that,  for  either  store  or  school. 

But  there  is  much  to  be  gained  by  taking 
these  people  and  putting  them  in  other  parts 
of  the  store,  service  departments,  and  non- 
selling  sections,  where  they  are  absorbing  at 
first  hand  the  reasons  why  they  do  what  they 
do  as  salespeople.  The  wise  employment  man- 
ager can  always  find  a  useful  place  for  his 
training  group,  without  adding  to  his  ultimate 
operating  cost;  for  the  more  these  people  know 
the  less  expensive  they  will  be  when  they  come 
in  as  full-time  workers. 

Full-time  work,  for  those  who  have  not 
yet  graduated,  comes  in  the  summer  time. 
This  is  ideal  for  the  stores,  because  the  ranks 
may  be  kept  sufficiently  full  to  handle  the 
business  while  some  of  the  regular  force  are 
on  their  vacations.  It  is  found  that  the  high 
school  girls  have  a  much  quicker  grasp  than 
the  average   person,   that   they  understand 

(Continued  on  page  65) 
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Recruiting  an  Intelligent 
Personnel 

(Continued  from  page  49) 

more  readily  what  is  wanted  and  that  they  ap- 
ply what  they  learn  in  one  situation  to  the 
next  similar  case.  In  other  words,  they  are 
really  interested.  What  wouldn't  an  employ- 
ment manager  give  to  have  his  entire  force 
made  up  of  alert,  intelligent,  unobtrusively 
aggressive  people? 

Work  Suited  for  School  Types 

Bargain  tables  and  smallwares  reap  the 
greatest  benefit  from  th«  training  groups. 
They  are  the  departments  that  need  the  act- 
ive, young,  enthusiastic  type,  neckwear,  toilet 
goods,  veilings,  ribbons,  and  jewelry  find 
them  splendid.  One  of  the  most  general  and 
desirable  characteristics  of  these  girls  is  their 
ability  to  suggest  intelligently.  It  is  the  ob- 
servation of  more  than  one  employment  man- 
ager that  they  sell  a  customer  more  than  she 
comes  to  buy,  and  that  they  do  not  force  sales 
and  create  returns. 

Most  teachers  of  salesmanship  are  seeing 
the  problem  more  and  more  from  the  store's 
angle.  In  the  beginning  it  was  said,  with 
more  or  less  justice,  that  the  training  was  too 
theoretical,  that  the  definite,  practical  needs 
of  the  stores  were  not  followed  so  much  as  the 
ideal  of  what  the  perfect  saleswoman  should 
be.  A  great  deal  of  unnecessary  and  rather 
academic  work  was  given.  But  this  is  now, 
happily,  ancient  history  in  most  cases. 

The  progressive,  capable  salesmanship 
teacher  to-day  is  teaching  store  systems, 
saleschecks,  credits,  deliveries,  the  use  of 
cash  receiving  devices  and  charge  telephones, 
the  ideals  and  atmosphere  of  stores.  The 
girls  and  boys  are  being  made  to  sense  the 
dignity  and  importance  of  the  merchants'  job, 
to  see  the  intricacy  and  fascination  of  the 
machinery  of  a  store,  to  feel  the  romance  of 
merchandising. 

Instruction  with  Real  Equipment 

In  some  cases  actual  counters,  actual  mer- 
chandise, actual  cash  registers  are  in  daily  use 
in  the  class  rooms.  These  have  proved  them- 
selves so  valuable  that  it  would  pay  every 
school  board,  or  the  merchants  of  the  com- 
munity if  the  school  board  can  not,  to  pur- 
chase typical  store  equipment  for  school  use; 
for  only  in  this  way  will  the  tools  be  familiar 
to  the  girls  and  boys  when  they  come  in  to  do 
the  store's  actual  work. 

Become  Automatic 

By  the  use  of  this  equipment  the  me- 
chanics of  selling  are  reduced  to  so  ordinary 
a  routine  that  they  become  automatic,  and  all 
the  attention  of  the  person  can  be  focussed  on 
the  problem  of  the  sale.  The  equipment  is 
also  employed  to  teach  the  elements  of  display 
in  cases,  on  counters,  and  ledges.  Actual 
handling  of  real  storekeeping  material  im- 
presses the  principles  on  the  minds  of  these 
people  more  indelibly  than  any  amount  of  dis- 
cussion could  ever  do. 

So  much  for  the  salespeople  who  come 
partly  trained,  and  their  desirability.  Now, 
how  to  get  them. 

The  course  in  salesmanship  is  a  prerequi- 
site. Very  few  cities,  comparatively,  have 
such  courses.  If  yours  is  not  one,  it  is  time 
that  you  and  your  fellow  merchants  asked  this 
much  co-operation  from  the  school  department 
which  you  help  to  support.  Perhaps  you  will 
run  against  the  snag,  "I  can't  have  people 
come  to  me  and  work  for  Brown  Brothers,  too. 
Brown's  might  learn  something  about  my 
business." 


The  atmosphere  of  the  house  furnishings  de- 
partment should  get  away  from  the  atmosphere 
of  the  kitchen. 


This  question  always  arises,  and  it  is  al- 
ways proved  that  Brown  Brothers  don't  find 
out  any  more  of  your  affairs  than  they  would 
by  other  means  if  they  were  the  kind  of  peo- 
ple who  wanted  to  know.  Every  one  of  us 
knows  that  if  there  is  a  piece  of  information 
about  us  that  our  competitor  wants  badly 
enough  to  use  all  the  means  at  his  disposal  to 
get  it,  he  will  get  it. 

Forward-looking  merchants  say  this:  "If 
all  the  people  who  are  available  as  salespeople 
are  trained,  the  whole  standard  is  raised,  and 
if  Mary  leaves  me,  I  can  get  Jane,  who  is 
potentially  just  as  good."  Only  by  wholesale 
training  methods  such  as  can  be  given  in 
schools  can  the  raising  of  the  group  standard 
and  the  group  effectiveness  be  accomplished. 

After  all,  isn't  gradual  development  what 
we  are  all  looking  for,  and  working  toward? 
Does  anyone  really  expect  the  students  to  be 
magic  salespeople  at  once? 

It's  Up  to  the  Merchant 

The  tremendous,  almost  incalculable,  value 
of  training  is  its  cumulative  effect.  Not  what 
we  can  get  out  of  it  today,  or  to-morrow,  or 
next  week,  but  what  we  shall  have  five  or  ten 
years  from  now,  if  we  keep  on  in  the  right 
direction.  Suppose  your  city  schools  turn  out 
fifty  potential  expert  saleswomen  a  year;  in 
five  years  that  is  going  to  be  rather  a  re- 
spectable army,  isn't  it?  And  if  the  mer- 
chants give  them  the  right  encouragement, 
and  show  them  that  they  take  them  and  their 
ambitions  seriously,  don't  you  ever  believe 
that  it's  going  to  stop  with  any  fifty  a  year. 

Taking  them  seriously  does  not  mean  sim- 
ply talking  to  them  in  a  fatherly  way,  or  giv- 
ing them  the  privilege  of  employment.  It 
means  paying  them  what  they  are  worth. 
Just  so  long  as  we  fail  to  give  our  employees 
what  they  earn,  just  that  long  do  we  lose  their 
full  respect  and  the  whole-hearted  co-opera- 
tion which  is  the  just  due  of  a  fair  employer. 
Underpayment  creates  disproportionate  labor 
turnover  just  as  sure  as  sunrise,  and  it  cre- 
ates, also,  an  unfavorable  reputation  for  the 
organization. 

I  know  of  a  case  in  point.  Two  girls  com- 
ing downtown  on  a  street  car  were  talking 
jobs.  One  suggested  applying  for  a  then  va- 
cant position  in  a  certain  department  of  a  cer- 
tain store.  "Oh,  don't  go  there!  Why  I 
worked  for  her,  and  so  did  Bessie  and  Mame, 
and  she  is  awful.  She  hasn't  any  considera- 
tion for  you  and  she  expects  you  to  work  for 
a  nickel  a  week.  I'm  advising  all  the  girls  I 
know  not  to  go  there,  and  so  is  every  other 
girl  who  has  worked  for  her  and  got  away." 
A  pleasant  reputation  to  be  scattered  broad- 
cast in  a  crowded  street  car. 

The  future  has  very  interesting  results  in 
store  for  the  employment  manager  who  will 
use,  and  really  co-operate  with,  the  schools 
along  these  lines.  An  advisory  council  of  all 
the  employment  managers  in  tovra  would  be 
an  invaluable  asset  to  the  teacher  in  making 
her  works  practical  and  in  adapting  it  to  the 
changing  needs  of  the  community. 

Can  you  look  forward  to  a  trained  sales- 
force  ten  years  from  now,  one  that  will  cost 
you  less  in  money  and  in  irritated  customers, 
and  of  which  you  can  be  justly  proud?  If  not, 
it  is  within  your  power  to  start  your  com- 
munity along  the  way  to  getting  it. 


Soap  Sales  Induce 
''Spotless"  Town 

These  Events  at  John  Wanamaker's 
Keep  the  Suds  Splashing  All 
Over  Philadelphia 

THE  Great  Unwashed  haven't  a  chance  in 
Philadelphia.  John  Wanamaker's  soap 
sales  see  to  that.  Even  the  soap  box 
orators,  never  famous  for  their  delight  in 
sudsy  splashings,  betray  their  influence  and 
the  city  at  large  upholds  the  tradition  of  Spot- 
less Town  which  originated  with  the  old 
housewives  and  their  morning  scrubbings  of 
doorsteps. 

Twenty  years  ago  the  John  Wanamaker 
store  began  featuring  its  "hard  water"  soap 
in  special  sales  throughout  the  month  of 
March,  the  particular  attraction  during  that 
period  being  the  cutting  in  half  of  the  regular 
price.  The  half-price  sale  still  is  an  annual 
feature  that  brings  Philadelphians  in  droves 
and  mailsacks  full  of  orders  from  out-of-town 
customers. 

They  buy  soap  by  the  dozen  cakes  or  more. 
Each  of  the  three  scents — verbena,  almond 
and  violet — and  the  unscented  variety  are  put 
up  in  cartons  of  half-dozen,  dozen  and  two 
dozen  capacity.  Much  of  the  soap  g'oes  to  in- 
stitutions which  find  these  sales  an  economical 
way  of  securing  a  year's  supply.  Up-State 
regions  where  there  is  dirt  aplenty  and  hard 
water  order  in  quantity.  Last  year  a  million 
and  a  quarter  cakes  were  sold.  This  year  the 
bogey  was  set  at  two  million,  since  the  sale 
price  is  now  75  cents  a  dozen  as  against  $1 
last  year.  i         |,  J 

Game  Started  Easily 

A  tremendous  soap  business  has  been  built 
by  consistent  plugging  plus  recognized  qual- 
ity. The  sale  is  now  so  much  of  an  institu- 
tion that  simple  announcements  in  the  daily 
ads,  supplemented  with  an  announcement  en- 
closed with  February  bills,  are  sufficient  to 
start  the  flood  of  orders  coming. 

The  mail  order  lists  also  include  the  soap 
bulletin  and  mail  orders  are  accepted  and 
filed  for  March  filling.  All  the  advertising 
advises  housekeepers  to  allow  a  dozen  bars 
a  year  for  each  member  of  the  family  and 
most  of  them  seem  to  buy  with  that  idea  in 
mind.  Customers  are  able  to  buy  conven- 
iently because  of  the  number  of  places  at 
which  the  soap  is  on  sale.  There  are  six 
"soap  stations,"  including  the  toilet  goods 
section ;  two  conspicuous  locations  on  the  main 
floor  and  three  in  the  downstairs  store. 

Sale  Continued  to  Boom 

The  success  of  the  toilet  soap  sales  encour- 
aged the  housefurnishing  department  to  en- 
ter the  lists  with  a  March  laundry  soap  spe- 
cial. A  six  inch,  double  column  ad  announced 
laundry  soap  at  five  cents  a  cake  for  March 
only  and  the  supply  immediately  started  melt- 
ing rapidly  away.  By  the  middle  of  the  month 
the  department  was  200,000  cakes  oversold. 
Exhaustion  of  the  supply  on  hand  was  an- 
nounced in  the  advertising  and  the  placing  of 
orders  for  delivery  in  ten  days  to  two  w^eks 
was  invited.  The  sale  halted  not  a  particle. 
With  a  few  cakes  for  samples  salespeople  kept 
right  on  taking  orders  and  the  sale  finished  as 
it  began,  with  a  rush. 

Interesting  evidence  of  the  soundness  ■  of 
the  advertising  and  selling  that  has  marked 
the  twenty  years  of  soap  sales  is  their  in- 
fluence on  the  laundry  soap  event.  People 
seemed  to  have  been  thoroughly  educated  to 
buying  their  yearly  supply  in  March  and  the 
case  of  one  hundred  cakes  was  the  favorite 
unit  bought.  Many  people  bought  several  of 
them. 
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When  in  LONDON 

Stay  at  The 

HOTEL  CECIL 


LOCATION.  3  minutes  from 
Charing  Cross.  In  the  very 
centre  of  the  Metropolis. 
Within  easy  reach  of  the  City 
and  West  End  and  walking 
distance  from  the  leading 
theatres,  Government  offices, 
Houses  of  Parliament  and 
Westminster  Abbey. 

APPOINTMENTS.  Magnificent 
Restaurant,  Table  d'Hote 
Room  and  Palm  Court. 
Finest  Banqueting  Rooms  in 
London.  Central  Heating 
throughout. 

ROOMS.  800  Bedrooms.  Luxuri- 
ous Suites  of  apartments, 
numerous  single  and  double 
bedrooms  with  private  bath- 
rooms. 

GARAGE.  Free  accommodation 
for  visitors'  cars. 

Wire  for  Reservations  at  our  expense  to 

D.  G.  Department, 
CECELIA,  LONDON. 


Foundation  of  Credit 

Common  knowledge  regarding  a  firm's 
credit  standing  not  only  is  beneficial  to 
the  firm  but  constitutes  the  foundation  of 
the  entire  structure  of  credit. 

The  vast  credit  operations  of  the  Na- 
tional Bank  of  Commerce  in  New  York 
are  safeguarded  by  virtue  of  a  highly 
organized  research  of  those  conditions 
and  facts  which  justify  or  limit  credit. 

The  benefit  of  our  extensive  credit 
experience  is  shared  with  our  friends. 

Nalional  Bank  of  Commerce 

inNewYork 

Capital,  Surplus  and  Undivided  Frofits 
Over  Fifty-five  Million  Dollars 


F.  Schumacher  &  Co. 

IMPORTERS 

MANUFACTURERS  and  JOBBERS 

Upholstery  Fabrics 

OF  EVERY  DESCRIPTION 

TO  THE  TRADE  ONLY 


BOSTON   420  Boylston  Street 

PHILADELPHIA  .  Finance  Building 
CHICAGO  Heyworth  Building 


7  West  37th  Street      New  York  City 

(Just  West  of  Fifth  Avenue) 
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Fitting  the  Personality  as  Well 
A  s  Fitting  the  Figure 

That's  the  Coming  Accomplishment  of  Retail  Ready-to-wear 
Salespeople— Study  of  Costume  Design  by  Those  Who  Sell  the 
Goods  Means  More  and  Better  Sales,  and  Will  Improve  Stand- 
ards of  Dress  All  Around 


By  May  Hallett 


STUDYING  costume  designing  as  an  aid 
toward  selling  ready-to-wear  garments  is 
recognized  as  one  of  the  most  progres- 
sive steps  in  the  educational  departments  of 
retail  stores  to-day.  This  idea  follows  the 
same  principles  involved  in  industrial  art  edu- 
cation, which  has  been  widely  developed  in  the 
last  few  years.  They  both  tend  toward  edu- 
cating the  public  in  the  appreciation  of  art. 

To-day  designers  of  fabrics  spend  months 
studying  the  harmony  between  line  and  color 
and  adapting  ideas  and  designs  to  fabrics 
made  for  specific  uses.  They  study  art  from 
every  angle,  from  paintings,  sculpture,  tapes- 
tries and  nature,  and  develop  themes  that  ex- 
press personality. 

Only  recently  an  exhibit  was  given  at  the 
Wildenstein  Galleries,  New  York,  at  which 
were  shown  drawings  demonstrating  the  in- 
timate relationship  of  design  to  fabrics,  also 
showing  that  the  complete  beauty  of  any  fabric 
is  only  brought  out  by  the  right  background 


related 


Central  News  Photo  Service. 

Miss  Lillian  Gish  snapped  on  Fifth  Avenue 
in  a  smart  walking  suit  of  black  and  vivid  blue 
with  trimming  of  gray  baby  lamb.  Youth  and 
charm  are  expressed  in  this  costume  vwhich  is 
Well  adapted  to  its  wearer's  personality. 


and   in   the  association 
objects. 

For  this  reason  fabric  designers  have 
studied  costumes  in  their  appropriate  sur- 
roundings and  adapted  their  knowledge  to 
their  art  with  wonderful  results. 

Silks  made  for  clothes  to  be  worn  at  the 
seashore  are  brilliant  in  color  because  their 
background,  the  blue-green  of  the  ocean  and 
the  drab-gray  of  the  sands,  both  colorless  and 
cold,  calls  for  warmth,  such  as  is  found  in  red, 
the  complementary  color  of  the  ocean  blue. 

Again,  with  green,  the  natural  background 
of  a  mountain  resort  or  country  club,  where 
sports  clothes  are 
worn,  brilliant  colors 
are  the  proper  comple- 
ments of  the  surround- 
i  n  g  color  scheme, 
therefore  we  find 
sports  clothes  devel- 
oped in  brilliant 
shades.  They  are  also 
made  along  lines  in  di- 
rect opposition  to  each 
other — that  is,  a  coat 
of  one  color  and  a 
skirt  of  another,  or 
the  use  of  large  plaids 
with  the  lines  of  de- 
sign crossing,  for  this 
method  of  introducing 

opposition  in  line  is  used  to  express  dash 
and  vigor  and  gives  the  desired  effect  for 
outdoor  sports  clothes. 

Brilliant  color  is  also  employed  in  evening 
gowns  for  the  purpose  of  expressing  gaiety. 
As  a  rule,  fabrics  used  in  clothes  to  be  worn 
under  artificial  lights  are  of  a  smooth,  shiny 
surface  or  of  brilliant  tinsel  fabrics,  for  these 
are  the  materials  that  catch  and  reflect  the 
light  rays  and  thus  radiate  brilliancy. 

Colors  for  Street  Wear 

For  street  wear  restful  colors  are  most 
successful,  and  therefore  dark  blues,  blacks 
and  browns  predominate  in  the  suits  and  coat 
fabrics.  Cool  colors,  such  as  green,  mauve, 
blues  and  grays,  make  the  most  successful 
summer  fabrics  in  their  materials  that  will  be 
worn  in  extremely  hot  weather,  for  the  general 
atmosphere  created  by  the  color  of  a  gown 
will  go  far  toward  making  its  wearer  com- 
fortable. 

Designs  in  fabrics  are  as  important  almost 
as  are  the  colors,  for  they  express  personality 
very  strongly.  With  great  thought  and  study 
given  to  the  designing  and  manufacturing  of 
fabrics  there  is  little  excuse  for  women  having 
to  wear  anything  but  suitable  clothes. 

Those  who  are  a  symphony  in  line  and  color 
and  properly  gowned  are  generally  the  women 
who  place  themselves  in  the  hands  of  some 
clever  dressmaker  and  submit  to  her  orders. 
But  in  the  course  of  events  the  woman  who 
buys  her  wardrobe  in  the  retail  shop  will  be 
as  well  advised  as  the  woman  catered  to  by 
the  professional  costumer. 

Such  a  situation  will  be  brought  about  by 
the  selling  force  of  the  retail  store  through 
its  knowledge  of  the  proper  clothes  to  sell  in- 


This  black  satin,  moulded  into  a  chemise  dress,  and  beaded  in  silver,  was 
appropriately  worn  at  the  tea  hour  on  the  Avenue.  The  trimming  adds  indi- 
viduality to  an  otherwise  simple  gown. 


dividual  types.  The  time  will  come  when 
clothes  suitable  only  for  misses  will  be  sold 
to  misses,  and  not  to  women  of  forty  or  past. 
The  stereotyped  expressions  of  the  salesgirls 
now  heard  in  dress  departments  will  be  an- 
cient history  and  in  place  of  "Oh,  that  is 
lovely  on  you,"  or  "You  look  charming  in  it," 
a  customer  will  be  told  why  she  cannot  wear  a 
certain  garment  and  why  another  one  is  ex- 
actly the  thing  she  should  wear. 

If  sufficient  thought  were  given  this  idea 
and  an  organized  method  of  training  the  sales- 
force  to  develop  it,  the  benefit  derived  from  its 
execution  would  be  tremendous  to  any  store. 

They  Want  Personality 

Clothes  sense  is  undeveloped  in  most  Avomen 
to-day,  although  all  of  them  want  to  express 
personality  and  are  willing  to  pay  to  accom- 
plish this  end.  A  few  suggestions  as  to  the 
sort  of  knowledge  salesgirls  should  have  in 
order  to  be  of  greater  service  to  their  custom^ 
ers  are  outlined  here. 

First,  she  should  know  the  fundamental 
principles  that  are  employed  in  producing 
slender  effects  for  the  stout  figure  and  broad- 
ening effects  for  the  slim  figure. 

(A)  Lines  producing  a  slender  effect  are 
narrowness  at  the  shoulder,  unbroken  perpen- 
dicular lines,  such  as  are  seen  in  straight  suit 
coats  slightly  fitted  at  the  waist  without  belts. 
Perfectly  horizontal  belts  should  be  avoided. 
Lines  of  transition  such  as  the  surplice  waist 
are  the  most  successful  for  stout  figures. 
Sleeves  should  be  simple  and  unobtrusive  so 
as  not  to  attract  attention  to  the  extreme 
width.  Up-and-down  striped  and  plain  ma- 
terials are  the  best  to  get  the  desired  effect. 
By  all  means  avoid  selling  figured  materials 
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or  one  of  plain  white  or  bright  color  to  a  stout 
woman,  for  they  immediately  attract  attention 
to  the  silhouette  when  it  should  blend  with  th^ 
surrounding  background  as  much  as  possible. 
Stout  figures  should  wear  comparatively  long 
skirts,  and  materials  should  be  soft  and  cling- 
ing. 

(B)  Lines  producing  a  stout  effect  should 
be  wide  at  the  shoulder,  waist  and  hips,  sleeves 
may  be  ornate  and  wide.  The  normal  waist- 
line is  the  best  to  emphasize,  stiff  fabrics  are 
suitable  and  bright  colors  may  be  worn  suc- 
cessfully. 

Fitting  the  Personality 

Second,  personality  is  important  to_  con- 
sider when  choosing  a  gown  for  an  individual. 
Young,  healthy  girls  can  carry  off  bright  colors 
because  they  radiate  strength  and  life,  while 
quiet,  unassuming  characters  should  wear 
quaint,  quiet  clothes.  Stout  women  with  florid 
complexion  should  always  avoid  bright  colors, 
but  rather  choose  cool  tones,  such  as  gray  and 
blue. 

Slender  figures  can  well  wear  bouffant  ef- 
fects as  well  as  bright  colors,  thus  attracting 
the  eye  to  the  silhouette  and  giving  the  ap- 
pearance of  breadth.  Athletic,  "tailored" 
girls  look  extremely  well  in  severe  mannish 
clothes,  while  more  feminine  types  should 
wear  soft,  fluffy  things. 

The  suitability  of  clothes  to  their  sur- 
roundings is  another  important  factor  in  their 
success.  If  a  costume  is  to  be  worn  in  a  busy 
street  it  should  be  simple  and  quiet  in  color 
but  if  in  the  gay  surroundings  of  a  summer 
resort  extreme  ideas  may  be  introduced. 

Dignity  and  poise  should  govern  the  gowns 
worn  in  drawing  rooms,  and  this  is  accom- 
plished in  the  long,  clinging  lines  of  velvets 
and  soft  satins  flowing  into  draperies  and 
trains. 

In  furthering  this  work  of  properly  cos- 
tuming the  woman  of  to-day,  the  Cleveland 
School  of  Art  has  introduced  a  course  in  cos- 
tume design  which  will  have  a  far-reaching 
effect  upon  the  garment  business,  for  Cleve- 
land manufacturers  are  taking  advantage  of 
this  opportunity  and  studying  the  costuming 
problem  of  the  American  woman. 

This  problem  is  more  difficult  in  the  United 
States  than  in  other  countries,  because  of  the 
variety  of  types  here,  but  with  the  manufac- 
turer developing  ready-to-wear  garments  along 
artistic  lines  and  the  retailer  increasing  the 
efficiency  of  his  selling  staff  by  fostering  art 
appreciation  in  the  merchandise  they  sell,  the 
future  for  the  ready-to-wear  departments  is 
tremendous. 

William  Biddle  Sheppard,  formerly  a 
member  of  the  dry  goods  firm  of  J.  B.  Shep- 
pard &  Sons,  1008  Chestnut  Street,  Philadel- 
phia, Pa.,  recently  was  killed  in  an  automo- 
bile accident  in  Honolulu.  Mr.  Sheppard  and 
his  wife  had  closed  their  home  in  Bryn  Mawr 
and  were  on  a  tour  of  the  Hawaiian  Islands. 
Mr.  Sheppard,  who  was  sixty-two  years  old, 
was  a  member  of  the  Union  League  and  the 
Philadelphia  Country,  Merion  Cricket,  Art, 
Racquet,  Philadelphia  Cricket  and  Bachelors' 
Barge  clubs. 

.John  Eckhardt,  a  pioneer  dry  goods  mer- 
chant of  Buffalo,  N.  Y.,  died  in  his  80th  year 
at  Pasadena,  Cal.  Mr.  Eckhardt  settled  in 
Buffalo  at  the  age  of  fourteen,  going  there 
from  his  native  country,  Germany.  He  re- 
tired from  active  business  some  years  ago  be- 
cause of  ill  health.  Mr.  Eckhardt  is  survived 
by  his  widow,  Margaretha,  and  three  chil- 
dren.   

The  store  of  the  George  E.  Stifel  Co., 
Wheeling,  W.  Va.,  is  undergoing  a  complete 
reor;?anization  and  will  open  some  time  this 
month  with  several  new  departments.  J.  T. 
Gilmer,  general  manager  of  the  organization, 
is  in  charge  of  the  work  of  reconstruction. 


Yorkshire  Feels 
German  Effort 
In  Wool  Trade 

Bradford  Doing  Its  Utmost  to  Shed 
Its  Handicap — Business  Still 
"Suffers  from  Boom" 

By  Economist  Correspondent  at  Bradford, 
England 

IT  is  fairly  evident  that  either  for  good  or 
ill  the  influence  of  Germany  upon  the  wool 
textile  industry  of  the  West  Riding  is  go- 
ing to  loom  large  this  year.  This  generaliza- 
tion may  be  qualified  by  decisions  regarding 
reparations,  but  even  the  measures  to  be  re- 
sorted to  for  the  purpose  of  making  Germany 
pay  do  not  altogether  discount  the  opening 
statement. 

Britain  Handicapped  by  Large  Stocks 

Paradoxical  as  it  may  seem,  we  are  still 
suffering  from  the  boom — and  suffering  is  un- 
doubtedly the  word.  In  the  distance  we  descry 
Germany,  or  that  section  of  Germany  anala- 
gous  to  Bradford,  standing  like  a  stripped 
athlete,  ready  to  leap  to  the  front,  while  Brad- 
ford is  still  lumbering  along  with  all  its  post- 
boom  handicap  in  the  form  of  heavy  stocks  of 
goods  made  from  high-priced  materials,  and 
produced  subject  to  high  wages  and  other  ex- 
cessive costs  of  production. 

Yorkshiremen  are  candid  enough  to  admit 
that  the  contrast  is  unpleasant,  and  traders 
here  are  reconciled  to  the  probability  that 
there  is  going  to  be  an  uphill  struggle  in  which 
quality  and  reasonable  price  will  be  the  test 
of  supremacy. 

Low  Prices  By^^t  Slow  Sales 

Bradford  is  doing  its  best  to  shed  its  hand- 
icap— all  those  great  piles  of  splendid  cloths 
that  were  sold  many  months  ago,  but  which 
the  buyers  have  not  accepted.  The  merchants' 
original  price  for  any  quantity  of  them  was  as 
high  as  32s.  6d.  per  yard;  but  like  a  snow- 
flake  on  the  river  that  sort  of  price  has  van- 
ished, to  be  replaced  by  a  modest  8s.  or  so. 
But  even  drastic  cuts  on  this  scale  have  not 
moved  a  great  deal  of  stock,  because  until  the 
winter  sales  here  enabled  retailers  to  replenish 
their  coffers  they  had  not  a  lot  of  money  to 
spend,  and  they  had  more  than  enough  goods 
on  their  shelves. 

Even  now  no  one  seems  to  be  buying  a 
yard  more  than  he  needs.  Some  metropolitan 
and  some  provincial  shops,  but  not  all,  are 
offering  cloths  at  prices  somewhere  near  the 
cost  of  production,  the  merchants  having  had 
to  stand  the  loss;  but  following  a  little  burst 
of  buying  during  the  January  sales,  the  public 
have  reverted  to  their  strictly  economical 
mood.  Consequently  stocks  here  are  being 
dispersed  at  a  very  slow  rate,  manufacturers 
are  in  no  mood  to  place  orders  for  fresh  sup- 
plies of  yarns,  topmakers  are  doing  next  to 
nothing,  with  spinners  on  home  trade  account, 
the  whole  of  the  industry  is  operating  at  re- 
duced speed,  little  wool  is  being  bought  by 
Bradford,  and  therefore  wool  values  tend  to 
sag  in  London  and  Australasia. 

At  this  point  Germany  comes  in.  The 
English  boom  and  the  aftermath  have  played 
into  her  hands.  As  just  explained,  our  costly 
though  heavily  depreciated  stocks  coincide 
with,  and  have  helped  to  precipitate,  cheap 
wool,  and  Germany,  happily  deficient  in  the 
first,  is  able  to  come  into  the  market  for  the 
raw  material  at  a  lower  level,  and  make  offers 
for  cloths  which  render  it  still  more  difficult 


for  Bradford  houses  to  dispose  of  their  pro- 
duction. 

There  is  little  doubt  that  the  Germans, 
whose  business  acumen  is  second  to  none, 
have  been  waiting  for  this  opportunity, 
and  that  their  lack  of  activity  in  wool  pur- 
chases until  recent  times  was  a  misleading  in- 
dication when  regarded  as  evidence  of  Ger- 
man poverty.  Germany  is  coming  into  the 
market  for  wool  when  an  enormous  amount  of 
English  capital  is  tied  up  in  huge  stocks  of 
cloth,  or  wool  and  yarns,  paid  for  at  boom 
rates  and  now  next  to  impossible  to  sell,  and 
at  a  time  when  many  qualities  of  raw  material 
are  actually  at  pre-war  values  or  below. 

German  Buyers  Get  Cheap  Wool 

It  was  very  noticeable  during  the  series  of 
wool  sales  which  concluded  in  London  on 
March  4  that  German  buyers  were  operating 
fairly  consistently,  and  that  there  was  very 
little  competition  from  Yorkshire.  As  regards 
values,  at  the  close  of  the  sales  merino  wool 
had  declined  71/2  to  20  per  cent  as  compared 
with  prices  ruling  in  January,  and  crossbreds  . 
were  dov,'n  by  10  to  25  per  cent  below  January 
rates.  As  a  matter  of  fact,  good  medium  \ 
fleeces  of  sixty  to  sixty-fours  quality  are  now 
30d.,  or  on  a  parity  with  the  price  in  July, 
1914,  and  other  merino  combing  wools  are 
merely  a  few  pence  more  than  the  values  rul- 
ing at  that  date,  while  some  crossbreds  are 
from  4d.  to  6y2d.  below  pre-war  rates. 

Germany,  therefore,  is  getting  the  advan-  j 
tage  of  wool  in  the  neighborhood  of  pre-war  | 
values  at  the  time  when  Bradford  is  not  in 
the  best  position  to  buy  raw  material,  and 
must  first  sell  her  excessive  stocks  of  fabrics 
before  a  renewed  call  can  be  made  upon  the 
full  capacity  of  her  combs,  spindles  and  looms. 

Has  Lower  General  Costs,  Too 

The  fact  that  costs  of  production  are  lower 
in  Germany  than  in  this  country  is  also  divert-  ^ 
ing  to  the  Germany  industry  work  which  Brad-  ! 
ford  is  well  in  a  position  to  undertake.  While 
a  good  deal  of  Bradford  combing  machinery  is 
running  short  time,  commission  combing  is 
being  done  on  Bradford  account  in  Germany, 
where  the  cost  of  combing  is  4%d.  for  a  me- 
rino top  as  compared  with  8d.  in  Bradford. 

The  conversion  of  a  merino  top  into  a  two- 
fold 28  yarn  costs  27d.  in  this  country,  mak- 
ing 35d.  in  all,  whereas  these  conversion  costs 
in  Germany  are  2iy2d.,  a  difference  in  favor 
of  Germany  of  39  per  cent. 

In  this  connection  Germany  has  a  flying 
start  from  the  post-boom  mark,  while  Brad- 
ford still  is  impeded  by  obstacles  that  date 
from  the  boom.    For  instance,  basic  wages 
here  are  flxed  immutably,  at  least  until  May, 
by  reason  of  an  agreement  obtained  in  the 
days  when  Bradford  hardly  had  a  competitor 
and  was  enjoying  an  unprecedented  era  of 
seeming  prosperity.    The  only  alteration  in 
wages  possible  prior  to  May  arises  through  the 
operation  of  a  sliding  scale  applicable  to  a 
part  of  the  wages,  known  as  the  cost-of-living 
factor.    The  estimated  fall  in  the  cost  of  liv- 
ing has  resulted  in  two  10  per  cent  reductions 
in   cost-of-living   wages    in   February   and  ' 
March,  which  brings  wages  back  to  the  level  I 
that  obtained  last  September,  and  arising  out 
of  this  an  effort  is  being  made  to  pass  on  the 
advantage,  through  a  reduction  in  charges  for 
combing  wool.    At  the  present  time,  however,  ' 
the  trade  is  still  waiting  for  this  very  neces-  1 
sary  alteration.    It  is ,  fully  recognized  that  i 
costs  of  production  must  come  down. 


H.  C.  Wright,  for  some  time  connected 
with  the  Butler  Co.,  has  been  transferred 
from  Springfield,  Mass.,  to  assume  the  man- 
agership of  the  H.  H.  Butler  clothing  store, 
Utica,  N.  Y. 


■  il 
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Pictures  from  Paris  Indicate 
Latest  Trends  in 
World  of  Fashion 


Black  straw  cloche  trimmed  zmth  spray 
of  black  burnt  ostrich  simulating  xvheat. 
Model  fronv  Caroline  Reboux. 


High  crowned  narrow  brimmed  walk- 
ing hat  in  gray  straw,  featuring  a  back 
trimming  of  natural  colored  quills. 
Reboux  model. 


Drawn  in  Paris  for  the  Economist 


Spring  model  in  tailor  dress  by  Drecoll  in 
gray  wool  poplin  trimmed  with  gray  squirrel. 
The  model  features  irregular  line  of  hem, 
fitted  effect,  fur  trimming,  high  collar  and  long 
sleeves. 

Left — Taffeta  dress  by  Lanvin  worn  by 
Mademoiselle  Jeanne  Renouard  in  "I'  Amant  de 
Cccur"  at  the  Theatre  Potiniere.  The  model 
features  the  fitted  bodice  and  full  skirt  in 
Renaissance  style.  The  long  sleeves  with  wide 
gauntlet  cuffs  of  organdie  tied  at  the  wrist  with 
ribbon  at  both  hands  are  also  interesting.  The 
bodice  is  embroidered  in  white  crystal  beads. 
The  crystal  embroidery  extends  in  straight  lines 
to  the  depth  of  a  deep  yoke  onto  the  skirt. 

Right — Suit  by  Lanvin  in  black  silk  twill  with 
a  three  tier  collar.  The  two  inner  collars  and 
the  cuffs  are  of  white  linen  bound  with  black 
cire  braid.  An  incrustation  of  white  linen  is 
run  in  a  curved  line  from  the  side  of  the  front 
to  the  side  of  the  back  under  each  arm. 
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MAN  TAILORED 


TRADE  MARK. 


"She  Place 
for  Misses' 
Garments 

of  Hualittf" 


SPORTS  WEAR 

with  the  Metropolitan 
Touch  of  Correctness 

This  illustration  typifies  one  of  our 
smartest  designs. 

It  comprises  a  jaunty  Tuxedo  Coat 
of  English  Costume  Velvet,  Warranted 
Worrall  dye  and  twilled  back;  lined 
throughout  with  pure  silk  standard 
quality.  The  Skirt  is  a  new  and  stylish 
sports  model  of  the  finest  Australian 
wool  cloth  in  neat  check  patterns  oj 
corresponding  shades. 

Colors:  Ultramarine  blue 
and  Havana  brown 


1.  Alttnan  $c  Ola. 

29-31-33    West    30th    Street      Near  Broadway      NcW  York 
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Sales  of  Apparel 
Mark  Post -Easter 
Business 

Retail    Store    Department  Heads 
Prepare  to  Clear  Decks 
for  New  Goods 

From  one  end  of  the  country  to  the  other 
the  clearance  spirit  is  strongly  in  evidence  in 
the  retail  advertising  of  women's  ready-to- 
wear.  This  is  to  be  expected,  in  view  of  the 
fact  that  the  early  date  of  Easter  made  neces- 
sary the  purchase  of  street  garments  of  a 
heavier  type  than  will  be  required  from  now 
on.  Thus,  the  trade  is  confronted  with  what 
amounts  to  a  second  season,  and  the  prime 
duty  of  all  department  heads  is  to  clear  the 
decks  for  the  new  goods. 

Following  are  examples  of  the  offerings 
now  being  made  in  various  centers : 

NEW  YORK  CITY.— The  lowest  price  at 
which  coats  were  advertised — that  is,  in  the 
better-class  stores — ^was  $29.75  and  highest 
$98.50,  but  the  general  run  was  from  $49.75 
to  $59.50,  with  the  exception  of  a  few  at  $225. 

Suits  ran  as  low  as  $20.50  in  a  few  cases, 
the  highest  being  $125  and  the  average  offer- 
ing was  $39.75  to  $69.50,  with  an  exception 
of  $225. 

Dresses  reached  the  lowest  mark  at  $12.50, 
the  highest  at  $75,  the  general  tendency  being 
from  $23.50  to  $49.50,  with  the  exception  of 
exclusive  models  at  $250. 

Waists  ran  from  $2.59  to  $15.75,  the  aver- 
age price  being  from  $3.50  to  $9.75,  with  an 
exception  of  $87.50. 

Skirts  were  priced  from  $10  to  $37.50,  the 
average  price  being  $10.75  to  $14.50. 

DENVER,  COL.— Spring  suits  and  dresses 
for  women  were  featured  very  strongly  by 
the  leading  stores  in  Denver.    Lewis  &  Son 
offered  new  dresses  of  navy  and  gray  trico- 
tine  and  in  the  twills,  at  $45  to  $85.  Joslins 
;    featured  tricotine  and  Poiret  twill  suits  at 
i   $59.    Reuler's  announced  a  sale  of  1800  silk 
I   dresses,  including  Canton  crepe,  new  foulards, 
checked  taffetas,  charmeuse,  tricolette  and 
georgette  and  taffeta  combinations  "regularly 
priced"  at  $25,  $30,  $35,  at  $13.75. 

DETROIT,  MICH.  —  Newcomb  -  Endicott 
Co.  featured  jersey  sports  coats  at  $15,  suits 
in  the  plain  tailored  models,  embroidered  and 
braid  trimmed  at  $65  and  $75.  Suits  for  stout 
women  at  $75,  and  hand-made  blouses  at 
$3.98. 

The  J.  L.  Hudson  Co.  announced  a  sale 
of  Canton  crepe  and  mignonette  dresses  for 
women  at  $37.50,  "sale  price,"  and  taffeta 
dresses  for  the  miss  at  $25.    Women's  coats, 
t  capes  and  wraps  were  offered  at  $39.50,  all 
!.|  silk  lined.    The  tailored  blouse  in  the  new 
'  silks  was  featured  from  $7.50  to  $13.50. 

SAN    FRANCISCO,    CAL.  —  Livingston 
Bros,  offered  dresses  for  street  wear,  includ- 
ing tricotines,  piquetines  and  serges,  at  $39 
to  $219,  and  satin  coats  from  $55  to  $145. 
!  White  House  featured  cape  coats  and  wraps 
at  $95  and  navy  tricotine  suits  at  $65.  The 
city  of  Paris  featured  motor  capes  and  coats 
!   from  $37  to  $125  and  riding  habits  from  $29 
to  $135.   Liebes  offered  suits  in  navy  and  tan 
!  at  $47,  silk  sweaters  at  $29,  overblouses  at 
$10  and  sports  skirts  from  $15  to  $29. 

OTTAWA,  CANADA.— Murphy  -  Gamble, 
Ltd.,  offered  ladies'  jersey  suits  "star  value 
I  at  $38.50"  and  porch  dresses  from  $2.95  to 
i  $8.75,   Spring  coats  in  navy  serge  and  mixed 
i  tweeds  at  $25,  "regularly  $45."   The  Daly  Co. 
offered  misses'  and  women's  spring  suits  at 


$25,  "regularly  $35  to  $52.50,"  and  a  special 
blouse  sale  of  georgette  and  crepe  de  Chine 
blouses  at  $6.95,  $9.50  tricolette  smocks  at 
$7.75  and  others  at  $15.  -Bryson-Graham  of- 
fered a  special  sale  of  women's  belted  sport 
coats  of  silvertone  in  gray,  sand  and  clay 
shades,  trimmed  with  fancy  silk  stitching  and 
buttons,  at  $23.95. 

PHILADELPHIA,  PA.— Bonwit  Teller  & 
Co.  announced  for  Monday  and  Tuesday  "A 
Price  Readjustment  Sale"  in  dresses,  coats 
and  tailored  suits  at  "exceptionally  low  prices." 
Women's  street  dresses  in  Elizabeth  crepe, 
taffeta,  embroidered  twill  cord,  eyelet  em- 
broidered trico,  frilled  and  fluted  taffeta  at 
$39.50,  "formerly  to  $59.50."  Street  dresses, 
"formerly  to  $85,"  at  $55,  and  another  lot  of 
street  dresses,  "formerly  to  $125,"  at  $78,  in- 
cluding the  silks,  twills  and  tricotine.  Other 
street  dresses  at  $47,  "formerly  to  $69.50,"  and 
at  $65,  "formerly  to  $95,"  and  afternoon  and 
daytime  dresses,  "formerly  to  $150,"  at  $98.50. 
Coats  and  wraps  at  $38,  $74  and  $95,  "for- 
merly $65,  $110,  $150."  Tailored  suits  from 
$39.50  to  $95  in  the  new  fabrics  and  tweeds. 
Misses'  afternoon  and  daytime  dresses  at  $38 
and  $58,  "formerly  $65  to  $79.50."  Gimbel 
Bros,  advertised  an  "extraordinary  sale  of 
women's  and  misses'  suits,  dresses  and  wraps" 
at  prices  ranging  from  $25  up  to  $47.50. 

MONTREAL,  CANADA.  —  Goodwin's, 
Ltd.,  offered  Canton  crepe  dresses  in  the  new 
models  at  $69.75,  $74.75  and  $89.75.  Ogilvy's, 
Ltd.,  offered  new  wool  serge  suits,  braid 
trimmed,  coat  silk  lined,  at  $49.50,  and  new 
voile  blouses  trimmed  with  embroidery,  tucks 
or  lace  at  $2.98.  John  Murphy  Co.,  Ltd.,  of- 
fered 100  sample  blouses  to  clear,  for  Monday, 
at  $2.95,  including  dressy  blouses  of  georgette 
crepe  and  a  "special"  house  dress  at  $3.49  in 
slipover  style. 

BOSTON,  MASS.— R.  H.  White  Co.  adver- 
tised women's  tailored  navy  blue  suits  at 
$37.50  in  tricotine,  gabardine  and  men's  wear 
serge,  homespun,  or  tweed  and  Poiret  twill. 
Women's  wraps  and  coats  at  $29.75  in  all  the 
new  fabrics  and  styles,  also  were  offered. 
Jersey  suits  were  $15,  $19.75  and  $25.  A 
"special  for  Monday"  was  women's  tricolette 
dresses  in  navy,  black,  brown,  sand  and  blue 
in  several  styles  at  $13.50.  Filene's  featured 
tweed  suits  at  $29.50  and  others  at  $19.75  to 
$45,  tricotine  suits  for  women  at  $65  and 
bolivia  coat  wraps  at  $37.50,  "Filene-made." 
Lace  gowns  were  featured  at  $35  and  up. 
E.  T.  Slattery  Co.  offered  new  slip-on  sweaters 
at  $6.50,  $10  and  $12  and  a  zephyr  tuxedo 
sweater  at  $5. 

Latest  Finds  of  the 
Economist  Shopper 
In  Ready-to-wear 

A  good  line  of  cotton  waists  which  can  be 
sold  over  the  counter  at  a  low  price  was  seen 
in  the  market  yesterday,  the  various  numbers 
being  priced  at  $18,  $19.50  and  $21  and  $24. 
They  are  made  up  in  batiste,  voile  and  organdy 
and  white  fancy  materials.  Most  of  them  are 
strictly  tailored  and  others  semi-tailored.  This 
summery  material  is  specially  adapted  to  wear 
with  suits  with  the  collar  and  cuffs  of  the  waist 
outside.  They  are  easily  laundered  and  can  be 
sold  reasonably  low..  (21-4-2.) 

A  rather  neat  overblouse  made  of  minuette 
without  button  or  snap  is  offered  by  a  manu- 
facturer in  various  colors  and  in  the  tie-back 
style  at  $3.75.  He  also  shows  a  minuette  in 
colors,  with  a  V  neck  fancy  neck  cord  with  the 
collar  and  cuffs  and  the  bottom  of  the  blouse 
of  silk  braid.  This  number  has  three-quarter 
sleeves.  Also  a  line  of  georgette  overblouses 
in  the  tie-back  styles  trimmed  with  lace  and 


pretty  well  made.  All  of  these  numbers  are 
sold  for  $3.75.  (22-4-2.) 

A  manufacturer  making  a  specialty  a 
month  is  showing  for  April  delivery  a  line  of 
imported  organdies  and  voiles,  25  numbers  of 
each.  The  voile  looks  and  feels  like  georgette 
and  is  printed  in  attractive  designs.  They  are 
especially  neat  and  clean  cut,  well  made  and 
simple  for  warm  weather  wear.  There  is  a  big 
talking  point  in  the  material  used.  They  are  a 
good  buy  at  $6.76,  net  10  E.O.M.  (23-4-2.) 

A  popular  price  store  ought  to  find  this 
number  a  good  seller.  It  is  a  printed  georgette 
dress,  good  quality,  straight  line,  over  a  col- 
ored jap  silk  full  under  slip.  The  elbow  sleeves 
and  the  entire  bottom  are  trimmed  with  bead 
fringe.  It  has  no  collar  but  the  round  neck  is 
bound  with  black  taffeta  about  an  inch  wide. 
A  narrow  sash  of  georgette  is  tipped  with  bead 
fringe.  The  dress  is  made  up  of  several  sum- 
mer shades  and  the  underslip  is  made  in  sev- 
eral colors  to  harmonize.  It  is  available  in  all 
sizes,  delivery  in  about  ten  days,  and  is  priced 
low  at  $10.75.  (24-4-2.) 

Buyers  interested  in  ginghams  for  misses 
and  women  should  be  able  to  turn  over  quickly 
a  line  which  is  available  at  $6.75 — April  deliv- 
ery. They  are  all  made  of  Anderson  gingham, 
in  plaids  and  checks.  The  line  comprises  only 
12  numbers.  (25-4-2.) 

Here  are  some  very  attractive  group  of- 
ferings by  a  manufacturer  whose  line  is  con- 
sidered good.  All  are  submitted  subject  to 
prior  sale: 

Group  No.  1. — In  lots  of  25  or  more.  Col- 
ored cotton  voiles,  which  have  been  selling  at 
$6.75  to  $10.75,  selected  from  different  num- 
bers at  $5.75. 

Group  No.  2. — In  lots  of  25  or  more. 
White  graduation  dresses,  voiles  and  nets, 
which  formerly  sold  at  $6.75  to  $15,  at  $6.75, 
selected.* 

Group  No.  3. — Grouped  50  in  a  lot,  includ- 
ing 10  styles.  Foulard  voiles  and  organdies. 
Regular  price  $8.75  to  $10.75.  Available  at 
$8.75. 

Group  No.  4. — English  printed  two-ply 
hard  twisted  voiles,  dotted  voiles  and  imported 
organdies  in  groups  of  25  or  more,  assorted 
colorings  and  designs.   Sale  price  $10.75. 

Group  No.  5. — Groups  of  25  or  more. 
Regularly  $15  to  $23.50.  Line  includes  dotted 
Swisses,  imported  organdies  and  imported 
foulard  voiles.  Priced  at  $15  for  selected 
numbers. 

Groups  1  and  2  are  for  immediate  deliv- 
ery. Groups  3,  4  and  5  are  for  delivery  after 
April  15.  These  are  worked  down  from 
higher  priced  garments  and  are  made  to  sell 
especially  low.   No  returns.  (27-4-2.) 

A  very  attractive  sports  coat  of  knitted 
fabric  resembling  chinchilla  is  made  by  a 
manufacturer  who  is  featuring  the  line  at 
$16.50  for  a  36-inch  coat  and  $21.50  for  the 
44-inch  coat.  Some  have  notched  collars, 
others  have  shawl  collars.  The  sleeves  have 
a  weather  strap  and  the  belt  is  of  leather. 
(26-4-2.) 

A  navy  blue  tricotine  suit,  strictly  tail- 
ored, shawl  collar,  straight  lines  side  and 
•front,  semi-fitted  back,  three-quarter  length 
jacket,  particularly  adapted  to  slim  or 
youthful  figures,  is  shovra  by  a  manufacturer 
who  has  found  it  a  good  seller,  especially  in 
the  cities.  The  jacket  is  full-radium  lined. 
Skirt  is  plain  with  pockets.  Another  model 
is  looser  fitting,  but  otherwise  similarly 
styled.  This  has  a  narrow  belt  buttoning  on 
the  side,  drawing  in  the  back  and  creating 
prettily  draped  ripples.  Both  are  priced  at 
$39.50  for  early  delivery.  (28-4-2.) 
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IRRESISTIBLE! 


No.  302 

Finest  Imported  Dotted 
Swiss    and    O  r  g  an  d  y 
Combination. 

All  Colors.       All  Sizes. 

$13.75 

Net. 


DRESSES 


Of  Stoffel's  finest 
Imported  Organdies 
Permanent  Finish 

And  the  very  finest 
Imported  Dotted  Swiss 

All  Shades 

■11 

Net 


$ 


13 


Canton  Crepe  Fringe  Dresses 
Navy,  Black,  Brown  and  Grey 
$1975 


BEN.  W.  SWISKY,  Pres. 

35-37-39^W.  33rd  ST.,  NEW  YORK 
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How  the  Ready-to-wear  Maker  Operates 
Is  Knowledge  That  Helps  Selling 

It  Adds  a  Lot  to  the  Character  of  the  Story  You  Can  Tell  the  Customer 
in  the  Fitting  Room — Here  Is  a  Graphic  Outline  of  How  Merchandise  Is 
Produced  in  the  Primary  Markets,  with  Pointers  That  Will  Help  You  to 

Recognize  Marks  of  Quality 


It  is  safe  to  say  that  the  percentage  of 
saleswomen  in  the  retail  stores  who  know 
how  a  suit  is  made  is  so  small  that  it  is  prac- 
tically negligible.  Any  knowledge  of  an  ar- 
ticle to  be  sold  is  valuable,  and  this  is  par- 
ticularly so  in  the  sale  of  women's  ready-to- 
wear.  Possession  of  this  knowledge  might 
not  evidence  any  tangible  profits,  but  the 
fact  that  a  saleswoman  knows  something 
about  what  she  is  selling  and  can  talk  intel- 
ligently to  customers  about  it  helps  mate- 
rially in  selling  the  customer  confidence,  and 
with  confidence  sold,  the  selling  of  the  gar- 
ment is  made  easier. 

For  the  benefit  of  salespeople  in  ready- 
to-wear  departments,  and  particularly  in  the 
coat  and  suit  departments,  a  brief  and  gen- 
eral description  of  the  process  of  manufac- 
turing a  suit  or  a  coat  is  herewith  given. 

An  Extensive  Subject 

It  must  be  borne  in  mind  that  to  go  into 
this  matter  in  a  specific  way  would  entail 
endless  descriptions  and  variations,  depend- 
ing upon  the  style  of  the  garment,  the  nature 
of  the  trimming,  the  quality  of  the  article, 
the  degree  of  accuracy  required  in  tailoring, 
the  class  of  material,  etc. 

Suits  are  sold  at  wholesale  by  two  classes 
of  merchants.  One  class  makes  its  garments 
in  its  own  factory  ,from  the  time  the  design 
is  created  until  it  is  shipped  to  the  retailer. 
Delivery  by  this  class  of  manufacturer  de- 
pends largely  upon  his  facilities  for  produc- 
tion and  upon  the  volume  of  business  booked 
for  the  season. . 

The  other  class  of  wholesaler  is  termed  a 
stock  house,  formerly  known  as  a  jobber. 
Stock  houses  operate  in  different  ways.  Some 
of  them  design  their  own  garments  and  fur- 
nish their  own  materials  which  are  made  up 
by  sub-manufacturers.  Other  stock  houses 
buy  their  numbers  from  samples  submitted 
by  the  sub-manufacturer.  Both  of  these 
classes  differ  from  the  regular  jobber,  inas- 
much as  the  wholesaler,  commonly  known 
as  the  jobber,  simply  buys  from  the  manu- 
facturer or  stock  house  a  large  quantity  of 
garments  for  resale  to  the  retailer.  This 
class  of  wholesaler  is  located  mostly  in  the 
Middle  Western  and  Southern  States  and  is 
an  accommodation  to  retailers  in  the  smaller 
towns. 

Determining  the  Design 

We  will  follow  the  manufacture  of  a  suit 
as  it  is  made  in  the  so-called  inside  shop  or 
shop  operated  by  the  manufacturer  who  does 
his  own  work.  The  first  process  is  the  crea- 
tion of  the  design.  The  design  or  model  may 
be  a  modification  of  a  Paris  model.  It  may 
be  designed  originally  by  the  firm's  own  de- 
signer, or  it  may  be  made  from  sketches  re- 
flecting the  ideas  of  fashion  artists.  One 
design  may  be  modified  in  a  number  of  ways 
to  produce  several  models.  From  the  design 
the  pattern  is  made  and  a  garment  is  pro- 
duced in  crinoline  or  percaline.  This  work- 
ing model  is  made  without  trimming  and  is 
solely  for  the  purpose  of  showing  the  gen- 


eral lines,  or  silhouette,  and  also  to  deter- 
mine the  accuracy  of  the  pattern. 

When  the  pattern  is  proved  to  be  accu- 
rate the  sample  is  cut  from  the  material  of 
which  the  finished  garment  is  to  be  made. 
After  the  material  is  cut,  the  various  parts 
are  given  to  a  sample  tailor,  who  as  a  gen- 
eral rule  makes  the  entire  garment  with  the 
exception  of  the  lining.  This  is  done  by  a 
liner.  The  cost  of  a  sample  is  considerably 
more  than  the  cost  of  duplicates,  principally 
because  it  is  made  very  carefully  by  one  man 
for  copying  purposes.  A  garment  which, 
when  completed,  may  sell  for  $25  wholesale 
may  require  an  expenditure  of  $100  in  pro- 
ducing the  sample. 

When  Sample  Is  Received 

Let  us  assume  that  this  sample  is  of  the 
medium  to  better  grade,  and  follow  the  man- 
ufacturing process.  The  material,  as  it  is 
received  from  the  piece  goods  house,  requires 
sponging,  examining  and  refinishing.  The 
sponging  process  shrinks  the  goods.  In  this 
process  the  gloss  is  eliminated.  It  is,  there- 
fore, necessary  to  put  the  material  through 
a  refinishing  process  which  brings  the  gloss 
back  on  the  cloth.  It  is  then  examined.  The 
examiner  submits  a  report  showing  wherein 
the  goods  may  be  damaged,  or  whether  it  is 
shaded. 


Cape  ivrap  of  pewter  gray 
bolivia  ivith  blue  satin  collar 
trimmed  with  bands  of  the 
cloth.  The  cape  influence  in 
the  bloused  back  and  wide 
sleeves  is  strongly  empha- 
sised. Sketched  in  the  show- 
rooms  of  il/.  Altnian  &  Co. 


The  report  is  returned  with  the  goods  to 
the  cutter-up.  If  the  goods  is  perfect  or 
salable,  it  is  placed  in  "work."  If  it  is  seri- 
ously damaged  or  noticeably  shaded,  it  is 
usually  returned  to  the  piece  goods  jobber, 
or  adjustment  is  made.  A  cutting  ticket  is 
then  placed  on  the  material,  showing  the 
style  number,  quantity  of  material  in  the 
piece  and  the  number  and  size  of  garments 
to  be  cut  from  it.  It  is  then  taken  to  the 
cutting  room.  Where  exclusive  work  is  done, 
one  or  only  a  few  of  the  garments  are  cut, 
but  where  they  are  made  in  quantities  the 
material  is  laid  on  a  long  table  in  lays.  These 
lays  are  sometimes  six  or  eight  inches  deep. 
A  pattern  is  put  on  the  top  lay,  which  is 
marked,  and  an  electric  cutter  follows  the 
marks  and  cuts  the  material.  These  cut 
pieces  are  then  sent  to  an  assorter,  .who 
brings  together  all  of  the  parts  that  enter 
into  the  garment,  together  with  such  trim- 
ming as  is  to  be  used.  The  lining  is  cut 
separately  in  most  cases. 

Here  Is  Swift  Progress 

When  the  entire  lot  has  been  sorted  and 
the  last  parts  assembled  they  are  bundled 
and  sent  to  the  foreman  of  the  factory.  In 
the  better  grade  houses  the  foreman  carries 
the  work  to  the  finishers.  A  finisher  bastes 
in  the  canvas.  The  garment  then  goes  to 
the  operator,  who  joins  the  seams  of  the 
body.  Then  an  under-presser  presses  the 
seams  flat,  also  the  sleeves.  The  garment  is 
returned  to  the  finisher,  who  bastes  in  the 
lining  and  fells  the  jacket.  When  the  opera- 
tor makes  the  sleeves  they  are  returned  to 
the  finisher  to  baste  into  the  body.  The  op- 
erator then  sews  them  in  by  machine.  If 
the  buttonholes  are  machine-made  the  fin- 
isher marks  where  the  buttonholes  are  to  go 
and  a  buttonhole  maker  completes  that  part 
of  the  work.  If  the  buttonholes  are  to  be 
bound,  the  operator  does  the  work.  When  the 
operator  is  through  with  the  garment  it  goes 
to  the  up-presser,  who  presses  the  entire 
garment.  It  is  then  marked  for  buttons. 
This  work  is  done  by  a  button  sewer.  The 
final  process  is  the  examination  of  the  gar- 
ment by  the  examiner  before  it  is  packed 
for  shipment. 

In  some  houses  which  specialize  in  exclu- 
sive and  fine  work  the  various  operations  are 
done  by  one  man,  who  is  called  a  piece  tailor. 
In  other  words,  he  makes  the  garment  from 
start  to  finish. 

The  Final  Stages 

In  making  the  skirt,  after  it  is  cut  it  goes 
to  the  skirt  operator,  who  joins  the  seams, 
and  then  to  the  under-presser,  who  presses 
the  seams,  and  then  to  the  begrader,  who 
evens  the  hem,  then  to  the  operator,  who 
stitches  on  the  belt,  and  to  the  finisher  and 
the  presser,  and  finally  to  the  man  who  puts 
on  the- buttons,  hooks  and  eyes,  etc. 

Making  a  cheaper  garment  involves  a 
different  process.  The  jacket  or  coat  is 
made  entirely  on  the  wrong  side.   The  lining 

(Continued  on  page  87) 
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A  Tribute  to  Merit — 


A  message  from  California  to  me,  and  I  am  presenting  it 
here  for  your  approval.  It  is  self-explanatory .  Therefore, 
it  is  only  necessary  to  reproduce  for  your  judgment  two 
of  the  200  models  that  helped  us  to  get  this  splendid  business. 

FRANK  E.  GALLAGHER 


^3' 


W  omens 


.  Misses  ■ 


atic 


This 


STYLE  No.  926 
number  made    in  Gingham, 


Organdie,  combination,  can  be  had 
in  the  fcllowing  colors:  Pink,  Blue, 
Lavender,  Green. 

Price 


$1050 


i^l-aro?V^S«*- 


5  Ss^^-^ 

'°  the  meanUm!_^  effor\^°, series  as  so 


S;^SS^  ///^^^^  ^  ^  


This  office 
directing  sales  for 
following  Los  Angeles  lines: 


STYLE  No.  921 
This  number  attractively  made  of 
Dotted  Swiss — Organdie  combi' 
nation    with    wool  Trimmings, 
comes  in  all  colors 


Direct  wires, 
correspondence, 
and  all  orders  to 


"SASSY  JANE" 
Distinctive  Street  and  House  Frocks 
Women,  Misses,  Children 

RICE-KLEIN  CO. 
Blouses,  Novelties 
"The  House  That  Quality  Built" 

"COLUMBIA  GIRL" 
Silk  Sport  Togs  for  Women  and  Misses 


JOLIE  JOAN  FROKS 
Kiddies'  Garments 
Ages  Two  to  Six  Only 

HERMAN  BERLINER 
Blouses,  Tailored 
"The  Different  Kind" 


Price 

$16.50 


FRANK  E.  GALLAGHER, 


New  York  Office  and  Showrocms, 

Exhibit  Room  7,  HOTEL  PENNSYLVANIA 
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Models  from  Callot,  sketched  by  an 
Economist  artist  in  the  showrooms 
of  Maginnis  &  Thomas,  importers. 


Above — The  straight  silhouette 
interpreted  in  beaded  fringe  and 
clinging  crepe  de  Chine. 

At  the  left — Black  serge 
belted  in  sire  ribbon  and  deco- 
rated in  Indian  red  and  mid- 
night blue  wool. 


Above — Simplicity  of  design 
expressed  in  filmy  lace  and  soft 
georgette  with  a  dash  of  color 
the  sash. 


Right  —  Capucine  mingled 
with  gold  and  black  modeled 
into  a  wrap  of  striking  indi- 
viduality. 


Feminine  Self-determination  Decides 
How  Fashion  Wind  Will  Blow 

American  Women  No  Longer  Are  Guided  by  the  Whims  of  the 
Couturier  —  Individuality  Is  Considered  of  Some  Importance — 
Predominating  Silhouette  Is  Straight  and  Slender — In  Ten  Years 
Styles  May,  Be  as  They  Are  Now— And  They  May  Not 


CONSTANTLY   changing,    the  kaleido- 
scope of  fashion  reveals  varied  styles 
for  spring  and  summer,  but  the  predom- 
inating silhouette  is  straight  and  slender. 

Variety  by  vi^ay  of  shifting  waist  lines  is 
admitted  as  is  individuality  in  Directoire  col- 
lars and  deep  lapels,  or  simple  round  un- 
adorned neck  lines  and  even  the  high  choker 
collar  developed  for  the  individual  type  who 
demands  it. 

The  long  princess  lines  sponsored  by 
Madeleine  et  Madeleine  vs^ith  a  decided  flare 
beginning  below  the  hips  have  not  appeared 
as  yet  in  the  ready-to-wear  garments  here  but 
there  is  a  possibility  of  it  developing  for 
fall. 

Graceful  Line  Shown 

In  fact  this  silhouette  includes  two  salient 
features  of  the  present  modes,  the  circular 
skirt  which  is  gaining  prestige  as  the  mid- 
summer lines  develop  and  the  long  waist 
which  American  women  have  unanimously 
adopted.  Combining  these  two,  the  result  is  a 
graceful  line  from  shoulder  to  hem  with  pos- 
sibilities of  many  variations  in  combination 
of  materials  which  by  the  way  is  another  note 
strongly  sounded  at  the  last  Paris  openings. 

It  is  evident  that  comfort  is  an  influencing 


factor  in  the  moulding  of  the  present  season's 
clothes  and  that  fashion  creators  have  been 
influenced  by  feminine  opinion  and  self-deter- 
mination of  the  modern  woman  not  to  be  con- 
fined in  stiff  boned  garments  of  torture. 

The  chemise  dress  has  come  to  stay,  if 
not  for  all  time  at  least  until  women  give 
up  their  modern  activities  and  resign  them- 
selves to  their  homes  and  exclusive  social 
circles. 

Feminine  Opinion  to  Rule 

In  America  this  will  never  come.  Amer- 
ican women  like  their  freedom  too  well  and 
the  increasing  number  of  devotees  to  outdoor 
sports  and  the  adoption  of  sports  clothes  each 
year  prove  more  conclusively  that  feminine 
attire  will  be  governed  by  feminine  opinion. 
Garment  manufacturers  have  anticipated  this 
and  many  of  them  have  developed  new  lines 
of  so-called  sports  dresses  especially  adapted 
to  the  athletic  girl.  Suit  manufacturers  have 
introduced  sports  models  in  their  lines  and 
the  houses  handling  high  class  tweed  and 
knitted  suits  this  spring  have  done  a  phe- 
nomenal business. 

All  this  proves  that  women  will  no  longer 
be  dictated  to  by  the  whims  of  fashion  cre- 
ators, but  will  express  their  personalities  as 


they  please.  Of  course  all  the  world  has  not 
the  sporting  blood  of  the  independent  Amer- 
ican woman  and  there  continues  to  exist  the 
petite  miss  who  wears  her  frills  and  ruffles 
with  particular  delight.  For  her  the  couturi- 
ers design  at  random  and  revive  the  styles  of 
the  past  few  centuries  with  their  bouffant 
skirts  and  fitted  bodices.  But  even  here  there 
is  a  lack  of  the  dignity  and  straight  boned 
primness  characteristic  of  our  great-grand- 
mothers. 

At  several  of  the  mid-season  openings  of 
the  French  dressmakers  the  Spanish  influence 
was  strongly  felt.  This  bouffant  silhouette 
has  been  struggling  for  several  seasons  to  be 
recognized  and  its  persistence  has  had  its 
effect. 

Romantic  Spirit  Revived 

Evening  dresses  reflect  the  romantic  spirit 
of  old  Spain  in  the  fascinating  fullness  of 
skirts  and  filmy  laces.  Not  only  the  Spanish 
Renaissance  has  found  its  way  into  the  mod- 
ern mode  but  other  periods  have  been  re- 
vived. 

The  Directoire  for  one  has  lent  in- 
spiration for  to-day's  creator  of  fashions. 
This  period  is  reflected  in  the  details  of  col- 
lars, sleeves,  cuffs,  lacy  jabots  and  ruches 

(Continued  on  page  87) 
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Smart  styles 
and  dependable 
quality  are  al- 
zvays  certain  in 
"Cleveland- 
made"  dresses. 


Style  Without  Hazard 


Style— the  most  important  word 
in  the  language  of  fashion,  but  often 
the  most  fickle. 

Only  by  constant  study  and  by 
careful  analysis  can  manufacturers 
produce  garments  which  combine 
the  latest  whim  of  fashion  with  the 
safety  of  assured  and  satisfactory 
sales. 


Such  is  the  policy  of  Cleveland 
manufacturers  of  women's  ready- 
to-wear  garments. 
Thus  is  the  style  hazard  controlled, 
thus  is  st)jle  protection  afforded  to 
the  thousands  of  merchants  who  are 
each  year  building  greater  ready- 
to-wear  departments  with  the  cor- 
rect, assured  styles  of  Cleveland- 
made  garments. 


<^he  ClUALITY  Market 

COATS-SUITS-DRESSES-WAISTS-SKIRTS-KNITTED  OUTER  GARMENTS 
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Irregular  Demand  for 
Blouses  Noted 

Blouses  are  experiencing  a  rather  irreg- 
ular demand.  Where  they  are  sold  by  the 
retailer  as  a  matter  of  course,  they  do  not 
seem  to  be  moving  very  rapidly,  but  those 
who  have  been  pushing  the  sale  of  waists 
have  been  rewarded.  Popular  priced  waists 
show  greater  activity  than  any  others  and 
high  priced  goods  sell  fairly  well.  The  me- 
dium grades,  however,  do  not  seem  to  move 
freely.  It  is  predicted  in  some  quarters  that 
a  good  season  for  cotton  blouses  is  ahead 
and  with  anticipated  warm  weather  and  the 
natural  vogue  for  sports  skirts  under  such 
conditions,  blouses  should  be  good  sellers. 
Good  cotton  blouses  in  tailored  and  fancy 
models  are  Ipeing  shown  at  reasonable  prices. 
Some  of  the  popular-priced  tailored  goods 
can  be  obtained  at  $18  to  $24  a  dozen,  and 
some  excellent  merchandise  is  available  in 
filet  trimmed  voiles  at  prices  ranging  from 
$3.75  up.  The  high  priced  goods  run  in  some 
cases  over  $100  per  garment. 

A  good  selling  point  for  the  over  blouse 
is  its  dressy  appearance  when  worn  with  a 
skirt,  the  effect  being  that  of  a  dress.  And 
with  the  steadily  increasing  demand  for 
dresses  in  all  sections  every  available  argu- 
ment in  favor  of  a  blouse  should  be  used  to 
maintain  a  demand  for  this  garment. 

Good  Salesmanship 
Clears  Stock 

The  Duffy  Powers  Co.  enjoys  the  distinc- 
tion of  having  liquidated  a  large  corset  stock 
without  recourse  to  radical  mark-downs.  The 
process  has  been  slow  but  effective.  Poor 
sales  numbers  were  prominently  displayed 
and  were  given  a  little  firmer  emphasis  when 
a  sale  was  to  be  made,  and  the  better  num- 
bers, which  were  sure  sellers,  were  brought 
out  only  after  an  effort  to  sell  the  others  was 
not  successful.  No  undue  influence  was 
used,  however,  to  urge  the  sale  of  the  less 
'\    desirable  goods. 

As  these  numbers  were  eliminated  new 
ones  were  ordered  to  replace  them  at  the 
j     new  low  prices,  and  the  old  stocks,  a  few  of 
I     which  remained,  were  absorbed  in  the  new 
'     stocks  and  disposed  of  at  the  new  prices.  No 
1     special  advertising  was  used  nor  no  special 
'    window  display  was  made  in  the  process  of 
liquidation,  but  it  was  merely  good  salesman- 
ship applied  in  the  regular  way  to  every  sale. 


Trade  Notes 

We  dare  to  predict  increased  volume  of 
book  sales  at  Brentano's,  New  York,  with  this 
placard  in  their  window.  Large  type  carries 
across  the  avenue :  "Life  is  too  short  to  learn 
by  personal  experience."  A  closer  view  gives 
this  information :  "One  reason  why  scores  of 
men  fail  in  business,"  says  the  efficiency  mag- 
azine of  London,  "is  because  they  depend  alto- 
gether upon  their  own  little  personal  experi- 
ence. They  do  not  learn  from  books  and  lec- 
tures. In  these  days  business  knowledge  has 
grown  too  large  to  be  learned  this  way.  Life 
is  too  short  to  learn  by  personal  experience." 

John  A.  Lutz,  who  founded  the  John  A. 
Lutz  Co.,  Lincoln,  111.,  fifty-five  years  ago,  is 
still  as  spry  as  any  of  the  young  fellows  in 
the  store.  Although  83  years  of  age,  he 
comes  to  business  every  day  to  keep  an  eye 
on  things.  On  the  55th  anniversary  of  the 
business  a  short  time  ago  2000  of  the  town's 
11,000  population  came  to  the  store.  Mr. 
Lutz  made  it  2001. 


Philadelphia  Office  of  the  Dry  Goods 
Economist,  1420  Widener  Bldg. 

As  a  tribute  to  John  Wanamaker's  record 
as  a  public-spirited  citizen  and  in  celebration 
of  the  sixtieth  anniversary  of  his  engaging 
in  mercantile  business  in  Philadelphia  prom- 
inent Philadelphians  have  arranged  a  testi- 
monial luncheon  in  his  honor,  to  be  given  in 
the  latter  part  of  April  probably  the  twenty- 
sixth  at  the  Bellevue-Stratford  Ho_tel.  Ac- 
ceptance in  behalf  of  Mr.  Wanamaker  has 
been  made  by  his  son,  Rodman  Wanamaker. 

The  committee  on  arrangements  for  the 
testimonial  luncheon  consists  of  the  fol- 
lowing: Mayor  Moore,  chairman;  Governor 
Sproul;  Edwin  Stuart,  president  of  the  Union 
League;  Robert  von  Moschzisker,  chief  jus- 
tice of  the  Supreme  Court  of  Pennsylvania; 
Alba  B.  Johnson,  president  of  the  Phila- 
delphia Chamber  of  Commerce;  Samuel  Rea, 
president  of  the  Pennsylvania  Railroad;  Levi 
L.  Rue,  president  of  the  Philadelphia  Na- 
tional Bank;  Joseph  M.  Steele,  president  of 
William  Steele's  Sons;  William  Potter,  for- 
merly Minister  to  Italy;  George  Wharton 
Pepper;  Josiah  H.  Penniman,  acting  provost 
of  the  University  of  Pennsylvania;  Samuel 
M.  Vauclain,  president  of  the  Baldwin  Loco- 
motive Works,  and  Agnew  T.  Dice,  president 
of  the  Philadelphia   &  Reading  Railway  Co. 


Business  Is  Picking  Up 

Economist  Correspondence,  Omaha,  Neb. 

Not  only  retailers  in  this  city  but  whole- 
salers as  well  are  remarking  on  the  improve- 
ment in  business  conditions  in  this  section. 
One  wholesaler  states  that  more  merchants 
from  nearby  trade  territory  have  visited 
Omaha  in  the  last  thirty  days  than  ever  be- 
fore in  the  history  of  the  city's  dry  goods 
trade.  Another  wholesaler  reports  a  great 
improvement  in  feeling  and  a  considerable 
increase  in  business.  Farmers  gradually  are 
moving  their  grain  and  this  helps  trade. 

Use  of  "leaders"  is  helping  retail  business 
in  some  stores.  On  two  Saturdays  J.  L.  Bran- 
deis  &  Sons  sold  incubator  chicks  at  13  cents 
each.  30,000  huck  and  Turkish  towels  at  30 
and  40  per  cent  savings  were  another  special 
in  this  store,  15,000  being  sold  in  one  day. 
The  Burgess-Nash  Co.  found  a  $1  hat  sale  a 
puller,  selling  2500  in  one  forenoon. 

Benjamin  &  Johnes,  corset  manufacturers, 
will  occupy  their  new  offices  and  salesrooms 
after  May  1  at  358  5th  Avenue,  corner  34th 
Street,  in  the  Columbia  Trust  Company  build- 
ing. 


All  in  the  Point  of  View 


A  very  prosperous  department  store  which 
caters  to  a  medium  class  of  trade  in  an  up- 
State  city,  questions  whether  it  is  good  busi- 
ness to  sell  jersey  suits  at  $14.75  just  because 
they  move  easily  and  in  volume.  It  is  his 
opinion  that  such  business  kills  the  possibility 
of  selling  better  garments  at  a  better  price 
and  which  give  better  service  to  the  customer. 
On  the  other  hand,  a  buyer  in  a  nearby  city 
was  proud  of  the  fact  that  he  clothed  the  town 
in  jerseys  before  his  competitors  were  alive 
to  the  fact  that  their  suits  were  being  held 
as  dead  stock  at  a  higher  marked  value. 

Quilted  satin  coats  are  not  meeting  with 
very  marked  approval  by  buyers  in  the  lead- 
ing stores.  They  say  that  they  are  carrying 
only  a  few  of  these  coa.ts  in  order  to  meet 
any  demand  that  might  be  made  for  them 
and  reorder  only  for  special  orders.  The 
buyers  say  these  coats  are  not  particularly 
good  sellers. 

A  customer  is  suing  the  Burgess-Nash 
Co.  of  Omaha,  Neb.,  for  $6,000.  She  claims 
a  clerk  stepped  on  her  foot  and  seriously 
damaged  it.  If  she  wins  you'll  have  to  give 
the  salesperson  credit  for  stepping  high. 


Some  Every  Day  Words 
and  What  They  Mean 

Buttonhole  stitch — Principal  stitch  in  all 
needlepoint  lace. 

Carrickmacross — A  modern  Irish  lace,  the 
design  cut  out  of  fine  cambric  and  applied  to 
net  with  point  lace  stitch. 

Beads — "Beads"  mean  prayer;  the  Egyp- 
tians used  beads  usually  of  glass  over  3000 
years  ago  as  ornaments.  They  were  once  used 
in  Asia  as  currency,  in  Greece  and  Italy  as 
chaplets  of  prayer,  and  in  China  to  denote 
rank. 

Battenberg — Originated  i  n  Battenberg, 
Germany,  and  called  Battenberg  after  that  city, 
an  open  lace  made  of  braid. 

Tatting — A  kind  of  edging  woven  or 
knitted  from  common  sewing  thread,  with  a 
bone,  ivory  or  metal  tatting  "needle." 

Torchon — A  coarse  bobbin  lace  made  of 
stout  rather  loosely  spun  thread,  it  is  made  in 
almost  all  countries. 

Fagoting — That  process  by  which  a  number 
of  threads  are  drawn  out  of  the  fabric  and 
cross  threads  are  tied  together  in  the  middle. 


How  Maker  Operates 

(Continued  on  page  79) 

is  sewed  in  by  machine  and  a  small  part  of 
one  of  the  seams  is  left  unfinished,  and  when 
the  operator's  work  is  finished  the  entire 
garment  is  pulled  through  this  little  opening, 
which  is  then  sewed  up  and  the  garment  is 
pressed.  In  this  case  no  finishing  is  required, 
the  operator  does  all  the  work  but  putting 
on  the  buttons.  This  process  is  used  gen- 
erally in  the  manufacture  of  pile-fabric 
coats  on  which  there  is  little  hand  work. 

A  manufacturer  may  have  in  his  line  at 
the  opening  of  a  season  from  50  to  several 
hundred  numbers.  As  the  season  advances 
and  buyers  show  their  likes  and  dislikes  for 
his  merchandise,  those  numbers  which  are 
not  favored  are  eliminated.  Sometimes 
others  are  substituted,  but  more  frequently 
particular  emphasis  is  laid  on  those  num- 
bers which  meet  with  more  popular  favor 
among  the  buyers. 

The  Why  of  Many  Models 

It  is  necessary  for  a  manufacturer  to 
have  a  large  number  of  models,  because  of 
the  fact  that  different  sections  of  the  coun- 
try demand  different  styles,  and  what  might 
be  good  in  the  South  would  not  be  good  in 
the  North  and  vice  versa.  Large  quantities 
of  any  number  are  not  made  up  until  after 
the  salesmen  send  in  their  orders  from  the 
road. 

Feminine  Self- 
determination 

(Continued  from  page  83) 

and  in  some  instances  the  pure  Directoire 
style  has  been  employed. 

Both  French  and  American  designers  have 
tested  this  period  but  it  has  not  become  a 
fixed  fashion.  In  fact  we  may  now  confirm 
our  early  prediction  that  the  keynote  of  the 
styles  of  the  spring  and  summer  of  1921  is 
simplicity  and  suitability. 

If  we  might  look  forward  ten  years  from 
now  and  survey  the  passing  reflections  in 
fashion's  mirror,  one's  first  impression  would 
be  one  of  similarity  to  the  present  season  for 
women  are  becoming  more  sane  each  year  in 
the  matter  of  clothes.  Although  extreme 
styles  are  introduced  each  season  and  will 
continue  to  be  shown  in  the  final  analysis, 
simplicity  will  rule. 
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MODEL  1096-E 

One  -  piece  sport  skirt 
made  of  Chimera  silk. 
This  is  a  very  Hght  satin- 
faced  crepe  of  distinct 
character.  Two  pockets 
and  belt  finished  with 
black  -  striped  silk  to 
match.  White  only.  A 
very  smart  skirt  and  ex- 
cellent value  at 


MODEL  517-E 

Sport  skirt  of  fine  all- 
wool  worsted  plaid,  made 
of  alternating  4"  box 
plaits  and  i"  side  plaits 
stitched  down  to  hip  line. 
Belt  of  same  material 
with  6  smoked  pearl  but- 
tons. Colors :  blue-and- 
green  and  gray-and-red. 
Special  at 

$8.75 


Model  1128-E 

Box-plaited  skirt  of  striped  silk-and-wool  Canton  Crepe, 
the  stripes  concealed  beneath  the  plaits.  This  is  the 
newest  and  smartest  fabric  of  the  season.  Colors:  jade, 
orchid,  gray,  tan,  rose,  copen,  navy  and  black.  Special 
value  at 

$13.75 


These  Bloomfield  Skirts 
are  Ready  for  Delivery 


MODEL  1059-E 

Box-plaited  skirt  of  a 
fine  lightweight  all-wool 
Velour.  Made  with  4^" 
plaits  stitched  down  to 
hip  line.  Belt  trimmed 
with  two  circular  pearl 
buckles.  Colors :  navy- 
and-tan  and  copen-and- 
brown.    Special  value  at 

$10.75 


MODEL  521-E 

Two-piece  sport  model  of 
genuine  Duplan's  Baron- 
ette  satin.  Welted  pockets 
finished  with  large  ocean 
pearl  buttons ;  deep  plain 
belt  of  same  material. 
Colors  :  white,  copen,  tan, 
gray,  flesh,  brown,  navy 
and  black.  Special  at 

$6.75 


These  are  five  of  our  best  selling  numbers  that  are  in  such  great  demand  that  we  are  obliged 
to  be  making  them  up  in  excess  of  current  orders.  They  are  exactly  right  in  materials  and 
styles  and,  more  than  that,  they  are  exactly  right  in  workmanship  —  every  plait  and  pattern 
carefully  matched,  no  raw  seams,  silk  sewed,  painstakingly  finished  in  every  detail  —  skirts 
that  measure  up  to  the  finest  merchandise  in  your  stocks — skirts  without  the  slightest  chance 
of  becoming  stickers  or  ever  needing  the  blue  pencil. 
Glad  to  send  samples  on  memorandum  anywhere. 

The  Bloomfield  Co. 


Every- Thing-in-Skirts 
Cleveland,  Ohio 
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ff^ ?  Se/id  Tou  a  Sample  of 
e  ''''Smiling  Bahf  Bathrohesf 


TT  is  gratifying  to  te  able  to  say 
sincerely,  ''Here  is  a  truly  excel- 
lent piece  of  merclianclise,  —  wont 
you  look  at  a  sample?  And  tliat  is 
all  we  liave  to  say  in  tliis  advertise- 
ment. 

THE  '■'Smiling  Baby"  BatKrote  is  wonder- 
fully fine.  Splendidly  made  m  Flannel, 
Corduroy,  and  soft  fleecy  Eiderdown,  in  sizes 
up  to  one  year.  Neatly  packed  one  in  a  box. 
Pink  or  blue  trimmings,  girdles,  neck-cord  and 
tassels  all  of  silk  and  worked  witb  great  care. 


A  GARMENT  tbat  is  fascinating  to  sell  be- 
cause  It  almost  commands  women  to  buy. 

Price  range,  $12.00  to  $48.00  per  doz. 


FEDERAL  UNDERWEAR  CO. 

OFFICE:  33  East  33rd  Street 
FACTORY:  137-9  Wooster  Street 
NEW  YORK  CITY 
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\o.  488 — Fine  quality  Canton  Crepe 
dress,  full  Canton  skirt  to  waist  witli 
gatliered  tunic  embroidered  in  rich 
darning  stitch  effect  in  self  and  con- 
trasting color.  A  narrow  border  of 
embroidery  edges  the  neck,  which  is 
caught  together  over  the  self  vestee 
with  tie  of  the  Canton  Crepe  faced 
with  contrn  sting  color.  The  narrow 
revers.  string  sash  and  short,  loose 
sleeves  are  also  embroidered.  Colors : 
Nav.v.  Brown,  Black,  Grey,  Thrush. 
Sizes  16  to  44. 

Price,  .'P.'iO.oO 


No.  702— Attractive  Toadies'  model 
of  fine  <juallt.v  Imported  dotted  Swiss, 
combln<;d  with  fine  Imported  orgiin- 
dli;  to  rrjatoh,  permanent  finish.  Full 
scnllopi-d  tunic  of  Oolti-d  HwIhh,  edged 
with  pleatod  ruffli'S  of  organdie. 
Dotted  HwIhh  blouxe  with  roll  collar, 
vcHtM'.  cuffH  and  stiNli  of  organdie. 
Colors :  Niivv  and  White,  Copcn  and 
White,  Brown  and  White.  Hix'-s  .'iO 
to  44. 

Price,  ifllO.SO 


N'o.  493  —  Distinctive  Sport 
Dress  for  Misses.  Skirt  of  fine 
quality  white  Canton  Crepe  in 
wide  double  boxpleats.  Long- 
waisted  blouse  of  contrasting 
color,  with  points  embroidered  in 
block  effect  with  white  wool. 
Braided  cords  of  two-color  wool 
ending  in  tassels.  Cuffs  of  white 
Canton  Crepe  headed  with  cord 
■jnd  white  vestee.  Colors :  Jade 
and  White,  Tomato  and  White. 
Black  and  White,  Copen  and 
White.     Siz°s  14,   16,  18. 

Price,  $35.00 


Xo.  703  —  Charmingly  youthful 
Misses'  frock  of  fine  imported 
Dotted  Swiss.  Skirt  trimmed 
with  ruchings  and  short  ova! 
panels  of  organdie  to  match. 
Ruchings  also  trim  the  sleeves 
and  edge  the  deep  organdie  bolero. 
Finished  with  organdie  and  satin 
flowers  and  sash  belt  of  ribbon. 
Colors:  Navy  and  White,  Copen 
and  White,  Brown  and  White, 
Copen  and  Red.     Sizes  14,  16,  18. 

Price,  $18.00 


MIDSUMMER  MODES 

In  Canton  Crepes  and 
Dotted  Swisses 

Individual  Styles  Exceptional  Prices 

For  Immediate  Delivery 

A.   &   B.   H  E  I  M  L  I  C  H 
15-17  West  26th  St.  New  York 

West  of  Broadway 


N<>.  7'Jli— ICngagiiig  Misses'  Dress  of 
fine  imported  Dotted  .Swiss,  combined 
with  ImiKirted  organdie,  permanent 
finish.  Organdie  skirt  with  three 
bands  of  Dotted  Swiss,  headed  by 
upstanding  pleated  organdie  ruffles. 
Vestee  of  white  net  banded  with  or- 
giindle.  Organdie  sleeves  with  band 
of  Dotted  Swiss  and  pleated  ruffle. 
Siiriiliee  collar  of  orgiindie  with  two 
ruflles  ending  in  Dotted  Swiss  flowers, 
flrgandie  sash  with  butterfly  bow. 
Colors:  Nnvv  and  White,  Copen  and 
White,  f'/>iien  and  Red,  Red  and 
White.  Brown  and  White.  Sizes  14, 
16,  18,  30. 

Price  f  13.75 


No.  494 — Rich  dress  of  fine  Canton 
Crepe  with  square  apron  tunic  back 
and  front  strikingly  embroidered  in 
contrasting  color  in  darned  stitch. 
Tlie  short  kimono  sleeves  and  under- 
arm sections  are  of  contrasting  Can- 
ton Crepe,  and  the  tiny  revers  are 
faced  with  contrasting  color.  Two- 
color  sash  looped  at  side,  finished 
with  deep  silk  fringe  in  contrasting 
Bhade.  Colors :  Tan  and  Jade,  Pheas- 
ant and  Tomato,  Black  and  White, 
Navy  and  Grey,  Brown  and  Tan. 
Sizes  16,  18,  36,  38. 

Price,  $.39.50 


No.  710 — ^Very  original  Misses'  dress 
combining  fine  imported  Dotted  Swiss 
with  best  Imported  Swiss  Organdie, 
permanent  finish.  Dotted  Swiss  band 
on  organdie  tunic.  Sides  trimmed 
with  four  pleated  ruffles.  Bands  of 
two-toned  ribbon  form  belt  and  three 
ends  of  ribbon,  ending  in  organdie 
flowers,  fall  over  front  of  timic.^ 
Novel  inserted  vestee  of  plain  organ- 
die. Colors:  Navy  and  White,  Copen 
and  White.  Copen  and  Red,  Red  and 
White.  Brovyn  and  White.  Sizes  14, 
16,  18,  36. 

Price,  $16.50. 


No.  496— Graceful  chemise  dress 
for  L.tdies  and  Misses,  of  fine  quality 
Canton  Crepe,  featuring  the  new 
trimming — three  rows  of  9-inch  silk 
fringe  adorning  the  skirt,  and  simi- 
lar 4-inch  fringe  finishing  the  short 
sleeves  and  the  long  double  sash. 
Opening  at  neck  caught  with  cord  tie 
of  rant.on  Crepe.  Colors :  Black, 
Navy,  Brown,  Grey,  Thrush,  Tomato 
and  White.    Sizes  14  to  42. 

Price,  .<i!25.00 
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Photos  by  Kadel  &  Herbert 


From  Nice  where  fashion  parades  come  these  striking  costumes  of  individuality.  Among  them  are  represented  the  long  shm  silhouette  of  the  chei 
ise  dress,  the  flowing  lines  of  the  favored  cape  wrap;  the  short  over-blouse  and  straight  short  skirt  with  unique  ivool  tnmming  and  hat  to  mate 
and  the  black  and  white  combinations  of  decorated  sports  blouse  and  pleated  white  skirt. 


m- 
h. 


Sensing  Taste  of  Customer  Is  Main 
Ingredient  In  Selling  Ready-to-Wear 

An  Enthusiastic  Salesperson  Can  Accomplish  a  Whole  Lot — Treat 
Customer  as  if  She  Were  Your  Guest  and  Remember  Attention  Is 
Generally  Appreciated— A  Knowledge  of  Textiles  Does  Not  Hurt 
and  It  Supplies  a  Lot  of  Talking  Points 


THE  great  secret  in  the  art  of  successfully 
catering  to  others'  wants  lies  in  the 
close  study  of  their  individual  peculiar- 
ities.   There  the  success  of  any  garment  de- 
partment depends  upon  the  ability  of  a  selling 
force  to  sense  these  peculiarities. 

There  are  two  types  of  women  most  often 
met  in  the  garment  department;  one  who 
knows  exactly  what  she  wants  to  buy  and  the 
other  who  is  attracted  by  an  advertisement  or 
possibly  in  passing  sees  something  she  had  not 
intended  purchasing  but  could  not  resist  stop- 
ping as  the  goods  shown  interested  her. 

In  the  first  case  a  saleswoman  will  meet  the 
eccentricities  of  a  mind  determined  to  buy 
only  one  thing  and  her  sale  will  depend  upon 
whether  she  has  that  thing  or  not,  unless  she 
can  interest  her  customer  in  a  substitute.  In 
the  second  sale  will  undoubtedly  depend 

upon  the  skill  with  which  the  goods  are  pre- 
sented, thus  creating  a  desire  for  them.  In 
both  cases  the  most  essential  step  in  the  sale  is 
the  manner  in  which  the  saleswoman  ap- 
proaches her  customer.  Often  a  girl  makes 
the  mistake  of  ambling  forward  and  saying  in 
an  uninteiested  way,  "Do  you  wish  to  see 
something?"    In  the  case  of  customer  No.  1 


she  most  assuredly  does  wish  to  see  something 
or  she  wouldn't  be  there.  In  case  of  customer 
No.  2  you  have  unconsciously  brought  to  her 
mind  the  fact  that  she  really  didn't  want  to 
buy  that  garment  at  all.   Thus  the  sale  is  lost. 

Treat  Her  Like  a  Guest 

Enthusiasm  is  one  of  the  greatest  assets 
a  saleswoman  can  possess.  A  customer  does 
not  care  to  buy  goods  from  a  saleswoman  who 
doesn't  show  enough  interest  to  display  them. 

One  of  the  best,  policies  to  follow  in  meet- 
ing a  prospective  customer  is  to  treat  her  as 
a  guest  invited  by  your  advertisement  to  come 
in  and  see  your  merchandise  and  make  her  feel 
that  you  are  at  her  service.  Attention  is  flat- 
tering and  most  women  are  susceptible. 

Leading  merchants  have  considered  the  art 
of  salesmanship  so  important  to  the  success 
of  their  business  that  they  have  installed  edu- 
cational classes  where  new  merchandise  is 
constantly  studied  and  methods  of  presenta- 
tion discussed. 

A  Regular  System 

The  following  outline  is  one  approved  by 
the  New  York  City  Board  of  Education  and  is 


used  for  a  basis  of  salesmanship  classes  in  the 
high  schools  of  that  city  as  well  as  in  the  lead- 
ing department  stores.  This  system  is  taught 
from  the  viewpoint  of  benefiting  the  customer. 
In  this  system  there  are  six  distinctive  steps 
in  the  execution  of  a  sale: 

1.  Attracting  attention  of  merchandise. 

2.  Arousing  interest. 

3.  Creating  desire. 

4.  Closing  sale. 

5.  Suggesting  other  goods. 

6.  Securing  good  will. 

The  first  step  is  often  completed  before  a 
salesperson  sees  the  customer.  The  daily  ad 
has  brought  her  in  but  the  important  thing 
is  to  keep  her.  This  is  included  in  the  second 
step.  Arousing  interest  is  one  of  the  most 
difficult  parts  of  a  sale,  for  it  involves  consid- 
erable knowledge  of  human  nature  and  the 
ability  to  sense  peculiarities  in  individuals.  It 
also  includes  the  necessity  of  knowing  mer- 
chandise. 

Know  What  You  Sell 

If  a  salesperson  is  familiar  with  the  good 
points  of  the  merchandise  she  is  selling,  she 
can  more  readily  convince  her  customer  that  it 
is  the  thing  she  should  have.    For  this  reason 

(Continued  on  page  95) 
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Men^s  and  Boy Pajamas  and  Nightshirts. 
JVomen^s  and  Girls'*  Gowns  and  Pajamas 
and  Children'* s  Sleeping  Garments. 
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Individual  Tastes 
Are  Gratified  By 
Skirt  Styles 

History  Repeats  Itself  Even  in  Fash- 
ions but  the  Old  Silhouette 
Won't  Return 

SKIRTS  are  obviously  conforming  to  the 
laws  of  nature  or  the  superstition  of 
the  race  and  are  now  completing  the 
seventh  turn  of  the  cycle.  It  is  demon- 
strated once  more  that  history  repeats  itself 
every  seven  years. 

Turn  back  the  pages  of  fashion's  note- 
book to  1916  and  witness  the  silhouette. 
Skirts  measured  from  three  to  five  yards  at 
the  hem  and  hung  from  fitted  yokes.  They 
also  cleared  the  floor  a  good  8  inches. 

The  1921  skirt  bears  all  the  ear  marks 
of  the  1916  style  except  that  it  has  not 
reached  the  shoe  tops,  neither  is  it  confined 
to  sloping  hips.  The  first  feature  is  a  possi- 
bility, but  the  latter  will  never  be  again  so 
long  as  women  know  their  own  minds.  Hav- 
ing once  tasted  the  joy  of  freedom  the  hour 
glass  silhouette  stands  little  chance  of 
dominating  the  natural  curves  of  the  body. 

Individuality  Shown 

Another  advantage  the  modern  skirt  has 
over  its  competitor  of  seven  years  ago  is  the 
development  of  individuality  which  makes 
the  field  wide  from  which  to  draw  inspira- 
tions. Pleated,  plain,  straight  and  circular 
lines  are  all  featured  to-day  with  little  pref- 
erence shown  any  particular  style. 

Seasons  and  fabrics  play  a  big  part  in 
developing  skirt  fashions  and  as  summer 
advances  silks  predominate,  consequently 
fullness  is  featured. 

Summer  sports  also  have  an  influence  and 
tweeds  now  favored  for  golf  or  tramping,  in 


Sketches  by  an  Economist  artist. 

Sports  skirt  of  striped  prunella  cloth  in  slate 
color  and  harmonising  grays.  The  pleats  ac- 
centuate the  desired  straight  silhouette.  From 
Nathan  Schuss  &  Co, 


Economist  Photo  (Fashion  Camera) 


Wool  and  silk  knitted  into  a  fabric  desirable 
for  sports  wear  because  of  its  light  weight 
has  just  been  made  up  into  separate  blouses 
and  kilted  skirts,  also  reversible  capes.  These 
garments  are  made  by  the  Potter  Knitting  Co., 
Springfield,  Mass. 

fact  for  any  summer  sport  have  had  their 
bearing  upon  skirt  style.  This  material  has 
brought  the  straighter  line  in  vogue  and 
plain  unpleated  models  are  gaining  prestige. 

This  heavy  material  has  also  brought 
back  circular  styles.  For  a  skirt  suitable  for 
sports  wear  and  allowing  freedom  of  motion 
must  necessarily  be  wide  at  the  hem.  In 
order  to  accomplish  this  without  bulkiness 
at  the  waist  the  circular  style  has  been 
adopted. 

The  influence  of  fabrics  upon  fashions  is 
very  marked  and  in  the  case  of  separate 
skirts  there  is  little  chance  for  individuality 
except  through  the  medium  of  materials. 
This  medium,  however,  is  sufficient  to  meet 
all  moods.  And  materials  to-day  in  the 
hands  of  experts  express  personality. 


How  He  Sold  Waists 


T."  F.  Ranck  is  selling  lots  of  waists.  Mr. 
Ranck,  by  the  way,  is  the  man  who  merchan- 
dises all  the  women's  ready-to-wear  for  the 
Duffy-Powers  Co.  of  Rochester,  N.  Y.  He 
said  that  with  a  big  dress  season  he  knew 
waists  would  not  be  big  sellers.  But  he  deter- 
mined to  increase  his  business  in  this  depart- 
ment and  succeeded  from  Jan.  1  to  the  end 
of  the  third  week  in  March  in  increasing  his 
dollars  and  cents  business  100  per  cent  over 
last  year.  In  the  face  of  reports  from  de- 
partment stores  that  blouses  have  not  been 
selling,  Mr.  Ranck's  story  might  be  ques- 
tioned by  some,  but  the  records  of  the  Duify- 
Powers  Co.  show  these  figures  in  black  and 
white  and  there  is  no  doubt  about  their  authen- 
ticity.   This  is  how  he  did  it. 

Every  available  job  of  waists  at  a  price 
which  represented  especially  good  values  was 


picked  up  in  the  market  by  Mr.  Ranck  and 
his  buyers,  and  displayed  prominently  on 
tables  where  patrons  had  to  pass  when  they 
got  off  the  elevator  on  the  second  floor.  They 
were  advertised  once  and  twice  and  thrice  a 
week  and  whenever  a  new  lot  came  in  a  new 
ad  appeared.  The  windows  were  used  to  ad- 
vantage and  frequently.  There  was  a  concen- 
trated push  on  waists.  The  turnover  was 
rapid,  and  the  markup  was  safely  low.  Mr. 
Ranck  said  he  tried  at  flrst  to  keep  the  waists 
in  boxes  so  that  they  would  present  a  neat 
appearance  to  the  patron.  He  said,  however, 
that  the  boxes  were  handled  and  shuffled  so 
much  in  the  customers'  quest  for  a  size,  color, 
etc.,  that  he  decided  to  put  the  waists  on  the 
table  without  boxes.  The  result  proved  en- 
tirely satisfactory,  and  this  practice  applied 
not  only  to  cheap  cotton  waists,  but  also 
georgette  and  other  finer  fabrics  which  were 
retailed  as  high  as  $5.75. 


Sensing  Taste 

(Continued  from  page  91) 

can  prove  the  merits  of  the  silk.  This  mer- 
chandise knowledge  is  most  important  in  sell- 
ing silk  underwear  where  style  is  overruled  by 
good  wearing  qualities  and  where  price  is 
often  involved.  For  instance,  the  general  pub- 
lic as  a  rule  does  not  know  the  difference  be- 
tween three-ply  and  four-ply  crepe  de  Chine, 
and  by  explaining  that  the  four-ply  carries 
more  strands  of  silk  in  each  single  thread  than 
three-ply  and  consequently  is  stronger,  a  sales- 
girl possesses  a  convincing  argument.  With 
a  knowledge  of  merchandise  and  appreciation 
of  the  customer's  needs  the  second  and  third 
steps  are  covered. 

The  fourth  step,  that  of  closing  a  sale, 
might  be  appropriately  called  selling  by  elim- 
ination. By  removing  all  garments  which  have 
not  attracted  the  customer  or  by  reducing  the 
number  to  one  or  two  so  that  the  attention  is 
held,  this  is  completed.  The  next  thing  is  to 
play  up  the  good  points  of  the  garment  that  is 
the  best  suited  to  the  individual. 

Sell  What  Is  Wanted 

Number  five  in  the  progress  of  a  sale 
should  receive  particular  consideration,  for 
often  a  customer  is  lost  for  future  sales  if 
she  is  forced  to  buy  something  she  does  not 
want.  It  is  far  better  to  suggest  something 
entirely  out  of  your  department  than  sell  mer- 
chandise that  will  not  fill  the  customer's 
needs. 

If  the  first  five  steps  have  been  successfufly 
taken  the  sixth  will  follow  without  effort,  but 
if  the  sale  has  not  been  made  do  not  let  the 
customer  leave  without  suggesting  that  if  she 
does  not  find  what  she  wants  elsewhere  you 
will  be  ready  to  show  her  new  goods  which 
might  satisfy  her  later. 


S.  Basch,  for  many  years  general  manager 
of  Waldes  &  Co.  and  recently  president  and 
general  manager  of  the  Federal  Snap  Fast- 
ener Corporation,  has  joined  the  Mosstwin 
Co.,  makers  of  Autospring  Twin  Fasteners,  in 
the  capacity  of  director  of  sales.  Mr.  Basch 
has  opened  his  offices  in  the  Bush  Terminal 
Sales  Building,  130  West  Forty-second  Street, 
New  York  City. 

Liebes  &  Co.,  San  Francisco,  Cal.,  has  ap- 
pointed Miss  J.  Mathas  in  charge  of  the  coats 
and  sports  goods  departments,  to  take  charge 
of  the  suit  department  also. 

Charles  A.  Stevens  &  Bros.,  Chicago,  have 
opened  an  exclusive  sports  wear  department. 
It  is  on  the  fourth  floor,  connecting  with  the 
regular  ready-to-wear  department. 
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Fig.  A 

Perdcfeen 

8200 

White  Cambric , 

$  9.00 

8260 

"  Sateen 

12.00 

8664 

"  Pique 

12.00 

8665 

16.5:0 

8619 

"  Satinett 

16.50 

850X 

"  Sateen 

16.50 

876X 

"  Satinett 

21.00 

Camisole  of  Heavy  Lustrous  Satin, 
Lace  Trimmed  $24.00  per  dozen 


Fig.  B 

8620  White  Satinett 

8621  Flesh 
877X  White 


Per  dozen 
$16.50 
16.50 
21.00 


Camisole  of  Heavy  Lustrous  Satin, 
Lace  Trimmed  $2  LOO  per  dozen 


Trouble  "Panel 


THE   WOLF  COMPANY 


364  FIFTH  AVENUE,  NEW  YORK 


315  Mcdinah  Building 
CHICAGO 


Victory  Building 
PHILADELPHIA 


The  Wolf  C<: 


742  Market  Street 
SAN  FRANCISCO 

American  Undergarment  Co.     American  Undergarment  Corp. 


FLIMSY,  transparent  outer' 
garments  make  necessary 
the  double 'panel,  shadow 
proof  petticoat. 

Whatever  one's  desire  in  a 
doublc'panel  petticoat  may- 
be, there  is  a  Wolfhead  style 
to  meet  it. 

Now  is  the  time  to  buy 
shadow'proof  petticoats. 
Prices  are  marked  so  that  they 
guarantee  quick  turnover  and 
profit  for  you.  Your  mail 
order  will  be  filled  promptly. 
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Atmosphere  supplied  by  effective  backgrounds  is  one  of  the  secrets  of  successfully  displaying  ready-to-wear  garments.  This  scene  was  staged  by 
Strawbridge  &  Clothier,  Philadelphia,  at  their  Easter  opening  in  the  suit  and  gown  department.  It  extended  across  the  entire  length  of  the  store  from 
Market  to  Filbert  Street. 


Retailers  Differ 
On  Benefit  of 
Style  Show 

Some  Buyers  Call  It  an  Unnecessary 
Expense,  Others  Believe  It  Pays 

There  is  a  growing  tendency  among  buyers 
and  retailers  to  eliminate  circus  stunts  at  the 
opening  of  a  season  and  to  confine  their  efforts 
more  strictly  to  purely  merchandising  activi- 
ties. There  are  some,  however,  who  still  main- 
tain that  an  elaborate  opening  or  style  show 
for  the  purpose  of  bringing  to  the  front  the 
new  season's  offerings,  is  a  paying  proposition. 

One  of  the  chief  reasons  advanced  by  the 
opponents  of  this  feature,  has  been  brought 
about  by  virtue  of  existing  conditions  during 
the  past  several  months,  when  price  has  played 
the  leading  part  in  the  merchandising  of  gar- 
ments. Buyers  have  devoted  much  time  and 
attention  in  the  market  to  obtaining  satisfac- 
tory coats,  suits,  dresses,  waists,  etc.,  at  prices 
which  would  permit  turnover  as  quickly  as  pos- 
sible. The  buying  public  has  insisted  and  still 
insists  upon  obtaining  value,  but  at  the  same 
time  refrains  from  purchasing  unless  the  price 
makes  a  special  appeal. 

Quick  Turnover  Sought 

This  fact  is  more  noticeable  out  of  New 
York  City  than  it  is  in  the  metropolis.  But  as 
New  York  is  a  world  by  itself  prices  which 
govern  the  sale  of  merchandise  here  are  not 
a  criterion  for  stores  in  other  cities. 

Buyers  who  feel  that  the  style  show  idea  is 
an  unnecessary  expense  say  that  conditions 
demand  they  give  their  best  attention  to  buy- 
ing good  merchandise  and  selling  it  as  quickly 
as  possible,  at  a  legitimate  profit.  They  say 
that  the  style  show  does  not  create  any  real 
tangible  demand  on  the  part  of  the  consumer, 
although  they  do  admit  that  there  may  be 
some  purchasing  activity  reflected  as  a  result 
of  the  fashion  display.  These  showings  are 
an  expense  and  even  though  they  be  charged 
up  to  advertising,  buyers  who  want  to  get 
away  from  them,  say  that  this  expense  must  be 
included  in  the  price  of  the  garment  and  it 
necessarily  increases  the  price  to  the  consumer, 
at  a  time  when  she  is  demanding  good  mer- 


chandise at  lower  prices. 

On  the  other  hand  proponents  of  the  sea- 
sonal opening  idea  feel  that  there  is  an  indi- 
rect result  in  dollars  and  cents  which,  while 
not  tangible,  is  felt  throughout  the  season.  One 
store  in  Perinsylvania  for  instance,  feels  that 
its  Easter  show  costs  the  store  about  a  dollar 
for  every  person  who  came  to  see  it,  and  it 
was  said  that  in  this  store  as  many  as  1500 
people  in  a  day  spent  some  time  watching  the 
exhibit  of  spring  suits,  dresses  and  millinery. 

A  vote  in  a  score  of  large  department 
stores  away  from  New  York,  for  or  against  the 
seasonal  style  show,  shows  a  decided  majority 
against  it.  Among  some  of  the  leading  stores 
in  several  large  cities  there  were  included  not 
only  those  catering  to  a  popular  price  trade, 
but  also  some  whose  clientele  seeks  the  better 
grade  of  merchandise. 


Notes  of  the  Trade 


The  old  saying  that  "no  one  loves  a  fat 
woman"  has  had  an  influence  in  the  selec- 
tion of  salespeople  in  the  stout  departments 
of  some  of  the  larger  department  stores. 
Small,  slim  salesgirls  have  little  or  no  chance 
with  a  job  in  the  stout  department  of  one  of 
these  stores.  It  has  been  found  by  experi- 
ment that  when  a  stout  woman  goes  into  the 
stout-wear  department  for  a  garment,  she  is 
much  more  pleased  to  be  attended  to  by  a 
woman  of  her  own  proportions  than  by  some 
sylph-like  maiden.  The  psychology  of  this 
experiment  has  worked  remarkably  in  a  few 
stores  where  stout-wear  departments  are  run 
as  an  exclusive  feature. 

The  New  York  Waist  Stores,  operating  a 
chain  of  seventy  retail  shops  specializing  in 
waists,  has  installed  a  dress  department  in 
several  of  its  stores  which  have  the  capacity 
for  taking  on  this  additional  business.  It  is 
expected  that  other  stores  in  the  chain  will 
also  carry  dresses  as  soon  as  provision  can 
be  made.  The  company  also  does  a  large 
mail-order  business,  having  a  mailing  list  of 
about  750,000  names.  Some  of  the  stores  are 
operated  under  the  name  of  the  Rainbow 
Waist  Shops. 

Alms  &  Doepke  Co.,  Cincinnati,  have  apn 
pointed  Miss  M.  Reed  to  succeed  Miss  Kiefer 
as  blouse  buyer.  Miss  Reed  was  formerly  with 
Dalbert  &  Co.,  Greensburg,  Ind. 


South  and  Coast 
Good  Dress  Buyers 

Good  Season  in  Other  Sections  of  the 
Country  Indicated 

There  is  an  active  demand  for  separate 
skirts  from  the  South  and  from  the  Pacific 
Coast.  This  is  said  to  be  due  to  the  warmer 
weather  conditions  existing  there,  and  indi- 
cates a  good  season  for  skirts  in  the  cooler 
sections  of  the  country  if  warm  weather  pre- 
vails during  the  spring  and  summer  months. 
Retailers  in  upper  New  York  State  are  guided 
this  season  probably  more  than  ever  before 
in  their  anticipations  for  separate  skirt  busi- 
ness upon  the  weather  conditions.  They  feel 
that  warm  weather  will  be  the  strongest  in- 
fluence that  can  be  brought  to  bear  in  favor 
of  wearing  skirts  with  blouses  or  silk  sweat- 
ers. 

Some  very  attractive  cotton  garments  are 
being  shown  in  colors  as  well  as  white,  and 
the  range  of  styles  and  varieties  is  so  exten- 
sive that  every  taste  can  be  satisfied. 

There  has  been  a  tendency  on  the  part  of 
buyers  in  some  stores  to  be  over-cautious  in 
their  orders  for  skirts.  They  do  not  seem  to 
have  been  pushed  with  enough  vim.  On  the 
other  hand  those  retailers  who  have  estab- 
lished separate  departments  for  skirts  have 
found  that  it  pays,  because  of  the  increased 
effort  put  into  the  department  by  the  buyer 
or  assistant  in  charge  of  that  alone.  The  big 
opportunity  for  establishing  a  skirt  reputa- 
tion in  a  store  is  just  ahead.  The  big  oppor- 
tunity for  establishing  a  skirt  reputation  in  a 
store  is  just  ahead.  If  a  reputation  can  be 
gained  then  there  is  no  doubt  but  that  it  can 
be  maintained  throughout  the  year  if  the 
proper  attention  is  given  to  the  requirements 
of  the  local  buying  public. 


Charles  Rose,  who  will  manage  the  Gard- 
ner store  of  S.  Rose  &  Co.,  Winchendon,  Mass., 
has  been  succeeded  by  Henry  Johhaneshon  as 
cloak  and  suit  buyer. 

Mrs.  Bessie  Earle  has  returned  to  William 
Taylor  Son  &  Co.  of  Cleveland  as  buyer  of 
misses'  apparel  for  the  basement  department. 
Mrs.  Earle  left  the  company  in  1917  and  has 
since  been  with  the  Ames  Co.,  Cleveland. 
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SILK  UNDERGARMENTS 

Negligees  and  Pajamas 

Success  in  selling  silk  undergarments 
comes  from  knowing  and  producing  what 
the  particular  woman  wants. 

That  is  the  reason  why  not  only  we,  but 
also  the  dealers  carrying  DE  GARCY 
undergarments  are  so  enthusiastic  about 
OUR  "Undies." 


Materials  of  Startling  Beauty. 
Staple  and  New  Color  Ideas. 

De  Garcy  Co. 


31  EAST  32ND  ST. 


NEW  YORK 


PHONE  MURRAY  HILL  2509 


BATHING  APPAREL 

"MILBURY  ATLANTIC" 

A  Line  of  Distinction 

Not  cheap  merchandise  but  goods  of  quality  that 
give  service,  with  prices  as  low  as  inferior  goods 


Fully  one  hundred  and 
fifty  different  styles  of 
ladies'  suits  in  Surf 
Satin,  Mohairs,  Cotton 
Jersey,  Wool  Jersey, 
Wool  and  Silk,  all  Silk, 
from  $18.00  to  $175.00 
per  dozen. 

Men's  suits,  fully  one 
hundred  different  styles. 
Cotton,  Mixed  Wool  and 
Cotton,  all  Worsted  Silk 
and  Wool,  all  Silk,  from 
$10.50  to  $99.00  per 
dozen. 

At  least  seventy-five 
different  styles  of  Misses, 
Boys  and  Children,  from 
$7.50  to  $96.00  per 
dozen. 

One  hundred  different 
styles  Ocean  Millinery 
of  exquisite  designs. 
Seventy  -  five  different 
styles  of  Bathing  Shoes. 
All  made  in  our  own 
mills. 

Send  for  net  price  lists 
and  shall  be  pleased  to 
submit  samples  to  rep- 
utable dealers. 


The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  New  York 

MILLS— Rahway,  N.  J. 
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These  Stores  Are 
Proud  of  Their  I 
Silverware  — 
Their  Windows 
Show  It 


At  the  top  is  shown  the  first 
prize  winner  in  the  1920  Silver- 
ware Window  Display  contest 
conducted  by  the  Economist. 
It  was  installed  for  Younker 
Bros.,  Des  Moines,  Iowa,  by 
J.  H.  Richter,'  display  man- 
ager. 

The  second  prize  window 
{center)  is  the  work  of  Carl 
F.  Goettman,  display  manager, 
Jos.  Home  Co.,  Pittsburgh, 
Pa. 

The  display  shown  below  is 
a  most  effective  arrangement, 
set  by  P.  A.  Williams,  display 
manager,  Scruggs-Vandervoort- 
Barney  D.  G.  Co.,  St.  Louis, 
Mo. 


By  J.  M.  Ward  Yost 

MANY  stores  are  inclined  to  follow  more 
or  less  routine  in  allotting  windows  for 
display  purposes.  Piece  goods,  ladies' 
wear,  and  men's  wear  usually  come  quite  reg- 
ularly, in  fact,  more  often  in  many  cases  than 
is  necessary.  The  result  is  that  other  lines 
suffer  accordingly,  sales  fall  off  and  naturally 
some  departments  make  a  poor  showing. 

Store  executives  trying  to  analyze  the  sit- 
uation usually  ascribe  the  reason  to  most  any- 
thing except  lack  of  proper  and  adequate  win- 
dow display.  It  is  understood  that  newspaper 
advertising  is  necessary,  but  where  the  news- 
paper appeal  lasts  one  day,  a  window  display 
is  on  exhibition  several  days  and  conveys  to 
the  prospective  customer  an  impression  that 
will  be  recalled  several  months  later. 

Nothing  Succeeds  Like  Display 

While  silverware  may  be  advertised  reg- 
ularly it  is  necessary  for  the  reader  to  visualize 


its  appearance,  but  by  the  medium  of  window 
displays,  the  "visualization"  is  made  real  and 
no  imagination  is  necessary.  Looking  at  it 
from  this  point  of  view,  there  is  little  com- 
parison of  the  two  publicity  mediums. 

Many  department  stores  fail  to  feature 
these  displays  because  they  think  their  windows 
are  too  large — that  the  goods  will  be  lost  and 
"perhaps  it's  better  not  to  show  it  at  all." 
Again  the  display  manager  may  be  at  fault  and 
agree  with  the  merchandise  manager  that  it 
looks  "out  of  place"  in  the  big  windows. 

Silverware,  like  many  other  lines  requires 
a  certain  "atmosphere,"  background  or  setting, 
call  it  what  you  prefer,  in  order  to  display  it 
properly.  The  average  department  store  win- 
dow is  admirably  adapted  for  this  purpose,  pro- 
viding the  goods  are  properly  arranged  in 
front  of  a  suitable  background. 

Small  Windows  Really  a  Handicap 

The  small  shop  windows  are  usually  filled 
with  a  lot  of  articles  arranged  so  close  together 
that  they  have  a  tendency  to  detract  from  each 

(Continued  on  page  249) 
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"Quality  Merchandise 
at  Moderate  Prices" 

has  been  Rosebud's  watchword  for 
fifteen  years. 

We  guarantee  that  in  all  New  York 
you  will  not  find  any  other  merchan- 
dise of  Rosebud  quality  at  the  price. 

Gingham  Dresses   ....  $2.75  to  $6.75 

Voile  Dresses  .......    2.50  to  7.75 

Organdie  Dresses    ....    5.75  to  8.75 

Irish  Linen  Dresses  .  .  .  7.50  to  9.25 
Dotted  Swiss  Dresses  .  .  6.75  to  10.75 
Linene  Dresses   2.25  to  3.75 

The  reason  our  prices  are  so  low  is  this: 
We  employ  no  salesmen  on  the  road — have 
no  hotel  bills,  no  traveling  expenses  to  pay. 
All  this  saving  goes  into  Rosebud  merchan- 
dise itself.  The  savings  is  passed  on  to  you. 

Come  in  and  see  for  yourself — or 
send  for  a  Sample  Open  Order. 

Rosebud  Mfg.  Company 

"Quality  Mf-rchandisc  at  Moderate  Prices" 
37  West  26th  St.,  New  York     914  Medinah  Bidg.,  Chicago 


Five 

Business 
Builders 

for 

Quick 
Profitable 
Sales 

ORDER 
NOW! 

We  Employ 
No  Roadman 


JVo.  oOlE — Chicken  model  made  of  ■ 
fine  quality  All-Wool  Tricotine,  fully 
lined  with  pure  fancy  silk.  Hand 
embroidered  back  and  collar  in  silk 
of  self  and  contrasting  colors.  Criss- 
cross shoestring  belt.  Skirt  oyer  1% 
yards  wide.  Colors:  Navy  only.  Sizes 
"■ "  to  42.  Price 


$14.75 


No.  lOOOE — Made  of 
fine  quality  Polo,  fully 
silk  lined.  Trimmed 
with  celluloid  buttons 
and  an  inverted  pleat 
in  back.  Novel  cut 
sleeves.  Shoestring 
criss-cross  belt.  Colors : 
Reindeer  and  Brown. 
Sizes,  16  to  44.  Price 


$6.75 


No.  104EX— Beauti- 
ful wrap,  made  of  fine 
quality  men's  wear 
serge,  fully  lined  with 
fine  silk.  Elaborately 
embroidered  around  col- 
lar and  down  both 
sides  with  self  colored 
silk  and  tinsel  embroid- 
ery. Navy  only.  Sizes 
16  to  44.  Price  

$14.75 

Same  in  American 
Woolen  Co.'s  all  wool 
Tricotine  .1517.75 


  185E— Coat  38  in- 
ches long,  made  of  fine 
quality  American  .  all 
wool  Velour,  fully  lined 
with  fine  quality  silk. 
Back  set  off  with  center 
inverted  pleat  and  rows 
of  silk  twist  stitching, 
patch  pockets  with  silk 
twist  stitching  and  buttons. 
Criss-cross  belt.  Colors: 
Rookie,  Tan,  Navy,  Copen, 
Pekin  and  Black.  Sizes 
16  to  42.  Price 


$10.75 


No.    SOON  —  Quilted 

combination  Coat  of 
fine  quality  Satin,  Peau 
de  Csene  lined.  Black 
only.  Sizes,  16  to  44. 
Price 

$17.50  net 


11  OHIKII  fflMMif 

WHERE  THE  PROMISE  IS  PERFORMED 

9  West  20th  St.  New  York 
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Corsets  of  Today  Give  Our  Women 
The  "Edge"  on  Queen  Elizabeth 

Her  Royal  Highness  Never  Knew  Comfort,  Although  She  Com- 
pressed Herself  Into  a  13-Inch  Waist  Line — Further  Back,  Homer 
Spoke  of  a  ''Corset  Deal"  Between  Juno  and  Venus,  but  Woman 
Waited  Until  18th  Century  for  Her  Actual  Deliverance  from  the 

Tortures  of  Fashion 


CORSET  history  continuously  re- 
peats itself,  styles  have  changed 
not  alv^^ays  for  the  better  and 
then  have  reverted  back  again — the 
same  phases  were  discussed  a  dozen  cen- 
turies ago  as  are  discussed  to-day,  and 
those  slender  ladies  of  old  Judea,  760 
years  before  Christ,  no  doubt  thought 
themselves  quite  as  well  and  properly' 
corseted  as  does  the  girl  of  1921.  If  you 
do  not  believe  the  Israelite  women  of 
fashion  in  ancient  days  wore  corsets, 
read  the  third  chapter  of  Isaiah,  the 
twenty-second  and  twenty-third  verses. 

Homer  Knew  Something 

History  does  not  record  the  exact 
origin  of  corsets.  We  know  that  even 
before  the  "classic  era"  they  were  worn 
by  the  Greeks.  If  you  know  your  Homer 
you  will  recall  that  Venus  had  a  wonder- 
•  ful  girdle  which  Juno,  who  wasn't  so 
slender,  borrowed,  that  she  might  ap- 
pear more  lovely  in  the  eyes  of  Jupiter. 

There  is  a  great  break  in  the  history 
of  corsetry  between  this  early  period 
and  the  eighth  century,  A.  D.,  and  corset 
making  would  appear  to  have  been  a  lost 
art.  From  the  eighth  century,  however, 
the  development  of  the  industry  is  easily 
traced,    and    there    are    many  prints 


Drawings  by  an  Economist  artist. 


A  double  feature  brassiere  bandeau  from 
Charles  R.  De  Bevoise  Co.  The  darts  at  the 
front  to  confine  the  bust  and  the  well  shaped 
diaphragm,  but  with  the  side  elastic  inserts 
make  it  an  especially  promising  number. 


The  medium  and  stout  woman  will  find  a 
faithful  ally  in  this  specially  designed  low 
bust  model  from  the  Princess  Corset  Co. 

both  men  and  women  which  afford  an  interest-^ 
ing  study  of  corsets  as  they  have  followed 
modern  development. 

She  Was  a  "Logical  Market" 

If  her  biographers  and  members  of  her 
court  did  not  greatly  misrepresent  Queen 
Elizabeth,  she  was  very  homely  and  "unpleas- 
ant to  behold,"  yet  she  appears  to  have  had  her 
woman's  share  of  vanity,  for  it  is  to  her  that 
the  girdles  of  steel  and  "tight  lacing"  which 
so  distorted  the  bodies  of  the  women  of  that 
period  are  attributed. 

One  historian  says  that  Queen  Elizabeth 
and  Catherine  de  Medici  wore  corsets  "made 
wholly  of  steel"  and  another  that  these  ad- 
mirable women  and  their  court  ladies  "first 
had  themselves  laced  into  corsets,  which  were 
made  of  stout  cloth  heavily  boned,  the  lacers 
being  tightened  until  there  was  not  a  breath 
left  in  their  bodies,  and  then  the  strings  were 
securely  tied  and  the  corset  cover  put  on." 

Built  Like  a  Diving  Bell 

It  appears  thjit  this  corset  cover  really  was 
made  of  steel,  the  steels  were  covered  with 
some  fabric,  sometimes  silk  and  lace,  and  the 
garment  opened  with  hinges  and  fastened  with 
a  hasp  and  pin.    It  was  unfashionable  to  have 


a  waist  measurement  of  more  than  13 
inches. 

With  the  passing  of  Elizabeth  of 
England  and  Catherine  de  Medici  these 
steel  corsets  went  out  of  style,  though 
tight  lacing  was  kept  up  for  several  cen- 
turies. 

To  Cozens,  the  famous  London  corset 
maker  for  the  queens,  is  due  the  credit, 
perhaps,  for  the  "straight  back"  so  fash- 
ionable to-day.  He  is  said  to  have  made 
for  his  unhappy  patronesses  garments 
"that  had  a  backboard  straight  and  un- 
bending, and  this  board  was  strapped 
flat  against  the  neck,  where  it  was 
joined  to  a  steel  ring,  covered  with 
leather  and  hinged  to  encircle  the  throat 
and  fasten  under  the  chin." 

Real  Progress  from  i8oo  to  1825 

With  the  beginning  of  the  eighteenth 
century  the  real  evolution  of  the  corset 
seems  to  have  set  in  and  some  of  the 
styles  of  the  period  between  1800  and 
1825  are  really  attractive.  The  fashion- 
able figure  for  that  period  was  very  nat- 
ural and  graceful.  This  was  succeeded 
later,  however,  by  a  recurring  period  of 
tight  lacing  and  corsets  for  very  young 
girls  began  to  appear. 

These  were  by  way  of  doing  for  the 
American  young  girl's  body  what  bind- 
ing does,  or  used  to  do,  for  the  feet  of 
the  young  Chinese  girl.  They  were  said  to  be 
very  unhealthful,  and  caused  a  great  deal  of 
controversy.  These  corsets  were  filled  with 
whalebone  and  had  tight  straps  to  hold  back 
the  shoulders. 

A  little  later  than  this,  we  find  an  account 
in  some  old  English  journals  of  some  warm 
discussions  regarding  the  merits  and  demerits 
of  sleeping  in  one's  corsets.  Even  the  men 
joined  in  the  discussion,  usually  on  the  side 
of  the  corsets.  The  consensus  of  opinion  seems 
to  have  been  that  corsets  were  not  injurious 

(Cortinued  on  page  123) 


Extra  reinforcement  is  given  this  garment 
by  the  double  lining  used  throughout  from 
Warner  Bros.  Co.,  Inc. 
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Jfjorher's 

WONDERFUL 
"DOUBLE^SKIRT"  CORSETS 

THE  Corset  which  exceeds  all  others  in  Volume  of  Sales  is  naturally  the  biggest 
corset  value  obtainable  —  Warner's  "Double'Skirt."  Prices  on  these  wonderful 
corsets  are  now  back  to  the  old  level — $10,  $12,  $15,  $18  and  up  to  $54  per  dozen — 
and  orders  indicate  that  "Double'Skirt"  are  in  the  lead  as  America's  Biggest'Selling 
Service  Corsets. 

The  "Double'Skirt"  model  shown  on  the 
opposite  page  is  style  70,  made  of  pink 
coutil,  in  sizes  20  to  30,  and  sells  for 


per  dozen 


WARNER'S  "Double'Skirt"  Corsets  are  made  with  a  thin  lining  of  very  strong 
batiste  from  the  waistline  down,  leaving  them  soft  and  pliable  at  the  bust,  but 
giving  wonderful  strength  across  the  hips  where  the  greatest  strain  comes.  Like  all 
Warner's  Rust'Proof  Corsets,  they  have  Double  Boning  and  Double  Interlinings.  These, 
combined  with  the  "Double^Skirt,"  assure  Double  Service. 


Guaranteed  Not  to  Rust, 
Break  or  Tear 


BACK'LACE 
Style  Price 


86 
70 
82 
33 
74 
361 


$10.00 
12.00 
15.00 
15.00 
18.00 
21.00 


BACK'LACE 
Style  Price 


34 

137 

197 

177 

366 

466 


$24.00 
27.00 
33.00 
33.00 
33.00 
33.00 


Everything  Double 
Except  the  Price 


FRONT'LACE 
Style  Price 


91 
554 
555 
0975 
518 


$24.00 
33.00 
39.00 
48.00 
54.00 


The  W  arner  Brothers  Company,  Inc. 


347|Madison  Ave. 
NEW  YORK 


367  W.  Adams  St. 
CHICAGO 


28  Geary  St. 
SAN  FRANCISCO 


527  Baronne  St. 
NEW  ORLEANS 


St.  Ambroise  and  Turgeon  Sts.,  Montreal,  Canada 
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Drawn  by  an  Economist  artist. 

Left:  Extremely  appropriate  for  sports 
wear  is  this  adjustable  girdle  of  pink 
brocade  ribbon  and  elastic  from  Birdsey, 
Somers  Co.  This  is  believed  to  be  an 
improvement  over  the  "slip  on"  varieties 
as  the  give  of  the  elastic  may  be  adjusted 
by  the  lacers. 

Center:  A  fascinating  side  fastener 
bandeau  of  novelty  brocade.  The  button 
inside  the  garment  fastens  the  shoulder 
strap.    From  the  Model  Brassiere  Co. 

Right:  The  charming  corset  sketched 
above  is  of  pink  brocade  with  tricot  hip 
sections  designed  especially  to  create  the 
straight  front  and  back  and  svelte  hip 
lines.    From  Benjamin  &  Johnes. 


March  Business 
Puts  Pep  Back 
Into  Corsets 

Pink   Coutille    and    Brocades  Are 
Leaders — Silhouette  Shows  No 
Sign  of  Change 

Both  the  wholesale  and  retail  end  of  the 
corset .  business  shows  gratifying  develop- 
ments. Manufacturers  report  that  March 
business  has  been  most  satisfactory  and  vari- 
ous retailers  from  different  sections  of  the 
country  report  a  March  business  equal  and  in 
some  cases  ahead  of  the  business  for  March  of 
last  year. 

There  would  appear  to  be  some  question  of 
this,  owing  to  the  greatly  reduced  price  of 
corsets  and  the  consequent  reduced  profit  on 
sales  until  one  considers  that  "one  extreme 
always  follows  another." 

Old  Handicaps  Left  Behind 
Women,  owing  to  the  high  price  they  were 
forced  to  pay  for  corsets  last  year,  in  an  at- 
tempt to  "get  their  money's  worth,"  made 
them  do  duty  longer  than  any  ordinary  corset 
should.  Besides  this,  the  "uncorseted  wave" 
held  womenkind  in  its  grip  and  the  "economy 
wave"  tightened  the  purse  strings. 

When  spring  put  in  its  appearance,  the 
pink  and  white  daintiness  of  the  new  corset 
and  its  reduced  price  proved  too  alluring,  and 
women  simply  rushed  in  to  buy. 

Many  corset  department  managers  have 
enlarged  their  salesforce  and  made  ready  for 
the  same  old  prosperity  of  1919  and  1920,  they 
are  not  buying  in  large  quantities  but  they 
are  buying  frequently,  stocks  have  been  re- 
plenished, departments  refurbished,  and  even 
the  corset  salesman  finds  a  welcome  again. 


The  models  most  in  demand  are  of  pink 
coutile  and  brocades,  the  low  bust  line  and 
slightly  raised  back  well  built  to  take  care  of 
accumulations  of  flesh  at  the  shoulder  blades 
and  underneath  the  arms  are  most  favored. 

There  is  no  indication  of  any  radical 
change  in  silhouette,  the  straight  back  and 
front  and  well  defined  curve  of  the  hips  of  the 
present  models  is  extremely  youthful  and  may 
be  acquired  for  practically  all  sorts  of  figures 
by  the  right  kind  of  corsetry. 

The  last  word  from  Paris  is  that  the 
Italian  and  Spanish  Renaissance  influence 
continues  to  be  strongly  featured.  These 
styles  have  been  struggling  for  recognition 
for  several  seasons,  but  it  has  been  difficult  to 
make  women  accept  the  distended  hip  and  the 
corseted  effects. 

By  force  of  perseverance,  however,  and  as 
the  eye  gradually  becomes  accustomed  to  this 
silhouette,  it  now  seems  that  the  style  at  last 
will  make  its  way. 


Brassiere  Field  Is 

Registering  Action 

One  manufacturer  of  bandeaux  and  bras- 
sieres reports  800  letters  and  telegrams  in 
one  day  asking  for  immediate  or  early  deliv- 
eries of  merchandise  which  was  not  promised 
until  later  dates.  "We  told  you  so,"  they  are 
saying  to  the  trade,  whom  they  urged  to  buy 
during  the  trying  months  of  winter. 

There  are  piled  up  orders  on  file  in  many 
offices  and  the  prospects  are  that  there  will  be 
some  delay  with  deliveries.  Fabrics  are  plenti' 
ful,  but  there  is  a  shortage  of  both  elastic 
and  laces  for  trims,  and  in  many  instances 
the  working  force  is  considerably  disrupted, 
conditions  are  improving,  however,  daily,  and 
manufacturers  have  a  very  forgiving  spirit, 
now  that  orders  are  coming  in  they  are  dis- 
posed to  forgive  and  forget  and  are  doing  their 
best  to  .bring  their  output  up  to  the  demand. 


Twohey  Honored 
by  Silk  Men  at 
Banquet 

Workers  on  Committees  Responsible 
for  Success  at  Exposition  Feted  at 
Astor — Enthusiasm  Runs  High 

A  testimonial  dinner,  given  at  the  Hotel 
Astor  on  Wednesday  of  last  week  by  the  silk 
industry  of  the  United  States  to  John  J. 
Twohey  and  his  fellow  workers  on  the  com- 
mittees of  the  International  Silk  Exposition 
and  National  Silk  Week,  brought  together 
one  of  the  most  enthusiastic  gatherings  of 
silk  men  ever  collected  in  this  city. 

The  enthusiasm  was  largely  inspired  by 
the  remarkable  success  of  these  two  events, 
and  there  was  no  doubt  of  the  spontaneous 
sincerity  of  the  ovation  given  to  Mr.  Twohey 
and  his  fellow-workers  by  the  audience  as 
various  speakers  in  impromptu  addresses 
paid  glowing  tribute  to  their  efforts.  It 
seemed  to  be  the  unanimous  opinion  of  the 
meeting  that  the  success  of  the  Interna- 
tional Silk  Exposition  and  National  Silk 
Week  warranted  their  continuance  as  regu- 
lar annual  events. 

In  addition  to  the  speeches  there  was  the 
music  of  an  orchestra  and  a  number  of  paro- 
dies of  popular  songs  in  which  the  singers 
paid  their  respects  to  various  leaders  of  the 
industry.   Altogether  it  was  a  lively  time. 

The  toastmaster  of  the  evening  was  James 
A.  Goldsmith,  newly  elected  president  of  the 
Silk  Association  of  America.  The  other 
members  of  the  committee  in  charge  of  the 
Hinner  were  Edwin  S.  Bayer,  Horace  B. 
Cheney,  M.  W.  Dippel,  Joseph  Gerli,  Robert 
J.  F.  Schwarzenbach  and  William  Skinner. 
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Happy  Family  Idea 
Works  Profitably 
For  This  Store 

Harrisburg   Firm   Launches  Many 
Activities  for  the  Benefit  of 
Employees 

AN  interesting  example  of  how  a  store's 
/\  business  volume  and  profits  may  be  in- 
creased  through  the  right  kind  of  co- 
operation between  employers  and  employees 
is  furnished  by  Kaufman's  Underselling  Store 
of  Harrisburg,  Pa.  An  elaborate  plan  of  wel- 
fare and  educational  work  carried  on  by  the 
store  management  has  bro.ught  the  whole 
working  force  under  the  banner  of  the  "big, 
happy  family"  idea.  It  has  created  a  wonder- 
ful spirit  of  loyalty  and  contentment. 

In  a  pleasant  location  on  the  third  floor, 
a  chamber  32  by  72  feet  has  been  established 
as  a  rest  room  for  employees.  There  are  com- 
fortable mahogany  chairs  and  tables,  a  piano 
and  talking  machine,  plenty  of  magazines  and 
other  reading  matter,  and  an  electric  cooking 
stove  and  dishes  for  employees  who  desire  to 
eat  their  lunches  there. 

A  dance  is  held  in  the  recreation  room 
every  Tuesday  evening  with  classes  in  dancing 
instruction.  There  is  an  instructor  for  class 
singing  and  the  business  day  is  opened  each 
Tuesday  morning  with  songs. 

Buyers  Meet  Weekly 

A  large  blackboard  on  the  wall  contains 
the  various  pieces  of  literature  of  an  educa- 
tional nature  sent  out  each  month  in  "The 
Graphic  Instructor,"  one  of  the  activities  of 
the  Economy  Service  of  the  Dry  Goods  Econ- 
omist. Lectures  are  given,  and  ideas  fur- 
nished in  the  service  are  made  use  of. 

A  meeting  of  all  of  the  buyers  in  the  store 
is  held  every  two  weeks  in  the  recreation 
room,  when  discussions  are  held  to  regulate 
buying  and  merchandising  policies. 

There  is  a  mutual  aid  society  which  pays 
sick  and  death  benefits.  For  a  weekly  fee  of 
15  cents,  members  receive  $7.50  a  week  dur- 
ing illness  and  for  25  cents  a  week  a  benefit 
of  $12  a  week  is  paid.  There  is  a  trained 
nurse  always  on  duty  in  the  store  during 
working  hours,  excepting  such  times  as  she 
is  out  visiting  at  the  homes  of  employees  who 
are  ill.  Flowers  are  sent  to  the  sick  and  the 
service  is  even  extended  to  the  parents  of 
any  of  the  employees. 

Take  Splurge  in  Drama 

There  are  several  other  activities  among 
the  store  employees.  For  instance,  there  are 
three  bowling  teams,  a  baseball  club  and  a 
dramatic  club.  An  elaborate  musical  comedy 
was  recently  Staged  very  successfully  in  one 
of  the  Harrisburg  theaters. 

In  a  recent  interview  granted  a  representa- 
tive of  the  Dry  Goods  Economist,  Mr.  Clark, 
manager  of  the  store,  said  the  "Flying  Squad- 
ron" system  designed  and  advocated  by  the 
Economy  Service  was  in  full  operation  in  the 
store  and  was  working  wonderfully  well.  He 
declared  .that  it  had  saved  the  store  a  great 
deal  of  expense  for  extra  help  during  special 
sale  events.  For  example,  he  recalled  that  re- 
cently a  ten-day  bargain  sale  had  been  opened 
in  the  basement.  Eighteen  of  the  regular 
salespersons  from  the  various  departments, 
who  had  been  trained  as  members  of  the  "Fly- 
ing Squadron,"  were  sent  to  the  basement  and 
handled  the  event  without  having  to  spend  a 
cent  for  extra  help. 

A  very  successful  style  show  was  held  in 


1 


Drazvn  by  an  Economist  artist. 


Of  flesh-colored  suede  cloth  is  this  lightly 
boned  "au  naturel"  garment  from  the  H.  W. 
Gossard  Co. 

the  store  during  the  second  week  of  March, 
with  several  young  women  as  models  to  dis- 
play the  various  costumes.  The  store  was  dec- 
orated and  an  orchestra  furnished  music  for 
the  further  entertainment  of  the  crowds  of 
people  who  attended  the  style  show.  The 
event  was  held  in  connection  with  the  co- 
operative spring  openings  of  the  other  stores 
of  Harrisburg. 

Harrisburg  has  a  population  of  80,000  peo- 
ple, but  it  is  estimated  that  it  has  a  buying 
population  of  150,000  because  of  the  large 
surrounding  communities  and  the  fact  that  it 
is  the  main  railroad  terminal  for  the  Penn- 
sylvania railroad  system  between  Philadelphia 
and  Pittsburgh.  Many  travelers  stop  off  in 
Harrisburg  because  of  that  fact,  and  the  rail- 
road employees  who  live  in  distant  towns  and 
cities  do  a  great  deal  of  buying  in  the  Harris- 
burg stores  during  spare  time  while  waiting 
to  take  out  their  runs. 

Kaufman's  is  situated  at  the  public  square 
in  the  logical  business  center  of  the  city,  al- 
though somewhat  separated  from  the  other 
large  stores  on  other  main  thoroughfares. 
Practically  all  trolley  lines  pass  there  and 
many  suburban  lines  have  their  terminus  at 
the  square,  so  the  location  is  a  valuable  one. 
The  entire  store  is  outlined  with  electric  lights 
at  night  from  the  sidewalk  to  the  roof. 

Through  the  plan  of  welfare  and  educa- 
tional work,  there  is  a  spirit  of  interest  dis- 
played by  every  employee  which  helps  sell 
more  merchandise  and  keep  customers  well 
served  and  well  pleased. 


The  Biltwell  Brassiere  Co.  have  found  it 
necessary  to  move  into  larger  quarters.  They 
are  now  located  at  79  Fifth  Avenue,  Knicker- 
bocker Bldg. 


Paris  Creators 
Feature  Short 
Suit  Skirts 

Madeleine    et    Madeleine  Advance 
Date  of  Showing  of  Midseason 
Models 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

Due  to  the  unusual  spell  of  warm  weather 
Madeleine  et  Madeleine  advanced  their  show- 
ing of  mid-season  models  by  a  good  four 
weeks,  and  are  now  showing  a  collection  of 
some  twenty-five  new  models  in  suits  and  in 
afternoon  dresses. 

Suit  jackets  are  of  finger  tip  length,  belted, 
and  finished  with  a  circular  fiounce  at  the 
lower  edge.  Suit  skirts  are  short,  straight 
and  scant  and  are  hung  from  fancy  yokes  of 
irregular  line. 

Sand  colored  serge  suits  with  fine,  side 
plaited  skirts  are  featured  with  belted  jackets 
trimmed  with  a  four  inch  wide  knife  plaited 
frill  around  collar,  cuffs  and  the  lower  edge. 

A  three-piece  white  crepe  suit  is  shown 
with  long,  straight  jacket,  braided  horizontally 
from  below  the  hips  to  the  lower  edge  with 
quarter  inch  white  cire  braid. 

The  long,  straight  line  with  low  waist  is 
continued  in  afternoon  dresses,  although  these 
later  models  are  less  extreme  in  silhouette  than 
those  shown  at  the  February  opening  in  which 
the  waist  line  was  practically  eliminated  or 
was  placed  just  above  the  knees. 

Circular  flounced  skirts,  skirts  with  plaited 
panels,  and  long  full  tunics  slit  either  at  the 
back  or  at  the  front  from  the  line  of  a  deep 
yoke  on  the  bodice,  all  of  which  were  marked 
features  of  the  dresses  of  the  February  open- 
ing, are  still  continued.  Pockets  embroidered, 
plaited  or  lace  trimmed  are  used  on  many  of 
the  taffeta  afternoon  gowns. 

Elaborate  afternoon  gowns  are  shown  in 
white  crepe  satin  with  deep  yokes  and  long 
wide  sleeves  of  black  Chantilly  lace.  Black 
cire  silk  voiles,  cire  silk  nets  and  cire  laces 
are  extensively  employed. 

An  effective  costume  in  white  net  embroid- 
ered in  black  was  shown  with  a  cape  in  black 
satin  and  in  black  Chantilly  lace.  The  lower 
half  of  the  cape  from  below  the  waist  was  of 
lace  with  a  band  of  satin  at  the  lower  edge. 
With  this  costume  was  shown  a  parasol  of  em- 
broidered net,  matching  the  dress. 


Corsets  of  To-day 

(Continued  from  pag-e  113) 

to  the  health,  and  that  women  owed  it  to  them- 
selves to  sleep  tightly  corseted. 

And  Now  Common  Sense 

Still  later  there  was  a  recurrence  of  the 
"wire  bustle"  and  hoopskirt  period  and  corsets 
for  a  time  were  practically  lost  sight  of.  This 
passed,  however,  as  all  phases  have  passed 
and  reappeared  in  succession,  and  was  suc- 
ceeded by  what  historians  will  no  doubt  record 
as  a  common-sense  period. 

With  the  beginning  of  this  century,  cor- 
sets came  to  be  considered  as  a  sensible,  neces- 
sary adjunct  to  a  woman's  appearance  and  her 
health.  We  consider  the  American  woman  to- 
day the  best  corseted  in  the  world.  Her  waist 
is  larger,  her  hips  narrower,  her  body  straight- 
er,  her  carriage  is  natural,  her  poise  splendid, 
she  is  perhaps  as  nearly  physical  perfection 
as  has  been  attained  by  any  woman  of  any 
nation  in  any  period. 
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Maternity  Corsets  are  designed 
expressly  for  the  maternity  pur- 
pose; it  is  not  a  hit  or  miss  idea  with 
H.  &  W.  designers — but  one  well  under- 
stood from  long  experience — a  model  in 
H.  &  W.  to  suit  every  type  of  figure. 

THE  H.  &  W.  CO..  Inc. 

170  Fifth  Avenue 
New  York 

Factory  and  G«n«^ral  Offices 
69  Clinton  St.,  Newark,  N.  J. 

Chicago  Salesroom 
21-31  SO.  FRANKLIN  ST. 

Pacific  Coast  Representative 
B.  F.  WELLINGTON 
121  C  eary  St.  San  Francisco,  Cal 
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Mousquetaire  Gloves 

Likely  to  Figure  Largely 

In  New  Season's  Styles 

Paris  Style  Creators  Bent  on  Launching  New  Sleeve  Ideas — Buf¥ 
and  Beaver  Tones  to  Be  Favored  in  Fall  Fashions,  Although 
Black  and  White  Continue  to  Be  Featured  by  Modistes 


WHAT  is  to  be  the  status  of  the  mous- 
quetaire glove  for  fall  ? 
This  question  rivals  the  price  is- 
sue as  a  determining  influence  in  the  booking 
of  leather  glove  orders  for  fall  delivery.  The 
nation-wide  acceptance  of  the  mousquetaire 
glove  fashion  for  spring  and  summer  is  pro- 
moting greater  confidence  in  the  duration  of 
this  vogue  and  its  probable  influence  on  the 
early  fall  glove  season. 

Mousquetaire  Issue  Paramount 

The  hopeful  attitude  toward  mousquetaires 
is  somewhat  restricted  by  memories  of  the 
sudden  collapse  of  the  mousquetaire  craze  sev- 
eral years  ago,  which,  irrespective  of  the  mer- 
chandising resourcefulness  of  the  wholesaler 
and  the  retailer,  resulted  in  unavoidable 
losses. 

This  season,  conditions  in  the  glove  field 
are  so  complicated  as  a  iresult  of  price  re- 
adjustments, that  manufacturers  and  import- 
ers are  unwilling  to  manufacture  mousque- 
taires on  speculation.  Therefore,  it  becomes 
advisable  for  the  individual  retailer  to  study 
the  fashion  trend,  analyze  the  economic  and 
merchandising  conditions  in  his  own  com- 
munity, decide  upon  the  quantity  he  will  re- 
quire and  book  a  non-cancellable  order  for  fall 
delivery.  This  is  causing  the  average  retailer 
to  proceed  with  sensible  caution  and  conserv- 
atism. 

Sleeve  Fashions  Changing 

A  survey  of  the  fundamental  fashion  ten- 
dencies shows  that  sleeve  innovations  are  cer- 
tainly under  way.  All  sorts  of  extraordinary 
ideas  are  being  launched  by  Paris  dressmak- 
ers, the  majority  of  which  are  fancy,  if  not 
decidedly  bizarre.  In  all  of  this  mass  of  new 
sleeve  designs,  there  is  discernible  a  strong 


reaction  toward  full  length  sleeves.  This 
means  that  the  present  vogue  for  short  sleeves 
will  gradually  subside  as  these  newer  long 
sleeve  fashions  take  hold. 

From  a  glove  standpoint,  it  is  important 
to  note  that  the  majority  of  the  new  long 
sleeves  are  wide  and  flowing,  necessitating 
the  use  of  the  gauntlet  or  of  the  mousquetaire 
glove.  The  few  long  tight  sleeves  that  are 
shown  are  confined  almost  entirely  to  suits 
and  dresses  of  a  strictly  tailored  character. 

Mousquetaires  for  Early  Fall 

From  all  present  indications,  there  is  very 
little  likelihood  that  the  short  sleeve  era  will 
close  before  late  in  the  fall  season.  Even 
then,  a  great  many  women  will  cling  to  this 
comfortable  fashion,  supplementing  it  wher- 
ever their  means  permit  by  the  use  of  the 
mousquetaire  glove.  It  is  logical  to  suppose 
that  when  fall  and  winter  wraps  are  generally 
adopted,  that  the  strapped  wrist  and  gauntlet 
elfects  will  prove  the  compromise  applicant 
for  wide-spread  honors.  At>'  the  holiday  sea- 
son approaches,  the  two-clasp  glove  will  in  all 
probability  become  a  dominant  factor. 

Mousquetaires  to  Open  Season 

In  this  day  when  local  conditions  frequent- 
ly determine  the  destiny  of  a  fashion  in  a 
given  community,  it  is  exceedingly  difficult  to 
estimate  the  percentage  of  mousquetaire 
gloves  that  is  likely  to  sell  for  fall.  The 
Economist  is  of  the  opinion,  however,  that 
approximately  25  per  cent  of  the  early  fall 
glove  business  will  be  on  mousquetaires,  with 
the  16-button  length  in  strong  preference. 

In  the  remaining  75  per  cent  the  6-button 
sti^apped  wrist  and  gauntlet  designs  will  fig- 
ure largely. 


The  color  question  is  another  factor  to  be 
considered  in  this  period  when  fall  leather 
glove  requirements  are  being  anticipated. 
Gray,  of  course,  will  continue  to  be  a  factor, 
but  it  is  likely  to  be  a  minor  one  because  of 
its  extraordinary  popularity  for  spring  and 
summer.  The  newer  tendency  is  toward  buff 
and  beaver  tones  which  harmonize  beauti- 
fully with  the  rich  autumnal  shades  in 
women's  apparel.  Even  in  the  choice  of  staple 
brown  gloves,  the  tendency  will  be  toward 
clearer  and  lighter  tones,  related  to  the  shades 
long  known  as  "Russian  tans." 

Both  in  shoes  and  in  gloves,  present  indi- 
cations favor  a  continuance  of  the  vogue  for 
colors.  However,  some  of  the  leading  fashion 
exponents  in  Paris,  notably  in  millinery,  are 
recommending  black  and  white  and  navy  and 
white  and  this  movement  may  eventually  in- 
fiuence  the  revival  of  black  and  white  effects 
in  gloves. 

The  long  black  mousquetaire  has  been  sell- 
ing throughout  the  current  season  and  is 
likely  to  trail, along  close  to  beaver  and  new 
tan  and  brown  gloves  for  fall.  It  is  possible 
that  the  sharply  contrasted  effects  such  as 
black  and  white  will  take  an  oar  by  the  open- 
ing of  the  spring  season. 


Short  Lengths  of  News 

Miss  Mary  Connors,  formerly  of  C.  F. 
Hovey  Co.,  Boston,  Mass.,  has  been  appointed 
buyer  of  suits. 

Paul  Jones  will  succeed  Mrs.  S.  F.  Elliot, 
formerly  buyer  for  the  ready-to-wear  and  fur 
departments  in  the  Chas.  H.  Bear  &  Co.  store 
in  York,  Pa.  Mrs.  S.  Elliot  is  now  buyer  for 
Elliot's  in  the  same  city. 


This  is  one  of  seven  glove  windows  shown  by  H.  Liebes  &  Co.,' San  Francisco,  Cal.,  in  a  single  display.  The  intent  was  to  find  just  how  strong 
the  store's  window  displays  pull  and  the  result  was  strong  proof  of  their  value.  The  windows  zvere  shown  for  three  days  and  a  conservative  estimate 
of  the  increase  in  glove  business  during  that  period  is  35°  per  cent.    The  windows  were  installed  by  Willis  Brink,  the  firm's  display  manager. 


REO.  U.  S   PAT  OFF. 


Long  Mousquetaire  Gloves  in  Silk  and 
Chamoisuede  meet  the  demand  for  style  and 
quality. 

"Wear  Right"  fashionable  colors  include  the 
new  Platinum  Grey — Mode,  Mastic,  Beaver, 
Pongee  and  White. 

"Wear  Right"  Gloves  are  trade  stimulators — 
tie  up  to  them;  it  will  pay  you  in  increased 
profits. 


Wimelbacher  &  Rice 


The  House  That  Carries  Your  Stock 
39  Union  Square  New  York 
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^Neckwear  Responds  to 
Concerted  Effort 

This  is  a  season  for  initiative  and  enter- 
prise in  the  women's  neckwear  field.  Business 
is  spotty  both  in  the  wholesale  and  the  retail 
domain,  varying  almost  entirely  with  the  de- 
gree of  intelligence  and  effort  expended.  There 
are  retail  neckwear  departments  and  whole- 
sale showrooms  where  a  new  idea  is  an  un- 
known quantity,  and  such  a  condition  is  in- 
variably accompanied  by  stagnation. 

Manufacturers  who  have  the  courage  to  de- 
sign and  present  seasonable  ideas,  spiced  with 
a  new  flavor,  whether  it  be  a  new  combination 
of  coloring,  of  material  or  the  application  of  a 
new  finish,  while  not  having  a  record  season, 
are  certainly  doing  an  excellent  business. 

Stimulating  Ideas  •  Profitable 

Neckwear  department  heads  who  have  been 
sufficiently  courageous  to  venture  into  the 
realm  of  novelty  neckwear  effects  which 
"toned-up"  their  spring  showings,  are  making 
a  creditable  turn  over.  Unfortunately,  some 
retailers  have  put  so  much  emphasize  on  ob- 
taining neckwear  at  a  price  that  they  have  se- 
riously interfered  with  the  progress  of  their 
spring  business.  It  is  certainly  true  that  the 
buying  public  is  still  in  the  mood  to  get  the 
maximum  value  for  each  dollar  expended,  but  it 
is  not  blind  to  the  appeal  of  quality  and  style 
value. 

In  the  conglomeration  of  summer  neckwear 
ideas  now  being  shown  a  growing  preference 
for  soft  frilly  effects  is  discernible.  Even  the 
much  favored  organdies  have  flutted  or  pleated 
trimmings  which  give  them  soft  alluring  lines. 
This  tendency  toward  softness  is  reflected  in 
the  color  preference  where  dainty  pipings  of 
color  are  replacing  the  more  violent  color  con- 
trasts. 


From  left  to  right,  No.  i,  a  curving  collar 
and  cuff  set  of  finest  organdy,  daintily  ruffled 
to  set  off  the  round  neck  of  a  summer  frock, 
and,  No.  4,  a  guimpe,  equally  suitable  for 
wear  with  the  tailormade  or  the  szveater  coat, 
distinguished  by  a  swagger  jabot.  Both  are 
from  Timothy  F.  Crowley,  Inc. 

No.  2,  novel  suspender  vest  from  A.  W. 
Millar  &  Co.,  made  of  French  gray  Canton 
crepe  and  embroidered  in  gray  and  French 
blue  dots. 

No.  3,  a  lovely  note  of  color  for  the  spring 
or  summer  outfit  may  be  furnished  by  a  trico- 
lette  scarf,  such  as  this  tasseled  novelty  in 
Harding  blue  from  Stanton  Bros. 

No.  S,  Designed  for  smart  sports  wear  is 
this  "aeroplane"  guimpe  of  gaily  colored  hand- 
kerchief linen  from  A.  L.  Werth  subdued  a 
fashionable  trifle  by  a  black  four-in-hand  tie. 

For  the  Tuxedo  sweater  of  silk  or  the  dressy 
afternoon  frock  is  this  rich  gilet  from  Ch. 
Bassel  made  of  hand-embroidered  net  and 
adorned  with  Venise,  filet  and  Irish  lace.  Of 
special  note  is  the  narrow  tuxedo  collar  and 
the  triple  panel  effect. 


Deep  soft  cream  colors  are  again  entering 
the  arena,  especially  in  the  lace  and  net  novel- 
ties. Gone  is  the  day  of  the  heavy  lace  and 
the  ornate  embroidery  pattern,  and  in  their 
place  are  vals  and  soft  filmy  net  laces  enhanced 
by  the  daintiest  embroidery  designs. 

Neckwear  for  Sweater  Coats 

These  new  net  and  lace  effects  are  particu- 
larly appropriate  for  wear  with  the  silk  and 
woolen  coat  sweaters.  Guimpes  galore  are 
shown  with  their  fronts  especially  decorated 
to  suit  the  tuxedo  sweater  effect.  Cascades, 
wide  pleatings,  pointed  frills  and  narrow  tux- 
edo collars  are  all  playing  an  important  role  in 
garnishing  the  summer  guimpe. 

The  tuxedo  idea  is  also  prominent  in  sepa- 
rate collars  and  there  are  new  variations 
which  verge  on  the  fichu.  The  appearance  of 
the  fichu  in  organdy  frocks  may  help  to  pro- 
mote the  fichu  idea  in  neckwear. 


This  element  of  softness  which  is  now  per- 
meating the  neckwear  fashion  movement, 
reaches  its  zenith  in  narrow  collars  for  sum- 
mer dresses  so  designed  that  they  can  be  ad- 
justed to  almost  any  of  the  oval  and  round 
neckwear  lines  now  so  fashionable.  Promi- 
nent among  these  are  the  so-called  Bramley 
collars  which  are  made  in  two  sections  and  re- 
semble two  cuffs  joined  together.  Such  styles 
will  go  far  toward  bringing  the  summer  col- 
lar business  up  to  expectation. 


The  Futurist  Co.,  Chicago,  111.,  makers  of 
women's  nainsook  union  suits,  no  longer  are 
selling  through  the  American  Knitting  Mills 
Co.,  New  York.  The  firm's  own  salesmen 
will  handle  the  line  from  headquarters  at 
334  Fourth  Avenue.  William  B.  Simmons, 
president  of  the  Futurist  Co.,  has  severed  his 
connection  with  the  American  Knitting  Mills 
Co.  and  will  direct  the  new  selling  system. 
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StyleJNo.  985 — Women's  Glove:  Cut  from 
genuine  light  weight  Deerskin  leather  of 
fine  quality.  TRIPLSEWN  throughout, 
with  silking  of  slightly  contrasting'^,  color. 
Contrasting  cable  stitch  pointing.  One  clasp. 
Colors:  Natural,  Gray,  Fawn,  Olive,  Brown 
and  Chamois. 


Style  No.  691— Men's  Glove:  Cut  from  ger 
nine  Deerskin  leather  of  selected  qualitjsj 
TRIPLSEWN  throughout  with  spear  poimj 
silking.  Pearl  buttons  or  clasp  as  preferrecJ 
Colors:  Natural,  Gray,  Fawn,  Olive,  Brow>j 
and  Chamois. 


Hand  In  Hand  With  Quality 

Quality  shops  for  smart  men  and  smarter  women  and  snappy  glove 
departments  in  quality  stores  sell  their  customers  repeatedly 

Gates  Buckskin  Gloves 


for  skating,  driving,  motoring,  fishing, 
hunting  and  other  sports-wear  and  also 
for  street,  traveling  and  everyday  out- 
door wear  where  the  requirements  de- 
mand style,  comfort  and  service. 

Buckskin  gloves  are  permanently  and 
perennially  in  vogue.  The  leather  has 
proved  itself  supremely  durable,  pliable, 
and  comfortable  to  wear. 

The  increasing  sales  to  both  men  and 
women  of  buckskin  gloves  for  every  out- 
door need  indicates  the  growing  popu- 
larity of  this  all-purpose  glove  leather. 


Fashioned    into     GATES    GLOVES  by 

specialists  in  buckskin  glove  manufac- 
ture, a  style  and  fit  second  to  none  is 
combined  with  the  softness  and  dressy 
appearance  of  fine  mochas.  Seams  are 
made  practically  tear-proof  even  under 
abuse  by  the  special  "TRIPLSEWN" 
stitching  which  provides  thrice  the 
strength  of  ordinary  glove  seams. 

Put  quality  on  the  hands  of  yoilr  cus- 
tomers and  add  dollars  and  prestige  to 
your  glove  department  by  featuring  these 
high  grade  dependable  Gates  Buckskin 
Gloves. 

Shall  we  have  a  salesman  drop  in? 


GATEIS,  ^^ILLS  CO. 


JOHNSTOWN 


New  York:  200  Fifth  Ave. 

Boston,  Textile  Bldg.,  99  Chauncy  St. 


NEW  YORK 

Chicago,  31  E.  Jackson  Blvd. 
San  Francisco,  120  Battery  St. 


GLOUES 
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Magpie  Color  Idea 
In  Veilings 
Gains  Sway 

White  with  Cornflower  Blue,  Navy, 

Jade,   Coral   and  Cherry 

Favored  Combinations 

The  veiling  business  is  sauntering  along 
at  a  fairly  healthy  pace.  Draped  veils  are 
selling  "by  fits  and  starts"  in  most  localities 
and  interest  in  them  has  developed  into  a  real 
movement  in  a  few  of  the  larger  cities. 

The  demand  for  veilings  by  the  yard  is  of 
nation-wide  scope  and  the  volume  is  sufficient 
to  justify  the  assumption  that  the  veiling  de- 
partment is  holding  its  own  as  a  producer  for 
I  the  store. 

White  Grounds  for  Colored  Dots 

i,  The  tenacity  with  which  the  craze  for 
M  colored  chenille  dotted  veilings  holds  its  own 
}!  throughout  the  country  continues  to  be  a 
,j  source  for  wonderment.  The  summer  inter- 
pretation of  this  fashion  idea  requires  a  white 
ground  for  the  colored  dot. 

White  with  cornflower  blue,  navy,  jade, 
coral  and  cherry  are  among  the  combinations 
prominently  featured.  In  some  instances  a 
flesh  or  a  pale  bulf  ground  is  used  instead  of 
the  white. 

Magpie  Idea  Grows 

As  the  vogue  for  black  and  white  and  navy 
and  white  becomes  more  pronounced  in  milli- 
nery, the  magpie  idea  in  veilings  is  assuming 
greater  importance.  The  color  idea  is  so 
istrongly  entrenched  that  it  will  not  be  easily 
replaced  by  this  newer  tendency,  but  from 
now  on  it  is  safe  to  assume  that  honors  will 
be  shared. 

j  Black  Embroidery  on  White 

'  While  the  magpie  idea  is  usually  expressed 
in  yardage  veilings  by  the  application  of  a 
dot,  it  is  developed  by  means  of  an  embroid- 
ered motif  in  draped  veils.  Some  of  the  fore- 
most importers  are  showing  huge  white  veils 

jwith  rich  border  patterns  developed  in  black. 

jiVhite  veils  with  embroidered  navy  designs 
ire  also  shown  for  wear  with  navy  hats 
;rimmed  with  grapes,  flowers  or  feathers  in 

l^nowy  white. 

Even  the  miniature  9-inch  veilings,  now 

peing  used  extensively  by  the  more  fashion- 

jible  milliners,  are  shown  in  white.  These 
lainty,  lacy  creations  form  an  ideal  supple- 

Inent  for  the  broad  brimmed  summer  hat. 

Display  of  Ribbons 
I       Stimulate  Sales 

Owing  to  the  increasing  demand  for  fin- 
shed  articles  made  of  ribbons,  wholesale 
lOuses  are  paying  more  and  more  attention 

0  this  department. 

Ribbon  departments  have  tested  the  value 
'f  these  displays  and  have  found  them  such 
ales  producers  that  each  season  their  whole 
ry  seems  to  be  for  more  original  designs  and 

1  reater  variety.  As  a  result,  wholesale  rib- 
A  on  houses  are  employing  the  best  design- 

I  rs  and  displaying  such  quantities  of  these 

I I  ress  accessories   and   household  conveni- 

Ijnees  and   decorations   that   one  wonders 
/here  the  end  will  be. 
I    Lampshades  of  endless  variety,  cushions, 
elephone  covers,  pincushions,  bonbon  boxes, 
I'll  the  dressing  table  accessories,  draperies. 


In  the  uczv  nine-inch  veilings  lacy 
patterns  are  supreme  as  typified  in 
this  selection  from  the  Van  Raalte 
Co.  worn  with  a  new  gray  felt  sailor 
from  The  Jardine  Hat  Co.,  trimmed 
with  floral  cluster  in  pastel  colorings. 

Three-tone  French  chenille  dots 
beautify  the  new  summer  veilings. 
In  this  white  hexagon  from  the 
Crown  Veiling  Co.,  a  dot  in  henna, 
brown  and  gold  is  employed.  This 
faille  sailor  from  Gage  Bros.  &  Co. 
is  faced  in  white  straw  and  embroid- 
ered in  white  silk. 


Economist  Pliotos   (Fashion  Camera') 


etc.,  are  among  those  ar- 
ticles shown  for  the  home. 

The  articles  of  dress 
are  as  varied  as  those  for 
house  decoration  and  con- 
sist very  largely  of  such 
accessories  as  hats,  bags, 
sashes,  blouses,  camisoles, 
boudoir  caps  and  slippers, 
scarfs  and  even  full 
dresses. 

These  articles  incor- 
porate the  use  of  practi- 
cally every  variety  of  rib- 
bon that  is  manufactured. 
The  very  wide  warp  prints, 
brocades,  satins,  taffetas, 
stripes  and  plaids  are  as 
useful  in  the  manufacture 
of  these  necessities  and 
luxuries  as  are  the  narrow- 
er tinsels,  two-tone  satins 
and  novelty  ribbons. 

Displayed  inside  glass 
counters  and  also  on  top  of 
shelves,  these  articles  bring 
many  queries  from  customers  as  to  their  manu- 
facture and  the  quantity  of  ribbon  required. 
Where  salespeople  have  been  trained  to  know 
the  number  of  yards  of  ribbon  used  in  each 
article  so  that  they  can  give  accurate  infor- 
mation as  to  the  making  and  merchandise, 
the  sales  of  the  ordinary  ribbon  department 
can  be  increased  100  per  cent.  All  of  these 
articles  are  most  attractive  to  the  average 
woman  shopper  and  when  she  finds  that  with 
very  little  exertion  on  her  part,  and  the  pur- 
chase of  a  small  quantity  of  ribbon,  she  can 
have  one  of  these  delectable  creations,  she 
cannot  resist  the  temptation  to  purchase. 


After  May  1,  S.  Craig  Preston,  225  Fifth 
Avenue,  will  occupy  display  rooms  on  the 
ground  floor  of  251  Fifth  Avenue,  with  more 
than  5000  sq.  ft.  of  floor  space,  including  a 
basement  salesroom. 


Free  telephone  service  is  offered  Troy, 
N.  Y.,  customers  of  W.  M.  Whitney  &  Co., 
Albany,  N.  Y.,  by  means  of  a  direct  wire  be- 
tween the  two  cities.  Formerly  telephone 
calls  from  Troy  cost  customers  20  cents,  and 
it  was  found  that  this  charge,  which  was  felt 
by  customers,  hurt  business. 

Mrs.  B.  M.  Cowgill  has  recently  taken 
charge  of  the  personnel  work  of  the  Ville  de 
Paris  store,  Los  Angeles,  Cal.  Mrs.  Cowgill 
is  a  graduate  of  the  Prince  School.  At  the 
Los  Angeles  establishment  she  will  be  called 
upon  to  handle  personnel  work  for  two  dif- 
ferent types  of  stores,  as  the  lower  floor  of 
the  Ville  de  Paris  is  occupied  by  the  B.  H. 
Dyas  Co.,  which  is  equivalent  to  the  sport- 
ing goods  department  of  the  Ville  de  Paris. 
Mrs.  Cowgill  thus  will  have  two  kinds  of 
problems  to  solve. 
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SCOTSMOOR 

^^^^  ^^^^^  ^^^^  "  ^^^^^  TRADE  MARK 

KNITTED  PRODUCTS 


That  scoTSA\oon  Gloves  feel  as  good  as  they  look 
is  a  tremendous  point  in  their  favor,  and  one  that 
swings  many  a  sale  in  their  direction. 

Although  women  may  consider  style  before  comfort, 
when  the  two  qualities  are  combined,  as  they  are 
in  scoTS/nooR  Gloves,  nothing  more  can  be 
desired. 

The  soft,  evenly  knitted  texture  of  scotsmoor 
Gloves,  and  their  careful  fashion  and  fit,  of  which 
we  are  justly  proud,  assures  comfort  and  good 
appearance. 

Samples  on  request. 


SCOTSMOOR 


JOHNSTOWN 
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Diverse  Parasol 
Modes  Meet 
Vogue  of  Season 

Colors  Follow  Favored  Textile  Hues 
— Crook  Handles  Gain 
Sway 

THE  vogue  for  matching  the  sweater  with 
hat  and  parasol  seems  certain  to  add  a 
decided  stimulus  to  parasol  depart- 
ments. No  summer  wardrobe  is  complete 
without  numerous  sweaters,  both  wool  and 
silk,  in  all  the  most  becoming  colors.  The  new 
note  of  hat  and  parasol  to  match  each  one  of 
these  creations  is"  sure  to  catch  the  fancy  of 
most  women  and  the  summer  resorts  will  blos- 
som with  these  sets  as  did  Palm  Beach  and 
the  other  resort  fashion  centers  this  winter. 

Parasol  manufacturers  are  taking  ad- 
vantage of  this  vogue  and  are  placing  on  the 
market  models  of  silk  in  all  the  sweater 
shades  and  in  many  instances  adding  a  touch 
of  wool  embroidery  or  wool  fringe  to  bring 
about  a  more  complete  harmony  with  the  wool 
sweater. 

Gingham  parasols  are  likewise  made  com- 
plements of  the  gingham  dress  and  hat. 

For  the  more  formal  costume,  parasols 
are  made  of  the  finest  silks  trimmed  with  lace, 
ribbons,  particularly  velvet  ribbons,  silk 
flowers,  and  appliqued  designs.  These  para- 
sols do  not  always  conform  to  the  usual  shape 
but  are  often  of  unusual  and  novel  design. 
The  silk  very  frequently  strays  from  the  cus- 
tomary tightly  stretched,  neatly  bound  top 
to  shirred  or  flopping  lampshade  alTairs  that 
are  extremely  decorative. 

The  parasol  colors  follow  those  favored 
for  this  season  in  textiles,  all  the  reds,  fla- 
mingo, tomato,  spark  and  henna,  the  yellows 
and  orange,  grays,  blues — especially  Hard- 
ing blue — greens  and  browns. 
■  Handles  are  almost  uniformly  of  pyrox- 
lin  for  this  merchandise.  No  other  material 
harmonizes  so  perfectly  in  color  with  the 
silks  and  none  lends  itself  so  admirably  to 
graceful  designs. 

There  seems  to  be  a  diversity  of  opinion 
as  to  carrying  loops.  Some  manufacturers 
are  predicting  a  continuation  of  the  carry- 
ing loop  made  either  of  the  pyroxylin,  leather 
or  silk,  while  others  are  offering  their  new- 
est models  without  loops  and  with  longer 
handles  suitable  for  walking  length.  The 
directoire  length  is  not  generally  shown. 

Umbrellas  continue  of  the  sun-rain  va- 
riety and  suit  colors  prevail.  A  decided  lean- 
ing away  from  the  carrying  loop  is  noted  in 
this  merchandise  and  more  crooks  are  be- 
ing shown.  Whether  women  will  give  up  the 
convenient  carrying  loop  which  made  the 
danger  of  loss  almost  negligible  is  a  ques- 
tion yet  to  be  settled.  However,  after  weary- 
ing months  of  pyroxylin  handles  with  carry- 
ing loops,  no  doubt  some  will  welcome  a 
change  to  the  new  crook  handles,  especially 
those  made  of  wood  or  leather  covered. 

Some  new  patented  devices  are  being  in- 
troduced looking  to  the  improvement  of  the 
umbrella  and  comfort  of  the  user.  One  firm 
has  found  a  way  to  avoid  the  dangling  silk 
strap  which  invariably  hung  off  one  side  of 
«  the  umbrella  when  open.  By  having  an  ex- 
tra snap  along  the  edge  of  the  top  this  loop 
can  be  snapped  into  place  and  lie  snugly  out 
of  sight  when  the  umbrella  is  open. 

Another  little  device  to  do  away  with  the 
almost  universal  ripping  of  the  cover  caused 
by  pulling  it  over  an  umbrella  not  properly 
rolled  is  a  simple  rubber  insert  where  the  rip 
usuallv  occurred.  This  allows  of  enough 
elasticity  to  prevent  trouble. 


Lgff — The  vogue  for  ribbon  sashes  is  exemplified  in 
this  smart  summer  dress  of  embroidered  organdy  from 
the  Engel  Costume  Co.,  Inc.  Heavy  grosgrain  ribbon 
also  makes  the  stunning  rosette  which  trims  this  sum- 
mer straw  model  from  the  Jardine  Hat  Co.  A  very 
striking  black  and  white  parasol  from  Siegel,  Roths- 
child &  Co.  completes  this  attractive  outfit. 

Another  instance  of  the  favor  shown  wide  grosgrain 
ribbon  in  the  millinery  field  is  evidenced  in  this  fetching 
golden  brown  creation  from  Gage  Bros.  &  Co. 


Right — A  gray  silk  veil  of  hexa- 
gonal mesh  ornamented  with  a 
flower  design  and  chenille  dots  in 
black  and  gray,  from  the  Crown 
Veiling  Co.,  adds  the  necessary 
feature  to  complete  that  well- 
groomed  appearance. 


Economist  Photos  (Fashion  Camera) 


Political  Outlook 
Hits  Plauen  Trade 

Textile  Business  in  Germany  Bad — 
Unemployment  Rife 

Economist  Correspondence,  Plauen,  Ger- 
many 

Business  is  still  bad  in  Plauen.  There  is 
not  sufficient  export  trade  and  the  home  trade 
is  poor,  due  to  general  business  depression. 
The  unsettled  reparations  and  upper  Silesia 
questions  are  chiefly  responsible.  In  spite  of 
the  bad  situation  some  American  jobbers  have 
placed  orders  for  laces  and  collars  recently. 
They  bought  flne  Guipure  laces  in  Venise  and 
Irish  imitations  and  Guipure  collars,  mostly 
in  the  Tuxedo  form.  Small  round  collars  also 
were  ordered,  but  no  sailor  shapes.  Many 
Plauen  manufacturers  believe  that  the  United 
States  soon  will  become  again  a  good  market 
for  their  production  and  buyers  are  expected 
here  shortly.  They  will  find  richly  assorted 
collections  of  novelties  at  very  advantageous 
prices  because  of  the  low  value  of  the  German 
mark. 

Soine  large  orders  were  placed  last  month 
by  South  American  importers.  England,  too, 
is  beginning  to  place  orders  to  a  certain  ex- 
tent, chiefly  on  cheaper  grade  goods. 

General  Textile  Trade  Bad 

In  the  general  textile  trade  in  Germany 
most  of  the  factories  employ  a  certain  number 
of  workmen,  but  the  larger  part  of  the  ma- 


chines are  idle  and  the  number  of  unemployed 
has  increased  considerably  in  the  last  two 
months.  However,  several  large  cotton  spin- 
ners are  fully  employed  and  curtain  and  car- 
pet manufacturers  have  sufficient  orders  on 
hand  to  keep  busy.  The  Saxony  industries 
should  improve  as  Yugaslavia  has  placed  con- 
siderable orders  for  textile  goods  such  as 
stockings,  underwear,  cloth,  linen  and  espe- 
cially machines  to  be  paid  for  by  exchange 
for  food  supplies. 

It  is  felt  here  that  there  is  no  prospect  for 
improvement  in  conditions  until  the  Allies  and 
the  German  government  come  to  an  under- 
standing which  will  permit  an  easy  exchange 
of  goods  with  other  countries.  If  the  pro- 
posed high  tax  on  exports  is  enforced  and  the 
reparations  as  now  figured  are  allowed  to 
stand  either  a  new  war  or  the  end  of  the  Ger- 
man nation  may  be  looked  for.  At  least,  that 
is  the  popular  belief,  with  world  revolution  as 
a  possible  alternative. 


The  firm  of  Katz  Bros.,  Inc.,  recently  ob- 
served the  completion  of  50  years  in  the  mer- 
cantile business  at  Honesdale,  Pa.  The  pres- 
ent business  is  the  outgrowth  of  a  small  store 
started  in  1871  by  W.  Jonas  Katz  and  his 
brother,  Jacob  F.  Katz. 

I.  Shwarz,  Texarkana,  Arkansas-Texas, 
has  purchased  property  involving  $34,000, 
which  he  plans  to  use  as  the  site  for  a  new  de- 
partment store  in  that  city.  Mr.  Shwarz  pro- 
poses to  erect  in  the  immediate  future  a  four- 
story  modern  structure.  The  site  is  bounded 
by  three  streets  and  offers  an  exceptional  op- 
portunity for  window  display  space. 
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IQamd'Sol  is  the  new  ready-to-wear 
camisole  ribbon,  with  the  woven  tubu- 
lar border  that  makes  it  so  easy  and 
convenient  for  your  customer  to  make 
up  camisoles. 

The  required  length,  usually  one  and 
one  quarter  yards,  is  cut  off  for  your 
customer.  She  makes  a  buttonhole  in 
the  center  of  the  top  tubular  casing. 
Through  this  she  runs  a  narrow  rib- 
bon for  draw  string.  Through  the 
lower  tubular  casing  she  draws  an  elas- 
tic. The  ends  are  joined,  shoulder 
straps  are  attached  and  the  camisole  is 
complete. 

Each  Ko-md'soi  sale  also  sells 
the  accessory  ribbons  for  shoul- 
der straps  and  draw  ribbon. 

iQamd'Sol  is  made  in  9  and  10>4  inch 
widths  in  a  variety  of  styles  — solid 
colors  in  White,  Pink,  Blue,  Navy, 
Brown,  Taupe,  Black  and  Pink  with 
Blue  border,  also  in  Jacquard  weaves 
and  Warp  Print  designs. 
Style  D,  a  Jacquard  weave,  is  featured  in  the 
illustrations. 


ERNEST  «n9  HERMAN  LEVYInc 
Fourth  Avenue  at  19*Street 

New  York  City 
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How  the  Sales  Manager's  Job  Shapes  up 
In  the  Medium-sized  Store 

Its  Incumbent  Must  Be  an  Adman,  a  Merchandise  Man,  an  Or- 
ganizer, Salesman  and  Judge  of  Human  Nature— He  Must  Keep 
His  Finger  on  the  Pulse  of  His  Community's  Development  and  Be 
Able  to  Sense  the  Public's  Buying  Temperature  a  Long  Time  Ahead 


THE  person  who  plans  and  directs  the 
sales  policy  of  any  department  store, 
large  or  small,  must  be  a  most  versa- 
I  tile,  broadminded,  and  exceptionally  well- 
posted  individual.  He  must  be  at  once  an 
advertising  man,  a  merchandise  man,  an  or- 
ganizer, a  salesman,  and  a  keen  judge  of  hu- 
man nature  in  all  its  phases.  The  statement 
probably  will  be  made  that  no  such  super- 
man exists,  but  the  fact  remains  that  the  more 
of  the  foregoing  attributes  that  a  sales  man- 
ager possesses,  the  greater  will  be  his  success. 

Advertising  and  selling  are  so  closely 
linked  together  that  there  must  be  the  closest 
harmony  and  co-operation  between  the  adver- 
tising department  and  the  sales  office.  Many 
stores  like  the  one  with  which  this  writer  is 
associated,  combine  the  two  departments,  and 
the  sales-campaign  and  its  attendant  adver- 
tising are  worked  out  together. 

Factors  to  Be  Considered 

The  sales  manager  must  possess  sufficient 
knowledge  of  the  merchandise  in  his  institu- 
tion to  know  when  and  where  it  will  sell  to 
best  advantage.  That  is,  he  must  know 
whether  a  certain  lot  of  goods  will  sell  best  in 
a  "special  sale,"  in  the  bargain  basement,  on  a 
"bargain  square,  or  in  regular  stock.  Unfor- 
tunately, he  cannot  always  be  influenced  by 
the  suggestions  of  the  buyer  or  department 
manager  because  the  latter's  enthusiasm  and 
anxiety  to  get  rid  of  the  merchandise  some- 
times biases  his  judgment.  Therefore,  the 
sales  manager  should  know,  from  his  records 
and  his  daily  observation,  what  types  of  mer- 
chandise sell  best  on  certain  days  of  the  week. 
He  must  be  familiar  with  the  days  of  the  week 
on  which  certain  classes  of  people  do  their 
shopping. 

For  instance,  he  will  know  better  than  to 
hold  a  sale  of  wash-tubs  and  clothes  lines  on 
Monday,  in  the  town  in  which  this  is  written, 
because  Monday  is  "wash-day"  here  in  nearly 
every  home,  and  women  are  too  busy  to  come 
downtown  to  buy  supplies  even  at  bargain 
prices.  He  will  know,  too,  that  Thursday  is 
"Maid's  Day"  here,  and  that  nearly  every 
woman  who  employs  a  maid  gives  her  Thurs- 
day as  her  "day  off."  He  realizes  therefore, 
that  Thursday  is  a  good  day  to  advertise  mer- 
chandise that  appeals  to  the  tastes  and  pocket- 
books  of  the  girls  who  rule  the  destinies  of 
many  of  our  households. 

In  Tune  With  Civic  Events 

Following  the  same  line  of  reasoning,  he 
will  keep  track  of  the  various  special  civic 
events  such  as  conventions  and  celebrations 
of  different  kinds,  and  he  will  plan  his  sales 
campaign  accordingly.  He  will  feature  a  dif- 
ferent class  of  merchandise  of  course,  for  the 
convention  of  the  State  Federation  of 
Women's  Clubs  than  he  will  for  a  gathering 
of  women  of  a  lesser  degree  of  intelligence 
and  of  different  tastes. 

The  man  who  plans  the  selling  for  a  store 
is  next  in  importance  to  the  men  who  actu- 
ally manage  and  merchandise  it,  and  his 
scope  of  authority  should  not  be  hampered  in 
any  way.    Naturally  he  must  possess  imagi- 


By  G.  W.  Talbott 

Sales  Manager,  the  Shriver- Johnson  Co., 
Sioux  Falls,  S.  D. 

nation  and  it  should  be  allowed  full  play. 
Every  accomplished  deed  was  first  a  theory, 
but  nothing  is  so  disheartening  as  an  appar- 
ent lack  of  appreciation  of  one's  ideas  and 
theories  by  one's  superiors. 

Getting  the  Rural  Trade 

The  scope  of  this  article  must  necessarily 
be  limited  to  the  personal  observations  and 
experiences  of  the  writer  and  as  those  experi- 


In  these  strenuous  days  the  manager  of 
sdies  has  many  difficult  problems  to  solve,  but 
the  most  important  one  is  the  gaining  and 
retaining  of  public  confidence  in  his  institution. 

ences  have  taken  place  chiefly  in  rural  com- 
munities, schemes  and  plans  for  gaining  rural 
trade  will  be  the  outstanding  topic. 

The  first  problem  of  the  person  who  seeks 
rural  trade  is  the  bringing  of  people  outside 
his  city  into  town  on  days  other  than  their 
habitual  shopping  days.  For  years  Saturday 
was  always  the  one  big  day  in  the  week  be- 
cause the  farmer  or  the  small  town  shopper 
who  went  to  the  metropolis  to  do  her  shopping 
always  seemed  to  select  Saturday  as  the 
proper  day.  The  result  was  that  stores  were 
crowded,  service  was  many  times  unsatisfac- 
tory, salespeople  were  tired  and  irritable,  and 
because  of  the  general  rush  the  major  portion 
of,  goods  sold  was  staple  merchandise  that  was 
merely  handed  out  mechanically  because  there 
was  no  time  for  real  salesmanship  in  the  sell- 
ing of  more  profitable  items. 

Good  roads  and  the  general  use  of  the  au- 
tomobile have  brought  changes  in  this  condi- 
tion, however,  and  the  wide-awake  sales  man- 
ager arranges  his  plans  to  "keep  them  com- 
ing" throughout  the  week.  Rural  free  deliv- 
ery has  made  it  possible  for  him  to  cover  his 
trade  area  effectively  with  daily  advertise- 
ments, and  it  is  the  experience  of  the  store 
with  which  this  writer  is  associated  that  rural 
shoppers  will  respond  as  quickly  to  announce- 
ments of  special  selling  events  during  the 
wpek  as  they  will  on  Saturday. 

This  store  has  the  usual  program  of 
seasonal  events  such  as  the  January  White 


Sale,  January  Clearance  Sale,  spring  and 
fall  opening  events,  etc.,  but  in  addition 
to  these  holds  two  sales  that  have  be- 
come a  tradition  in  this  neighborhood:  The 
Dollar  Sale  and  The  Penny  Sale.  "Dollar 
Day"  is  held  in  the  fall  and  is  conducted  like 
most  sales  of  that  name,  with  the  exception 
that  we  go  a  little  further  than  is  the  usual 
custom  and  offer  several  items  that  are  priced 
so  ridiculously  low  that  literally  thousands 
of  people  are  on  hand  before  the  doors  open  on 
the  morning  of  the  event.  The  Penny  Sale 
is  patterned  after  the  sales  held  periodically 
by  one  of  the  great  chain  drug  store  organiza- 
tions in  which  one  item  is  sold  at  regular  price, 
with  the  privilege  of  another  item  of  the 
same  value  for  one  cent.  This  has  been  par- 
ticularly effective  in  our  ready-to-wear  sec- 
tions. The  event  is  held  late  in  the  winter  or 
early  spring  and  serves  the  purpose  of  a  clear- 
ing sale. 

Featuring  Bargain  Squares 

To  sustain  daily  interest  in  this  store  we 
conduct  "on  the  square"  sales  each  day.  A 
large  "Bargain  Square"  on  the  first  floor  is 
used  for  the  purpose  and  the  slogan,  "On  the 
Square"  identifies  each  advertisement.  Ex- 
perienced and  alert  salespeople  have  been 
chosen  for  the  square  and  each  day  a  different 
item  is  offered.  Small  advertisements  uni- 
form in  size  (three  columns,  six  inches)  are 
used  each  day  and  the  response  has  been  re- 
markable. Everything  from  doll  wigs  to 
women's  coats  has  been  sold  "on  the  square," 
with  women's  aprons  and  silk  piece-goods 
holding  the  record,  up  to  this  time,  for 
volume. 

On  each  Wednesday  an  "Hour  Sale"  is  held 
in  Economy  Basement.  The  time  being  from 
3.00  to  4.00  o'clock  p.  m.  Contrary  to  our 
expectations,  interest  has  been  maintained  in 
these  sales  for  two  years. 

To  stimulate  sales  in  general,  and  particu- 
larly in  the  juvenile  and  toy  departments,  this 
store  pays  considerable  attention  to  the  chil- 
dren of  the  community.  At  the  opening  of  the 
holiday  shopping  season  space  is  given,  usu- 
ally in  the  toy  department,  for  a  daily  story- 
hour  by  a  professional  entertainer  of  children. 
Special  invitations  are  mailed  to  a  list  of  chil- 
dren prepared  in  advance,  and  these  invita- 
tions are  supplemented  by  display  advertise- 
ments and  newspaper  stories. 

To  School  and  Kindergartens 

The  "story-lady"  is  sent  to  the  various 
primary  schools  and  kindergartens  in  the  city 
where  she  gives  a  short  program  of  stories 
in  the  morning  and  announces  her  story  hour 
here  at  the  store  in  the  afternoon.  The  re- 
sponse is  surprising.  Hundreds  of  children 
are  present  each  afternoon,  and  as  a  large 
proportion  of  them  are  accompanied  by  their 
elders  an  increase  in  sales  is  inevitable. 

This  year  on  the  opening  day  of  our  Toy- 
land,  a  Mother  Goose  pageant  was  staged  in 
which  Santa  Claus  and  twelve  Mother  Goose 
characters  impersonated  by  little  children 
made  a  parade  of  the  downtown  district  and 
then  to  the  store  where  Toyland  was  formally 

(Continued  on  page  151) 
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Co-operative  Development  of  Training 
For  Retail  Selling  in  Pittsburgh 

Not  Only  the  Owners  and  Managers,  but  Rival  Educational  De- 
partments Have  Been  Sitting  Together  Around  One  Table  for 
Months — Eighteen  Months'  Experience  in  High  School  Instruc- 
tion Has  Answered  Many  Practical  Questions  in  a  Practical  Way 


RETAILING  had  so  many  years  ago 
evolved  new  plans  for  buying  and  adver- 
tising goods  with  attention  to  the  me- 
chanics of  system  and  accounting,  that  many 
merchants  believed  no  other  line  of  progress 
was  possible.  Suddenly  we  found  a  new  speci- 
men of  executive  starting  to  breed  leaders. 
This  specimen  was  devoted  to  people,  inter- 
ested mainly  in  the  human  factor  in  the  stores. 
The  new  variation  in  the  revolutionary  proc- 
ess has  now  taken  root.  We  have  two  differ- 
ent plants  in  a  big  store,  one  producing  better 
people  and  one  better  bargains,  whereas  be- 
fore the  retailing  soil  produced  only  one  kind 
of  executive. 

A  striking  feature  of  the  new  executive 
specimens  is  that  they  flourish  in  clusters. 
A  bunch  blends  into  a  bouquet.  They  do  not 
require  a  single  vase  for  each  blossom.  It  is 
no  longer  possible  to  say,  "You  cannot  interest 
stores  in  the  same  city  in  a  common  enter- 
prise since  local  stores  are  competitors."  In 
order  to  raise  the  standards  of  human  serv- 
ice to  the  public,  these  executives  readily  get 
together  about  local  school  programs. 

Their  Natural  Soil 

Indeed  they  find  this  co-operation  is  their 
natural  soil.  Not  only  the  owners  and  man- 
agers but  the  rival  educational  departments 
have  been  sitting  together  around  one  table 
in  Pittsburgh  for  many  months.  Regular 
conferences  are  held  regarding  the  common 
problems  of  developing  better  salespeople  and 
better  aids  to  support  this  salesforce. 

Co-operative  enterprise  concerned  with  re- 
tail training  was  especially  favored  in  Pitts- 
burgh. Seven  stores  in  May,  1918,  united  to 
form  the  Research  Bureau  for  Retail  Train- 
ing affiliated  with  the  Carnegie  Institute  of 
Technology  and  with  the  public  schools.  The 
program  of  this  Bureau  included,  besides  re- 
search on  personnel  problems,  the  preparation 
of  directors  of  training  for  the  stores  and  of 
teachers  of  retail  selling  for  the  public 
schools. 

The  program  of  the  Bureau  was  laid  out 
for  five  years  and  underwritten  for  $32,000  a 
year  by  Boggs  &  Buhl,  Frank  &  Seder,  Jo- 
seph Home  Co.,  Kaufmann's,  Lewin  &  Nei- 
man,  Meyer  Jonasson  &  Co.  and  the  Rosen- 
baum  Co. 

Institute  Group  Organized 

The  establishment  of  the  Bureau  meant 
the  organization  of  a  professional  group  at 
the  Institute  of  Technology  headed  by  Dr.  W. 
W.  Charters.  This  staff  was  to*  attack  per- 
sistently the  problems  of  personnel,  i.  e.,  the 
better  supply,  selection,  training,  supervision 
and  well-being  of  the  army  of  workers  in  both 
the  selling  and  non-selling  force. 

In  attacking  these  problems  in  a  research 
spirit  the  Bureau  hopes  to  be  of  real  service 
not  only  to  the  Pittsburgh  stores  but  in  the 
broader  field  of  this  type  of  vocational  train- 
ing. With  this  in  view  the  results  of  its  re- 
searches are  being  made  available  for  other 
cities  as  soon  as  they  have  been  demonstrated 
to  be  useful  through  trial  in  Pittsburgh. 


By  J,  B,  Miner 

Executive  Secretary,  Research  Bureau  for 
Retail  Training,  Carnegie  Institute 
of  Technology 

These  studies  are  the  gifts  of  a  co-operative 
enterprise  available  at  a  normal  cost  consider- 
ing the  unique  scientific  methods  used  in  their 
preparation. 

Early  Fruits  of  Work 

The  aids  to  training  already  prepared  in- 
clude a  manual  of  merchandise  information 
about  shoes  with  accompanying  bulletins  for 
use  in  training  new  employees,  a  series  of 
lessons  in  English  to  correct  the  most  com- 
mon mistakes  actually  recorded  in  the  stores, 
and  a  training  device  for  practicing  the  only 
kinds  of  arithmetic  used  by  salespeople.  Dr. 
Charters'  national  leadership  in  vocational 
education,  as  Dean  of  the  graduate  schools  of 
education  at  the  University  of  Illinois  and 
University  of  Missouri,  both  stores  and  edu- 
cators that  the  most  approved  recent  advances 
have  been  adopted  to  these  new  purposes. 

Aiming  to  devote  special  attention  to  new 
methods  of  training  employees  in  stores,  it 
was  important  for  the  Bureau  to  prepare 
teachers  for  the  stores  and  schools  who  would 
be  familiar  with  its  work.  An  advanced  col- 
lege course  was  established  in  the  fall  of 
1918.  Forty-two  students  have  taken  this 
training.  They  came  from  seventeen  States 
and  the  graduates  are  now  holding  positions 
in  stores  and  schools  scattered  from  New 
York  to  California,  from  Minnesota  to  Ala- 
bama. A  few  of  the  graduates  are  in  em- 
ployment departments  or  in  schools,  but  more 
are  in  the  training  departments  of  stores. 
Practically  all  those  trained  were  college 
graduates  before  taking  the  course.  Capable 
business  people,  however,  without  college 
training  are  not  excluded. 

The  Start  in  the  High  Schools 

One  of  the  early  problems  of  the  stores  co- 
operating in  the  Retail  Bureau  was  to  assist 
in  starting  a  high  school  course  in  retail  sell- 
ing. The  school  authorities  were  represented 
on  the  executive  board  of  the  Bureau  and  rec- 
ognized at  once  the  desirability  of  some  voca- 
tional training  for  retailing.  In  the  fall  of 
1919  three  high  schools  introduced  a  course 
in  retail  selling,  open  to  juniors  and  seniors. 
The  course  could  be  elected  for  a  single  sem- 
ester or  be  carried  for  a  longer  period,  even 
for  the  entire  two  years. 

It  is  obvious  that  retailing  will  profit  by 
fundamental  improvements  in  its  methods  of 
training  within  the  store  walls.  The  value  to 
merchants  of  the  high  school  courses  in  re- 
tail selling  may  not  be  quite  so  obvious. 
Pittsburgh's  year  and  a  half  of  experience 
with  such  a  course  has  not  all  been  rosy.  On 
the  whole  the  results  have  been  encouraging. 
In  order  that  others  may  profit  by  our  experi- 
ence and  utilize  methods  which  have  proved 
useful  in  building  up  the  work,  a  bulletin  has 
just  been  published  by  the  Bureau  describing 


the  course  in  retail  selling  in  the  Pittsburgh 
high  schools. 

Why  should  merchants  desire  retail  selling 
taught  in  high  schools?  Will  it  mean  a  large 
increase  in  applicants  or  a  better  type  of  ap- 
plicant for  employment  in  the  stores?  Will 
salespeople  trained  in  high  school  beat  those 
trained  by  the  hard  knocks  of  experience? 
These  practical  questions  about  a  high  school 
course  need  to  be  answered. 

Retail  Selling  Must  Be  "Sold" 

Too  much  emphasis  must  not  be  placed  on 
the  expectation  of  large  enrollment.  High 
school  pupils  to-day  are  generally  planning  to 
go  to  professional  colleges  after  they  graduate 
or  else  to  take  office  positions.  Thirty  years 
ago  courses  which  prepared  for  stenographic 
and  bookkeeping  positions  were  slow  to  at- 
tract the  high  school  students.  Retail  selling 
is  to-day  a  less  attractive  opening  to  the  ordi- 
nary pupil  in  high  school  than  these  other 
commercial  subjects  which  have  already  es- 
tablished themselves.  It  must  establish  its 
educational  and  social  position.  It  must  win 
its  way  to  the  dignity  of  a  vocational  calling. 
Principals,  teachers  and  pupils  must  be  taught 
to  appreciate  the  opportunities  in  the  retail 
field.  Three  years  ago  a  vocational  census  in 
Pittsburgh  high  schools  showed  not  more  than 
one  in  two  hundred  pupils  were  contemplating 
selling  as  a  vocation. 

After  completing  one  or  more  semesters  of 
such  a  course  with  practice  in  the  stores  on 
Saturdays  and  during  vacations  the  young 
people  will  not  enter  stores  with  the  wisdom 
of  merchants.  They  will  have  only  just  begun 
to  find  themselves  and  to  understand  the  needs 
of  their  jobs.  By  having  their  experiences  in 
stores  during  the  course  discussed  in  the 
school  classes  by  able  teachers  in  sympathy 
with  the  problem  of  selling,  young  people  will 
have  had  the  gap  between  school  and  work 
sympathetically  bridged  for  them.  They  will 
be  more  likely  to  have  found  their  vocational 
bents  than  those  of  similar  ability  who  enter 
stores  for  the  first  time. 

New  Blood  Urgent  Requirement 
Merchants  who  are  inclined  to  discount  the 
advantage  of  the  high  school  training  course 
should  recognize  the  other  side  of  their  prob- 
lem. The  supply  of  capable  promotion  ma- 
terial within  their  organizations  has  of  late 
years  run  abnormally  low.  New  blood,  better 
potential  ability,  must  be  introduced  if  the 
complex  institutional  organization  of  a  large 
department  store  is  to  be  preserved.  A  cen- 
sus of  employees  in  half  a  dozen  stores  indi- 
cated that  not  25  per  cent  of  those  under  23 
years  of  age  had  ever  attended  high  school. 
Very  few  had  graduated.  The  educational 
status  was  probably  quite  like  that  of  those  of 
the  same  age  in  the  city  generally. 

Quite  as  capable  people  are  to  be  found 
who  have  never  gone  to  high  school;  but,  and 
here  is  the  point,  the  chances  of  finding  high 
capacity  among  high  school  juniors  and  sen- 
iors is  many  times  greater  than  among  the 
ordinary  applicants  for  work  in  a  store.  In 
one  Pittsburgh  high  school,  for  example,  not 
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WIRE  YOUR 


IMMEDIATE 
DELIVERIES 


Big  Marabou  Values  to 
Swell  Your  Profits 

Means  Marabou  Sales!    Order  Today 


ASSORTMENT    No.  1 

4  Capes,  Price  range  $5 
to  $9.  Ordered  individ- 
ually $29.50.  SPE- 
CIAL ASSORT.%')CM 
MENT  PRICE. 


ASSORTMENT    No.  2 

6  Capes  and  Stoles, 
Price  range  $5  to  $11. 
Ordered  individually 

MENT  PRICE 


ASSORTMENT  No.  3 

6  Capes  and  Stoles,  Price  range  $7.50 
to  $14.50.  Ordered  individtiallv  $62.50. 
SPECIAL  ASSORTMENT%^^M 


Every  Falk  number  is  made  of 
full,  luxurious  Marabou  downs. 
Ribbon  streamers  with  pom-pons 
or  Tortoise  shell  clasps.  Novel 
ostrich  combinations. 

Colors:    Brown,    Black,  Beaver 
and  Seal 

Values  that  have  given  us  the 
greatest  business  in  our  history 
with  over  500  new  accounts 
opened  this  month. 

Illustration  shows  No.  611. 
Price  $5.00  each. 

Louis  A.  Falk 

Largest  Marabou  House 
In  The  World 

3-5-7  West  29th  Street 

New  York 


.FirM  SHOO 


AND  SUPPOSE  the  gloves  you  had  sent  to  be 
cleaned  were  there  at  the  time.  A  fire  isn't  likely 
to  happen  because,  although  we  use  3000  gallons 
of  gasoline  monthly,  the  underwriters  in  view  of 
our  methods  and  equipment  have  made  our  rates 
surprisingly  reasonable. 

But  suppose  there  was  a  fire.  Your  loss  would 
be  nil.  Every  glove  in  the  plant  is  protected  by 
insurance  in  the  owner's  favor. 

Eyre  glove  cleaning  is  truly  a  glove  cleaning 
service.  A  little  booklet  has  been  written  about 
this  service;  it  is  yours  for  the  asking. 

A.  D.  EYRE  CO. 

Largest  Kid  GloVe  Cleaners  in  the  United  States 


Jersey  City,  N.  J. 
lQ-21  HopKins  Ave. 


Cleveland,  O. 
2132-36  -W.  15tH  St. 
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Fashion  Decrees  The 
''Colorhrella  for  Year 
Round  Usage 

The  demand  for  the  colored 
umbrella  has  more  than  a  "sea- 
son's" life — 

"Colorbrellas"  with  our  "Anne 
Weathers"  and  Black  um- 
brellas take  care  of  the  demand 
the  year  round.  Numerous 
patterns,  fabrics  and  colors  are 
shown  and  the  many  unique, 
novel  handles,  designed  of 
pyralene,  in  attractive  styles 
with  sterling  silver  and  leather 
trimmed  creations,  tastefully 
adorned  with  tips  and  ferrules 
to  match,  are  in  unusual  assort- 
ments. 


Exceptional  displays  at  our  New  York  and 
Baltimore  Salesrooms,  as  well  as  by  our  sales- 
men. 

Inquiries  for  particulars  will  receive  our  imme- 
diate attention. 

Siegel  Rothschild  &  Co. 

Executive  Offices,  Factory  and  Salesrooms: 

BALTIMORE,  MD. 

New  York  Salesrooms: 
1170  Broadway,  at  28th  Street 
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Embroideries  and  Laces  Ready 
For  Their  Own  "Week'' 


Left — Embroideries  of 
the  type  shown  in  this 
beautiful  dress  from  J. 
Wise  Co.  are  a  leading 
feature  in  summer  fash- 
ions. Sand  in  color  and 
made  in  the  newest  style 
line,  this  dress  proves  the 
beauty  dormant  in  these 
Anglais  allovers.  White 
milan  and  horsehair, 
trimmed  with  a  narrow 
green  ruche  makes  this 
pleasing  hat  from  D.  B. 
Fisk  &  Co. 


I 


i' 

w 

Ml.,. 

1%,  .'J 

Right — Beautiful  hand- 
made lace  and  embroid- 
ery were  combined  by 
Callot  Soeurs  in  making 
this  unusual  dress  im- 
ported by  Maginnis  & 
Thomas.  Black  cired  rib- 
bon adds  a  charming  con- 
trast to  the  deep  cream 
of  the  gown. 


Below — Brown  Chan- 
tilly  lace  draped  about  a 
wide  shape  and  bound 
about  the  crown  with 
golden  chenille  cattails 
forms  one  of  the  most  at- 
tractive hats  seen  this 
season.  From  Gage  Bros. 
&■  Co. 


Economist  Photos 
(.Fashion  Camera) 
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WIDE  flouncings  of  embroidered 
nets — particularly  the  filet  nets 
— continue  to  be  the  best  sell-i 
ers  in  lace  departments.  Grays,  henna,: 
blue,  brown,  cream  and  black  are  the 
leading  colors  in  these  effective  laces  and 
both  afternoon  and  evening  dresses  fea- 
ture them.  Made  over  silk  or  in  com- 
bination vfith.  tulle  of  the  same  or  con- 
trasting colors,  they  are  distinctly  fav- 
ored for  summer  wear. 

Likewise,  Anglais  allovers  are  in 
vogue  for  the  coming  season,  especially 
for  the  more  informal  affairs.  These 
embroideries  are  made  according  to  the 
latest  style  lines  and  are  dyed  in  all  the 
new  shades. 

With  the  approach  of  Lace  and  Em- 
broidery Week — April  18-23 — these  two 
departments  are  being  refurbished  and 
given  a  new  prominence  with  the  expec- 
tation of  greater  publicity,  and  as  a  con- 
sequence, greatly  increased  sales. 

The  staple  laces  and  embroideries  are 
in  greater  demand  as  the  season  ad- 
vances and  as  organdy  dresses  increase 
in  popularity,  vals  and  kindred  laces  in- 
crease in  sales. 
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an  upper  classman  was  below  the  tested  men- 
tal ability  necessary  to  become  an  officer  in 
our  recent  draft  army.  The  next  generation 
of  captains  of  business  will  rarely  have  left 
school  before  high  school  graduation.  If 
stores  are  to  hold  their  proper  share  of  lead- 
ers they  must  draw  an  increasing  number 
from  the  high  school  group  with  its  officer 
training  material.  The  school  systems  of  the 
country  are  selecting  more  and  more  of  the 
ablest  youth  for  four  years  training  beyond 
the  elementary  schools. 

A  "Darker"  Continent 

Promoting  a  high  school  course  is  not  so 
different  from  other  selling  problems  that 
store  men  need  hesitate  to  undertake  it.  But 
educating  the  public  to  purchase  a  new  style 
of  millinery,  gowns  or  furniture  is  a  simple 
problem  in  advertising  compared  to  educating 
the  public,  the  orthodox  teacher,  and  the  Jiigh 
school  boy  or  girl  to  consider  a  daily  job  so  re- 
mote from  the  classical  tradition  of  high 
schools.  Selling  is  even  a  darker  continent 
than  industry.  We  have  had  industrial 
courses  in  high  schools  for  some  time  now. 
Few  high  school  alumni  companions  have  re- 
turned to  tell  about  the  advantages  of  stores. 

Recognizing  these  handicaps  the  Retail 
Bureau  in  Pittsburgh  set  about  its  task  by 
preparing  a  booklet  entitled  "Earn  and 
Learn,"  setting  forth  the  attractions  of  the 
new  course.  This  was  followed  by  another 
booklet,  "After  School,  What?"  for  those 
about  to  drop  out  of  school  at  the  end  of  the 
eighth  grade  or  in  high  school.  Both  set 
forth  the  ideals  of  stores  and  pictured  the  va- 
riety of  openings  for  capable  men  and  women. 
These  were  illustrated  by  examples  of  people 
who  had  worked  up  in  Pittsburgh  stores  from 
positions  like  those  from  which  the  pupils 
would  start. 

The  first  result  was  most  encouraging. 
Over  two  hundred  juniors  and  seniors  took  up 
the  new  retail  selling  course  the  first  year. 
About  half  spent  both  Fridays  and  Saturdays 
in  the  stores,  the  school  authorities  excusing 
them  from  their  other  Friday  classes  on  con- 
dition that  they  kept  up  their  work.  The  con- 
dition proved  too  severe  so  that  now  Friday 
work  is  permitted  only  for  exceptional  stud- 
ents. Other  causes  have  contributed  to  the 
smaller  registration  this  year,  but  the  course 
has  become  stabilized  in  some  of  the  schools 
as  a  regular  field  of  training. 

The  Peep  Behind  the  Scenes 

One  of  the  happiest  devices  for  encourag- 
ing the  new  course  has  been  systematic  tours 
of  the  stores  arranged  for  principals,  voca- 
tional counselors  and  pupils.  This  actual  peep 
behind  the  scenes  into  the  receiving,  marking, 
auditing,  repairing,  delivery  departments, 
etc.,  awakened  deeper  interest  in  the  store  as 
a  business  institution.  Its  public  function  as 
a  great  distributing  organization  impressed 
many  whose  only  experience  with  retail 
houses  had  been  gathered  from  the  front  of 
the  counters. 

It  was  the  good  fortune  of  Pittsburgh  to 
have  as  its  educational  leaders  men  like  Super- 
intendent W.  M.  Davidson;  Associate  Super- 
intendent Frank  M,  Leavitt,  in  charge  of  vo- 
cational education;  and  Edward  A.  Rynearson 
as  director  of  vocational  guidance.  These 
men  and  the  high  school  principals  with  hard- 
ly an  exception  backed  the  retail  selling  course 
with  vigor.  The  vocational  counselors  have 
also  been  a  potent  influence  in  sifting  out 
students  adapted  to  store  work. 

Every  student  has  his  own  educational  ad- 
viser in  the  person  of  a  "Report  Teacher"  who 
assists  him  in  making  up  his  program  of 
work.  These  hold  strategic  positions  and 
might  readily  block  any  new  diversion  from 
the   established  routine  of   courses.    It  is, 


therefore,  necessary  to  make  the  function  of 
the  new  course  plain.  Students  whose  edu- 
cational plans  are  clearly  in  line  with  their 
life  interests  should  not  be  diverted.  Those 
with  the  right  personal  traits  and  sufficient 
aptitude  to  succeed  are  to  be  discovered  and 
encouraged.  Retail  selling  offers  a  new  op- 
portunity to  be  carefully  weighed  by  a  realis- 
tic prevocational  try  out. 

Opinions  of  School  Men 

Let  me  quote  a  few  opinions  of  the  school 
men  in  Pittsburgh  regarding  the  retail  selling 
course  after  its  first  year  of  trial.  Superin- 
tendent Davidson  says:  "In  general  I  may 
say  that  it  is  playing  its  part  in  democratizing 
the  high  schools  and  is  gaining  for  itself  the 
support  of  all  our  forward  looking  teachers." 

Mr.  Leavitt  writes:  "The  salesmanship 
work  has  been  of  tremendous  value.  It  has 
come  to  the  attention  of  a  considerable  num- 
ber of  our  high  school  teachers  as  a  specific 
illustration  of  a  general  principle,  namely,  the 
principle  that,  in  a  modern  school  system,  the 
high  school  exists  for  all  the  children,  those 
whose  educational  needs  are  vocational  as  well 
as  those  who  are  on  their  way  to  higher  in- 
stitutions of  learning. 

"There  has  been  a  growing  willingness  on 
the  part  of  our  high  schools  to  permit  neces- 
sary deviations  from  established  courses  of 
study  in  order  that  boys  and  girls  who  knew 
what  they  wanted  in  the  field  of  training  for 
retail  selling  might  realize  the  greatest  benefit 
both  from  their  store  experience  and  from 
the  last  two  years  of  instruction  in  the  high 
school  course.  The  salesmanship  work,  there- 
fore, has  done  a  service  to  the  whole  field  of 
vocational  education  in  the  Pittsburgh  Pub- 
lic Schools." 

Student  Reaction  Favorable 

Two  vocational  counselors  say  in  their 
printed  statement  about  vocational  courses : 
"The  interest  in  the  work  on  the  part  of  the 
pupils  has  been  keen  and  of  the  'wide  awake' 
order.  Their  reactions  are  very  favorable. 
For  many  it  has  meant  a  definite  calling  to  re- 
tail salesmanship  as  a  permanent  vocation  as 
well  defined  as  the  average  who  select  medi- 
cine, law  or  engineering." 

The  high  school  students  who  were  in  the 
retail  selling  course  were  asked  to  express 
their  opinions  about  the  work.  The  follow- 
ing are  samples  from  hundreds  of  replies : 

"I  have  a  better  idea  of  what  will  be  re- 
quired of  me  in  the  business  world." 

"I  like  to  sell  goods  because  it  gives  one  a 
feeling  of  confidence  in  himself.  After  doing 
well  I  feel  good  because  I  know  I  have  done 
my  duty  to  the  store." 

"It  gives  us  an  idea  of  the  co-operation 
necessary  for  a  large  business  house  to  suc- 
ceed." 

"I  appreciate  the  department  store  in  its 
entirety — the  immense  number  of  employees 
and  the  system  which  it  takes  to  run  it." 

"It  teaches  how  to  meet  all  classes  of  peo- 
ple. This  is  something  you  must  do  in  all 
kinds  of  business.  You  must  come  in  contact 
with  fellow  workmen  and  in  order  to  be  a  suc- 
cess you  must  do  this  tactfully." 

"It  teaches  a  girl  to  work  and  to  make  her- 
self independent." 

Three  instances  of  high  school  students 
who  won  important  success  in  the  stores  from 
the  start  are  related  by  their  teacher.  Miss 
Sicha. 

Three  Specific  Instances 

Although  only  twenty  years  of  age  Frank 
became  floorman  in  a  busy  section  of  the  main 
floor  in  a  large  department  store.  He  earned 
$27  a  week  on  graduation  and  has  so  pleased 
the  management  that  it  will  give  him  every 
opportunity. 


Charles  rushed  into  the  office  one  Saturday 
evening  waving  his  tally  card  for  the  day 
which  showed  that  he  had  sold  $300  worth  of 
shoes  in  the  basement  store.  When  he  gradu- 
ated the  employment  manager  placed  him  in 
the  yard  goods  department  on  a  liberal  sal- 
ary plus  a  bonus.  His  knowledge  of  textiles 
gained  in  the  high  school  course  was  directly 
useful  to  him. 

A  young  graduate  who  had  been  on  the 
contingent  force  refused  $80  a  month  in  office 
work  to  stay  with  the  store  as  assistant  to  the 
head  of  the  supply  department. 

The  stores  have  a  very  definite  part  to  play 
in  the  development  of  an  effective  high  school 
course  in  retailing.  They  must  furnish  ade- 
quate supervision  of  the  store  work  under  con- 
ditions approved  by  the  school  authorities. 
Some  individual  should  be  designated  by  the 
store  for  this  responsibility.  This  is  handled 
best  when  the  store  has  an  educational  de- 
partment which  can  assist  in  carrying 
through  the  educational  assignments  set  by 
the  teachers  of  retail  selling  after  consulta- 
tion with  the  stores. 

The  supervision  in  the  store  should  be  suf- 
ficiently close  to  enable  it  to  report  to  the 
school  on  such  points  as  attendance,  appear- 
ance, attention  given  to  suggestions  of  super- 
visors and  fitness  for  store  work. 

Pupils  should  be  assured  of  a  suitable 
minimum  salary  during  their  days  in  the 
store  and  of  an  opportunity  on  satisfactory 
completion  of  the  course  to  have  a  job  in  the 
store.  In  Pittsburgh  $2.00  a  day  for  Satur- 
days during  the  course  and  $15  a  week  on 
graduation  are  guaranteed  by  the  stores  co- 
operating with  the  Retail  Bureau. 

The  purpose  of  such  co-operative  courses 
is  missed  unless  the  classroom  and  store  work 
dovetail  into  each  other  so  that  problems  aris- 
ing in  the  store  are  taken  up  at  school  and  the 
subjects  covered  in  the  class  are  illustrated  in 
the  store  experience.  Then  such  a  vocational 
course  gives  a  chance  for  sympathetic  under- 
standing of  the  first  steps  in  business  life. 


Sales  Manager's  Job 


(Continued  from  page  143) 

opened.  A  colored  "Jazz"  band  which  we 
called  "Old  King  Cole  and  His  Fiddlers 
Three,"  furnished  music,  and  it  is  safe  to  say 
that  this  store  was  talked  of  in  nearly  every 
home  in  the  city  that  night. 

We  also  provide  a  Santa  Claus  letter  box 
in  our  Toy  section,  where  all  children  are  re- 
quested to  drop  their  "Santa  Claus"  letters. 
These  letters  are  all  answered  and  signed  by 
"Santa  Claus,"  and  more  good  publicity  for 
the  store  is  gained. 

In  this  store  the  word  "sale"  is  used  with 
considerable  care.  Values  must  be  out  of  the 
ordinary,  therefore  the  public  has  learned  to 
know  that  when  a  sale  is  advertised  here  it  is 
an  unusual  selling  event. 

In  these  strenuous  days  the  manager  of 
sales  has  many  difficult  problems  to  solve,  but 
the  most  important  one  is  the  gaining  and  re- 
taining of  public  confidence  in  his  institution. 
If  ever  there  was  a  time  when  the  merchant 
must  "shoot  straight  and  fast,"  that  time  is 
the  present. 


H.  F.  McDonald,  buyer  of  infants'  wear 
in  the  basement  department  of  the  J.  L.  Hud- 
son Co.,  Detroit,  Mich.,  has  resigned.  He 
will  join  the  organization  of  F.  F.  Fink, 
Philadelphia.  A  Detroit  store  operated  by 
Mr.  McDonald  in  addition  to  his  department 
store  duties  has  been  purchased  by  Mrs. 
Harriet  McHugh,  who  has  resigned  her  posi- 
tion as  infants'  wear  buyer  for  the  upstairs 
division  of  the  J.  L.  Hudson  Co. 
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Store  Adds  More 
Space  To  Piece 
Goods  Section 

The  Famous  &  Barr  Co.  Moves  De- 
partment to  Third  Floor — — Six 
New  Elevators  at  Public's 
Service 

TO  move  the  silks,  dress  goods,  wash 
goods,  linings  and  other  piece  goods 
from  the  street  floor,  where  by  force  of 
circumstances,  they  occupied  a  restricted 
space,  up  to  the  third  floor,  with  a  mighty  big 
increase  in  floor  space — this  is  what  one  might 
well  call  a  radical  departure  even  in  these  days 
when  the  great  majority  of  large  stores  in 
populous  centers  have  their  piece  goods  on  an 
upper  floor. 

The  change  in  question  has  just  recently 
been  accomplished  by  the  Famous  &  Barr  Co., 
St.  Louis.  It  is  one  of  a  number  of  progres- 
sive steps  taken  by  this  big  concern. 

Among  these,  and  having  a  bearing  on  or 
relation  to  the  transfer  upward  of  the  piece 
goods,  is  the  installation  of  six  new  elevators ; 
that  is,  three  on  the  Sixth  Street  side  of  the 
store  and  three  on  the  Seventh  Street  side. 
With  seven  elevators  on  the  Locust  Street  end 
and  seven  more  on  the  Olive  Street  end,  the 
Famous  &  Barr  public  now  has  no  less  than 
a  score  of  elevators  at  the  service  of  its  public. 

Two  More  Floors  Added 

In  addition  to  this,  moving  stairways,  op- 
erating both  upward  and  downward,  will  serve 
those  who  go  to  or  leave  this  third  floor,  as 
well  as  the  fourth  floor. 

It  should  also  be  said  that  the  removal  of 
the  departments  above  mentioned  as  well  as 
the  re-location  of  several  others  was  made  pos- 
sible by  the  taking  in  for  selling  purposes  of 
two  more  floors  in  the  concern's  twenty-story 
building,  certain  floors  of  which  are  rented  for 
office  purposes.  Thus  the  store  now  has  for 
selling  purposes  "nine  stories  above  ground, 
whereas  previously  it  occupied  seven. 

The  two  new  floors  were  obtained  however, 
not  by  reducing  the  number  of  office  floors  but 
by  transferring  certain  service  departments  to 
a  building  which  the  concern  owns  across  the 
street,  and  which  is  connected  with  the  main 
building  by  a  tunnel. 

The  Famous  &  Barr  Co.  has  the  enviable 
distinction  of  "having  no  backyard,"  to  quote 
one  of  its  officials.  Its  frontages  on  four 
streets  are  all  frontages,  with  complete  display 
windows  and  entrances.  Shipping  and  re- 
ceiving of  goods  is  done  from  and  in  the  an- 
nex building  above  referred  to.  And  that 
building,  in  turn,  connects  with  a  spacious 
and  lofty  warehouse  building. 

Third  Floor  Selected 

Before  deciding  on  the  new  location  for 
piece  goods  careful  consideration  was  given  to 
the  question  of  the  location  of  other  depart- 
ments. The  men's  and  boys'  clothing  depart- 
ments have  long  been  located  on  the  second 
floor.  It  was  finally  decided  not  to  be  advisa- 
ble or  necessary  to  disturb  these,  it  being  held 
that  customers  wishing  to  purchase  fabrics  or 
women's  and  children's  wearing  apparel  would 
make  no  more  bones  about  going  to  the  third 
or  fourth  floor,  so  long  as  they  had  to  go  up- 
stairs anyway.  Accordingly,  the  third  floor 
was  selected  for  the  fabrics  and  for  certain 
other  departments,  and  from  that  floor  the 
women's  and  misses'  wear  sections  were  trans- 
ferred to  the  fourth  floor. 


Economist  Photo  (Fashion  Camera') 

In  this  navy  Canton  crepe  frock  from  the 
Engel  Costume  Co.,  Inc,  individuality  is  pro- 
vided by  a  novel  side  drapery  and  a  pointed 
bodice.  Henna  colored  beads  supply  the  adorn- 
ment. The  Harding  bine  crepe  poke  bonnet 
ivith  henna  facing  from  Gage  Bros.  &  Co. 
is  ornamented  by  a  ribbon  in  harmonizing 
ombre  effect. 

The  space  devoted  to  silks,  dress  goods, 
wash  goods  and  other  cotton  dress  fabrics 
measures  180  feet  in  length  and  60  feet  in 
width.  It  runs  along  the  windows  for  its  full 
length  and  also  at  one  end,  and  with  low  shelv- 
ing adjoining  the  windows  there  is  a  liberal 
supply  of  daylight. 

Taupe  Floor  Coverings 

Adjoining  the  silks,  dress  goods,  wash 
goods,  etc.,  and  separated  from  them  by  low 
shelving  with  counters,  is  the  linings  and  vel- 
vets section. 

In  that  department,  as  in  the  silks,  etc., 
the  bulk  of  the  goods  are  shown  on  tables,  or 
rather  bases.  Being  fitted  with  sliding  doors 
and  with  one  interior  shelf,  these  bases  can  be 
used  for  stock  when  desired. 

Carpeted  throughout  in  taupe  with  a  de- 
sign in  black,  as  is  the  rest  of  this  floor,  and 
with  quantities  of  fabrics  displayed  on  the 
numerous  tables,  these  fabric  departments 
present  a  rich  and  beautiful  appearance.  And 
since  the  goods  can  be  examined  by  the  pro- 
spective customer  the  merchandise  almost  sells 
itself. 

These  departments  also  have  the  advantage 
of  being  close  to  the  women's  rest  room — 
which  is  at  one  end  of  the  department.  They 
also  have  the  benefit  of  the  close  proximity  of 
two  of  the  four  batteries  of  elevators. 

The  other  departments  on  this  remodeled 
third  floor  are:    Linens,  white  goods,  domes- 


tics, bedding,  art  goods,  corsets,  women's  un- 
derwear (knit  and  otherwise),  house  dresses, 
infants'  wear  and  infants'  shoes. 

Glass  Walled  Room 

The  corset  department  merits  a  word  also. 
It  is  arranged  in  alcove  form,  with  a  show- 
case (holding  two  display  forms)  at  the  end 
of  each  set  of  shelving.  There  are  nine  of 
these  showcases.  There  is  also  shelving 
against  the  wall  at  one  end,  together  with 
floorcases  for  brassieres,  girdles,  etc.,  and 
low  shelving  along  the  line  facing  the  corset 
department  proper,  thus  shutting  it  off  from 
the  infants'  goods  section. 

This  latter  section  includes  a  spacious  room 
with  glass  "walls,"  wherein  are  cribs,  kiddie- 
coops  and  other  furniture  for  the  tots. 

Prior  to  the  removal  of  the  silks,  dress 
goods,  wash  goods,  linings,  etc.,  the  question 
arose,  as  it  always  does  in  such  cases,  as  to 
whether  sales  would  be  maintained  in  the  less 
directly  accessible  location.  The  Dry  Goods 
Economist  man  was  informed  by  W.  H.  Wing- 
field,  manager  of  these  departments,  that  not 
only  has  the  business  continued  at  its  former 
level,  but  since  the  removal  it  has  shown  a  de- 
cided increase. 

There  is  one  other  feature  of  this  third 
floor  that  represents  a  striking  innovation.  In 
the  main  aisle,  which  extends  the  whole  length 
of  the  floor,  bargain  squares  or  tables  are 
placed  exactly  as  on  the  street  floor. 

It  was  a  little  early  at  the  time  of  the 
Economist  man's  visit  to  learn  just  how  this 
idea  is  working  out,  but  it  was  regarded  very 
favorably  by  all  concerned. 

Special  Sales  Mark 
Store  Anniversary^ 

Hess  Bros.  Carry  on  Celebration  for 
a  Month — Response  Proves 
Satisfactory 

Twenty-four  years  ago  in  February,  Hess 
Bros.'  department  store  in  Allentown,  Pa.,  was 
established.  In  celebration  of  the  event,  the 
entire  month  was  given  over  to  a  series  of 
daily  anniversary  sales.  Everything  was 
planned  in  advance  for  a  specific  department 
to  contribute  some  certain  article  to  be  sold 
at  cost  price  on  a  specified  day,  so  that  some 
department  was  selling  something  at  cost 
every  day.  It  was  advertised  in  the  papers 
as  a  "daily  anniversary  sale,"  and  a  neat 
illuminated  sign  was  placed  in  the  section 
where  the  special  sale  event  was  in  progress. 

The  idea  worked  so  well,  it  was  decided  to 
hold  a  grand  climax  on  the  last  day  of  the 
month  with  every  department  in  the  store 
contributing  some  article  to  be  sold  at  cost 
price.  A  page  of  space  was, taken  in  the  news- 
papers for  an  announcement  of  the  event  and 
the  store  was  thronged  with  customers.  It 
was  the  biggest  single  day's  business  in  the 
history  of  the  store. 


Of  the  550  employees  of  Dives,  Pomeroy  & 
Stewart  department  store,  Reading,  Pa.,  64 
have  records  of  more  than  25  years  of  service 
and  are  members  of  the  store's  "Quarter  Cen- 
tury Club."  The  organization  holds  an  an- 
nual outing  in  addition  to  various  meetings 
during  the  intervening  periods. 

Pep  is  injected  into  the  salespeople  in  the 
various  departments  by  a  monthly  competi- 
tion arrangement.  The  department  showing 
the  greatest  per  cent  of  gain  is  awarded  the 
first  prize  banner.  There  are  three  other 
banners  for  the  departments  making  the  next 
best  showing. 
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MOHAWK  SILK 
UNDERWEAR 

Ready  For 
Immediate  Delivery 


Also 

MOHAWK 
SILK  GLOVES 

in  a  full  range  of 
styles,  colors  and 
iizes.  Ready  for  your 
selection. 


A  complete  range  of  styles  in  both 
pink  and  white. 

Made  from  fine,  lustrous  sturdy 
glove  silk;  fashioned  for  comfort 
as  well  as  beauty;  reinforced  at  the 
right  places;  exquisitely  finished 
and  beautifully  trimmed. 

The  Mohawk  label  on  every  gar- 
ment is  your  guarantee  of  quality 
and  value. 


MOHAWK  GLOVE  CORPORATION 

257  FOURTH  AVENUE  NEW  YORK  CITY 

Branch  Salesrooms  : 

99  Chauncy  Street,  Boston,  Mass. 
833  Market  Street,  San  Francisco,  Cal. 
237  So.  Wells  Street,  Room  313,  Chicago,  111. 
422   Bulletin  Bldg.,  Philadelphia,  Pa. 
404  Kiam  Bldg.,  Houston,  Texas 
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Underwear  Seconds  in  Large  Quantities 
Work  Injury  to  Department 

Display  of  Substandard  Underwear  Raises  Price  Comparisons  in 
Customers'  Minds  Which  Are  Not  Favorable  to  Regular  Stock — 
Store  Owner  Considers  Policy  Dangerous 


With  retailers  showing  more  willingness 
to  go  ahead  on  spring  underwear  and  to  place 
orders  a  little  in  advance  of  actual  require- 
ments business  in  this  line  has  picked  up  quite 
well.  There  is  no  such  thing  as  buying  for 
the  full  spring  and  summer  season.  Never- 
theless, many  mills  have  sufficient  orders 
booked  to  give  them  assurance  of  being  able 
to  operate  until  the  expected  flood  of  small 
replacement  orders  comes  along.  There  is, 
however,  one  very  regrettable  tendency.  This 
is  to  demand  goods  which  are  below  standard. 

All  manufacturers  do  not  feel  it,  of  course ; 
but  enough  have  received  requests  for  "counter 
goods"  to  show  that  numbers  of  buyers  are 
looking  forward  to  a  light-weight  underwear 
season  in  which  low  price  will  be  stressed  and 
a  drive  made  for  quantity  sales  almost  re- 
gardless of  merchandise  merit. 

Are  "Seconds"  Good  Buys? 

Occasionally  there  arise  extraordinary  con- 
ditions which  make  necessary  the  employment 
of  business-getting  methods  ordinarily  not 
tolerated.  Evidently  buyers  feel  that  this  is 
one  of  those  times.  Perhaps  it  is.  Maybe 
some  of  them  are  operating  in  cities  where 
there  is  a  large  degree  of  unemployment  and 
much  part-time  work.  There  are  such  cities, 
some  of  them  with  soup  kitchens.  In  these 
communities  retail  business  must  depend  on 
good  values  at  a  low  price,  and  some  "seconds" 
are  good  values.  But  the  average  community 
is  not  hard  up. 

The  idea  of  getting  volume  at  any  cost,  of 
beating  last  year's  figures,  is  an  obsession 
with  many  people.  Apparently  they  are  will- 
ing to  do  almost  anything  to  accomplish  it. 
Nevertheless,  while  seconds  may  profitably  be 
featured  occasionally,  they  have  no  regular 
place  in  a  knit  underwear  department  that  is 
endeavoring  to  build  up  a  steady  quality  busi- 


ness— or  has  built  one. 

The  frequent  use  of  tables  or  counters 
piled  with  substandard  underwear  will  do  no 
end  of  damage  to  the  regular  business  of  de- 
partments which  appeal  to  even  a  medium 
good  class  of  trade.  To  enter  a  department 
where  such  goods  is  prominently  shown  will, 
in  many  cases,  bring  about  inevitable  price 
comparisons  in  customers'  minds.  While  the 
idea  of  economy  is  prevalent — and  it  has  not 
entirely  worn  off,  especially  as  regards  goods 
without  a  style  element — a  small  hole  in  a 
garment  is  no  serious  drawback  to  the  aver- 
age woman.  She  is  likely  to  turn  to  the  defec- 
tive goods  to  meet  her  needs.  Which  is  bad 
for  regular  business,  and  "table  sales,"  in- 
cluding counter  sales  in  this  case,  are  not  the 
backbone  of  a  department's  success. 

Keep  These  Qualities  Apart 

If  a  buyer  believes  he  must  have  the  sub- 
standard goods  let  him  not  show  them  in  his 
department.  They  belong  on  aisle  tables  as 
far  away  as  possible  and  where  they  will  not 
compete  with  his  regular-business  underwear. 
With  this  thought  in  mind  of  competition 
within  the  store,  purchases  of  seconds  and 
similar  goods  should  include  only  lines  and 
kinds  of  underwear  which  are  so  dissimilar 
from  the  departmental  lines  as  to  afford  no 
basis  of  comparison.  These  are  purely  pro- 
tective measures. 

There  is  a  good  spot  demand  for  hosiery 
of  both  high  and  low  quality.  Retailers  are 
buying  for  replacement  much  more  freely  than 
a  few  weeks  ago.  But  here,  too,  there  is  an 
insistent  call  for  seconds  or  wartime  quality 
goods.  Hosiery  that  before  the  war  would 
have  been  rejected  by  the  average  buyer  as 
imperfect  and  is  so  rejected  now  when  regu- 
lar department  stock  is  bought  is  being  taken 
for  special  sales.    The  same  considerations 


which  apply  to  knit  underwear  apply  here. 

A  department  store  owner  who  was  in  the 
Economist  office  recently  stated  that  the  head 
of  his  hosiery  department — who,  by  the  way, 
has  made  an  excellent  record — feels  it  neces- 
sary to  hold  a  comparatively  large  number  of 
sales  in  which  seconds  are  featured.  He  said 
it  had  not  to  date  affected  the  class  of  cus- 
tomers to  which  his  store  appeals.  That  is, 
his  clientele  remained  of  a  high-class  charac- 
ter. But  he  felt  that  it  was  a  dangerous 
policy,  since  sooner  or  later  these  sales  would 
be  bound  to  give  the  department  a  lower  tone. 

Cut  Mark-Up,  Not  Quality 

The  department  head,  he  said,  insisted  that 
it  was  difficult  to  buy  hosiery  on  which 
"special"  sales  could  be  held  without  going  to 
the  substandard  merchandise.  There  is  some- 
thing in  this  if  the  meaning  of  the  statement 
was  that  real  bargains  in  regular  stock  are 
difficult  to  pick  up.  Most  hosiery  is  on  so 
moderate  a  price  basis  and  the  demand  for  the 
good  grades  has  made  such  progress  that  few 
sellers  are  willing  to  make  special  prices  ex- 
cept on  undesirable  goods.  Nevertheless,  it  is 
safe  to  say  that  if  this  buyer  and  others  simi- 
larly situated  will  be  content  to  make  special 
inducements  to  customers  by  sacrificing  part 
of  the  normal  mark-up  instead  of  sacrificing 
quality  satisfactory  sales  can  be  held  without 
featuring  inferior  goods. 

Take  No  Chances 

And  in  connection  with  last  week's  warn- 
ing as  to  future  possibilities  on  full-fashioned 
and  good  seamless  silk  hosiery  it  must  again 
be  emphasized  that  it  is  unsafe  to  assume  that 
supplies  can  be  obtained  at  any  old  time.  Full- 
fashioned  goods  especially  are  limited  as  to 
production,  and  those  mills  able  to  operate  full 
time  are  well  sold  ahead. 


Cuts  on  Leading  Domestics  a  Surprise  to  Trade 


A  special  sale  of  branded  bleached  mus- 
lins and  other  domestics  at  less  than  the  last 
agents'  prices  was  announced  by  Claflin's,  Inc., 
on  Monday  of  this  week.  In  view  of  the  known 
scarcity  of  many  of  these  lines  and  the  fact 
that  some  of  them  have  been  withdrawn  from 
the  primary  market,  the  announcement  came 
as  a  surprise  to  the  trade.  It  is  still  a  fact 
that  the  bleacheries  are  working  twenty-four 
hours  a  day  and  are  tied  up  for  seven  or  eight 
weeks  ahead,  while  several  lines  of  branded 
bleached  cottons  are  not  obtainable  at  first 
hands. 

Under  the  circumstances  the  prices  made 
by  Claflin's  are  not  an  index  of  present  supply 
and  demand  conditions,  but  are  rather  a  re- 
flection of  the  drop  which  has  taken  place 
in  the  gray  goods  market  since  the  last  agents' 
prices  were  made  on  these  lines.  They  also 
may  be  taken  as  foreshadowing  the  new  mill 
prices  which  will  be  made  on  these  lines  if 
the  gray  goods  market  in  the  meantime  does 
not  show  a  substantial  recovery  to  higher 
levels. 


This  depends  chiefly  upon  the  course  of 
raw  cotton  prices  and  the  movement  of  our 
export  trade  in  cotton  goods.  And  as  the  re- 
covery of  raw  cotton  and  of  our  export  trade 
in  general  waits  chiefly  upon  the  economic  re- 
covery of  Europe,  the  future  of  cotton  goods 
prices — as  has  frequently  been  remarked  in 
these  columns — ^will  be  determined  largely  by 
what  the  political  gentlemen  of  Europe  make 
up  their  minds  to  do. 

The  new  prices  made  by  Claflin's  are  sub- 
ject to  change  without  notice,  and  the  goods 
offered  are  subject  to  previous  sale  and 
Claflin's  acceptance.  Orders  for  additional 
merchandise  will  be  filled  at  the  lowest  market 
price  at  the  time  the  order  is  received. 

The  List  of  Quotations 

The  list  is  as  follows :  Chapman  X  36-inch 
bleached  muslin,  111/2  cents;  Hero  36-inch 
bleached  muslin,  12^^  cents ;  Hope  36-inch 
bleached  muslin,  12%  cents;  Lonsdale  36-inch 
bleached  muslin,  14%  cents;  Hill  36-inch 
bleached  muslin,  151/2  cents;  Fruit  of  the 


Loom  36-inch  bleached  muslin,  1678  cents. 

Berkeley  60  36-inch  cambric,  I6V2  cents; 
Berkeley  60  36-inch  nainsook,  16^/2  cents; 
Lonsdale  36-inch  cambric,  llVs  cents;  Lons- 
dale 36-inch  nainsook,  llVs  cents;  Glenmore 
LL  36-inch  unbleached  muslin,  8%  cents;  Pep- 
perell  R  36-inch  unbleached  muslin,  10% 
cents;  Black  Rock  36-inch  unbleached  muslin, 
10%  cents ;  Amoskeag  AC  A  8  oz.  32-inch  tick- 
ing, 20  cents;  Cordis  8  oz.  32-inch  ticking, 
19 1/2  cents. 

Norwood  standard  wide  sheetings — 10-4 
bleached  41  cents,  unbleached  37  cents ;  9-4 
bleached  37  cents,  unbleached  34  cents;  8-4 
bleached  34  cents,  unbleached  31  cents;  7-4 
bleached  31  cents,  unbleached  26^/2  cents;  6-4 
bleached  26^/2  cents,  unbleached  231/2  cents; 
50-inch  bleached  23l^  cents,  unbleached  21 1/2 
cents;  45-inch  bleached  2I1/2  cents,  unbleached 
201/2  cents;  42-inch  bleached  201/2  cents,  un- 
bleached 191/2  cents. 

Progressive  department  heads  have  their 
salespeople  read  the  Economist. 
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CWJnv  coil  Ins  In  1918 

Below  Regular  Pri<xs 

Dress  Materials  and 
Silks 

Compdre  values 

Whcl  ol  ifoui  Hadav? 
WooUm 

Siiia 

'          Sample  undtntUa 
itllmg  out 

Compare  sAoe  atlua 

2216  Crepe-fk<hine  blouses  _,22}i> 

4  diHirml  sljita"!/!  loot]/,  slitH  dismpagne.  PuO]/  and  Midt 

Ba^  your  irtn(«jiOT  In 

61  David  cJoney  f| 

What  a  guinea  will  buy 


Special  values  from  other  departments 


Mm  and  boys  weat 


Coloured  nightdresses  i^z^z^t^!l£vT. 

^ a.       oissiii  colourtd  uolle  fnxks,  63I-.  6i 


David  (Jones' 


CORSETS 
below  regular  prices 

discontinued  models 

90  on/(  ol  t9IE  lauaUu  72IS  and  JSI- 

Brassieres — from  4111 


'     Wash  flocks 

Lace  purchase  below  regular  price 

daxrly  styled  al  low  prices 

Shofpnailiial  una 

David  oJones-'  ■=.-=-  Mm^^^-^ 


A  Distinctive  Style  of  Display  Is 
Worth  All  The  Effort  Required 

Here  Are  Some  Advertising  Specimens  from  an  Australian  Store 
That  Are  Worthy  of  Emulation  in  America — An  Explanation  of 
the  Five  Logical  Ways  to  Measure  the  Effectiveness  of  a  Depart- 
ment Store  Presentation 


SEASONED  readers  of  the  advertising  re- 
view page  are  doubtless  familiar  with 
the  five  types  of  comment  utilized  by  the 
reviewer  during  the  course  of  a  year.  Others 
may  not  have  read  the  page  during  the  past 
ten  years  with  enough  regularity  to  have  dis- 
covered that  the  reviews  run  in  cycles  of  five. 
That  is,  a  different  method  of  analysis  is  used 
five  different  ways  every  five  weeks.  And, 
since  the  page  now  appears  25  times  a  year 
there  are  five  cycles  a  year. 

Briefly,  here  is  a  description  of  each  of 
the  five  methods.  They  are  outlined  with  a 
view  to  influencing  those  who  contribute  ad- 
vertisements regularly  to  select  the  kinds 
which  lend  themselves  to  one  or  another  of 
the  five  methods  or  more  specifically  plans  of 
analysis : 

The  Five  Ways 

No.  1 — Plan — A  theme  is  chosen  and  ad- 
vertisements which  illustrate  the  theme  are 
selected  for  review.  In  this  case  the  reviewer 
makes  the  advertisements  secondary  to  the 
theme.  The  object  is  to  simplify  a  principle 
or  a  method  of  treatment. 

No.  2 — Plan — A  type  of  advertisement  is 
chosen  and  four  examples  of  it  from  different 
stores  are  analyzed  to  show  how  different 
stores  utilize  a  special  method  to  accomplish 
a  special  purpose.  The  type  of  advertisements 
are  designated  as  follows:  (1)  Merchandized, 
(2)  Departmentized,  (3)  Special,  (4)  Special- 
ized, and  (5)  "Events"  advertisements. 

No.  3 — Plan — A  set  of  four  different  ad- 
vertisements are  used  as  a  basis  for  discussing 
the  entire  treatment  of  a  store  advertisement 
from  the  inception  of  the  advertisement  to  its 
pubUcation.  This  includes  (1)  the  occasion 
or  reason  for  publishing  the  advertisement, 
(2)  the  sales  or  selling  idea  back  of  it,  (3) 
the  copy,  (4)  illustrations,  and  (5)  layout  and 
arrangement  of  material  including  type  dis- 
play. 

This  kind  of  review  is  designed  to  give 


By  Guy  Hubbart 

publicity  to  approved  ways  of  giving  the  ad- 
vertisement personality  and  "store  identity." 
It  involves  much  of  Plan  No.  2. 

No.  4 — Plan — One  phase  of  the  advertise- 
ment is  taken  as  a  theme  and  is  illustrated 
by  examples  from  four  different  stores.  By 
phase  is  meant  copy,  treatment  of  text  matter, 
management  of  space  or  illustrations,  treat- 
ment of  captions  or  even  a  subject  like  choice 
of  words  or  selection  of  merchandise. 

In  a  review  of  this  kind  the  reader  who 
wants  to  see  how  the  other  fellow  does  it  is 
given  a  simplified  or  birdseye  view  of  the 
technical  method  of  four  skilled  advertising 
men. 

No.  5 — Plan — Good  examples  of  the  cam- 

m     1000  BLOUSES  3C 

,Ar  MANUFACTYREI^_;_  PRICES  MSm 


^>  Every  man  caa  afford  65/'^fbr  *»_  ,^t 


'fA   75  only  model  sports  coats 
and -  jumpers,  4gns. 


David  cJones' 

r^r  JVrvm, 


paign  method  of  a  single  store  are  taken  as  a 
basis  to  exploit  or  emphasize  any  or  all  of  the 
details  of  the  other  four  plans  outlined  above. 
Such  a  review  is  limited  to  the  advertisements 
of  a  single  store  because  of  the  necessity  of 
maintaining  the  common  denominator  of  the 
analysis.  That  is,  in  order  to  cover  all  points 
in  terms  of  a  single  event,  advertisements 
from  the  same  store  must  necessarily  be  used. 

This  Is  the  No.  5  Brand 

As  an  example,  this  remainder  of  this  re- 
view is  of  the  No.  5  kind,  and  others  like  it 
will  appear  every  fifth  issue  of  the  current  re- 
tail advertising  page.  The  other  kinds,  be- 
ginning with  the  next  review,  will  appear  in 
the  order  in  which  they  are  outlined  above. 

Here  the  reviewer  would  like  to  suggest 
that  any  adman  or  store  wishing  to  have  ad- 
vertisements figure  in  the  No.  5  plan  send  in 
at  least  ten  or  fifteen  consecutively  dated  ad- 
vertisements. 

The  David  Jones'  Method 

Six  advertisements  from  David  Jones, 
Ltd.,  Sydney,  Australia,  form  the  basis  of  this 
review.  They  were  selected  from  a  number 
of  groups  sent  in  at  different  times  by  the  ad- 
vertising department  of  the  David  Jones  store. 

The  points  specifically  touched  upon  are 
three  (1)  Plan  of  arrangement  of  matter,  (2) 
Selection  of  merchandise,  (3)  Method  of  dis- 
play and  copy  writing. 

It  should  be  kept  in  mind  that  Sydney, 
Australia,  is  in  the  Southern  Hemisphere,  and 
that  therefore  the  seasons  are  in  a  measure 
reversed  although  the  calendar  is  not.  For 
example,  Christmas  in  Australia  comes  on  the 
same  date  of  the  calendar  as  in  any  other 
part  of  the  world  but  winter  weather  does  not 
accompany  it.  This  has  a  bearing  on  one  or 
two  of  the  advertisements  reproduced  for  re- 
view. It  might  seem  odd  to  see  summer  goods 
such  as  men's  silk  suits  featured  in  December 


162 


DRY  GOODS  ECONOMIST,  APRIL  9,  1921 


It  is  important  for  you  to  know  that  Bear  Brand  Hosiery 
wears.  At  the  current  lower  prices  you  are  given  more  for 
the  money  than  ever.  Selling  honest  merchandise  creates 
customer  confidence  any  place  in  the  world.  Is  customer 
confidence  worth  something  to  you? 

BEAR  BRAUD  HOSIERI] 


HEAR  BRAND  IKJSJERY  OFFERS  MEN,  WOMEN 
AND  CHILDREN  THE  CORRECT  STYLE  FOR 
EACH  OCCASION,  IN  EVERY  SEASON.  BEAR 
BRAND  HOSIERY  IS  MADE  IN  COTTON,  MER- 
CERIZED, FIBRE  SILK  AND  PURE  SILK, 
WITH  A  SATISFACTORY  RANGE  OF  GRADES 
AND  COLORS. 


TO  INTERESTED  BUYERS  IN  FOREIGN  COUN- 
TRIES, WE  HAVE  SPEEDY  DELIVERY  FACILI- 
TIES AND  SHALL  BE  PLEASED  TO  RE- 
CEIVE DETAILS  OF  YOUR  NEEDS.  CABLE 
"PARKNITCO,  CHICAGO,"  TODAY  GIVING 
DEFINITE  WANTS  TO  SAVE  TIME. 


Since  1893  made  by 


PARAMOUNT  KNIHING  COMPANY, 


CHICAGO 

U.  S.  A. 
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or  furs  emphasized  in  July.  It  isn't  odd;  it's 
south  of  the  Equator. 

Square-cut  Display  Sections 

Now  the  points  in  order— Plan  of  arrange- 
ment of  the  David  Jones  advertisements : 

Notice  any  one  of  the  advertisements  and 
then  compare  it  with  the  others  and  you  find 
that  type  matter  is  set  in  regular  measure 
throughout,  either  single  or  double,  but  never 
both  in  a  column,  and  any  section  including 
the  illustration  comes  out  square  or  at  least  a 
symmetrical  rectangle.  This  seems  true  of 
the  smaller  space  advertisements  of  this  store 
as  well  as  of  the  page  sizes  such  as  are  repro- 
duced here. 

American  masters  of  display  and  layout 
will  notice  that  in  spite  of  the  regularity  of 
outline  there  is  enough  animation  to  attract 
the  eye.  Also  this  very  regularity  in  itself 
gives  this  store's  advertising  unmistakable 


identity.  Variations  of  the  square-area  ar- 
rangement appear  in  the  six  advertisements 
and  the  variation  is  skillfully  suited  to  the 
kind  of  illustrations  used  in  different  adver- 
tisements. 

Embodies  the  Idea 

A  notable  example  is  that  of  the  four  illus- 
trations in  the  advertisement  headed  "Useful 
Gifts  for  Everyone  at  David  Jones'." 

Selection  of  merchandise:  Selection  of 
what  goods  shall  make  up  the  advertisement, 
technically  known  as  merchandising,  is  more 
a  matter  of  judgment  than  of  art.  Yet,  no  one 
can  gainsay  the  art  exhibited  in  these  adver- 
tisements of  grouping  the  items.  An  extra 
good  example  of  this  is  found  in  the  advertise- 
ment headed  "Values  that  make  economy  a 
reality." 

In  all  in  this  advertisement  there  are  six- 
teen sections  of  merchandise  including  men's 
and  women's  shoes,  blouses,  hosiery,  skirts, 
men's  and  women's  suits,  underwear,  piece 
goods,  silks  and  children's  wear  and  a  typical 
list  of  items  in  each  section.  There  is  evi- 
dence of  much  care  and  judgment  in  these  se- 
lections for  a  day's  announcement  in  this  and 
others  of  the  group. 

Method  of  type  display:  The  headline  and 
sub-caption  scheme  is  simple  but  effective  in 
all  these  advertisements.  .There  are  single 
and  double  deck  captions  but  no  triple  or  many- 
deck  captions.  Big  type  is  used  but  with  a 
certain  restraint  productive  of  power  without 
noise  or  sensationalism.  In  this  respect  the 
David  Jones  advertisements  excel  any  that 
reach  this  desk. 

Put  in  a  Creative  Thought 

Copy  throughout,  including  introductions 
and  item  descriptions,  is  purely  matter-of-fact, 
dealing  with  the  nature  of  the  goods  and 
values.  There  is  no  attempt  to  discuss  the 
significance  of  the  goods  to  the  customer  as  is 
frequently  found  in  our  best  American  intro- 
ductions and  item  descriptions.  If  there  is  a 
fault  in  the  David  Jones  copy  it  is  this  in  view 


of  the  fact  that  the  drawing  power  of  copy  is 
multiplied  if  a  creative  thought  is  mingled 
here  and  there  with  direct  descriptive  matter. 
It  is  conceded  that  the  adman  knows  the  read- 
ing habits  and  point  of  view  of  his  clientele 
better  than  one  at  a  distance ;  so  the  comment 
is  tendered  as  a  reference,  not  as  advice  or 
suggestion. 

To  summarize:  the  David  Jones  method  of 
presentation  has  the  merit  of  consistency,  and 
accurate  adherence  to  a  plan  without  the  stiff- 
ness of  a  set  system  and  is  characterized  by 
well  balanced  merchandising  and  an  animated 
but  tempered  display. 

Note:  A  larger  and  more  varied  group  of 
David  Jones  advertisements  is  a  feature  of 
the  May  issue  of  Advertising  Ideas.  The  ad- 
vertisements were  selected  from  portfolios 
sent  in  to  the  reviewer  during  a  period  of  sev- 
eral months. 


One  Logical  Way  to  Present  Department 

Store  Selling  3,S  Si  Career 


SENDING  printed  propaganda  to  boys  and 
girls  who  may  some  day  be  interested  in 
department  store  employment  or  to  their 
1  parents  is  one  way  of  advertising  for  store 
I  recruits.  But  just  as  the  show  window  is  more 
t   effective  than  newspaper  advertising  so  demon- 

■  stration  of  department  store  work  and  oppor- 
1  tunity  is  better  than  telling  about  it. 

Don't  send  propaganda  and  let  it  go  at 

■  that.    Go  after  the  boys  and  girls  and  hand 
it  to  them.    The  merchant  who  is  interested 

•  in  securing  high  class  employees  from  school 
classes  will  do  better  to  go  straight  to  the 
'  school  principal  and  state  his  case.  If  he  sells 
the  principal  on  the  opportunity  he  has  to 
offer  it  is  pretty  much  a  certainty  that  he  can 
get  for  himself  or  for  a  representative  per- 
mission to  make  short  talks  to  the  pupils. 

After  the  foundation  is  laid  the  rest  is 
fairly  easy.  Select  the  best  employees  in  the 
departments  to  visit  these  schools  to  give 
explanatory  talks.  What  the  average  person 
wants  is  to  be  shown.  Everybody  is  more  or 
less  a  hero  worshiper.  What  could  be  more 
effective  than  to  send  a  smartly  dressed  sales- 
-  woman  from  the  suit  department  to  talk  to  a 
bunch  of  schoolgirls?  At  once  those  girls 
are  all  attention  and  when  the  store  worker 
finishes  her  talk  she  should  invite  them  down 
to  the  store  to  see  her  and  to  meet  the  man- 


ager. And  when  they  go,  if  she  is  busy,  she 
should  see  that  they  are  shown  through  the 
department  they  think  they  would  like  to  work 
in.  Could  there  be  anything  more  attractive 
to  high  school  girls  than  for  one  of  the  trim- 
mers to  take  two  or  three  hats  to  the  school 
with  her  when  it  comes  her  time  to  talk?  She 
can  explain  interestingly  how  she  made  those 
hats.  All  girls  like  to  sew,  and  it  requires 
talent  to  make  a  hat  just  as  it  does  to  paint  a 
picture.  If  the  school  is  a  mixed  school,  send 
representative  young  men  too.  Boys  like  store 
life  and  particularly  are  they  interested  in 
clothes.  Not  many  boys  or  men  can  resist 
good  looking,  well  fitting  clothes.  If  mer- 
chants and  department  heads  would  only  get 
down  on  the  ground  floor  with  people,  they 
wouldn't  have  any  trouble  employing  all  the 
first  class  help  they  need. 

When  they  have  really  high  class  men  and 
women,  they  ought  to  know  how  to  keep  them. 
But  there  are  many  department  heads  who 
have  lost  excellent  assistants  by  ordering  them 
around  like  a  lot  of  deck  hands.  Self  respect- 
ing persons  won't  stand  for  it.    It  is  just  as 

easy  to  say:    "Miss  B  ,  don't  you  think  a 

brown  coat  suit  would  look  well  on  this  fig- 
ure?" than  to  snap,  "Miss  B  !    Put  a 

brown  coat  suit  on  this  figure,  I'm  tired  of 
looking  at  that  old  dress ;  it's  all  full  of  dust." 


Good  places  to  get  store  help  are  summer 
schools  at  colleges  and  universities.  Many  of 
the  attending  students  are  bored  to  tears  with 
teaching,  and  would  be  glad  to  change  if  they 
only  knew  how  to  reach  out.  Some  of  the  best 
milliners  and  saleswomen  come  from  the  ranks 
of  school  teachers,  music  teachers,  etc.  Num- 
bers of  persons  attend  these  mid-year  terms 
with  the  idea  of  changing  their  present  voca- 
tion or  profession,  and  frequently  they  are 
ready  to  respond  to  attractive  offers  of  store 
employment. 

Merchants  now  have  time  to  make  ready 
to  meet  these  summer  students.  Of  course  it 
will  cost  something;  but  it  is  an  effort  that 
will  pay  well.  It  is  going  to  take  the  personal 
touch  to  reach  the  people  the  stores  most  want. 
When  the  personal  contact  has  been  made  then, 
if  at  all,  is  the  time  to  distribute  the  pictures 
describing  the  advantages  gained  by  choosing 
a  store  career.  The  talks  and  the  printed 
propaganda  run  parallel  and  are  bound  to  get 
recruits. 


Burden  &  Marsden,  Oswego,  N.  Y.,  have 
purchased  an  adjoining  building  two  stories 
high  in  order  to  allow  expansion  of  their 
business.  Some  present  departments  will  be 
enlarged  and  new  ones  added.  The  firm 
now  occupies  a  three-story  store. 
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One  of  the  many 
illustrations  used 
in  our  national 
advertising  cam- 
paign —  each  as 
sales-making  for 
the  merchant. 


"Give  Me  the 

Union  Suit  that 
Doesn't  Scratch," 


the  %"ratch 
r    thatDoes^  .o. 

^  '  f  A\oV?         vAe  and 


1^^^  ■  UHlOt»  ='^,„  .... 

„  get  Cross-^  ^  


"Holds  its  Shape;; 

UNDERWEAR 


Says 
very  Real  Boy 

He  means  Cross-X-Knit 
Union  Suits.  He's  seen 
advertisements  of  them  in 
his  favorite  magazines. 
And  he  always  insists  upon 
them.  So  does  his  mother. 
Because  they  knov^  Cross- 
X-Knit  Union  Suits  never 
prickle  or  itch — But  are 
always  comfy,  soft  and 
snug.  "They  Hold  Their 
Shape,"  whatever  hard 
wear  they're  given.  Never 
bind  or  bag.  Warmest, 
finest  made,  longest  wear- 
ing. 

Cross-X-Knit  Underwear  is  made  especially  for 
boys  and  girls  from  2  to  1  6  years  of  age.  Made  by 
the  only  big  knitting  mills  that  manufacture  only 
finest  grade  underwear  for  children. 

Cross-X-Knit  Union  Suits  come  in  handsome 
display  boxes.  Accompanied  by  an  artistic  silvered 
metal  counter  sign  and  other  sales  helps  that  tightly 
"tie  up"  your  store  to  the  advertising. 

Order  from  your  jobber. 


CROSSINGHAM  KNITTING 

PHILADELPHIA 


MILLS,  Inc. 


Philadelphia 


Clift  &  Goodrich,  Selling  Agents 
328-330  Broadway,  New  York 


Chicago 


DRY  GOODS  ECOhlOMIST.  APRIL  9,  1921 


169 


Changed  Conditions  in  Markets 
Reflected  By  Fair  at  Lyons 

Retailers  Find  Price  Concessions  in  the  Air  and  Decide  They 
Must  Take  Losses — Wholesalers  Are  Not  Hopeful  of  Improve- 
ment in  Business  Before  Spring,  1922 


THIS  year  marks  a  new  era  for  the  Lyons 
Fair.  Started  during  the  war,  it  has 
known  until  now  the  abnormal  situation 
of  a  demand  far  exceeding  production.  The 
present  economic  crisis  marks  a  return  to  nor- 
mal conditions,  and  the  fair  held  this  year  if 
not  productive  of  quite  as  important  trans- 
actions as  last  year  will  have  a  more  far  reach- 
ing bearing  on  business  as  a  whole. 

The  organizer  of  the  fair.  Monsieur 
Herriot,  made  every  effort  this  year  to  bring 
manufacturers  and  retailers  into  as  close  con- 
tact as  possible,  being  convinced  that  such  con- 
tact would  mark  a  turn  in  the  actual  crisis. 
Results  have  fully  realized  his  expectations. 
The  retailer,  by  his  visit  to  the  fair,  has  been 
able  to  see  with  his  own  eyes  the  important 
price  concessions  made  by  manufacturers  in 
general  on  their  existing  stocks,  and  this 
has  helped  considerably  in  making  him 
feel  that  he,  too,  will  have  to  reduce  his 
own  prices  in  accordance  with  present 
wholesale  values. 

Retailers  Buy  Little 

One  of  the  owners  of  a  very  large  de- 
partment store  in  Paris  interviewed  by  a 
representative  of  the  Dry  Goods  Econo- 
mist said:  "I  have  come  to  Lyons  to  see 
how  much  I  am  going  to  lose."  This  is 
typical  of  the  state  of  mind  of  most  of 
the  buyers  who  came  to  the  fair  this  year. 
They  took  quotations  for  the  readjustment 
of  the  price  of  their  stocks,  sampled 
largely,  but  as  a  rule  did  not  place  orders. 

The  reappearance  of  the  "market 
value"  of  merchandise  is  a  fact  worthy  of 
remark,  as  for  some  years  this  has  been 
unknown.  The  readjustment  of  existing 
stocks  to  the  scale  of  actual  wholesale 
prices  is  not,  of  course,  accepted  with 
much  enthusiasm,  on  the  part  of  the  re- 
tailer especially.  The  Lyons  fair,  how- 
ever, has  led  him  to  realize  that  there  is 
no  escape  and  that  sooner  or  later  he  will 
have  to  come  to  it,  the  more  so  as  in  tex- 
tiles, for  instance,  some  of  the  manufac- 
turers are  thinking  seriously  of  selling 
direct  to  the  consumer  in  order  to  exhaust 
their  stocks  and  compel  the  retailer  to 
take  his  part  of  the  losses. 

Popular  Priced  Underwear  Favored 

In  the  underwear  section  business  is 
dull,  and  the  bulk  is  transacted  principally  in 
the  fine  quality  rather  than  in  the  popular 
selling  grade. 

The  underwear  manufacturers  have  cut 
their  prices  in  accordance  with  actual  prices  of 
raw  materials,  but  even  at  these  prices  buyers 
are  not  tempted  and  the  stabilization  of  prices 
is  handicapped  by  the  fact  that  many  manu- 
facturers are  under  the  obligation  of  realizing 
on  their  stock  at  whatever  prices  they  can  get, 
usually  much  below  the  average  price,  and  this 
upsets  the  market  and  delays  the  return  to 
"current  prices." 

Little  Improvement  During  192 1 

In  order  to  avoid  laying  off  employees 
manufacturers  are  continuing  to  produce  for 
stock  but  are  endeavoring  to  come  to  an  agree- 
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ment  with  their  workers  to  reduce  wages  and 
reduce  profits  at  the  same  time.  One  of  the 
leading  manufacturers  interviewed  on  the 
general  situation  says  he  does  not  foresee  any 
real  improvement  in  the  wholesale  situation 
before  spring,  1922,  or  until  the  retailers  have 
had  time  to  dispose  of  the  large  stocks  that 
they  own,  and  this  only  if  the  retailers  make 
the  same  concessions  in  prices  as  manufac- 
turers. 

The  situation  this  year  is,  of  course, 
diametrically  opposed  to  that  of  last  year,  when 
orders  had  to  be  refused.  The  lack  of  workers 
is  now  ended  and  as  a  consequence  hand  em- 
broidered lingerie  in  popular  lines  is  coming 


Black  and  ivhite  effects,  and  the  profuse  use  of  fur 
on  sumvier  costumes  are  illustrated  m  these  two 
models  worn  at  Cannes. 

into  prominence  again. 

The  wholesale  shoe  industry  is  at  a  stand- 
still. Stocks  are  very  heavy  and  the  drop  in 
the  price  of  leather  has  caused  large  losses  in 
the  trade.  The  French  retail  trade,  however, 
has  suffered  much  less  than  the  wholesale. 
The  head  of  the  shoe  industry  at  Lyons  told 
a  representative  of  the  DRY  Goods  Economist 
that  sales  in  the  wholesale  trade  had  dropped 
90  per  cent  since  last  year,  whereas  retailers 
had  come  out  with  a  loss  of  only  about  15  to 
20  per  cent  of  their  usual  turnover.  The 
fashion  is  all  for  low  shoes.  High  boots  are 
less  in  demand  than  ever.  The  demand  is 
mostly  for  low  shoes  in  black  patent  leather, 
in  intricate  strap  effects  with  piping  of  white 
or  of  a  color.  Buckskin  models  also  are  sell- 
ing well. 


The  pointed  toe  and  long  vamp  still  makes 
headway,  yet  there  is  no  indication  that  the 
exaggerated  point  will  come  into  fashion.  The 
short  vamp  has  not  yet  died  out  entirely,  al- 
though this  type  of  shoe  is  now  much  less  in 
favor. 

Oxford  ties  with  elastic  inserts  are  less  in 
demand,  and  large  stocks  of  this  article  are 
being  unsuccessfully  offered  on  the  market. 
Everything  points  to  a  decrease  in  the  price 
of  shoes,  although  retailers  are  struggling  to 
maintain  the  high  war  prices. 

"Puma"  Good  in  Bags 

Business  in  bag  lines  is  poor  and  few 
houses  were  represented  at  the  fair.  America 
is  buying  very  little.  The  most  popular  sell- 
ing qualities  are  Bench,  Valenciennes,  and 
filet  laces.  The  price  of  imitation  laces  is 
about  30  per  cent  less  than  last  year,  and 
of  real  laces  about  20  to  30  per  cent  less. 
Embroidered  nets  are  selling  freely. 

Conspicuous  among  the  novelties  at 
the  fair  was  a  bag  in  "puma"  trimmed 
with  metal  lace,  the  metal  lace  being  made 
with  the  real  metal — gold  or  silver — and 
proofed  against  oxidizing.  Puma  is  a 
kind  of  calf  resembling  buckskin,  and  is 
offered  in  all  colors.  A  very  smart  model 
was  developed  in  purple  puma  trimmed 
with  silver  lace.  The  torpedo  shape  is  re- 
ported to  be  the  best  seller  at  the  present 
time.  Novelty  bags  in  colored  silk  jersey 
trimmed  with  colored  silk  embroidery  also 
are  being  launched.  Red  leather  bags  are 
still  prominently  featured. 

Textiles  Remain  Quiet 

Business  in  textiles  is  very  quiet  in 
spite  of  large  reductions  in  the  price  of 
raw  materials  and  the  important  conces- 
sions made  by  manufacturers  and  job- 
bers. Linens,  for  instance,  are  sold  at 
half  the  price  of  five  months  ago ;  yet  they 
are  still  six  times  as  expensive  as  before 
the  war.  Cotton  goods  show  a  reduction 
of  40  to  50  per  cent  since  last  October, 
and  woolens  40  per  cent. 

In  silks  business  is  at  a  standstill  ex- 
cept in  nets,  which  are  doing  fairly  well. 
Last  year  the  total  amount  of  silk  goods 
manufactured  in  Lyons  amounted  to  two 
billion  four  hundred  million  francs.  The 
exports  were  valued  at  one  billion  francs. 
The  situation  in  the  kid  glove  industry  is 
still  precarious.    Stocks  are  very  large  and 
orders  scarce.     Fancy  articles  are  the  best 
sellers. 

The  fabric  glove  industry  is  in  better 
shape,  but  the  demand  for  silk  gloves  has  died 
out. 

A  further  drop  in  the  price  of  silk  stock- 
ings is  expected  and  buyers  at  the  fair  are 
holding  their  orders  until  later.  Gray  and 
deep  champagne  are  good  colors.  There  is 
scarcely  any  demand  for  black  stockings. 

The  umbrella  business,  which  has  been  so 
much  affected  by  the  popularity  of  raincoats, 
seems  to  be  picking  up  again.  The  new 
umbrellas  are  much  smaller,  but  still  have  a 
thick  stick.  Very  small  sunshades  also  are 
being  launched  for  the  summer. 
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FFiANKLIN 

WOOLEN  HOSIERS 


For  Women 

To  achieve  the  perfection  in  fit,  and  the 
fine  quality  so  characteristic  of  Frankhn 
woolen  hosiery,  only  the  choicest  wools 
are  used. 

And  to  secure  the  fine  appearance,  elegant 
texture  and  splendid  serviceability  so  ad- 
mired in  English  hosiery,  we  have  im- 
ported English  machines  expressly  for 
these  purposes. 

All  wool,  seamless,  heavy  ribbed  styles  in 
plain  colors  and  fancy  heather  mixtures, 
thus  produced,  are  fast  and  profitable 
sellers.    Ask  your  jobber. 

SULLOWAY  MILLS 
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French  Turnover 
Failed  to  Reach 
Expectations 

G.  C.  Vyle  of  Birmingham,  England, 
Qiamber  of  Commerce  Prepares 
Data  on  Subject 

In  view  of  the  discussion  concerning  the 
desirability  of  a  sales  tax  in  this  country, 
considerable  interest  attaches  to  a  memoran- 
dum on  the  workings  of  the  French  turnover 
tax  prepared  by  G.  C.  Vyle  .of  the  Birmingham 
Chamber  of  Commerce  and  circulated  by  the 
Association  of  British  Chambers  of  Commerce. 

The  French  Tax,  as  explained  by  Mr.  Vyle, 
is  payable  on  all  turnover  and  is  applied  to 
•every  selling  operation,  even  when  goods  pass 
through  the  hands  of  middlettien  or  when  they 
pass  from  one  firm  to  another  in  process  of 
manufacture.  Imported  goods  have  to  pay  the 
tax  to  the  Customs  officials  before  they  are 
■cleared  a;nd  again  on  the  turnover  as  shown  by 
tfee  importer's  books,  so  that  they  pay  a  double 
tax.  The  taxis  divided  into  three  categories: 
I  1.  1.10  p&t4fent  on  general  turnover,  ex- 
cfet  such  turno|-er  as  is  included  in  categories 
•2^  and  3.  V'\ 

^  2.  3  per  ceiiU  on  the  business  done  on  all 
articles  classified;  as  luxuries  because  of  their 
price. 

3.  10  per  cent*on  the  business  done  on  all 
articles  classified  as  luxuries  because  of  their 
nature. 

Method  of  Payment 

The  method  in  which  the  tax  is  paid  is  de- 
.scribed  by  Mr.  Vyle  as  follows:    "Every  firm, 
trader  or  private  individual  doing  business  or 
buying  goods  for  re-sale  is  required  to  make  a 
declaration  to  the  fiscal  authority,  stating 
name,  address,  profession,  etc.  (there  are  a 
few  well-defined  exceptions,  such  as  bakers, 
€tc.).  Such  persons  as  have  not  already  a  com- 
plete set  of  books  must  keep  a  register  with 
numbered  folios  and  enter  up  every  operation 
effected,  with  certain  details.    All  books  used 
for  making  declarations  must  be  produced  at 
the  first  demand  of  an  inspector.     It  was 
originally  intended  to  oblige  traders  to  deposit 
their  books  at  the  same  time  as  their  declara- 
tions, but  this  has  not  been  found  practicable. 
"Traders  are  divided  into  three  categories, 
I  according  to  the  first  letter  of  their  name. 
I   Each  category  must  make  a  declaration  be- 
I  tween  two  given  dates.   A  declaration  form  is 
fi  filled  in  from  the  special  register  (the  majority 
!t   of  firms,  even  those  with  full  sets  of  books, 
i  have  found  it  advisable  to  keep  a  register,  in 
'  which  all  figures,  details,  deductions,  correc- 
l  tions,  etc.,  are  entered). 

"This  form  is  certified  by  a  responsible 
person  and  handed  to  the  authorities.  At  the 
same  time  payment  must  be  made.  Various 
ways  rnay  be  adopted,  i.e.,  in  specie,  postal 
orders,  special  money  orders,  by  check  crossed 
I  'Banque  de  Franc*,'  etc.  Certain  establish- 
ments, the  nature  of  whose  business  renders 
an  accurate  monthly  return  difficult,  are  al- 
lowed to  pay  a  figure  based  on  the  previous 
year's  turnover,  an  adjustment  being  made  at 
the  end  of  each  year." 

In  discussing  the  effect  of  the  tax,  Mr. 
Vyle  says:  "This  tax  was  at  first  favorably 
received,  as  the  taxes  which  it  replaced  were 
very  difficult  to  understand  and  apply.  It  be- 
came law  at  a  time  when  increased  charges 
were  purely  and  simply  passed  on  to  buyer  and 
thence  to  consumer.  It  has  since  been  found 
that,  although  the  tax  is  supposed  to  be  paid 
by  seller  and  not  by  buyer,  all  traders  have 
increased  their  prices  by  varying  percentages 


to  cover  the  tax,  with  the  result  that  the  final 
price  to  the  consumer  is  greatly  increased  be- 
cause of  the  tax  alone.  ...  In  general  the 
tax  of  1.10  per  cent  has  been  accepted  without 
undue  demur,  as  it  is  easy  of  application.  The 
luxury  taxes  of  3  and  10  per  cent  are  not 
popular,  as  the  increase  in  price  renders  the 
selling  price  almost  prohibitive.  This  is  espe- 
cially felt  in  the  case  of  imported  goods." 

Expected  Yield  Fell  Off 

After  reciting  the  penalties  imposed  for 
failure  to  comply  with  the  regulations  govern- 
ing the  return  and  payment  of  the  tax,  Mr. 
Vyle  goes  on  to  say:  "This  tax  does  not  appear 
to  have  realized  expectations.  It  was  calcu- 
lated to  produce  between  four  and  five  milliards 
of  francs  per  annum.  For  the  first  five  months 
(July  1  to  Nov.  30)  it  was  expected  to  pro- 
duce 1,622,000,000  francs,  whereas  only  739 
millions  were  paid,  leaving  a  deficit  of  883 
millions.  .  .  .  The  slump  in  trade  is  with- 
out doubt  the  reason  for  this  deficit.   .   .  . 

"There  is  no  doubt  also  that,  although  it  is 
practically  impossible  for  properly  constituted 
traders  to  avoid  payment  of  this  tax,  many  in- 
dividuals escape  it  by  not  declaring  them- 
selves. The  Government  appears  resolved  to 
apply  the  law  and  already  has  imposed  fines 
for  late  declarations.  It  will,  however,  require 
a  certain  time  to  discover  such  frauds.  There 
are  certain  classes  of  business  which  are 
exempt,  and  it  is  believed  that  many  traders 
are  taking  undue  advantage  of  this.  The  tax 
appears  to  have  come  to  stay,  but  some  modi- 
fications are  probable  in  the  details." 

Forstmann  Action 

Dropped  by  Miller 

Finding  that  Julius  Forstmann  of  the 
Forstmann  &  Huffmann  Co.  is  not  only  a  pa- 
triotic American  citizen  by  that  "he  and  his 
company  rendered  unusually  valuable  services 
to  the  Government  in  the  prosecution  of  the 
war,"  Thomas  W.  Miller,  the  newly  appointed 
Alien  Property  Custodian,  has  directed  the 
discontinuance  of  the  litigation  instigated  by 
the  Government  during  the  war  to  determine 
the  ownership  of  certain  blocks  of  stock  in 
the  corporation.  Mr.  Miller's  letter  on  the 
subject  to  the  prosecuting  attorneys  is  as  fol- 
lows : 

"I  find  among  other  pending  matters  in 
this  office  the  litigation  in  the  Federal  Court 
in  New  Jersey,  brought  by  you  as  attorneys 
on  behalf  of  my  predecessors,  Hon.  A.  Mitchell 
Palmer  and  Hon.  Francis  P.  Garvan,  against 
Julius  Forstmann  and  Adolphine,  his  wife, 
both  American  citizens,  of  Passaic,  N.  J.,  in- 
volving shares  of  stock  of  the  Forstmann  & 
Huffmann  Co.  of  that  city. 

"One  of  these  suits  involves  twenty-five 
hundred  and  ninety  (2590)  shares  of  stock 
standing  on  the  books  of  the  company  in  the 
name  of  Julius  Forstmann  and  his  wife.  I 
have  conferred  with  Mr.  Spier  Whitaker,  now 
of  Stanchfield  &  Levy,  formerly  of  this  office, 
and  of  the  Attorney  General's  office,  and  who 
seems  to  know  all  about  the  case.  I  find  that 
there  is  no  real  doubt  as  to  the  ownership  of 
this  stock,  and  that  even  if  the  present  suit 
were  successful  it  should  be  the  policy  of  this 
office  immediately  to  return  the  stock  to  the 
real  owners,  who  are  American  citizens.  This 
opinion,  I  find,  was  officially  reported  to  my 
predecessor  on  Aug.  15  last  by  Mr.  Whitaker, 
and  was  confirmed  by  him  in  conference  with 
me  here  to-day. 

"As  to  the  claim  to  the  twenty-seven  hun- 
dred (2700)  shares  involved  in  the  other  suit, 
I  understand  that  this  is  a  suit  not  to  recover 
the  stock  for  the  Alien  Property  Custodian, 
but  for  the  purpose  of  imposing  a  constructive 


trust  thereon  in  favor  of  the  corporation.  I 
have  carefully  gone  into  the  facts.  The  pur- 
chase of  these  twenty-seven  hundred  (2700) 
shares  from  Germans  by  Mr.  Forstmann  I 
find  was  made  long  prior  to  the  time  when 
we  entered  the  war,  was  made  in  good  faith 
and  in  order  clearly  to  Americanize  the  com- 
pany. 

"Though  moneys  were  advanced  to  Mr. 
Forstmann  by  the  corporation  to  complete  the 
purchase,  these  advances  were  in  anticipation 
of  payments  due  to  Mr.  Forstmann,  and  under 
the  by-laws  of  the  corporation  the  transaction 
was  fully  justified.  The  majority  stockholders 
have  ratified  the  transaction,  and  the  minority 
stockholders  to  whose  legal  title  the  Alien 
Property  Custodian  succeeded,  were  all  par- 
ticipants in  the  sale,  and  have  since  formally 
fully  acquiesced  therein. 

"Under  these  circumstances  I  can  see  no 
useful  purpose  to  be  served  by  continuation  of 
either  litigation.  I  have  completely  satisfied 
myself  concerning  the  loyalty  and  integrity  of 
Mr.  Forstmann  during  the  war,  and  I  find  that 
not  dhly  was  he  a  patriotic  American  citizen, 
but  that  he  and  his  company  rendered  unusu- 
ally valuable  services  to  the  Government  in 
the  prosecution  of  the  war. 

"As  it  will  not  be  my  policy  to  conduct  liti- 
gation unless  the  real  merits  of  the  case  jus- 
tify it,  especially  against  American  citizens, 
you  will  please  take  the  necessary  steps  to 
discontinue  both  suits  £ind  advise  me  promptly 
that  the  same  has  been  accomplished. 

"Will  you  please  also  have  Mr.  Parke,  of 
the  firm  of  Stanchfield  &  Levy,  retransfer  and 
return  to  this  office  the  share  of  stock  held  by 
him?  Very  truly  yours, 

"(Signed)    Thomas  W.  Miller, 

"Alien  Property  Custodian." 


Dallas  Retailers  Get 
Off  to  Strong  Start 

About  two  hundred  merchants  have  sig- 
nified their  intention  of  lining  up  behind  the 
new  Dallas  Retail  Merchants'  Association,  in 
Dallas,  Tex.,  and  the  organization  is  expected 
to  expand  into  one  of  the  most  vital  factors  in 
the  business  and  economic  life  of  the  city,  ac- 
cording to  M.  K.  Hurst,  chairman  of  the  organ- 
ization. 

A  paid  secretary  will  be  placed  in  office 
as  soon  as  this  can  be  arranged.  In  the  mean- 
time Charles  E.  Sayville  of  the  Dallas  Cham- 
ber of  Commerce,  is  acting  as  temporary  sec- 
retary. 

The  necessity  for  co-operation  and  elimi- 
nation of  petty  jealousies  from  the  activities 
of  the  retail  merchants  in  Dallas  are  ex- 
pected to  develop  with  the  growth  of  the  or- 
ganization. 

Retail  ready-to-wear  stores  are  expected  to 
take  an  important  part  in  the  work  of  this 
body  and  some  of  the  leading  merchants  in 
the  town  are  actively  engaged  in  promoting 
the  association's  progress. 


Cotton  Facts 


The  1920  edition  of  "Cotton  Facts"  which 
recently  reached  us  is  a  most  complete  and  ex- 
haustive record  of  cotton  crops,  receipts,  ex- 
ports, stocks,  home  and  foreign  consumption, 
supply,  prices  and  the  acreage  devoted  to  the 
staple. 

.  The  various  tables  and  other  data  have 
been  revised  and  brought  up  to  date  and  are 
supplemented  by  official  reports  from  the  De- 
partment of  Agriculture,  and  by  other  re- 
ports from  reliable  sources.  The  revision  is 
the  work  of  C.  Shepperson-Bull,  a  daughter  of 
the  late  Alfred  B.  Shepperson  and  present 
head  of  the  Shepperson  Publishing  Co. 
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Section  of  the  "Naw  Way"  Leather  Cootls 
^  Department  of  Paul  Steketee  &  Sons,  Grand  Kapids, 
C  Midi.    Designed  and  manufactured  by  the  Grand 
Rapids  Show  ("ase  Co.,  Grand  Rapids,  Michigan. 


BORN 

March  21st,  1921 

TWO-FORTY-FOUR-RUBENS 
Beautiful — Healthy — Strong 

This  new  member  of  the  Rubens  house- 
hold will  very  quickly  grow  into  a  giant. 
Two-forty-four  is  the  ultimate  result  of 
many  months  of  experiments.  The  results 
are  perfectly  satisfactory  to  us.  Like  a 
mother  whose  every  wish  has  been  gratified. 

Xotc  the  ingredients  whieli  go  to  make 
up  Two-forty-four : 

50%  Mercerized  Lisle — Looks  like  silk 

One-hsJf  wool — just  enough 
One-half  cotton — sufficient 


50%  Merino 


Silk  crocheted  edge  around  neck. 
Made  in  seven  si,:;cs — packed  six  in  a  box. 

We  are  selling  our  latest  offspring  for 
Seven-eight-five  on  size  one;  rise  fifty  cents  per  size 

Terms,  2%  10  Days 

Let  us  send  you  a  range  of  sizes,  to  be  billed  through  your  jobber. 
(Please  mention  your  jobber's  name.) 

RUBENS  INFANT  SHIRTS 

Also  made  in  cotton-mcrino-wool-silk  and  wool  and  all  silk. 

Tiadc-.Mark  Ktg.   U.   S.  Pat.  Off. 


Manufactured  only  by 

RUBENS  &  MARBLE,  INC. 
2-20  N-  Market  St. 
Chicago,  U.  S.  A. 


NO  BUTTONS         NO  TROUBLE 


BROADWAY  AT  24TH  STREET 

FOR  the  convenience  of  merchants 
in  the  Atlantic  Coast  States  and  in 
the  Canadian  territory  east  of  Toronto, 
Marshall  Field  &  Company  carry  in  their 
New  York  Salesrooms,  Broadway  at  24th 
St.,  many  complete  lines  of  the  merchan- 
dise which  they  manufacture  or  convert. 


jHexandre  Kid  Qloves 
ylthena  Knit  Underwear 
Turlington  Newfashioned 

Hosiery 
Handkerchiefs  — Imported 
and  Domestic 

Damask 
Canterbury  Decorative  Fabrics 
Colonial  Decorative  Fabrics 
Homecrest  Floor  Coverings 
Ivanhoe  Silk  Qloves 
Ivanhoe  Fabric  Qloves 
Imperial  Outings 

Women's  and  Children 


Linings 
Silks  fBeau  ^TtiConde 
Silcot  Apparel  Fabrics 
'Uovoels—Huck  andljurkish 
^M^ount  'Demon  Curtain 

^M^atetiah 
"Viny  To/  Vests,  ^ands 
and  Wrappers 
Wearwell  Blankets 
Wearwell  Sheetings.'Uubings, 
Sheets  and  Pillow-cases 

Wearwell  Bedspreads 
Zion  Laces  and  Curtains 
's  Fleeced  Underwear 


MARSHALL  FIELD  &  COMPANY 

^Manufacturers  and  TUstributers  of  Standard  Merchandise 
CHICAGO  .  NEW  YORK 
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Good  Will  Oils  Gears  of  Store's 
Mechanism,  Insuring  Efficiency 

New  Employee  Is  Made  to  Feel  at  Home  and  Instructed  in  Details 
of  Work — Educational  Director  Takes  Close  Personal  Interest  in 
Her  Charges — Salary  Alone  Does  Not  Get  Best  Results 


SOME  time  ago  a  picture  was  shown  of  a 
powerful  crane  lifting  an  immense  steel 
bridge  of  many  tons.  The  mechanism  of 
ICS  parts  working  together  like  clock-work  il- 
lustrated fully  how  each  little  part  in  a  great 
whole  must  do  its  work  in  order  to  accom- 
plish great  results. 

The  success  and  growth  seen  in  many  of 
our  large  concerns  is  not  gained  by  the  man- 
ager alone,  but  by  the  perfect  working  and 
co-operation  of  those  under  him.  In  order  to 
secure  a  working  basis  for  any  system  in 
business,  the  slogan,  "Co-operation  for  Effi- 
ciency" is  the  safest  one  to  adopt.  To  secure 
this,  one  must  have  the  good  will  of  everyone 
from  the  department  manager  to  the  mes- 
senger, who  must  consider  her  work  the  most 
important  in  the  whole  concern. 

After  searching  for  some  scheme  that 
would  be  suitable  for  our  business,  we  have 
adopted  the  following  method: 

Each  new  employee,  as  soon  as  hired,  is 
given  individual  instructions,  and  in  this  way 
becomes  acquainted  with  the  educational  di- 
rector, and  is  made  to  feel  her  interest  in  him, 
not  only  as  a  salesperson,  but  as  a  friend. 

Instructions  are  given  along  the  lines  of 
sales  slips,  salesmanship,  store  directory,  to- 
gether with  the  explanation  of  our  rules,  a 
copy  of  which  is  given  to  each  one. 

Upon  entering  his  department  he  is  made 
to  feel  at  home  with  those  with  whom  he  is 
associated  in  his  work  and  ready  to  help. him 
over  rough  and  strange  places. 

The  Importance  of  Detail 

Later  he  is  placed  in  a  group  which  is  sub- 
ject to  the  call  of  the  educational  director, 
usually  once  a  week.  At  these  meetings  talks 
on  salesmanship  are  given,  also  criticisms  and 
discussion  on  any  subject  which  may  come  up. 
A  certain  amount  of  detail  is  necessary  in 
every  systematic  line  of  work.  Although  the 
employee  may  feel  that  these  points  are  small 
and  unimportant,  yet  there  are  times  when 
their  importance  is 
demonstrated,  and  it  is 
at  group  meetings  es- 
p  e  c  i  a  1 1  y  that  these 
things  are  discussed. 
Groups  are  given  the 
advantage  of  e  d  u  c  a  - 
tional  movies  also,  as 
our  management  has 
purchased  a  movie  ma- 
chine and  educational 
films  are  presented 
once  a  month. 

A  list  of  possible 
errors  to  avoid  is  given 
each  one. 

An  error  record  is 
used  in  the  office,  also 
in  the  shipping  room, 
all  mistakes  being  re- 
corded and  sent  to  the 
educational  director, 
who  takes  them  up 
with  the  manager  of 
the  department,  and  he 
in  turn  with  the  em- 
ployees under  him.  If 


By  Mrs.  C.  H.  Talbott 

Educa'donal  Director  and  Welfare  Worker, 
Duluth  Glass  Block  Store,  Inc., 
Duluth,  Minn. 

the  mistakes  are  repeated,  then  an  explana- 
tion is  required.  Most  errors  have  been  elim- 
inated by  this  eternal  vigilance. 

Tardiness  Discouraged 

t  During  a  busy  season  especially,  the  ship- 
ping room  is  assisted  by  close  attention  to 
out-of-town  shipments. 

FROM 

DulutK  Glass  Block  Store^  Inc. 


MINNESOTA 


M 


City 


ALL  SPACES  ON  THIS  LABEL  TO  BE  FILLED  BY  DEPARTMENT 


DEPT 

REMARKS 

C.  O.  D. 

CLERK 

HOW  SHIPPED 

VALUE 

DATE  SHIPPED 

Thiet  Lebello  he  lotted  for  Oulfioing  Shipments  Only 

Specimen  Shipment  Slip 

A  record  of  tardiness  of  his  employees  for 
the  week  is  given  each  department  manager, 
and  an  endeavor  to  correct  this  fault  without 
docking  salary  is  made,  by  personal  inter- 
views. 

Cashiers'  reports  for  each  register  are 
made  out  each  day  and  given  out  once  a  week ; 
white  slips  for  perfect  record,  blue  for  over, 
and  pink  for  shortages.  Six  successive  white 
ones  gives  the  cashier  two  hours  off,  or  one 
dollar  as  a  reward. 

All  of  this  knowledge  of  sales  slips,  rules, 
etc.,  must  be  accompanied  by  good  will,  sales- 


manship, and  interest  in  the  department  and 
its  work  or  it  amounts  to  nothing. 

If  habit  can  be  formed  by  strict  attention 
to  detail  we  have  gained  one  point  in  welfare 
work,  as  this  habit  will  follow  one  after  he 
leaves  for  broader  fields. 

Any  work  that  makes  for  greater  efficiency 
means  dollars  and  cents  to  the  employees,  and 
any  instruction  or  suggestion  along  the  line 
of  improvement  cannot  be  estimated  from  a 
financial  standpoint  except  by  the  person  con- 
cerned, and  to  the  degree  that  he  lives  up  to 
his  ideal  will  he  be  of  greater  value  to  his  em- 
ployer. 

The  personal  welfare  of  the  girls  is  taken 
into  consideration,  and  the  educational  direc- 
tor considers  herself  the  mother  to  this  float- 
ing population  of  a  department  store.  The 
sick  are  taken  care  of,  and  if  necessary  are 
sent  home  until  well,  and  in  deserving  cases 
financial  help  is  given.  Each  new  employee  is 
made  to  feel  that  she  may  come  with  any 
troubles  to  the  welfare  mother  and  talk  them 
over. 

Contentment,  with  happy  surroundings, 
and  a  knowledge  that  the  management  is  in- 
terested in  their  welfare,  will  give  much  bet- 
ter service  than  work  for  mere  salary  alone. 

And  so.  everything  is  being  done  for  the 
welfare  and  happiness  of  our  people.  Besides 
the  usual  rest  room,  cafeteria,  etc.,  the  F.  A. 
Patrick  firm  has  purchased  and  equipped  in 
every  way  the  beautiful  club  house  and 
grounds  at  Lake  Nebagamon,  Wisconsin,  for 
the  use  of  the  employees  of  the  company,  of 
which  the  Glass  Block  is  a  part.  Many  sum- 
mer vacations  are  spent  at  the  place,  and  sum- 
mer sports  indulged  in  to  the  heart's  content. 
Play  is  necessary  to  the  development  of  all  of 
us,  and  the  healthy  romp  of  out-door  life  will 
bring  our  people  back  to  us  with  the  smiling 
face  and  vim  so  necessary  to  success. 


Record  of  Tardiness,  Week  Ending 


Slip  for  recording  tardiness  on  the  part  of  employees,  also   cashier's  record. 


The  Mabley  &  Carew  Co.,  Cincinnati, 
Ohio,  announces  that  in  the  future  no  price 
comparisons  will  b  3 
made  in  their  ads. 
The  firm's  statement 
gives  as  reason  the 
tendency  to  exaggera- 
tion which  is  bred  by 
this  practice  and  the 
special  difficulty  of  de- 
termining proper  com- 
parisons. 


K.  E.  Vroman,  who 
was  manager  and 
buyer  for  the  piece 
goods  department  of 
the  C.  F.  Jackson  Co., 
N  o  r  w  a  1  k,  Ohio,  for 
eleven  years,  has 
opened  a  store  at  New 
London,  Ohio,  with  a 
complete  line  of  dry 
goods  and  ready-to- 
wear.  The  opening 
day  was  a  real  success, 
700  people  visiting  the 
establishment  and  buy- 
ing freely. 
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The  slashed  pocket  with  button.  The 
finest  English,  Scotch  and  Irish 
fabrics. 

The  English  ulster,  full  or  part  belted,  has  taken  its  place  as  the  favorite  for  winter  use. 
Warm,  roomy — with  just  that  reminiscent  touch  of  military  smartness. 

John  Shannon's  English  Clothes  include  a  complete  line  of  outdoor  wear  from  the 
lightest  covert  to  the  heaviest  ulster  illustrated  here. 


JOHN  SH/\NNON  &  SON  UP 

SIDNEY  H.  JENKINS.  UNITED    STATES  MANAGER 

HOLLAND  BLDG..  276  FIFTH  AVE  .  coa.  SO^ ST 
NEW  YORK  CITY 


LONDON  and  WALSALL,  ENGLAND 
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Psycho-Analysts  Are  in  Wrong  Pew 
As  Store  Department  Heads 

The  Other  Side  of  the  Counter  Can't  See  Personnel  Director,  and  as 
for  Welfare  Directors,  Fire  'Em  All,  He  Advises — The  Persons  Best 
Equipped  to  Select  and  Train  Employees  Are  Those  Who  Directly 

Guide  Any  One  Section 


IN  the  New  York  Times  of  Sunday,  March 
27,  I  read  an  article  "How  To  Check  The 
Labor  Turnover."  It  begins:  "Wagon 
boys  interviewed  for  employment  by  the  de- 
livery superintendent;  office  workers  engaged 
by  the  head  bookkeeper;  sales  people  selected 
by  the  departmental  buyers,  and  elevator  men 
taken  on  by  the  store  superintendent — such 
was  the  decentralized  system  of  obtaining 
help  in  vogue  in  the  principal  department 
stores  not  more  than  a  decade  ago." 

"But  to-day,"  it  continues,  "there  is  a  cen- 
trally located  employment  office  with  modern 
devices  for  testing  the  various  types  of  appli- 
cants, manned  by  a  carefully  trained  force  of 
employment  managers,  including  psychologi- 
cal experts,  educational  advisers  and  me'dical 
assistants."  ; 

Hiring  gnd  Firing  Still  Go  On 

All  this,  however,  does  not  seem  to  have 
solved  the  problem,  because,  the  article  goes 
on  to  say :  "Hiring,  firing;  and  quitting  go 
on  apace;  evidently  permanency  of  employ- 
ment is  not  desired  by  the  applicant  for  a 
store  position.  Department  store  work  is  still 
in  disfavor  with  the  large  mass  of  intelligent 
workers." 

The  article  fhen  comments  on  the  remedies 
for  this  conditi'pn  the  store  owners  are  apply- 
ing or  intend  to,  apply.  Everybody  is  to  be 
told,  by  a  wide  distribution  of  printed  matter, 
of  the  recent  "radical  change  in  department 
store  operation,  particularly  as  applied  to  per- 
sonnel management." 

From  all  that  has  been  written  and  printed 
on  this  subject  recently  it  must  be  a  very  im- 
portant matter  indeed  to  department  store 
owners;  but  they  seem  to  be  seeking  the  rem- 
edy everywhere  but  in  their  own  establish- 
ments. 

The  activities  of  department  store  owners 
remind  me  of  the  hero  of  a  recent  work  of  fic- 
tion who  "vaulted  lightly  into  the  saddle  and 
rode  away  rapidly  in  every  direction." 

In  all  the  mass  of  printed  matter  on  this 
subject,  I  do  not  remember  getting  the  view- 
point of  the  employee  himself.  I  have  worked 
in  two  of  the  larger  department  stores  of  New 
York.  I  have  viewed  this  constant  coming 
and  going  of  help  and  thought  about  it  and 
studied  it,  and  have  some  views  which  may  be 
interesting  as  coming  from  the  other  side  of 
the  counter. 

Fire  the  Faddists  First 

Well,  then,  I  would  begin  the  firing  with 
the  "personnel"  director  and  continue  the  fir- 
ing to  include  all  the  psychological  experts, 
the  physiognomists,  psycho-analysts,  charac- 
ter sketch  artists  and  whatever  other  faddists 
may  be  lying  around  loose  and  then  get  down 
to  business.  And  while  the  firing  is  going  on 
don't  let  any  smoke  screen  obscure  the  "wel- 
fare" fads  and  fancies  that  recently  have 
tripped  lightly  into  department  stores. 

About  ten  years  ago  a  rash  of  "efficiency 
engineers"  broke  out  on  the  body  of  industry. 
There  were  droves  of  them.  They  formed  so- 
cieties and  held  banquets.  The  heads  of  large 
and  important  business  undertakings  hired 


Another  Viewpoint 

FIRE     the      employment  experts, 
psycho-analysts   and   w^elfare  di- 
rectors? 

The  views  expressed  in  this  article 
are  so  much  at  variance  with  many 
which  have  been  accepted  in  the  de- 
partment store  field  in  the  last  few 
years  that  they  make  interesting  read- 
ing, whether  or  not  one  agrees  with 
them. 

It  came  to  us  signed  "Behind  the 
Counter."  We  do  not  know  who 
wrote  it.     We  wish  we  did. 

The  writer  says  he  intended  send- 
ing it  to  a  former  employer,  but,  be- 
lieving that  it  applies  to  many  other 
department  stores,  he  sent  it  to  us. 
We  thought  it  worth  printing. 


these  outsiders,  frequently  at  enormous  sal- 
aries, to  come  in  and  tell  them  how  to  run 
their  businesses.  Where  are  the  efficiency  en- 
gineers to-day?  They  are  where  the  experts 
of  psycho-analysis,  the  outside  teacher  of 
salesmanship  and  the  welfare  faddist  will  be 
to-morrow — in  oblivion. 

Did  any  department  store  manager  ever 
hear  or  ever  know  of  one  person  applying  for 
a  position  in  a  store  because  of  its  superior 
"welfare"  attraction's?  Or  did  anyone  hear  of 
even  one  person  leaving  a  store  because  the 
"welfare"  activities  -  of  some  other  store  were 
more  alluring? 

Is  "Welfare"  Work  Interference? 

Gone  are  the  days  of  the  0.  Henry  depart- 
ment store  girj,  the  stupid  little  blonde  who 
walked  home  to  her  little  hall  bedroom, 
washed  her  stockings,  handkerchiefs  et  al.  in 
a  tin  basin  and  pinijed  them  to  the  one  win- 
dow curtain  to  dry.  The  present  day  fairly 
well  educated,  intelligent  employee  wants 
none  of  this  paternal  coddling  of  departni'ent 
store  "welfare"  faddists.  Give  the  employees 
a  clean  place  to  work  in,  good  air  and  light, 
clean  and  ample  lavatories,  lunch  room  and 
rest  room,  and  that  is  all;  and  these  are  not 
considered  as  evidences  of  the  philanthropical 
tendencies  of  employers,  but  rights  to  which 
employees  are  entitled.  The  interference  of 
"welfare"  workers  in  the  private  or  social  life 
of  self-respecting  employees-  is  resented  and 
scorned.  The  employer  won't  hear  this  from 
the  employee.  The  employees  know  the  own- 
ers take  pride  and  pleasure  in  these  fads  and 
will  not  speak  frankly  concerning  them.  But 
they  are  not  appreciated  and  the  money  spent 
on  them  is  worse  than  thrown  away. 

To  begin  at  the  beginning,  what  is  the 
common  sense,  business-like  way  of  fittingly 
filling  a  vacancy  in  any  particular  department 
in  a  department  store?  Who  knows  most 
about  the  qualifications  necessary  for  success 
in  that  position?  Undoubtedly  the  manager 
of  that  department. 

At  the  risk  of  flying  in  the  face  of  all  these 


new  ideas,  fathered  by  college  professors  and 
teachers  of  salesmanship  who  never  even  sold 
a  necktie  but  put  in  practice  by  those  most  in- 
terested, the  store  owners,  I  venture  the  state- 
ment that  they  are  basically  all  wrong,  and 
that  so  short  a  time  as  three  years  will  see  the 
abandonment  of  ninety  per  cent  of  the  fads 
now  being  tried  out  in  department  stores. 

Let  Department  Head  Select  Help 

Yes,  the  right  person  to  select  and  to  en- 
gage new  employees  is  the  delivery  superin- 
tendent, the  department  manager,  the  head 
bookkeeper,  etc.  The  head  of  'each  section  in 
a  department  store  is  responsible  for  the  suc- 
cess of  that  department.  His  own  success  de- 
pends upon  the  ability,  fitness  and  training  of 
the  employees  under  him.  Then  who  is  more 
vitally  interested?  There  is  a  sense  of  re- 
sponsibility about  the  department  manager 
who  engages  his  own  help  that  is  entirely  lack- 
ing when  the  new  employee  is  taken  on  by  the 
personnel  director.  Once  employed  and  sent 
to  a  department,  she  fades  out  of  the  latter's 
ken  and  is  merged  into  the  general  organiza- 
tion of  the  store.  Of  course,  the  success  of 
the  .^employment  manager  or  personnel  direc- 
tor is  based  upon  the  success  of  that  scheme 
of  employment,  but  how  difficult  it  is  to  gauge. 

In  real  practice  the  hiring  of  help  by  a  cen- 
trall;^  located  employment  manager  does  not 
work  out  satisfactorily,  in  the  humble  opinion 
of  one  on  the  inside  of  the  counter.  When 
somebody  else  has  hired  the  girl  and  sent  her 
into  the  department  the  department  manager 
does  not  feel  responsible  for  her.  He  may  not 
agree  with  the  employment  manager  in  his 
selection,  but  may  not  like  to  say  so.  He 
doesn't  want  to  be  known  as  a  "kicker"  or 
"knocker."  He  takes  the  girl  he  believes  un- 
wisely selected  or  assigned  with  the  mental 
note  that  she  has  been  thrust  upon  him,  and 
while  he  conscientiously  trains  and  helps  her, 
it  is  without  enthusiasm. 

Employees'  Attitude  Counts,  Too 

There  also  is  the  attitude  of  the  new  em- 
ployee to  the  department  manager  to  be  con- 
sidered. If  she  has  been  engaged  by  him,  she 
has  a  greater  respect  for  him.  He'  is  the 
man  she  has  got  to  make  good  to,  and  he  is 
in  the  department  every  day  and  personally 
knows  whether  she  makes  good  or  not.  He 
takes  a  pride  in  her  success  and  helps  and 
trains  her. 

From  every  practical  standpoint  the  great- 
est efficiency  in  a  department  store  can  be  se- 
cured by  permitting  the  department  manager 
to  select  his  own  assistants,  subject  to  confir- 
mation by  the  general  manager. 

This  plan  presupposes  that  the  department 
manager  is  of  the  proper  calibre,  that  he 
measures  up  to  his  position — this  is  another 
problem.  And  I  would  call  him  a  department 
manager  and  forever  banish  that  word 
"buyer" — forbid  its  use  entirely.  It  is  the 
father  of  many  commercial  sins. 

What  is  the  chief  difficulty  or  handicap 
the  department  store  owner  encounters  in 
raising  the  tone  of  his  organization?  He 
doesn't  get  close  enough  to  the  rank  and  file; 


From  Actual  Photograph  By  Garo,  Boston, 
Mass.    All  Rights  Reserved. 


he  never  gets  under  the  skin.  There  may  be 
ability  all  around  him  and  he  does  not  know 
it.  He  probably  knows  several  hundred  of 
his  employees  by  name,  speaks  courteously 
and  pleasantly  to  them  as  he  walks  through 
the  store ;  but  does  he  really  know  them  ?  He 
does  not. 

Chief  Obstacle  to  Employment  Stability 

And  here  I  believe  I  have  touched  upon  the 
chief  obstacle  to  stability  of  department  store 
work  to-day  and  its  higher  development — the 
Mffi<ndty  in  having  ability  recognized  by  the 
person  with  power  to  reward.  A  department 
store  with  five  or  six  thousand  employees  is 
entirely  different  from  any  other  industrial 
enterprise  of  similar  size.  In  a  manufac- 
turing plant  the  work  of  the  bulk  of  em- 
ployees can  be  standardized  and  systematized ; 
the  character  of  the  output  and  its  cost  deter- 
mine the  value  of  the  services  of  the  employ- 
ees. In  clothing  factories,  automobile  plants, 
steel  plants  and  other  industries  it  is  possible 
to  pay  wages  on  the  basis  of  what  actually  is 
accomplished.  In  effect  it  approaches  piece- 
work. In  many  industries  it  is  piecework.  If 
there  be  dissatisfaction,  it  is  the  dissatisfac- 
tion of  a  large  group  and  not  of  the  individual 
here  and  there  who  is  seeking  promotion  and 
goes  elsewhere  if  he  or  she  does  not  get  it. 

Ability  Unrewarded 

'     The  problem  is  very  much  more  complex 
in  a  department  store,  which  is  all  the  more 
reason  for  the  owner,  the  real  power,  to  actu- 
ally know  his  employees.    I  left  the  depart- 
ment store  in  which  I  was  employed  because  I 
believed  my  ability  and  energy  entitled  me  to 
a  better  position  and  a  higher  salary  than  I 
received.    Subsequent  events  have  justified 
this  belief.   And  I  believed  that  right  in  that 
.    store  there  should  be  a  place  where  I  might 
1   have  a  chance  to  demonstrate  that  I  had  the 
;    ability  I  beUeved  I  possessed;  but  I  didn't 
1   know  how  to  get  it.   My  "buyer"  could  not  or 
t   would  not  do  anything  for  me— he  was  per- 
!    fectly  satisfied  with  my  services  and  didn't 
<   want  me  promoted  away  from  him,  so  I  left. 

There  is  so  much  unused,  undiscovered 
I   ability  floating  about  every  large  department 
i   store,  that  if  it  should  be  detected  and  directed 
into  the  proper  channel,  much  of  the  owners' 
problems  would  be  solved  and  the  labor  turn- 
over materially  lowered ;  but  this  problem  will 
I   not  be  solved  through  outside  university  effi- 
ciency courses,  psychology  experts,  personnel 
directors  and  welfare  fads.    No,  not  ever. 


I  Store  Breaks  Into 
Newspapers  with 
Birthday  Stunt 

F.  &  R.  Lazarus  &  Co.  Celebration 
Had  Program  o£  Real  News  Value 
and  It  Got  Results 

Free  newspaper  publicity  is  the  fertilizer 
of  theatrical  reputiation  and  no  less  of  de- 
partment store  prestige,  though  both  must 
be  backed  by  "the  goods."  Hence  the  spe- 
cial efforts  put  forth  by  F.  &  R.  Lazarus 
&  Co.,  Columbus,  Ohio,  to  arrange  in  connec- 
tion with  their  Seventieth  Golden  Anniver- 
sary special  stunts  which  would  be  regarded 
by  newspapers  as  of  legitimate  news  value. 

In  connection  with  the  celebration  of  its 
birthday  the  firm  divorced  its  merchandising 
and  institutional  advertising.  The  former 
was  put  across  excellently  by  use  of  news- 
paper ads,  circulars  and  auxiliary  advertis- 
ing.  A  house  organ,  Pep,  put  vigor  into  the 
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salespeople's  efforts  with  equally  good  results. 
But  the  feature  of  the  affair  was  the  empha- 
sis placed  on  free  publicity  and  the  creation 
of  real,  live  news  to  obtain  it.  Its  object  was 
to  impress  the  people  of  central  Ohio  with 
the  importance,  meaning  and  interest  of  the 
Lazarus  anniversary. 

Live  News  Gets  the  Space 

The  first- step  was  securing  the  Mayor  of 
Columbus  to  open  the  store  the  first  day  of 
its  seventieth  year,  March  1.  A  party  of  ex- 
mayors  and  prominent  citizens  were  present 
at  the  event.  A  golden  lock  and  key  used 
years  before  by  the  store's  founder  were  the 
focal  point  of  the  ceremony.  This  produced 
news  stories  in  great  quantity. 

The  firm's  publicity  man  prepared  news- 
paper articles  requesting  curios.  These 
came  in  considerable  numbers  and  the  best 
ones  were  displayed.  They  made  a  basis  for 
news  stories  which  the  papers  were  glad  to 
handle.  Two  gowns  of  1851  made  an  espe- 
cially attractive  display — and  interesting 
news.  Baby  spoons  were  given  to  each  in- 
fant born  in  March.  This  gave  another  news 
background  and  did  some  missionary  work 
for  the  store's  Baby  Shop. 

Seventy-Year-Old  Tea 

Probably  the  best  publicity  getter  was  a 
Seventy-Year-Old  Tea,  to  which  Columbus 
women  past  seventy  years  of  age  were  in- 
vited. The  tea  was  preceded  by  a  story  and 
photographs  showing  six  of  the  hostesses. 
Wives  of  the  Lazarus  Board  of  Managers  act- 
ing as  a  reception  committee  made  visitors 
feel  at  home.  On  the  night  of  the  tea  the 
picture  of  the  oldest  guest  was  printed.  Old 
ladies  wrote  birthday  letters  to  the  editors 
of  Columbus  papers  and  women  all  over  the 
city  talked  about  the  occasion,  at  which  300 
women  were  the  store's  guests.  Nine  sepa- 
rate stories  about  it  were  run  in  the  leading 
paper  in  central  Ohio  alone. 

The  stories  broke  into  all  sections  of  the 
papers — editorials,  cartoons,  news  stories,  etc. 
It  shows  how  easy  it  is  to  get  free  publicity 
— if  something  worth  talking  about  is  done. 
That,  of  course,  is  the  point.  Get  legitimate 
news  interest  and  city  editors  are  likely  to  be 
lenient. 


What  10  Weeks'  Street 
Car  Strike  Will  Do 

The  ten  weeks'  street  car  strike  in  Albany 
has  reacted  to  some  extent  on  retail  business, 
and  stores  which  usually  do  a  steady  business 
in  ready-to-wear  report  that  they  have  been 
affected  somewhat  by  the  difficulty  which  has 
been  placed  in  the  way  of  shopping.  Not  only 
have  the  women  living  away  from  the  shopping 
district  refrained  to  some  extent  from  making 
their  purchases,  but  women  from  nearby  com- 
munities who  do  their  shopping  in  Albany 
have  been  obliged  to  hold  off  or  buy  their  needs 
in  their  own  immediate  vicinity. 

Some  indication  of  the  way  the  strike  has 
affected  local  business  in  Albany  is  indicated 
in  a  report  that  one  of  the  Albany  banks  shows 
a  falling  off  in  deposits  of  about  $25,000  a  day. 


The  Eidson  Dry  Goods  Co.  of  Corpus 
Christi,  Texas,  has  established  a  new  and  at- 
tractive salesroom  feature  for  its  ladies' 
ready-to-wear  department,  called  the  Annex. 
This  new  department  is  on  the  order  of  a 
glassed-in  sun-room,  where  customers  may 
spend  their  shopping  hours  leisurely  and  the 
sunlight  has  been  softened  so  as  to  give  just 
the  light  needed  for  inspection  of.  merchan- 
dise. E.  B.  Eidson  is  the  president  and  man- 
ager of  the  firm. 
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French  Fur  Prices 
Favor  Wide  Use 
For  Next  Winter 

Strong  Liking  Is  Shown  for  Lamb 
— Prices  Vary  Widely,  Though 
Generally  Lower 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Itallens 

The  excellent  bargains  obtainable  in  the 
fur  market  lead  to  the  belief  that  fur  will  be 
used  extensively  by  Paris  garment  makers 
next  winter. 

Owing  to  the  reduced  purchasing  power  of 
the  average  woman  the  short  fur  coat,  thirty 
inches  in  length  or  less,  still  leads  in  fur  coat 
sales.  They  can  be  sold  at  prices  which  com- 
pare favorably  with  those  of  cloth  garments 
and  French  shops  have  placed  orders  for  con- 
siderable quantities.  For  those  with  deeper 
purses,  however,  the  long  fur  cape  will  main- 
tain its  vogue,  especially  in  taupe,  gray  squir- 
rel and  mink.  Coats  built  on  straight  lines 
with  circular  skirts  also  will  be  featured. 
Muffs  will  be  flat  and  medium  size.  Owing  to 
the  market's  unsettled  condition  all  models  are 
made  on  conservative  lines. 

Lambs  Are  Well  Liked 

Gray  lamb  still  is  in  demand.  Previously 
it  found  favor  only  in  the  Paris  Couture,  but 
the  fashion  now  is  extending  to  the  provinces. 
Persian  lamb  is  likely  to  make  a  strong  bid 
for  favor  next  winter,  too.  The  reappearance 
on  the  market  of  the  Leipzig  black  dyes,  which 
are  a  superior  sort,  will  help  the  movement. 

The  curled  quality  of  caracul  kid  was  much 
in  demand  at  the  Lyons  fair  and  retains  last 
year's  high  level,  while  the  flat  kind  favored 
by  the  Paris  Couture  has  a  marked  downward 
tendency.  Fisher  and  white  and  gray  Sitka 
and  pointed  foxes  will  be  in  good  demand  for 
fall,  it  is  anticipated.  Skins  of  these  animals 
are  about  at  last  years  prices.  Ermine,  which 
is  much  sought  by  Paris  dressmakers,  has 
fallen  50  per  cent  since  last  year  and  this 
notwithstanding  that  the  fine  quality  from 
Russia  is  extremely  scarce.  Breitschwanz  and 
gray  astrakan  are  still  in  favor,  but  are  reach- 
ing toward  exorbitant  prices. 

Fur  Prices  Show  Varying  Trend 

During  the  first  week  of  the  Lyons  fair 
there  was  little  interest  in  furs,  but  the  second 
week  saw  more  activity.  It  may  be  said  that 
most  cheap  furs,  such  as  rabbit  and  opossum, 
have  declined  50  per  cent  since  last  year,  while 
mink,  silver  fox,  fisher  and  similar  high  class 
furs  are  very  firm.  Natural  squirrel  remains 
high,  while  the  dyed  variety  temporarily  is 
dropping.  Fine  quality  kolinsky  still  is  scarce 
and  is  only  a  little  below  last  year's  price. 
Mink,  especially  of  fine  quality,  is  in  good  de- 
mand and  quite  scarce,  while  there  is  a  revival 
of  interest  in  skunk.  Beaver  is  going  up  and 
because  of  its  high  price  is  not  much  in  de- 
mand. 


The  S.  &  H.  Store  of  Ranger,  Texas,  has 
added  a  millinery  department,  which  is  in 
charge  of  L.  G.  Mansfield  of  New  York.  As- 
sisting Mr.  Mansfield  is  Mrs.  W.  H.  Crocker, 
who  was  formerly  with  the  Neiman-Marcus 
Company  of  Dallas. 

L.  W.  Jones  &  Co.  have  opened  a  new  dry 
goods  store  at  Mission,  Texas.  This  company 
has  d  chain  of  dry  goods  stores  in  the  Rio 
Grande  Valley,  Mission,  Mercedes  and  Wes- 
laco,  Texas. 
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Let  Steinhardt  Goods  Be  the  Foundation 

of  Your  Department 

You'll  have  a  solid  basis  to  build  upon — to  increase  your  turn- 
over, and  make  yours  the  "art  and  gift  corner"  of  your  town. 

Steinhardt  Novelties  are  seasonable,  and  original,  are  in  tremen- 
dous variety  and  the  prices  are  right.    They  are  quick  sellers. 

Send  to  the  "Novelty  Corner"  for  your  art  and  gift  department 


needs. 


Our  Entire  Line  Will  Be  on  Display  at  the  Following  Hotels: 


April  9th  to  April  22nd 
Continental  Hotel,  Phila.,  Pa. 


April  24th  to  April  29th 
Hotel  Rennert,  Baltimore,  Md. 


C.I.32312  —  Vanity 
case,  decorated  cel- 
luloid fitted.  Colors: 
jade,  amber,  coral 
from  $18.00  to 
$24.00  a  dozen. 


May  1st  to  May  6th 
Harrington  Hotel,  Washington,  D.  C. 


Write  for  Appointment 


C.I.812 — Pin  cushion — 
head  in  bisque.  $2.00 
to  $24.00  a  dozen.  Old 
rose  and  blue. 


C.I.I  1540 — Dance  Bags— fancy  fin- 
ishes, mirror  bottom — variety  pat- 
terns, old  rose  and  blue.  $2.00  to 
$12.00  a  dozen. 


C.I.508 — Guest  stands  from  $12 
to  $48  dozen.  Porcelain  head  and 
bust  and  silk  trimmed — old  rose 
and  blue. 


C.I.6232  —  Mokabuk 
leather  hand  bags — 
desisrned  in  colors — 
a  high  class  novelty. 
Each  $13.50. 


Importers 
Manufacturers 
ICxporters 
Wholesalers 
Kstabllshed  1873 
Incorporated  1898 


'*The  Novelty  Corner" 
860  Broadway 
New  York 


27  and  29 
East  17th  Street 

running 
through  to 

32  and  34 
East  18th  Street 


C.I.7866 — D  r  a  g  o  n  leather  bags 
with  Egyptian  designs.  Each  $8.00. 
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Persistence  and  Common  Sense  Bring 
Out  Possibilities  of  Gift  Section 


Judicious  Selection  of  Stock  Is  Essential,  and  the  Fact  That 
Celebrations  on  Anniversaries  of  Some  Sort  Are  Always  Being  Ob- 
served Should  Be  Borne  in  Mind  by  the  Merchant— Service  Also 
Plays  Important  Part  in  Bringing  Department  to  the  Fore 


Could  the  steps  necessary  for  the  devel- 
opment of  a  successful  gift  department  be 
summed  up  in  four  words  they  would  be 
Merchandise,  Common  Sense,  Service  and 
Personality.  The  opportunities  for  profit 
and  quick  turnover  of  stock  afforded  in  well- 
run  gift  departments  and  the  additional  ad- 
vantages to  be  derived  from  such  sections, 
not  only  from  the  standpoint  of  sales,  but 
from  that  of  promotion  work  for  other  sec- 
tions of  the  store,  cannot  be  overestimated. 

The   "why"   of  the   recent  tremendous 
growth  of  this  phase  of  merchandising  can 
be  traced  to  several  factors.     One  of  the 
most  important  is,  without  question,  the  edu- 
cational propaganda  for  greater  beauty  in 
the  home  that  magazines  and  newspapers 
have  been  featuring  so  ever  since  the  close 
of  the  war.   Add  to 
this    the  increasing 
appreciation   for  at- 
tractive and  charm- 
ing  objects  that 
comes  from  a  better 
understanding  of  art, 
then,  best  of  all,  the 
desire  to  give  happi- 
ness to  those  we  love, 
the  friends  we  cher- 
ish, all  the  little  cour- 
•  tesies  we  extend  to 
those  we  meet  in  life, 
and  we  come  to  an- 
swer at  least  a  few  of 
these  "whys"  that 
have  made  these  de- 
partments  the  most 
successful    in  the 
stores  in  the  past  two 
years. 


By  Mrs.  Page  Eaton 

will  bring  joy  and  happiness  to  the  recipient, 
come  with  the  dawn  of  each  new  day. 

Common  Sense  Called  For 

See  to  it,  too,  that  in  stocking  goods  the 
younger  generation  is  kept  sufficiently  in 
mind.  What  is  the  gift  department  carrying 
that  will  supply  the  needs  of  the  little  folks, 
for  the  time  has  come  when  no  dealer  can 
afford  to  leave  children  out  of  his  commer- 
cial scheme  of  things. 

Common  sense  must  play  a  leading  part 
in  selecting  mierchandise.  A  great  artist, 
when  asked  how  he  mixed  his  colors,  replied, 
"With  brains,  madam,"  and  all  merchandise 


Distinction  Sought 


Suitable  merchan- 
dise is  the  first  essen- 
tial to  successful  gift  sections.  The  cus- 
tomer who  sets  out  to  buy  a  present  always 
wishes  something  distinctive.  Hence,  the 
greatest  care  must  be  taken  in  selecting  the 
stock.  If  the  space  allotted  to  the  depart- 
ment be  large,  the  widest  possible  range  of 
articles  should  be  bought,  varying  in  price 
from  the  least  expensive,  but  charming  item, 
for  the  man  or  woman  of  moderate  purse,  to 
the  rare  and  expensive  work  of  art  for  the 
fortunate  possessor  of  a  generous  bank  ac- 
count. 

Many  merchants  in  the  gift  and  art  field 
still  are  neglecting  opportunities  for  greater 
profits  because  they  fail  to  recognize— or  cer- 
tainly to  comprehend — the  big  part  anniver- 
saries play  in  American  life. 

The  first  lesson  the  dealer  in  gift  mer- 
chandise should  learn  is  that  every  day  is 
an  anniversary  for  someone,  that  birthdays 
have  no  seasons  but  are  year  'round  occa- 
sions, babies'  arrive,  friends  and  relatives 
depart  on  pleasure  trips,  weddings  are  cele- 
brated, social  gatherings  occur  constantly, 
and  that  untold  opportunities  for  selling 
beautiful  objects,  the  possession  of  which 


Here  is  the  erepe  paper  department  in  the  store  of  Woodward  &  Lothrop,  Washington,  D.  C.  Four 
demonstrators  are  kept  busy  here  on  paper  novelties  and  sealing  wax. 


must  be  bought  with  common  sense. 

Analyze  the  buying  power  of  the  com- 
munity, the  prejudices,  customs,  general  so- 
cial activities,  open-mindedness,  willingness 
to  try  out  new  things,  then  go  ahead  and 
stock  the  department,  but  never,  however, 
make  the  error  of  overbuying.  Especially 
is  this  true  of  novelties  that  are  new  in  the 
community. 

Attaining  the  Unattainable 

People  always  want  what  they  can't  get. 
The  unattainable  is  always  desirable.  Noth- 
ing is  more  wholesome  in  moving  stock  than 
to  have  it  known  if  buying  is  not  done  early 
the  latest  novelties  may  be  gone.  But  first, 
last  and  all  the  time  analyze  your  trade  and 
remember  it  is  not  difficult  to  educate  a  com- 
munity to  better  buying  from  season  to  sea- 
son, if  the  general  character  of  the  mer- 
chandise is  constantly  improved. 

The  department  that  succeeds  best  is  the 
one  that  serves  best.  One  of  the  conspicu- 
ous features  in  successful  gift  divisions  is 
the  willingness  on  the  part  of  the  salespeople 
to  be  helpful  in  the  selection  of  gifts.  Sell- 


ing is  becoming  more  highly  specialized,  and 
one  of  the  striking  features  of  the  new  order 
is  the  earnest  wish  to  fit  the  gift  to  the 
taste  and  needs  of  its  recipient. 

There  never  was  a  time  when  so  much 
definite  knowledge  was  demanded  of  the  as- 
sistants in  the  art  and  gift  departments,  for 
the  patrons  often  have  definite  buying  prob- 
lems. They  are  frankly  puzzled  at  times. 
Not  only  are  they  quite  willing  to  take  ad- 
vice, but  often  seek  it  eagerly,  for  the  aver- 
age man  or  woman  who  sets  out  to  buy  a 
distinctive  gift  for  someone  whose  taste  or 
needs  are  not  definitely  known  is  often  con- 
fused and  bewildered  by  the  multiplicity  of 
charming  objects  before  him. 

Isn't  that  a  wonderful  opportunity  for 
the  store?    Up  to  now  there  has  been  no 

definite  place  where 
questioners  could  ob- 
tain the  necessary  in- 
formation. Now  pro- 
gressive dealers  in 
gift  merchandise  are 
having  classes  in 
salesmanship,  and 
much  instruction  is 
sometimes  necessary 
before  the  selling 
force  has  caught  the 
spirit  of  service  that 
must  underlie  all 
work  and  which  can 
alone  give  intelligent 
assistance.  S  o  m  e- 
times  skilful  ques- 
tioning may  be  need- 
ed to  discover  what 
would  be  most  ap- 
propriate. The  cus- 
tomer must  be  stud- 
ied as  well,  for  the 
gift  must  express  the 
personality  of  the 
giver,  otherwise  it  would  convey  the  unfor- 
tunate impression  of  being  chosen  in  a  hap- 
hazard fashion. 

Helps  to  Build  Business 

Of  course,  all  this  adds  to  the  retailer's 
burden,  and  requires  a  knowledge  of  human 
nature.  It  is  worth  it,  for  it  is  merchandis- 
ing of  the  highest  order  and  makes  friends 
.and  regular  customers  of  those  who  might 
be  only  one-time  buyers. 

Merchandise,  Common  Sense,  Service  and 
Personality.  The  necessity  for  charming, 
gracious  personality  in  those  who  sell  gifts 
cannot  be  overemphasized.  Beautiful  things 
demand  beautiful  treatment.  Cheerfulness, 
joy  in  one's  work,  exquisite  neatness  and, 
above  all,  radiant  courtesy  must  be  expressed 
by  the  people  who  sell  gifts.  Goods  may  be 
displayed  ever  so  cleverly,  fixtures  may  be 
up  to  the  minute  in  style  and  convenience, 
yet  sales  will  be  lost  by  carelessness  or  in- 
difference on  the  part  of  the  person  showing 
goods.  Remember,  too,  how  large  a  part 
'Suitable  words  play  in  presenting  merchan- 
dise. %v 


DRY  GOODS  ECONOMIST,  APRIL  9,  1921 


'*Sell  Your  Customers  the  Best 


We  also  have  a  large  line  of 
Imported  and  Domestic 
Decorated    Japanese,  Chinese 
and    Palmetto    Baskets  Now 
Ready 

Lined  and  Unlined,  now  in 
steady  demand. 

To  retail  from  $i.oo  to  $5.00 


Geauine,  Indian  Woven, 
Sweet  Grass  Baskets 

To  Retail  from  50c  up  to  $3.00 

There's  quality  in  these  novelty  sweet  grass  baskets  that  is  only 
found  in  the  genuine  Indian  product,  a  quality  that  will  appeal  to 
your  customers — 

The  longer  grass  fibers — "cured"  by  old-time  Indian  methods,  and 
woven  carefully  and  -closely — are  the  reasons  for  their  superior 
quality. 

They  are  made  in  various  sizes  and  shapes,  flat  arm,  deep  work, 
satchel,  shopping  and  fancy  styles. 


Also  Mfrs.  of  Terry  Cloth  Dolls  and  Animals,  Fancy  Silk  Novelties  and  Trimmed  Baskets. 
Send  for  our  $50,  $75  or  $100  Assortments  at  once  and  watch  your  sales  grow. 

MOORE  &  GIBSON  CORPORATION 

48,  50,  52  East  21st  Street,  near  4th  Avenue,  New  York 


America's  New  Playing  Card 


Dorothye  Faye 

Says — 

"Paris  sets  the  Vogue" 

A  Special  Silhouette  Assortment  Offer 

Those  who  know,  or  have  just  returned  from  Paris,  find  hand-cut  Silhou- 
ettes everywhere.  Our  New  York  office  can  now  offer  hand  and  steel  cut 
bilhouettes  at  just  half  what  they  have  ever  been  sold  for  in  the  United 
States. 

Prices  range  from — Plain  hand-cut  Silhouettes,  $0.20  to  $0.60,  mounted 
on  white  Art  Board;  Passepartout,  $0.36  to  $0.90;  Inlaid  with  colored  silks 
rassepartout,  $1.20.   


The  illustrations  in 
this  advertisement 
show  some  of  the 
sweet  delicate  work 
expressed  in  a  sil- 
houette art.  Eighty 
subjects,  some  dat- 
ing back  to  1400 
A.D.  Sizes  2%x2y2 
inches  to  1 0x1 2 
inches. 


LOYAL  FLUSH 


MADE  IN 


Narrow  Bridge — Regular  Poker 
Monogram — Pinochle 
20  Numbers — In  Beautiful  Leather  Cases 
Bridge — Poker  Sets 
Full  Catalogue  Ready  May  Ist.  Send  for  Copy. 

ALL  NATIONS  PLAYING  CARD  CO. 

Bush  Sales  Bldg. 
130  West  42nd  Street, 
New  York  City 


LARGE  ASSORTMENT  OF  SUBJECTS  AND 

SIZES   $25.00 

RETAIL  VALUE   $50.00 

Write  today.    Immediate  Deliveries. 

DOROTHYE  FAYE,  Inc. 

Bush  Terminal  Sales  Building 

139  West  42d  St.,  N.  Y.  City 
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Have  You  an  Art  and  Gift  Section 
Concealed  on  Your  Premises? 

Such  Cases  Are  Not  Uncommon;  and  the  Reason  Is  BUndness  to 
Opportunity — The  Goods  May  N  ot  Be  Organized  Into  a  Depart- 
ment; but  They're  in  Stock— Why  Expect  Them  to  Sell  Them- 
selves? 


Do  your  sales  of  art  and  gift  merchan- 
dise measure  up  to  your  expectations? 
This  question  was  put  by  an  Econo- 
mist staff-member  to  the  head  of  one  of  the 
leading  stores  in  a  live  city  a  few  hours'  ride 
from  New  York. 

The  merchant  addressed  was  not  entirely 
certain  that  he  did  get  all  the  business  he 
should  and  asked  the  Economist  representa- 
tive to  talk  the  matter  over  with  him.  As  a 
preliminary  the  two  walked  through  the  store 
looking  over  the  various  departments  and  then 
adjourned  to  the  private  office  for  the  talk. 
Here  are  some  of  the  things  that  the  mer- 
chant was  told  as  a  result  of  the  inspection: 
"I  am  not  going  to  tell  you  how  to  plan  a 
gift  department  but,  rather,  to  show  how  you 
could  plan  to  sell  the  gift  goods  on  your 
shelves. 

"In  the  first  place — what  are  gifts? 
What  is  gift  merchandise?  Bronzes,  brasses, 
stationery,  pottery,  pictures,  basketry,  lamp- 
shades, pillows  and  boudoir  accessories,  vases, 
tea  sets,  fire  sets,  pictures,  bon-bon  dishes — 
everything  pertaining  to  smoking  and  cards 
— traveling  sets,  writing  accessories — all 
kinds  of  novelties — stamped  and  hand  em- 
broidered linens,  bed  spreads,  towels,  sweaters, 
children's  dresses,  and  so  on  and  on. 

"Now  let  us  have  a  look  about  your  store," 
I  went  on.  "In  your  art  needlework  depart- 
ment you  have  already  an  assortment  of  hand 
embroidered  and  stamped  lines,  sweaters, 
neckties,  hat  bands,  beads,  beading  and  beaded 
novelties,  a  stock  of  woolen  and  silk  threads, 
lamp  shades  and  more  frequently  than  other- 
wise, the  materials  for  making  lampshades. 
You  have  a  stock  of  silk,  satin  and  cretonne 
pillows,  a  table  or  two  of  bridge  and  dinner 
party  favors,  and  place  cards  and  another 
table  or  two  of  baskets  and  fancy  novelties 
and  some  artificial  flowers.  Not  an  article  in 
the  department  that  is  not  practical  as  a  gift. 

And  Still  Some  More 

"In  your  homefurnishings  department  you 
have  some  lovely  tea  sets,  a  tea  wagon  or  two, 
some  lovely  bird  cages  and  hanging  baskets; 
there  are  candlesticks  and  candelabra,  floor 
lamps,  cut  glass,  silverware,  etc.  In  your  pic- 
ture department  there  is  sure  to  be  some 
choice  pictures,  practical  as  gifts.  In  your 
stationery  department  there  are  quantities  of 
party  favors,  crepe  paper  novelties,  etc.,  which 
could  be  developed  tremendously  by  proper 
display  and  demonstrations. 

.  "In  your  negligee  department  there  are 
some  exquisite  silk  negligees  that  need  atmos- 
phere and  a  proper  setting  to  make  them  sell 
and  some  lovely  novelty  garters,  and  boudoir 
slippers  and  caps. 

"In  the  ribbon  department  there  are  quan- 
tities of  lovely  ribbon  novelties  that  have  al- 
most unlimited  possibilities  for  demonstration 
for  the  home-worker. 

The  Increased  Possibilities 

"In  your  handbag  department  there  are 
lovely  bags  that  may  be  easily  copied  by  the 
home-worker,  and  other  bead  and  fancy  bags. 


By  Bernice  E,  Todd 

which  will  sell  better  in  a  special  setting  than 
in  the  ordinary  handbag  department.  In  your 
notions  department  there  is  a  table  or  two  or 
a  counter  that  has  a  litter  of  small  stuff  which 
does  not  belong  there  and  which  would  sell  for 
twice  as  much  in  a  proper  environment. 

"In  this  survey  we  will  have  seen  then  that 
you  have  already  a  goodly  stock  of  art  and 
gift  department  merchandise.  On  your  second 
floor  you  have  already  an  'art  needlework  de- 
partment.' 

"You  then  have  already  a  department  and  a 


"The  Poor  Fish"  sofa  pillow.  Catherine 
Calvert,  the  actress  is  seen  here  with  these 
novelty  silk  pillows. 


goodly  stock  of  art  embroideries,  fancy  needle- 
work and  miscellaneous  things,  all  of  which 
are  appropriate  as  gifts  and  sold  every  day  as 
gifts.  But  your  gift  department  just  rambles 
around  from  the  basement  to  the  top  floor.  It 
hangs  on  to  ledges  and  tables  and  any  old  place 
and  all  because  you  have  not  recognized  that 
the  same  merchandising  principles  should 
apply  to  these  goods  as  apply  to  any  other. 

"I  want  to  sell  you  the  'art  and  gift  depart- 
ment idea.'  I  want  you  to  see  the  advantage 
of  this  combination.  I  want  you  to  know  about 
other  stores  that  have  found  such  a  depart- 
ment successful. 

"Coats  and  suits,  corsets  and  boot  jacks  all 
must  be  in  their  own  department  and  the  regu- 
lar customer  wants  them  to  be  always  in  the 
same  place.  It  would  not  be  possible  to  esti- 
mate the  amount  of  merchandise  that  is  bought 
as  gifts,  somebody  buying  things  to  give  to 
somebody  else. 

"According  to  the  last  census  there  are 
something  like  one  hundred  and  ten  million 
people  in  the  United  States.  Think  of  all  the 
births  and  birthdays  and  Christmases  and 
weddings  and  anniversaries,  all  of  the  events 
which  occur  thousands  of  times  every  day  and 
all  calling  for  gifts. 

"Gift  shops  have  sprung  up   in  recent 


years  like  mushrooms  and  practically  all  are 
thriving,  most  are  small  affairs  as  yet,  in- 
volving small  capital,  but  each  dollar's  worth 
they  sell  is  one  dollar  that  would  be  going 
into  your  own  till  had  you  developed  the  gift 
shop  in  your  own  store. 

"Reports  from  all  over  the  country  show 
that  these  departments  did  an  immense  amount 
of  business  last  year." 

The  Simplest  of  Processes 

"How  to  plan  a  gift  department"  resolves 
itself  into  the  simplest  of  processes: 

Take  stock  of  your  already  established  art 
needlework  department.  Nine  cases  out  of  ten 
you  will  find  that  it  is  an  art  and  gift  depart- 
ment and  you've  only  now  discovered  it. 

If  there  is  not  room  there  for  increased 
stocks,  you  will  find  it  profitable  to  arrange  to 
make  room.  Move  the  department.  Move  some 
other  nearby  department.  It  is  worth  some 
effort,  dividends  will  warrant  it. 

Create  atmosphere  by  a  careful  display  of 
"temperamental"  wares  from  your  own 
shelves,  the  right  kind  of  lighting,  the  right 
kind  of  rugs  on  the  floor,  the  right  color 
scheme,  then  assemble  your  wandering  gifts 
from  all  the  miscellaneous  departments  and 
give  them  a  proper  classification  in  a  home  of 
their  own. 

Make  It  Lively ;  Keep  It  Sweet 

Give  much  and  careful  thought  to  the 
grouping  of  merchandise;  get  every  practical 
novelty  you  can  find.  Give  demonstrations  of 
all  things  practical  for  the  home-worker  and, 
above  all,  use  every  possible  means  to  acquaint 
your  trade  with  the  fact  that  you  have  a  real 
art  and  gift  department. 

Newspaper  advertising  and  window  dis- 
play are  essential  mediums.  Word  of  mouth 
advertising  is,  of  course,  the  very  best  kind 
and  this  comes  only  from  personal  opinion  of 
your  service  and  your  goods.  Artistic  invita- 
tions sent  out  to  your  mailing  list,  conveying 
an  invitation  to  use  your  "gift  shopping 
service"  (described  in  another  article)  will 
help. 

Cards  of  congratulation  sent  to  parents  on 
the  birth  of  a  child  and  to  engaged  couples  is 
advantageous.  Some  gift  department  man- 
agers keep  a  record  of  notable  anniversaries 
of  their  clientele,  such  as  birthday  and 
wedding  anniversaries. 

Make  this  department  individual  and  dis- 
tinctive, identify  it  definitely  as  the  "Art  and 
Gift  Shop."  This  is  done  by  having  the  name 
prominently  displayed  over  the  entrance  to  the 
department. 

On  balconies  and  rear  elevators  hang  at- 
tractive cards  calling  the  attention  of  your 
clientele  to  this  department.  Have  "Art  and 
Gift  Department"  on  your  store  directory  and 
tell  every  employee  in  your  service  that  you 
have  such  a  department. 

Dread  of  change  is  the  bane  of  some  stores. 
The  art  and  gift  department  is  in  line  with 
modern  progress.  Not  at  the  tail,  but  at  the 
head  of  the  procession  is  where  this  depart- 
ment belongs. 
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FERDINAND  BING  &  CO.'S 


PARIS 

Importers  of 
Art  Goods 


NEW  YORK 
67-69  Irving  Place 


Successors 

FLORENCE 

Distributors  of 
Domestic  Products 


Bronzes,  Marbles, 
Pottery  and  Glass 


Suitable  for 
Gift  Shops 


Armor  Bron^  ^^^^''^^^ 


and  Art  Objects 


^'Will  you  please  tell  me 
where  1  can  obtain  

If  you  do  not  know  the  proper  source 
of  any  particular  kind  of  merchandise 
for  your  Art  and  Gift  Department 
— drop  a  line  to  the  Art  and  Gift 
Editor  of  the  Dry  Goods  Economist. 
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Drawn  by  an  Economist  artist. 

A  telephone  record  made  of  ivory  with  natural  butterfly  decoration.  From  Rose,  Whitney  &  Smith.  2.  An  unusual  combination  of  standing  lamp 
and  book  holder.  The  shade  is  of  parchment  with  a  hand-colored  design.  From  Re-Lart  Decorated  Lamps.  3,  4,  5,  6.  A  few  of  the  latest  favors  of 
flower-like  design.  Oh!  Oh!  Girl,  butterfly,  pencil  and  wand,  child's  head,  in  all  colors.  R.  F.  Novelty  Co.  7.  A  lovely  candy  box  of  black  satin  and 
gold  lace  with  silk  flower  ornamentation.  "8.  A  recent  importation  which  may  be  used  as  handkerchief  or  candy  box;  made  of  Belgian  decorated  wood, 
and  equipped  with  lock.  Both  this  and  No.  7  are  from  La  Broderie  d'Art  Beige.  9.  This  Florentine  waste  basket  is  a  unique  library  accessory.  From 
the  Florentine  Art  Studio.  10.  The  kidney-shaped  table  in  lacquered  aluminum  is  an  unusual  number.  Hubley  Mfg.  Co.  11.  An  imported  novelty.  A 
variety  of  tunes  are  played  when  the  chair  is  sat  upon  by  children.  Ford,  Inc.,  of  France.  12.  Animal  dream  pillows  for  tiny  tots  come  in  many  styles 
and  colors.    Courtesy  of  Rombong. 


Batik  Vogue  May 
Be  Capitalized 

Demonstration   of   Process  in  Art 
Goods  Section  Would  Attract 

Among  the  many  varied  demonstrations 
that  a  department  manager  may  use  to  focus 
interest  in  his  art  and  gift  goods  department, 
none,  perhaps,  offers  larger  possibilities  than 
that  which  may  be  brought  about  by  the  de- 
velopment of  the  vogue  for  batik.  It  is  a  proc- 
ess that  has  been  practised  in  the  East  for 
many  centuries,  and  brought  quite  recently  to 
the  attention  of  European  and  American 
craftsmen.  The  term  "Batik"  is  a  Japanese 
word,  signifying  painting  in  wax. 

To  make  successful  use  of  the  process  as 
a  demonstration  idea,  a  department  manager 
would  need  a  studio  room  to  teach  the  crafts- 
manship in  its  best  form,  and  a  good  batik' 
artist.  But  the  results  easily  could  be  made 
to  justify  any  original  outlay  of  expense  and 
effort.  Negligees,  blouses,  bags,  the  widely- 
favored  smock  are  never  more  beautiful  than 
when  offered  in  all  the  changing  artistry  of 
batik  designs.  It  also  has  the  merit  of  selling 
goods  in  other  departments  of  the  store,  since 
materials  used  are  largely  cotton,  linen,  wool, 
silk  and  other  woven  goods. 

Roughly,  the  Batik  process  is  a  means  of 


dyeing  in  which,  before  immersing  the  goods 
in  the  dye  pot,  the  patterns  are  carefully  drawn 
in  molten  beeswax,  applied  from  a  little  cop- 
per cup  with  a  fine  spout  called  a  Tjanting. 
The  peculiarity  of  all  Batik  goods,  whether 
from  the  East  or  made  at  home  or  in  Europe,  is 
the  characteristic  "crackle"  effect,  due  to  the 


breaking  up  of  wax  upon  the  cloth  in  the  proc- 
ess of  dyeing,  thereby  admitting  the  color  to 
the  protected  cloth  in  fine  lines  and  streaks. 

Batik  also  produces  charming  effects  on 
leather,  in  the  decoration  of  baskets,  on  bowls, 
pasteboard,  parchment,  or  on  anything  that 
possesses  a  smooth  surface  and  will  hold  dyes. 


Speed  in  Embroidery  a 
Definite  Sales  Power 


A  pleasing  gift  for  the  child  or  young  girl. 
A  paper  doll  with  hair  ribbon.  The_  ribbon  is 
wide  and  ample  'for  the  required  chipper  bow. 
The  Butterworth  Co. 


The  exquisite  hand  embroideries  known 
only  to  our  grandmothers  may  now  be  so 
cleverly  initialed  by  the  use  of  some  of  the 
rapid  fire  patented  embroidery  needles  it  is 
difficult  to  tell  which  is  which,  and  many  de- 
partment managers  are  using  these  needles 
as  a  big  lever  to  boost  business. 

Among  the  articles  that  may  be  made  in 
artistic  effects  are  bed  spreads,  pillow  tops, 
draperies,  lingerie,  dresses,  blouses,  scarfs, 
handbags  and,  in  fact,  any  article  which  may 
be  made  by  handwork.  The  finished  products 
are  truly  beautiful,  and  provide  inspiration 
for  not  only  skilled  workers,  but  for  those  who 
have  no  particular  skill  in  embroidery  work. 

These  needles  may  be  used  on  any  fabric 
from  the  daintiest  organdy  to  the  heaviest 
velours.  The  finest  threads,  all  weights  of 
silk  floss,  wool  yarns  and  even  chenilles  are 
used  and  create  combinations  ordinarily  pro- 
cured in  only  the  most  expensive  shops. 
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Waides 

WALDES  &  CO.,  Inc.,  follow- 
ing their  purchase  of  the  Fed- 
eral Snap  Fastener  Corporation, 
announce  a  new  scale  of  prices  on 
the  following  well-known  brands  of 
snap  fasteners: 

TWINITY  and  HARMONY 

We  have  taken  over  a  quantity  of 
this  merchandise  at  an  advantageous 
price  and,  in  conformity  with  our 
policy  of  co-operation,  our  custom- 
ers may  now  participate  with  us  in 
this  opportunity. 

All  goods  are  perfect  and  on  the 
original  cards. 

THE  NEW  PRICES  TO  THE 
JOBBING  TRADE 

TWINITY  Snap  Fasteners— $1.35 
per  great  gross  while  they  last.  This 
is  below  the  cost  of  manufacture. 
No  less  than  100  great  gross  assorted 
sizes  at  this  price  to  a  customer. 

All  goods  f.o.b.  New  York.  Terms 
3%  10  days.  Better  wire  your  order. 


HARMONY  Snap  Fasteners  will 
now  be  priced  to  retail  at  five  cents  a 
card.  See  next  page — 


DRY  GOODS  ECONOMIST,  APRIL  9,  1921 


191 


Announcement 


AS  the  pioneer  snap  fastener  manufac- 
jf\turers  of  the  world  we  consider  that 
the  Forget-me-not  shape  is  the  most  important 
development  in  snap  fasteners. 

We  are  pleased  to  announce  that,  due  to  our 
manufacturing  methods  and  superior  pur- 
chasing resources,  we  will  produce  this  new 
shape  fastener  at  a  price  which  allows  it  to 

be  profitably  retailed  at  jive  cents  per 
card. 

The  new  price  takes  effect  at  once  on  Har- 
mony Snap  Fasteners  now  in  stock.  They 
will  be  supplied  on  the  original  cards  or  spe- 
cial cards  as  the  buyer  prefers. 

Order  from  your  jobber  or  write  us  at  once. 

WALDES  &  CO.,  Inc. 

315  Fifth  Avenue, 
New  York,  N.  Y. 

Factory:    Long  Island  City,  New  York 


FASTENERS 


to  retail 
at 
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I.  Chinese  novelties  always  have  their  own  unique  place  in  the  art  and  gift  department.  The  figure  of  the  old  man  is  of  beautifully  finished  lacquer 
and  represents  a  mythical  Chinese  character  of  long  life.  Perfume  bottles  in  varied  .urjcs  and  shapes  are  offered  in  hand-painted  designs,  both  in  relief 
and  mside  glass;  also  in  Cloi.^.somie.  J'rom  the  Sincere  Trading  Co.  2.  A  gift  for  the  man  is  cosy  of  solution  with  this  interesting  game  set.  The  minia- 
ture old-time  bar  is  typical  with  its  polished  mahogany  and  brass  rail.  Neat  compartments  hold  the  decks  of  cards,  poker  chips,  bridge  pads,  etc.  From 
the  All  Nations  Flaymg  Card  Co.  3.  /'rom  the  American  Art  Embroidery  Co.  Upper  right:  A  charming  bag  fashioned  of  silk  ribbon;  the  flower  and  leaf 
de.ngns  are  beautifully  reproduced  in  soft  blues,  yelloivs,  henna  and  green.  The  top  has  an  oriental  design  with  green  and  yellow  ducks  in  relief.  Lower 
left.  This  number  shows  a  bag  of  unusual  shape  with  a  clever  use  of  the  new  wooden  beads  in  combination  with  tiny  metal  discs.  The  bag  is  of  grey 
faille  silk  and  has  pockets  for  vanity,  mirror,  etc.  4.  An  unusual  musical  number  from  Kits  Importing  &  E.rporting  Corp.  A  hand-painted  cake  or 
fruit  plate  plays  quaint  tunes  when  passed  at  the  table.  5.  Two  of  the  many  unique  and  colorful  novelties  to  be  found  in  the  studios  of  the  Stirrup 
Mfg.  Co  A  tasteful  candelabra  of  antique  finish  and  metal  flower  decoration.  The  Chinese  Tree  of  Happiness  is  a  faithful  reproduction-  of  an 
old  model  worth  several  thousand^  dollars.  6.  The  basket  of  natural  acorn  and  pine  decoration  is  but  one  of  the  many  novelties  for  the  summer 
porch  or  camp.  Hclails  at  $2.50.  The  fern  dish  is  of  rich-looking  cameo  pottery  and  has  an  old  Roman  figure  design;  similar  models  are  shown  in 
varied  .sizes  and  patterns.  Retail,  $2.00.  From  Charles  Zinn  &  Co.  7.  The  lypiece  luncheon  set,  with  30-inch  center  is  from  Soy  Kee  &  Co.  The 
design  IS  hand-colored  on  the  well-favored  oil  cloth;  especially  good  for  .tumnier  use.  8.  A  fruit  basket  and  tray  from  S.  Craig  Preston.  Both  have 
decorations  of  composition  fruits  and  leaves  in  natural  colors,  g.  If  "in  the  spring  a  young  man's  fancv  lightly  turns  to  thoughts  of  love"  he  will 
find  this  stationery  a  very  valuable  first  aid— lender  mis.sives,  too,  "Roses  Red  and  Violets  Blue"  will  go  well  on  this  stationery  for  the  juveniles.  Both 
,  from  White  <V  Wyckoff.  ' 


r 
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The  rose  bag,  made  of  pink 
organdy  over  a  deeper  shade 
of  rose  tied  with  gros  grain 
picot  edged  ribbon  bow  with 
satin  rose,  is  from  Charles 
Bloom,  Inc. 


Drawn  by  an  Economist  artist. 

Nos.  I,  2  and  3 — Novelties  made  from  paper  by  the 
Dennison  Mfg.  Co.  The  pendants  arc  but  a  few  of  the 
ingenious  novelties  that  may  be  made  from  sealing  wax. 
The  designs  are  in  charming  color  combinations.  The 
sports  hat  is  of  rose-colored  crepe  paper  with  paper  pop- 
pies. The  wedding  bells  are  of  white  crepe  paper  that 
will  not  crush.  The  smoking  stand' is  of  paper  rope  woven 
on  a  wooden  stand. 


Imagine  an  electric  light  shining 
through  this  lovely  pale  lemon  chiffon 
and  satin  lamp  shade.  _  The  shade  and 
all  materials  for  making  it  are  from 
Charles  Bloom,  Inc. 


A  distinctive  sewing  kit,  complete  in 
equipment.  The  case  is  of  Huffed-reed 
leather  and  silk  moire  lined.  From  A. 
Steinhardt  &  Bro.     '  ' 


From  E.  &  J.  Bass, 
Inc.  A  lovely  bedtime 
glass.  The  top  and  saucer 
are  of  delicately-colored 
pottery  zvith  sterling- 
silver  inlay.  Retails  at 
$2.98. 


Most  decorative  is  this  combination 
table  lamp  and  fruit  basket.  From 
Gndcnvan  &  Co. 


Showing  the  inside  "electric  perco- 
lator" inside  the  perfume  burner 
through  which  the  fragrance  is  dis- 
tilled and  given  out.  From  the 
Neidick  Bros.  Mfg.  Co. 


This  is  the  last  word 
in  chic  design  and  color 
combination  in  siveaters. 
It  is  in  black  and  white, 
with  angora  trim  on  col- 
lar and  cuffs. 


An  original  sweater  of  pink  Co- 
lumbia zvool,  the  design  worked 
out  with  black  jet  beads.  The 
three-cornered  hat  matches  the 
stveater  and  has  a  jet-trimmed 
pompom.  This  and  the  sweater 
on  the  left  are  from  Straivbridge 
&-  Clothier.  Philadelphia. 


The  r^.an  in  the  moon  seems 
to  have'yfound  something  use- 
ful to  ido  at  last.  Here  he 
holds  a  tape  measure  which  is 
drazvn  from  his  mouth.  It  re- 
winds with  an  automatic  spring. 
From  Dorothye  Faye,  Inc.  It  is 
priced  to  retail  at  $1.25. 


Onyx  seal  and  paper  knife 
for  the  writing  desk  and  nov- 
elty costume  pendant  made  of 
gallalith,  with  gunnietal  design 
in  relief  and  bead  tassel.  From 
Miller  Bros. 
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A  New  Member  of  the  Reed-Craft  Family 

At  a  Popular  Price 


— a  typical  REED-CRAFT  innovation  with 
all  the  high  qualities  characteristic  of  the 
REED-CRAFT  Line  represented. 

Note  its  attention-compelling  air  of  dignity 
— its  distinctive  hand  laced  edges  and  artis- 
tic hand  tooled  design. 

Contrary  to  expectations,  it  is  not  a  high 
priced  number.  It  sells  to  the  trade  at 
$15.00 — a  price  which  will  make  it  move 
rapidly  over  your  counter. 

REED-CRAFT  Hand  Bags  are  recognized 
everywhere  as  quality  merchandise — they 
are  the  bags  your  clerks  instinctively  turn 
to  when  customers  ask  for  "something  out 
of  the  ordinary." 

The  complete  REED-CRAFT  Line  includes: 


Fancy  Leather  Goods 
Ladies'  Strap  Purses 
Ladies'  Hand  Bags 
Tourist  Tablets 
Writing  Sets 
Music  Rolls 
Music  Bags 
Collar  Bags 
Card  Cases 
Pass  Books 


Bill  Books 
Wallets 
Coin  Purses 
Three  Folds 
Glove  and 
Handkerchief  Sets 
Playing  Card  Sets 
Cigar  Cases 
Manicure  Sets 
Traveler's  Toilet  Sets 
Address  Books 
Diaries 


a.jG.T^d  Go. 

CMaL-Sof^QQa  Graft jCeatfierQooJs 


also  -  Cl  Qcnoral  %Cine 

373  Fifth  A\>e. 


yf  £eatkc-r  //o\>olHes 


For  immediate  Sale 

Tourist  Books 
Books  for  Brides 
G  ifts — D  ia  r  ies 
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Give  Notions  Section  a  Chance  and 
Results  Will  Tell  a  Story 

Campaign  for  "Thread  and  Needle  Economies"  Attracts  Interest 
of  Women  and  They  Constitute  Major  Portion  of  Shopping  Pub- 
lic—Good Advertising  Copy  Starts  Ball  Rolling  and  the  Display 
Man  Can  Also  Get  Behind  Idea  and  Put  It  Across 


EVERY  specialized  selling  event  needs  a 
suitable  name  and  an  appropriate  idea. 
The  name  gives  the  event  identity,  the 
idea  gives  it  life.  Here  are  both  for  a  notion 
selling  event : 

Name — "Thread  and  Needle  Economies." 
I(jea — To  link  together  in  the  customer's 
mind  the  relation  of  dressmaking  material  to 
the  findings. 

Purpose — To  stimulate  interest  in  the  no- 
tion department  for  a  brief  period  like  a  week 
or  ten  days. 

Times — Right  now   or   within   the  next 
month. 

Basis  of  Idea  Outlined 

Sewing  supplies,  when  skillfully  pushed, 
form  the  nucleus  of  a  general  sales  campaign 
for  several  big  departments. 

The  Women's  Interest 

There  are  two  reasons  why  this  is  so: 
first,  the  sewing  supplies  are  used  by  members 
of  the  household  who  do  the  bulk  of  the  buy- 
•  ing  for  the  family — the  women ;  second,  when 
sewing  interests  arise,  interest  in  fabrics  and 
in  accessories  arises,  too ;  also  interest  in  gar- 
ments and  in  furnishings. 

While  there  are  some  seasons  when  sew- 
ing is  more  in  the  air  than  others,  someone 
is  sewing  something  all  the  time.  So  a  well- 
planned  campaign  will  do  its  work  any  time 
if  it  is  pushed  vigorously  and  consistently. 

Every  campaign  designed  to  stimulate 
business  in  sewing  supplies  needs  to  be  an  ad- 
vertising and  a  sales  campaign.  In  other 
words,  something  must  be  done  to  feature  the 
department  and  the  goods  in  the  store  as  well 
as  to  stimulate  interest  in  sewing.  The  latter 
is  the  function  of  the  advertising  part  of  the 
campaign. 

Get  Reader  Interested 

The  advertisements  ought  to  be  so  written 
that  every  reader  will  receive  a  new  impulse 
to  sew  at  home,  to  sew  more  than  ever  and 
to  make  a  bigger  variety  of  garments  than 
ever  before. 

.  You  are  planning,  let  us  say,  a  sales  event 
in  sewing  supplies  for  a  certain  week  in  May 
—the  second  week,  for  argument's  sake.  And 
you  are  going  to  name  the  event,  as  suggested 
above,  "Thread-and-Needle  Week."  What  can 
you  do  in  the  notion  department  to  emphasize 
the  event?   Three  things,  at  least. 

Arrange  different  lines  of  goods  according 
to  their  use  in  groups,  either  on  single  tables 
or  on  parts  of  large  tables.  That  is,  group 
each  item  so  as  to  permit  of  calling  attention 
to  its  part  in  the  making  of  a  garment.  On 
one  table  or  a  part  of  a  table  put  the  thread ; 
on  another,  buttons;  on  another,  tape,  and  on 
another,  accessories  and  so  on.  Put  signs  over 
on  each  table  suggesting  an  idea.  Like  these, 
for  example:  "The  dress  will  wear  no  better 
than  the  thread  — here  are  values  in  good 
thread";  "Buttons  make  the  dress  convenient 
and  they  give  it  character — look  at  these  but- 
tons" ;  "Tape :  it  adds  quality  to  all  the  work- 
manship of  the  dress — buy  your  tape  here  this 
week." 


All  your  customers  during  the  event  will 
come  from  all  the  women  in  your  community 
classified  into  three  groups. 

Some  women  sew  a  great  deal  for  them- 
selves and  their  families.  Others  sew  a  lit- 
tle, but  not  really  so  much  as  they  ought  to  for 
their  own  benefit  and  satisfaction.  Then  there 
are  women  who  never  sew,  but  could  do  so, 
and  would  if  they  got  a  good  start  at  it,  if 
their  interest  were  aroused. 

Work  on  these  three  classes  of  women  in 
your  campaign  during  the  month  of  May 


Where  Ribbons  Come 
In  To  The  Gift 
Section 

THERE  are  not  more  ribbons,  perhaps, 
than  there  have  been  in  seasons  here- 
tofore, but  there  certainly  appears  to  be 
more.  There  are  blouses,  frocks,  hats, 
parasols,  sashes  and  bags,  and  all  sorts  of 
things  made  of  ribbon  and  a  revival  of  rib- 
bon embroideries  which  promises  to  bring  a 
new  feature  in  demonstrations  into  the  art 
and  gift  department. 

Sashes  are  to  play  a  large  part  in  the 
summer  wardrobe,  and  they  offer  double  pos- 
sibilities when  sold  in  both  the  regular  ribbon 
department  and  in  the  art  department.  All- 
over  blouses  made  of  ribbon,  laced  or  fagoted 
together,  are  most  attractive,  and  bags  are 
offered  in  every  conceivable  variety  of  rib- 
bon. The  satin  ribbon  corsage,  made  of  a 
single  exquisite  rose,  and  the  single  and 
double  satin  violet  corsage,  these  are  usually 
finished  with  a  little  tasseled  ornament  and 
a  cord. 

Ribbon  hats  are  distinctly  interesting  for 
sports  wear,  and  a  number  of  designs  are 
offered  which  may  be  easily  made  up.  Rococo 
ribbon  embroidery  is  being  used  by  the  mile 
 practically  nothing  is  exempt  from  it. 

Fashions  for  1921  demand  more  and 
more  ribbon. 


through  the  notion  department.  Base  your 
campaign  so  far  as  ads  go  on  these  three 
general  heads: 

"The  Woman  Who  Does  Her  Own  Needle 
Work";  "Women  Who  Sew  Now  and  Then"; 
"The  New  Domestic  Charm  for  Women- 
Learn  to  Make  Your  Own  Clothes." 

If  you  don't  like  those  heads  write  better 
ones,  but  do  not  fail  to  make  your  appeal  to 
just  these  groups,  because  half  your  new  busi- 
ness will  come  from  one  of  the  groups  and 
the  remainder  from  the  other  two. 

Copy  Starts  Interest 

Copy  in  the  advertising  will  start  interest ; 
the  notion  department  merchandise  and  the 
need  for  home  sewing  will  sustain  it.  But  the 
copy  in  the  advertisements  must  be  good — it 
must  give  the  women  new  ideas  and  new  view- 
point.   Use  short  introductories  to  center  the 


women's  mind  on  your  goods';  use  three  in- 
troductories in  the  first  advertisement,  the  one 
announcing  the  event. 

Under  the  first  one  bring  out  the  advan- 
tage of  having  everything  at  hand  in  the  line 
of  notions — thread,  tape,  shields,  hooks  and 
eyes,  needles,  snap  fasteners,  pins,  darning 
cotton  and  so  on  at  all  times. 

Point  out  the  saving  of  time,  energy  and 
patience  that  comes  from  having  a  full  sup- 
ply of  everything.  Enlarge  on  the  advantage 
of  always  having  a  full  supply  of  sewing  ac- 
cessories and  of  always  getting  that  supply 
where  stocks  are  full  and  where  the  customer 
is  acquainted  with  the  store's  stocks  of  no- 
tions. 

The  Call  for  Expression 

Under  the  second  head  bring  the  above  out 
and,  in  addition,  dwell  on  the  advantage  of 
home  sewing,  its  economy  of  time  and  money 
and  its  added  personal  satisfaction.  Dwell  on 
the  extensive  range  that  home  sewing  permits 
of — the  entire  wardrobe  outside  of  readymade 
suits  and  coats  for  all  the  adult  female  mem- 
bers of  the  family  and  the  children. 

Under  the  third  head  make  an  appeal  to 
the  woman  who  has  never  got  thoroughly 
into  the  habit  of  doing  sewing  in  her  own 
home,  either  personally  or  with  the  aid  of 
her  dressmaker.  Build  up  in  her  mind  the 
great  advantage  of  home  needlework,  both  as 
a  diversion  and  as  an  aid  to  the  individual  ex- 
pression of  her  taste  in  clothes. 

Reflect  the  Idea  in  Windows 

Get  all  or  part  of  a  window  for  the  week 
and  change  the  display  every  day  even  if  you 
have  to  put  in  the  same  goods  in  a  different 
display  each  day. 

Put  in  window  displays  designed  to  convey 
the  ideas  the  tables  convey  and  use  window 
cards  in  the  same  way  as  the  table  cards  were 
used.  In  addition  to  the  signs  and  the  dis- 
plays of  the  goods  this  will  help  the  windows 
if  idea-trims  are  used.  For  instance,  put  in  a 
trim  showing  enough  silk  or  other  fabric  to 
make  a  dress  and  all  the  findings  necessary 
to  put  the  dress  together,  with  the  aggregate 
price  of  the  findings  stated  on  a  card.  In  this 
way  women  will  become  interested  in  making 
a  dress  and  can  figure  what  it  will  cost,  goods 
and  all. 

Make  groups  of  goods,  featuring  one  group 
a  day  in  the  window  and  in  the  advertisement 
the  same  day.  For  example,  let  the  window 
feature  for  Monday  be  buttons.  Use  a  placard 
on  which  is  a  little  idea  like  this :  "Buttons  are 
the  Animating  Spirit  of  a  New  Dress — we  are 
featuring  a  whole  table  of  buttons." 

Worth  a  Campaign 

Do  the  same  with  thread,  tape,  binding, 
hooks  and  eyes  and  so  on,  telling  in  the  slogan 
the  value  of  each  item.  Make  the  windows 
help  the  advertising  and  vice  versa,  and  make 
both  focus  interest  on  the  merchandise  dis- 
plays on  the  tables  or  counters. 

Don't  think  notions  are  not  worth  a  cam- 
paign. They  are  worth  a  campaign  every 
month  or  two. 

(Continued  on  page  249) 
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Best  Selling  Sets — 

and  proven  so  by  our  customers'  endorsements  in  way  of  continued  reorders  and  steady  sales. 

BECAUSE 

First — The  Beauty  of  Design — Daintiness  and  Exquisite  outlines  appeal  to  all  women 
of  discriminating  taste. 

Second — Extra  fine  quality — carefully  selected  heavy  stock  as  to  color,  with  our  lustrous 
hand  polish  make  our  sets  superior  in  every  detail.  These  important  factors  together  with 
our  unsurpassed  finish  have  earned  for  us  our  well  deserved  reputation. 

Third — Deliveries — our  record  has  been  ioo%  efficient.  Complete  shipments — no 
annoying  back  orders  of  the  main  articles  that  go  to  make  complete  selling  sets. 

These  three  salient  points  make  our  sets  well  worth  your  attention. 

See  our  lines — Now  on  the  Road  or  at  our  Salesrooms — IVrite  for  catalogue. 

Complete  showing  of 
IVORY  WHITE— SHELL— AMBER— DEMI  AMBER  and  our  exclusive 
"TORTOS-AMBRE"  finishes.    Plain  —  Hand  Carved  and  Decorated. 

Newark  Tortoise  Shell  Novelty  Co, 

<SMakers  of  Toilet  Ware  of  Distinction 
SALESROOMS:  FACTORY: 

139  Fifth  Avenue,  New  York,  N.  Y.  17.21  Beach  Street,  Newark,  N.J. 
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Los  Mejores  Directores  de  Exhibicion 
Estudian  los  Negocios  y  las  Modas 

Durante  Periodos  de  Depresiones  Comerciales,  las  Vidrieras  de  la  Tienda 
Pueden  Ser  Factores  para  Estimular  la  Confianza  del  Publico  —  Este 
Especialista  Indica  Como  Organizar  el  Departamento  de  Exhibiciones  y 
Manifiesta  que  **E1  Gran  Factor  en  las  Exhibiciones  es  Mantenerse  al 
1      .1-  Corriente  de  la  Situacion  del  Mercado" 


LA  seleccion  de  un  buen  ayudante  es  el 
primer  paso  en  la  organizacion  de  un 
departamento   de  exhibicion   de  una 
tienda,  pues  en  la  mayoria  de  los  grandes 
'■  establecimientos  el  trabajo  en  las  vidrieras 
c  se  hace  por  el  ayudante.    Es,  por  lo  tanto, 
(  de  capital  importancia,  el  seleccionar  un  per- 
sonal competente  para  desarrollar  un  efec- 
tivo  departamento. 

En  la  seleccion  del  personal  se  debe  tener 
especial  cuidado  en  determinar  el  caracter  y 
eualificaciones  de  los  aplicantes.  Para  desar- 
rollar el  personal  es  siempre  un  buen  metodo 

•  estimular  a  los  empleados  que  muestran 
habilidad  para  comprender  las  mejores  ideas 
para  hacer  el  trabajo.  La  armonia  en  el 
departamento  es  esencial,  pues  donde  reina, 
todds  los  empleados  trabajan  mucho  mejor. 
La  atmosfera  de  satisfaccion  es  propicia  para 
producir  el  mejor  trabajo. 

La  cooperacion  entre  todos  los  miembros 
(  del  departamento  es  tan  necesaria  como  la 
cooperacion  que  el  mismo  departamento  debe 
ofrecer  a  los  demas  departamentos  de  la 
tienda.  Los  ayudantes  en  el  departamento 
de  exhibicion  deben  ser  corteses,  atentos  y 
predispuestos  en  todo  instante  a  preparar 
una  exhibicion  en  la  vidriera,  aunque  para 
ello  tengan  que  trabajar  despues  de  las 
horas  regulares. 

Entrenamiento  de  los  Ayudantes 

Despues  de  seleccionar  con  cuidado  el 
).  personal,  es  conveniente  estudiar  el  tempera- 
i  mento  de  cada  empleado  y  determinar  el 

*  trabajo  que  gustan  mas  hacer.  De  esta  ma- 
nera  se  ve  que  algunos  tienen  especial  pre- 
dileccion  por  exhibiciones  de  articulos  feme- 

.  ninos,  mientras  otros  la  tienen  por  articulos 
ij  para  hombres,  y  aun  otros,  por  mercancias 
t  mescelaneas.  Resulta  siempre  muy  venta- 
joso  estimular  a  los  empleados  a  perfec- 
cionarse  en  lo  que  mas  les  gusta;  sinembargo, 
1  todos  deben  saber  como  exhibir  mercancias 
!'  en  general,  para  responder  a  trabajo  de 
emergencia.  Es  bueno  recordar  que  mien- 
tras mas  artisticos  son  estos  empleados,  mas 
sujetos  se  hallan  a  su  temperamento. 

Educacion  de  los  Empleados 

Cuando  se  conocen  a  los  empleados  y  sus 
eualificaciones,  se  les  empieza  a  educar  en 
los  metodos  de  manejar  las  exhibiciones  de 
mercancias.  Produce  buenos  resultados  el 
mostrarse  muy  entusiasta  sobre  las  mercan- 
cias por  exhibirse,  y  es,  tambien  muy  con- 
veniente mantener  a  los  ayudantes  al  cor- 
riente de  los  diversos  articulos  de  la  tienda, 
Se  les  debe  informar  de  los  liltimos  colores, 
materiales  y  planes  decorativos  que  usar  en 
conexion  con  cada  exhibicion,  explicandoles 
como  debe  presentar  se  la  mercancia,  que 
clase  de  fondo  se  prefiere,  como  deben  agru- 
parse  los  articulos,  y  que  detalles  tener  pre- 
sente  para  completar  la  exhibicion.  Nunca 
debe  olvidarse  el  dar  el  mayor  estimulo  posi- 
ble  a  los  empleados  que  demuestran  especial 
habilidad.  Si  ofrecen  sugestiones,  estas 
deben  siempre  considerarse  con  atencion. 


iPor  C.  A.  Vosburg, 

Ex-Director  de  Exhibiciones  de  la  Tienda 
R.  H.  Macy  &  Co.,  Nueva  York 

Nunca  deben  rehusarse  o  dejar  que  pasen 
desapercibidas,  pues  en  ambos  casos  el  re- 
sultado  es  impedir  el  desarrollo  de  la  origi- 
nalidad  de  los  empleados. 

Muchos  Importantes  Detalles 

Hay  muchas  cosas  que  tomar  en  con- 
sideracion  al  educar  y  entrenar  a  los  ayu- 
dantes, en  adicion  a  ensenarles  como  arreg- 
lar  las  vidrieras  y  presentar  las  mercancias. 
Por  ejemplo,  deben  saber  distinguir  perfec- 
tamente  los  accesorios  apropiados  para  cada 
articulo  principal.  Al  tratarse  de  exhibir 
un  vestido  de  etiquete  deben  saber  que  el 
sombrero  debe  tambien  ser  de  etiqueta,  lo 
mismo  que  el  calzado  y  demas  accesorios. 

El  director  del  departamento  debe  ensenar 
a  sus  ayudantes  a  distinguir  los  colores,  a 
manejar  todo  con  suma  limpieza  y  a  presen- 
tar las  exhibiciones  con  toda  eaxctitud.  Les 
debe  enseriar  a  "usar  los  ojos,"  tan  bien 
como  a  obrar  con  acierto  con  la  cabeza  y 
con  las  manos.  Tambien  no  debe  olvidar  in- 
fundir  en  sus  ayudantes  un  cordial  senti- 
miento  de  companerismo,  pues  esta  es  una 
fuerza  inspiradora  de  mejor  trabajo  y  me- 
jores resultados. 

Lealtad  al  Departamento 

Lealtad  a  la  firma  y  lealtad  al  director 
de  las  exhibiciones  son  dos  requisites  ne- 
cesarios  a  todo  ayudante  o  empleado  en  el 
departamento.  Sin  lealtad,  aunque  se  trate 
de  un  solo  empleado,  se  perturba  la  operacion 
del  departamento. 

Al  proyectar  el  trabajo,  conviene  nombrar 
dos  ayudantes:  uno  para  las  exhibiciones  de 
las  vidrieras  a  la  calle,  y  otro  para  el  trabajo 
interior.  Luego  debe  organizarse  el  trabajo 
de  una  manera  sistematica,  para  evitar  con- 
fusion y  habilitar  al  personal  para  saber  ex- 
actamente  lo  que  tiene  que  hacer  todos  los 
dias. 

Despuiees  de  seleccionar  los  artiiculos 
que  han  de  exhibirse  en  cada  vidriera,  se 
asignan  empleados  para  ejecutar  el  trabajo. 
Se  les  senala  los  escaparates  que  deben  usar 
y  todos  los  detalles,  por  insignificantes  que 
sean,  para  producir  una  buena  exhibicion. 

En  el  Interior  de  lo  Tienda 

El  interior  de  la  tienda  debe  tambien 
adornarse  y  presentarse  muy  bien.  El  tra- 
bajo debe  efectuarse  con  toda  regularidad, 
conformandose  a  los  requisites  de  cada  de- 
partamento. El  proposito  principal  para 
tener  un  ayudante  a  cargo  de  la  decoracion 
y  exhibiciones  interiores  es  para  asegurarse 
que  todas  las  vitrinas  y  otros  lugares  en  que 
se  exhiben  mei'cancias  guarden  cierto  grado 
de  uniformidad.  Si  estos  detalles  quedaran 
a  cargo  de  los  mismos  empleados  de  los  de- 
partamentos de  ventas,  los  efectos  de  colores 
serian  inconvenientes  y  desagradables  a  la 


vista.  Cuando  este  trabajo  esta  centralizado 
en  un  ayudante,  es  el  el  responsable  por  su 
buena  presentacion,  y  tambien  por  su  lim- 
pieza. Contando  con  la  ayuda  efectiva  de 
estos  dos  ayudantes,  el  director  de  las  ex- 
hibiciones tiene  tiempo  disponible  para 
proyectar  arreglos  especiales  para  los 
grandes  acontecimientos  de  la  tienda,  prepa- 
randose  asl  con  anticipacion  al  ano  nuevo, 
fiestas  patrias  y  ocasiones  similares.  El  di- 
rector de  las  exhibiciones  no  puede  enfrentar 
estos  acontecimientos  de  una  manera  acer- 
tada  si  no  se  prepara  con  anticipacion  de 
varias  semanas  o  meses.  Esta  preparacion 
comprende  la  seleccion  de  las  mercancias  por 
exhibir  y  las  decoraciones  mas  apropiadas 
para  cada  ocasion. 

Cooperacion  con  los  Jefes 

Para  trabajar  en  armonia  con  los  jefes 
compradores  de  la  tienda,  el  director  de  las 
exhibiciones  debe,  captarse  su  confianza.  De 
esta  manera  los  jefes  le  daran  que  articulos 
tienen  buena  venta  y  que  otros  son  de  muy 
lenta  salida.  Provisto  de  esta  valiosa  infor- 
macion,  el  director  de  las  exhibiciones  debe 
recurrir  a  su  propia  iniciativa  para  buscar 
maneras  de  despertar  interes  por  parte  del 
publico  en  equellos  articulos  de  lenta  salida. 
Por  ejemplo,  una  cinta  de  fantasia  puede 
venderse  con  f acilidad  si  se  la  exhibe  en 
conexion  con  una  blusa  o  en  combinacion 
con  ciertas  telas  de  seda  o  terciopelo.  Ex- 
hibiendola  de  esta  manera,  el  sastre  o  la 
modista  que  la  ve  en  la  ventana  adopta  la 
sugestion  y  la  compra. 

El  director  de  las  exhibiciones  y  los  jefes 
compradores  siempren  deben  trabajar  en 
armonia,  pues  de  su  mutua  cooperacion  re- 
sultan  los  mejores  resultados  para  la  tienda. 
El  director  debe  tambien  discutir  con  los 
jefes  los  acontecimientos  especiales  que  ten- 
dra  la  tienda.  De  esta  manera  el  director  y 
los  jefes  se  preparan  con  anticipacion  a  tales 
acontecimientos.  Para  tener  exito  en  una 
gran  tienda,  el  director  de  las  exhibiciones 
debe  cooperar  y  contar  con  la  completa  con- 
fianza de  los  jefes  compradores. 

Seleccion  de  las  Mercancias 

El  principal  elemento  de  la  venta  de  mer- 
cancias por  medio  de  su  exhibicion  en  las 
vidrieras  de  la  tienda,  es  su  acertada  selec- 
cion. Las  mercancias  dignas  de  seleccion 
son  aquellas  que  atraen  el  mayor  grado  de 
interes  del  publico.  Entre  sus  requisites 
principales  se  hallan  su  novedad,  colores  de 
ultima  moda,  caracter  de  moda,  materiales  y 
estilos.  Para  determinar  lo  antedicho,  el  di- 
rector de  las  exhibiciones  debe  hallarse  muy 
bien  al  corriente  de  las  mercancias  de  cada 
departamento  de  la  tienda.  Su  responsa- 
bilidad  no  se  limita  solo  a  seleccionar  los 
articulos  mas  adecuados,  sino  tambien  a  in- 
dicar  los  escaparates,  los  accesorios  y  todos 
los  diversos  detalles  que  dan  a  la  exhibicion 
su  caracter  tan  reallstico. 

Para  hacer  exhibiciones  satisfactorias  es 
menester  crear  la  atmosfera  mas  apropiada. 

(SIgue  en  la  p^gina  227) 
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PRICES  REDUCED  ON  ALL 
KIRBY,  BEARD  CO.  PRODUCTS 
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KIRBY,  BEARD 
&  CO.,  Ltd. 

Hair  Pins 

Hair  Pin  Boxes 
&  Cabinets 

Mourning  Pins 

Dressmakers'  Pins 

Queen's  Own  Pins 

N.  P.  U.  Pins 

Ravenhurst  Safety 
Pins 

Needles 

Established 
200  Years 


KIRBY,  BEARD 
''SCIENTIFIC" 
DURALUMIN 
5  POINT  THIMBLE 

Outlasts  Sterling 
Silver 

They're 

untarnishable 

Tough  as  Steel 

Light  as 

Aluminum 


Kirby,  Beard  &  Co., 
Ltd.  have  the 
sole  rights  to 
manufacture 
Thimbles  of 
Vicker's  Dura- 
lumin. 


The  demand  made  on  Kirby,  Beard  products  is  very  heavy,  but  because 
continuous  shipments  are  regularly  arriving  there  are  no  delays  in  filling 
and  delivering  your  orders. 

The  Needlecase  Line  is  complete  and  now  on  display.  Very  attractive 
numbers  at  most  interesting  prices,  every  one  a  good  seller. 

Immediate  deliveries  are  being  made  on  the  Celebrated  Ravenhurst  Safety 
Pins  and  the  popular  Superfine  Steel  Shield  Safety  Pins  —  all  at  low  ebb 
prices. 
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T.  B.  M.  GATES 

Sole  Agent  for  United  States 
432  Fourth  Avenue  New  York  City 

Boston  Office:  31  Bedford  St. 
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Relacion  Entre  el  Director  de 
Anuncios  y  el^atrdn 

"Me  Gustan'a  Decir  que  el  Empleo  de  Director  de  Anuncios  es  Tan  Import- 
ante  o  Tan  Falto  de  Importancia  Como  el  lo  Hace,  Pero,  en  Beneficio 
de  la  Verdad,  Esto  es  Impracticable,"  Admite  el  Sr.  Shafer  — En  la 
Mayon'a  de  los  Casos  es  Tan  Importante  Como  lo  Permite  el  Patron 


EL  puesto  de  director  de  anuncio  reviste  la 
importancia  que  puede  darle  el  individuo 
que  lo  desempena.  Esta  es  la  definicion 
que  me  gustaria  atribuir  a  este  puesto,  pero, 
en  beneficio  de  lo  que  sucede  en  la  practica, 
debo  confesar  que  esta  ocupacion  es  tan  im- 
portante, en  la  mayoria  de  los  casos,  como  lo 
permite  el  patron. 

En  los  remotos  tiempos  de  los  negocios  al 
detal,  el  dueno  de  la  tienda  era  todo.  Era  el 
principe  de  los  negocios,  el  mago  de  las  f  inan- 
as,  el  comprador  maravilloso,  el  vendedor 
prodigioso  y  el  genio  de  la  propaganda.  Todas 
estas  estupendas  cualidades  se  encarnaban  en 
su  persona  de  carne  y  hueso.  Hoy  en  dia,  bajo 
la  luminaria  del  progreso,  hay  por  casualidad 
algunos  duenos  de  tiendas  dispuestos  a  com- 
partir  su  gloria  con  sus  dependientes  o  emplea- 
dos.  Estos  notables  ejemplos  de  propietarios 
que  condescienden  de  tal  manera  son,  por 
supuesto,  muy  pocos.   Y  ^  que  sucede? 

Entre  Dos  Extremos 

En  algunos  tiendas,  el  director  de  anuncios 
es  un  muchacho  de  oficina  para  ejecutar  man- 
dados,  o  bien,  un  obrero  mas  o  menos  com- 
petente.  En  otras,  es  un  alto  empleado  admi- 
nistrative, en  todo  el  sentido  de  la  palabra. 
Entre  estos  extremos  el  puesto  de  director  de 
anuncios  se  estira  como  una  banda  elastica. 

El  director  de  anuncios  con  autoridad  com- 
pleta  proyecta  el  presupuesto  para  gastos  de 
propaganda.  Posee  la  necesaria  experiencia, 
habilidad  y  sentido  comun  para  determinar 
gastar  la  tienda  en  anuncios  y  como 
hacerlo.  Esto  no  es  tan  facil  como  apa- 
rece  a  primera  vista.  Comprende  un  profundo 
estudio  de  la  historia  de  la  tienda,  de  su  desa- 
rrollo,  de  la  demanda,  de  las  condiciones  lo- 
cales, de  la  competencia,  del  caracter  de  los 
negocios  del  establecimiento  y  del  elemento  de 
presuntos  clientes  que  convienen  a  la  empresa. 

Dos  por  ciento  de  las  ventas  puede  bastar 
para  una  tienda  que  vende  artlculos  de  alta 
calidad  entre  una  clientela  establecida,  mien- 
tras  gue  tres  por  ciento  es  acaso  insuficiente 
para  otra  que  depende,  para  su  exito,  de  ar- 
ticulos  baratos  y  pacotilla.    Dos  por  ciento 
puede  ser  suficiente  para  una  tienda  situada 
en  un  distrito  agricola  muy  prospero,  donde  la 
gente  de  la  vecindad  acude  a  ella  a  comprar  en 
grandes  partidas,  y  por  otra  parte  insuficiente 
para  un  establecimiento  que  depende  de  pe- 
quenas  ventas  individuales.    Dos  por  ciento 
puede  ser  bastante  en  tiempos  anormales  en 
que  los  precios  se  van  a  las  nubes  y  la  gente 
derrocha  dinero  con  extravagancia,  pero  por 
otra  parte  un  porcentaje  mesquino  en  tem- 
poradas  de  bajos  precios  y  refractaria  actitud 
del  consumidor  que  prefiere  "esperar."  Solo 
despues  del  mas  cuidadoso  estudio  de  todos 
estos  factores  influyentes  en  los  negocios  se 
puede  determinar  un  acertado  presupuesto  para 
anuncios. 

Mas  Estudio  e  Investigacion 

Hay,  ademas,  departamentos  de  la  tienda 
que  necesitan  presupuestos  especiales.  En 
realidad,  cada  departamento  requiere  un  pre- 
supuesto distinto.     Ciertas  mercancias  per- 


Por  Albert  W.  Shafer, 

Director  de  Anuncios,  L.  Klein,  Inc., 
Chicago 

miten  un  gasto  mayor  que  otras.    El  por- 
centaje, al  tratarse  de  las  mercancias,  sube  y 
baja  como  un  barometro.  Nueva  investigacion, 
nuevos  estudios  y  nuevos  rompecabezas  para 
el  director  de  anuncios.    Cuando  Ud.  sabe  que 
la  tienda  bien  montada  tiene  mas  o  menos 
sesenta  departamentos,  cada  cual  con  sus  pro- 
blemas,  y  que  cada  presupuesto  de  departa- 
mento tiene   que   dividirse   en   doce  partes 
iguales  para  cada  uno  de  los  doce  meses  del  aiio, 
0  bien  en  cincuenta  y  dos  partes,  para  las  cin- 
cuenta  y  dos  semanas  del  ailo,  y  que  el  anuncio 
es  mas  intenso  en  ciertas  temporadas  que  en 
otras,  empieza  entonces  a  comprender  por  que 
el  director  de  anuncios  pasa  tan  atareado,  por 
que  casi  se  vuelve  loco  pensando,  y  por  que  no 
tiene  tiempo  para  redactar  el  mismo  todos  los 
anuncios.    El  director  de  anuncios  que  pasa 
corriendo  por  todas  partes,  apurando  a  los  im- 
presores,  llevando  el  original  aqui,  trayendolo 
aca,  y  en  general,  serpenteando  por  todas 
partes,  tiene,  por  la  fuerza,  que  descuidar  el 
estudio  del  presupuesto.    En  las  tiendas  donde 
sucede  esto,  se  hallan  departamentos  desarro- 
llados  en  exceso,  mientras  otros  tienen  una  ex- 
istencia  precaria.   Hay  una  linea  en  zig  zag  en 
las  ventas,  en  lugar  de  un  desarrollo  normal  en 
todos  los  departamentos. 

He  desarrollado  varios  formularios  para 
dar  cuenta  exacta  de  la  situacion  de  cada  de- 
partamento en  cada  instante.  Estos  formu- 
larios y  tienen  suficiente  flexibilidad  para 
acondicionarse  a  una  o  varias  publicaciones 
usadas  en  la  compaiia  de  anuncios. 

Proyecto  y  Aplicacion  de  Metodos 

LA  formacion  del  metodo  de  la  tienda  es 
tambien  una  importante  funcion  del  di- 
rector de  anuncios.  Si  la  tienda  tiene  ya  una 
individualidad  caracteristica  y  un  metodo  bien 
definido,  incumbe  al  director  de  anuncios  el 
reflejar  sus  cualidades,  con  toda  fidelidad,  en 
su  trabajo.  Si  se  trata  de  una  nueva  in- 
stitucion,  con  caracter  en  vias  de  formacion, 
el  director  de  anuncios  debe  ayudar  a  crista- 
lizar  su  individualidad.  En  el  primer  caso,  el 
director  de  anuncios  es  el  escultor  que  per- 
petua  las  facciones  de  una  celebridad  en  mar- 
mol,  con  toda  exactitud  en  sus  expresiones ;  en 
el  segundo  caso  es  como  un  escultor  que  crea 
un  ideal,  para  lo  cual  debe  poseer  imaginacion 
y  el  talento  para  reflejarlo  en  forma  concreta. 

En  ambos  casos  la  escultura  esta  sujeta  a 
deformacion.  Y  es  aqui,  precisamente  donde 
muchos  directores  de  anuncios  sycumben. 
Llegan  a  la  tienda  repletos  de  ambicion  y  en- 
tusiasmo,  listos  para  hacer  maravillas.  Se 
arrojan  con  cuerpo  y  alma  a  la  tremenda 
labor  de  inyectar  ideas  en  el  negocio,  ideas  que 
son  extranas  a  su  caracter  o  incompatibles  con 
la  personalidad  de  la  tienda.  No  aciertan  a  ir 
con  lentitud,  para  compenetrarse  del  espiritu 
de  la  tienda.  Este  modo  de  obrar  tiene  por 
efecto  colocar  la  tienda  en  un  angulo  contra- 
prcducente  y  detrimental  para  sus  mejores 
intereses.    Otra  consecuencia  es  la  rapida  des- 


pedida  del  director  de  anuncio.  Muchos  pasan 
por  la  tienda  con  la  vertiginosa  rapidez  de  una 
estrella  fugaz.  Si  se  dieran  la  "molestia"  de  ir 
con  calma,  de  empaparse  del  espiritu  de  la 
tienda,  coordinarian  sus  planes  con  acierto  y 
todo  marcharia  bien. 

Naturalmente,  el  estilo  de  los  anuncios,  en 
particular  de  los  institucionales,  es  materia 
que  concierne  directamente  al-  director  de 
propaganda.  ^Cual  ha  de  ser  el  estilo? 
I  Conviene  un  tono  apacible,  uno  modulado  o 
uno  chirron?  ^0  acaso  conviene  mas  un  estilo 
de  cortesia  teatral,  o  uno  de  audaz  asalto  con 
adjetivos  ultra  expresivos?  Por  supuesto, 
tenemos  propias  opiniones  sobre  cual  estilo  es 
correcto,  pero  nuestro  parecer  con  frecuencia 
se  presenta  diametralmente  opuesto  al  del 
patron.  Este  personaje,  tan  mal  pintado  por  la 
mayoria  de  los  empleados,  no  es  tan  malo  como 
nos  figuramos.  Cuando  esta  equivocado,  siem- 
pre  tenemos  la  oportunidad  de  convencerle, 
siempre  que  el  director  de  anuncio  tenga  la 
competencia  y  la  energia  y  la  conviccion  de  sus 
ideas  para  decirle,  cara  a  cara,  de  que  lo  que 
esta  diciendo  es  un  soberbio  disparate  o  una 
equivocacion  excusable  ...  por  tratarse  del 
patron. 

Ahora  ^que  Resultados? 

Los  resultados  f  orman  la  segunda  parte  del 
programa.    El  director  de   anuncio  que  se 
duerme  en  sus  laureles  y  da  por  terminada  su 
labor  tan  pronto  como  ve  publicado  un  anuncio, 
pertenece  a  la  categoria  de  los  muchachos  de 
oficina,  que  se  -ocupan  de  los  mandados.  Los 
que  vigilan,  los  que  llevan  cuenta  exacta  de  los 
resultados  de  sus  esfuerzos,  en  cada  departa- 
mento, en  cada  articulo,  son  los  que  surgen. 
Recordemos  siempre  una  cosa.   El  anuncio  no 
es  una  institucion  de  beneficencia  proyectada 
para  socorrer  a  los  periodicos.    Es  un  factor 
latente,  cuya  importancia  esta  en  razon  directa 
con  los  beneficios  que  aporta  al  negocio.  Si 
los  resultados  que  logran  son  insuficientes,  es 
el  director  de  anuncios  quien  debe  y  tiene  que 
averiguar  el  por  que.   ^  Acaso  las  ventas  no  se 
manejan  bien,  o  las  mercancias  se  exhiben  con 
deficiencia,  o  su  precio  no  corresponde  a  las 
promesas  hechas,  o  el  entusiasmo  de  los  vende- 
dores  decayo  por  falta  de  fe  en  los  articulos? 
I  Fue  el  anuncio  la  causa?   Una  falta  ocasional 
es  hasta  saludable,  porque  ensena  a  veces  una 
costosa  leccion  que  no  se  olvida  jamas.  In- 
currir,  sinembargo,  en  la  misma  falta,  es  im- 
perdonable.    Solo  la  experiencia,  el  estudio, 
la  concentracion,  el  entusiasmo  y  la  f e  habilitan 
al  director  de  anuncios   para  continuar  con 
exito  sus  funciones. 

Punto  de  Venta 

EL  tema  de  resultados  tiene  tambien  su  re- 
verso.  El  exito  no  se  concentra  todo  en 
estudios  retrospectivos.  Hay  que  mirar  hacia 
adelante.  En  realidad,  la  mayor  parte  del 
esfuerzo  mental  y  fisico  del  director  de  anun- 
cios es  mirar  hacia  adelante.  Tiene  que 
proyectar  y  preparar  grandes  realizaciones  de 
mercancias,  desde  el  punto  de  vista  de  su  pu- 
blicidad.  Esta  funcion  le  coloca  en  otro  ter- 
reno:  la  promocion  de  ventas.    Este  nuevo 

(Sigue  el  la  pagina  227) 
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The  Standard,  Leading 

Skirt  Belting  Specialti 


rBASCHS  ,. 
-QRIPFAST 
liSKWTgELTING. 


Basch's  Grip-Fast  Belting 

display  stand — attractive,  practical 
- — furnished  with  initial  orders  of  1 2 
pieces. 


Basch's 
"Stay-Rite" 
Belting 

is  also  a  great  staple 
in  best  Notion  de- 
partments. 


Basch's  "Reddy  Maid"  Belts 

have  fasteners  that  are  riveted  to 
stay.  Women  always  ask  for  them 
again. 


Basch's  "Grip-Fast"  Belts 

are  alone  in  their  field — the  reliable, 
non-slip  that  mean  so  much  to 
women's  neat  dress. 


As  old-established  specialists  in  Skirt  Beltings,  we  offer  the  lines 
depended  upon  for  steadiest  sales  and  volume  business.  The  leading 
stores  of  every  size  sell  Basch's  Belting  and  Belts,  and  maintain  stocks 
of  Basch's  as  faithfully  as  they  do  of  their  standard  spool  cotton. 

If  you  do  not  sell  Basch's  it  will  pay  you  well  to  get  posted  on  the  line. 

Once  you  stock  Basch's  you  have  the  best. 

Among  the  most  famous  of  our  products  is 

Basch's  Grip-Fast  Belting 

This  has  the  Basch  patented  rubber  grips,  which  absolutely  prevent 
the  skirt  from  twisting  around  or  slipping  up  and  down  and  the  shirt 
waist  snug  and  trim.  Made  of  stiff  poplin  and  duck;  straight  and 
curved;  2  in.  to  4  in.  wide;  black  and  white.  "Grip-Fast"  can  be 
washed  and  boiled.  Display  stand  as  illustrated  furnished  with  an 
initial  order  of  1 2  pieces  or  more.    Write  for  samples. 

Basch's  Grip-Fast  Belts 

are  the  old  reliable  ready-to-wear  elastic  belts,  %  in.  wide;  black  and 
white;  regular  and  extra  sizes;  with  the  "Grip-Fast"  rubber  strip 
"that  holds  the  waist  down  with  a  tight  grip."    Write  for  samples. 

Basch's    Stay-Rite"  Belting 

has  boning  4^  inches  apart  and  is  extra  well  made;  straight  only; 
poplin  and  duck ;  black  and  white ;  1  J/2  to  4  inches  wide.  Write  for 
samples. 

Basch's  Plain  Belting 

Stiff  and  soft;  regular  and  mercerized  finishes;  black  and  white;  Yl  to 
lYz  inches  wide;  popular  priced  features.   Write  for  samples. 

Basch's  ''Reddy-Maid"  Belts 

Complete,  with  rust  proof  hooks  and  eyes  attached;  made  of  stiff 
woven  duck;  black  and  white;  1  Yl^  2  and  lYl  inches  wide;  23  to  36 
in.  sizes.    Send  for  samples. 

Basch's  "Super-Snap"  Snap  Fasteners 

Need  no  introduction ;  curled  back ;  phosphor  bronze  springs ;  easy  to 
sew  on ;  black  and  white ;  six  sizes ;  1 2  on  card.    Write  for  samples. 

All  Basch's  packings  are  attractive,  convenient  and  help  sales. 

You  Can  Do  More  Business  With  Basch's 

Order  Basch's  specialties  through  your  wholesaler.  If  he  does  not 
happen  to  have  Basch's,  order  direct  and  give  us  his  name.  Or  write 
for  samples. 

NEW  PRICES  PREVAIL 


23-25  E.  21st  St.,  New  York 


Foreign  Representative, 

D.  E.  Bronson  Co., 
15  East  26th  St.,  N.  Y. 


Sole  Canadian  Mfrs.  for  Gripfast  Skirt  Belting 
Eisman    &    Co.,  ^ 
9  Temperance  St.,  Toronto,  Ont. 
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El  Departamento  del  Personal 
Debe  Ejercer  Autoridad 

■Su  Director  Debe  ser  un  Verdadero  Ejecutivo,  Conocido  Como  Tal 
por  la  Direccion  del  Negocio— Si  Ha  de  Controlar  los  Sueldos,  no 
Debe  Existir  Mandato  por  Parte  de  lo&  Otros  Departamentos 


EN  repetidas  ocasiones  se  ha  rogado  al 
autor  de  este  articulo  se  sirva  explicar 
el  puesto  de  director  o  superintendente 
del  personal  de  una  tienda,  y  ahora,  que  me 
propongo  hacerlo,  deseo  empezar  descartando 
todo  lo  teorico  del  tema,  para  presentar  los 
hechos  tales  como  se  ven  en  la  practica.  En 
otros  terminos,  en  lugar  de  pintar  un  hermoso 
suadro  teorico,  presentare  un  estudio  sobre 
analisis  de  los  empleos  o  departamento  del 
personal,  tal  como  se  aplica  a  las  grandes 
tiendas.  Abrigo  la  esperanza  de  que  esta 
exposicion  ha  de  convencer  a  algunos  duenos 
de  tiendas  acerca  de  las  evidentes  ventajas  de 
un  departamento  de  este  caracter,  el  cual,  bien 
organizado,  y  bien  atendido,  esta  incuestion- 
ablemente  encaminado  a  aumentar  las  ganan- 
cias  del  establecimiento  en  muchos  miles  de 
pesos  y  centavos. 

Caracter  de  Ejecutivo 

El  director  del  personal  debe  ser  un  verda- 
dero jefe  ejecutivo.  Debe  aceptarse  en  tal 
capacidad  por  la  direccion  de  la  tienda.  Su 
actual  categoria  es  muy  dificil  de  determinar 
con  relacion  a  la  organizacion  de  la  tienda, 
pues  dicha  organizacion  esta  sujeta  a  cambios 
en  casi  todas  ellas.  Si  el  superintendente  o 
director  de  la  tienda  es  un  verdadero  jefe 
ejecutivo  y  no  un  simple  empleado,  el  director 
del  personal  puede  entonces  clasificarse  como 
uno  de  sus  ayudantes.  Si  por  el  contrario,  el 
superintendente  de  la  tienda  es  un  individuo 
encargado  de  detalles,  en  tal  caso  el  director 
del  personal  debe  entenderse  directamente  con 
uno  de  los  duehos  de  la  tienda  o  con  su  director 
general,  en  caso  que  exista  este  ultimo  puesto 
en  la  organizacion. 

Autoridad  para  Decidir 

Lo  antedicho  se  justifica  por  muchas 
razones,  pero  de  todas  ellas  la  principal  es  que 
el  director  del  personal  debe  entender  con 
alguien  que  posea  suficiente  autoridad  para 
decidir  inmediatamente.  Las  decisiones  sobre 
importantes  problemas  tales  como  escalas  de 
sueldos,  etc.,  demandan  inmediata  atencion. 
Si  tales-  asuntos  se  tratan  con  jefes  una  de  las 
cosas  siguientes ;  los  jefes  interpretan  erronea- 
mente  el  asunto,  o  pierden  valioso  tiempo  en 
considerarlo  y  la  dilatacion  afecta  el  asunto 
hasta  nulificarlo. 


Por  J.  H.  Paswaters, 

Superintendente  del  Personal  de  la  Tienda 
Jas.  McCreery  &  Co.,  JSueva  York 

La  experiencia  ha  habilitado  al  autor  para 
llegar  a  las  siguientes  conclusiones :  Una  tienda 
con  1000  o  mas  empleados  trabaja  muy  bien 
con  un  superintendente  general  y  tres  ayudan- 
tes de  superintendente,  que  toman  respectiva- 
mente  a  cargo  todos  los  detalles  de  "Sistemas," 
"Personal"  y  "Servicio."  En  tiendas  con 
menor  personal,  el  superintendente  puede  per- 
sonalmente  atender  a  los  "Sistemas"  y  "Servi- 
cio" y  tener  un  ayudante  a  cargo  del  "Per- 
sonal." En  vista  de  lo  antedicho,  el  autor  cree 
que  el  siguiente  analisis  de  empleos  puede 
usarse  ventajosamente  en  toda  tienda  sin  con- 
sideracion  de  su  tamano.  Doy  esta  explicacion 
para  esclarecer  el  presente  diagram.a  suscepti- 
ble a  ajustarse  a  toda  organizacion. 

Las  siguientes  son  las  especificaciones  del 
trabajo  para  los  varies  departamentos  rela- 
cionados  con  la  seccion  del  personal. 

Departamento  para  Emplear 

Esta  seccion  tiene  la  responsabilidad  de 
mantener  el  necesario  niimero  de  empleados  en 
cada  departamento,  con  especial  atencion  a  su 
competencia  y  equitativo  sueldo.  Tambien  se 
encarga  de  las  siguientes  f  unciones : 

Mejorar  el  personal. 

Redactar  todos  los  anuncios  solicitando 
empleados,  especificando  los  periodicos  en  que 
dichos  anuncios  han  de  publicarse.  El  depar- 
tamento de  anuncios  se  encarga  de  entenderse 
con  los  editores  de  tales  periodicos. 

Colocaciones,  transferencias  y  bajas. 

Discicplina  en  o  relative  a  los  reglamentos 
y  requisites  de  la  tienda. 

Determinacion  de  las  escalas  de  sueldo. 

Aumentos  automaticos  del  sueldo. 

Reduccion  del  numero  de  empleados. 

Horario  de  los  empleados. 

Seccion  de  Educacion 

Esta  seccion  es  responsable  por  la  educa- 
cion 0  adiestramiento  de  los  empleados.  Sus 
f unciones  son  las  siguientes : 

Ensehar  los  sistemas  y  reglamentos  de  la 
tienda  a  todos  los  empleados. 


Ensenar  las  especificaciones  correspon- 
dientes  a  cada  empleo,  segun  las  normas  esta- 
blecidas  por  el  analisis  del  departamento  de 
empleos. 

Ensenar  el  arte  de  vender  y  estudios 
especificos  sobre  mercancias. 

Preparacion  de  -programas  y  enseiianza 
colectiva  de  temas  especiales  indicados  por  los 
empleados. 

Instruccion  a  jefes  y  ayudantes. 

Responsabilidad  por  la  ensehanza  de  todos 
los  reglamentos  de  la  tienda  y  de  todos  los 
cambios  que  los  afecten, 

Supervigilancia  de  la  instruccion. 

Disciplina  necesaria  para  evitar  errores  en 
la  practica  de  sistemas  de  contabilidad,  caja 
y  otros  detalles  similares. 

Seccion  de  Calificacion 

La  responsabilidad  de  mantener  un  registro 
complete  de  la  conducta  y  trabajo  de  cada 
empleado,  para  suministrar  en  cualquier  in- 
stante,  dicha  informacion  a  los  directores  de 
la  tienda,  descanza  en  esta  seccion.  Debe 
suministrar  informacion  precisa  sabre  la  com- 
petencia de  cada  empleado,  indicando  su  de- 
partamento y  su  adaptabilidad  a  otros  trabajos, 
etc.   Sus  f unciones  consisten,  por  lo  tanto,  en: 

Instruir  a  los  jefes  de  departamento  y  sus 
ayundantes  sobre  los  metodos  de  calificacion. 

Ensehar  a  los  empleados  los  detalles  del 
sistema  de  calificacion. 

Consecucion  del  trabajo  en  conjuncion  con 
el  departamento  de  educacion. 

Estadisticas. 

Servicio  a  los  Empleados 

Suministrar  las  recreaciones  fisicas  y  men- 
tales  mas  saludables  y  convenientes,  de  una 
.  manera  acertada  y  en  tiempo  precise,  son  las 
funciones  de  esta  seccion.  Su  radio  de  accion 
comprende : 

Responsabilidad  sobre  el  proyecte,  premo- 
cion  y  direccion  de  toda  actividad  social. 

Atencion  y  vigilancia  de  los  ausentes  y 
enfermes. 

Restaurant  de  los  empleados. 

Biblioteca  de  los -empleados. 

Organizar  y  vigilar  todos  los  grupos  o 
clubs  que  se  forman  para  sostener  y  fementar 
el  esplritu  moral  y  fisico  de  los  empleados. 

Mantener  cursos  sobre  cultura  fisica  tanto 

(Sigue  en  la  pAgina  217) 
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Colocaciones. 

Referencias. 

Sueldos. 

Promociones. 

Transferencias. 

Bajas. 

Horario. 

Disciplina. 

Nuevos  empleados. 

Sistemas  de  tienda. 

Errores. 

Arte  de  vender. 

Textiles. 

Disciplina. 
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Concejeros. 

Supervigilancia  de  los  cursos 
escolares. 

Instrucciones  a  jefes  de  departa- 
mentos y  empleados  sobre  metodos 
y  applicaciones. 

Consecucion. 

Estadisticas. 

Servicio  personal. 
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Reportaje. 
Redaccion. 
Preparacion. 
Distribucion. 
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REAL  CALFSKIN  HANDBAGS 
to  Retail  at  $2.50  to  $5.00 


Wonder  values  also  in  quality.  The  workmanship  is  as  superior  for  the 
money  as  the  leather.    Your  customers  cannot  fail  to  respond  to  such 

A  Great  Offering  of  Popular  Goods  at  Popular  Prices 

TTiese  Handbags  will  stimulate  business  in  your  department  to  a  record- 
making  mark,  as  they  have  done  in  many  other  stores. 

Real  calf,  tooled  style,  in  brown.  ^ 

Real  calf ,  brown  and  gray,  Alligator  grain. 

Send  a  Sample  Order 

for  these  and  other  big  leaders,  and  hold  a  trial  sale. 


"The  House  for  Better  Values" 
38  WEST  2l8t  STREET  NEW  YORK 
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Ventas  Especiales  de  Seda,  Tres  Veces  al  Ano 

Articulos  de  Alta  Novedad  Encuentran  Asi  Gran  Demanda  Entre 
la  Clientela  de  la  Tienda  de  Rich  &  Bros.  Co.  de  Altanta— El  Meto- 
do  Consiste  en  Llamar  la  Atencion  a  las  Rebajas  de  Precios — Estas 
Ventas  Son  Grandes  Acontecimientos  en  Atlanta 


COMPRAS  de  mercancias  al  por  mayor 
y  ventas  especiales  para  introducirlas 
al  consumidor  rapidamente  son  las  dos 
caracteristkas  del  metodo  implantado  con 
mucho  exito  por  J.  P.  Flynn,  jefe  del  departa- 
mento  de  sedas  de  la  tienda  de  M.  Rich  & 
Bros.  Co.  de  Atlanta,  Georgia. 

Flynn  celebra  tres  ventas  especiales  de 
seda  al  ailo.  Cada  venta  dura  un  mes.  Son 
reconocidas  como  grandes  acontecimientos 
anuales  y  se  han  anunciado  tanto  que  el 
publico  de  Atlanta  las  considera  como  parte 
importante  de  su  prbgrama  de  compras. 
Muchos  clientes  de  la  tienda  Rich  esperan  una 
de  estas  ventas  especiales  para  efectuar  sus 
compras. 

Grandes  Rebajas  de  Precio 

El  metodo  de  Flynn  es  comprar  en  grandes 
cantidades  antes  de  cada  venta  especial.  En 
las  ventas  especiales,  el  precio  por  cada  pieza 
de  seda  se  reduce  muy  considerablemente.  La 
rebaja  es  acentuada  en  las  telas  mas  finas. 
Refiriendose  a  estas  ventas,  Flynn  dice: 
"Compro  en  grandes  cantidades  mercancias 
de  novedad  de  superior  clase.  De  algunas 
telas  que  otras  tiendas  solo  ofrecen  cantidad 
suficiente  para  un  vestido,  compro  piezas 
enteras  y  en  las  ventas  especiales  anuncio  los 
articulos  mas  finos  con  preferencia  a  los  cor- 
rientes.  De  esta  manera,  la  venta  de  la  mer- 
cancia  fina  se  facilita  enormemente. 


"Antes  de  cada  venta  especial  veo  al  jefe 
de  nuestra  publicidad,  superintendente  y  jefe 
de  la  tienda.  Les  indico  lo  que  tengo  en  mi 
departmento  y  lo  que  me  propongo  vender. 
En  estas  conferencias  se  proyecta  la  campana 
de  venta  y  por  esta  razon  todo  el  plan  se  desar- 
rolla  sin  ningun  tropiezo.  Los  anuncios  se 
publican  a  debido  tiempo,  y  tengo  amplia 
oportunidad  para  seleccionar  mi  personal  de 
dependientes." 

"Con  frecuencia  publico  anuncios  de  estas 
ventas  especiales  sin  hacer  ninguna  referencia 
a  los  precios  de  las  mercancias.  Estas  ventas 
son  ya  tan  populares  que  el  publico  las  conoce 
perfectamente  y  acude  a  ellas  con  sumo  in- 
teres.  Por  ejemplo,  un  dla  vendi  $8000  de 
cierta  mercancia  que  annuncie  en  un  espacio 
de  3  pulgadas  por  dos  columnas  de  ancho,  sin 
hacer  referencia  al  precio.  En  este  anuncio  lo 
unico  que  dije  fue  indicar  el  articulo  y  el  dia 
en  que  empezaba  la  venta." 

Ideal  Para  Exhibir  Mercancias 

El  departamento  de  Flynn  se  halla  en  el 
primer  piso,  situado  en  una  ala  lateral  del 
edificio.  Es  un  salon  casi  cuadrado,  muy  am- 
plio  y  bien  alumbrado  y  ventilado.  Esta  bien 
provisto  de  anaqueles  y  mostradores  que  cor- 
ren  a  lo  largo  de  tres  de  sus  paredes.  Al  cen- 
tro  del  salon  se  halla  la  cajera.  A  causa  de  la 
forma  del  salon,  se  facilita  la  exhibicion  de 
grandes  cantidades  de  mercancias. 


Flynn  tiene  ciega  fe  en  exhibir  mercancias, 
y  por  esta  razon  usa  grandes  mesas  para  ex- 
hibir las  de  su  departamento. 

Muestra  las  Mercancias 

"No  se  puede  vender,  aun  la  mercancia 
mas  fina,  si  no  se  exhibe  en  un  sitio  donde 
todos  puedan  verla.  El  publico  demanda,  cada 
dia  con  mas  insistencia,  que  se  le  muestren  las 
mercancias,  y  lo  mejor  que  uno  puede  hacer  es 
complacerle.  Los  clientes  raras  veces  saben 
lo  que  desean  comprar,  al  tratarse  de  sedas  y 
otros  articulos,  pero  al  ver  las  cosas  ante  si, 
determinan  pronto  lo  que  les  gusta  o  conviene 
mas. 

Otros  Tiempos 

"En  otros  tiempos,  cuando  los  disehos  o 
dibujos  en  las  telas  de  seda  eran  muy  limi- 
tados,  y  cuando  casi  todas  ellas  eran  de  colores 
sencillos,  ya  negras,  azules  o  color  castano,  la 
mujer  venla  a  la  tienda  y  pedla  al  dependi- 
ente  que  le  mostrara  el  surtido  de  tal  o  cual 
color.  Hoy  las  condiciones  son  diferentes.  Hay 
tantas  novedades  en  disenos  y  colores,  y  tal 
variedad  en  tejidos,  que  es  casi  imposible 
decidir  que  comprar,  salvo  cuando  se  examina 
un  amplio  surtido.  Por  esta  razon,  la  exhibicion 
de  las  sedas  facilita  la  venta.  La  exhibicion 
obvia,  por  otra  parte,  el  mantener  un  numeroso 
personal." 


El  Departamento 
del  Personal 

{Continuaci6n  de  la  pAgina  213) 

en  la  tienda  como  afuera  de  ella,  en  beneficio 
de  los  empleados. 

Servicio  Higienico 

Esta  seccion  tiene  la  responsabilidad  de 
cuidar  por  el  bienestar  y  la  salud  de  los 
empleados.  Sus  funciones  comprenden  las 
sigulentes  activldades: 

Mantener  cllnicas  medicas  durante  las 
horas  de  trabajo. 

Cooperar  con  la  seccion  de  servicio  a  los 
empleados  para  reducir  el  mimero  de  ausentes, 
y  dar  asistencia  medica  a  los  empleados  en- 
fermos. 

El  Organo  de  la  Casa 

Tiene  la  responsabilidad  de  redactar  y 
distribuir  el  organo  de  la  tienda  entre  todos 
los  empleados,  cuidando  que  todos  sus  articulos 
tengan  la  tendencia  a  reflejar  el  esplritu  de  la 
organizacion.  Debe  encargarse  de : 

La  redaccion,  reportaje,  preparacion  y  dis- 
tribucion  del  organo. 

Personal  de  la  Direccion  del  Personal 

El  numero  de  ayudantes  que  se  necesitan 
para  atender  al  trabajo  antedicho  se  determina 
solo  por  el  tamano  de  la  tienda  y  numero  de 
empleados.  El  director  debe  tener  suficiente 
numero  de  ayudantes  para  encargarse  de  los 
detalles,  y  poder  asl  dedicar  la  mayor  parte  de 
su  tiempo  a  proyectar  y  analizar  planes,  etc., 
principalmente  as  nominas  de  sueldos.  Nunca 
debe  cargarsele  de  detalles,  pues  al  hacerlo,  se 


pierde  el  beneficio  de  sus  proyectos  y  nuevas 
ideas  para  mejorar  los  planes  existentes.  La 
tienda  debe  darle  todo  el  personal  que  necesita. 

Sin  consideracion  del  tamano  de  la  tienda, 
el  director  del  personal  debe  personalmente 
estudiar  y  manejar  las  nominas  de  sueldos. 
En  el  debe  recaer  la  responsabilidad  entera 
sobre  pagos  de  sueldo,  para  mantener  una 
equitativa  relacion  entre  los  gastos  y  las  en- 
tradas.  En  realldad,  el  puesto  de  director  del 
personal  es  uno  que  tiene  ahora  mucha  Im- 
portancia,  pues  sabido  es  que  en  individuo  com- 
petente  en  su  direccion,  puede  ahorrar  a  la 
tienda  bastante  dinero  y  al  proplo  tiempo 
mejorar  la  calidad  y  el  trabajo  de  los  em- 
pleados, lo  cual  es  adlclonal,  ganancia  para  el 
estableclmiento.  Un  director  competente  puede 
ahorrar  mucho  dinero  introduclendo  aparatos 
mecanlcos  para  hacer  la  labor  manual  de 
mucho  empleados.  Puede  tamblen  calcular  el 
personal  que  va  a  necesltarse  en  cada  departa- 
mento, con  antlcipacion  de  tres  o  cuatro  meses. 
En  realidad,  tiene  dlversas  oportunidades  de 
introduclr  economlas  y  eficlencia  en  el  trabajo. 

Responsabilidad  Especifica 

Con  relacion  a  las  nominas  de  sueldos,  este 
trabajo  no  debe  encomendarse  al  director  del 
personal  si  los  jefes  de  departamentos  van  a 
tener  autorldad  de  dictar  cuantos  empleados 
necesitan  y  cuanto  deben  ganar  y  que  promo- 
cion  h.an  de  tener.  En  tales  clrcunstanclas,  el 
director  del  personal  no  puede  ser  responsable 
por  la  adminlstracion  de  los  sueldos  y  personal. 
El  metodo  Indicado  desmorallza  la  actitud  del 
director  del  personal,  y  es  causa  por  la  cual 
muchos  de  ellos  se  retiran  de  puesto.  La  In- 
tromlslon  de  otros  elmpleados  superiores  en 
la^  funciones  del  director  del  personal  equlvale 
a  la  intromlslon  del  superintendente  de  la 


tienda  en  las  funciones  del  departamento  de 
compras  de  mercancias.  En  estos  asuntos 
debe  siempre  existir  autoridad  especifica.  La 
adminlstracion  de  los  sueldos  y  personal  debe 
tomarse  exclusivamente  por  el  director  del 
servicio.  Es  el  qulen  debe  ser  tamblen  com- 
pletamente  responsable  por  su  manejo.  Y 
bueno  es  que  todas  las  divlslones  de  la  tienda 
se  impongan  de  esto,  para  que  no  traten  de 
perturbar  o  entremeterse  en  sus  funciones. 
Por  supuesto,  este  es  un  caso  en  que  la  direc- 
cion del  estableclmiento  tiene  plena  confianza 
en  el  director  del  personal  y  no  duda  de  que 
este,  antes  de  dar  decision  final,  ha  de  consultar 
con  los  jefes  y  obtener  de  ellos  opiniones  sobre 
los  cambios  o  modlficaciones  proyectados,  y  que 
ha  de  obrar  con  aclerto  en  todo,  justlficando 
sus  pasos  mediante  razones  muy  evldentes. 

Resumen  de  sus  Funciones 

En  adicion  a  las  funciones  hasta  aqul 
senaladas,  el  director  del  personal  puede  re- 
sumir  su  trabajo  de  la  manera  siguiente : 

Ver  que  el  anallsls  de  los  empleos  de  su 
departamento  se  lleve  a  efecto ;  que  las  dlversas 
secclones  de  su  departamento  se  hallen  bien 
coordlnadas,  ayudando  a  los  jefes  de  dichas 
setclones  a  desarrolar  sus  respectlvos  trabajos 
y  proyectar  para  lo  futuro. 

Todo  el  anallsls  antedicho  se  refiere  al  de- 
partamento del  personal,  y  el  trabajo  de  su 
director,  en  resumidas  cuentas,  es  ver  que  se 
desarrolle  perfectamente,  de  acuerdo  con  el 
programa  trazado  y  aprobado.  Que  parte  del 
trabajo  debe  el  mismo  atender,  depende  com- 
pletamente  del  tamano  de  la  tienda  y  numero 
de  empleados  que  tiene,  para  atender  a  los 
detalles  de  su  departamento. 

Para  terminar  debo  decir  que  un  departa- 
mento del  personal  en  una  tienda  puede  dejar 

(Sigue  en  la  p^gina  227) 
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The  TUgrim  'Bag 

=  Sells  on  Sight. 

=  Leather  goods  departments  in  stores  all 

I  over  the  country  are  making  a  fast  turn- 

=  over  with  this  dressy  looking  bag.    It  ap- 

I  peals  instantly  to  the  young  w^oman  of 

=  good  taste  and  sells  at  a  retail  price 

=  w^hich  assures  a  good  profit. 

i  Made  in  the  follow^ing  leathers  and  sizes 

I  lined  with  silk  moire: 

=  Imported  India  Goat,  9  x  9^2  in. 

i  $24.00  doz. 

=  Imported  India  Goat,  10  x  11  in. 

I  $27.00  doz. 

=  Suede,  Fancy  Sateen  Lined,  9  x  9^2  in. 

1  $16.50  doz. 

i  COLORS:  India  goat  in  gray,  navy,  red,  brown, 

=  tan,  green,  purple,  l^lack. 

=  Suede  in  gray,  brown,  tan,  and  navy. 

=  ''Order  a  dozen  and  watch  them  sell.** 

I  RYAN-CUSHING  COMPANY 

=  Salesroom:  52  Chauncy  St.,  Boston,  Mass. 

=  Factory:  8-10  Howard  St.,  West  Somerville,  Mass. 

fiiiMiiiiiiiiiiiiiiniMiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiriiiiiiiiiiiiiiiiiiiiiiiiiin 


Profits  will  fly  towards  you 

from  ARROW  SILK  HAIR  NETS 

They  will  double  and  triple  your  hair  net  busi- 
ness because  they  fill  TWO  merchandising 
needs  in  ONE. 

Both  as  Hair  Nets  and  Face  Veils,  ARROW 
SILK  HAIR  NETS  are  sold,  in  constantly 
increasing  numbers,  to  women  who  understand 
and  appreciate  the  convenience  of  a  combination 
hair  net  and  face  veil  which  requires  neither 
pinning  nor  tying  to  keep  it  in  place.  The  silk 
elastic  cord  makes  it  simply  adjusted  and  pre- 
vents the  ARROW  SILK  HAIR  NET  from 
slipping  out  of  place. 

ARROW  SILK  HAIR  NETS  are  ten  times  as 
strong  as  ordinary  nets ;  they  are  woven  from  all 
desired  shades  of  fine,  strong,  silken  thread, 
packed  in  sanitary  envelopes,  and  retailed  at 
10c,  everywhere. 

ARROW  HUMAN  HAIR  NETS  are  guaran- 
teed absolutely  flawless,  made  of  all  shades  of 
perfectly  sterilized  human  hair,  in  bath  cap  and 
fringe  shapes,  packed  in  sanitary  envelopes,  and 
retailed  at  lOc,  everywhere. 

EDGEWATER  BEACH  SILK  HAIR  NETS 
are  of  perfectly  woven,  extra  strong  mesh,  fringe 
shape  with  knotted  ends,  and  packed  in  attract- 
ively decorated,  sanitary  envelopes.  Retailed  at 
10c,  everywhere. 


Sold  thru  jobbers  only 


If  your  jobber  cannot  supply  you, 
i  write  directly  to  us. 

\       KAUFMANN  BROS. 

\  ^  Importers 

\  1 1 1  Fifth  Avenue,    New  York,  Y. 

4i 


'^'4   VERV  ^MALL  ME^M 
A'h  iff       CoAom  MtDium 


Imported  by 
KAUFMANN  BROS. 
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El  Departamento  de  Servicio  Personal 
Desempena  Importantes  Funciones 


Sus  Relaciones  con  la  Clientela  Desarrolla  Confianza  y  a  Veces  una 
Intimidad  que  no  se  Logran  de  Otra  Manera— Enorme  Exito  Alcan- 
zado  por  el  Departamento  de  Servicio  Personal  de  una  Gran  Tienda 

Americana 


OMO  analizar  el  puesto  de  director  del 
^1  servicio  personal?  En  realidad,  no 
(j  ^^"^^  podria  hacerlo.  Prefiero,  por  otra 
parte,  explicar  en  lugar  de  analizar.  Explicar 
lleva  la  agradable  idea  de  narrar,  en  lugar  de 
disectar  hechos  acaso  crudos  que  a  lo  mejor 
aislan  el  elemento  humano.  Los  analisis  pre- 
sentan  el  tema  en  su  forma  mas  prosaica.  Las 
narraciones  llevan  el  interes  de  las  cosas  hu- 
manas. 

Como  todas  las  narraciones,  tiene  su  prin- 
■cipio.  Al  principio  comenzamos  con  un  dia- 
grama  en  que  se  destacaban  tres  titulos  prin- 
cipales:  Servicio  de  Compras,  Servicio  de 
Informacion,  y  Servicio  de  Guerra.  El  Servi- 
cio de  Guerra,  por  supuesto,  se  suspendio 
pronto.  Tuvimos  sinembargo,  una  Navidad  en 
que  este  servicio  nos  impuso  una  gran  tarea 
despachando  regalos,  que  enviaban  parientes  o 
novias  a  los  muchachos  acantonados  en  los 
cuarteles  de  Seattle.  Kara  vez  vimos  uno  de 
estos  muchachos  que  no  tuviera  por  lo  menos 
dos  muchachas  que  le  enviaran  regalos.  El 
caso  de  un  capitan  fue  interesante.  Vino  a 
la  tienda  a  comprar  regalos  para  nada  menos 
que  siete  muchachas.  Al  despedirse  nos  dijo: 
"Si  ustedes  creen  en  la  paz,  no  me  conf undan 
los  regalos  al  despacharlos." 

Verdadera  Gratitud 

A  muchos  gusta  compartir  sus  penas  con 
alguien  que  las  sobrelleva  con  simpatia.  Una 
senora  anciana  acostumbraba  venir  a  la  tienda 
todos  los  dias.  Cuando  su  hijo  regreso  de  la 
guerra,  le  trajo  tambien  a  visitarnos.  La 
senora  continua  pasando  por  la  tienda,  pero  no 
con  la  frecuencia  de  antes.  Viene  a  decirnos 
lo  mucho  que  adora  a  su  hijo  e  invariablemente 
nos  trae  algian  manjar  preparado  por  ella 
misma,  para  que  lo  probemos.  Una  vez  nos 
trajo  una  gallina  muy  bien  guisada.  Cuando 
vemos  entrar  a  la  anciana,  todas  acudimos  a 
recibirla  y  agazajarla.  Y  todo  esto  se  debe 
al  hecho  que  la  primera  vez  que  vino  a  la 
tienda  nos  esmeramos  en  atenderla. 

A  medida  que  sentimos  la  necesidad  de 
otras  formas  de  servicio,  los  vamos  suminis- 
trando.  Siempre  he  creido  que  el  servicio  per- 
sonal en  una  tienda  es,  en  muchos  sentidos, 
igual  al  que  da  la  duena  de  casa  a  las  amigas 
que  la  visitan.  Este  servicio,  por  supuesto, 
•  predomina  en  todos  los  departamentos,  pero  el 
que  nosotras  tenemos  asignado  cubre  todos  los 
departamentos  de  la  tienda. 


Ayuda  a  una  Familia 

Por  ejemplo,  en  nuestra  lista  de  clientes 
tenemos  muchos  que  viven  afuera  de  la  ciudad. 
No  conocen  bien  la  tienda.  Cuando  vienen 
aqui,  nosotras  les  ayudamos  a  seleccionar  lo 
que  necesitan,  lo  que  les  evita  retardos  y  por 
otra  parte,  equivocaciones.  Un  dia  tuvimos 
tres  de  nuestras  empleadas  ayudando  a  una 
familia  a  hacer  sus  compras.  El  muchacho 
necesitaba  ropa,  la  hijita  queria  un  vestido, 
un  abrigo  y  calzado,  y  la  madre  deseaba  com- 
prar loza  y  manteles,  mientras  el  bebe  tenia 
que  cortarse  el  pelo.  Todo  se  atendio  en  menos 
de  media  hora. 

Tambien  nosotras  nos  encargamos  de  ayu- 
dar  a  comprar  articulos  diversos  para  hom- 


Por  Frances  Grant  Heverlo, 

Directora    del    Servicio    Personal    de  la 
Tienda  Bon  Marche,  Seattle,  Wash. 

bres.  Con  frecuencia  recibimos  de  la  esposa 
un  pedido  de  ropa  para  el  marido.  Hace  como 
unos  aeis  meses  vino  a  la  tienda  un  individuo, 
desde  una  region  minera  cercana,  trayendo 
una  orden  de  su  seilora,  que  nosotras  ejecuta- 
mos  inmediatamente.  Dos  dias  despues  se 
nos  devolvio  los  articulos  que  le  habiamos  ven- 
dido,  que  eran  diez  yardas  de  seda  rosada  para 
forros  y  dos  cortinas  de  encaje.  La  devolucion 
fue  acompailada  de  una  carta  firmada  por  la. 
senora  en  que  nor  pedia,  en  lugar  de  lo  ante- 
dicho,  seda  para  vestido  y  encajes  para  cor- 
tinas. Los  maridos  generalmente  no  sirven 
para  tales  encomiendas,  pero  las  esposas,  raras 
veces  se  equivocan  al  comprar  cosas  para  el 
marido. 

El  servicio  personal  tiene  tambien  a  su 
cargo  el  ayudar  a  la  gente  forastera  a  efectuar 
sus  compras.  No  sacamos  ningun  catalogo; 
tampoco  hacemos  esfuerzos  especiales  p|ara 
conseguir  este  negocio.  A  causa  del  limitado 
volumen,  podemos  comunicarnos  con  la  clientele 
de  afuera  mediante  cartas  personales.  Nunca 
tardamos  mas  de  un  dia  en  ejecutar  y  de- 
spachar  estos  pedidos.  En  realidad,  estos 
pedidos  se  atienden  y  despachan  por  las  em- 
pleadas del  servicio  personal,  en  lugar  de  los 
encargados  de  los  despachos  en  otros  departa- 
mentos de  la  tienda. 

Interesante  Departamento 

Por  supuesto,  tenemos  nuestra  oficina  de 
informacion,  y  cerca  de  esta,  un  departamento 
para  articulos  perdidos  y  hallados.  En  dias 
atareados,  las  actividades  de  este  departamento 
son  muy  interesantes.  Por  ejemplo,  -una  o  dos 
noches  antes  de  Navidad,  se  hallaban  en  el 
departamento  antedicho:  un  pavo,  dos  mucha- 
chos, dos  madres  en  busca  de  sus  niiios,  un 
bebe  japones  de  dos  anos  y  una  anciana.  .  .  . 
Todos  los  articulos  perdidos  en  la  tienda  se 
hallaban  aqui,  pero  ;  que  clase  de  articulos, 
valgame  Dios ! 

Orgullo  del  Servicio 

Lo  que  me  enorgullece  mas  es  el  departa- 
mento de  diserios.  Esta  instalado  en  el  tercer 
piso,  en  medio  de  la  seccion  de  telas.  Aqui 
ayudamos  a  las  seiioras  a  delinear  y  cortar  sus 
vestidos,  sobra  medida.  Las  muchachas  em- 
pleadas en  este  departamento  son  alumnas 
graduadas  de  la  universidad,  que  han  cursado 
y  terminado  sus  estudios  en  artes  de  aplica- 
cion  a  modas  y  otros  articulos  caseros.  Hemos 
aqui  por  lo  tanto,  confeccionado  muchos  re- 
galos muy  artisticos,  tales  como  candelabros 
decorados  a  manos,  saquitos  batik,  bandejas, 
pahuelos  bordados,  tapetes,  canastillas,  y 
muchos  otros  articulos  similares.  Para  la 
pasada  Navidad  proyectamos  diversas  tarjetas 
de  felicitacion  y  cubiertas  de  libros.  Como 
este  no  es  un  departamento  de  ventas,  no  man- 
tenemos  aqui  ningun  surtido  de  estos  pro- 
ductos.  Tampoco  nos  interesa  convertirlo  en 
una  actividad  estrictamente  comercial.  Los 
articulos  que  confeccionamos  se  venden  por 


intermedio  de  los  varios  departamentos  de 
venta  de  la  tienda. 

Para  la  Navidad 

Durante  estos  dias  de  Navidad  no  solo 
sacamos  un  folletito  dando  sugestiones  para 
regalos,  sino  tambien  dimos  nuestra  coopera- 
cion  a  la  clientela,  ayudandola  a  seleccionar 
regalos.  En  la  seccion  de  telas,  nuestras  em- 
pleadas cortan,  gratuitamente,  patrones  para 
camisas,  batas  de  bano,  corbatas,  etc.  En  la 
seccion  de  colgaduras,  empleadas  del  departa- 
mento de  servicio  personal  cortan  cretonas  para 
enaguas,  para  delantales,  para  saquitos  de  ropa. 
En  la  seccion  de  articulos  de  novedad,  nuestras 
empleadas  dan  demonstraciones  practicas  en 
bordados  y  en  tejido  de  corbatas.  En  la  sec- 
cion de  paiiuelos,  nuestra  empleadas  enseiian  a 
confeccionar  panuelos  de  linon  de  colores.  En 
la  seccion  de  regalos,  enseiian  a  decorar  y 
pintar  anillos  de  servilleta,  candelabros  y  otros 
articulos  caseros. 

El  departamento  de  servicio  es  responsable 
directamente  al  jefe  de  la  tienda.  A  medida 
que  ha  venido  desarrollandose,  se  ha  visto  que 
tiene  mucho  que  ver  con  el  departamento  de 
anuncios.  Por  ejemplo,  al  tratarse  de  algun 
acontecimiento  escolar  en  la  ciudad,  enviamos 
cartas  personales  a  todas  las  muchachas  y  per- 
sonas  que  van  a  asistir  a  la  fiesta,  indicandoles 
que  nos  sera  muy  grato  ayudarlas  a  seleccionar 
ropa,  etc.,  apropiada  para  la  ocasion.  Antes 
de  abrirse  las  clases  do  un  colegio,  escribimos 
a  las  muchachas  seiialandoles  la  ropa  que  van 
a  necesitar, 

Acontecimientos  en  la  Tienda 

Con  frecuencia  se  celebran  ventas  especiales 
0  realizaciones  en  la  tienda.  Por  ejemplo,  un 
semana  se  dedica  a  la  venta  de  sedas,  otra 
a  la  de  muebles,  otra  a  articulos  para  estudi- 
antes,  etc.  En  conexion  con  todos  estos  acon- 
tecimientos he  dado  conferencias  en  la  tienda 
0  bien  mis  empleadas  han  dado  demonstra- 
ciones practicas  en  beneficio  de  la  clientela. 
Estas  demonstraciones  nunca  han  sido  muy 
elaboradas,  sinembargo  la  concurrencia  siem- 
pre ha  sido  notable  por  su  niimero.  Una  de 
estas  demonstraciones  recientes  se  dedico  a 
estudiantes.  Asistieron  a  ella  centenares  de 
ninos  y  nihas,  can  sus  madres.  En  esta  demons- 
tracion  mostramos  calzado,  medias,  vestidos, 
abrigos,  sombreros,  ropa  interior,  y  corses  para 
muchachas. 

Personalmente  me  encargo  de  un  curso 
semianual  que  versa  sobre  la  confeccion  de 
vestidos.  La  clase  se  limita  a  125  estudiantes. 
El  ano  pasado,  al  regresar  a  la  tienda  para 
la  apertura  de  esta  clase,  halle  que  habian  25 
estudiantes  en  exceso  a  la  cuota  senalada.  An- 
ticipe  que  algunas  estudiantes  dejarian  la  clase 
despues  de  las  primeras  lecciones,  lo  que  efec- 
tivamente  sucedio  pero  no  hasta  el  punto  que 
yo  imaginaba,  pues  la  asistencia  normal 
durante  el  curso  completo  subio  a  ciento 
cuarenta  y  cinco. 

Con  Clubs  Femeninos  en  las  Ferias 

El  verano  pasado,  la  nodriza  de  la  seccion 
infantil  de  nuestro  servicio  y  yo  asistimos  a 
varias  ferias  y  tramajomas  en  conexion  con 
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Feature  the 

Star  Electric  Fan 


Retails 
at 
$10 
Complete 


Already  Outselling  Any  Other 
Low-Priced  Electric  Fan! 


Note  these  unbeatable  features — then  get 
in  touch  with  us  at  once!  You  will  be 
backed  up  with  full  advertising  and  dealer- 
help  co-operation. 


Construction.  Base  is  ma- 
chined from  a  casting  of 
sufficient  weight  to  prevent 
creeping.  Motor  casing  is 
of  drawn  steel,  polished 
and  nickeled  so  as  to  pre- 
vent rusting.  Blades  are  of 
steel  highly  nickeled. 

Lubrication.  Grease  cups 
with  spring  operated  felt 
wicks  are  placed  at  either 
end  of  axle  housing.  They 
require  attention  only  once 
a  month. 

Guard.  The  fan  guard  is  of 
steel  supported  by  rigid 
steel  arms. 

Hinge  joint.    Fan  may  be 

adjusted  to  any  desired 
position  forward  or  back- 
ward. A  thumbscrew  regu- 
lator is  furnished. 

Motor.  The  motor  will 
operate  on  alternating  or 
direct  current  100-120 
volts. 

Blades.  Blades  are  of  the 
four-piece  type  made  of 
steel  highly  nickeled. 


Attachment  plug.  A  two- 
piece  attachment  plug  is 
furnished  as  regular  equip- 
ment. 

Adaptability.  Four  holes 
drilled  in  base  equipped 
with  rubber  eyelets  make 
this  fan  adaptable  for  table 
or  wall  use. 

Packing.  Star  Fans  are  se- 
curely packed  in  strong 
substantial  cartons.  Special 
braces  hold  in  place  the 
fan.  Each  carton  contains 
guarantee  slip  and  full  in- 
structions for  operating  and 
care.  Twelve  cartons  to  a 
case. 

Guarantee.  The  Star  is 
guaranteed  for  one  year 
against  defect  of  materials 
and  manufacture.  If  fan  is 
returned  to  factory,  trans- 
portation prepaid,  with 
guarantee  slip,  repairs  or 
replacements  will  be  made. 
If  motor  or  switch  has  been 
tampered  with  this  guaran- 
tee is  void. 

Dimensions.  Height  1  2  Yi 
inches,  width  9  inches. 


FITZGERALD  MFG.  COMPANY 

Torrington,  Conn. 


THEY  CALL  FOR  %ISDON 

Because  Women  appreciate 
Risdon  ''Four  Superior  Points" 

And  having  what  yo«r  customers  want  is  seven -tenths  of  the 
battle  won  for  bigger  business. 

Risdon  Safety  Pins  win  out  every  time — because  they  are  a 
sensible — safe — secure  and  satisfactory  pin. 
They  are  made  of  heavy  spring  brass  wire. 
Points  are  extra  long,  tapering  and  will  not  drag  or  puU  the  finest 
material.    Caps  and  Guards  correctly  and  securely  assembled. 

Their  bright  heavy  nickel  finish  is  a  promise  to 
the  customer  of  something  better  in  Safety  Pins, 
and  the  first  sale  means  **  Risdon  Pins,  please," 
thereafter. 

Write  to  Home  Office  for  Information  or  Representati've  to  Ca.lL 

The  RISDON  MANUFACTURING  CO. 

Naugatuck  Connecticut 


Was  Popular  at  15c 
Now  a  Big  Winner  at  10c 

The  Kwik-Bind  Shirt  Waist  Fastener 

keeps  the  shirt  waist  from  slipping  up 
— no  knots — can't  slip — can't  rust.  A 
convenient  kimono  girdle  or  house 
dress  girdle. 

The  Kwik-Bind   Shirt    Waist  Fastener 

is  a  profitable  repeater.  Sample  this 
number  now  for  your  notion  counter. 
1  dozen  carded  (white)  and  i  dozen 
carded  (black),  sent  postpaid  on  re- 
ceipt of  $1.40.  Price  per  gross  $8.40 
net.     Or  ask  your  jobber. 

KWIK-BIND  STRAPS 
5  Mott  Ave. 
Norwalk,  Conn.,  U.  S.  A. 


TlmnoWiK 

Tie  Tbemometer  BeautiM 

It's  an  adornment  to  any  home  or  office.  Guar- 
anteed absolutely  accurate.  The  flag  travels  around 
raised  dial  and  points  to  temperature.  Made  in 
many  artistic  styles  and  fin- 
ishes. Liberal  profit  to  dealers. 
Write  for  catalog  and  prices. 

MFG.  CO.  O 

Brooklyn.  N.  Y. 


varios  clubs  femeninos.  La  nodriza  explico  la 
ropa  mas  apropiada  para  los  ninos  y  ninas  de 
■escuela,  y  yo  por  mi  parte,  me  encarge  de 
mostrar  y  exhibir  dicha  ropa.  Para  cada  feria, 
la  ropa  fue  delineada  y  cortada  por  muchas  de 
escuelas  superiores.  Di  conferencias  para  ex- 
plicar  los  rasgos  principales  de  la  ropa.  Cada 
vestido  fue  mostrado  con  el  calzado,  y  medias 
mas  apropiado  para  su  estilo. 

Despues  de  abiertas  las  clases  se  nos  rogo 
que  repitieramos  esta  exhibicion  ante  las 
alumnas  de  la  escuela  superior,  pues  pensaron 
que  esta  era  la  mejor  manera  de  mostrar  la 
ropa  mas  apropiada  para  estas  muchachas. 
Pocos  dias  despues,  visitando  una  de  las 
escuelas,  donde  celebramos  una  de  nuestras 
exposiciones  de  modas,  las  maestras  me 
dijieron  que  estaban  proyectando  su  repiticion 
cada  invierno. 

Dentro  de  pocos  dias  vamos  a  emprender 
una  gira  que  comprendera  cinco  clubs  fe- 
meninos. Los  vestidos  se  exhibiran  en  la 
escuela,  durante  la  manana,  y  en  los  clubs,  en 
la  tarda. 

Trabajo  Agradable 

Se  puede  muy  bien  ver  que  nuestro  trabajo 
no  es  monotono.  Ciertas  fases  de  nuestras 
actividades  son,  en  realidad,  en  sumo  grado 
agradables.  Cada  temporada  nos  trae  muchas 
novedades  que  hacen  nuestro  trabajo  mucho 
mas  interesante. 

Ahora,  el  servicio  personal  se  halla  organi- 
zado  bajo  cuatro  divisiones  que  son ;  Servicio 
de  Informacion,  Servicio  de  Compras  para 
Forasteros,  Servicio  de  Delinear,  y  Servicios 
Especiales.  Nos  esforzamos  en  simplif icar  las 
operaciones,  evitando  detalles  de  recibos  y 
transferencias,  pues  tenemos  que  actuar  con 
suma  prontitud  en  todo.  Todos  los  compro- 
bantes  de  ventas  se  extienden  a  la  orden  del 
servicio  personal  y  la  contabilidad  se  encarga 
de  cargar  las  diversas  partidas  a  los  respectivos 
departamentos  de  la  tienda. 

Este  ano  ayudamos  a  los  marineros  de  un 
acorazado  americano  a  preparar  cien  regalos  de 
Navidad.  Cada  regalo  consistia  en  un  abrigo, 
gorro,  ropa  interior,  libro,  un  par  de  guante  y 
cinta  para  atarse  el  pelo.  La  lista  se  nos  envio 
de  San  Francisco.  Cada  regalo  estaba  des- 
tinado  a  una  muchachita.  Confeccionamos 
tarjetas  indidividuales  para  cada  una  y  se 
despacho  con  prontitud.  Los  marineros  nos 
enviaron  despues  un  recorte  de  diario 
describiendo  la  fiesta.  Santa  Claus  llevo  a 
bordo  todos  los  regalos  en  un  aeroplano.  Este 
pedido  fue  preparado,  empaquetado  y  des- 
pachado  en  dos  dias.  Algunos  abrigos  hubo 
que  tejerlos.  Si  todos  hubieran  estado  listos 
el  dla  de  recibir  el  pedido,  se  habria  despachado 
el  mismo  dia. 

,         Dos  Grandes  Cosas  Esenciales 

Para  que  el  servicio  personal  resulte  satis- 
factorio  se  necesitan  dos  cosas.  En  primer 
lugar  se  necesita  la  cooperacion  de  cada  de- 
partamento  de  la  tienda,  y  en  segundo,  el  deseo 
por  buscar  "aventuras."  A  todas  nos  gusta 
mucho  el  trabajo,  y  mientras  mas  trabajo 
tenemos,  mejor  nos  sentimos.  Todas  las  em- 
pleados  del  departamento  se  sienten  general- 
mente  ansiosas  por  atender  a  alguna  persona 
excentrica.  Sentimos  envidia  de  la  muchacha 
que  ayuda  a  un  viejo  minero  a  envolver  sus 
paquetes,  pues  este  invariablemente  insiste  en 
que  todo  se  coloque  en  un  saco  harinero,  porque 
ha  perdido  la  conafianza  en  los  saquitos  de 
papel. 

El  departamento  de  servicio  personal  en  las 
tiendas  no  es  igual.  Varia  segun  la  persona 
que  lo  tiene  a  cargo,  y  tambien  segun  las  condi- 
ciones  que  predominan  en  la  tienda.  Siempre 
estamos  alertas  a  nuevas  formas  de  presentar 
las  mercancias  a  los  clientes,  guiandonos,  en 
todo  caso,  por  sugestiones  sobre  su  utilidad  y 
agradable  apariencia.    Vemos  que  muy  pocos 
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son  los  clientes  o  las  clientes  que  saben  lo  que 
que  vienen  a  comprar  en  la  tienda,  y  es  por 
este  motivo  que  nosotras  nos  esforzamos  en 
presentarles  lo  mejor  en  estilo,  color  y  utilidad. 

Una  Fuerza  entre  la  Clase  Media 

Nuestra  tienda  negocia  principalmente  con 
la  clase  media,  y  lo  que  mas  me  complace  es 
sentir  que  me  agrada  tratar  con  esta  clase.  Es, 
en  realidad,  lo  que  mejor  sabe  apreciar  cual- 
quier  servicio  que  se  le  hace.  Tambien  es  la 
clase  que  aprecia  el  valor  de  un  peso,  por  lo 
tanto,  no  quiere  malgastarlo.  Y  es  nuestro 
deber  recomendar  mercancias  que  valen  todo 
el  precio.  Hemos  ayudado  a  muchas  senoras  a 
embellecer  su  hogar,  dandoles  sugestioiies  sobre 
decoracion  interior,  muebles,  manera  de  tenir 
alfombras  y  otros  servicios  muy  utiles. 

El  Director  de  Anuncios 
y  el  Patron 

(Continuacion  de  la  pagina  209) 

campo  es  tan  extenso  como  el  del  anuncio  pro- 
piamente  tal.  Tiene  diversas  ramificaciones. 
Es  el  campo  logico  a  que  conduce  el  anuncio, 
y  por  esta  razon,  los  directores  de  anuncio 
alertas,  con  los  ojos  abiertos  a  la  oportunidad, 
se  hallan  estudiando  la  dificil  ciencia  de  promo- 
ver  las  ventas,  como  ramo  complementario  a  su 
presente  ocupacion  o  como  una  especialidad 
independiente.  Los  que  combinan.el  anuncio 
con  la  promocion  de  ventas  llegan  a  ocupar  el 
dual  puesto  de  director  de  anuncios  y  ventas. 
Los  que  se  dedican  con  especialidad  a  la 
promocion  de  ventas,  llegan  a  ser  director  de 
ventas.  Como  en  este  artlculos  nos  tenemos 
que  concretar  a  disectar  el  puesto  de  director 
de  anuncio,  debemos  apartarnos  del  tema  que 
empezabamos  a  abordar. 

Practica-no  Teoria 

En  resumidas  cuentas,  la  ocupacion  de 
director  de  anuncios  se  puede  dividir  en  tres 
periodos:  antes,  ahora  y  despues.  El  primer 
periodo,  "antes"  comprende  el  presupuesto  y 
su  inversion.  El  segundo  periodo,  "ahora,"  la 
preparacion  de  los  anuncios,  desde  su  concep- 
cion  hasta  su  insercion  en  los  periodicos.  Tam- 
bien abarca  la  preparacion  de  anuncios  suple- 
mentarios,  tales  como  circulares,  folletos, 
anuncios  en  tranvias,  cartelones,  y  otras  for- 
mas de  propaganda  por  escrito.  El  tercer 
periodo  es  "despues"  y  comprende  la  verifica- 
ci6n  de  los  resultados  y  la  contadurla  de  los 
gafltos  por  anuncios  y  sus  beneficios  o  perdidas. 


El  Departamento 
del  Personal 

(ContinuaciOn  de  la  pagina  217) 

considerable  utilidad  en  pesos  y  centavos. 
Cada  error  eliminado,  cada  perdida  de  tiempo 
y  trabajo  evitada,  y  todo  medio  de  eficiencia 
aumentado,  tienen  mucho  valor  en  dinera  para 
una  tienda.  Todo  director  de  personal  debe 
llevar  cuenta  exacta  de  lo  antedicho  para  cor- 
raborar  sus  aserciones.  El  autor  no  es  una 
excepcion  y  declara  lo  antedicho  basandose  en 
hechos  que  muestran  de  una  manera  irrefuta- 
ble, que  ha  ahorrado  varias  veces  los  gastos 
de  su  departamento  cuando  ha  trabajado  en 
condiciones  que  le  permiten  implantar  el 
analisis  especificado  en  este  articulo. 


Todos  los  articulos  ilustrados  en  las  paginas 
de  lectura  del  Economist  se  seleccionan  con 
sumo  esmero,  y  se  muestran  solo  con  el 
proposito  de  informas  a  nuestros  lectores. 
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Los  Mejores  Directores 
de  Exhibicion 

(Continuacion  de  la  pagina  203) 

Por,  ejemplo,  al  exhibir  muebles  de  dormi- 
torio,  juegos  de  tocador,  lamparas,  alfombra, 
cortinaje,  colgaduras  y  otros  accesorios 
amoldados  al  estilo  de  los  muebles.  En  reali- 
dad, la  seleccion  de  las  mercancias  es  el 
trabajo  mas  importante.  Al  preparar  una 
exhibicion  de  vestidos,  trajes  y  articulos 
similares,  hay  que  fijarse  que  todos  estos 
articulos  se  hallen  muy  bien  aplanchados  y 
tambien  que  ajUsten  perfectamente  en  los 
maniques  o  figuras  que  se  colocan  en  las 
vidrieras. 

Al  Corriente  de  las  Mercancias  que  Llegan 

Para  efectuar  exhibiciones  de  la  manera 
mas  efectiva,  el  director  de  ellas  debe  man- 
tenerse  al  corriente  de  todas  las  mercancias 
que  compra  la  tienda.  Al  proyestar  exhi- 
biciones, el  conocer  las  mercancias  que 
acaban  de  llegar  a  cada  departamento  de  la 
tienda.  Visitando  todos  los  departamentos 
y  secciones  del  establecimiento  el  director 
se  impone  tambien  de  todo  lo  nuevo.  En 
estas  visitas,  el  director  debe  tener  la  mente 
despejada  by  los  ojos  muy  vivos  para  com- 
prender  y  ver  la  importancia  de  cada  arti- 
culo, y  la  ventaja  de  exhibirlos. 

Conocimiento  de  los  Estilos 

Para  dar  prestigio  a  la  tienda,  el  director 
debe  conocer  los  estilos  de  ultima  moda  y 
tratar  de  ser  siempre  el  primero  en  exhibir- 
los. Debe  adelantarse  a  todos  en  la  exhi- 
bicion de  las  ultimas  creaciones  en  vestidos, 
en  colores,  etc.  Para  obtener  informacion 
sobre  estilos,  debo  indicar  aqui  que  el  Dry 
Goods  Economist  es  una  valiosisima  fuente 
de  informacion.  Es  en  realidad,  el  organo 
principal  de  la  America  en  el  campo  de  las 
modas,  y  presenta  oportunamente  las  ultimas 
tendencias  aparentes  en  Paris  y  Londres.  El 
director  de  las  exhibiciones  debe  mantenerse 
siempre  muy  bien  impuesto  de  los  liltimos 
estilos  en  toda  clase  de  mercancias  de  tienda, 
para  mostrarlos  en  las  vidrieras  y  dar  a  la 
tienda  el  prestigio  que  merece. 

Otra  Esencial  Funcion 

El  director  debe  tambien  estar  al  cor- 
riente de  las  condiciones  del  mercado  para 
reflejar  las  tendencias  en  las  exhibiciones. 
Durante  epocas  de  depresiones  comerciales 
debe  esforzarse  por  establecer  confianza  en 
el  piiblico  mediante  las  exhibiciones.  Cam- 
bios  frecuentes  de  exhibiciones  en  tales  casos 
estimulan  el  publico.  Durante  estas  de- 
presiones, debe  tratar  de  mantener  las 
vidrieras  con  exhibiciones  que  reflejen  mucha 
animacion  y  entusiasmo,  para  contrarrestar 
el  sentimiento  del  publico,  y  alejarlo  de  la 
idea  de  falsas  economias.  Un  plan  muy  defi- 
ciente  es  apagar  las  luces  de  las  vidrieras 
mas  temprano  que  de  costumbre,  para  sig- 
nificar  asi  un  espiritu  de  economia  durante 
un  periodo  de  depresion.  Esto  tiene  la  ten- 
dencia  a  intensificar  la  alarma  y  alejar  com- 
pradores. 

Siempre  es  bueno  recordar  que  las 
vidrieras  son  los  ojos  de  la  tienda,  Deben 
presentarse  siempre  "despiertos",  llenos  de 
vida  y  animacion,  para  reflejar  los  senti- 
mientos  de  la  tienda  y  estimular  al  publico. 
En  tiempos  normales,  lo  mismo  que  en  tem- 
poradas  dificiles,  las  vidrieras  deben  hal- 
larse  llenas  de  luz  y  de  vida.  Conocer  las 
condiciones  del  mercado  es,  por  lo  tanto,  un 
importante  factor  al  exito  del  director  de  las 
exhibiciones.  ,  « 
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CONSIDER, 

THE, 

1  POINTS 


THIS  ><TfflS  ? 

THE  SAFE 
ROUNDED, 
NOESTING  POINT  OR 
THE  JAGGED,  DANGEROUS  POINT 

Ordinary  pin  tickets  with  their  needle-like  points 
and  saw  edges  damage  goods  and  poison  fingers. 

The  Patent  Noesting  Point 

is  rounded — enters  the  goods  between  the  threads 
without  pulling  them — and  pricked  fingers  and 
blood-stained  goods  are  impossible.  Noesting 
Harmless  Pin  Tickets  are  the  standard  pin  ticket 
for  dry  goods  and  department  stores. 

Write  for  samples  and  prices — plain,  and  with  your 
store's  name  printed  on  them. 

9laedmg  PinTicket 

SOLE  OWNERS  AND  MANUFACTURERS 

Mount  Vevnon  ,  N  .  Y. 


A  Record  of 
Investments 

can  be  kept  in  a  most  convenient  way  by 
the  use  of  our  specially  prepared  loose- 
leaf  folder.  These  folders  contain  de- 
tachable sheets  properly  marked  and 
spaced  for  keeping  complete  informa- 
tion regarding  all  income-producing 
property  (bonds,  stocks,  mortgages  and 
real  estate) — time  purchased,  price 
paid,  income  therefrom,  etc.  There  are 
also  sheets  for  keeping  records  pertain- 
ing to  all  forms  of  insurance. 

A  complimentary  folder  will  he 
sent  to  any  investor  on  request 

A.  B.  Leach  &  Co.,  Inc. 

Incesiment  Securities 
62  Cedar  St.,  New  York 
105  S.  La  Salle  St.,  Chicago 


Philadelphia 
Minneapolis 


Boston 

Baltimore 


Buffalo 
Pittsburgh 


Hartford 
Cleveland 


You  don't  know  it  all  and  we  don't  know  it 
all  but  if  you  knew  wkat  we  know  and  we 
knew  wkat  you  know  we  d  both  Know  a  lot. 


Is  Your  Sales  Force  Efficient? 
Are  You  Buying  at  the  Best  Price? 
Are  You  Beating  Competition? 
Are  Your  Ads  Pulling? 


Do  Your  Windows  Draw  Trade? 
Are  Bad  Accounts  Eating  Profits? 
Do  Your  Books  Tell  the  Truth? 
Are  You  Going  Ahead? 


IF  YOUR  STORE  IS  IN  A  SOUTHERN  OR  EASTERN  STATE  AND  YOU  WANT 
HELP  AND  CO-OPERATION  ON  ANY  OF  THESE  POINTS  SUBSCRIBE  TO  THE 

Atlantic  Coast  Merchant 


The  Magazine  Thai  Helps 

The  A.  C.  M.  deals  with  BUSI- 
NESS  fundamentals. 
Get  your  sales  people  to  read 
it.  It  is  the  ideal  handbook  for 
the  future  executive. 


Have    You    One    Hundred    Cents    Worth  of 
Curiosity? 

If  you  have,  pin  a  dollar  to  this  coupon 
and  get  the  Atlantic  Coast  Merchant  to  re- 
turn for  four  months. 
We  bet  you  that  will  be  one  dollar  for  which 
you  will  get  more  than  a  dollar's  worth. 

ATLANTIC   COAST  MERCHANT 

239  West  39th  Street 
New  York  City.  N.  Y. 


Firm  Name 
Address    .  .  . 
City   
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Arouse  Kiddies'  Interest  In  Toys  and 
Business  Will  Hold  the  Year  Round 


L.  L.  Brink  of  W.  L.  Milner.  &  Co.  Sees  Bright  Prospects  for  Com- 
ing Season  —  Children  Attracted  to  Department  by  Novel  Dis- 
plays— Systematic  Arrangement  of  Stock  Recommended  for  the 
Holiday  Season  —  Weekly  Offering  of  Specials  an  Attraction 


a  A  ROUSE  and  maintain  interest  on  the 
Z\  part  of  the  kiddies."  This  is  the  toy 
selling  gospel  as  preached  and  prac- 
ticed by  L.  L,  Brink  of  W.  L.  Milner  &  Co., 
Toledo,  Ohio,  who  presides  over  the  toy  sec- 
tion as  well  as  certain  other  departments  in 
his  concern's  store. 

The  toy  department  is  an  all  the  year  pro- 
position at  Milner's.  And  it  is  a  big  proposi- 
tion, too. 

Even  during  the  rather  dull  toy  months  the 
department  has  a  big  space.  When  visited  by 
an  Economist  staff-member  recently  the  de- 
partment, which  is  located  on  the  fifth  floor, 
had  a  frontage  of  36  ft.,  adjoining  the  eleva- 
tors, and  a  length  of  108  ft. ;  though  it  is  fair 
to  say  that  the  rear  portion  was  but  18  feet 
wide. 

During  the  pre-Christmas  period  the  de- 
partment has  an  enormous  expansion. 

Something  of  what  can  be  done  with  toys 
as  an  active  line  the  year  round  is  indicated  by 
Mr.  Brink's  statement  that  his  toy  department 
has  doubled  its  business  in  the  last  two  years. 

[*    ■  '        Toy  Prospects  Bright 

Note,  too,  that  Mr.  Brink  is  very  optimistic 
as  to  the  business  that  will  be  done  in  toys  this 
coming  holiday  season.  He  bases  this  fore- 
cast in  part  on  the  greater  number  of  people 
who  will  be  at  work  in  Toledo  at  that  time 
\  and  the  prospect  of  a  general  loosening  up 
of  demand. 

"How  do  you  maintain  the  interest  of  boys 
and  girls  in  your  department?"  was  asked, 
j  "First,  we  encourage  them  to  come  to  the 
|f  department  at  any  or  all  times,  whether  they 
ji  make  purchases  or  not,"  was  the  reply, 
i  "Every  Saturday  morning,  and  every  other 
jii  day  of  the  week  after  school  hours,  we  have 
visits  from  the  youngsters.    They  come  with- 


out their  parents  or  with  them,  as  the  case 
may  be." 

A  Menagerie  in  Toy  Section 

"Last  year  we  gave  away  a  pony,  harness 
and  buggy.  The  pony  was  a  prize  winner  at 
the  County  Fair.  Naturally,  this  aroused  tre- 
mendous interest  and  the  results  were  satis- 
factory in  every  way. 

"Recently  we  had  a  menagerie  in  the  toy 
department.  We  had  rabbits,  pheasants,  mon- 
keys and  other  animals  and  birds.  This  at- 
traction ran  for  six  weeks  and  you  can  believe 
me  it  brought  in  an  almost  continuous  crowd 
of  children.  We  also  got  a  lot  of  free  advertis- 
ing from  one  of  the  local  papers,  in  the  shape 
of  a  story  about  one  of  the  monkeys  that  es- 
caped from  its  cage. 

"During  the  last  holiday  season  we  had  a 
clown.  He  was  dressed  differently  every  day, 
so  as  to  keep  up  the  novelty.  You  can  rest 
assured  he  proved  a  big  attraction.  And,  of 
course,  we  have  a  Santa  Claus. 

"Another  thing  that  is  very  important," 
continued  Mr.  Brink,  "is  to  have  a  toy  window 
every  day  from  the  beginning  of  the  toy  season 
on.  And,  above  all,  change  the  window  display 
frequently.   Keep  it  fresh  and  novel." 

Like  Things  Together 

Mr.  Brink  also  emphasized  the  value  of 
proper  arrangement  of  toy  merchandise  during 
the  holiday  season.  "Specialize,"  he  advised. 
"That  is,"  he  added,  in  response  to  a  request 
for  further  light,  "separate  your  different 
lines;  keep  toys  of  one  kind  in  one  place. 
Don't,  for  example,  have  one  kind  of  blocks 
here  and  another  kind  over  there. 

"Fix  up  booths  for  different  kinds  of  goods. 
Have  a  booth  for  Christmas  tree  ornaments, 
another  for  trains,  and  so  on.    I  tell  you,  this 


form  of  separation,  or  segregation,  is  a  big 
factor  in  making  sales. 

"During  each  Christmas  period  I  make 
careful  notes  of  every  idea  that  occurs  to  me," 
continued  Mr.  Brink,  taking  a  memorandum 
book  from  his  pocket.  Opening  it  at  random, 
he  showed  not  only  notations  but  also  small 
sketches  of  booths,  etc.,  which  he  purposes  to 
have  constructed  when  the  proper  time  comes. 

"I  also  plan  out  the  arrangement  of  the 
floor,"  said  he.  So,  you  see,  at  the  end  of  the 
season  i  have  my  plans  in  shape  for  the  next 
season." 

Mr.  Brink  strongly  advised  the  getting  up 
of  a  complete  diagram  of  the  enlarged  toy  de- 
partment far  in  advance  of  the  opening  of  the 
holiday  season,  so  that  there  may  be  no  delay 
or  lost  motion  in  the  placing  of  fixtures,  booths, 
etc.  The  advantages  of  this  plan  over  any  hap- 
hazard method  are  obvious.  It  does  away  with 
shifting  and  re-shifting,  and  thus  not  only 
saves  labor  and  expense  but  also  economizes 
time  at  a  period  when  loss  of  time  and  delays 
are  apt  to  cause  serious  complications. 

Extra  Hands  Instructed 

"Another  method  I  have  found  effective," 
continued  Mr.  Brink,  "is  the  offering  of  spe- 
cials once  or  twice  a  week.  Interest-arousing 
stories  in  the  ads  are  also  well  worth  while." 

"Have  you  any  special  way  of  handling  the 
extra  sales  people?  You  evidently  employ  a 
large  number  around  Christmas  time,"  sug- 
gested the  Economist  staff-member. 

"Well,  among  other  things,  I  talk  to  the 
extras  about  toys.  I  tell  them  what  we  want 
to  do  and  give  them  information  and  advice 
regarding  how  to  handle  customers.  This  is, 
of  course,  supplementary  to  the  teaching  the 
extras  get  in  our  educational  department  as  to 
how  to  make  out  saleschecks,  avoiding  errors 

(Continued  on  page  243) 


Here  are  shown  two  corners  of  the  Toy  Shop  of  the  A.  T.  Lewis  &  Son  Dry  Goods  Co.,  Denver,  Col.  The  pictures  were  taken  just  after  the  Christinas 
rush  when  stocks  were  much  depleted.  1  he  Lewis  Toy  Shop  is  considered  one  of  the  most  attractive  west  of  Chicago.  It  is  under  the  direction  of  Mrs. 
Sarah  S.  Newman,  who  is  known  in  toy  circles  all  over  the  world.  In  covering  the  globe's  toy  markets  she  has  visited  all  parts  of  Great  Britain,  France, 
Italy,  Germany,  Switzerland  and  even  South  Africa.  During  her  fifteen  years  in  her  present  position  Mrs.  Newman  has  acquired  a  reputation  for 
clever  and  original  engineering  of  her  electrical,  mechanical  and  scientific  toy  business^    Her  doll  department  is  exceptionally  beautiful. 


232 


DRV  GOODS  ECONOMIST,  APRIL  9,  1921 


Nelke  Boy 

Made  in  two  sizes. 
Hand-painted  faces 
with  individual,  cheery 
expressions.  All  bright 
colors  such  as  blue 
green,  orange,  red, 
white,  rose,  etc.  Pat- 
ented, Sept.  28,  1920. 


NeM'DoUs 

Hand-painted  faces 

Think  of  a  line  of  really  fine,  artistic,  soft  dolls — each 
doll  with  individual,  cheery  facial  expression,  painted  by 
hand  in  waterproof  colors — and  retaihng  at  popular 
prices. 

Is  it  any  wonder  they  are  ready  sellers! 

Nelke  Soft  Dolls  made  an  instant  hit — they  are  soft, 
cuddly  and  lovable,  very  light  in  weight,  have  no  pins 
and  buttons,  and  can't  break  or  get  out  of  shape.  There 
are  many  different  colors,  sizes  and  models— girls,  boys, 
rompers,  clowns,  kittens,  rabbits. 

They  are  in  all  big  stores  and  many  of  the  smaller  ones 
^nd  sell  fast — money-makers  and  business-bringers. 

Get  your  share — ask  your  jobber  or  write  us  for  samples 
and  prices. 

The  Nelke  Corporation 

Tenth  and  Norris  Streets,  Philadelphia 


Nelke 
Kitten 


fat.  9-28-20 


Pat.  9-28-20 


The  others  are: 

Uncle  Wiggily  Game — 

By  Howard  R.  Garis,  author  of  the  famous  "Uncle 
Wiggily  Tales"  that  every  child  knows  and  loves. 
The  game  is  as  good  as  the  stories  of  this  happy 
rabbit.  It  is  attractively  boxed  and  beautifully 
made  and  colored. 

Spoof — 

A  unique  card  game  and  special  counters  with  many 
variations.  An  interesting  legend  accompanies  it 
to  give  the  reason  for  the  name.  Adults  can  also 
play. 

Rumme — 

A  great  favorite  with  children  of  all  ages.  Ten 
other  card  games  can  be  played  with  it.  Your  game 
department  will  not  be  complete  without  it. 

Logomachy — 

Here  is  the  famous  card  game  of  letters  internation- 
ally known.  Its  educational  value  appeals  strongly 
to  parents. 

Don't  forget  that  "Pirate  and  Traveler"  is  the  big- 
gest and  best  box  full  of  entertainment  for  children 
that  has  ever  been  put  out  for  the  money. 

A  Nationally  Advertised  Line 
MILTON  BRADLEY  CO.  -  Springfield,  Mass. 

''Make  s  of  the  World's  Best  Games" 

Not  how  much,  but  how  good  for  the  money 
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The  "circus"  window  on  the  left,  designed  by  Malcolm  J.  B.  Tcuneiit  for  the  Meier  &  Frank  Co.,  Portland,  Ore.,  brings  out  vividly  the  possibilities 
that  the  circns  idea  holds  for  the  toy  department.  J.  H.  Richter,  display  manager  for  Younker  Bros.,  Des  Moines,  Iowa,  is  the  creator  of  the  interesting 
doll  display  at  the  right,  aptly  called  "dolls  at  their  best." 

Teach  Public  All  Year  Toy  Idea 

T 


HE  job  that  lies  ahead  of  the  toy 
salesman  is  to  educate  the  public  to 
the  all-year-round  idea.     Toys  are 
no  longer  just  a  Santa  Claus  proposition." 

When  one  considers  the  toy  department  at 
Strawbridge  &  Clothier,  Philadelphia,  and 
talks  to  the  man  whose  work  and  ideas  and 
vision  have  made  it  possible,  his  remarks  to 
a  Dry  Goods  Economist  representative  are 
impressive. 

H.  R.  Lansdowne  has  managed  the  toy  de- 
partment of  Strawbridge  &  Clothier  for  19 
years.  He  has  watched  the  development  of 
the  toy  industry  in  this  country  and  studied 
its  vicissitudes  in  this  and  in  foreign  coun- 
tries during  that  period. 

He  says:  "I  am  heart  and  soul  in  the  toy 
business — I  started  with  a  handful  of  toys 
and  now  I've  one  of  the  best  departments  in 
the  East,  and  we  do  a  splendid  toy  business." 

"The  trouble  with  most  toy  departments 
is  you  go  out  and  buy  a  fairly  good  line  of 
toys  and  then  you  expect  them  to  sell  them- 
selves. The  best  goods  in  the  world  have  to 
be  sold. 

The  Year-Round  Idea 

"Not  only  are  toys  a  practical  all-year 
proposition  but  just  at  present  they  are  being 
given  unusual  impetus  by  their  educational 
value.  The  time  is  opportune  to  educate  your 
public  to  all-year  toys  because  they  themselves 
are  educational.  The  tinsel  and  jumping-jack 
variety  are  as  archaic  as  the  coal  oil  lamp  and 
the  plush  album ;  we  are  in  another  era.  When 
this  idea  gets  across  the  all-year  toy  business 
will  be  established. 

"There's  not  a  toy  in  our  entire  depart- 
ment that  is  left  over  from  Xmas  sales.  We 
were  practically  sold  out,  but  what  was  left 
over  is  packed  away  until  next  Xmas.  You 
can't  sell  winter-time  merchandise  in  sum- 
mer. 


A  trick  animal  puzzle,  consisting  of  five 
characters.  The  figures  are  movable  and  are 
made  of  heavy  composition  board.  Retails  at 
75  cents.     Wayne  Paper  Goods  Co. 

"We're  doing  a  lot  of  new  things  now. 
We  used  not  to  have  sports  wear  and  motor- 
ing wear.  Formerly  we  had  two  seasons  a 
year  for  coats  and  suits  and  millinery.  Now 
we  have  four  and  sometimes  five  and  six. 
There  never  would  have  been  these  in-between 
seasons  and  their  consequent  demand  if  the 
manufacturer  and  the  merchant  hadn't  made 
them  and  promoted  their  sales. 


A  two  foot  airplane  model  with  all  ahiminuni 
body  and  hall-bearing  motor  shaft.  It  rises 
from  the  ground  and  flies  loo  to  150  feet. 
Retails  at  $7.50.     The  Dominant  Mfg.  Co. 


From  the  Luthy  Products  Corp.  The  child's 
service  set  is  of  unbreakable  composition, 
comes  in  all  colors  and  has  hand-painted  deco- 
rations.   Retails  at  $1.75. 

"We  do  something  here  all  the  time  to 
stimulate  interest,  and  there's  a  premium  on 
ideas  for  this  department. 

Boy  Wonder  Plays  Chess 

"On  April  5  we  are  going  to  have  a  chess 
playing  contest.  Samuel  Rzeschewski,  the 
boy  chess  wonder,  has  been  engaged  to  come 
here.  We  have  challenged  the  chess  players 
of  Philadelphia  to  a  contest  with  him  and 
twenty  have  accepted.  The  games  will  be 
played  in  our  toy  department.  They  will  be 
private,  and  admission  will  be  by  invitation 
only.    The  invitations  will  be  given  out  only 


upon  application  and  as  they  are  called  for 
we  will  take  the  name  and  address  of  each  ap- 
plicant and  so  acquire  an  excellent  mailing 
list  of  people  who  are  interested  in  chess  and 
sports. 

"Following  this  we  will  have  a  bubble-book 
party,  and  a  little  later  on  we  will  have  a  do- 
mestic science  week  and  sell  electric  stoves  in 
the  toy  department. 

"We  also  will  have  a  children's  vehicle 
week,  and  then  a  doll  week  with  a  doll  wed- 
ding in  the  department  and  also  in  the  win- 
dow display.  Circus  week  will  be  held  when 
the  first  big  circus  comes  to  town." 

Mr.  Lansdowne  not  only  manages  10,000 
square  feet  of  the  most  up-to-date  toy  depart- 
ment in  this  country,  but  he  also  has  the 
sporting  goods  and  lawn-swing  department. 

"This  is  an  excellent  combination,"  said 
he.  "We  find  that  tents  and  camping  equip- 
ment, sporting  goods,  etc.,  influence  toy  sales 
and  vice  versa.  Coming  from  the  elevator  on 
either  side  of  the  store,  one  sees  tents  all 
stretched  with  camp  fires  laid  inside,  and  all 
sorts  of  fishing  tackle  and  hunting  equipment. 

In  plain  view  from  any  point  in  this  de- 
partment is  the  big  "open  playhouse"  of  the 
toy  department  and  through  this  one  enters 
into  the  main  department. 

The  section  is  beautifully  laid  out  and 
well  lighted.  An  apple  green  color  scheme 
with  white  woodwork  is  employed  and  a 
kindergarten  frieze  with  a  foot  ceiling  drop 
extends  entirely  around  the  department. 

"We  need  a  closer  co-operation  between 
manufacturers  and  buyers,"  he  declared. 
"The  Toy  Manufacturers'  Association  should 
spend  their  money  for  advertising  toys  in  the 
ten  months  of  the  year  when  they  do  not  sell 
themselves,  and  then  we  need  consumer  ad- 
vertising to  educate  the  public  to  educational 
toys." 

"There  is  a  great  future  in  the  toy  busi- 
ness, he  feels,  "But  the  business  does  not  come 
looking  for  you ;  you  have  to  go  after  it." 


A  truck  that  is  real  enough.  Has  a  metal 
chassis,  steering  gear,  rubber  tires  and  is  de- 
signed to  unload.  Retails  at  $5.  A.  A.  Fitch 
Toy  Co. 
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"Diamond  Jim"  Predicts  a 

Coming 


"DIAMOND  JIM" 

Trade  Mark 
On  All  Genuine 
Diamond  Toys 


There  is  nothing  mysterious  or  baffling  about  future 
toy  business.  Looking  the  situation  squarely  in  the 
face,  there  can  be  no  question  but  that  we  are 
rapidly  moving  in  the  direction  of  a  long,  steady 
siege  of  normal,  profitable  business. 

The  Toy  Industry  has  been  through  the  same  cycles 
of  abnormal  purchasing  and  reactionary  depression 
which  have  affected  all  other  industries.  Those 
manufacturers  and  retailers  who  overestimated  the 
duration  of  our  era  of  abnormal  purchasing  have 
paid  for  their  lack  of  judgment.  Their  stocks  have 
been  liquidated  and  now  we  are  well  on  the  road  to 
what  President  Harding  has  labeled  "Normalcy." 

In  the  meantime,  while  the  public  has  been  indulg- 
ing in  its  "economy  strike"  and  forcing  the  inevit- 
able return  to  "Normalcy,"  don't  let  us  forget  that 
it  has  also  been  preparing  itself  for  a  new  era  of  pur- 
chasing. 


Be  Sure  tt) 

DIAMONll) 


DIAMOND 
TOYS 


CHICAGC 


April  4th  t 

Hote 


THE  DIAMOND  TO 

PERMANENT  HEADQUARTE  S 

NATIONAL  ASSOCIATION  ?UILDI1 

FACTORIES:  OSWEGO.  N, 
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Birthday  Slogan 
Peps  Up  Toys 
At  the  Fair 

"To-day  Is  Some  Child's  Birthday" 
Embodies  Thought  That 
Actuates  Many  Sales 

"To-day  is  Some  Child's  Birthday."  This, 
the  toy  department's  slogan  at  The  Fair,  Chi- 
cago, has  proved  very  effective  in  encouraging 
the  sale  of  toys  for  gift  purposes,  according  to 
George  W.  Montgomery,  general  manager  of 
the  store.  Supplemented  by  toy  ads  twice  a 
week  it  has  been  successful  in  keeping  up  a 
steady,  profitable  volume  of  sales  in  the  toy  de- 
partment. 

Toys  occupy  a  space  on  the  fourth  floor  di- 
rectly in  front  of  the  elevators.  Formerly  they 
were  where  the  rug  and  carpet  department  is 
now.  It  was  recognized,  however,  that  toys 
are  "impulse  goods,"  while  floorcoverings  are 
bought  as  the  result  of  premeditation  and  plan- 
ning, and  the  shift  was  made  with  excellent 
results. 

Increased  Pressure  for  Holidays 

Toys  are  featured  all  the  year,  but  their 
space  is  much  enlarged  for  holiday  selling. 
Booths  and  similar  arrangements  are  utilized 
during  the  pre-Christmas  period.  "This  plan 
is  most  effective,"  Mr.  Montgomery  told  an 
Economist  staff  member.  "I  want  to  empha- 
size, too,  the  importance  of  having  toys  prop- 
erly demonstrated,  especially  mechanical  toys, 
trains  and  other  toys  propelled  either  by  elec- 
tricity or  by  clockwork.  Without  demonstra- 
tion we  would  surely  lose  a  lot  of  sales  on  such 
toys." 

The  Fair  is  about  to  undergo  extensive 
changes  and  additions.  Most  important  is  the 
erection  of  a  twenty-story  addition,  90  x  100 
feet,  eleven  floors  of  which  will  be  occupied  by 
the  store  the  rest  being  leased  as  offices.  Work 
on  the  building,  which  will  give  the  store  an- 
other entrance,  on  Monroe  Street,  will  begin 
May  1. 

Balcony  for  Business  Furniture 

In  the  present  building  will  be  constructed 
a  balcony  to  house  the  business  furniture  de- 
partment where  desks,  filing  cabinets,  chairs 
and  the  like  are  sold.  Supplementing  the  ele- 
vators will  be  a  series  of  moving  stairs  of  the 
wooden  step  type,  working  both  up  and  down. 

The  space  on  the  fourth  floor  now  occupied 
by  rugs  and  carpets  will  be  made  vacant  by 
transferring  that  branch  to  an  upper  floor  not 
now  used  for  selling  purposes.  This  will  make 
room  for  the  children's  and  infants'  wear  and 
the  boys'  wear  departments.  As  the  toys  al- 
ready are  on  this  floor  it  will  become  strictly  a 
little  folks  domain.  Completing  the  transfor- 
mation a  kiddies'  barber  shop  and  a  play- 
ground located  close  by  will  be  added. 

In  spite  of  having  such  an  attractive  loca- 
tion the  toys  will  be  moved  elsewhere  for  the 
Christmas  period  in  order  to  expand  the  space 
devoted  to  selling  at  that  time.  This  move  also 
will  allow  the  children's  wear  department  to 
extend  temporarily,  as  it  is  an  unusually  busy 
section  during  December. 


I  Ouc  of  the  many  life-like  dolls  from  the  Averill  Doll  Co.  The  doll's 
hair  is  of  bright-colored  zoool.  Retails  at  $3.50.  5-  A  three-wheeler  car 
for  the  kiddies;  retails  at  $2.50  to  $3.  From  the  Ames  J  an  Aken  Mfg. 
Co.  2.  The  baby's  tumbler,  which,  with  a  touch,  makes  clowns  do  acro- 
batic stunts.  Maryland  Toy  Mfg.  Co.  7-  "Tom,  Tom,  the  piper's  son." 
One  of  the  characters  in  Familiar  Tales  of  Childhood,  made  more  real  by 
small  ivooden,  hand-painted  characters  which  step  out  of  the  book  and 
live  for  children.  Retails  at  $1.50.  From  the  Roycroft  Mfg.  Co.  4-  One 
of  a  half-dozen  velvet  toys  for  bedtime  story  telling  zvhich  retail  at  $3  a 
set.   From  the  American  Made  Toy  Co. 


P.  I.  Scully,  for  several  years  buyer  for 
the  Hub,  Wheeling,  W.  Va.,  has  discontinued 
his  connection  with  the  firm  in  order  that  he 
may  take  a  long  rest  from  business  duties. 
Mr.  Scully  has  been  in  ill  health  for  some 
time. 


Candy  Dollies  Now 
Entice  Youngsters 

Candy  manufacturers  everywhere  recog- 
nize that  royal  customer  the  little  child, 
hence  they  make  every  possible  effort  to 
make  candies  that  will  tickle  his  fancy  and 
please  his  palate  and  at  the  same  time  mini- 
mize the  ill  effects  of  "too  much  candy  to 
his  little  ■  tummie."  However  enticing  the 
morsel  to  the  eye,  or  the  palate  nothing  will 
ever  take  the  place  in  his  majesty's  affections 
of  the  lowly  "sucker" — almost  the  first  penny 
that  ever  passes  through  moist  warm  little 
baby  hands  goes  for  "an  all  day  thucker, 
pease"  and  the  last  in  some  hand  grown  old 
and  bent,  frequently  goes  the  same  way.  For 
a  little  grandchild  maybe,  or  for  "Auld  Lang 
Syne"  in  memory  of  those  other  "suckers" 
of  long  ago. 

The  all  day  sucker  is  a  delectable  morsel 
even  when  offered  in  a  flat  spade  like  dab  on 
a  stick,  but  offered  as  it  is  to-day  in  great 
bunches  of  grapes  and  all  kinds  of  wonder- 
ful fruits,  with  the  natural  fruit  flavor  and 
in  other  disguises,  it  becomes  doubly  delect- 
able and  grown-ups  "fall"  for  its  enticing 
sweetness. 

Candy  dollies  are  now  offered  in  the 
greatest  variety.  There  are  all  sorts  of 
characters  that  are  cleverly  built  of  really 
delicious  hard  candy,  held  together  and 
dressed  in  crepe  paper.  In  the  costumes 
lies  the  entire  point  to  these  candies,  a  twist 
here,  a  turn  there,  a  few  skillful  pinches  and 
Simple  Simon,  or  Little  Miss  Muffet,  or  Peter 
Piper  evolves  true  to  fiction. 

To  dress  these  dolls  so  that  the  head  and 
legs  and  arms  will  hold  together  is  really 
quite  an  art  and  requires  both  practice  and 
skill.  The  clusters  of  fruit  make  lovely  deco- 
rations, these  candies  come  in  a  variety  of 


colors,  each  candy  is  wrapped  in  a  colored 
organdy  or  thin  mull,  and  they  are  then  sewn 
together  in  bunches  and  clusters.  The  little 
sticky  palmed  candy  customer  of  to-day  is 
to  the  grown-up  customer  for  bigger  things 
to-morrow. 

Business  has  to  look  to  the  future  as  well 
as  to-day.  One  of  the  surest  ways  of  build- 
ing for  the  future  is  to  get  hold  to-day  of 
the  customers  of  the  future. 


Character  Dolls  Cry  "Buy 
Me" ;  and  They  Do 


Character  dolls  afford  a  dashing  departure 
from  the  ordinary  run  of  things  in  the  art  and 
gift  department  and  their  charming  audacity 
often  tempts  the  modern  woman  to  shoot  holes 
in  her  pocketbook. 

The  prodigality  of  ugliness  in  these  clever 
monstrosities  of  cotton  and  silk  sometimes  pro- 
duces just  the  needed  exotic  atmosphere. 
Everything  from  peanuts,  spoons,  corkscrews, 
corks  and  bottle  covers  are  now  camouflaged 
as  dolls,  and  these  charming  novelties  do  sell 
very  well.  Peppermint  candy  dolls,  too,  are 
sweet.  There  art  really  quite  wonderful  char- 
acter dolls  and  practically  no  character  in 
fact  or  fiction  has  escaped  these  doll  carica- 
turists. 


The  volume  of  business  done  at  the  Brit- 
ish Industries  Fair  in  London  is  reported  to 
have  been  disappointing.  While  manufactur- 
ers there  report  that  prices  have  reached  as 
low  as  they  will  go  buyers  are  still  hanging 
off  for  more  stable  times.  The  rate  of  ex- 
change, too,  makes  against  buying  for  conti- 
nental countries  and  with  the  American  trade 
there  is  the  high  tariff  which  renders  big  or- 
ders at  this  time  hard  to  get. 
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Order  These  Toys  Now 


Arden 
Liquid 
Retail 


Arden  Perfection  Bubble  Pipe 

Hundreds  of  bubbles  with  one 
filling    of    soap    and  water. 
Retails  10c. 


They  sell  anytime, 
especially  big  during 
the  spring  and  sum- 
mer. 

You  can  sell  them 
whether  you  have  a 
toy  department  or 
not. 

Every  Item 
Is  Popular 
Every  Price 
Is  Popular 

Show  them  and  you 
can  sell  quantities. 
Order  a  Sample 
Dozen  Each 

We  make  immediate 
shipment. 


Arden  Pop  Gun.  A  real  pop  gun  in  action  as 
well  as  name.     10  inches  long.  Retails  10c. 

The  Strobel  &  Wilken  Co« 

61-63-65  West  23rd  Street  New  York 


?1 


MECHANICAL  BOATS 

will  boost  the  Spring  and 
Summer  Sales  in  your  Toy 
Department.  We  have  five 
models  that  retail  75c  to 
$1.25.  May  we  send  you 
literature  describing  our  line? 

KINGSBURY  MANUFACTURING  CO. 

Keene,  New  Hampshire 

NewYork  Office  and  Salesroom:  11-15  Union  Square  West.New York 


Represented  by  RIEMANN,  SEABREY  CO. 


Bronze  Products  Society,  Inc. 

44  South  8th  St..  Brooklyn,  N.  Y. 

Manufacturers  and  Originators  of 
Exclusive  Art  and  Gift  Novelties 


No.  217 
Basket  Door 
Knocker.  Light 
Ivory  and  Colored 
Flowers.  French 
Basket.  $10.20  per 
doz. 


No.  239 
Polly  Tea  Bell 
$1  3  20  per 
dozen 


DOOR  STOP 

No.    228— lleiiihl    6".     Weight  per 

pair  5  lbs—  .$16.50  doz. 
No.    227— Height    10"— $36.00  per 

No.    316— Height    5"— $13.50  per 
doz. 

Send   for   Sample  Assortment. 


'illlllllllllllllllllllllllllllllllllllllllllilllilllllllllillllllllllllllllllillllilliiiiiiiiiiiiiiin:: 


N 


OW 


Ready 


E  The  tremendous  and  constantly  E 

E  increasing  demand  for  = 

1  Babs^The  Walking;  Doll  1 


has  caused  us  to  manufacture  a 
new  Babs  Walking  Doll  with  an 
absolutely  perfect  shaped  body, 
hidden  springs  and  positively 
unbreakable. 

The  new  Babs  is  28  inches  high. 

Send  at  once  for  full  description 
and  photographs. 


I  International  Walking  | 
I  Doll  Company  | 

I  Factories,  2809  to  2821  Fletcher  St.,  Philadelphia  | 
niiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinT 


The  Quicker 

Way 

Instead  of  hunting 
around  for  their 
letter  or  card  look 
through  the 
Buyers'  Merchan- 
dise Guide — it's 
the  quick  way  of 
finding  their  ad- 
dress and  line. 
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I.  This  car  may  be  used  as  a  coaster  car  or  as  a  hand  cart.  From  the  Stanley  Toy  Works.  2.  A  locomotive  made  of  stone  blocks,  which  may  be  used 
to  form  anything  the  child's  imagination  suggests.  Different  sizes.  Retails  at  from  $1.25  to  $5.  Ralo  Toy  Co.  3-  A  novelty  toy  from  J)oy,  Kee  ir  Co. 
Made  of  ivhite  bone,  to  retail  at  75  cents.  4.  A  real,  sure-enough  motor  car.  Motor,  gear,  spark  or  crank  attachments.  The  washing _  machine  is  a 
miniature,  up-to-date  model.  From  Baker  &  Bennet.  5.  This  toy  theater  is  at  will  a  pleasantly  tantalizing  puzzle,  or  a  stage  with  properties,  scenery  and 
actors.  Beautifully  colored.  Retails  at  $1.50.  From  the  Forest  Wood  Working  Corp.  6.  -The  Teddy  Wagon.  Pull  the  string  and  Teddy  helps,  trom 
the  U.  S.  Toy  &  Novelty  ^0. 

Plato  Qualified  As  Toy  Inventor 


■c 


I  HILDREN'S  toys  and  playthings  sur- 
vive from  the  most  remote  periods 
of  man's  life  on  the  earth,"  declares 
the  writer  on  toys  in  the  Encyclopedia 
Britannica. 

Considering  the  fact  that  this  statement 
is  a  true  one,  it  seems  strange,  indeed,  that 
there  are  available  only  a  few  authoritative 
sources  on  the  origin  and  history  of  toys. 
The  Encyclopedia  Britannica  gives  two: 
"Toys  of  Other  Days,"  1908,  by  F.  W.  Jack- 
son, ah  English  publication,  and  a  French 
volume,  beautifully  illustrated,  Histoire  Des 
Jouets,  by  Henri-Rene  D'Allemagne.  Other 
books  on  the  subject  are  either  in  German 
or  French.  The  absence  of  material  upon 
the  subject  in  English  is  significant,  and 
shows  that  the  development  of  toys  has  been 
left  largely  to  foreign  countries. 

Toys  Have  Early  History 

The  writer  in  the  Encyclopedia  Britan- 
nica goes  on  to  say:  "Many  so-called  diminu- 
tive objects  made  and  used  by  primitive  man, 
sometimes  classified  as  playthings,  may  have 
been  workmen's  models,  votive  offerings,  or 
sepulchral  objects."  In  spite  of  this  fact,  it 
is  known  that  toys  have  figured  in  the  lives 
of  children  and  in  the  lives  of  grown-ups 
from  the  very  earliest  times. 

Balls,  tops,  rattles  and  implements  of  nu- 
merous games  show  that  there  has  been  little 
change  in  the  forms  of  amusement  that  have 
come  down  through  the  ages.  Archytas,  a 
disciple  of  Plato,  was  the  inventor  of  the 
pulley,  of  the  screw  and  of  the  rotary  rattle, 
which  he  devised  to  amuse  his  own  children. 
In  the  earlier  days  rattles  not  only  gave  the 
children  pleasure,  but  sent  the  initiates  of 
the  cult  of  Bacchus  into  delirium.  Athens, 
during  its  feasts,  often  resounded  with  the 
noise  of  little  gongs,  and  in  Rome  the  crowd 
shook  the  sacred  timbrel  while  following  the 
priests  of  Isis. 


In  the  middle  ages  rattles  frequently 
were  made  of  a  wolf's  tooth  because  of  a 
superstition  which  attributed  to  these  teeth 
the  power  of  dissipating  evil  spirits. 

It  was  not  until  the  beginning  of  the 
nineteenth  century  that  the  now  well-known 
rocking  horses  came  into  being.  At  that 
time  they  became  very  much  the  fashion. 
The  young  king  of  Rome  was  represented 
mounted  on  one  of  these  newly  conceived 
toys,  and  the  picture,  "The  First  Race  of 
Childhood,"  was  much  beloved  by  the  Ro- 
man people. 

The  Roman  Playthings 

Little  lead  toys  were  known  to  the  Ro- 
mans, and  it  appears  probable  that  from  that 
epoch  little  lead  figurines  of  molded  metal 
were  made  for  the  amusement  of  children. 
One  of  the  most  curious  examples  cited  is 
the  little  equestrian,  Caesar,  which  was  dis- 
covered in  a  tomb  of  Pesaro.  Another  model 
was  a  lead  cavalier  mounted  on  a  base,  which 
might  very  well  be  placed  in  that  category 
which  to-day  we  call  lead  soldiers.  It  is  im- 
possible to  decide  absolutely  on  these  figures, 
however,  because  it  is  difficult  to  establish  a 
difference  between  the  horseman  used  in  the 
game  of  chess  and  the  mounted  soldiers  in- 
tended for  playthings. 

It  is  not  possible  to  enumerate  and  de- 
scribe in  a  short  account  the  toys  which  in 
the  past  were  originated  from  time  to  time, 
delighted  our  ancestors,  and  were  then 
caught  up  in  the  general  accumulation  of 
playthings  which  we  to-day  are  often  prone 
to  consider  peculiarly  our  own  inventions. 
But  no  account,  however  brief,  can  be  con- 
sidered of  any  importance  without  a  refer- 
ence to  dolls  or  to  the  Parisian  puppets  and 
marionettes. 

From  ancient  Egypt  there  remain  large 
numbers  of  wooden,  earthenware,  stone  or 
metal  dolls.    The  collection  in  the  British 


Museum  shows,  among  other  models,  a  flat, 
painted  wooden  doll  with  strings  of  mud- 
beads  representing  the  hair,  a  bronze  woman 
doll  bearing  a  pot  on  her  head.  Some  of 
these  have  movable  jointed  arms. 

When  Homer  Sang 

For  the  origin  of  the  puppet,  made  mem- 
orable by  their  extreme  vogue  in  Paris  in 
the  seventeenth  century,  it  is  possible  to  go 
back  to  very  early  times.  Antiquity  knew 
it  and  it  is  mentioned  by  the  poet  Horace. 
And  the  writer,  Apulee,  in  the  eleventh  cen- 
tury of  the  Christian  era  speaks  of  it. 

In  1746,  the  French  lawyer  Barbier, 
wrote  in  his  journal,  "In  the  events  of  the 
previous  year  there  have  been  in  Paris  toys 
called  puppets.  At  first  they  were  made  to 
be  played  with  by  children  but  now  all  Paris 
has  been  amused  and  occupied,  so  that  one 
cannot  go  into  any  house  without  finding 
them  hanging  from  the  chimneys.  They  are 
given  as  gifts  to  all  the  women  and  girls. 
This  invention  is  not  new.  It  is  only  rejuve- 
nated as  are  so  many  other  things;  twenty 
years  ago  it  was  the  fashion  in  the  same 
way." 

History  shows  that  in  the  past  it  has 
been  the  province  of  France  and  Germany 
to  introduce  new  and  novel  toy  products; 
the  field  now  lies  open  for  the  American  in- 
genuity that  has  recently  been  displayed  in 
toy  invention. 

The  King  of  the  Pavement  . 

There  is  an  interesting  story  told  of  the 
method  employed  by  a  Parisian  Prefect  of 
Police  to  liven  up  the  ancient  French  indus- 
try of  toy  making  which  about  the  year  1900 
seemed  to  be  subservient  to  German  manu- 
facture. In  Paris  the  Prefect  of  Police  is 
called  the  "King  of  the  Pavement."  M.  Le- 
vine,  in  speaking  of  the  part  he  played  in  re- 

(Continued  on  page  243) 
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"--Just  like  the  big  ones" 

Here  are  three  powerful  attractions  that  bring 
toy  customers  to  your  store  many  times  during' 
the  year;  and  so  priced  as  to  allow  you  a  splen- 
did profit. 

TOY  PHONOGRAPHS 

FOR  LITTLE  FOLKS 


Built  Strong  to  withstand 
rough  handling 


Baby 

Ebony  enamel,  nickel  trimmings; 
size  81/4x51/2x71/2  in.  (Complete 
with  50  needles.) 


Baby  Cabinet 

Complete  with  50  needles;  mahog- 
any finish;  size  closed  17x9x10 
inches. 

Beautiful  little  music  makers  that  "look  and  work  just 
like  the  big  ones."  Have  a  inch  turntable  and  play 
Little  Wonder,  Bubble  Book  and  other  regular  disc 
records  up  to  7  inches;  reproduce  with  a  clear  strong 
lifelike  tone  that  is  really  remarkable  in  a  toy. 


GARFORD 
MODEL  E 

Complete  with  200  needles. 
Size  12  X  15  X  9. 


This  is  a  real  phonograph 

made  by  one  of  the  world's  largest  makers  of  high  grade 
spring  motors  and  phonograph  parts;  designed  on  simple 
lines  with  all  complications  left  out,  built  in  immense 
quantities  and  priced  to  build  trade  and  profits  for  the 
dealer. 

Has  the  celebrated  Artois  Reproducer  and  will  play 
any  disc  record  made  in  America. 

Strong  and  compact  for  indoor  and  outdoor  use;  re- 
produces with  a  clear  smooth  tone  that  rivals  the  most 
expensive  machines.  ^ 

Write  for  our  proposition 

THE  GENERAL  PHONOGRAPH  MFG.  CO. 

(Formerly  named  The  Garford  Mfg.  Co.) 
ELYRIA.  OHIO 

One  of  the  world's  largest  makers  of  high  grade  spring 
motors  and  phonograph  parts. 

See  our  Exhibit  at  Chicago  Toy  Fair, 
Room  440,  Hotel  Morrison. 


KEYSTONE  MOUIEGRf)PH 


With  Non-inflammable  Film 
**Ask  the  buyer  who  bought  in  1920'* 

The  widest  range  of  machines  made  for  the  better  trade. 

Cataloged  Film 
Retailing  at  $2.00,  2.50,  5.00,  9.00,  17.00,  25.00 

Electric-Oil-Dry  Cell  Models.  Standard  and  Narrow  Film.  Standard  Electr  o  parts. 
Shows  large  pictures.  Mary  Pickford,  Chaplin,  Arbuckle  Films.  Positive  guar- 
antee.   Slides.    Complete  show  outfit.    Theatre  tickets,  operators  badges,  etc. 

Send  for  Catalog 

KEYSTONE  MFG.  CO..  ^^^tSn.'^^Tsf 


RETAILERS ! 

DO  YOU  WANT 
TO  LEASE  SPACE 
FOR  MEN'S  AND 
BOYS'  CLOTHING? 


An  announcement  in  next  week's 
Economist  will  reach  the  concerns 
who  are  operating  men's  and  boys' 
clothing  departments  in  stores  all 
over  the  country  and  are  always 
looking  for  other  stores  in  which 
to  place  their  goods. 


DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 
4900  Bryant 
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A  clever  doll  display  and  a  "corner  in  vehicles"  as  shown  in  the  toy  department  at  Kahn  Bros,  in  Oakland,  Cal. 

Mechanical  Doll  Has  a  Hectic  Dream 
But  It  is  Worth  Thinking  Over 


The  Buyer  in  the  Toy  Section  Gets  an  Idea  and  the  Stuffed  Doll  Visualizes 
It_Unfortunately  It  Cannot  Tell  the  Story  to  the  Ad  Man  Who  Could 
Use  the  Vision  to  Advantage  in  Clearing  the  Stock  Left  Over  After  Xmas 


THE  mechanical  boy  doll  sat  astride  the 
big  bear's  back  in  the  toy  department, 
and  he  was  the  tiredest  looking  little 
boy  doll  you  might  ever  hope  to  see. 

"Oh,  goodness  me,"  he  sighed.  "I  am 
tired  to  death  sittin'  here.  I  wish  to  good- 
ness, Bruno,  some  little  boy  or  girl  had 
wanted  us  for  an  Xmas  present.   Don't  you?" 

The  little  boy  doll  and  the  big  old  bear 
in  the  toy  department  were  in  disgrace, 
though  they  didn't  know  it — for  that  very 
reason;  because  somebody  had  not  wanted 
them  at  Xmas  time ;  and  there  they  sat  and 
there  they  had  been  sitting  since  stock  tak- 
ing, the  night  after  Xmas. 

The  little  boy  doll  yawned  and  maybe  he 
stretched  himself  a  little  and  then  he 
dropped  right  off  to  sleep  and  dreamed  of 
a  regular  fairyland  of  a  toy  department 
where  big  old  Brunos  and  little  boy  dolls  sold 
like  hot  cakes  and  this  is  what  he  dreamed. 

Sell  the  Lot 

First  he  heard  Miss  Parlo,  the  depart- 
ment manager,  talking  to  the  advertising 
man,  and  saying,  "now  there's  that  old  bear 
and  that  awful  boy  doll,"  and  she  was  look- 
ing right  at  him  and  Bruno,  "and  a  lot  of 
other  stuffed  animals  over  there,  and  a  lot 
more  in  the  stock  room  and  a  whole  raft  of 
dolls  are  left  over  from  Xmas.  Now  I've 
got  to  get  rid  of  these  things.  Having  Xmas 
toys  left  over  is  just  about  as  bad  as  having 
winter  coats  and  overshoes  left  over.  I've 
jiist  got  to  plan  a  sale." 

"Yes,"  said  the  advertising  man,  "they've 
stuck  around  long  enough." 

"Now,  I've  an  idea,"  said  Miss  Parlo, 
"what  do  you  think  of  having  a  zoo.  We 
can  build  it  right  here  in  the  department  and 
t  will  be  no  end  of  a  drawing  card." 


A  Toyette  Talk  by  the  Mechanical  Doll 

"All  right,  go  ahead.  I'm  listening,"  said 
the  advertising  man. 

"Well,  you  know  we  would  have  to  have 
a  regular  menagerie  window,  and  it  would 
take  a  lot  of  papier  mache  and  beaver  board 
and  tropical  plants  and  advertising.  We'd 
have  to  play  it  up  big." 

"Not  so  bad,"  declared  the  ad  man. 
"We'll  give  you  some  good  copy.  All  the 
kiddies  in  town  will  be  invited  to  come  and 
visit  your  zoo  and  play  in  your  park.  We'll 
fix  up  a  window  that'll  make  Barnum  &  Bai- 
ley green  with  envy.  Better  call  in  the  deco- 
rator and  we'll  talk  it  over." 

The  very  next  thing  in  the  little  boy 
doll's  dream  there  was  the  zoo  right  in  Miss 
Parlo's  department  and  he  and  Bruno  were 
in  the  midst  of  it. 

A  Touch  of  Realism 

First  there  was  the  picket  fence  around 
the  zoo,  and  the  big  arched  gate  with  a  sign 
across  it,  reading  "Central  Park  Zoo — Dogs 
not  allowed." 

To  the  left  there  was  a  great  big  cage 
about  4  feet  high  and  6  feet  long  with  three 
fierce  bears  inside  and  a  lot  of  little  bears. 
Next  came  the  elephant's  house  with  one 
lone  elephant  holding  a  tuft  of  hay  in  his 
trunk.  Next  there  was  a  miscellaneous  as- 
sortment of  barnyard  animals.  Another 
cage  was  filled  with  monkeys  hanging  by 
their  tails  from  a  bar  and  in  monkey  pos- 
tures on  the  floor.  There  were  signs  on  all 
the  cages  reading  "Don't  feed  the  animals." 

A  little  farther  along  in  an  enclosure 
fenced  in  with  three  feet  high  poultry  wire — 
goats,  woolly  lambs,  rabbits,  chickens  and 
small  beasts  gamboled. 


Big  tropical  palms  grouped  at  the  rear  of 
the  cages  and  overhanging  them  gave  a  touch 
of  realism.  Just  at  the  other  side,  immedi- 
ately at  the  entrance,  there  sat  the  ice  cream 
cone  man  and  his  little  tin  wagon.  "Straw- 
berry, chocolate,  and  vanilla,  two  for  a 
nickel,"  he  sang.    "Take  your  choice." 

On  down  the  path  keeping  to  the  right 
there  were  hutches  of  live  rabbits,  and  along- 
side of  it  was  a  tiny  stream  with  fern  and 
moss  growing  along  its  bank,  and  some  wild 
flowers  which  some  cunning  little  girl  dolls 
were  stooping  to  pluck.  There  were  ducks, 
fish  and  hop  toads  and  all  kinds  of  aquatic 
specimens  swimming  around  on  the  water. 
Two  little  boy  dolls  with  overalls  and  ragged 
straw  hats  sat  fishing  with  hooks  and  lines 
attached  to  a  pole,  although  everybody 
knows  little  boys  are  not  allowed  to  fish  in  a 
park. 

Sure  enough  just  then  in  his  dream  the 
little  boy  doll  saw  the  sign  on  the  great  big 
airbrush  tree  "Fishing  not  allowed  here" 
and  the  boy  doll  park  policeman  stood  there 
right  ready  to  arrest  those  little  fisher  boy 
dolls. 

Lonely  Girl  Dolls 

Just  back  of  the  rabbits'  hutch  there  was 
a  lot  of  park  employees,  also  little  boy  dolls, 
with  their  wooden  two  horse  wagons,  gather- 
ing up  the  papers  and  picnic  debris  from 
the  ground.  ' 

Along  the  path  leading  just  off  the  main 
way  there  was  the  dandiest  chute-the-chute 
board  with  a  little  boy  doll  sitting  down 
hard  at  the  bottom  and  a  little  girl  doll  at 
the  top  getting  ready  to  slide. 

In  fc^ur  swings  side  by  side  sat  four  of 
the  loveliest  girl  dollies  the  little  boy  doll 
ever  saw.   While  on  the  grass  near  by  sat  a 


LARGER  UNIT  SALES 

A  Sales  check  amounting  to  several  hundred  dollars — 
requiring  a  single  delivery  —  helps  materially  in 
increasing  the  average  size  of  a  store's  sales  checks. 

^  The  sale  of  Pianos  not  only  accomplishes  this  but  the 
merchandise  itself  constitutes  a  permanent  good-will 
creator  for  the  store. 

^^  Stores  featuring 

KOHLER  &  CAMPBELL  Pianos 

relate  some  remarkable  instances  of  the  additional 
advantages  of  handling  the  line. 

^  If  you  are  at  all  interested  we  will  be  very  glad  to 
relate  them  to  you. 


KOHLER  &  CAMPBELL,  Inc. 

11th  Avenue  and  50th  Street  New  York 
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group  of  boy  and  doll  girls  playing  jacks. 

The  little  boy  doll  went  right  on  dream- 
ing. He  bought  a  bag  of  peanuts  and  threw 
peanuts  right  into  the  monkey  cage  and  then 
he  found  the  big  pop-corn  popper.  "Red 
hot,  butter  on  it,  little  lady?"  said  the  pop- 
corn man  to  a  very  cunning  little  girl  doll, 
and  then  two  nurse  dollies  pushing  their 
young  doll  charges  in  their  carriages  came 
into  view. 

Husbands  Wanted 

And  then  the  best  of  all  happened.  A 
little  girl  holding  on  to  her  mamma's  hand 
saw  the  little  boy  doll  standing  there  in  his 
blue  overalls  and  cap  and  cried  out,  "Oh, 
Mother,  don't  you  just  love  him,  please  buy 
him  for  me.  I  want  him  for  a  husband  for 
Raggedy  Ann,  won't  they  make  a  sweet 
couple?" 

The  mother  of  the  little  girl  paid  the 
saleslady  three  shiny  round  silver  dollars, 
and  while  they  were  wrapping  him  up  in  the 
bundle  room  in  came  Bruno,  too,  on  his  way 
to  a  home  of  his  own,  and  there  ready  to  be 
delivered  were  piles  and  piles  of  all  the 
poor  stuffed  animals  that  had  been  in  the 
stock  room  so  long. 

"Oh,  goody,"  thought  the  little  boy  doll, 
"somebody  is  going  to  love  me,"  and  then 
suddenly  he  remembered  about  Raggedy 
Ann  and  waked  up  and  found  himself  still 
sitting  there  astride  Bruno.  "I  knew  that 
was  too  good  to  be  true.  I'm  going  to  tell 
Miss  Parlo  all  about  it,  though,"  and  then 
he  went  right  back  to  sleep  to  try  to  dream  it 
all  over  again. 


,  Plato  Qualified 

(Continued  from  page  239) 

storing  to  activity  the  making  of  French  toys, 
said: 

"The  trade  of  the  people  of  the  streets  is 
my  province.  Hawkers  exist  only  by  my  per- 
mission. If  at  times  I  have  to  be  severe, 
there  are  also  occasions  when  I  can  render 
service." 

M.  Levine  saw  that  the  Parisian  work- 
men were  making  and  offering  nothing  new, 
and  that  the  street  venders'  supplies  showed 
only  inventions  of  objectionable  manufac- 
ture. For  this  reason  he  determined  to  en- 
courage Parisian  toy  makers.  He,  there- 
fore, organized  a  competition  for  French 
toys,  amusing,  clever,  of  value  and  still  in- 
expensive, to  cost  only  V2  pence  to  V2  a 
crown. 

Prizes  were  offered  of  money,  diplomas 
and  medals,  the  samples  shown  to  be  dis- 
tributed later  among  poor  schools  and  hos- 
pitals. Leading  French  artists  were  asked 
to  compete.  Posters  inviting  designs  for 
holiday  toys  of  ingenious  invention  at- 
tracted wide  attention  throughout  Paris. 
There  was  a  universal  response;  a  leading 
toy  manufacturer  offered  the  use  of  his  fac- 
tory to  individual  aspirants;  famous  artists 
submitted  designs. 

The  competition  proved  an  immense  suc- 
cess, 280  exhibitors  competing  and  accom- 
plished what  M.  Levine  had  so  earnestly  de- 
sired. The  attack  of  the  well-known  epi- 
demic "Made  in  Germany"  was  over,  and 
the  Parisian  manufacturer  came  into  his 
own. 

In  organizing  a  similar  competition  for 
American  toy  makers,  a  New  York  Commis- 
sioner of  Police  might  not  be  within  his 
province,  but  there  is  little  doubt  but  what 
it  would  call  forth  interesting  material  for 
future  historians  of  toy  development. 


The  American  Toy  Manufacturers'  Asso- 
ciation is  holding  its  big  toy  fair  at  Chicago, 
111.,  April  4  to  30  inclusive. 


Realm  of  Toys  Is 
Profitable  at 
All  Times 

Store  Gives  10,000  Sq.  Ft.  of  Store 
Space  to  Department — Demand 
Is  Steady 

"Yes,  we  believe  the  toy  department  is 
one  of  the  best  drawing  cards  a  store  has," 
says  Otto  Herrschman,  toy  department  man- 
ager at  the  Kahn  store  in  Oakland,  Cal.  "We 
believe  this  so  firmly  that  we  devote  10,000 
square  feet  of  floor  space  to  the  department 
and  a  great  deal  more'  at  Christmas  time. 

"The  development  of  the  toy  industry  af- 
fords a  very  interesting  study.  We  are  rea,l- 
ly  surprised  at  the  remarkable  increase  in 
the  volume  of  our  business.  We  did  not  con- 
template such  surprising  'results  when  we 
first  planned  an  all-year  department. 

Right  Goods  at  Right  Time 

"We  have  a  steady  demand  for  season- 
able toys  at  all  times,  naturally  business  is 
better  around  Christmas  time,  but  it  is  satis- 
factory the  other  ten  months  in  the  year.  Our 
toy  department  is  a  huge  success.  We  have 
the  right  goods  at  the  right  prices  and  when 
the  people  want  them  we  merchandise  this 
department  as  regards  seasonable  goods, 
sales  and  advertising  just  as  we  do  other  de- 
partments." 

Bubble  Book  Parties 
Given  By  Store 

Two  bubble  book  parties  for  boys  and 
girls  were  held  in  the  Jordan  Marsh  Co.  Ex- 
hibition Hall  this  week.  There  was  a  large 
and  enthusiastic  audience  at  both  parties  and 
the  sale  of  toys,  bubble  books  and  children's 
story  books  shot  upward. 

These  bubble  book  parties  have  been  held 
in  several  other  stores  and  have  invariably 
stimulated  sales. 

There  are  several  persons  in  New  York 
who  are  making  a  business  of  staging  them, 
but  they  may  be  staged  by  some  person .  in 
your  own  town  who  has  had  some  theatrical 
experience. 

Local  talent  is  usually  employed  to  take 
the  various  roles,  and  are  generally  selected 
from  influential  and  well-to-do  families. 
From  twenty  to  fifty  children  are  usually  en- 
gaged and  such  plays  as  Mother  Goose,  Old 
Mother  Hubbard,  Little  Red  Riding  Hood, 
etc.,  are  reproduced. 

The  bubble  records  of  well-known  fairy 
and  child-lore  stories  are  played  on  a  talk- 
ing machine  and  illustrated  by  the  live  char- 
acters on  an  impromptu  stage. 

About  the  Relation  of 
Toys  to  Easter 

Some  of  the  Easter  displays  in  the  larger 
stores  this  season  were  quite  pretentious  and 
indicated  the  additional  importance  attached 
to  toys  and  toy  selling. 

In  this  relation  of  toys,  to  Easter — how 
many  of  us  know  why  the  rabbit  and  the  egg 
are  symbols  of  the  Easter  season?  There  is 
a  legend  that  a  fierce  old  Ogre  once  long, 
long  ago  who  became  very  hungry^  After 
days  of  fasting  in  which  he  was  unable  to 
find  food,  he  came  into  an  animal  kingdom. 


Approaching  different  animals,  so  the  legend 
goes,  he  begged  for  food,  but  all  refused  him, 
saying  they  had  only  a  few  grains  of  corn — 
or  a  few  blades  of  grass— for  themselves  and 
could  give  nothing  away.  Finally  the  Ogre 
now  became  ravenous,  came  upon  the  rabbit 
and  of  him  also  he  begged  food.  "I  have 
nothing,"  said  the  rabbit,  "but  I'm  a  very 
little,  trembling,  cowering  thing  and  don't 
amount  to  much.  You  may  kill  me  and  eat 
me."  Whereupon  the  Ogre  finding  here  the 
spirit  of  sacrifice,  grabbed  up  the  rabbit 
and  placed  him  in  the  moon  as  an  emblem  of 
sacrifice. 

The  egg  is  recognized  as  an  emblem  also. 
The  bursting  shell  and  the  chicken  coming 
forth  are  symbols  of  the  bursting  of  the 
tomb  and  the  resurrection  of  Christ. 


Arouse  Kiddies 


(Continued  from  page  231) 

in  addresses  and  names,  and  other  essential 
points." 

Bringing  back  the  conversation  to  toy  sell- 
ing during  the  spring  period,  "What  kinds  of 
toys  sell  best  in  summer?"  Mr.  Brink  was 
asked. 

"Sand  pails,  rubber  balls,  velocipedes,  ex- 
press wagons,  kiddie-kars,  marbles,  jumping 
ropes,  jackstones,  and  doll  carriages  are  a  par- 
tial list,"  was  the  answer.  "Dolls  have  a  big 
sale  the  year  round  because  of  the  purchases 
of  dolls  for  gifts. 

"Of  course,  our  biggest  toy  business  is 
done  during  the  holidays.  But  you  can  sell  a 
raft  of  toys  the  year  round  if  you  will  keep 
your  department  on  the  right  footing  and  get 
and  hold  the  interest  of  the  kiddies." 

Tax  Agitation  Is  on  in 
Canada,  Too 

Economist  Correspondence,  Ottawa,  Ont.,  Canada 

Canada  is  undergoing  much  the  same  sort 
of  tax  agitation  as  is  noted  in  the  United 
States.  A  committee  on  which  were  repre- 
sented both  wholesale  and  retail  associations 
as  well  as  the  Canadian  Credit  Men's  Associa- 
tion has  recommended  to  the  Government  the 
following  steps:  Abolition  of  the  Income 
War  Tax  Act  affecting  corporations  and  of 
the  present  excise  tax  on  confectionery;  de- 
cision not  to  re-enact  the  Business  Profits 
War  Tax,  and  adjustment  of  the  present  sales 
tax  to  provide  the  additional  revenues  needed. 
This  last  step,  it  is  explained,  would  make 
the  tax  collectable  by  wholesalers  and  manu- 
facturers but  not  by  retailers.  It  is  the  work 
of  collection  which  made  the  luxury  tax  so  un- 
popular and  it  is  believed  the  Government  will 
not  again  make  retailers  tax  collectors. 

Ask  Government  to  Advertise 

It  also  has  been  recommended  to  the  Gov- 
ernment that  a  sum  be  appropriated  sufficient 
to  finance  an  advertising  campaign  to  push 
sales  of  Canadian  made  goods.  It  is  admitted 
that  some  Canadian  manufacturers  are  not 
up-to-date  and  must  meet  competition  by  mak- 
ing better  quality  goods.  •  It  is  believed  that 
if-  the  right  goods  are  made  in  Canada  they 
can  be  sold  there. 

In  the  House  of  Commons  there  was  re- 
cently considerable  discussion  of  a  bounty  for 
linen  yarn  spun  in  this  country.  Very  fine, 
flax  can  be  and  is  raised  here,  but  there  is 
only  one  spinning  plant  to  make  use  of  it. 
The  subsidy  is  needed  as  an  encouragement 
to  develop  this  industry  and  finally  the  sum 
of  $26,000  was  devoted  to  the  purpose. 
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THE  BIGGEST  MERCHANDISING 
EVENT  EVER  KNOWN 


A  ready-made  attraction  that  brings  business 
to  your  store.  That  contains  possibiUties  that 
you  would  pay  good  money  for;  yet  this  attrac- 
tion costs  you  nothing,  and  permits  a  legitimate 
profit. 

Millions  of  dollars  worth  of  War  Department 
Canned  Meats  have  been  sold  through  dealers, 
large  and  small. 

Uncle  Sam  has  told  the  housewives  of  the  nation 
of  the  release  of  his  surplus  stocks  of  delicious 
Canned  Corned  Beef,  Roast  Beef  and  Corned 
Beef  Hash,  through  their  local  papers. 

From  the  first  announcement  the  response  was 
immediate.  People  bought  these  nourishing 
foods.  They  saw  the  money  saving  to  them 
at  the  less  than  pre-war  prices. 


They  bought  in  case  lots  at  those  stores  that 
handled  them;  and  are  buying  more.  Can  you 

supply  them? 

Don't  let  it  be  said  you  are  delinquent  in  your 
duty  to  your  customers.  Remember  the  good- 
will that  underlies  all  your  dealings  with  them. 

Your  customers  will  appreciate  your  attention 
to  their  wants  and  not  only  purchase  these 
meats,  but  will  also  patronize  your  store  for  their 
other  needs. 

Millions  of  people  are  ready  to  buy  War  De- 
partment Canned  Meats.  Immediate  action  is 
necessary  to  get  your  share. 

Order  at  once  from  the  nearest  Depot  Quarter- 
master (listed  elsewhere)  and  cash  in  on  the 
publicity  this  attraction  will  give  your  store. 


BUY  mR  DEPARIA4ENT 

'JBvixf  it  Ixf  thQ  Carlocu^^yroig^M  propaid 


Lace  Curtains 


(Continued  from  page  24) 

series*  of  ads  was  planned.  These  ads  were 
not  of  the  stereotyped  kind.  They  did  not 
contain  the  usual  introductory,  a  cut  or  two 
and  descriptions  of  prices. 

Instead  they  were  more  in  the  nature  of  a 
series  of  letters  to  the  customer,  telling  her 
of  new  ideas  in  window  treatment,  how  a 
change  in  the  kind  and  appearance  of  her 
lace  curtains  would  have  the  effect  of  fresh- 
ening up  everything  in  the  room,  and  then 
explaining  in  some  detail  that  the  change 
should  be  from  the  conventional  long  cur- 
tains that  swept  the  floor  to  short,  dainty 
curtains  just  long  enough  to  reach  to  the 
bottom  of  the  window. 

The  workroom  force  and  the  display  men 
were  then  called  upon  in  turn  to  produce  and 
show  what  could  be  done  by  the  store  to 
illustrate  how  the  new  idea  in  lace  curtains 
should  be  carried  out,  and  what  results  the 
customer  would  get  when  she  installed  the 
new  curtains  in  her  front  windows. 

In  the  department  and  in  the  big  show 
windows,  too,  displays  were  made  showing 
all  of  the  fittings  of  an  up-to-date  home. 
Each  kind  of  room  was  shown,  and  in  every 
room  display  curtains  of  one  pattern  were 
used. 

It  was  shown  that  the  curtains  offered 
were  quite  as  suitable  for  the  dining  room 
or  the  bedroom  as  they  were  for  the  recep- 
tion room. 
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The  campaign  was  a  big  success  and  at- 
tracted the  •  attention  of  many  women  who 
became  customers  as  a  result  of  it.  This  is 
a  particularly  good  time  to  feature  a  similar 
campaign ;  a  campaign  for  the  selling  of  new 
curtains  of  whatever  kind  there  are  in  stock. 

In  every  community  there  are  large  num- 
bers of  women  who  have  iriade  their  old  cur- 
tains "do"  for  years  as  a  measure  of  econ- 
omy. Get  after  these  women  before  your 
competitor  does,  Mr.  Curtain  Man,  and  reap 
the  reward  that  follows  when  initiative  is 
presented  vigorously  and  intelligently. 

But  go  at  the  job  right.  See  what  you 
can  offer  in  the  most  convincing  manner  and 
then  get  all  the  help  your  store  organization 
is  able  to  give  you  in  the  presentation  of  the 
goods  you  decide  to  push. 

"Why  not  make  it  cretonnes  and  other 
summer  goods?"  There's  no  reason  you 
shouldn't,  except  that  you  can  sell  a  lot  of 
lace  curtains  now,  and  apply  the  plan  you 
work  out  to  the  summer  goods  later  with 
equally  good  results. 


The  Spokane  Dry  Goods  Co.,  Spokane, 
Wash.,  has  something  to  be  proud  of  in  the 
record  of  "no  cancellations"  which  always  has 
been  maintained.  G.  A.  Ketchum,  general 
manager  of  the  company,  says  the  Crescent 
store  in  Spokane  and  the  Fraser-Patterson  Co., 
both  affiliated  with  the  Spokane  Dry  Goods 
Co.,  have  followed  the  same  policy.  The  rule 
is,  "No  cancellation  of  orders  once  placed  and 
confirmed  if  goods  and  deliveries  are  up  to 
specifications."  We  hope  many  other  firms 
can  make  the  same  boast. 
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Champ  de  Mars  , 
Chosen  For  Fair 

Annual  Paris  Event  to  Be  Staged  on 
New  Location  with  Specially 
Constructed  Building 

Paris  Office  of  the  Dry  Goods  Economist, 
2,  Rue  des  Italiens 

The  annual  Paris  Fair  will  be  held  this 
year  in  the  Champ  de  Mars  instead  of  as 
formerly  on  the  Esplanade  in  front  of  the 
Invalides. 

The  interesting  feature  of  the  fair  will  be 
a  large,  metallic  gallery  which  will  cover  over 
7000  square  meters.  This  will  take  a  month 
to  construct ;  but  it  will  be  taken  down  imme- 
diately after  the  fair.  The  roof  will  consist 
of  a  single  piece  of  heavy  cotton  cloth  measur- 
ing 1300  meters  in  length. 

The  mechanical  display  will  occupy  five 
rooms,  the  electric  two.  The  display  of  arti- 
ficial jewelry  which  last  year  occupied  two 
rooms  will  this  year  fill  three.  A  slight  in- 
crease in  the  section  of  shoe  and  leather  in- 
dustries also  is  noted. 

Displays  of  the  other  articles  such  as  gar- 
ments, dress  accessories  and  allied  lines,  also 
of  house  furnishings,  porcelains  and  so  forth, 
are  about  the  same  as  last  year. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 


"<5Xr7ELTEX"  WASH 
/t7<^  CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


'  PATEUTED  APn.1L  13,l<»iy 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHI    LAD    E    L  PHIA 

New  York  Salesroom  61   White  St. 


A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Sample   on  Request. 

John  R.  Lankenau  Co.,  Boston-11,  Mass, 


TmELPRCXDF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  ♦ 

PUTNAM  KNiniNG  CO.  GoHOE5,Ny. 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
-    -  Scrub,  Paint,  Dust  and  Pol- 

■shingClcihs.  Imitation  Chamois.  Iron  Holders,  Broom 
Coras,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

,    _  Succ.  Adolf  Fricke 

FRANKLIN  ST..     NEW  YORK  CITY 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 
BRAIDS,  CORDS,  DRESS  TRIMMINGS 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Feather  bone  Co. 

Three  Oaks,  Mich, 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W,  23rd  Street 


New  York  City 


RIBBONS 


S&K  RIBBONS 

Wo  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN,  INC. 

l9  East  lOtK  Street. New- "York 


ART  NEEDLEWORK 


-  FANCY  LINENS 

EMBROIDERY  MATERIALS 
"Peri-Lusta"  |5T3|3  "Crystal" 

Merceri»ed  .  jHl  Artificial 

COTTONS       5^1^^  S"-^ 
Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway.  NEW  YORK,  Cor.  22nd  St. 


RICHZIRDSON'S 

PURE  MERCERIZED 
SILKS  COTTOnS 

for  SEWING  ^ 
Hlilr  EMBROIDERING  Isia 

SJUK^  CROCHETING  V" 

Richardson's  lOc  Crochet  Books 
RICHARDSON  SILK  COMPANV 
Chicato     Manufacturers    New  Vork 


NECKWEAR 


FOR  W>MEN 


ALL  THAT  THE   NAME  IMPLIES  I 

POLLOCK  e^LOWENBAUMi 

40  WEST  20t(iSTROT-NLW>T3RK 


MILLINERY 


D.  B.FISK&CO. 

CHICAGO 


'millinerv 
merchandise 

Open  thruoul  the  year 
NEW  YORK 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
Ave. 


411  Fifth  Avenue     Cle»eland,  Hotel  CleTeUnd 


GLOVES 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENEB  TEAR-OUT  COMPLAINTS 
ON  LEATHER  6^   FABRIC  GLOVES 

BUTTON  STAY  CO..  GIoversvilIe,N.Y 


LOVES 

English,  French,  American 

Wholesale  Department:  ' 

2  West  37th  Street         New  York 


BUCKSKIN 

'Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES, MILLS  &  CO.,  •"'^;;f'^."'"' 


Telephones/  ^^^^iGramercy 
►  63o0  ) 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Nortnwest  corner  21st  St. 
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Many  Buyers  Want 
Just  a  Little 
Too  Much 

Exclusive  Merchandise   Cannot  Be 
Secured  at  Very  Low  Price  and 
Deliveries  at  Best  Are  Slow 

There  seems  to  be  a  degree  of  inconsist- 
ency in  the  demands  of  many  buyers  for 
price  and  style  with  quick  delivery.  In- 
numerable complaints  are  registered  daily 
because  they  find  themselves  unable  to  pick 
up  exclusively  designed  merchandise,  ele- 
gantly tailored,  at  a  figure  to  meet  the  public 
clamor  for  lower  prices.  And  further,  these 
same  buyers  want  delivery  in  a  week  or  two; 
some  of  them  want  delivery  immediately. 
This  condition  applies  more  particularly  to 
suits,  but  it  is  not  an  uncommon  experience 
of  dress  and  coat  manufacturers. 

It  Can't  Be  Done 

The  combination  of  price,  style  and  deliv- 
ery is  impossible  of  accomplishment.  It 
never  was  expected  in  years  gone  by,  and 
even  with  many  new  conditions  which  have 
come  about  with  the  changed  economic  sit- 
uation of  to-day,  it  cannot  be  expected  now. 
Where  price  is  the  predominating  condition 
upon  which  a  purchase  can  be  made,  style 
must  be  given  a  secondary  consideration. 


but  delivery  in  a  short  time  or  even  from 
stocks  on  hand  is  not  possible. 

Good  Merchandise  in  Sight 

Good  merchandise  to  sell  at  popular 
prices  or  to  the  medium  class  of  trade  can 
be  found  easily.  But  when  style,  or  ex- 
clusiveness,  or  extra  good  quality  of  mate- 
rial and  workmanship  is  demanded,  this  class 
of  merchandise  must  be  bought  on  the  same 
basis  as  in  previous  years.  That  is,  price 
must  be  the  secondary  consideration.  And 
quick  delivery  cannot  be  expected  because 
such  merchandise  is  made  up  only  on  special 
order,  many  times  in  accordance  with  speci- 
fications made  by  the  buyer. 

Good  Bargains  Offered 

There  are  many  manufacturers  of  suits 
who  now  can  deliver  in  ten  days  to  two  weeks 
a  good  selection  of  stylish  numbers  at  prices 
which  will  enable  the  retailer  to  sell  them 
at  about  $50  to  $85.  Suits  to  retail  at  prices 
up  to  $50  can  be  obtained  in  almost  any 
quantity,  but  the  buyer  cannot  expect  to  ob- 
tain the  same  degree  of  exclusiveness  in  his 
selection  of  models.  The  same  might  apply 
in  a  general  way  to  coats  and  dresses.  Stock 
houses,  of  course,  can  take  care  of  whatever 
demand  there  may  be  for  popular  priced  mer- 
chandise. In  fact,  they  are  offering,  in  many 
instances,  some  very  good  bargains  at  prices 
which  permit  of  quick  turnover  if  the  goods 
are  properly  advertised  and  brought  before 
the  public.  Some  good  business  has  been 
done  in  this  class  of  merchandise. 


Novel  Store  Organ 

"Florida  Magazine"  is  the  name  of  the 
monthly  house  organ  in  Spanish  of  tlje  de- 
partment stores  of  Harrods,  Ltd.,  and  Gath 
&  Chaves  of  Argentine  and  Chile.  To  those 
among  us  who  have  a  somewhat  flimsy  notion 
of  our  South  American  friends,  Florida 
Magazine  discloses  the  wonderful  panorama 
of  a  huge  enterprise  built  on  modern  lines 
of  efficiency  and  strengthened  by  the  human 
touch — the  mainspring  of  all  successful 
business.  We  are  always  prone  to  believe 
that  our  country  is  the  home  of  gigantic 
enterprises,  therefore  it  will  be  hard  for 
many  of  us  to  realize  the  existence  of  a 
South  American  department  store  that  is, 
if  not  bigger,  at  least  equal  in  size  and  im- 
portance to  the  largest  similar  establ-sh- 
ments  in  the  United  States. 

Florida  Magazine  is  more  than  a  house 
organ,  in  the  sense  that  we  understand  it 
ourselves.  It  is  a  worthy  mirror  of  all  the 
activities  of  the  heads  and  employees  of 
every  department  of  the  great  institution. 
Welfare  work,  appointments  and  promotions, 
modern  merchandising  methods,  physical 
culture  and  social  activities,  are  some  of  its 
leading  features.  The  human  touch  is  re- 
vealed wonderfully  in  the  department  de- 
voted to  special  activities. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  Economist. 


snow 
showing 


A.  L.  COHEN  1 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 

Waists-  Dresses-Coals  -  Suits  -Skirts 

204-5-6  Medlnah  BIdg.,  Cor.  Jackson  Blvd.  and  Wells  St. 
CHICAGO 


Summer  Dresses — Dotted  Swiss  Organdies, 
fmported  and  Domestic  Ginghams,  and  Pure  Linens. 
Prices,    $2.75— $16.50. 

Taffeta,  Mignonette.  Crepe  and  Charmeuse.  Prices. 
$10.75— $29.50. 

PROMPT  Baronette  Satir  Skirts,  $6. 7a  up. 
SHIPMENT  sample  assortment 

DRESS  C0.,36W.  32nd  Sf.  Jew  York 


S   X  O    U  X  s 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 


Correctly  styled  and  priced  for  their 


8peci6c  purpose. 


122-124-126  W.  26th  St. 


New  York 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on 
Silk,  Taffeta,  Georgette 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

}  The   Little   Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone.   Chelsea  1113 


Made  by 

MITCHELL  BROS. 
367  W.  Adams  St. 

CHICAGO 


CO. 


Adams  Street, 
at  the  Bridge 


Good  Values 
Exclusive  Styles 
Tricotlnes 
Serges 
Jerseys 
Satins 
Oeorprette 
Taffetas 
f  1.5.00  to 

$40.00 
Send  for 
samples. 
Prompt 
deliveries     558  W 


DRESSES 
THE 


29th 


Tel.:  Watklns 
7350-7351 
St.    New  York 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel 
Suite  722. 


WAISTS 


CHILDREN'S  WEAR 


PLAYSUITS 


YOUR  HELP  SITUATION  to-day 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 
New 
York 
City 


Du^fGckH^aviS  Co. 

"P^5isners  ana  Vfanufticmjrers  oP 

6^:clu5lve  "Plou5e5., 

21^  West  VtoTTToe  STf^ 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago 


Cotton 
Waists 


THE 
HIRSCH-  Silk 

STRAUSS  Blouses 

CO. 

Samplet  gladly  tubmitted 
16  So.  Market  St.,  Chicago 


NEVYAL 


WASH  SUITS.  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldp.,  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  906. 


KOVERALLS 

I^sq.         Pat.  ore 

Patented  January  8th  19 18 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway.  N.  Y. 
Frankfort,  Ind. 


U  R 


Qutctalf 

*IHe  Economy  GarnKnT 

"America's  Play  Garment" 

Is  as  well  made  as  the 
famous  OuteraU  one-piece 
work  garment.  Assorted 
tyles.  Samples  on  request, 

Michigan  Motor  Garment 
Co.i  Greenville,  Mich 


(Gottlieb  Bros 

MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  27L>' ST.,  NEW  YORK, 

CHfCASO  OFFICE  -  223  JACKSON  BOUIEVAPB 

W.  F  OROEGEMUELLER 
SAN  FRANCISCO  OFFICE-  135  KEARNY  ST. 
I.  HANAK.^ 


CORSETS 


vmsurN  UNDERWEAR 


ACKMAN'S 

FURS 

"America's  Leading  Fur  Line** 

NEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


GnEciAN-Tncco 
Maternitx  and 
Post-Operation  Corset 

GREciAN-TnEco  Fabric  Modcm  Hyi^icmc 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SAMPLE 

Benjamins  JpKnes,  Newark.N.jJ 


MARKS 
FURS 

Made  ia 
DETROIT 

Write  for  our  whole- 
sale f  ur  ca  talog. 
It  Is  free 


COATS    &  SUITS 

• 

DRESSES 

DRESSES 

SKIRTS 
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Silverware  Displays 

(Continued  from  page  103) 

other  and  at  the  same  time  cheapen  the  appear- 
ance in  general.  The  small  size  of  the  windows 
makes  it  impossible  to  show  this  line  to  ad- 
vantage. 

The  question  arises,  "What  background  or 
setting  is  best  suited  for  the  display  of  silver- 
ware?" Silver  is  light,  and  rich  in  appear- 
ance, neutral  and  cold  so  far  as  color  tone  is 
concerned.  It  shows  to  better  advantage  with 
dark  backgrounds. 

Costly  wooden  backgrounds  are  not  as  good 
as  velour  draperies.  Their  lines  are  straight 
and  do  not  contrast  pleasantly  with  the  lines 
of  silverware.  Plain  color  silk  velour  drap- 
eries are  rich  in  appearance  and  make  a  pleas- 
ing background. 

Points  As  to  Color  Selection 

As  to  colors,  black  is  quite  contrasty,  royal 
blue  not  quite  so  much.  Mulberry,  golden 
brown  and  olive  green  are  good  depending  on 
the  season  of  the  year.  Regardless  of  the 
color  used,  fancy  linens  of  the  proper  size 
rightly  used  will  add  much  to  the  richness  of 
the  display.  The  floor  should  be  of  the  same 
material  as  the  background. 

A  sideboard  or  buffet,  if  one  is  available, 
makes  an  attractive  centerpiece.  A  little  arti- 
ficial foliage  in  a  silver  vase,  or  tastily  ar- 
ranged elsewhere,  indicating  the  season,  makes 
the  display  more  impressive. 

Three  unusually  beautiful  silverware  dis- 
plays are  reproduced  on  page  103.  The  win- 
dows are  very  large  and  for  this  reason  show 


in  a  big  way  how  pleasing  displays  can  be 
made  if  the  goods  are  rightly  handled. 

Examples  That  Prove  the  Case 

The  display  in  the  picture  at  the  top  was 
awarded  first  prize  in  the  ECONOMIST  Silver- 
ware Window  Display  Contest  and  shows  what 
a  wonderful  display  can  be  made  in  a  big  win- 
dow with  very  little  expense.  The  two  pilas- 
ters and  cornice  effect  make  a  very  pleasing 
frame  for  the  drapery  background. 

The  window  looks  full,  yet  very  few  articles 
or  sets  are  displayed,  which  makes  them  look 
all  the  more  attractive.  People  who  saw  this 
display,  whether  they  needed  any  silverware 
or  not,  will  remember  it  a  long  time  and  recall 
it  months  later.  A  few  displays  like  this  one 
are  bound  to  increase  the  sales  in  the  depart- 
ment. 

The  second  picture  shows  the  window  that 
was  awarded  the  second  prize  in  the  Econo- 
mist Silverware  Window  Display  Contest. 
This  display  is  quite  different  from  the  first 
one.  The  background  is  a  permanent  one,  very 
rich  in  appearance  and  adapted  to  almost  any 
line  of  merchandise. 

Arrangement  Its  Strong  Point 

However,  the  strong  point  of  this  display 
is  the  general  arrangement  of  goods.  Very 
little  is  shown,  considering  that  the  window 
has  a  twenty-foot  frontage.  To  have  shown 
more  would  not  have  increased  its  effective- 
ness— it  would  have  a  tendency  to  detract.  It 
will  be  to  the  advantage  of  every  display  man- 
ager to  study  these  two  examples  closely  and 
while  some  do  not  care  to  copy  any  display,  it 


is  far  better  to  copy  one  which  is  good  than  to 
arrange  something  which  may  appear  original 
and  is  not  nearly  so  effective. 

The  display  illustrated  at  the  bottom  is  an 
exceptionally  well  arranged  trim.  The  mer- 
chandise is  high-class  and  of  a  type  which 
should  not  be  crowded.  This  was  placed  by 
P.  S.  Williams  for  Scruggs,  Vandervoort  & 
Barney,  St.  Louis. 


Give  the  Notions  Section 
a  Chance 


(Continued  from  page  201) 

Did  you  ever  see  a  dress  or  suit  with  no 
thread,  trimming,  tape,  binding  or  shields  in 
it?  You  never  did.  The  women  must  buy  all 
these  things  somewhere.  Why  not  in  your 
store?  They  will  if  you  lead  them  into  your 
department.  That  is  what  this  campaign  idea 
is  designed  to  do. 

Shut  your  eyes  and  try  to  picture  all  the 
sewing  machines  that  will  buzz  from  now  on 
until  the  middle  of  June  in  your  town. 
Wouldn't  you  like  to  supply  all  the  dress  goods 
and  the  findings  (notions)  for  those  machines? 
It  takes  a  little  imagination  and  a  lot  of  de- 
termination.  That's  all! 

The  notions  are  already  in  stock.  Go  after 
the  customers! 


Storyk  Bros.,  importers  of  Porto  Rican 
blouses,  have  moved  to  new  show  rooms  at  150 
Madison  Avenue.  This  firm  was  formerly 
located  at  16  West  Forty-sixth  Street. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


SHOES 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


LADIES  FULL  FASHIONED 


SI  Lie 
HOSIERY 


J.R.Beaton  Co.,Inc. 

329  Fourth  Ave.  NewYork 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.  1  GO— Ladies'  Silk  Lisle,  $3.75 
All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 

HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


SWEATERS 

BATHING         Slipons— Tuxedos— Silk  Sweaters 

SUITS—  36.00  doz.  and  up 

NOVELTIES      IMMEDIATE  DELIVERY 

Write  for  10  Best  Sellers  on  Approval 

HYGRADE  KNITTING  CO.,  inc. 

1  East  28th  Street      : :     New  York 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


The  Trade 
Mark 


The  original         r\VJF  Af^ 
and  only  man-  '  C/N, 

ufacturers  of    <^     I't^.TSl  wifh  a  ^ 

Raclne^Fee'rT^'  T«de  Mark  with  a  reputatioo reputation  ^ 

RACINE  FEET  KNITTING  CO 


BELOIT,  WISCONSIN 


ANGORA 
MOTOR 
SCARFS  and  SHAWLS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


SOCKS  FOR  WEAR 

From    Mill  "  Retailer 

Q^ie  Gr  SAMPLES  ^jPmCES 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


"Made  in  D.  S.  A. 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &Co. 

Selling  Agents 
345  Broadway     New  York 

"'So  Seams  to  Injure 
the  Feet." 


Ladies  COMFORT  Shoes 

Soft-Flexible  Leather 


LOW  S2.3'i  Pajr 

Other  Styles  on  Request 
Made  m  CD  E  ^.T.  -vidths 
Sold  in  3fa  Pdir  Lots  — - 
FOB  Factory 


THE  HELD  CORPORATION 

•*1  UNION  SQ.UARE     NEW  YORK 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26 West  23rd  St.,  New  York  City 

Chicaio  Rep.,  R.  GOSLING,  209  Medinah  Bldg. 


GOTHAM  SILK  HOSIERY  CO.,  inc. 

mnenulllEllMliSSSTWPmailTDE     Manufacturer*  of 

SILK 
HOSIERY 

516  Fifth  Avenue,  New  York 
Mills  at  New  York  &  Phila. 


TRADE  MARK  _ 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RIUQSIDE  KNITTING  niLLS 

RE.AD1N&  PA. 


'IT    BENDS    SO  EASY" 

No.  142— Glazed  Kid  Vamp,  Dull 
Kid    top,    7    inch   Flexible  Welt, 
Sofslui.    Tip.    IVz    inch  common 
sense  heel,   20  last. 
B-iVi  to  9;  C-4  to  9;  D. 

E-SVs  to  9  $5.75 

Add  30  cents  for  sizes  SVz  and  9. 


HOLTERS  COMPANY. 


MEN'S  WEAR 


(Double  Your  Work  Shirts  Sales) 


UNDERWEAR 


SILK  UNDERWEAR 


Men's 
Fine 
Shoes 


big  COMFORT  advantage 
Patented  "Can't-Slip" 
I  shoulder  strap — makes  Comfy- 
F  Cut  an  UNMATCHED  profit- 
maker.  Nationally  advertised. 
Ask  your  Jobber  for  samples. 

Boyce,  Wheeler  A  Boyoe 
339  Broadway         New  York 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Designed  by 

Bessie  Damsey 

201  East  16th  St.  New  York 


I 


W-SumnerSmith 


TS 

,  RIES 

^  ».,A.M  ;t;N.  UtiiU  ,^  ^,         MAjj.lt.JLOi'i,  0HIIO_^ 


250 


DRY  GOODS  ECONOMIST,  APRIL  9,  1921 


Specialized  Training  Big  Aid  to  Store 


leather  and  china. 

This  careful,  detailed  study  of  merchandise 
is  of  value  as  a  preparation  for  the  future 
work  in  merchandise  now  prominently  fea- 
tured by  most  store  educational  departments. 
Some  educational  directors  teach  merchandise 
themselves  in  departments,  others  assist  buy- 
ers to  prepare  outlines  for  merchandise  talks, 
and  still  others  prepare  merchandise  manuals 
to  be  used  for  reference  in  the  various  sec- 
tions. In  some  cases,  all  three  methods  are 
more  or  less  in  use. 

The  Teacher  Training  Side 

Training  for  teaching  has  always  received 
much  emphasis  in  the  school,  one  very  obvious 
reason  for  this  being  that  an  educational  direc- 
tor either  teaches  groups  of  workers  herself  or 
trains  others  to  do  so.  Many  people  think  that 
teaching  a  class  is  merely  a  matter  of  recount- 
ing facts  or  giving  directions,  whereas  to  the 
true  educator  it  is  an  opportunity  for  develop- 
ing the  minds,  broadening  the  intelligence  and 
enlarging  the  outlook  of  the  pupils.  The 
teacher  of  a  store  group  does  indeed  teach  the 
requirements  of  the  work  but,  in  so  doing,  di- 
rects the  class  discussions  in  such  a  way  that 
the  pupils  themselves  think  out  the  best  meth-" 
ods  of  doing  the  work  and  the  reasons  for  the 
method  chosen. 

The  teacher  as  a  leader,  not  a  lecturer,  and 


(Continued  from  page  45) 

the  school  as  a  conference,  not  a  class,  is  a 
stimulating  new  experience  to  the  pupils  who 
are  perhaps  tired  of  being  "told"  what  to  do. 

Another  reason  why  the  Prince  School 
gives  its  students  careful  training  in  teaching 
is  that  the  teaching  principle  is  of  importance 
in  the  development  of  any  new  project.  For 
years  to  come,  educational  directors  will  find  it 
necessary  to  explain  and  promote  their  work  to 
individuals  and  groups,  often  starting  with  the 
head  of  the  firm. 

Merchant  Sometimes  Stubborn  Pupil 

The  very  highest  form  of  teaching  is  some- 
times needed  to  convince  a  merchant  that 
training  his  workers  will  benefit  the  business 
and  until  he  is  convinced  it  is  not  much  use  to 
try  to  teach  anything  to  anyone  else  in  the  or- 
ganization. Through  courses  in  education  and 
practice  teaching  in  the  school  of  salesmanship, 
still  carried  on  in  co-operation  with  the  Boston 
stores,  the  training  in  teaching  is  given. 

In  order  to  work  successfully  with  the  man- 
agers of  a  store,  it  is  very  necessary  that  an 
educational  director  understand  the  problems 
which  the  managers  meet.  To  this  end,  the 
economics  of  distribution  is  a  required  subject 
in  the  Prince  School.  Industrial  relations, 
labor  problems  and  wage  systems  are  studied 
and  discussed,  and  laws  and  principles  by 


which  economic  situations  should  be  judged 
are  carefully  analyzed  for  their  bearing  on  re- 
tail trade. 

The  school  endeavors  to  teach  its  educa- 
tional directors  to  be  interpreters.  Knowing 
the  point  of  view  of  both  the  firm  and  the 
workers  and  sympathizing  with  both,  it  is  not 
too  much  to  say  that  the  educational  director 
should  be  able  to  bring  about  that  understand- 
ing between  the  two  which  will  sweep  away  an- 
tagonism and  distrust.  The  spirit  of  an  entire 
institution  may,  in  this  way,  be  changed  by  the 
presence  of  one  fair-minded,  influential  person 
who  knows  how  to  work  with  all  kinds  of  peo- 
ple. And  when  the  right  spirit  among  the  per- 
sonnel is  coupled  with  intelligent  performance 
of  their  tasks,  even  the  great  impersonal  pub- 
lic will  be  reached,  for  customers  will  get  serv- 
ice of  the  right  kind  and  the  ancient  three- 
cornered  conflict  will  be  at  an  end.  This  ideal 
is  set  before  the  students  and  every  effort  is 
made  to  provide  the  training  which  will  enable 
them  to  realize  it  in  some  degree. 

The  Prince  School  is  now  affiliated  with  the 
Harvard  Graduate  School  of  Education  and  the 
degree  of  Master  of  Education  is  granted  by 
Harvard  University  to  college  graduates  who 
complete  the  course  in  the  Prince  School  satis- 
factorily. The  school  also  has  the  benefit  of 
courses  of  instruction  given  by  eminent  Har- 
vard professors. 
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"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  Chicago 


Liberty-Belle 

HAIR  PINS 


Cabinets 


Tube 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


(Human  Hair) 
COSMOS  IRAmG  CQ 

229-253    FOURTH  AVE,  NY. 


BOOKS 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boston,  Mats. 


West  Electric 
Hair  Curlers 


SHAMPOO 

JWest  Electric  Hair  Curler  Co.* 

PHILAPELPHIA,  PA.,   U.S. A 


SANITARY  NAPKINS 

APRONS-KNICKERS. 
BELTS 


<5^^  GOODS 


FOR  INFANTS 
AND  WOMEN  ' 

^^■^•St&GirapdAve.PHILADELPHIA. 


MUSIC  PUBLISHERS 


200%  Profit 

That  should  appeal  to  yon 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
WH(e  /or  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


THIMBLES  ^ 

AiiSj  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  in 
your  district. 

The  ANSONIA    NOVELTY  Co. 

ANSONIA,     CONN.  U.S.A. 


V'EVERSHARP"25'^50^&75«^3 
^o^^SCISSORSfl  , 


THE 

THAT  IS  ALiWATS  SHARP. 
DEPENDABLE  SCISSOKS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

|THE  EVEI5SHARP  SUEAR  CD. 

BRIDGEPORT  CONNECTICUT 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 

RUrs.    of   Ladles   Hand  Bags 

All  Styles  and  Prices 
300-305      So.      Franklin  St. 
Chicago.  111. 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  V. 
Corner  29th  St. 

Narrow  Wovon  Fabrics 
Notions  and  Small  Wares 

Sole  Selling  Agent  '■s^T^** 

KIRBY,  BEARD  &  CO.  Birniingham,Eng. 
9  Hair  Pins,  Pins,    Needles,  Needle  Cases  n 


LABELS 


[WOVEN  ENGRAVED  EMBOSSED  &  PRINTEOJ 


<4 


FOR   ALL  WEARING  APPAREL 

y      LEON  FREEM^A.N 

J  404  S.WELLS  STREET  CHICAGO 


®m  SILL 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    NEW  YORK 


The 


and 


SANITARY  NAPKINS 

Conveniently  and  attractively  paclted;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
200  Broadway    New  York  City 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  President 

^  Q  ■  Foreign  &  Domestic  ^ 

—  NOTIONS 


Sole  Agents  for  the  Lightning  Needle  Co. 

27-33  West  23rd  Street  New  York  City 


eral  Line  of 


ocketbookr  Game 
ty  Dreyyin^  Carey 
Collar  Ba^  Manictirpy  Etc 
A.I-.     R.EED  COi 

■B-Z'S- FIFTH  AVE.  NEW  YORK. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITl 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 
S.  MENKINi  Inc. 

1 49  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 
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This  Week's  Wholesale  Cotton  Goods  Market 

These  prices  are  given  for  the  purpose  of  indicating  by  comparison  from  week  to  week  the  general 
trend  oT  the  market    They  are  not  the  prices  asked  for  "leaders,"  however,  and  should  not  he  con- 


fused  with  the  prices  made  for  any  special  offerings. 


Solid  Colors 

Red  %  


.10 
.10 
.10 
.11 

.11 
.11 
.141/2 
.141/2 
.141/2 
.11 
.11 
.11 
.14 


Longbranch 

Green  %   

Orange  %   

Queenstown  Red  %  ■ 

Green  %   

Orange  %   

Red  4/4   

Green  4/4   

Orange  4/4   

Loyalty  Red  %  

Green  %   

Orange  %   

Red  %   

Loyalty  Twill   

American  and  Superior  Prints 

Shirtings   :-\--AV, inv 

Grays  and  Shepherd  Checks  WVf 

Pink  Chambray   1^  /2 

Black  and  White  10% 

Indigo  and  White  10% 

Calcutta  and  White  10% 

Turkey  Red  and  White  10% 

Turkey  Red  and  Black  10% 

Claret  and  White  10% 
Solid  Black,  Indigo  and  Cadet  Blue.  10% 

Pilgrim  and  Fremont  Prints 

Shirtings     SV* 

Grays  and  Shepherd  Checks   9% 

Pink  Chambray    ^  A 

Indigo  and  White   »% 

Black  and  White   »2t 

Calcutta  and  White   »% 

Turkey  Red  and  White   «% 

Turkey  Red  and  Black  .  9% 

Solid  Black,  Indigo  and  Cadet  Blu»  9% 

Percales 

Durban  Light   12^/^ 

Durban  Dark   i-J 

Scout  Light   '■  Ig 

Scout  Dark   i| 

Bradford  Light   

Bradford  Dark   lo 

Kanton  Light   i» 

Kanton  Dark   i" /2 


 15 

 161/2 

Light  15 

 20 

'  ■  ■  I81/2 

 20 


Kenmore  Light 
Kenmore  Dark 
American  Cambric 
American  Cambric 
Norwood   Light    .  . 
Norwood  Dark   .  . . 
Manchester  Light 
Manchester  Dark 

Ginghams 

Belle  Haven  Staple  10% 

Gordon  Staple   1^/2 

Amoskeag   

Lancaster    j, 

Norwood   l?/2 

Greylocks   1° /2 

Volunteer   

Special   l^^fe 

Utility   1^ 

Red  Rose  of  Lancaster  10 

Bates   l°  /2 

A.  F.  C  ]l 

Red  Seal   " 

Defender   1|% 

Toile  du  Nord  1=^2 

No.  1600,  32  in  r  -lo 

36"  Unbleached  Cheesecloth 

Monarch  B    ^ 

Tacoma  W    

Saratoga  A    • 

Stag  BB    7 

36"  Bleached  Gauze 

Norwood  No.  30   f 

Norwood  No.  40..   5% 

50   6 

60   T 

■  White   51/2 

Colored   ^ 

White  Bunting   7% 


Norwood  No. 
Norwood  No. 
Sea  Bird,  24" 
Sea  Bird,  24" 
Oriental,  36" 


Oriental  36"  Colored  Bunting  

25"  Red,  White  and  Blue  

36"  Unbleached  Muslin 

Broncon  C   

Panama   

Plaza   

Value   


.10 


6 1/2 
71/2 


New   York   LL   8 

Hercules  LL    8 

Denison  XX    8% 

Savannah  Valley    9 

*Belmar    " 

*Farragut  LL    9 

Enterprise  CCC    9% 

Gibraltar  LL    9i/8 

Tried  and  True  10 

Virginia   C   •  10 

Lochart  LL   10 

Spartan  LL   10 

Glenmore  LL    y-*'" 

Pacolet   10% 

Hederson  A   10% 

*Monroe  LL   101/2 

*Defender  LL   lOVz 

Poland   10% 

Fine  36"  Unbleached  Sheetings 

Valley  Rose   12% 

Princess   ISVs 

Black  Rock   ,  12  V2 

Pepperell  R   13 

Century  B   12% 

Lockwood  B   13% 

Hadley   13 

*Woodstock  S   13% 

*Montclair  D   13% 

Pequot  A   17 

Cast  Iron   17% 

Bradford   17% 

Dwight  Anchor   18 

Eldorado   18 

Waihsutta   30 

Coarse  36"  Unbleached  Sheetings 

Orr   11% 

Pelzer   12 

Armenia   12 

Buckshead   14 

Indian  Head   14% 

40"  Unbleached  Sheetings 

Pickens  AA   12% 

Lockwood  A   141/3 

Pepperell  E   15 

*Montclair  A   14% 

Pequot  B   19 


Indian  Head  40"   16 

Indian  Head  48"   21 

36"  Unbleached  Drill 

Piedmont  3.00   12% 

Pacolet  2.85   14% 

Pepperell  2.85   ,  14% 

Special  Heavy   16 1/2 

Dwight  2.50   17% 

Pepperell  2.50   17% 

Norwood  Ducks 


6  oz., 

7  oz., 

8  oz.. 


Norwood 
Norwood 
Norwood 
Norwood,  10  oz., 
Norwood,  12  oz., 
Norwood,  10  o2., 
Norwood,  11  oz.. 


29" 
29" 
29" 
29" 
29" 
36" 
40" 


Boston  Ducks 


8  oz., 

9  oz., 
10  oz., 
12  oz.. 


30" 
30" 
30" 
30" 


.163/8 

.18% 
.20. 

.25 
.30 
.25% 
.2778 

.221/2 
.25% 
.28% 
.33% 


36"  Bleached  Muslins 

Gypsie  Queen    9% 

Loon  Lake   10 

Swan   10% 

XX   11% 

Centerville   11% 

Chapman  X   12 1/2 

Palma   12% 

Pride  of  the  Field   12% 

Forget-Me-Not   14 

Fearless   13% 

Hero   14 

Hope   14% 

Bonnie   15 

Flower  of  the  Mill   151/2 

Lassie   16 

Equinox   16 

Androscoggin   IBVe 

Hill   16% 

Lonsdale   16  Ve 

Langdon  76   171/2 

Fruit  4/4—10/20   17 

Fruit   171/:; 

Langdon  GB   19 


NOTIONS  &  FANCY  GOODS 


RISDON 

SAFETyPINS- 

"qhe  A  Point  Pin" 


HEAVV  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LONG  TAPERING  POINTS- NON-PULLING 
CAPS  O  GUABDS  SECURELY  ASSEMBLED 


RISDON  MFG.  CO.,  Naugatuck .  Conn. 


'SELECTE"  NOTIONS  ^ 

[iiBiiiiiiiM 

SMALL  wares  and  fancy  goods  at 
lowest  prevailing  market  prices. 
Sole  Agent  for  D.  F.  Tayler  &  Co. '3 

PiA'S   A'SD  HAIRPINS 
GOTHAM  LEATHER  GOODS  CO. 

Sma//  Wares.  Fancy  Goods  S  Buttons  • 
2  Fourth  Ave.  at  ISlh  SuNnfYoik  Boston  OffiatJOmmrySt^ 


Oreators  of  boxed 

CTlFT  NOVELTIES 


PRESTON  STUDIOS 

PEPUBLIC  a 


'/i(^^L/e.e^6!5??z_  distributors 

22s   riFTrt  AVE.  NEW  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKE.T         .  I. 


COTS  AND  CAMP  FURNITURE 


WE  MAKE 

COTa  and  CAMP  FURNITURE,  MOPS. 
Tents,  Awnings,  Covers,  Leeglns, 
Carpenters'  Aprons,  Tucker's  Best 
slickers  and  Raincoats.  Four  Fac- 
tories.   Write  for  prices.    Prompt  shipments. 

Tucker  Duck  &  Rubber  Co. 

 FT.  SMITH,  ARK. 


BABY  GOODS 


BABY  GOODS 


FLOOR  COVERINGS 


Jioas  aaibboncraft  Companp 

DESIGNERS  and  MAKERS 
of 

a&ibbon  i^obcUiES 
eViii  far  JSabp  anH  iHilaftp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


INFANTS'  GOODS 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles— 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Drawerss. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  neWb^ork 


BABY 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Bets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31»t  St.,  N.  Y. 


IM  OVE  I_T  I E  S 


Richard  G.  Krueger 

Manufacturer 
bhowroom 
and  studio: 
FourthAve.  newvork 
send  for  catalogue 


DOLLS   &  TOYS 


Roily  Rattle— it  Floats. 
Anorted  characters  at 

$4;  $6  &  $75» 


Water  Baby — in  assorted 

•^i«$2«to$15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

Sig.  Schwartz  Co.  A'/ 
110W.32ndSt.,N.Y. 

Send  for  catalog  10 


iriginal  SANITARY  Nursery 
Playthings  for  BABY 

Send  for  a 


$25  or  $50  Rite  Assortment 


It's  the  Rite  Line 

No.  119  West  42nd  St., New  York 

Rattledy  Rites  Opposite  Bush  Bldg. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
•r  .Drying  Forms 

I  ■ —  NON-RUSTING 

" '  PATENTED 

Write  for  Circular  No,  31 

J.B.TI1VIBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


YARNS 


Pennant 
Darning  Cotton 

30  yd.;  8-ply;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett  &  Orswell  Co. 
Pawtucket,  R.  I. 


FIBRE  LUSTRE 
SILK  YARN 

Now  In  Diamond 
Wound  Balls 


"Trade    Mark  Beg." 
CARVER-BEAVER   YARN  CO., 

366  Broadway.  New  York 


INC. 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


OIL  CLOTH 


CmiMBUS 

Table  OU  Cloth 


"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
^MARK         Colambas-Union  Oil  Clotfi  Co. 
REG.  Columbvis,  Ohio 


PILLOWS 


j^^PILlOWS 

assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


APRONS 
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Dwight  Anchor   22 

Wamsutta   32% 

36"  Bleached  Cambric 

B.  I.  X  IOV2 

EE   11  Va 

Cavalier   l"i 

HCE   121/2 

Pride  of  the  Field   12% 

Bonnie   15 

Memory   IS 

Imperial  No.  50   151/2 

Imperial  No.  80   .  .  .ISVa 

Lonsdale   19 

Berkeley  Coronet   16M. 

Berlveley  No.  60   181/2 

Berl;eley  100   24 

Berkeley  Extra   27 

Berkeley  150   29 

Berkeley  180   SO 

Berkeley  300   33 

36"  Bleached  Nainsook 

EE   ■  iiy2 

Columbus   111/2 

HN   121/2 

Pride  of  the  Field   12% 

Cameo  1000   16% 

Cameo  2000   171/2 

Berkeley  60   •  'i-SVz 

Lonsdale   19 

36"  Flat  Fold  Long-Cloth 

Burleigh   30 

36"  Jeans  and  Twills 

Lonsdale   221/2 

Hill,  flat-fold   221/2 

Marine  Middy,  book-fold  23 

Pepperell  N.  G.,  flat-fold  23 

Duretta  Cloth,  book-fold  23 

Laconia  G.  N  '  28 

Wamsutta   29 

27"  Bleached  Drills 

No.  3500   16 

No.  3250   IV 

No.  3000   18 

No.    2850   181/2 

Pepperell   19 

No.  2500   24 

36"  Sign  Cloth 

Ad  Poster,  60  yd.  rolls   121/2 

Shrunk 

Indian  Head,  27"   I51/2 

Indian  Head,  33"   17 

Indian  Head,  36"   19 

Indian  Head.  44"   2iV2 

Indian  Head,  54"  SOVa 

Belfast  Linen,  27"   16 

Belfast  Linen,  33"   17  Ve 

Belfast  Linen,  36"   19  . 


Belfast  Linen,  44"   25 

Belfast  Linen,  54"   31 

Tickings 

Sfwift  River  ticks   12y<, 

Pillomat  B  ticks   13 

Thorndike  lettered  ticks   15 

Pillomat  D  ticks   15 

Pillomat  G  ticks  18 

Cordis  C  ticks   18 

Cordis  B  ticks   19 

Cordis  8  oz.  ticks   22 

Bowling-  Brook  ACA   22 

Pearl  River   22 

Amoskeag  ACA   221/2 

Amoskeag  XX   25 

Amoskeag  ACA,  36"   271/2 

Ashland  %   27i/j 

La  Rose  Vs   29 

Our  Beauty  A  %   31 

Sterling-   321/2 

Pillomat  P   33 

Pillomat  S   85 

Lenox  XX  %   39 

Bohemian  1000  Unbleached  23 

Bohemian  2000  Unbleached  28 

Thorndike  300  B.  F.  Ticks  221/2 

Thorndike  8  oz.  B.  P.  Ticks  30 

Yankee  B.  F.  Ticks   30 

Our  Beauty  No.  4  B.  F.  Ticks  291/2 

Our  Beauty  No.  3  B.  F.  Ticks  31 1/2 

Our  Beauty  No.  2  B.  F.  Ticks  341/2 

Our  Beauty  No.  1  B.  F.  Ticks  37 

Our    Beauty    3"    linen    finish  slip 

covers   37% 

Florence  B.  F.  Tick   37 

Majestic  B.  F.  Tick   40 

American  B.  F.  Tick   ....40 

Wide  Sheetings  ' 

Salisbury,  Bleached,  8/4  35 

Salisbury,  Bleached,  10/4  44 

Lockwood  and  Mohawk  Wide 
Sheetings 

Bleached  Bro-wn 

42  in                                     24  23 

45  in                                     26  24 

50  in                                     30  26 

6/4                                          34  SO 

7/4                                          38  34 

S/4                                          42  28 

9/4                                            46  42 

10/4                                        50  48 

11/4   -. ..    55  50 

Norwood  and  Pepperell  Wide 
Sheetings 

Bleached  Bro-wn 

42  in                                      21%  20% 

45  in                                     23%  21% 

50  in                                     25%  23% 

6/4                                          29  25% 

7/4                                          33  29 


8/4    36  33 

9/4    41  36 

10/4    45  41 

11/4    50  45 

12/4    —  50 

Dwight  Anchor  and  Utica  Wide 
Sheetings 

Bleached  Brown 

42  in   28  — 

45  in   30  28 

50  in   34  30 

6/4    38  34 

7/4    43  38 

8/4    48  43 

9/4    53  48 

10/4    58  53 

11/4    66  58 

12/4    —  66 

Cheviots 

Everitt  S.  C.  28  in  14% 

*Palma  28  in.  F.  F  14 

*Norwood  28  in.  B.  F  14 

*Rutledge  28  in.  F.  F  15 

*Victoria  28  in.  F.  F  15% 

Tropical  Parella  26  in.  F.  F  21 

Plaids  and  Checks 

♦Paramount  25  in.  Plaids   9% 

♦Riverside  27  in.  Plaids  11% 

Otis  30  in.  Checks  17% 

Otis  No.  4  30  in.  Plaids  25 

Hickory  Stripes  and  Cottonade 

Thorndike  Hickory  Stripe  17 

Pacific  Hickory  Stripe  ...18 

Thorndike  8  oz.  Cottonade  22% 

Denim 

No.  61  Blue  Denim  14 

No.  121  Blue  Denim   16% 

No.  31  Blue  Denim  17% 

No.  26  Blue  Denim  ...»  20 

KB  Brown  Denim   20 

Brown  and  Drab  Ducks 

Boston  W  S  19 

Boston  O  P  20 

Boston  S  O   21 

Boston  O  H   22 

Boston  X   23 

Boston  XX   25 

Boston  XXX   •  27% 

Boston  9  oz  30 

Boston  10  oz  32% 

Stevens'  Crashes 

Bleached  Brown 

D                                            21  20 

E                                            21  20 

A                                            25  24 

P                                            27  26 

N                                           29  28 


M   

N.  N.  .. 

F   

XX  ...  . 
S.  R.  T. 
R.  M.  .  . 
No.  1  .. 
No.  2  .  . 
No.  3  .. 
No.  4  .. 


0  L 

30 

99 

31 

32 

37 

36 

35 

34 

29 

28 

25 

27 

31 

33 

Diaper  Cloth 

10- Yard  Pieces 

in  $1.15  per  piece 

in   1.25  per  piece 

in   1.35  per  piecf- 

in   1.45  per  piece- 

in   1,60  per  piece 

in   1.75  per  piece 

Hemmed  Satin  Spreads 

Standard  Eastern  Make 

308,  80x90   S2  50 

316,  80x90    3.00 

320,  80x90    3  2.-, 

328,  80x90    4.00 

332,  80x90    3.50 

336,  80x90    3.75 

Feather  Bed  Pillows 

Per  Dozen 

$9.00  Blue  stripe  ticking 
10.50  Blue  stripe  ticking- 
10.50  Fancy  stripe  ticking 
12.50  Fancy  stripe  ticking 
12.50  Blue  stripe  ticking 
16.50  Blue  stripe  ticking 
19.50  Blue    stripe  ticking 

 Fancy  stripe  ticking 

22.50  Fancy  stripe  ticking 
30.00  Fancy  stripe  ticking 
36.00  Fancy  stripe  ticking 
45.00  Fancy  stripe  ticking 

Cotton  Batts  in  Bales 

Special,  50  batts  to  bale..  $7.50  per  bale 
Tip-top,  50  batts  to  bale..  8.50  per  bale 
Tip-top,  67  batts  to  bale..  8.50  per  bale 
Tip-top,  100  batts  to  bale.  8.50  per  bale 
Prince,  50  batts  to  bale...  13.00  per  bale 
Prince,  67  batts  to  bale...  13.00  per  bale 
Prince,  100  batts  to  bale..  13.00  per  bale 
Kombat,  17  batts  to  bale..  13.50  per  bale 

Celtic,  50  batts  to  bale         ll!50  per  bale 

Celtic,  100  batts  to  bale...  11.50  per  bale 
Baltic,  50  batts  to  bale...  12.50  per  bale 
Baltic,  100  batts  to  bale...  12.50  per  bale 
White   Star,    50    batts  to 

bale    13.50  per  bale 

White  Star,  100  batts  to 

bale    13.50  per  bale 

Purity,  17  to  case   13.50  per  case 

Bales  packed  50  lbs.  gross. 


No. 
No. 
No. 
No. 
No. 
No. 


BB.  . 
OND 
400.  . 
700.  . 
Liberty  20x28 
Special  22x28 
1200. . . 
1300. . . 
1700. . . 
2200.  .. 
2700. . . 
250-0.  . . 


17x25 
18x26 
18x26 
20x28 


22x28 
22x28 
22x28 
22x28 
22x28 
22x28 


STORE  EQUIPMENT 


HANGERS 


BEHLES-BIUTHENTHAL  CO. 

STORE  FIXTURES  I 


TENNESSEE. 


EVERYTHING  IN  FIXTURES  fr 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO. 

Jackscn  &  Franklin  Sts.,  Chicago 


BALDWIN  ^^^^ 

FLYER 

pa'^kage'*  Carriers 

give  most  serTice  for  the  least 
moni.'y.  For  neatness,  speed,  easy 
operatiou    absolutely  unegualled. 

Jas.  L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicaijo 

OUB  KEGULAH 

Cloth 
Covered  Stock 
Boxes 

MADE  WITH  WOOD    FRAME.     fJIVE  YEARS 

OP  SEKVICE 
Guarantoetl  dust  proof.     Lot  11s  pstlmato  on 
your   noodH.     Catalogs   on  request. 
CLASSTONE  &  ALLEN 
45  N.  Division  St.  Buffalo,  N.  Y. 


roR  ^  , 

The  Department  Store 

ALL  STVLCS.  COLOBS  «ND  GRADES. 
ASK  TO  set  THE  "MCCASKEV  TRIP.' 
WRITE  roB  SAMPLES  AND  PRICES 

The  McCaskey  Register  Co, 

«i  I  lANCE.  OHIO 


STORE  EQUIPMENT 


CURTAINS 


DISPLAY  FIXTURES 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  MelUcke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
Insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


3  in  1  Air  Brushes 


Made  in  all  siz&s.     Better  in  every  way  for 
show  card  and  window  background  use. 
TFrife  /or  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl,,  Chicago 


Putnam's  Improved   Cloth  Chart 


Write 

THE  A.  E.  PUTNAM  COMPANY,   Washington,  la. 


furniture 
equipment 

'  MANUFACTURERS  FOR  OVER  50YRS. 


EISCHMANNCO. 

229  to  239  West  36th  Street,  N.  Y. 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc.,  in  your 
advertisinj;  means  sure  results^bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE  ECONOMY  SERVICE 
231  W.  39th  .Street  New  York  City 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39th  St..N.  Y. 

Wholesalers   &  Importers  Only 


€cl|o  25 ridge  Curtatnjf 

Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  aronnd  the  corner  on 
Thirty-flrst  Street. 


UPHOLSTERY  MATERIALS 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


PAPER  SHREDDERS 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send   for  leaflet. 

Blomfeldt  &  Rapp  Company 

108  N.  Jefferson  Street 
CHICAGO,  ILL. 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain — Portiere — Blanket 
"Linoleum — Drapery 

John  H.  Best  &  Sons 

GALVA  Illinois 


Mfrs.  Complete  Store  Display 
Equipment..  Our  products  Include 
Papier  Mache  Display  Forms,  Wax 
Figures,  Period  Wood  Fixtures, 
Fine  Ornament  Wood  Fixtures, 
Metal  Display  Equipment  in  all  its 
Detail. 

THE  BARLOW-KIMNET  CO. 

I    724  Broadway,  New  York 
Write  lor  Our  New  Folder 


WAX  FIGURES 


The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 

French 
Wax  Figure  Company 

31   Water  St..    Milwaukee,   Wis.;  715  Medinah 
HIdg..  Cliicago.  111. 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willhelpyou  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547  W.  4th  St..  Cincinnati,  Ohio,  V.  S.  A. 


Stop  Hiding  Your  Merchandise.  Display  It, 

Olve  your  merchandise  a  chance  to  sell  itself,  thru 
atlracUve  displays.    Malte  it  ea.-iy  for  customers  to 

  Ituy— easy   for   you   to  sell. 

V'  '^'ck~'~'  '"^'V^  ^""^  ^'"■^  Display  Racks  will 
'  'iU?   Blf«    J"""    this    service,  and 

'fr^    -^-EzJiii,  more.     Write  for  circulars. 
tl'^^-l'iS-=^^^^^»  --^sa  SYLVAN 
flv^^-j-     r^^S^m^KB  SPECIALTY 
'  ■  -l^SM^HMWII  SHOP 

552  W.  Lake  Str, 
Chicazo.  Illinois 
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Creator  of 

Fan-Ta-Si\.     „  , 
Tal-Ly-Ho  \  Sportswear 

Pierrette  for  Sheerwear 
Moon-Glo  for  Everywear 


ncPM  glo  satin 

An  Important  Message  to  Retailers 

Remember  the  shortage  of  Moon-GIo  Satin  £uid 
Moon-Glo  Novelty  Crepe  last  Fall— 

If  you  want  these  fabrics  for  Fall/ 1921,  we  must 
have  your  orders — NOW. 

422  Fourth  Ave..  NEW  YORK 
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"Old  Bleach"  In  America 

—here,  the  innate  appreciation  of 
TRUE  QUALITY  and  ARTIS- 
TIC VALUE  is  the  reason  for 
the  quick  consumer  acceptance 
of  "OLD  BLEACH"  Pure  Irish 
Linens  and  Linen  Damasks. 
DEMAND  is  the  basis  of  all  buy- 
ing. Your  customers  will  en- 
dorse your  selection  of  "OLD 
BLEACH"  as  your  department 
leader  by  their  readiness  to  come 
back  for  more  and  more  of  this 
fine  merchandise. 


'OLD  BLEACH"  LINEN  CO.,  Ltd. 

Kee.  Trade  Mark 

-:-  New  York 


Keg.  Trade  Mark 

23  -  25  East  26th  Street 


Canadian  Representative:  W.  H.  STELEY 
22  West  Wellington  Street,  Toronto,  Ont. 


■Dry  goods  economist 
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THE  BUYERS'  WEEKLY  STAFF  MEETING 
New  York,  Saturday,  April  16,  1921 


No.  4006 


Ernest  C.  Hastings, 


R.  B.  Bunting — Ploorcoverings,  draperies  and 

other  home  goods ;  linens 
W.  D.  Darby — Sillcs,  woolens,  worsteds,  cottons 
Gus  Henning — Store  service  and  equipment 
C.    K.    McDermut,    Jr. — E^it    underwear  and 

hosiery 

Miss  Jack  Seelet — Laces,  embroideries,  ribbons, 
trimmings 

London  Office,  11  Haymarket,  S.W.I — John  C. 

CURTISS 


S.  H.  DiTCHETT,  Editor-in-Chief 
Managing  Editor  John 
department  editors 

J.  E.  Bolland — Women's  and  misses'  apparel 
Miss  Mat  Hallett — Fashions  as  they  influence 
merchandise 

Gut  Hubbart — Retail  advertising,  and  "how  to 
sell  it"  articles 

Leopold  Minster — Store  and  office  manage- 
ment ;  accounting  and  system 

Mrs.  Bernicb  Todd — Corsets,  brassiferes ;  fancy 
goods ;  toys 

Washington  Office,  816  Fifteenth  St.,  N.W. — 
William  L.  Dalbt 


Darby,  News  Editor 


J.  L.  Cargill — Shoes  ;  men's  wear ;  boys'  wear 
Mrs.     Beatrice    Hastings — Gloves      veilings  ; 

women's  neckwear 
Miss  Helen  Lehman — Children's  and  infants' 

goods,    knit    outerwear ;    store  educational 

work 

W.  L.  Pollard — Special  Articles 

G.  A.  VanMeter— Women's  apparel 

Paris  Office,  2  Rue  des  Italiens — Miss  Laura 
Hubbard 
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am-hsol 


THE  F* 


to 


Sewing 
Eliminated 


r7.  s. 

Patents, 
Serial  Nos. 
268587 

and 
383432 


^ani'i'SOl,  the  ready-to-wear  ribbon  with  the 
woven  tubular  borders,  eliminates  sewing. 
An  attractive  camisole  can  be  made  quickly  by 
the  use  of  jfCani'hsol  Ribbon.  Just  cut  off  the 
required  length— (one  and  one  quarter  yards)— 
run  drawstring  and  elastic  through  woven  tubu- 
lar, borders,  attach  shoulder  straps  and  camisole 
is  ready-to-wear. 

Every  woman  is  a  potential  customer  for  this 
time-saving  ribbon— it  also  sells  the  accessory 
ribbon  for  shoulder  straps  and  draw  ribbon. 
Kamd'SOl  is  made  in  a  wide  variety  of  styles— 
in  9  and  iqi^  inch  widths— solid  colors  in  white, 
pink,  blue,  navy,  brown,  taupe,  black  and  pink 
with  blue  border;  also  in  Jacquard  weave  and 
warp  print  designs. 
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To-day  the  essential  preliminary  to  the  re-establishment 
of  a  stable  basis  of  business  is  the  liquidation  of  all 

high  cost  merchandise 


President's  Views  Raise  Some  Questions 


THE  feature  of  President  Harding's  initial  address  to  Con- 
gress which  will  strike  by  far  the  most  responsive  chord 
among  the  business  men  of  the  country  is  that  in  which  he 
emphasizes  the  need  for  reform  of  our  tax  system.  All  will  agree 
with  his  view  that  a  prompt  and  thoroughgoing  revision  of  the  in- 
ternal tax  laws,  made  with  due  re- 
gard to  the  protection  of  the  reve- 
nues, is  a  requisite  to  the  revival 
of  business  activity  in  this  coun- 
try. And  it  is  gratifying  to  have 
the  President's  ringing  and  un- 
qualified declaration  that  he  and 
his  advisers  are  committed  to  the 
repeal  of  the  excess  profits  tax. 

Not  quite  so  clear  is  his  state- 
ment to  the  effect  that  the  coun- 
try does  not  expect  and  will  not 
approve  a  shifting  of  burdens,  but 
is  more  interested  in  wiping  out 
the  necessity  for  imposing  them 
and  eliminating  confusion  and 
cost  in  their  collection.  It  is  dif- 
ficult to  see  how  under  present 
conditions  taxation  burdens  can 
be  wiped  out  or  even  reduced  in 
any  marked  degree,  in  view  of  the 
fact  that  of  our  present  expendi- 
tures 68  per  cent  are  for  outlays 

resulting  from  past  wars  and  20  per  cent  for  the  maintenance  of 
the  army  and  navy. 

This  same  fact  has  its  bearing  on  what  the  President  has  to  say 
in  connection  with  the  desirability  of  the  enactment  of  legislation 
providing  for  a  national  budget  system.  Desirable  as  is  such  legis- 
lation, it  is  well  not  to  expect  from  it  undue  or  impossible  results 
in  the  direction  of  national  economy.  Rather,  in  the  opinion  of  the 
Dry  Goods  Economist  and,  we  believe,  in  that  of  the  trade  it  repre- 
sents, must  some  way  be  found  of  shifting  the  burden  of  taxation 
to  some  extent  as  well  as  of  lessening  cost  in  collection.  And  that, 
it  seems  to  us,  is  the  great  and  immediate  problem  with  which  the 
Federal  Government  is  called  upon  to  deal. 

The  attitude  of  President  Harding  on  the  tariff  as  expressed  in 
his  address  is  what  might  have  been  expected  from  one  of  his 
training  and  traditions.  "I  believe  in  the  protection  of  American 
industries,"  he  states,  with  perhaps  somewhat  needless  clarity. 
What  is  interesting  about  this  portion  of  his  address  chiefly  is  his 


Highspots  of  Harding's 
Address  to  Congress 

We  are  committed  to  the  repeal  of  the  excess-profits 
tax  and  the  abolition  of  inequities  and  unjustifiable  ex- 
asperations in  the  present  system. 

It  is  agreed  that  we  cannot  sell  unless  we  buy,  but 
ability  to  sell  is  based  on  home  development  and  the 
fostering  of  home  markets. 

High  cost  of  living  is  insepairably  linked  with  high 
cost  of  government.  There  can  be  no  complete  cor- 
rection of  the  high  living  cost  until  government's  cost  is 
notably  reduced. 

Government  approval  of  fortunate,  untrammeled 
business  does  not  mean  toleration  of  restraint  of  trade  or 
of  maintaine  d  prices  by  unnatural  methods. 

No  improvement  will  be  permanent  until  the  railroads 
are  operated  efficiently  at  a  cost  within  that  which  the 
traffic  will  bear. 


suggestion  as  to  the  emergency  character  of  the  tariff  legislation  he 
has  in  mind.  He  emphasizes  the  influx  of  foreign  farm  products, 
and  we  are  aware  that  the  Department  of  Agriculture  is  impressed 
with  the  increase  of  late  imports  of  this  character,  so  that  there  is 
good  ground  for  the  belief  that  in  this  direction  a  real  emergency 

does  exist.  It  is  apparent,  how- 
ever, that  while  seeking  to  pEO- 
tect  our  own  producers  and  manu- 
facturers, President  Harding  is 
awake  to  the  need  of  maintaining 
and  further  developing  our  export 
trade.  Just  how  the  two  conflict- 
ing propositions  are  to  be  recon- 
ciled is  something  that  Con- 
gress and  "the  best  minds"  will 
have  to  work  out.  So  far,  it  ap- 
pears to  be  a  problem  to  which 
no  valid  solution  has  been  pro- 
posed. 

That  the  President  is  deeply 
concerned  with  the  need  for  econ- 
omy in  Government  is  made  clear 
by  his  recurrence  at  more  than 
one  point  to  this  topic.  This  is  a 
highly  encouraging  feature  of  the 
address,  since  it  points  to  con- 
sistent effort  in  the  direction  of 
governmental  economies  on  the 
part  of  the  nation's  Chief  Executive. 

A' word  of  warning  is  addressed  by  the  President  to  those  busi- 
ness men  or  organizations  that  are  inclined  to  take  unfair  advan- 
tage or  employ  methods  that  savor  of  neglect  of  statutory  pro- 
visions. He  refers  in  particular  to  the  view  of  the  Federal  Trade 
Commission  that  the  failure  to  adjust  consumers'  cost  to  basic  pro- 
duction costs  is  due  to  the  exchange  of  information  by  so-called 
"open-price  associations." 

The  President  seems  also  to  be  impressed  with  some  bugaboo  of 
an  idea  that  price  adjustment  is  still  being  held  up  by  maleflcent 
influences,  since  he  suggests  that  "without  the  spirit  of  hospitality 
or  haste  in  accusation  of  proflteering  some  suitable  inquiry  by  Con- 
gress might  speed  the  price  readjustment  to  normal  relationship, 
with  helpfulness  to  both  producer  and  consumer."  Well  may  the 
business  world  ask,  with  tears,  "Hasn't  the  country  had  enough  of 
efforts  by  the  Government  to  regulate  the  price  of  commodities?" 
And  where  and  how  does  Mr.  Harding  expect  to  find  what  he 
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terms  "a  measuring  rod  of  fair  prices,"  such  as  he  declares,  will 
"satisfy  the  country  and  give  us  a  business  revival  to  end  all  de- 
pression and  unemployment?"  Surely  this  can  be  but  an  iridescent 
dream— a  dream  such  as  we  had  hoped  had  been  dreamed  out  and 
would  not  be  dreamed  again. 

With  the  President's  attitude  in  regard  to  the  railways  business 
men  will  be  more  closely  in  accord.  It  is  well,  as  he  indicates, 
that  it  should  be  understood  that  Congress  has  no  sanction  for  Gov- 
ernment owTiership,  and  that  Congress  does  not  levy  taxes  upon  the 
people  to  cover  deficits  in  a  service  which  should  be  self-sustaining. 
That  position  is  sound,  and  it  is  clearly  and  unmistakably  enunci- 
ated. Equally  sound  is  the  conclusion  that  commerce  is  halted  by 
mounting  freight-carrying  charges  and  that  cost  of  railway  opera- 
tion must  be  reduced. 

One  more  feature  of  the  address  which  is  of  direct  interest  to 
business  men,  from  the  business  standpoint,  is  that  which  has  to  do 
with  the  method  of  bringing  to  a  technical  as  well  as  actual  close 
this  country's  state  of  war  with  Germany.    The  President  expresses 


his  willingness  to  approve  a  declaratory  resolution  by  Congress  to 
the  effect  that  peace  has  technically  replaced  war,  but  that  such 
declaration  must  be  accompanied  by  the  qualifications  essential  to 
protect  our  rights.  Yet  the  President  distinctly  deprecates  any 
construction  of  such  a  resolution  as  adding  "difficulty  in  effecting, 
with  just  reparations,  the  restoration  for  which  all  Europe  yearns 
and  upon  which  the  world's  recovery  must  be  founded." 

President  Harding  also  recognizes  "our  obligations  in  effecting 
Europe's  tranquillity."  These,  indeed,  he  regards  as  "not  less  im- 
pelling than  our  part  in  the  war  itself."  He  is  careful,  however,  to 
draw  the  line  between  helpfulness  and  entanglement  and  between 
participation  in  economic  adjustments  and  sponsorship  for  treaty 
commitments. 

As  a  whole,  the  address  breathes  that  spirit  of  breadth  of  view, 
desire  for  further  information  and  willingness  to  co-operate  which 
appears  to  be  such  marked  characteristics  of  the  present  incumbent 
of  the  nation's  chief  governmental  office. 

S.  H.  DiTCHETT. 


Smoot  Bill  Will  Solve  Tax  Problem 


THE  retail  dry  goods  trade  of  the  country  will  cordially  endorse 
Senator  Smoot  in  his  arguments  in  behalf  of  the  enactment 
of  a  general  sales  tax  in  place  of  the  present  excess  profits 
tax  and  the  existing  taxes  on  sales,  including  the  luxury  taxes,  but 
with  the  exception  of  the  taxes  on  beverages  and  on  tobacco.  We 
assert  that  the  trade  will  endorse  the  Senator  and  will  give  support 
to  his  bill  for  such  a  reform  because  we  have  good  reason  to  believe 
that  the  great  majority  of  retailers  in  the  dry  goods  and  department 
store  field  are  strongly  in  favor  of  replacing  the  taxes  above  named 
with  a  tax  on  sales.  Quite  recently  the  writer  discussed  this  sub- 
ject with  store  owners  in  many  centers  from  New  York  to  Chicago 
and  from  St.  Louis  back  to  the  metropolis  and  found  not  one  who 
was  in  any  degree  against  a  sales  tax.  Moreover,  as  our  readers 
well  know,  the  taxation  committee  of  the  National  Retail  Dry  Goods 
Association  has  formulated  a  taxation  reform  plan  in  which  a  sales 
tax  plays  a  prominent  part  and  last  week  this  plan  received  formal 
endorsement  from  the  Retail  Dry  Goods  Association  of  Pennsyl- 
vania. 

It  is  admitted  everywhere  that  the  excess  profits  taxes  stifie 
enterprise,  that  they  created  great  extravagance  during  the  recent 
flush  times  and  that  the  revenue  so  raised  is  rapidly  dwindling. 
The  sales  tax  is  the  only  practical,  concrete  plan  proposed  as  a  sub- 
stitute for  the  excess  profits  taxes.  Moreover,  as  Senator  Smoot 
points  out,  and  as  has  been  urged  by  others,  even  though  there  be 
pyramiding  of  the  amounts  levied  under  a  sales  tax  law  the  con- 
sequent increase  of  prices  to  the  consumer  would  be  but  a  fraction 
of  the  amount  (23  per  cent)  which  a  Department  of  Justice  investi- 
gation showed  was  added  to  the  prices  of  certain  commodities  as  a 
direct  result  of  the  unwise  and  complex  provisions  of  the  excess 
profits  tax  law. 

We  note  with  gratification,  therefore,  that  Senator  Smoot's 
measure  provides  for  a  general  tax  on  the  gross  sales  of  goods, 
wares  and  merchandise  of  all  kinds;  that  is  to  say,  on  raw  materials 
as  well  as  on  manufactured  products.  This  is  the  form  of  tax 
favored  by  the  Dry  Goods  Economist,  as  recently  stated  in  these 
columns,  rather  than  a  tax  only  on  sales  made  by  retailers.  Many 
of  our  citizens  fail  to  realize  that  practically  all  forms  of  taxation 
are  passed  on  and  paid  by  the  consumer;  hence,  were  the  tax  levied 
only  on  sales  at  retail  it  is  safe  to  assume  that  from  the  man  in 
the  street  and  from  many  a  small  retailer  a  howl  would  go  up  as  to 
the  injustice  of  the  tax  if  levied  on  retail  sales  alone.  Furthermore, 
the  amount  of  tax  percentage  can  be  made  lower  if  the  tax  is  levied 
all  along  the  line  than  would  be  the  case  if  it  were  collected  only 
on  the  final  sale  to  the  consumer. 

With  the  arguments  in  favor  of  a  sales  tax  as  presented  by  Sena- 
tor Smoot  Economist  readers  have  long  been  rendered  familiar. 
The  Senator  points  to  the  equality  in  the  effect  of  the  tax  upon  the 
producer,  the  manufacturer,  the  merchandiser  and  the  consumer. 
He  refers  to  the  removal  of  the  need  for  employing  costly  tax  ex- 


perts as  well  as  to  the  relief  from  the  burdening  of  the  tax  ad- 
ministrative machinery  and  the  long  delays  in  auditing.  He  avers 
that  the  sales  tax  is  not  inquisitorial  and  does  not  raise  difficult 
questions  about  losses,  depreciation  and  the  like. 

Furthermore,  "under  a  sales  tax  the  taxpayer  pays  as  he  goes 
along  and  does  not  feel  the  burden,  while  under  the  existing  revenue 
law  hundreds  of  thousands  of  taxpayers  are  to-day,  when  reduced 
incomes  are  the  rule,  greatly  harassed  by  the  payment  of  taxes 
which  accrued  a  year  ago,  when  incomes  and  profits  were  greater 
than  they  are  to-day." 

Again,  under  a  sales  tax  law  "the  taxpayer  can  tell  to  a  cent 
with  absolute  certainty  and  with  a  minimum  of  effort  at  the  close 
of  business  each  day  exactly  as  to  where  he  stands  as  to  profits  and 
tax  liability,"  an  entirely  different  situation  from  that  in  which  he 
Inds  himself  under  the  present  excess  profits  law. 

The  Senator's  measure  will  doubtless  meet  with  considerable 
opposition.  Among  certain  members  in  the  House  also  efforts  to 
enact  a  sales  tax  law  will  arouse  no  little  hostility.  It  is  therefore 
highly  advisable  that  all  who  favor  a  reform  of  the  present  system 
—so  wasteful  of  Government  funds  and  energies,  so  discouraging  to 
enterprise,  so  perplexing  to  the  taxpayer  and  so  burdensome  to  the 
consumer— write  at  once  to  their  Senators  and  Representatives  and 
urge  them  to  use  their  influence  as  well  as  their  votes  in  behalf  of 
the  speedy  enactment  of  a  law  along  the  lines  of  the  measure  spon- 
sored by  Senator  Smoot. 


FOR  some  time  past  it  has  been  the  fashion  to  cuss  the  Post- 
oflSce  Department  whenever  anything  has  gone  wrong  with 
the  mail.  If  a  check  is  late,  darn  the  postman.  If  a  package 
is  lost,  hang  the  Postmaster-General.  If  a  special  delivery  letter 
gets  stuck  somewhere  for  a  week,  off  with  the  head  of  the  whole 
works.  It  does  no  particular  harm,  no  good  at  all,  and  relieves  one's 
feelings.   But  is  it  altogether  fair? 

The  mail  service  has  a  vast  problem  to  cope  with.  It  needs 
all  the  help  it  can  get  in  building  up  its  efficiency  to  a  point 
where  everyone  will  be  satisfied.  One  way  everyone  can  help  is  to 
deposit  mail  when  ready. 

Apparently  the  general  custom  is  to  wait  until  a  quantity  of 
matter  accumulates  and  gets  in  the  way  and  then  to  shoot  it  out  in 
one  lot.  Especially  is  there  a  tremendous  amount  deposited  at  the 
end  of  the  business  day.  This  results  in  alternate  periods  of  hurry 
and  comparative  quiet.  In  the  rush  hours  mail  matter  is  lost,  mis- 
addressed or  damaged  and  all  the  blame  is  placed  on  the  service 
when  justly  a  part  belongs  to  the  sender. 

Postmaster-General  Hays  has  made  a  splendid  suggestion  in  ad- 
vocating the  sending  of  mail  when  ready.  Merchants  can  do  much 
to  help  the  department  by  lining  up  behind  him  and  adopting  for 
their  mailing  departments  the  slogan,  "Deposit  Mail  When  Ready." 
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Congress  Gets  Anti-Dumping  Bill; 
Is  Rider  To  Fordney  Measure 

Rep.  Young  Sponsors  Move  Which  Is  Incorporated  with  Emergency 
Tariff  Bill— Quick  Passage  Presaged— King  Would  Amend  Sherman 
Law  to  Include  Labor  Bodies— Rep.  Kelly  Fathers  Bill  for  Protection 

of  Small  Manufacturers 


REPRESENTATIVE  Young  of  North 
Dakota,  has  introduced  in  the  House  an 
anti-dumping  bill  which  was  made  a 
part  of  the  Emergency  Tariff  measure,  and 
which  consequently,  will  be  pressed  for  quick 
passage. 

The  term  "foreign  home  value"  is  defined 
as  meaning  the  value  plus  the  cost  when  not 
included  in  such  value  of  package  and  pack- 
ing charges  at  which  similar  merchandise 
comparable  in  material,  quality  and  use,  is 
freely  offered  for  sale  in  the  principal  market 
or  markets  of  the  country  of  exportation  for 
consumption  or  use  in  such  country  and  in  the 
usual  or  fair  average  wholesale  quantities  that 
the  same  kind  or  class  is  freely  offered  for 
sale  in  the  United  States,  it  shall  not  include 
any  excise  tax  levied  against  such  merchan- 
dise. 

The  words  "the  value  to  countries  other 
than  the  United  States"  are  defined  as  mean- 
ing the  value  plus  the  cost  when  not  included 
in  such  value  of  package  and  packing  charges. 

Cost  of  Production 

The  term  "cost  of  production"  means  the 
cost  of  labor  and  material  of  merchandise  ex- 
ported to  the  United  States  at  the  time  of  pro- 
duction, plus  the  actual  general  expenses  and 
a  profit  ordinarily  added. 

The  term  "sale  price"  includes  the  price 
plus  the  cost,  when  not  included  in  such  price 
of  the  package  and  packing  charge  at  which 
the  person  in  the  foreign  country  sells  the 
merchandise  to  the  United  States  buyer.  It  is 
required  that  it  shall  appear  to  the  satisfac- 
tion of  the  appraiser  that  the  buyer  in  the 
United  States  has  interest  in  the  business  of 
the  person  in  the  country  of  exportation.  The 
appraiser  will  secure  from  the  United  States 
buyer  his  sale  price  in  the  United  States  for 
the  imported  merchandise  plus  the  cost  when 
not  included  in  such  price,  of  the  package  and 
packing  charges  and  compare  this  price,  after 
due  allowance  has  been  made  for  all  expenses 
included  in  the  price  incurred  from  the  place 
of  manufacture  or  purchase  in  the  foreign 
country  to  the  place  of  delivery  in  the  United 
States,  with  the  sale  price  that  the  persons 
importing  the  merchandise  pays  or  has  agreed 
to  pay  to  the  foreign  shipper,  etc.,  and  report 
to  the  collector  as  the  sales  price  the  lower  of 
the  two. 

Levy  of  Special  Duty 

If  the  imported  merchandise  has  been  pro- 
cured otherwise  than  by  purchase,  the  sales 
price  plus  the  cost  when  not  included  in 
such  price  of  the  package  and  the  pack- 
ing charges  will  be  the  price  at  which 
the  importer  sells  or  agrees  to  sell  in  the 
United  States  plus  the  cost  when  not  included 
in  such  price  of  the  package  and  the  packing 
charges  packed  ready  for  shipment  either 
prior  or  subsequent  to  the  date  of  importa- 
tion. " 

When  the  sales  price  is  less  than  the  for- 
eign home  value  or  less  than  the  value  to  coun- 
tries other  than  the  United  States,  there  shall 
be  levied  and  paid  in  addition  to  the  duties 
prescribed,  a  special  duty  in  an  amount  equal 
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to  the  difference,  at  ^the  time  of  exportation, 
between  the  sales  price  and  the  foreign  home 
value  or  the  value  in  countries  other  than  the 
United  States,  or  the  cost  of  production, 
whichever  may  be  the  highest. 

It  is  provided  that  when  the  sales  price  of 
imported  merchandise  has  been  procured  oth- 
erwise than  by  purchase,  a  bond  is  to  be  given 
under  regulations  to  be  prescribed  by  the  Sec- 
retary of  the  Treasury. 

Would  Tighten  Sherman  Act 

An  amendment  has  been  offered  by  Sena- 
tor King  of  Utah  to  tighten  the  Sherman 


Court  Hands  Down 
Pattern  Decision 
of  Interest 


A PATTERN  contract  decision  that 
is  of  special  interest  because  of 
its  unusual  character  recently  was 
handed  down  in  a  New  York  court.  It 
deals  with  the  right  of  a  retailer  to  be- 
gin building  up  a  business  on  another 
pattern  than  the  one  he  is  under  con- 
tract to  carry  during  the  period  be- 
tween giving  notice  of  his  intent  to  dis- 
continue and  the  expiration  of  his  con- 
tract. 

Frederick  Loeser  &  Co.,  Brooklyn, 
N.  Y.,  had  a  contract  with  a  well 
known  pattern  company  for  the  ex- 
clusive sale  of  its  patterns.  Desiring 
to  adopt  a  different  brand,  notice  was 
given  in  accordance  with  a  contract 
provision  and  new  patterns  were  placed 
on  sale  in  the  store  in  addition  to  the 
original  brand.  The  company  secured 
an  injunction  which  made  it  necessary 
to  stop  selling  the  new  patterns. 

An  appeal  was  taken  and  the  court 
ruled  that  the  new  pattern  might  be 
sold  side  by  side  with  the  old,  on  the 
ground  that  it  is  permissible  for  the 
store  to  do  such  acts  as  may  be  neces- 
sary to  establish  a  business  on  the  new 
patterns  before  the  older  line  is  discon- 
tinued. 


anti-trust  law.  The  amendment  would  in- 
clude labor  organizations  under  the  anti-trust 
law.  Section  one  of  the  King  amendment 
practically  covers  open  price  plans  and  other 
forms  of  information  relating  to  prices.  The 
section  reads: 

"Every  contract,  combination  in  the  form 
of  corporation,  trust  or  other  form,  associa- 
tion, agreement,  arrangement,  meeting,  con- 
ference, understanding  or  conspiracy  for  pur- 
pose of  monopolizing,  dominating  or  control- 
ling the  trade  or  commerce  in  any  commodity 


between  two  or  more  States,  or  for  the  pur- 
pose of  fixing  or  determining  the  price  or 
prices,  charge  or  charges,  at  which  any  com- 
modity may  or  shall  be  sold  for  transportation 
in  trade  or  commerce  between  two  or  more 
States,  or  for  the  purpose  of  including,  or  pre- 
venting or  impeding  any  person  from  buying 
or  seUing,  procuring  or  disposing  of,  dealing 
in,  producing,  manufacturing  or  fabricating 
any  commodity  for  transportation  and  com- 
merce between  two  or  more  States  is  hereby 
declared  to  be  illegal." 

The  penalty  ranges  from  a  fine  of  $5,000  to 
one  year  in  prison. 

A  Trade  Mark  Act 

Congressman  M.  Claude  Kelly  of  Pennsyl- 
vania has  introduced  a  bill  designed  to  pro- 
test against  false  practices  in  merchandising 
under  trade-mark  or  special  brand  of  articles. 
While  this  appears  to  be  directed  at  the  main- 
tenance of  quality,  it  appears  to  be,  according 
to  Mr.  Kelly,  a  law  which  will  enable  the  small 
manufacturer  to  maintain  his  price  through 
retailing  channels  to  the  consumer. 

Prices  will  be  maintained  by  the  registra- 
tion with  the  Federal  Trade  Commission  of 
trade-mark  and  price,  and  at  the  same  time 
registering  with  wholesalers  and  retailers  the 
same  information. 

It  does  not  appear  to  be  quite  clear  just 
how  this  bill  will  avoid  conflict  with  the  Sher- 
man anti-trust  law  which  specifically  forbids 
price-fixing.  It  is  admitted  by  Mr.  Kelly  that 
the  bill  is  primarily  for  the  protection  of  the 
small  manufacturer  so  that  he  may  maintain 
his  stand  in  competition  with  large  factors. 

A  proviso  has  been  inserted  in  the  bill  by 
which  any  consumer  may  register  a  complaint 
as  to  either  quality  or  price  with  the  Federal 
Trade  Commission  and  this  complaint  will  be 
investigated  by  the  Commission.  It  is  pre- 
sumed that  should  the  complaint  be  found  rea- 
sonable a  readjustment  will  be  required  in 
either  quality  or  price  of  the  goods  offered. 

Harding  Wants  Lower  Rates 

One  of  the  high  spots  of  President  Hard- 
ing's message  to  Congress  was  a  recommen- 
dation which  he  hopes  will  bring  legislation 
that  will  help  lower  existing  freight  rates  on 
shipments  of  less  than  carload  lots. 

At  the  time  of  the  President's  recommen- 
dation Senator  King  of  Utah,  introduced  a  bill 
which  would  authorize  the  Interstate  Com- 
merce Commission  to  establish  an  average 
basic  ton  mile  rate,  using  data  as  to  revenue 
from  the  years  1915  to  1920  inclusive. 

Coincident  with  the  basic  rate  established 
there  would  be  a  new  classification  of  freight 
under  five  heads.  These  heads  have  not  yet 
been  determined.  The  rates  then  would  oper- 
ate as  follows : 

All  shipments  made  in  carload  lots  would 
be  required  to  be  loaded  by  the  consignor  and 
at  the  destination  unloaded  by  the  consignee. 
An  agreement  between  the  Interstate  Com- 
merce Commission  and  common  carriers 
would  also  fix  a  uniform  mileage  charge  for 
the  use  of  team  work.  W.  L.  D. 
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Cotton-Goods  Trend  Furnishes  Trade 
Choice  Problem  to  Unscramble 

Selling  Agent  Says  Situation  Is  ''Very  Much  Involved,"  and  Lets 
It  Go  at  That — Commission  House  Asserts  "Intelligent  Forecast," 
Is  Impossible  —  However  Revival  of  World  Demand  This  Year 
Likely  and  a  Shortage  of  Cotton  Eventually  Inevitable 


IN  the  A-riter's  childhood  he  enjoyed  the 
company  of  his  father's  stable  boy,  who, 
whenever  he  was  asked  a  direct  question 
used  to  scratch  his  head,  knit  his  brows  and 
after  deep  reflection  invariably  announce: 
"Well,  I'll  tell  you  now — some  thinks  it  is  and 
some  thinks  it  isn't." 

This  usefully  non-committal  formula  is  be- 
ing almost  universally  employed  in  the  cotton 
goods  trade  these  days  whenever  the  future 
of  the  market  is  discussed.  Trade  opinion  on 
the  trend  of  the  market  is  extremely  hesitant 
and  uncertain.  The  general  attitude  is  well 
expressed  in  the  following  extract  from  a  let- 
ter of  a  cotton  goods  commission  merchant 
to  the  National  Wholesale  Dry  Goods  Associa- 
tion : 

"I  have  thrown  up  both  hands  in  the  air 
and  refused  to  pose  as  a  prophet  in  relation  to 
the  cotton  situation ;  not  because  I  am  unwill- 
ing to  co-operate  with  you  but  because  I  am 
convinced  that  there  are  so  many  cross-cur- 
rents in  the  situation  at  the  moment  that  an 
intelligent  forecast  is  difficult  to  the  point  of 
impossibility." 

It's  Quite  Uncertain 

A  selling  agent  writes:  "The  situation  in 
regai'd  to  cotton  goods  is  very  much  involved, 
and  while  there  may  be  arguments  in  favor 
of  higher  or  lower  prices,  it  would  appear  that 
whichever  stand  is  taken  there  are  equally 
good  arguments  for  the  opposite  view." 

It  is  perhaps  in  this  spirit  that  the  ging- 
ham and  percale  factors  have  decided  to  con- 
tinue their  spring  prices  for  fall.  The  mean- 
ing of  this  action  would  seem  to  be,  "The 
market  may  go  up  or  it  may  go  down,  so  we'll 
just  split  the  difference  and  go  on  as  we  are." 
And  as  a  matter  of  fact  since  spring  prices 
were  made  in  January  last  there  has  not  de- 
veloped any  definite  trend  which  would  indi- 
cate how  the  market  is  going  to  shape  up. 

Conditions  in  general,  and  conditions  in 
the  cotton  market  specifically,  are  just  about 
what  they  were  last  January.  Such  improve- 
ment as  has  taken  place  in  the  meantime  in 
some  directions  is  offset  more  or  less  by  reac- 
tion in  other  directions.  This  being  the  case 
the  surface  indications  point  to  just  about  the 
same  kind  of  market  for  fall  as  we  have  had 
for  spring — a  market  on  about  the  same  level, 
with  a  shortage  and  stiffening  on  some  lines 
and  an  oversupply  and  weakening  on  others, 
according  as  demand  develops. 

The  See-saw  Principle 

It  is  difficult  for  the  complicated  machin- 
ery of  a  big  industry,  like  the  cotton  goods  in- 
dustry, to  adjust  itself  to  the  peculiar  style 
of  hand-tf>mouth,  up-and-down  buying  which 
now  prevails.  At  present  while  mills  making 
.some  classes  of  goods,  such  as  ginghams  and 
napped  goods,  are  sold  up  for  some  months 
ahead,  many  mills  making  other  classes  of 
goods,  such  as  unbranded  bleached  and  brown 
domestics,  are  being  forced  to  close  down. 

Under  such  conditions,  with  demand  sud- 
denly flaring  up  here  and  there  for  a  few 
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weeks  at  a  time  and  then  dying  down,  it  is  im- 
possible to  have  a  settled  market  or  to  dis- 
cern a  definite  market  trend.  And  it  is  inevi- 
table that  buyers  will  sometimes  find  them- 
selves in  a  tight  place  when  they  want  goods 
for  quick  delivery.  They  have  had  this  ex- 
perience for  spring  and  they  will  certainly 
have  it  again  for  fall. 

What  Is  Promised 

Bvit  between  spring  prospects  and  fall 
prospects  there  is  this  difference :  Some  time 
soon — it  may  be  this  year  and  it  may  not  be 


This  Retailer  Wanted 
More  Than  His  Due 

Here  is  an  example  of  whipping  a 
willing  horse  to  death. 

A  retailer  ordered  some  linen  last 
September  at  a  price  of  $1.25  a  yard, 
with  a  guarantee  against  price  decline 
to  date  of  shipment.  On  Jan.  3  the 
goods  were  billed  to  him  at  $1  a  yard. 
On  Feb.  1 0  the  wholesaler  made  a 
further  allowance  of  1  5  cents  a  yard, 
though  it  was  not  called  for  by  the 
contract. 

In  March  the  merchant  re-ordered 
on  these  goods  and  they  were  billed  to 
him  at  75  cents.  Immediately  he 
wrote  the  wholesaler  requesting  a 
credit  memorandum  representing  the 
difference  between  the  price  on  the 
re-order  and  that  on  the  first  order. 
This,  of  course,  to  apply  on  the  old  lot 
of  goods.  The  wholesaler  refused, 
naturally. 

Probably  the  merchant  thinks  he 
was  wronged.  He  wasn't.  He  got 
all  he  was  entitled  to  and  a  little  more 
on  the  first  order.  The  second  order 
certainly  was  a  separate  transaction 
on  which  the  first  had  no  bearing, 
especially  as  its  guarantee  held  only  to 
Jan.  3,  when  the  goods  were  shipped. 

You  can't  have  a  horse's  labor  and 
his  hide,  too. 


until  next — there  is  going  to  be  a  revival  of 
world  business  and  world  demand  for  cotton 
and  cotton  goods.  The  writer  has  frequently 
expressed  in  these  columns  the  opinion  that 
when  this  revival  takes  place  we  shall  have  a 
period  of  secondary  inflation,  a  period  not  to 
be  compared  to  the  one  through  which  we  have 
just  passed,  but  a  period,  nevertheless,  which 
will  raise  prices  for  a  time  considerably 
higher  than  the  prevailing  level  on  commodi- 
ties, such  as  cotton  and  cotton  goods,  which 
are  already  pretty  thoroughly  deflated.  And 


next  fall  is  nearer  to  that  period  than  this 
spring. 

In  this  connection  some  interesting  re- 
marks have  been  contributed  recently  to  the 
Manchester  Guardian  by  J.  W.  McConnel, 
chairman  of  the  Fine  Cotton  Spinners'  and 
Doublers'  Association  of  Great  Britain.  Af- 
ter reciting  the  results  of  his  investigation 
into  the  conditions  of  supply  and  demand  in 
raw  cotton  since  1875,  Mr.  McConnel  said: 
"The  flnal  conclusion  that  I  had  come  to  in 
1914  was  that  the  world  did  actually  require  a 
great  annual  increase  in  the  supply  of  cotton. 
The  world's  population  was  increasing,  and, 
besides  this,  millions  of  the  backward  races 
were  only  beginning  to  be  clothed,  and,  be- 
sides this  again,  cotton  was  continually  in- 
truding itself  into  new  utilities." 

The  shortage  of  cotton  goods  caused  by 
curtailment  of  production  in  various  countries 
during  the  war  is  estimated  by  Mr.  McConnel 
as  the  equivalent  of  about  20,000,000  bales  of 
cotton — nearly  the  total  world  crop  for  one 
year.  Mr.  McConnel  does  not  pretend  that 
this  shortage  can  in  any  way  be  made  up  by 
extra  production  now.  "But,"  he  says,  "I 
do  think  it  means  that  the  world  is  really 
very  bare  of  cotton  goods,  and  that  the  little 
boom  of  last  year  cannot  have  met  in  any  way 
the  real  necessities." 

* 

The  Demand  Will  Grow 
There  has,  of  course,  been  a  marked  de- 
cline in  the  purchasing  power  of  the  world 
due  to  the  effects  of  the  war,  but  making  al- 
lowance for  this,  Mr.  McConnel  says :  "I  feel 
convinced  that  whatever  real  setback  there 
may  be  to  the  power  of  the  world  to  buy  cotton 
goods  there  is  at  least  an  equal  setback  to  the 
production  of  cotton  and,  moreover,  it  seems 
to  me  nearly  certain  that  the  need  of  the  world 
for  cotton  goods  will  in  the  near  future  grow 
much  more  rapidly  than  it  will  be  possible  to 
increase  the  growing  of  cotton. 

"Restoration  of  confidence,  harvesting  of 
all  crops,  mining  enterprise,  new  developments 
of  every  kind  all  unite  to  increase  the  demand 
for  cotton.  Increase  in  the  supply  of  cotton 
depends  solely  and  entirely  on  finding  fresh 
cotton  fields  and  improving  its  output.  It  is 
really  a  match  between  progress  of  all  kinds 
and  one  single  vegetable." 

Something  to  Remember 

There  is  no  question  about  the  essential 
soundness  of  Mr.  McConnel's  conclusions.  It 
has  frequently  been  remarked  in  these  col- 
umns that  the  world's  consumption  of  cotton 
has  for  years  been  running  ahead  of  demand 
and  that  only  the  carryover  from  the  bumper 
world  crop  of  1914-15  and  the  curtailment  of 
consumption  during  the  war  has  prevented  a 
real  shortage  of  the  staple.  The  annual  world 
consumption  of  cotton  before  the  war  ran  to 
about  25,000,000  bales.  The  world  production 
of  cotton  for  the  season  1920-1921  is  esti- 
mated at  about  20,000,000  to  22,000,000  bales. 
World  production  for  the  coming  season  will 
probably  be  much  less  than  this.  These  facts 
are  worth  bearing  in  mind  by  those  who  are 

(Continued  on  page  71) 
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Retailers  and  Public  Greet  Lancaster 

Store  On  Hundredth  Birthday 

Hager  &  Bro.  in  Control  of  Same  Family  Since  Foundation- 
Special  Ads  Herald  Event  — Daily  Press  Takes  Cognizance  of 
Event — Employees  Make  Presentation  to  Firm 


There  is  only  one  dry  goods  concern  in  this 
country  that  has  been  conducted  for  a  period 
of  one  hundred  years  by  members  of  one  and 
the  same  family.  This  is  the  store  of  Hager 
&  Bro.,  Lancaster,  Pa.,  the  centennial  of  which 
was  celebrated  on  Thursday  of  last  week.  It 
was  some  celebration,  too,  all  the  more  so 
because  the  spring  convention  of  the  Pennsyl- 
vania Retail  Dry  Goods  Association — of  which 
William  H.  Hager  of  the  Hager 
firm  is  president — was  held  in  Lan- 
caster on  the  same  date.  Thus, 
merchants  from  a  number  of  cen- 
ters in  the  State  were  in  a  position 
personally  to  pay  their  respects 
and  offer  their  congratulations  to 
the  members  of  the  firm. 

To  the  public  the  anniversary 
celebration  had  been  heralded  by 
advertising  in  various  forms, 
among  these  being  a  special  edi- 
tion of  the  Hager  Store  News,  a 
store  newspaper,  well  edited,  illus- 
trated and  printed. 

Sales  Exceeded  Expectations 
So  great  is  the  fame  of  the 
house  in  its  own  community  that 
the  sales  on  the  opening  day  of  the 
anniversary  celebration  in  the 
.store  exceeded  all  expectations. 
For  this  day  the  firm  had  fixed  a 
possible  maximum  20  to  25  per  cent 
greater  than  the  sales  of  the  big- 
gest day  in  the  concern's  previous 
record.  Despite  the  lower  prices 
of  merchandise  now  prevailing,  the 
sales  volume  on  Wednesday,  April 
6,  were  considerably  ahead  of  the 
high  figure  set  for  it.  On  the  fol- 
lowing day  also  the  sales  were  big 
— fully  equal  to  a  good  Saturday 
business. 

Among  the  features  of  interest 
in  connection  with  the  anniversary 
was  the  great  number  of  magnifi- 
cent floral  testimonials  sent  in  by 
competitors  and  other  local  houses. 
In  addition,  there  were  great  quan- 
tities of  American  Beauty  roses 
from  out-of-town  points,  among  the  senders 
being  the  Retail  Merchants'  Association  of 
York  and  also  several  merchants  in  Harris- 
burg,  including  the  leading  department  store 
firms  Of  that  city.  In  addition,  a  large  num- 
ber of  the  local  retailers  tendered  to  the  con- 
cern greetings  in  their  newspaper  advertise- 
ments. 

Tokens  From  Employees 

From  the  employees  the  firm  received  one 
of  the  most  magnificent  examples  of  the  clock- 
maker's  art  we  have  ever  seen.  This  "grand- 
father's" clock  is  not  only  unusually  tall  and 
large  but  it  is  equipped  with  a  remarkably  fine 
set  of  church  chimes.  It  was  offered,  as  an 
inscription  states,  as  "an  expression  of  loyalty, 
friendship  and  good-will  from  the  workers  in 
the  house  of  Hager  &  Bro.  on  the  occasion  of 
the  100th  anniversary  of  the  founding  of  the 
business." 


The  firm  also  celebrated  the  anniversary 
by  placing  in  a  conspicuous  position  in  the 
store  a  bronze  tablet,  the  inscription  on  which 
states  that  it  was  put  up  by  the  present  mem- 
bers of  the  firm  in  honor  of  the  founder  and 
his  immediate  successors,  the  present  mem- 
bers being  Walter  C,  William  H.,  Edw.  T  and 
William  H.  Hager,  Jr.  The  two  last  named 
are  the  sons  of  William  H.  Hager. 


The  formal  celebration  included  a  banquet 
at  the  Hotel  Brunswick  in  honor  of  the  Penn- 
sylvania Retail  Dry  Goods  Association  and  the 
100th  anniversary  of  the  Hager  store.  This 
banquet  was  attended  by  numerous  members 
of  the  association  and  by  men  prominent  in 
the  retail  dry  goods  trade  from  other  centers, 
as  well  as  by  representatives  of  various  other 
lines  of  business  in  Lancaster. 

Greeting  of  Garvin 

The  after-dinner  proceedings  included  an 
eloquent  address  by  M.  T.  Garvin  of  the  The 
M.  T.  Garvin  Co.,  Lancaster,  in  which  he 
tendered  a  warm  greeting  to  the  members  of 
the  Hager  firm  and  to  the  other  merchants  of 
the  State  who  were  present.  Mr.  Garvin  also 
told  of  the  active  part  taken  by  William  H. 
Hager  in  the  business,  civic,  educational  and 
benevolent  enterprises  of  the  city,  stating  that 
Mr.  Hager  had  served  two  years  as  president 


of  the  local  Board  of  Trade  and  as  a  director 
of  the  local  Chamber  of  Commerce.  Mr.  Gar- 
vin referred  to  the  fact  that  Mr.  Hager,  be- 
sides being  president  of  the  State  Retail  Dry 
Goods  Association  is  a  director  of  the  Na- 
tional Retail  Dry  Goods  Association. 

Mr.  Garvin's  speech  was  preceded  by  a 
brief  address  of  welcome  by  William  H.  Hager 
and  was  followed  by  a  response  on  behalf  of 
the  members  of  the  Pennsylvania 
Retail  Dry  Goods  Association  by 
S.  H.  Heckman,  first  vice-president 
of  that  organization. 

I20  Year  Old  Firm  Represented 

The  gathering  then  adjourned 
to  the  Y.  M.  C.  A.  auditorium, 
where  the  audience  was  increased 
by  the  presence  of  many  of  the  peo- 
ple of  Lancaster,  representatives  of 
other  stores,  etc.  Among  the 
speakers  was  Frederick  W.  Aldred 
of  the  B.  H.  Gladding  Dry  Goods 
Co.,  Providence,  R.  I.,  a  concern 
which  was  established  120  years 
ago,  but  which  has  not  been  con- 
tinuously in  the  ownership  of  one 
family. 

Mr.  Aldred  showed  how  scien- 
tific methods  have  been  substituted 
for  the  old  "rule  of  thumb"  plans 
in  the  retail  business,  and  urged 
the  importance  of  the  adoption  of 
right  standards  of  practice.  He 
said  that  "justice  ought  to  rule 
above  expediency  and  that  the  man- 
agement of  store  employees  should 
be  carried  on  in  a  spirit  of  leader- 
ship, so  that  the  stores  might  build 
bigger  and  broader  men  and 
women."  He  spoke  of  the  import- 
ance of  job  analysis  and  of  find- 
ing the  right  person  for  the  job. 
The  last  century,  he  pointed  out, 
developed  tangible  things,  while 
this  present  century  is  more  con- 
cerned with  the  development  of  in- 
tangible things.  Mr.  Aldred  also 
emphasized  the  importance  of 
truth  in  advertising. 

Early  Days  Recalled 

S.  W.  Reyburn,  first  vice-president  of  the 
National  Retail  Dry  Goods  Association  and 
president  of  Lord  &  Taylor,  New  York,  de- 
livered an  interesting  address,  in  which,  after 
stating  that  his  own  firm  is  ninety-five  years' 
old,  he  touched  on  some  of  the  conditions  which 
existed  in  this  country — then  a  Union  of  only 
twenty-five  States — a  hundred  years  ago.  Mr. 
Reyburn  also  gave  some  extremely  interesting 
particulars  regarding  his  own  career,  telling 
how  he  came  to  be  a  banker  in  the  Central 
West  and  afterward  —  seven  years  ago  —  en- 
tered the  retail  dry  goods  business  as  presi- 
dent of  Lord  &  Taylor. 

He  deprecated  the  manner  in  which  the 
Government,  the  manufacturer,  the  banker 
and  the  newspaper  had  turned  against  the  re- 
tailer last  spring,  and  as  an  indication  of  how 
erroneous  this   attitude  was,   Mr.  Reyburn 
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pointed  out  that  "the  retail  store  and  its  per- 
sonnel are  more  a  cross-section  of  the  commu- 
nity than  almost  any  other  organization." 

"Need  Balanced  Program,"  Says  Appel 

Joseph  H.  Appel,  publicity  manager  for 
Wanamaker's,  New  York,  presented  the  greet- 
ings of  the  store  of  John  Wanamaker  to  the 
store  of  Hager  &  Bro.  He  discussed  present 
business  conditions  in  this  period  of  reaction 
and  of  deflation  of  prices,  wages  and  business 
all  along  the  line,  and  said,  "What  we  need 
right  now  is  a  return  to  a  well-balanced  pro- 
gram and  to  business  stabilization."  As  a 
former  Lancastrian,  and  addressing  an  audi- 
ence in  his  home  town,  Mr.  Appel  told  of  some 
of  the  incidents  of  his  college  days.  The 
moral  of  one  of  these  stories  was  that  "while 
individual  effort  wins  temporarily,  teamwork 
wins  permanently." 

Mr.  Appel  dwelt  on  the  great  changes  that 
are  taking  place  to-day  as  a  result  of  new 
modes  of  transportation  and  of  transmission 
of  information,  as  a  result  of  which,  he  said, 
"business  has  come  to  hold  the  center  of  the 
stage."  The  great  functions  of  business,  he 
advised,  include. the  teaching  of  the  higher 
lessons  and  of  showing  people  how  to  live  and 
work  together.  "Thus  business  to-day  plays 
a  prominent  part  in  the  divine  scheme  of  evo- 
lution," he  continued.  "We  must  have  crea- 
tive energy,  controlled  by  intelligence,  guided 
by  love  and  operating  according  to  truth  and 
law." 

It  is  noteworthy  that  the  Hager  anniver- 
sary received  considerable  notice  from  the 
daily  press  of  cities  at  considerable  distance 
from  Lancaster.  The  Philadelphia  Public 
Ledger  ran  an  illustrated  article  on  the  subject 
and  the  Boston  Transcript  also  gave  the  affair 
considerable  space,  with  illustrations. 

As  a  souvenir  of  the  anniversary  the  Hager 
firm  distributed  a  130-page  book,  entitled 
"Lancaster's  Golden  Century,  1821-1921."  This 
record  of  men  and  women  who  helped  to  build 
the  city  was  written  by  H.  M.  J.  Klein,  Pro- 
fessor of  History  in  Franklin  and  Marshall 
College. 


Sterne  Goes  to  Hovey's 

Jerome  K.  Sterne  has  severed  his  con- 
nection with  the  Shepard  Stores,  Boston, 
Mass.,  to  become  vice-president  of  the  C.  F. 
Hovey  Co.  of  the  same  city. 

Mr.  Sterne  was  general  superintendent 
of  the  Shepard  Stores  for  several  years, 
making  an  enviable  record.  Prior  to  this 
connection  he  was  for  a  number  of  years 
with  Loveman,  Joseph  &  Loeb,  Birmingham, 
Ala.,  in  an  executive  capacity.  He  is  a  young 
man  of  great  energy  and  executive  ability  as 
well  as  a  clear  thinker  and  forceful  writer 
on  department  store  subjects.  Several  of  his 
articles  have  appeared  in  the  Dry  Goods 
Economist  and  been  most  favorably  received. 


Theodore  F.  Jansen,  who  for  five  years  was 
manager  of  Tepper  Bros.'  department  store 
in  New  Brunswick,  N.  J.,  until  last  October, 
when  the  store  was  purchased  by  M.  Nathan 
&  Bros.,  Inc.,  of  Johnstown,  Pa.,  has  tendered 
his  resignation  to  the  management  to  take 
effect  April  1.  Mr.  Jansen  will  assume  new 
duties  in  the  Kaufman  Store  in  Trenton,  N. 
J.,  where  ho  has  been  making  his  home  for 
some  time. 

The  trading  stamp  still  holds  sway  in 
some  stores.  But  the  head  of  a  progressive 
firm  in  a  Middle  Western  center  told  us  re- 
cently that  he  had  had  his  fill  of  'em.  "I'll 
not  renew  the  contract,"  he  added.  One 
thing  the  Economist  man  noted  was  the 
valuable  space  in  the  store  given  up  to  the 
stamp  premium  parlor. 
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Penn.  Retailers 
Hold  Spring  Meet 
At  Lancaster 

State  Association  Members  Hear  Ad- 
dresses of  Prominent  Speakers — 
Co-operation  with  National 
Body  Asked 

At  the  spring  meeting  of  the  Pennsyl- 
vania Retail  Dry  Goods  Association,  which 
was  held  in  Lancaster,  Pa.,  on  Thursday  of 
last  week,  Wm.  H.  Hager  of  Lancaster,  presi- 
dent of  the  association,  presided  at  the  morn- 
ing session.  He  told  the  history  of  the  or- 
ganization and  urged  the  importance  of  busi- 
ness men  having  some  say  in  the  formulating 
of  governmental  policies.  He  urged  the  mer- 
chants of  the  State  to  work  with  the  Federal 
Government  in  its  reconstruction  program. 

Jas.  H.  Ross  of  Lancaster,  treasurer  of  the 
association,  reported  the  finances  of  the  or- 
ganization in  good  condition,  together  with  a 
thirty  per  cent  increase  in  membership. 

E.  P.  Sexton  of  Lancaster,  the  associa- 
tion's manager,  urged  co-operation  with  the 
National  Retail  Dry  Goods  Association  in 
combating  moves  detrimental  to  the  mer- 
chant. He  declared  that  the  association  is 
working  with  other  organizations  for  repeal 
of  the  State  Mercantile  Tax. 

Blackstone  Makes  Address 

Colonel  Franklin  Blackstone,  credit  man- 
ager of  the  Joseph  Horne  Co.,  Pittsburgh,  and 
a  director  of  the  National  Association  of  Re- 
tail Credit  Men,  spoke  with  eloquence  and 
humor  on  the  advantages  retailers  can  derive 
from  membership  in  State  associations  of 
credit  men  as  well  as  in  the  National  Retail 
Credit  Men's  Association. 

S.  H.  Heckman,  first  vice-president  of  the 
association,  called  the  afternoon  session  to  or- 
der and  delivered  an  address  on  present  and 
prospective  business  conditions.  He  spoke  of 
the  need  of  employer  and  employee  meeting 
together  on  a  common  ground  to  discuss  wage 
conditions.  He  said  it  was  utterly  impossible 
to  have  pre-war  wages  without  pre-war  prices, 
and  urged  labor  to  accept  a  decline  in  wages, 
so  as  to  aid  the  country  in  getting  back  to 
brighter  conditions.  "With  the  two  forces, 
labor  and  capital,  getting  together  and  form- 
ing a  definite  agreement,"  said  Mr.  Heckman, 
"I  look  forward  to  signs  of  improvement  in 
the  fall  or  possibly  even  in  the  late  summer." 

Business  Fundamentals 

One  of  the  most  talked  of  features  of  the 
convention  was  an  address  by  H.  W.  Prentiss, 
sales  manager  of  the  Armstrong  Cork  Co.  of 
Lancaster,  who  had  for  his  subject:  "Busi- 
ness Fundamentals." 

These,  he  said,  are  good  goods,  good  serv- 
ice and  good  merchandising.  Taking  up  these 
divisions  he  spoke  in  detail  of  the  operation 
of  a  modern  business.  In  his  talk  he  laid  spe- 
cial stress  on  the  human  factor  in  industry. 
No  business,  he  said,  can  thrive  without  the 
full  confidence  of  its  employees.  He  urged 
that  employers  encourage  their  workers  to  as- 
sume more  responsibility  and  help  them  make 
ready  for  higher  positions,  if  only  as  a  mat- 
ter of  good  business. 

Touching  on  the  value  of  competition  Mr. 
Prentiss  remarked:  "Unbridled  competition 
has  proved  itself  a  destructive,  not  a  construc- 
tive agent.  While  the  public  may  profit  tem- 
porarily from  cut-throat  competition,  in  the 
end  it  must  pay  the  bill  for  wreckage  of  com- 


mercial enterprises  driven  to  the  wall.  Never-  ' 
theless,  a  competitor  is  not  an  unmitigated  ) 
evil  to  be  stamped  upon.  He  is  a  spur  to  bet-  i 
ter  methods,  and  this  is  becoming  widely  rec-  i 
ognized." 

What  Gatherings  Do 

Summing  up  the  advantages  of  such  gath- 
erings as  the  one  he  was  addressing  Mr.  Pren- 
tiss named  six:  Interchange  of  thought;  op- 
portunity to  observe  how  other  minds  func- 
tion on  similar  problems;  personal  contact 
which  puts  business  on  a  higher  ethical  plane ; 
tolerance  of  other  people's  ideas;  relief  from 
the  strain  of  business,  and  the  opportunity  to 
make  friends. 

Fred  Harries,  membership  secretary  of 
the  National  Retail  Dry  Goods  Association, 
discussed  some  of  the  questions  of  the  day 
and  emphasized  the  value  merchants  can  de- 
rive from  co-operation.  He  also  dealt  with 
the  proposed  sales  tax,  expressing  himself 
strongly  as  in  favor  of  a  tax  collected  on  turn- 
over and  not  on  each  individual  sale. 

Prior  to  adjournment  the  association  went 
on  record  as  endorsing  the  tax  reform  plan 
drawn  up  and  promulgated  by  the  National 
Retail  Dry  Goods  Association  through  its  tax 
committee. 

Store  Adds  Space 
f and  New  Sections 

Chas.  H.  Bear  &  Co.  of  York,  Pa., 
Make  Extensions  in  Furniture 
Department 

Addition  of  several  thousand  square  feet  j 
of  floor  space  through  erection  of  additions! 
to  the  building  and  the  acquisition  of  two 
adjoining  stores  has  recently  made  possible 
the  establishment  of  some  new  departments 
in  the  department  store  of  Charles  H.  Bear, 
&  Co.,  in  York,  Pa.    The  company  purchased 
the  two  adjoining  buildings,  but  can  onlyj 
make  use  of  one  for  the  present  because  of  j 
the  fact  that  the  present  occupants  of  th»f 
second  store  hold  a  lease  which  will  not  ex- 
pire for  three  years. 

When  renovations  had  been  completed  in 
the  new  parts  of  the  store,  one  of  the  first 
moves  was  the  removal  of  the  furniture  de- 
partment from  the  fourth  floor  of  the  old 
section  of  the  store  to  one  of  the  new  ac- 
quired locations  on  the  ground  floor  and  the 
expansion  of  the  furniture  stock  and  scope 
of  merchandising.  The  C.  H.  Bear  &  Co. 
furniture  stock  is  now  one  of  the  largest  in 
York  and  the  new  location  has  resulted  in  a 
very  satisfactory  increase  in  business.  Im 
addition  to  the  large  floor  space  on  the 
ground  floor,  the  second  floor  and  the  base- 
ment of  the  new  building  are  devoted  en- 
tirely to  the  furniture  department. 

A  wall  paper  department  and  a  trunk  de- 
partment have  been  established  on  the  fourth 
floor  of  the  main  building.  The  wall  paper 
department  was  started  first  and  the  man- 
agement of  the  store  reports  that  it  has 
proven  highly  successful  thus  far.  The  I 
trunk  department  started  off  well  but  has 
not  been  established  long  enough  to  furnish 
a  comprehensive  report.  The  rug  and  drap- 
ery department,  also  on  the  fourth  floor  of 
the  building,  has  been  enlarged  consider- 
ably. 

The  new  building  which  is  now  in  use  is 
three  stories  high.  The  second  building, 
which  will  be  available  in  three  years,  is 
two  stories  high  and  will  be  carried  up  an- 
other floor  as  soon  as  possible.  The  grocery 
department  in  the  basement  has  proven  a  fine 
success  and  probably  will  be  enlarged. 
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Week^s  Activities  Presage 

Clearer  Business  Horizon 


Commodity  Costs  Show  Tendency  to  Decrease,  but 
Labor  and  Transportation  Costs  Act  as  Brake  on  Move- 
ment— Cotton  Market  Remains  Unsettled 


OPPOSITION  to  the  Excess  Profits  Tax 
is  perhaps  the  one  thing  of  greatest  in- 
terest to  Economist  readers  in  the 
message  read  to  Congress  by  President  Hard- 
ing on  Tuesday  last. 

This  attitude,  together  with  the  slowly 
clearing  atmosphere  of  the  business  world, 
augurs  well  for  the  future.  Bradstreet's  tab- 
ulation of  commodity  costs  as  of  April  1  shows 
a  decline  of  4.1  per  cent  during  the  month  of 
March;  of  45  per  cent  during  the  preceding 
twelve  months,  and  45.4  per  cent  from  the 
peak  of  Feb.  1,  1920. 

This  week's  cut  in  steel  prices  will  have 
the  effect  of  bringing  the  average  cost  of 
commodities  still  lower. 

Kent,  labor  and  transportation  costs  how- 
ever are  important  obstacles  to  further  re- 
ductions in  commodity  costs  and  these  must  be 
adjusted  before  a  basis  of  stability  can  be 
reached. 

The  Cotton  Outlook 

In  spite  of  the  menace  of  the  English  strike 
situation,  raw  cotton  has  been  firmer  during 
the  past  week.  Manchester  continues  to  re- 
port an  improved  demand  for  cloths  and  a 
firmer  position  in  yarns. 

General  business  depression  throughout 
the  world,  and  the  burden  of  a  big 
carry-over,  still  makes  the  cotton  market 
an  uncertain  affair,  but  the  market  has  re- 
cently shown  a  strong  resistance  to  declines 
and  a  quick  reaction  to  favorable  news.  Spot 
cotton  on  Monday  of  this  week  was  quoted  in 
the  New  York  market  at  12.25  cents  for  Mid- 
dling Upland. 

Gray  goods,  after  easing  slightly  last  week, 
have  stiffened  again  at  the  beginning  of  this. 
Demand,  however,  remains  inactive  on  most 
constructions.  Sheetings  are  somewhat  more 
active  and  firmer.  Print  cloths  are  quiet. 
Fine  combed  yarn  goods  are  dull,  and  curtail- 
ment of  production  is  more  evident.  Orders 
are  mostly  for  immediate  delivery.  Print 
cloths  in  the  New  York  market  at  the  begin- 
ning of  this  week  were  still  quoted  on  the 
basis  of  6%  cents  for  38y2-inch  5.35  yard 
64x60's. 

Finished  cottons  continue  strong  and  ac- 
tive. Spring  prices  are  being  continued  for 
later  deliveries  on  ginghams,  prints  and  per- 
cales. Price  revisions  have  been  announced 
on  cheviots,  chambrays  and  other  heavy,  col- 
ored cottons  for  delivery  running  through 
June.  Organdies  and  dotted  Swisses  continue 
very  active.  Fine  bleached  goods  are  also  ac- 
tive, and  there  is  a  stronger  tone  to  the  market 
for  lower-end  bleached  and  brown  cottons. 
English  prints,  printed  crepes  and  standard 
percales  are  among  the  other  lines  reported 
to  be  selling  particularly  well. 

Woolens  and  Worsteds 

There  is  little  change  in  the  market  for 
ViToolens  and  worsteds.  The  mills  generally  are 
well  sold  up  and  a  strong  fall  market  is  antici- 
pated. Tricotines  and  fine  twills  seem  cer- 
tain to  maintain  their  vogue  for  dresses. 
There  is  also  expected  to  be  a  good  demand 
for  fabrics  on  the  duvetyn  order.  Velours, 
bolivias  and  similar  fabrics  are  the  biggest 
prospect  for  coats.  It  is  not  supposed  that 
next  season  will  be  especially  good  for  suits. 


Raw  wool  remains  dull,  although  the 
strength  of  the  fabric  market  and  the  prospec- 
tive passage  of  the  Emergency  Tariff  gives  it 
a  confident  undertone.  There  is  reported  to 
be  more  demand  for  medium-grade  wools. 
Foreign  wool  markets  are  very  weak. 

Dress  Silks 

Silks  continue  active,  with  demand  still 
centering  on  crepes — particularly  Canton 
crepes — and  taffetas.  Manufacturers  are 
anxious  to  hold  the  market  steady  and  to  pre- 
vent any  boost  which  might  result  from  exag- 
gerating the  present  activity. 

It  may  be  pointed  out  that  the  present  ac- 
tivity of  silks  is  notable  chiefly  by  contrast 
with  the  recent  dullness  of  the  market  and  is 
still  far  from  engaging  the  full  productive 
capacity  of  the  industry. 

The  raw  silk  market  is  strong  and  higher. 
It  is  the  one  important  raw  material  market 
in  which  supplies  are  not  excessive.  Spot 
stocks  of  many  sorts  have  been  practically 
cleaned  up.  Prices  of  Japanese  sorts  in  the 
New  York  market  on  Monday  of  this  week 


Early  Showings 

By  Paris  Houses 

By  Cable  from  the  Economist  Paris  Office. 

Winter  fabrics  shown  by  Rodier 
include  many  varieties  of  ratines 
in  supple  qualities  under  the  name 
of  Perllaines. 

Among  the  rough  coatings  dis- 
played by  this  house  bold  stripes 
and  plaided  effects  are  prominent. 

Rodier  featured  these  designs 
last  season  and  their  general  ac- 
ceptance for  novelty  coats  assures 
their  success  this  coming  season. 


Dress  houses  continue  to  bring  out  new 
numbers  of  summer  specialties  in  sports  wear, 
including  wash  silk  and  knitted  woolens. 
Among  these  novelties  are  slipover  dresses 
made  to  wear  with  separate  blouses. 

A  considerable  demand  for  these  gar- 
ments has  developed  although  the  dress  busi- 
ness on  the  whole  is  quiet.  Novelty  skirts 
with  fringed  hems  in  woven  Swiss  wools  are 
appearing  in  the  fashionable  sports  depart- 
ments of  retail  and  specialty  shops.  White 
flannel  has  also  created  considerable  interest 
in  sports  skirts  which  leads  to  an  increased 
demand  for  separate  jackets  of  the  same  ma- 
terial. 

Carpet  and  Rug  Prices 
Prices  were  announced  this  week  by  the 
Alexander  Smith  &  Sons  Carpet  Co.  and  by 
the  Bigelow-Hartford  Carpet  Co.  on  a  basis 
between  20  and  30  per  cent  under  the  "list" 
of  last  November.  These  prices,  however,  are 
considered  much  higher  than  they  should  be 
in  view  of  present  raw  material  values. 

Fur  Auction  Prices 

The  fur  market  has  taken  an  upward  turn. 
The  auction  sales  in  New  York  this  week 
showed  better  prices  on  a  number  of  skins 
than  were  obtained  in  the  January  sale.  Those 
which  registered  advances  were:  wolverine, 
silver  and  white  fox,  25  per  cent ;  marten  and 
brown  muskrat,  20  per  cent;  fisher,  Russian 
sable,  stone  marten,  lynx  and  Southern  musk- 
rat,  15  per  cent;  Alaskan  seal  and  black  musk- 
rat,  10  per  cent;  blue  fox,  30  per  cent.  Aus- 
tralian and  gray  fox,  wildcat  and  otter  all 
were  lower.  Kolinsky  and  other  foxes  not 
mentioned  here  showed  no  change. 


were  quoted  on  the  basis  of  $6.30  a  pound  for 
Sinshiu  No.  1. 

Dress  Accessories 

Every  indication  points  to  a  successful  lace 
and  embroidery  week.  Beginning  next  Mon- 
day, and  lasting  during  the  entire  week,  these 
departments  will  be  featured  by  leading  stores 
throughout  the  United  States.  Increased 
sales  of  this  merchandise  are  looked  for. 

As  summer  approaches,  parasols  become 
more  and  more  gay  and  decorative.  Particu- 
larly effective  are  the  fancy  silks  of  brilliant 
color  which  are  trimmed  with  appliqued  velvet 
ribbons  of  a  contrasting  shade.  Novel  ging- 
ham and  organdy  parasols  are  also  much  in 
vogue. 

Coat  and  Suit  Market 

Coat  and  suit  manufacturers  who  are  an- 
ticipating an  early  fall  season  are  now  work- 
ing on  advance  models,  some  of  which  will  be 
ready  for  display  about  May  15.  A  few 
houses  have  made  showings  already  of  fall 
merchandise  that  will  fill  the  gaps  in  retail 
stocks  of  merchants  who  bought  too  lightly 
during  the  spring. 


Advance  Color  Card 
Just  Received 

Selections  of  J.  Claude  Freres,  Paris, 
for  Fall  and  Winter,  1921 

An  advance  copy  of  the  fall  and  winter, 
1921,  color  card,  issued  by  J.  Claude  Freres 
&  Co.,  Paris,  showing  the  colors  chosen  for 
silks  by  distributors  and  color  authorities  gen- 
erally in  the  French  capital,  has  just  reached 
the  Economist. 

The  colors  on  this  card  have  been  selected 
from  the  large  Mouche  (fly)  card  issued  by 
the  Chambre  Syndicale  des  Teinturiers  de 
Lyon,  and  thus  represent  the  consensus  of 
French  opinion  regarding  present  color  ten- 
d^cies  for  the  coming  fall  and  winter  seasons. 

The  card  opens  with  a  series  of  six  gray 
blues,  assorted  from  light  to  dark,  the  basic 
color  being  commonly  known  as  Delph. 

A  set  of  six  brighter  blues  is  also  pre- 
sented, ranging  from  deep  sky  to  navy. 

Six  yellow  reds,  including  orange,  burnt 
orange  and  deep  shades  of  mahogany  prin- 
cipally are  also  shown. 

Another  set  of  reds  is  included,  with  cerise 
chosen  for  the  brightest,  to  which  are  added 
carmine  and  deep  cardinals. 

The  importance  of  red  is  further  shown  in 
the  presentation  of  three  marshmallow  reds 
and  three  corals. 

Three  metal  and  three  deep-slate  grays 
appear  and  three  mouse  grays  are  accorded 
representation. 

Two  light  yellow  greens,  two  emerald  and 
two  myrtle  greens  make  up  an  important  series 
of  greens. 

Three  yellow,  viz.,  lemon,  canary  and  gold ; 
three  lilacs,  three  bluish  violets,  three  tur- 
quoise, three  pheasant  browns,  three  nut 
browns,  a  light  mustard  and  two  bronze  greens 
finish  the  card. 
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5alt  and  Pepper 

CopYi*l  <^ht    192.1    i,y  ths   Textnl    Publishing  C<? 

^^^^       looShcji-b    -to  Kccccui-G 

/co  Croocf     to  l^ase 


Ever  climb  a  mountain,  only  to  sit  on  the 
peak  and  wish  you  were  down  in  the  valley 
again?  So  it  will  be  when  you  reach  the 
height  of  success.  Don't  be  in  a  hurry. 
Gather  a  few  flowers  as  you  go.  All  the 
pleasure  is  in  the  climbing. 

*  *  * 

An  investigator  found  that  500  girls  in 
Hamburg,  Germany,  wear  no  underclothes. 
That's  nothing,  ALL  American  girls  wear 
SCARCELY  any. 

*  *  * 

Met  a  man  who'd  been  eating  cloves.  What 
reminiscence  of  the  past! 

■K-  ^ 

The  tiredest  man  in  the  world  is  the  hus- 
band of  the  woman  who  wants  to  go  to  church 
Sunday  morning. 

*  *  * 

No  man  is  so  big  that  he  can  afford  to  get 
the  ill-will  of  his  subordinates.  The  giant  of 
the  forest  must  depend  upon  its  roots  for 
strength  and  for  life. 

*  *  * 

There  would  be  no  joy  in  Heaven  if  souls 
could  come  back  to  earth  and  watch  the  chil- 
dren fight  over  the  last  will  and  testament. 

We  know  only  one  man  who  can  keep  a 
secret.    He's  dead. 

'!t       *  * 

Fourteen  carpenters,  a  brick  layer  and  one 
and  a  half  plumbers  can't  keep  customers  out 
of  Val  Richter's  shop  in  Washington,  D.  C. 

Herl^ert  Hoover  is  writing  specifications 
for  the  greatest  partnership  in  the  world — 
Government  and  business. 

*  *  * 

Mr.  Wallace,  Secretary  of  Agriculture,  has 
SOME  job  keeping  track  of  the  ups  and  downs 
of  pigs  and  wheat  and  cows  and  other  lux- 
uries. 

*  *  * 

Herbert  Brown  is  the  only  Government 
efRciency  man  we  ever  met  that  didn't  put  us 
to  sleep  with  statistics.  Write  him  about  any- 
thing you  want  to  know  and  he'll  get  the 
^'dope"  for  you. 

*  *  * 

Fifty  editors  assembled  in  Washington  re- 
cently and  not  a  drop  of  ink  was  "slung." 


Adolph  Weyl  Pullmaned  up  from  Washing- 
ton and  morninged  with  us.  Says  business  is 
Kood  with  Lansburgh  &  Bro.,  which  proves 
that  the  new  administration  did  not  spend  all 
its  money  campaigning.  Mr.  Weyl  was  the 
father  of  a  "Bargain  Sixth"  floor  that  was 
born  recently  in  the  capital.  He  reports  the 
child  doing  nicely  and  the  mother,  Sam  Hart, 
taking  regular  morning  airings  in  the  Dodge 
again. 


HapTpy  salesple  make  happy  cwtomers. 
Happy  customers  make  liberal  patrons. 
Liberal  patrons  mean  big  volume. 
Big  volume  means  lowered  costs. 
Lowered  costs  increase  net  profits. 
Increased  net  profits  make  you  happy. 
Yoxir  happiness  mean&  happy  salespeople. 

— Not  by  Socrates. 

*  *  * 

Farmer  out  West  took  22  calf  skins  to  town 
and  went  home  with  one  pair  of  $12  shoes  and 
$1.20  in  change.  If  he  hadn't  removed  the 
hides  himself  probably  he  would  have  imag- 
ined he  was  the  one  who  was  skinned. 

*  *  * 

Report  from  Mexico.  "The  big  dry  goods 
houses  down  here  have  their  own  factories. 
They  turn  out  a  lot  of  very  nice  French  un- 
derwear and  put  the  French  label  on  if  you 
so  desire."    How  obliging  are  the  Mexicans. 

Many  an  otherwise  promising  romance 
has  been  shattered  by  knee  length  skirts  and 
waist  deep  blouses. 


William  Hager  of  Lancaster  has  been 
chosen  song  leader  of  the  American  Merchant 
delegation  that  will  head  for  Europe  shortly. 
The  favorite  meeting  place  on  board  ship  will 
be  at  the  rail  with  the  right  hand  holding  the 
pit  of  the  stomach  and  the  left  pressed  hard 
against  the  forehead.  (Practice  this  gentle- 
men.) Mr.  Hager  has  written  these  words 
to  be  sung  to  the  tune  of  "Oh !  how  I  hate  to 
get  up  in  the  morning."  "It's  gonna  come  up 
(Hie)  It's  gonna  come  up  (Hie),  It's  gonna 
come  up  in  the  (Hie,  Hie,  Hie)." 

*  *  * 

Mr.  Martin  Burns  of  Harris-Emery  Co., 
Des  Moines,  Iowa,  pepped  up  the  entire  ECONO-- 
MIST  force  with  a  talk  on  retailing  one  noon 
last  week.  Wish  more  of  you  Western  mer- 
chants would  drop  in  when  you're  in  town. 
We  like  your  enthusiasm  and  your  smiles.  But, 
best  of  all,  we  like  the  odor  of  the  grass  and 
the  flowers  and  the  fields  that  scent  your  talk. 

*  *  * 

If  the  money  spent  looking  for  supermen 
were  used  to  encourage  ORDINARY  men  what 
a  lot  more  work  we'd  get  done  and  how  much 
happier  we'd  be. 

*  *  * 

To  Italian  Truck  Driver — "What  d'ya  mean 
leavin'  that  horse  here  all  day.  He's  been 
standin'  right  here  for  two  hours." 

Expressman — "Yes,  he  no  got  sense.  I 
keeck  him  half  hour,  make  heem  sit  down,  he 
won'  sit  down." 

■K-       -X-  * 

The  worst  children  on  the  earth  are  the 
neighbors'. 


Let's  steal  a  few  words  from  Plato.  He 
won't  miss  these  few,  "He  who  commits  in- 
justice is  even  made  more  wretched  than  he 
who  offers  it.  It  is  never  right  to  return  an 
injury." 


To  hear  some  men  talk  you'd  think  buyers 
ought  to  spend  all  their  spare  time  at  prayer 
meetings  when  they  come  to  New  York  to 
keep  some  salesman  from  offering  them  a  free 
dinner  or  smoke  or  theatre  ticket. 

*  *  * 

The  character  of  a  man  at  the  head  of  a 
retail  department  store  is  reflected  in  every 
department,  and  the  size  of  the  business  is 
limited  only  by  the  size  of  the  man. 

Old  Darkey  on  Street  Car — "Have  my  seat, 
ma'am." 

Lady — "I  thank  you,  but  I  hate  to  deprive 
you  of  your  seat." 

Oid  Darkey — "No  depravity,  ma'am,  no  de- 
pravity." 

Even  the  great  steel  corporations  could 
hold  out  no  longer  against  the  demand  for 
lower  prices.  They've  made  reductions  of 
from  $1.50  to  $15  with  an  average  of  $7  per 
ton. 

4f-     *  * 

If  Germany  had  Ic  a  word  for  all  the  lit- 
erature written  to  prove  she  can't  pay  the 
reparations  she'd  have  enough  to  settle  her 
debt. 

*  *  * 

According  to  the  Watertown  (N.  Y.) 
Times,  a  man  who  assaulted  a  woman  in  the 
32d  degree,  was  kicked  out  of  the  house  and 
had  a  flower  pot  bounced  off  his  dome  by  the 
fair  damsel.  In  addition,  the  judge  sent  him 
to  jail  for  30  days  to  keep  him  out  of  danger. 

*  .*  * 

A  man  in  Brooklyn  is  suing  his  wife  for 
divorce  because  she  spent  the  70c  he  gave  her 
ONE  week  for  plug  tobacco. 

*  *  * 

Most  undignified  thing  in  the  world — 
getting  out  of  an  upper  berth  with  a  small 
percentage  of  your  clothes  on. 

*  *  * 

It  takes  a  man  as  long  to  comb  his  three 
hairs  as  it  does  the  woman  with  flowing  locks. 

*  *  * 

Many  a  wife  has  stopped  washing  since 
prohibition  because  hubby  has  raisins  in  the 
wash  boiler. 

*  -X-  * 

The  jobber  who  holds  the  retailer  so  close 
to  his  eye  that  he  can't  see  the  consumer  is 
going  to  get  a  black  eye  one  of  these  days. 
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Duty  on  Imports  Based  on  Domestic 
Market  Value  Won't  Hold  Water 

"How  Are  You  Going  to  Determine  Domestic  Market  Value  of 
Goods  Not  Produced  Here?"  Asks  One  Manufacturer — The  Ap- 
praisers Would  Be  a  Doubtful  Court  of  Last  Resort  in  Such  a  De- 
termination and  Anyhow  the  Proposal  Could  Only  Hurt  Importer 
— The  Consumer,  as  Usual,  Would  Pay 


As  announced  a  few  weeks  ago  in  the 
Economist  Washington  correspondence, 
it  is  proposed  that  the  next  Congress 
;  shall  amend  the  present  tarii¥  law  so  as  to 
i  base  the  customs  valuation  of  imported  ar- 
ticles on  the  domestic  market  price.  "Just 
(  how  the  port  collectors  will  arrive  at  this  price 
:  has  not  been  determined,"  said  our  corre- 
[  spondent.  And  according  to  a  number  of 
I  leading  New  York  importers  interviewed  on 
:  the  subject  by  an  Economist  staff -member  the 
I  question  is  impossible  of  determination. 

In  fact,  the  proposal  has  been  emphatically 
'  characterized  by  all  the  importers  interviewed 
as  utterly  absurd  and  impracticable — so  ab- 
surd and  impracticable  that  many  of  them 
were  inclined  to  treat  it  as  a  proposal  too 
i  flippant  and  irresponsible  for  serious  discus- 
I  sion.   Yet,  the  fact  that  it  is  reported  to  have 
1  the  backing  of  the  Administration  renders  its 
!  enactment  by  the  next  Congress  extremely 
i  probable. 

How  Can  They  Do  It? 

The  burden  of  the  objection  to  the  measure 
is,  of  course,  that  there  is  no  feasible  way  of 
determining  the  domestic  market  value  of  ar- 
ticles which  are  not  produced  in  corresponding 
varieties  and  grades  by  domestic  manufactur- 
ers.  "How,  for  example,"  said  a  leading  glove 
manufacturer  and  importer,  "are  they  going 
to  assess  the  domestic  market  value  of  French 
i;  kid  gloves?  There  are  no  such  gloves  made  in 
i  this  country.    And  how  about  skins?  The 
;  majority  of  domestic  kid  gloves  are  made  from 
Spanish  and  South  American  skins.   How  are 
they  going  to  value  Spanish  and  South  Amer- 
i   ican  skins  on  the  basis  of  the  domestic  mar- 
I   ket  when  the  domestic  market  produces  no 
!  such  skins?" 

Even  if  the  domestic  market  value  is  as- 
certainable, according  to  this  importer,  it  does 
not  follow  that  the  basis  would  be  equitable. 
"If  by  superior  organization  and  efficiency," 
he  said,  "I  succeed  in  producing  an  article  at 
a  lower  price  than  can  be  made  on  a  similar 
article  by  some  of  my  competitors,  is  the 
market  value  to  be  my  price  or  theirs?  Am  I 
and  the  consuming  public  to  be  penalized  for 
their  inefficiency? 

The  Consumer  Would  Pay 

"As  far  as  profits  and  volume  of  business 
are  concerned,"  he  said,  "it  makes  no  particu- 
!  lar  difference  to  me,  for  it  has  been  my  ex- 
perience that  I  can  sell  just  as  many  imported 
gloves  when  the  tariff  is  high  as  when  it  is 
low — if  not  more.  In  the  case  of  many  im- 
ported articles,  such  as  gloves,  a  high  price 
rather  tends  to  accentuate  the  desirability  of 
the  article  from  the  point  of  view  of  most 
people.  But  I  fail  to  see  the  object  of  making 
the  consumer  pay  more  for  merchandise  which 
the  domestic  manufacturer  does  not  produce." 

The  idea  of  such  a  method  of  valuation, 
according  to  a  cotton  goods  importer,  illus- 
trates the  absurdity  of  having  legislation  in- 
timately affecting  business  framed  by  men 


who  know  nothing  about  the  buying  and  sell- 
ing of  merchandise,  whatever  they  may  know 
about  agricultural  machinery  or  farm  prod- 
ucts. "No  dry  goods  merchant,"  he  said, 
"would  dream  of  such  a  ridiculous  proposal. 
Look  at  those  English  prints.  How  are  you 
going  to  assess  their  domestic  market  value? 
Or  those  Rodier  cotton  novelties?  Or  linens? 
Will  you  tell  me  how  you  are  going  to  assess 
the  domestic  market  value  of  linens?  And 
how  about  Nottingham  or  Calais  laces? 

The  Customs  Exports 

"It  would  be  a  nice  job  trying  to  estimate 
the  domestic  market  value  of  such  merchan- 
dise. I  wouldn't  like  to  try  it.  And  who  is 
going  to  do  it?    The  customs  appraisers,  I 

U.  S.  Retail  Delegates 
Go  Abroad  April  20 

On  April  20  will  sail  the  party  of  Ameri- 
can and  Canadian  retailers  who  are  visiting 
Great  Britain  as  guests  of  the  Drapers'  Cham- 
ber of  Trade,  the  British  organization  cor- 
responding to  the  National  Retail  Dry  Goods 
Association  in  this  country.  The  party  of 
seventy-five  will  depart  from  New  York  and 
arrive  at  Southampton,  England,  April  28. 

As  it  was  particularly  desired  that  the 
whole  retail  field  be  represented  in  the  party 
there  will  be  merchants  from  both  large  and 
small  stores  in  all  sections  of  the  country. 
British  merchants  will  entertain  a  Igroup  in- 
cluding a  good  sized  -  portion  of  the  best 
brains  in  the  American  retail  field. 

The  British  retailers  who  visited  this 
country  last  year  were  keenly  appreciative 
of  the  cordial  reception  they  met.  They  are 
anxious  to  reciprocate  to  the  fullest  extent 
and  the  visitors  are  assured  of  a  royal  wel- 
come. No  country  has  a  monopoly  in  ideas. 
Such  interchange  of  information  as  is  bound 
to  occur  will  be  beneficial  to  both  sides.  It 
will  be  especially  interesting  to  observe 
whether  any  of  the  ideas  gleaned  by  the 
British  delegation  while  in  this  country  have 
been  transplanted  across  the  water. 


suppose.  You  know  what  expert  authorities 
on  merchandise  the  customs  appraisers  are — 
authorities  on  textiles,  precious  stones,  curios 
and  old  masters.  Can  you  imagine  them  try- 
ing to  determine  what  would  be  the  domestic 
market  value  of  a  piece  of  Irish  linen  if  a 
piece  of  Irish  linen  were  produced  by  the  do- 
mestic market?" 

Proper  Basis  of  Value 

Almost  identical  views  were  expressed  by 
other  importers,  who  confined  their  expression 
of  opinion  to  the  declaration  that  a  valuation 
based  on  the  domestic  market  would  be  impos- 
sible to  determine  in  the  case  of  a  wide  variety 
of  articles.  A  dress  goods  importer,  however, 
gave  another  slant  to  the  situation  by  point- 
ing out  that  the  valuation  might  be  based  on 
the  invoice  price  plus  the  duty — as  this  would 
be  the  domestic  market  price  of  an  imported 
ai-ticle. 

For  example,  a  piece  of  wool  goods  im- 


ported from  France  at  $2  a  yard  and  paying 
a  customs  duty  of  35  per  cent  ad  valorem  (the 
present  rate)  would  cost  the  importer  $2.70. 
This  price  of  $2.70  might  be  taken  as  the 
domestic  market  price  of  the  article  and  fur- 
nish the  basis  on  which  the  duty  of  35  per 
cent  would  be  really  assessed.  In  other  words, 
instead  of  paying  a  duty  of  70  cents  a  yard 
on  a  valuation  of  $2,  the  importer  would  pay 
941/2  cents  on  a  valuation  of  $2.70.  But  this 
does  not  seem  to  be  the  method  of  valuation 
contemplated  by  the  gentlemen  at  Washington. 

Apart  from  the  impossibility  of  figuring  in 
any  ot^er  way  the  domestic  market  value  of 
an  article  of  different  style  and  quality  from 
any  produced  here,  this  importer  sees  in  the 
proposed  method  of  valuation  an  almost  in- 
superable obstacle  to  the  importing  business. 
At  present,  he  said,  the  duty  is  estimated  ac- 
cording to  the  rate  of  exchange  prevailing  on 
the  day  the  goods  are  landed.  This  means  that 
the  importer  has  got  to  speculate  on  exchange, 
for  if  he  buys  goods  when  the  dollar  has  an 
exchange  value  of  16  francs  he  may  have  to 
pay  duty  on  an  exchange  value  of  12  francs 
if  that  is  the  rate  on  the  day  his  goods  are 
entered  at  the  customs. 

Taking  Long  Chances 

If  in  addition  he  must  speculate  on  the 
probable  domestic  value  of  the  goods  by  the 
time  they  are  landed  he  cannot  have  the  slight- 
est idea  when  he  buys  his  goods  how  much 
they  are  eventually  going  to  cost  him.  Under 
these  circumstances  it  is  difficult  to  see  how 
he  can  sell  goods  in  advance  against  his  com- 
mitments. It  means  taking  too  big  a  risk — - 
except  he  adds  on  a  profit  sufficient  to  cover 
probable  contingencies.  This  is  possible  in  the 
case  of  so  many  imported  goods  in  which  style 
and  not  price  is  the  determining  considera- 
tion. But,  as  this  importer  also  pointed  out, 
it  is  the  consumer  who  eventually  pays  for 
these  things. 

From  the  point  of  view  of  Government 
revenue,  this  importer  added,  the  proposed 
amendment  does  not  promise  to  be  profitable. 
It  must  inevitably  reduce  the  importer's  busi- 
ness and  consequently  the  amount  of  his  in- 
come and  the  taxes  he  pays  on  his  income,  so 
that  the  Government  would  seem  to  be  putting 
into  one  pocket  what  it  takes  out  of  another. 

This,  however,  is  a  question  which  is  perti- 
nent to  tariff  legislation  as-  a  whole.  The  pro- 
posed method  of  valuation  is  to  be  part  of  a 
tariff  measure  which  is  meant  primarily  to  be 
protective,  and  the  question  of  revenue  is  of 
secondary  importance.  But  there  is  no  point 
in  protecting  American  manufacturers  against 
the  importation  of  articles  which  American 
manufacturers  do  not  produce,  and  it  is  pre- 
cisely on  such  articles — of  which  a  wide  va- 
riety is  used  in  the  dry  goods  trade — that 
the  proposed  method  of  customs  valuation 
would  be  impracticable.  Such  at  least  is  the 
unanimous  opinion  of  such  New  York  im- 
porters as  the  Economist  has  had  opportunity 
of  consulting  on  the  subject. 
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Germans  Marvel  as  Wave  of  Price 
Recessions  Strikes  Country 

Berliners  Attach  Great  Importance  to  Event  and  Bargain  Sales 
Are  the  Order  of  the  Day — Nouveau  Riche  Spend  Money  Lavishly 
but  the  Great  Majority  of  Citizens  Are  Unable  to  Purchase  Cloth- 
ing— Pawnshop  Has  Become  National  Institution 


EVER  since  the  war  began,  prices  in  Ger- 
many had  been  mounting  higher.  The 
gyrations  of  the  foreign  exchange 
seemed  to  exclude  Germany  from  the  laws  of 
commerce  governing  in  other  lands.  Prices 
here  might  have  been  fluctuant  if  measured  by 
other  monetary  standards.  Measured  by  the 
standard  of  the  German  mark  their  ascent  was 
practically  continuous.  But  suddenly  there 
has  come  a  halt.  Prices  even  in  Germany  are 
falling. 

Now,  this  might  not  seem  remarkable  if 
told  of  any  other  land.  In  Germany  it  is  an 
epoch-making  event.  It  has  created  nearly  as 
much  interest  as  a  new  revolution.  After  six 
years  of  steadily  mounting  prices,  both  the 
public  and  the  trade  in  Germany  had  %ome  to 
regard  such  as  (the  natural  new  order  of 
things.  They  had  about  become  reconciled  to 
the  hitherto  unvarying  fact  that  anything 
bought  six  months  ago  was  of 
greater  value  than  a  recent  pur- 
chase. It  has  been  difficult  for 
them  to  realize  that  the  great 
downward  movement  originating 
in  America  has  crossed  over  the 
seas  and  is  here,  too,  shaking 
war-time  prices  from  their  pedes- 
tal. The  movement  has  loosened 
the  frail  props  supporting  com- 
merce under  the  new  government 
and  has  shaken  business  to  its 
foundation. 


trade  has  begun  to  feel  the  impact.  It  is  the 
sensation  of  the  hour  in  Germany.  "Prices 
are  lower"  is  the  slogan  on  everybody's 
tongue.  "Bargain  sales"  are  the  order  of  the 
day.  Mothers  take  their  daughters  to  the  city 
to  see  and  the  streets  are  crowded  with  people 
gazing  into  the  show-windows. 

But  strange  to  say — and  herein  lies  the 
crux  of  the  whole  trouble — their  activities  are 
confined  mainly  to  gazing.  They  are  doing 
mighty  little  buying.  This  is  the  most  sur- 
prising and  disappointing  feature  of  the 
downward  movement  in  Germany.  It  must  be 
admitted  that  the  retail  price  reductions  in 
Germany  while  accompanied  with  a  lot  of 
noise  are  not  very  substantial. 

The  low-priced  goods  are  for  the  most  part 
very  cheap  and  shoddy  materials.  Th^  retail- 
er's cuts  are  not  commensurate  with  the  re- 
ductions in  the  other  lines  of  the  trade.  This 


Failures  Are  Plentiful 


Many  business  failures,  and  a 
period  of  drastic  price  cutting 
and  unloading  are  among  the 
principal  attendants  of  the  downward  move- 
ment. Nearly  four  hundred  bankruptcies 
have  been  recorded  in  Germany  in  the  past  two 
months.  Further  liquidations  and  failures  are 
expected  to  follow.  But  when  the  sifting-out 
process  is  ended  business  will  probably  be  in 
a  healthier  state. 

Many  merchants  and  manufacturers  still 
hold  large  stocks  of  goods  purchased  at  the 
crest  of  the  price  wave.  Their  plight  is  not 
to  be  envied.  The  trade  is  now  making  tre- 
mendous efforts  to  clear  its  large  stock  of  tex- 
tiles. ,The  efforts  are  to  sell  everything  pos- 
sible as  soon  as  possible  in  order  to  tap  the 
price-toboggan  at  the  most  advantageous 
point  of  its  descent.  In  most  cases  the  reduc- 
tions mean  serious  losses,  for  the  goods  were 
manufactured  at  a  time  when  goods  prices 
were  high.  The  break  has  not  yet  reached 
the  point  at  which  liquidation  for  what  goods 
will  fetch  will  set  in,  but  there  are  signs  lead- 
ing to  the  belief  that  this  time  is  not  far  dis- 
tant. We  proba?>ly  shall  soon  see  a  scramble 
to  get  out  of  lines  purchased  at  prices  far 
above  current  market  value. 

They  Gaze,  but  Buy  Not 

The  downward  movement,  once  started  in 
Germany,  i.s  gaining  momentum.  It  began  in 
the  raw  materials  market  some  time  ago  and 
has  gradually  imparted  its  force  to  the  whole- 
.sale  and  jobbing  trade.   As  I  write  the  retail 


German  prices  appear  to  have  met  their  Chateau  Thierry 
and  their  advance  is  permanently  checked.  The  deflation 
w^ave  that  sw^ept  England  and  America  has  just  crossed  the 
Rhine  and  the  consternation  of  retailers,  jobbers  and  manu- 
facturers appears  to  be  greater  than  that  in  our  own  country 
last  fall. 

Business  failures  are  coming  so  fast  that  little  notice  is 
taken  of  them.  But  Gretchen  and  Heine  continue  to  "win- 
dow shop,  '  feeling  sure  that  prices  have  ONLY  started  to 
decline. 

This  is  the  first  of  a  series  of  three  articles  on  conditions 
in  Germany  by  an  Economist  correspondent.  You'll  want 
to  read  them  all. 


individual  is  not  disposed  to  conform  to  re- 
vised market  quotations.  He  seems  deter- 
mined to  shoulder  as  little  risk  as  possible. 
Retail  orders  are  mostly  for  small  parcels,  and 
trade  during  the  coming  months  promises  to 
be  more  than  ever  of  a  repeat  character. 

When  Prices  Fall 

There  is  a  tendency  to  censure  the  retailer 
for  his  skin-flint  buying  methods  and  some- 
what dishonest  selling  practices.  If  retailers 
would  bring  down  their  stocks  to  a  level  corre- 
sponding to  that  of  the  manufacturers'  and 
wholesalers'  reductions,  it  is  felt  certain  that 
the  public  would  begin  buying  and  trade  would 
soon  pick  up. 

Since  the  war  the  whole  population  of  Ger- 
many seems  to  have  acquired  what  is  termed 
"Bauernslauheit"  (peasant  cunning).  As 
with  the  buyers  in  the  trade,  so  with  the  pub- 
lic, they  see  in  the  sudden  price  reductions 
symptoms  of  a  further  decline.  The  buyers' 
suspicions  are  strengthened  first  by  the  world 
crisis  which  kills  all  possibility  of  export 
trade,  second  by  the  failure  of  the  Repara- 
tions Conference  in  London  which  has  shaken 
the  faith  of  those  who  looked  to  continental 
peace  for  some  measure  of  stability  and  re- 
vival of  demand,  and  finally  by  the  competi- 
tion of  the  Alsatian  textile  industry  which  has 
been  granted  the  import  of  goods  into  Ger- 
many free  of  duty  for  the  next  five  years. 


Some  such  reasoning  must  also  be  indulged  ii 
by  the  public.  Anyhow  they  are  waiting  foi 
and  confidently  expecting  still  further  redue 
tions. 

Berlin's  Nouveau  Riche 

Berlin  has  a  new  rich  class — frequenteri 
of  the  tea  palaces,  jazz  halls  and  other  gay  re  ] 
sorts — that  are  heavy  buyers  of  the  finest  ma 
terials.    And  then  there  is  a  goodly  elemen : 
of  the  more  respectable  well-to-do,  who  an 
large  buyers  of  the  best  and  most  substantia 
goods.   But  these  elements,  though  large,  an 
confined  mainly  to  Berlin,  once  the  wealthies 
city  in  Europe.    And  even  here  they  do  no  { 
weigh  heavily  with  the  mass  buying  power  o ) 
Berlin's  four  million  inhabitants.    In  the  se:'; 
of  the  great  German  public  comprising  sixty 
million  inhabitants,  they  create  scarcely 
ripple. 

They  are  not  "the  people  o 
Germany,"  and  it  is  "the  peophi 
of  Germany." 

The  problem  of  Berlin's  ne\ 
rich  class  is  to  bedeck  them 
selves  in  the  newest,  most  fan 
tastic  mode.  The  problem  of  th(| 
people  of  Germany  is  to  keep  ii{ 
clothing  to  hide  their  nakedness 
Many  of  the  oldest  and  mos 
aristocratic  families  now  belonj 
to  the  "people's"  class  and  aii 
reduced  to  dire  circumstances 
This  class  also  includes  arm; 
officers,  students,  artists  an( 
members  of  the  professiona^ 
class  (doctors,  professors,  teach! 
ers  and  literary  mean).  Let  an; 
one  stand  for  a  while  in  the  arched  entrance 
of  the  State  Pawnshop  in  Jaeger  Strasse 
Berlin,  and  he  will  soon  be  convinced  of  th' 
deprivation  to  which  these  people  have  beei 
reduced.  As  I  stood  there  a  few  days  age 
a  former  general  entered  and  pawned  a  se 
of  silver  candlesticks  in  order  to  be  able,  a 
he  openly  confessed,  to  buy  a  suit  of  clothe 
for  his  son. 

The  Pawnshop  Is  Popular 

A  large  number  of  chemists,  artists,  stud 
ents  and  army  officers  of  all  grades  wer 
among  the  visitors,  pawning  all  manner  o 
jewels  and  trinkets  in  order  to  get  money  t 
buy  clothing. 

Dr.  Bernard  Dernberg  has  given  out 
statement  in  which  he  says  that  50  per  cen 
of  the  people  of  Germany  have  no  shoes  an^ 
75  per  cent  of  those  who  enter  the  hospital 
have  no  shirts  or  underclothing.  A  recen 
investigation  showed  that  out  of  500  sho; 
girls  in  Hamburg,  400  had  no  underclothes 
A  physician  in  the  Husum  Hospital  (Husun: 
Holstein)  says  he  attended  25  patients  in  on 
day  who  had  no  underwear.  The  widow  o 
a  noted  German  general  was  very  ill  not  Ion; 
ago,  but  refused  to  see  a  doctor  because  he 
underwear  was  so  badly  worn.  In  Hambur; 
efforts  are  being  made  to  have  the  childre: 
take  baths  once  a  week  in  the  excellent  put 
lie  baths  there.    But  the  efforts  are  meetin; 


with  ill  success.  The  teachers  say  the  rea- 
son is  that  the  children,  especially  girls,  are 
ashamed  to  exhibit  their  ragged  underwear, 
or  their  total  lack  of  underwear.  And  thus 
it  is  all  over  Germany,  except  among  the  new 
rich  and  well-to-do. 

It  Tells  a  Story 

It  is  the  never  ending  high  prices  due  to 
the  low  valuta  that  bar  the  way  to  replenish- 
ing the  wardrobe.  Mr.  Herman  Hochel,  a 
well-known  Hamburg  merchant,  recently  gave 
1  me  some  figures  that  tell  the  story  in  a  nut- 
i  shell.  The  man  who  got  a  salary  of  200  marks 
per  month  before  the  war,  he  says,  now  gets 
a  salary  of  1,000  marks. 

Before  the  war  200  marks  would  buy: 
3,000  eggs,  or  3  suits  of  clothes,  or  40  shirts, 
or  16  pairs  of  shoes. 

Since  the  war  1,000  marks  will  buy : 
600  eggs,  or  1/2  suit  of  clothes,  or  6  shirts,  or 
5  pairs  of  shoes. 

Thus  it  can  be  seen  that  the  purchasing 
power  of  the  man's  200  marks'  salary  was  5 
or  6  times  that  of  his  present  1,000  marks,  and 
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the  mark  is  only  about  one-thirtieth  of  its 
former  value. 

Prices  Still  High 

Thus  when  I  tell  of  prices  being  lower  in 
Germany,  let  no  one  partake  of  the  delusion 
that  they  are  approaching  anything  like  the 
level  of  peace  times.  Indeed  the  German  has 
to  pay  many  times  more  than  in  peace  times. 
The  buyer  of  raw  materials  has  to  pay  fifteen 
times  more  than  in  peace  times  and  the  retail 
purchaser  thirty  times  more.  It  would  seem 
therefore  that  retail  prices  in  Germany  ought 
to  be  at  least  as  cheap  again  as  they  are,  but 
the  terrible  tax  to  which  the  trade  is  as- 
sessed in  order  to  meet  the  war  indemnities 
makes  high  charges  necessary.  And  thus  it  is 
seen  that  the  ultimate  consumer  in  Germany 
is  compelled  to  pay  twice  as  much  for  his 
clothes  as  the  person  in  the  victorious  lands 
even  at  the  present  rating  of  the  valuta,  and 
thirty  times  as  much  according  to  peace-time 
rating. 

According  to  the  valuta  (exchange  rate)  a 
yard  of  25-cent  calico  in  America  represents 
15  marks  (normally  $3.45)  in  Germany.  But 
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the  actual  retail  price  here  is  30  marks  (nor- 
mally $6.90).  This  is  nearly  the  price  of  a 
month's  house  rent.  In  Austria  it  represents 
200  to  250  kronen  or  exactly  one-third  the 
weekly  wage  of  the  average  workingman.  And 
in  Russia  and  Poland  conditions  are  even 
worse. 

Millions  Are  Plenty 

The  story  is  told  that  in  Vienna  an  Amer- 
ican went  into  a  bank,  pulled  out  a  $20  gold 
piece  and  asked  the  clerk  how  much  he  could 
get  for  it.  The  clerk  handed  out  the  cash 
drawer  with  the  reply:  "Help  yourself." 
One  may  read  of  golf  challenges  at  10,000 
Russian  rubles  a  game  (and  remember  the 
ruble  used  to  be  worth  50  cents).  A  trader 
who  possesses  300,000,000  Don  Cossack  rubles 
finds  it  almost  impossible  to  dispose  of  them. 
He  has  succeeded  in  selling  twenty  millions 
for  $400,  it  is  alleged,  and  is  willing  to  sell  the 
remaining  280  millions  at  2  cents  a  thousand. 

These  things  explain  why  it  is  that  in  all 
these  stricken  lands  of  depleted  currency  the 
clothing  problem  is  a  severe  one,  and  up  till 
now  has  been  constantly  growing  worse. 


Remember  Your  Customers  When  Buying 


i  if-ryHE  customer  first"  is  a  good  motto  in 
I     buying  as  Well  as  in  selling,  etc.,  ac- 

^  cording  to  Ludwig  L.  Kaufmann, 
who  merchandises  the  women's,  misses'  and 
children's  garments  which  form  the  third 
floor  departments  in  the  big  Kaufmann  & 
Baer  Store,  Pittsburgh. 

Mr.  Kaufmann  was  discussing  merchan- 
dising methods  during  a  recent  visit  made  to 
him  by  an  Economist  staff-member.  Said 
Mr.  Kaufmann: 

"I  particularly  warn  my  buyers  against 
the  idea  that  they  can  make  purchases  cheaper 
than  our  competitors.  You  can  be  sure,  prac- 
tically always,  if  a  manufacturer  makes  you 
a,  specially  low  price,  that  he's  not  the  only 
one  who's  stuck.  Of  course,  in  the  case  of 
trademarked  or  patented  goods  it  may  be  a 
little  different.  "  I'm  speaking  in  a  general 
way.  I  tell  my  buyers  'If  you  paid  $25  for  an 
article,  figure  that  you  paid  $23.50.'  A  buyer 
may  feel  that  he  (or  she)  has  a  friend  in  a 
certain  house  who'll  make  some  special  con- 
cession, but  don't  forget  that  in  some  other 
house  some  other  buyer  is  apt  to  get  special 
treatment. 

What  the  Other  Fellow  Does 

"Maybe,  too,  the  goods  you  get  at  a  spe- 
cial price  and  that  you  mark  at  a  high  profit 
are  bought  by  your  competitor  and  he  marks 
them  at  the  regulation  profit.  So  at  your 
price  you're  liable  to  lose  a  customer,  or  at 
least,  through  seeing  the  goods  cheaper  else- 
where, she'll  lose  confidence  in  your  store. 

"It  comes  right  back,  therefore,  to  'the  cus- 
tomer first.'  Have  the  customer  in  mind  in 
buying  and  in  price-marking,  and  then  you'll 
mark  at  a  legitimate  profit. 

Others  in  the  Same  Boat 

"Again,  suppose  a  house  offers  us  a  line  of 
suits  made  to  sell,  we'll  say,  at  $50,  $60,  $70 
and  $80,  at  a  very  special  figure,  say  $40.  I'm 
willing  to  gamble  that  to  another  buyer  some 
other  house  will  make  a  no  less  spectacular 
offer,  and  so  on  again  with  other  houses.  I 
say  this  because  if  one  house  is  stuck  you  can 
bet  your  boots  that  others  are  in  the  same 
condition.    So  if  we  buy  these  goods  we  take 


good  care  to  mark  them  no  higher  than  the 
regulation  profit. 

Goods  Deteriorate 

"Another  thing— I  figure  that  after  a  lot 
of  goods  has  been  in  the  house  three  or  four 
days  they're  worth  10  per  cent  less  than  the 
purchase  price.  This  because  of  soiling, 
damage  and  possible  mark-downs. 

"As  to  mark-downs,  here's  one  way  they 
arise.  Take  a  lot  of  suits,  for  instance,  for 
which  you  paid  $25.  You  have  three  tans,  six 
blues,  four  blacks  and  four  browns.  You 
mark  them  $42.  You  sell  out  quickly  the  blues 
and  some  of  the  blacks  and  browns.  But  the 
others  don't  move  so  fast;  so  those  you  mark 
down  to  $33.  (If  you  could  put  a  different 
price  on  the  different  colors  at  the  start  it 
would  be  simple  enough,  but  of  course  you 
can't  do  business  that  way.) 

Similarly,  out  of  a  lot  of  patterns  in  chil- 
dren's dresses  some  won't  sell  readily  and 
will  have  to  be  marked  down.  Then,  again, 
some  manufacturer  may  have  copied  the  gar- 
ments you  have  bought  and  may  have  sold  his 
goods  for  a  percentage  less  than  what  you 
paid. 

About  Discounts 

"All  this  militates  against  making  a  legiti- 
mate profit.  Consequently,  we  have  got  to 
have  the  discount  as  an  aid  in  marking  our 
goods,  so  that  we  may  have  a  chance  to  make 
sure  of  that  extra  amount  of  mark-up. 

"And,  for  the  life  of  me,  I  can't  see  what 
difference  it  makes  to  the  manufacturer 
whether  he  sells  his  goods  with  a  discount  or 
otherwise.  He  simply  has  to  add  the  dis- 
count to  his  net  price  and  let  us  take  it  off 
again. 

"Moreover,"  continued  Mr.  Kaufmann, 
"the  manufacturers  get  a  discount  from  the 
fabric  manufacturer,  and  I  never  heard  of  a 
garment  manufacturer  figuring  his  cost  on 
the  net  price.  He  needs  that  discount  to  make 
sure  of  obtaining  that  amount  of  profit  'or  of 
that  amount  of  offset  against  possible  mark- 
downs. 

The  Customer  First 

The  manufacturer,  like  the  store,  has  got 
to  work  on  the  principle  of  'the  customer  first.' 


The  manufacturing  concern  that  will  satisfy 
its  customers  is  going  to  maintain  its  sales 
and  continue  to  progress  and  develop,  while 
those  that  think  they  can  afford  to  ignore 
their  customers'  needs  and  pursue  a  policy 
that  is  one-sided  and  obstinate  are  bound  to 
lose  out.  In  other  words,  the  manufacturers 
who  become  so  independent  as  to  ignore  the 
desires  or  needs  of  their  customers  will  break 
open  the  way  to  new  competition  and  the  de- 
velopment of  some  of  their  smaller  competi- 
tors. 

Such  competitors  can  buy  just  about  as 
cheaply  and  can  produce  as  economically  as 
the  present  bigger  houses,  and  these  little  fel- 
lows that  meet  their  customers'  wishes  will 
surely  forge  ahead." 


C.  H.  Yeager  Dies 
In  68th  Year 

C.  H.  Yeager,  founder  of  C.  H.  Yeager  & 
Co.,  Sharon,  Pa.,  and  the  C.  H.  Yeager  Co., 
Akron,  Ohio,  died  recently  at  the  age  of  68 
while  resting  at  a  sanitarium  at  Battle  Creek, 
Mich.  He  had  been  in  poor  health  for  some 
time,  but  it  was  not  believed  he  was  in  seri- 
ous condition. 

Mr.  Yeager  was  born  at  Newton  Falls, 
Ohio,  in  1852,  in  which  town  he  started  his 
business  career  in  a  general  store  at  the  age  of 
14.  During  the  next  nineteen  years  he  en- 
gaged in  several  small  store  enterprises  and 
acted  as  traveling  salesman  for  various  whole- 
sale firms.  In  1885  he  opened  his  first  store 
in  Sharon,  Pa.,  being  joined  five  years  later  by 
Bert  E.  Fenstermaker.  The  firm  name  then 
became  C.  H.  Yeager  &  Co.  Larger  quarters 
were  taken  and  new  departments  added. 

The  Akron  store  was  obtained  by  purchase 
of  the  establishment  of  Dague  Bros.  &  Co.  in 
that  city  before  the  1906  boom  hit  town.  Mr. 
Yeager  was  associated  with  his  brother  Jo- 
seph in  this  enterprise.  These  two  stores  have 
been  most  successful.  In  addition  to  his  in- 
terest in  them  Mr.  Yeager  was  a  director  of 
the  J.  B.  Pierce  Wall  Paper  Co.,  Cleveland, 
Ohio,  and  of  the  M.  &  M.  National  Bank, 
Sharon,  Pa.  He  is  survived  by  his  wife  and 
daughter  and  two  brothers. 
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Seasonable  novelty  fabrics  designed  particularly  for  the  millinery  trade. 
Ask  your  jobber  to  show  you  our  newest  achievement — 


in  a  wide  assortment  of  colorings 

Present  sales  indicate  that  Glittercloth  will  un- 
doubtedly be  the  outstanding  millinery  fabric  for  fall. 

"MOST  EVERYTHING  IN  TINSEL" 

Tinsel  Products  Company 

IMPORTERS    AND  MANUFACTURERS 
115-117  East  29th  Street  New  York 

Telephones  4770-1  Oil -1 01  2-1 01 3  Madison  Square 
LYONS,  FRANCE,  1 5  Quai  St.  Clair 


A  Record  of 
Investments 

can  be  kept  in  a  most  convenient  way  by 
the  use  of  our  specially  prepared  loose- 
leaf  folder.  These  folders  contain  de- 
tachable sheets  properly  marked  and 
spaced  for  keeping  complete  informa- 
tion regarding  all  income-producing 
property  (bonds,  stocks,  mortgages  and 
real  estate) — time  purchased,  price  paid, 
income  therefrom,  etc.  There  are  also 
sheets  for  keeping  records  pertaining  to 
all  forms  of  insurance. 

A  complimentary  folder  will  be 
sent  to  any  investor  on  request 

A.  B.  Leach  &  Co.,  Inc. 

Investment  Securities 
62  Cedar  St.,  New  York 
105  S.  La  Salle  St.,  Chicago 


Philadelphia 
Minneapolis 


Boston 
Baltimore 


Buffalo 
Pittsburgh 


Hartford 
Cleveland 
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JAMES  ELUOTT  &.  CO.,  Ibc, 


Manufacturers  and  Importers 

Table  Damasks,  Napkins,  Crashes, 

Staple  and  Fancy  White  Goods, 

Quilts,  Satin  and  Crochet 
Irish  Linens. 

GRANITE  LIMEN  COMPAMY 

Manufacturers 

Huck  Towels,  Name  Towels,  Towelings, 
Homespun  Damask,  Napkins,  Art  Crashes,  Etc. 
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Window  Trims 
''Run  Down?'' 

If  they  are,  have  your  trimmer  look 
over  the  section  numbers  of  the 
ECONOMIST— always  some  new, 
better  and  more  attractive  window 
display  suggestions  are  offered. 
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Spanish  Court  Styles  of  17th  Century 
Gain  in  Favor  of  Couturiers 

Poiret  Creations  Shown  in  Play  at  Theatre  de  Paris  Have  Decided 
Bearing  on  Spring  Fashions— Influence  of  Itahan  Renaissance 
Also  Felt — Full  Skirt  Has  Greater  Vogue — Black  Gives  Place  to 

Bright  Colorings 


THE  influence  of  the  Italian  and  of  the 
Spanish  Renaissance  still  continues 
to  be  strongly  featured  in  Paris  fash- 
ions. For  several  seasons  these  styles  have 
been  struggling  for  recognition,  but  it  has 
been  difficult  to  make  vi'omen  accept  the  dis- 
tended hip  and  the  corseted  eifects.  By  force 
of  perseverance,  however,  and  as  the  eye 
gradually  becomes  accustomed  to  this  sil- 
houette the  style  at  last  seems  likely  to  make 
its  way. 

Brought  Out  in  Plays 

For  three  seasons  Lanvin  has  persist- 
ently emphasized  these  costumes  in  her 
openings.  This  winter  the  style  has  been 
further  emphasized  through  the  numerous 
plays  which  have  been  costumed  in  the 
Spanish  and  Italian  Renaissance  styles.  In 
"L'Homme  a  la  Rose,"  the  play  by  Monsieur 
Henri  Bataille  given  early  in  the  season  at 
the  Theatre  de  Paris,  over  300  costumes  were 
designed  by  Poiret  in  the  style  of  the  17th 
century  Spanish  court  dress.  These  cos- 
tumes were  acknowledged  to  be  an  artistic 
triumph,  and  have  had  a  decided  influence 
on  the  spring  fashions  and  the  feeling  for 
the  full  skirt  and  the  corseted  effect  is  grad- 
ually becoming  stronger  and  stronger.  At 
Poiret's  opening,  for  instance,  several  du- 
plicates of  the  costumes  shown  in  the  play 
were  reproduced  and  these  have  already 
been  seen  worn.  * 

Fullness  Placed  in  Front 

Now  a  second  impulse  to  the  adaptation 
of  these  styles  is  given  in  a  play  "L'Arle- 
quin,"  in  which  the  costumes,  which  are  de- 
signed by  Monsieur  Jean-Gabriel  Domergue, 
are  all  of  the  Venetian  Renaissance  style. 
The  modern  interpretation  of  these  costumes 
eliminates  to  greater  or  less  extent  the  ex- 
aggerated hip  stiffening  and  contents  itself 
with  a  suggestion  of  fullness  at  the  sides, 
but  retains  the  flat  back.  It  is  claimed,  and 
rightly,  that  no  style  of  the  present  day  can 
"go"  that  does  not  at  least  suggest  the  fig- 
ure within  the  dress.'  Therefore  if  enor- 
mously wide  skirts  are  used  they  must  have 
the  fullness  so  arranged  as  to  follow  the 
natural  shape  of  the  figure.  It  is  for  this 
reason  that  with  practically  one  accord  all 
the  dressmakers,  while  agreeing  as  to  the 
adaptation  of  the  wider,  fuller  skirt,  place 
the  fullness  across  the  front,  leaving  the 
hips  and  the  back  flat  and  plain. 

Capes  and  Bertha  Veils — Other  Notes 

Very  distinctive  of  these  Renaissance 
styles  as  well  is  the  vogue  for  capes.  This 
season  the  cape  is  even  more  in  demand  than 
ever  before  and  is  worn  in  all  lengths,  in  all 
cuts,  and  made  of  all  materials.  The  short 
shoulder  cape  in  double  or  triple  tier  effect, 
waist  length  capes  and  full  length  circular 
capes,  one  and  all  are  seen. 

A  third  feature  of  the  present  fashions 
which  dates  back  to  the  Renaissance  days, 
is  the  long  bertha  veil  in  black  lace,  which  is 


Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

a  direct  copy  of  the  Renaissance  veil  of 
Italy  and  Spain. 

Black  Crepe  Holds  Its  Vogue 

In  addition  to  the  strong  Renaissance  in- 
fluence, the  straight  line  chemise  gown  still 
holds  its  own,  and  at  all  of  the  smart  tea 
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Photo  from  Economist  Paris  office 

Cheruit  continues  to  feature  waistcoats  zvith 
capes  for  spring.  The  model  shown  above  is 
one  of  the  newest  from  this  house  and  ivas 
worn  at  the  races. 


dances  and  at  the  races  chemise  gowns  in 
black  crepe  satin  or  black  crepe  dresses  still 
are  extensively  worn.  Many  of  these  black 
crepe  dresses  are  featured  with  an  incrusted 
girdle  in  brilliant  printed  crepe  which 
molds  the  hips  and  extends  to  form  a  very 
shallow  yoke  on  the  skirt,  this  girdle  being 
the  only  touch  of  color  on  the  dress. 

Dancing  dresses  in  black  crepe  satin  are 
featured  with  long  waisted  bodices  mold- 
ing the  hips  made  with  plain  flat  front  and 
with  the  entire  back  and  sleeves  of  filmy, 
black  Chantilly  lace.  The  skirts  are  moder- 
ately full  and  are  gathered  to  the  bodice 
just  below  the  hips.  As  a  rule  the  waist 
line  is  indicated  by  a  heavy,  black  silk  cord 
and  tassel.  Frequently  linings  of  colored 
chiffon  are  used  under  the  lace  foundation 


at  the  back  of  the  bodice,  notably  blue  or 
yellow  chiffon. 

Fringe  Is  Widely  Used 

Fringe  is  again  coming  into  prominence 
as  a  trimming.  Cheruit  makes  an  odd  use  of 
this  on  printed  chiffon  in  which  the  skirts 
are  trimmed  diagonally  across  the  front 
from  below  the  hips  with  three  rows  of  3-in. 
wide  black  silk  fringe.  Chanel  uses  quanti- 
ties of  fringe  in  narrow  width  as  an  edging 
to  flouncings. 

Jenny  also  uses  narrow  silk  fringe  sewed 
in  overlapping  rows  on  net  foundations  for 
panels  of  skirts  "^nd  for  the  lower  part  of 
wide,  straight  sleeves  in  afternoon  and 
street  dresses. 

Bernard  is  using  an  odd  straw  fringe 
which  looks  much  like  glycerined  monkey. 
This  forms  a  most  effective  trimming  on 
many  of  his  dresses  and  on  three-piece  suits 
in  black  crepe.  Already  several  of  these 
costumes  have  been  noted  at  the  races  and 
the  idea  is  one  that  Paris  seems  likely  to 
take  up. 

Cheruit  uses  embroideries  in  black  lac- 
quered straw  on  black  serge  suits  and  cos- 
tumes thus  trimmed  already  have  been 
chosen  and  are  being  worn  by  the  Parisiennes. 
The  lustrous  straw  embroidery,  which  is 
done  in  a  heavy  pattern  in  high  relief 
against  the  dull  surface  of  the  black  serge, 
is  very  effective. 

Bright  Color  Notes  Striking 

In  colors  for  evening,  black,  as  has  been 
reported  several  times  before,  is  less  fash- 
ionable; yellow,  green  and  white  with  all 
shades  of  copper  pinks  are  leading.  A 
marked  feeling  for  purple  is  noted  both  for 
costumes  as  well  as  for  trimmings  and  dress 
accessories.  For  instance,  purple  satin  slip- 
pers with  silver  heels  were  worn  at  a  re- 
cent premiere  with  a  dress  in  white  crepe 
and  with  an  evening  wrap  in  purple  velvet 
lined  with  squirrel. 

Scarlet  is  extensively  used  for  sport  cos- 
tumes, notably  for  jackets  which  are  worn 
with  white  or  black  skirts.  Emerald  and 
jade  green  also  are  good  for  sport  coats,  but 
are  emphasized  less  than  scarlet. 


The  Notions  Section  Gains 


Great  is  the  fad  in  some  centers  among 
the  women  and  girls  for  making  up  flowers 
of  plain-color  organdy.  It's  a  lot  of  trouble 
to  make  so  many  sales  of  just  Vs  yd.,  but 
the  aggregate  is  considerable,  and  the  art 
goods  department  benefits  by  the  sale'  of  the 
findings,  such  as  stems,  leaves,  flower 
stamens,  etc.,  and  the  brown  rubber  tissue 
which  is  used  for  wrapping  the  stems  and 
which  becomes  adhesive  by  the  mere  warmth 
of  the  hand.  A  rubber  store  in  Cincinnati 
recently  ran  an  ad  offering  the  rubber  tissue 
in  small  packages  at  10  cents.  The  ad  was 
headed  "Brown  Stems  for  Organdie  Flow- 
ers." 
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(TlASE 

4  NGORA 

Velour 

SANFORD  MILLS,  SANFORD,  ME. 


KiddieSett  of 

Chase  Angora 

Velour; 

in  Platinum 

Gray 


Three  Pieces — Coat  Hat  and  Muff 


For  Girls,  2  to  12 

Chase  Angora  Velour  is  a  lustrous  fur  fabric  effect,  and  is  shown  in  all 
the  popular  shades  in  a  variety  of  models. 

Chase  Angora  Velour  lends  itself  beautifully  to  "KiddieSetts" 

Every  mother  knows  that  Angora  (mohair)  has  no  equal  for  warmth 

and  durability. 

KiddieSetts  are  predicted  to  be  one  of  the  coming  Fall's  greatest 
sensations. 

JOBBERS:  Be  sure  to  add  KIDDIESETTS  to  your  line.  Special  models 
now  be  ing  shown.  Jf  complete  sets  are  not  wanted,  stock  the  individual  pieces. 
RETAILERS:  Have  your  buyer  get  particulars  on  KIDDIESETTS.  Here  is 
a  rare  proposition,  one  which  has  low  price  as  a  big  feature,  plus  a  popular, 
appreciated  material  which  wears  well,  has  style,  and  gains  admiration. 


Shown  above, 
KiddieSett  of 
Chase  Furwove 
Muskrat 


KiddieSett  Distributors: 
J.  BL  Dulini^,  1182  Hroadway,  New  York  City 
James  A.  Hurion,  115  So.  Dearborn  St.,  Chicago 
Sam/das  on  Display  Now 


KiddieSett  Manufacturers  ; 
Cutler  &  Roe,  Coat  Mfrs.,  Newark,  N.  J. 
Wolf  Mfg.  Co.,  Hats  and  Muffs,  New  York  City 
Further  particulars  from  above 
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Cleveland  Dress  Houses  Are  Kept  Busy 
With  Models  for  Summer  Wear 

Organdy  and  Dotted  Swiss  Lead  the  Van  with  Linen  Finding  Favor 
for  Sports  Apparel — Brilliant  Colorings  Mark  New  Season  Offerings, 
Although  Many  Frocks  Are  Developed  in  Simple  White  Material 


The  formal  opening  and  central  showing 
of  fall  lines  in  Cleveland  will  occur  some  time 
in  June,  it  was  announced  recently  at  the  office 
of  the  Cleveland  Garment  Manutacturers'  As- 
sociation, The  exact  dates  and  details  of  the 
program  have  not  yet  been  determined.  The 
decision  on  a  June  showing,  however,  indicates 
that  early  formal  openings  have  become  a  fixed 
policy  in  Cleveland. 

The  cloak  and  suit  houses  are  rot  ready 
at  present  to  say  or  show  anything  indicative 
of  fall  tendencies.  Only  last  week  Miss  Helen 
Mack,  under  the  auspices  of  the  National  Gar- 
ment Manufacturers'  Association,  exhibited  to 
the  Cleveland  designers  individual  cloaks  and 
suits  which  she  had  just  brought  back  from 
Paris.  But  very  few  of  the  cloak  houses  have 
started  anything  definite,  and  those  that  have 
are  merely  making  up  the  regulation  sports 
and  knockabout  top  coats. 

Dress  Houses  Are  Busy 

While  it  is  the  between-season  period  in 
the  cloak  and  suit  business,  the  dress  houses 
are  very  busy  just  now  with  their  summer 
lines.  The  two  most  popular  fabrics  for  wash 
frocks  are  organdy  and  dotted  Swiss.  The  lat- 
ter has  taken  such  a  firm  hold  that  it  is  doubt- 
ful just  which  of  the  two  is  the  favorite. 
Linen  also  is  seen  in  several  pretty  models  for 
sports  and  street  wear.  Smart  little  morning 
frocks  and  informal  dresses  are  made  of  ging- 
ham in  the  bright  checks,  which  seem  to  have 
taken  the  place  of  the  plaids  of  a  past  season. 

The  variety  of  models,  the  use  of  brilliant 
colors  and  the  combination  of  materials  are 
the  outstanding  features  of  the  dresses  which 
are  being  shown  for  summer  wear.  Brilliancy 
of  color  is  particularly  noticeable  in  the  sports 
frocks  made  of  silk  and  Canton  crepes.  These 
dresses  are,  for  the  most  part,  straight-line 
models  with  Iblouses  of  one  color  and  skirts  of 
white  or  a  contrasting  color.  Some  few  of 
them  are  made  with  separate  skirts  of  knife 
or  box-pleated  white  crepe  de  Chine  and 
blouses  of  some  brilliant  shade,  such  as  tomato, 
jade,  orange,  Harding  blue  or  purple,  with 
touches  of  embroidery  trimming. 

Fastened  at  Hip  Line 

Others  use  the  same  color  .combinations, 
but  have  the  skirt  fastened  to  the  waist  at 
the  hip  line.  Sometimes  this  line  of  fastening 
is  straight.  Often  it  is  scalloped  or  pointed. 
Linen  frocks  also  are  made  on  straight  chemise 
lines.  Two  pretty  models  shown  by  one  house 
are  distinctive  because  of  their  unusual  choice 
of  trimming.  One,  a  tan  linen,  has  large,  dia- 
mond-shaped medallions  of  white  embroidery 
set  in  a  front  panel  which  extended  from  neck 
to  hem.  White  pearl  buttons  form  the  only 
other  bit  of  ornamentation.  The  other  is  a 
white  linen,  also  a  straight-line  model.  This 
is  trimmed  with  bands  of  heavy  lace  set  in 
the  skirt  and  sleeves. 

There  are  several  notable  features  which 
appear  in  most  of  the  ginghams,  dotted  Swisses 
and  organdies.  One  is  the  sash.  With  very 
few  exceptions  every  frock  has  its  sash,  and 
more  often  than  not  the  sash  is  of  organdy,  no 
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matter  what  the  frock  is  fashioned  from.  An- 
other feature  which  all  the  frocks  share  in 
common  is  the  short  sleeve.  The  sleeve  may 
differ  in  line  or  style,  but  short  it  must  be. 
Little  afternoon  frocks  which  are  more  bouf- 
fant than  the  linens  and  sports  models  often 
have  full  skirts  and  tight  little  bodices  with 
tiny  puff  sleeves.  4 

Tunics  Are  Favored 

Another  feature  which  is  seen  in  the 
Swisses  and  organdies,  but  not  so  much  in 


Have  You  Any  Trouble 
Measuring  Goods? 

RETAILERS  who  have  discovered  an  ap- 
parent shortage  in  yard^  goods  measured 
by  Measureograph  machines  will  be  inter- 
ested in  learning  the  reason  in  order  to  take 
steps  to  protect  themselves. 

Recently  a  prominent  retailer  complained 
to  Fred  Butterfield  &  Co.,  Inc.,  that  certain 
goods  sold  by  that  company  were  short  of 
the  billed  measurements.  Investigation  dis- 
closed that  the  goods  were  measured  by  the 
Measureograph  and  that  the  shortage  had 
resulted  from  the  machine's  failure  to  func- 
tion with  strict  accuracy  on  goods  with  a 
raised  pattern. 

The  fabric  is  measured  by  being  drawn 
between  two  rollers  in  the  device.  When 
raised  parts  of  a  fabric  pass  between  the 
rollers  the  latter  spread  slightly  to  accom- 
modate the  extra  thickness;  but  they  do  not 
close  instantly,  resulting  in  the  skipping  of 
a  fraction  of  an  inch  of  material.  The  cus- 
tomer thus  receives  additional  yardage,  the 
amount  depending  on  how  close  together  the 
raised  portions  are.  Testing  a  certain  fabric 
it  was  found  that  10  J/2  yards  by  yard-stick 
measurement  was  only  1 0  yards  according 
to  the  machine.  It  also  was  found  that  slow 
measurement  through  the  machine  resulted 
in  smaller  loss  of  yardage,  as  the  rollers 
had  more  time  to  close. 

Needless  to  say,  the  retailer  who  made 
the  complaint  now  measures  goods  with 
raised  patterns  by  the  old  yard-stick  method. 
Have  you  had  the  same  trouble  in  your 
store  ? 


the  ginghams,  is  the  deep  hem  which  reaches 
to  the  nips  and  sometimes  to  the  waistline. 
Tunics  also  are  much  used.  They  may  be 
straight  gathered  overskirts,  the  apron  type, 
split  panel  effects,  or  all  in  one  with  the  blouse 
forming  a  coat  effect. 

Collars  seem  to  be  coming  back.  One  house 
has  no  collarless  frocks  to  speak  of,  but  shows 
any  number  of  pretty  models  with  surplice 
and  deep  shawl  collars.  Pleating  and  lace  are 
favored  trimmings  for  these  collars  and  the 
cuffs  also. 

One  maker  features  hand-made  flowers  of 
organdy  on  several  of  the  best  numbers.  Pink, 
rose,  green,  blue,  lavender  and  other  delicate 
and  brilliant  organdies  were  made  in  simple 
styles  and  trimmed  with  single  flowers  placed 
here  and  there  on  the  skirts  or  bodices.  Some- 
times these  more  fancy  frocks  have  sashes  of 


satin  instead  of  organdy. 

Another  note  which  promises  to  find  favor 
is  the  combination  of  dark  taffeta  and  organdy. 
One  model  is  particularly  interesting,  for  it 
combined  brown  taffeta  and  tan  organdy.  The 
taffeta  forms  a  camisole  bodice  and  plain  skirt 
foundation,  while  the  organdy  forms  a  coat 
effect  open  down  the  front.  Lace  inserts  are 
set  in  the  organdy  over-dress,  and  brown,  tan 
and  orange  yarn  edge  the  sleeves,  neck  and 
hem. 

Organdy  also  is  seen  in  combination  with 
checked  ginghams.  On  these  frocks  the  or- 
gandy usually  forms  an  apron  tunic,  collar, 
cuffs  and  a  sash  and  often  is  trimmed  with 
folds  or  bias  bands  of  gingham.  Navy  and 
white,  brown  and  white,  and  red  and  white 
are  the  most  used  color  combinations,  both  in 
ginghams  and  dotted  Swisses. 

Despite  the  fact  that  it  is  going  to  be  a 
colorful  summer,  there  are  some  very  attrac- 
tive and  simple  white  frocks  and  many  organ- 
dies in  dark,  solid  shades.  Brown  is  one  of 
the  favored  colors,  and  one  simple  little  frock, 
all  dark  brown  with  no  touch  of  color  to  re- 
lieve it,  is  very  smart.  Two  little  white  or- 
gandies show  trimming  features  which  are 
very  unusual  and  attractive.  Both  frocks  are 
made  with  plain,  gathered  skirts  and  simple 
little  short-sleeved  bodies.  One  has  no  trim- 
ming, save  five  rows  of  hemstitching  between 
the  hips  and  knees,  each  row  done  in  a  differ- 
ent color  thread,  forming  a  delicately  tinted 
band.  The  same  idea  is  repeated  on  the 
blouse.  The  other  frock  is  embroidered  in 
white  yarn  and  red  silk  thread,  which  gives  the 
effect  of  red-dotted  material. 

Hems  Universally  Used 

Straight  hems  are  almost  universally  used, 
although  one  or  two  smart  little  dress  frocks 
are  made  with  scalloped  or  petal  hems.  These 
often  have  rosettes,  medallions  or  some  such 
trimming  set  on  the  scallops.  Another  effect 
which  is  sometimes  used  to  trim  skirts  is  the 
window-pane  trimming.  This  takes  the  form 
of  panels  of  varying  shapes  and  sizes  of  white 
lace,  embroidery  or  organdy  set  in  the  skirt, 
usually  at  the  hips  or  down  the  sides. 

Designers  from  the  dress  houses,  particu- 
larly, are  interested  in  the  school  of  design 
which  has  been  started  by  the  Cleveland  Gar- 
ment Manufacturers'  Association  and  the  dress 
houses  are  always  well  represented  at  the 
weekly  lectures.  One  house  is  busy  now  on  a 
model  which  was  originated  at  one  of  these 
meetings. 

Business  is  brisk  in  the  dress  and  skirt 
lines  and  one  maker  reports  that  his  customers 
are  getting  better  business  than  was  antici- 
pated in  ready-to-wear  lines. 


The  women's  dress  department  of  the  Re- 
tail Research  Association  now  is  in  charge  of 
Miss  Martha  Fiske,  at  one  time  with  Marshall 
Field  &  Co.  and  recently  with  the  Young- 
Quinlan  Co.,  Minneaoolis,  Minn.  Miss  Helen 
Hogan,  formerly  with  B.  Altman  &  Co.,  New 
York,  is  in  charge  of  the  children's  and  ju- 
niors' departments. 


©  Simon  Ascher  &  Co.,  Inc.,  1620 


Capitalizing  Changeable  Spring  Weather 


Changeable  Spring  weather  makes 
especially  timely  the  health-protection 
appeal  of  "100%  Pure  Wool,"  brought 
out  this  month  in  the  year-round  na- 
tional advertising  of  the  "Label  of  the 
Lamb." 


Merchants  alive  to  the  year-round  sales 
possibilities  of  knit  garments  made  of 
100%  Pure  Wool  are  giving  this  impor- 
tant new  factor  concentrated  attention 
— both  in  their  knit  goods  displays  and 
in  their  local  advertising  work. 


Established  1879 


SIMON  ASCHER  &  CO.,  Inc. 
362  Fifth  Ave.,  at  34th  St.,  New  York 

Mill— 134th  Street  and  Third  Avenue 
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Higher  Standards 
In  Apparel  Trade 
Are  Needed 


Small  Retailer  Is  Often  Victim  of 
Practices  Which  He  Is  Power- 
less to  Fight 

Just  so  long  as  the  manufacturer  and  the 
retailer  of  women's  ready-to-wear  insist  on 
carrying  the  proverbial  chip  on  their  shoul- 
ders will  there;  be  a  constant  exchange  of  in- 
dictments, one  against  the  other,  each  charg- 
ing the  other  with  responsibility  for  all  the 
evils  and  abuses  which  exist  in  the  industry. 
As  a  matter  of  fact,  does  the  responsibility 
not  settle  on  both  sides,  as  a  general  rule? 
Is  there  a  cure,  and  if  so,  what  is  it?  All 
sorts  of  remedies  have  been  suggested  from 
seller  and  buyer,  and  from  the  reformer  who 
would  bring  about  a  millennium  in  the  world 
of  commerce.  But  in  the  garment  industry,  has 
anybody  rooted  down  to  the  real  seat  of  the 
trouble,  and  realized  that  it  is  practically  ir- 
remediable? Discounts,  returns,  cancellations, 
deliveries,  substitutions,  and  what  not — these 
are  only  the  rash  that  comes  to  the  surface. 
The  germ  which  underlies  the  malady  is  the 
nature  of  the  industry  itself  and  the  business 
caliber  of  the  new  blood  which  is  injected  into 
it  from  season  to  season. 

Men  who  have  had  little  or  no  business 
"-training,  who  know  very  little  of  the  ethics 
which  govern  commercial  relations,  but  who 
■have  spent  most  of  their  early  4ives  at  a  sew- 
ing hiachine,  take  advantage  of  the  oppor- 
tunities they  find  to  start  in  business  for 
themselves  in  an  humble  way.  Their  sacri- 
fices and  industry  gradually  reward  them  un- 
til they  find  themselves  the  proprietors  of 
large  establishments,  manufacturers  in  one 
sense  of  the  word,  but,  for  the  most  part,  en- 
tirely lacking  in  that  knowledge  of  contrac- 
tual obligation. 

Just  Make  Money 

Some  of  them  realize  they  lack  this  knowl- 
edge and  study  to  acquire  it.  But  most  of 
them  continue  in  their  progress,  if  making 
dollars  and  cents  is  progress,  heedless  of  the 
ethics  which  should  govern  good  business  and 
clean  business. 

One  might  ask  how  this  affects  the  entire 
industry,  how  other  •  manufacturers  are  af- 
fected and  how  it  affects  the  retailer.  The 
answer  is  simple.  There  are  standards  which 
govern  the  making  of  garments,  the  terms  of 
sale,  the  discount,  the  delivery  date,  cancella- 
tions, returns,  etc.  These  standards  are  fol- 
lowed as  closely  as  practicable  by  manufactur- 
ers who  regard  ethics  as  a  part  of  their  opera- 
tions. Those  manufacturers,  however,  who 
disregard  them  for  the  sake  of  obtaining  an 
order  or  to  ,  retain  a  customer  at  any  cost,  do 
not  hesitate  to  grant  extra  discounts,  to  give 
longer  dating,  to  accept  Cancellations  without 
raising  an  objection,  or  to  take  returns  as  a 
matter  of  course.  ' 

Business  on  Ethical  Basis 

The  unscrupulous  manufacturer  is  there- 
fore not  only  a  thorn  in  the  side  of  every  man- 
ufacturer who  wants  to  do  business  as  busi- 
ness should  be  done,  but  he  contaminates 
some  buyers  and  arms  them  with  a  weapon 
which  is  too  strong  for  most  manufacturers 
to  combat  successfully.  There  are  many,  how- 
ever, and  seemingly  the  number  is  increasing, 
who  are  using  every  means  to  conduct  their 
operations  on  ethical  principles  and  who  have 
the  courage  to  turn  down  an  order  from  a  re- 


tailer who  plays  one  wholesa^er  against  the 
other. 

Most  of  the  branches  of  the  manufactur- 
ing industries  have  their  trade  associations, 
and  the  retailers,  too,  have  their  organiza- 
tions, formed  for  the  purpose  of  protecting 
their  own  interests,  and  also  for  the  purpose 
of  promoting  better  relations  with  those  with 
whom  they  deal.  The  aims  and  objects  of 
these  bodies  are  to  be  commended.  They  are 
worthy  of  support  in  their  respective  fields. 
But  the  fact  that  they  represent  only  a  portion 
of,  the  entire  field  in  which  they  operate  is  the 
biggest  obstacle  in  the  way  of  the  accomplish- 
ment of  their  objects. 

If  an  association  represents  only  50  per 
cent  of  an  industry,  and  most  of  them  repre- 
sent less,  the  remaining  percentage  of  the  in- 
dustry operates  individually,  while  the  asso- 
ciate body  is  doing  everything  possible  for  the 
betterment  of  the  industry  as  a  whole.  If  it 
were  possible  to  have  an  association  repre- 
sentative of  the  entire  industry,  then  there 


would  result -from-  central  CT>ntToi  a-~grattual 
elimination  of  many  existing  abuses  and  a 
correction  of  evils  which  cause  dissension. 

Take  the  discount  question.  Buyers  know 
the  weak  manufacturers,  those  whom  they 
can  beat  down  or  from  whom  they  can  get  an 
extra  two  or  five  per  cent.  And  the  manufac- 
turers know  what  buyers  are  going  to  de- 
mand extra  discounts.  And  when  they  see 
them  coming  they  are  all  prepared.  The 
price  goes  up  with  the  discount. 

Who  Pays  the  Freight 

The  little  retailer  usually  pays  the  freight. 
He  has  not  the  power  or  the  volume  of  busi- 
ness to  place  with  any  manufacturer  to  de- 
mand extra  discounts'  and  big  dinners.  He 
has  to  pay  the  manufacturer's  price.  His  ac- 
count is  not  so  iniportant  to  the  nianufacturer 
that  he  can  cancel"  and  return  at  will  and  get 
away  with  it.  And  the  Vv^hole  cause  of  this 
evil  goes  back  to- the  unscrupulous  manufac- 
turer who  has  made  these  things -possible. 


Women's  Apparel  Prices  Recede 


As  the  season  draws  away  from  Easter 
time,  there  is  furthej;  indication  of  reductions 
in  the  prices  of  women's  and  misses'  ready-to- 
wear  throughout  the  country.  There  is  still 
lacking,  however,  the  anticipated  splurge  ad- 
vertising of  big  reductions.  Liquidation  is 
apparently  being  conducted  along  conserva- 
tives lines  and  quietly.    The  table  herewith 


shown  is  a  composite  picture  of  about  how 
prices  are  running  in  most  of  the  leading 
cities  and  is  fairly  indicative  of  the  lines 
which  most  of  the  stores  are  offering  in  their 
daily  advertising.  Those  items  to  which  a 
star  is  attached  represent  special  features  at 
reduced  prices  which  are  given  prominence 
in  the  advertising. 


NEW  YORK 

J.  McCreery  &  Co. 
R.  H.  Macy  &  Co. 
B.  Altman  &  Co. 
Abraham  &  Straus,  Inc. 

Portland,  Oregon 

Meier  &  Frank  Co.  . 
Lipman,  WoU'e  &  Co. 
H.  Liebes  &  Co. 

Omaha,  Neb. 

J.  L.  Brandeis  &  Sons  Co 
Orkin  Bros. 
Burgess-Nash  Co. 

Chicago,  111. 

Mandel  Bros. 
The  Fair 
Rothschild  Co. 

Dallas,  Texas 
Sanger  Bros. 
A.  Harris  &  Co. 
Neiman  Marcus  Co. 

Kansas  City,  Mo. 
Kline's 
Berkson  Bros. 
Harzf  eld's 
Adler's 

Birmingham,  Ala. 
Caheen  Bros. 
Parisian 
Kaufman's 

Philadelphia,  Pa. 
Gimbel  Bros. 
Bonwit,  Teller  &  Co. 
Lit  Bros. 

Boston,  Mass. 

R.  H.  White  Co. 
Meyer  Jonasson  Co. 
Gilchrist  Co. 
Bedell 

Montreal,  Canada 

John  Murphy  Co.  Ltd. 
The  Hamilton  Co. 

Detroit,  Mich. 

The  Ernst  Kern  Co. 
Himelhoch's 


Capes,  Wraps, 
Coats 

Suits 

Dresses 

Waists 

$68.00 

$.32.50 
48.75 

$39..50 

$5.95 

29.00 

32.95 

"  58.00' 

37.50  ' 

26.95 

/1. 98 

45.00 

45.00 
37.50 

45.00 
29..50 

40.00 

45.00 
23.75 
25.00 

42.50 

43.75* 

25.00 

45.00 
13.75 
35.00* 

2.95* 

85.00 
24.75 
29.75* 

24.00* 

13.95 

25.00 

55.00 

18.75* 

14.75 

5.75 
7.95 
3.69 

49.50 

49.50 
95.00 

35.00 

38.00 

'0.95' 

Skirts 


$14.75 


Sweaters 
$  8.94  up 


10.00 


4.85 


75.00* 
35.00* 


64.00 


25.00 
35.00 
35.00 
25.00 


.39.50 
25.00* 


35.00* 
12.75 


17.95* 
17.75* 
19.75 


29.75 
'  2'2.56' 


.  55.00 
25.00 
25.00 
39.75 


46.75 
45.00* 


35.00 
19.75 


25.00* 
35.00* 


17.95* 
'  35.60* 

45.00 
'  15,00' 


20.00 
25.00 
35.00 


28.75 


24..50 
30.00 


'  29.00 


4.98 
3.95' 


8.75 
4.98 


.3.95 


7.98 


10.00 
14.75 
15.00 


13.50 


7.95 


1.95*  11.95* 


9.75 


7.50 
25.00 
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Style  3000 
$36.00  doz. 


Style  3020 
$18.00  doz. 


Style  3010 
$15.00  doz. 


CORSELETTE' 


Style  3052 
$48.00  doz. 


Morning  Wear 
Motoring 
Riding 
Bathing 
Dancing 

All  Sports  Wear 
$12.00  to  $66.00  per  dozen 


Style  3042 
$27  00  doz. 


Style  3018 
$15.00  doz. 


THE  WARNER  BROTHERS  COMPANY,  INC. 


347  Madison  Ave. 
New  York 


367  W.  Adams  St. 
Chicago 


28  Geary  St. 
San  Francisco 


527  Baronne  St. 
New  Orleans 


St.  Ambroise  and  Turgeon  Sts. 
Montreal 
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"Where  the  brook  and  river  meet" 
is  usually  a  very  awkward  age  for 
the  young  girl  and  it  is  often  diMcult 
to  find  really  attractive  sleeping  gar- 
ments for  her.  This  pajama  suit  is 
of  pink  batiste,  daintily  trimmed  with 
lace  and  ribbon. 


Lingerie  for  June  Bride 
Carries  Strong  Appeal 

There  is  nothing  too  good  for  the  June  bride  and  there  is  noth- 
ing she  would  have  this  June  that  she  can  not  have.  Lovelier  than 
ever  before,  it  seems,  is  the  lingerie  which  this  season  offers  to  the 
bride,  exquisite  in  its  handmade  laces  and  delicate  colors  and  sheer 
and  filmy  fabrics,  and  in  the  fine  restraint  of  its  dainty  and  beauti- 
ful embroideries.  No  tendency  toward  over  elaboration  is  seen. 
There  are  fewer  ribbons  and  rosebuds,  and  very  little  of  the  heavily 
padded  and  rather  showy  embroidery  that  frequently  characterizes 
these  garments. 

Where  embroidery  is  used,  it  is  extremely  fine  and  minutely  per- 
fect in  its  unobtrusive  loveliness.  Laces  are  almost  invariably  hand- 

This  rose  satin 
model  is  from  the 
Japanese  Garment  Im- 
porting   Co.     It  is 

related  that  Japanese  The  athletic  under- 

w  0  m>e  n    sometimes     ^Hl'         jB  wear  at  the  right  is 

wear  these  garments        J     "^/^  made    of  drop-stitch 

'hind     side      before,  ^^~V  '"•^^  ^       Jersey  in  a 

which  does  add  inter-         \        rv  straight    button  -  up  - 

sst.  jf  \  .    /^^^"x  the-front   model.  It, 

and  the  petticoat  at 
the  bottom  of  the 
page,  are  from  Myer, 
Siegel  &  Co. 


Sketches  by  an  Economist  artist. 


Silk  Jersey  continues  most  in  demand  for 
petticoats.  To  conform  with  the  fashionable 
silhouette  they  must  be  rather  skimpy  at  the 
top,  fitting  the  lines  of  the  figure  snugly,  the 
flounce  may  be  knee  deep  or  narrower,  but  is 
generally  accordion  pleated  and  held  rather  full. 

The  one  'shown  above  is  a  new  model  of 
extra  quality  brown  silk  Jersey  with  two-toned 
flower  motifs  in  each  of  the  seven  panels,  ex- 
tending over  the  full  accordion. 


made  and,  in  silk  lingerie,  are  usually  tinted 
cream  color  or  to  match  the  fabric. 

Among  these  laces  Blanche  is  first  in 
favor,  and  the  handmade  Valenciennes,  filet, 
Irish  crochet,  Carrickmacross  and  a  number 
of  exquisite  Belgian  and  Italian  laces  are  very 
much  used.  There  is  also  a  new  stitch  called 
the  point  turque,  which  resembles  a  very  fine 
hemstitching  in  eifect,  but  can  be  designed  in 
curves,  tendrils  and  spirals,  Drawnwork  and 
hemstitching  are  also  lavishly  used,  the  hem- 
stitching usually  double,  and  fagotting  is  also 
extensively  §een. 

Pastel  Shades  Are  Preferred 

Delicately  tinted  pastel  shades  in  lingerie 
take  predominance  over  white.  Orchid  is  per- 
haps the  most  favored,  with  maize  as  a  close 
second.  These  shades  also  predominate  in 
silk  jersey  underthings  and  even  athletic  silk 
underwear. 

There  is  a  new  shade  called  wild  rose, 
which  is  most  interesting  in  both  silk  and 
handkerchief-linen  lingerie.  This  shade  is 
rather  supplanting  flesh  color,  which  has  been 

(Continued  on  page  71) 


There  are  all  kinds  of  new  and  stunning 
pajama  suits,  made  of  practically  every  mate- 
rial. 

Both  practical  and  attractive  is  the  charm- 
ing suit  shown  above.  It  is  of  lavender  cam- 
bric with  white  and  lavender  barred  cambric 
pockets,  neck  facing  and  sleeves.  A  dainty  ric- 
rac  trims  the  edge. 

This  suit  and  the  girl's  pajama  at  the  top 
are  from  Steiner  &  Son,  Inc. 
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The  Newest  Development 
in  Corseting 

Brings  remarkable  opportunity  for  dealers 

College  Girl  corsets  are  now  so  designed  that  wearing  them  is 
like  taking  scientifically  directed,  healthful  exercise  for  figure 
development.  They  correct  and  prevent  common  ailments  that 
many  women  suffer  with.  Without,  severe  lacing  or  forcing  they 
develop  natural,  lasting  grace  as  nothing  else  but  systematic  exer- 
cise can  do.  Such  benefits  are  priceless.  So  College  Girl  dealers 
have  a  tremendotis  competitive  advantage. 

This  advantage  is  due  to  the  fact  that  these  new-day  corsets 
actually  do  all  that  is  claimed  for  them.  Flesh,  tissues,  muscles 
and  organs  respond  to  directing  pressure  as  to  exercise,  as  every 
doctor  knows.  Flesh  can  be  pushed  one  way  or  another  and  will 
"flow"  or  "set"  accordingly. 

It  can  thus  be  redistributed  properly  with  healthful  benefits  to 
the  whole  system.  So  College  Girl  corsets  comfortably  mould  the 
figure  in  right  posture  and  right  lines. 


They  are  not  reducing  corsets.  Reducing  corsets  are  unhealth- 
ful  and  dangerous.  But  scientific  redistribution  is  practical  and 
beneficial  and  much  more  successful.  There  is  a  College  Girl 
model  (front  or  back  lace)  for  every  figure  and  every  figure  is  im- 
proved by  its  model.  - 

Easier,  Bigger  Sales 

College  Girl  dealers  find  their  sales  easier  and  much  larger  be- 
cause they  have  something  more  than  good  corsets  to  sell.  Some- 
thing much  greater.  The  "healthful  exercise"  value  of  College 
Girl  corsets  is  the  most  powerful  corset  selling  argument  ever 
created.  Competition  can  not  meet  it.  It  is  a  greater  attraction 
than  a  special  price. 

This  value  in  your  store  will  build  trade  for  you  in  all  depart- 
ments.   Write  now  for  our  proposition. 

JACKSON  CORSET  COMPANY 

Jackson,  Michigan 

Established  1883 
Also  Creators  of  Jane  Jackson  Corsets 
New  York  Office:  Holland  Block,  5th  Avenue  at  30th  Street 
Los  Angeles  Office:  827  South  Los  Angeles  Street 


^xy£jCey^^Mr£/  Corsets 


DRY  GOODS  ECONOMIST,  APRIL  16,  192] 


Kiddies'  Dresses 
Strike  New  Notes 


The  present  fashion  in  children's  dresses 
from  six  to  fourteen,  inclines  toward  sim- 
plicity of  lines  and  materials.  Manufactur- 
ers are  unanimous  in  showing  frocks  of  or- 
gandy, voile  and  dotted  swiss  in  delightful 
shades.  Grey  is  the  favorite  hue,  closely  fol- 
lowed by  peach.  Assorted  colorings  such  as 
rose,  copen,  blue,  green,  brown  and  tan  are 
also  favored.  Dotted  Swisses  with  colored 
grounds  and  white  dots,  or  colored  dots  on 
white  grounds  are  increasing  in  demand. 
Real  dotted  swiss  is  too  expensive  for  popu- 
lar priced  frocks,  but  its  place  is  admirably 
filled  by  dotted  voile. 

There  are  no  end  to  the  designs  and  trim- 
mings of  lace,  embroideries,  smockings,  and 
ribbons  pulled  through  sections  of  plaitings. 
Self  material  is  also  used  on  the  sides  of 
skirts,  around  the  neck,  and  for  sleeves. 
Many  novel  ideas  have  been  introduced  in  the 
use  of  organdy  in  two  colors.  Here  the  de- 
signer's potential  creative  art  can  run  the 
whole  gamut  of  imagination.    A  white  or- 

(Continued  on  page  70) 

Irish  lace  and  the  finest  organdy 
fashion  this  unusual  "party"  frock. 
Colonial  rosettes  in  harmonizing  pas- 
tel shades  give  the  color  note.  A 
girdle  of  pale  green  ribbon  knots  at 
the  back  while  narrow  ribbon  of  the 
same  shade  is  run  through  the  lace. 
A  novel  feature  is  the  embroidery 
around  the  neck,  which  is  artfully 
done  in  green  yarn.    From  I nez,  Inc. 


Charming  in  its  fresh  daintiness  is 
this  organdy  frock  in  peach  shade. 
The  myriad  ruMes  are  edged  with 
white  lace  and  knife  pleated  moire 
ribbon.  A  Parisian  touch  is  added  by 
knots  of  blue  moire  ribbon  boasting 
picot  edges  of  pink.  From  Stern, 
Heincman  &  Herff. 


A  combination  of  green 
and  white  organdy  is  used 
to  make  the  frock  above. 
Black  moire  ribbon  is  grace- 
fully bowed  at  the  collar. 
From  Berk  &  Co. 


Organdy  in  French  blue  is 
used  for  this  little  girl's 
dainty  dress.  It  is  trimmed 
with  tucks  picot  edged. 
Roses  are  embroidered  in 
yarn  on  the  panels.  From 
Julius  Senn  Co. 


Following  the  organdies  in 
popularity  comes  dotted 
Swiss.  This  little  frock  of 
brown  Normandy  swiss  has 
white  picot  edged,  scalloped 
flounces.  The  collar  and 
cuffs  and  sash  are  of  brown 
organdy.  Embroidery  in 
yarns  is  used  on  the  collars 
and  cuffs.  From  Fannette 
Mfg.  Co.,  Inc. 


The  coolest  of  colors  and  ma- 
terials are  chosen  for  this  summer 
.frock  in  pink  and  white  organdy. 
The  collar^  cuffs,  vestce  and  skirt 
are  white,  the  waist,  sleeves  and 
side  panels  being  pink.  An  enor- 
mous rosette  of  pink  and  white 
organdy  is  allied  with  a  black 
velvet  girdle.  From  Handler  S 
iirodie.  • 
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The  season's 
smartest  mode 
is  reflected  in 
"Cleveland- 
made"  blouses. 


Price  Alone  Means  Nothing 


In  the  buying  of  merchandise  the 
consideration  of  quaUty  is  more 
important  than  that  of  price. 

Garments  made  to  sell  at  a  price 
usually  have  only  the  price  appeal. 

Cleveland-made  garments  for 
women  are  made  first  to  meet  a 
quality  ideal  and  then  fairly  priced 
at  figures  based  on  the  cost  of  pro- 
duction. 


Shrew^d  merchants  have  learned  H 
that  confidence  is  the  greatest  busi- 
ness asset  and  price  competition 
can  never  tear  down  a  reputation 
for  quality. 

After  all,  price  alone  without  qual- 
ity means  nothing.  Cleveland 
manufacturers  endeavor  to  offer 
garments  that  are  always  priced 
fairly — are  always  good  values  of 
assured  quality. 


QTie  QUALITY  Market 


COATS -SUITS-DRESSES -WAISTS -SKIRTS -KNITTED  OUTER  GARMENTS 

C  '    D 
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Pile  Fabrics  Utilize  Animal  Skins 
But  Few  Salespeople  Know  It 

If  Ready-to-Wear  Customers  Grow  Curious,  Here  Is  Some 
Data  for  Them — Material  Differs  Only  From  Natural 
Variety  in  Base  or  Back — The  Goat  Loses  Much  of  His 
Hair  So  That  Pile  Fabrics  May  Be  Made 


How  many  saleswomen  in  the  ready-to- 
wear  departments  of  our  stores  know 
a  pile  fabric  or  fur  fabric  is  actually 
fur?  How  many  know  a  silk  plush  is  actual- 
ly silk?  Hundreds  of  thousands  of  coats 
made  of  pile  fabric  are  sold  in  this  country 
every  year.  How  much  more  intelligently 
they  may  be  sold  if  saleswomen  know  their 
merchandise.  We  will  not  endavor  to  show 
that  a  pile  fabric  coat  should  be  worn  in 
preference  to  a  cloth  coat,  but  we  will  give 
herewith  in  a  general  way  some  information 
which  may  help  the  sale  of  a  pile  fabric  coat 
when  that  is  what  a  customer  wants.  It  has 
its  advantages  as  well  as  its  disadvantages. 

The  term  "Pile  Fabric"  is  a  generic 
p  h  ra  s  e.  It  in- 
cludes any  textile 
having  its  pile  or 
face  extending  in 
a  vertical  direc- 
t  i  0  n  from  the 
back  thereof.  As 
the  word  silks  is 
a  generic  term 
covering  all  kinds 
of  textile  goods 
in  the  piece  made 
from  the  product 
of  the  silk  worm, 
including  special 
classes  or  .kinds 
such  as  satins, 
taffetas,  gros- 
grains,  failles, 
etc.,  so  pile  fab- 
rics is  a  generic 
term  in  its  appli- 
cation, including 
special  classes, 
such  as  velvets, 
velours,  plushes, 
fur  effects,  fabric 
furs,  textile  seals, 
etc.  The  princi- 
pal uses  for  pile 
fabrics  are  for 
w  0  m  e  n's  we  ar. 
Velvets,  plushes, 

pannes  and  so  forth  are  used  more  extensively 
for  millinery  and  for  costumes  and  dress  trim- 
mings. 

A  fabric  fur  differs  from  the  real  fur 
only  in  the  base  or  back.  That  is,  in  the 
case  of  fur,  the  hair  grows  from  the  skin  or 
pelt;  in  the  case  of  a  fabric  fur  the  fur 
is  woven  into  and  back  of  a  fabric  base.  It 
is  really  a  fur  made  by  weaving,  but  the 
pile  of  this  woven  fabric  is  actually  taken 
from  the  animal  itself.  The  hair  of  the  An- 
gora goat  is  used  more  generally  than  any 
other  in  making  pile  fabric.  The  goat  is 
shorn  and  the  hair  treated  so  that  it  can  be 
worked  into  a  fabric.  Through  many  secret 
processes  it  is  brought  to  resemble  various 
effects  in  imitation  of  natural  skins. 

Caracul  Easily  Produced 

Probably  the  caracul  is  more  generally 
imitated  than  any  other  skin,  as  this  lends 
itself  to  more  accurate  imitation  than  others. 
The  coarser  hair  of  the  older  animals  is 
used  in  the  lower  priced  fabric  furs.  For 


Photo  from  Economist  Paris  office 


Knitted  sport  capes  in 
recently  seen  at  Cannes. 


producing  a  very  fine  effect  the  very  finest 
quality  of  hair  from  kid  goats  a  year  or  two 
old  is  used. 

Silk  fabric  in  imitation  of  sealskin,  or  as 
it  is  sometimes  called,  plush,  is  made  from 
the  silk  fibre  of  the  silk  worm  itself.  Tus- 
sur  silk  is  usually  used  for  this  purpose. 
Tussur  silk  is  taken  from  the  uncultivated 
worm  or,  in  other  words,  the  worm  which 
might  be  characterized  as  living  in  the  wild. 

It  is  claimed  that  textile  furs,  used  so  ex- 
tensively in  women's  outer  garments  or 
cloaks,  are  really  more  healthful  than  furs. 
This  is  attributed  to  the  fact  that  the 
woven  back  of  the  imitation  fur  permits  of 
the  circulation  of  air,  whereas  animal  furs, 

the  hides  of  which 
have  been  tanned 
and  the  pores 
closed,  prevent  its 
penetration  and 
tend  to  cause  per- 
spiration. The 
danger  of  colds 
from  this  cause 
is  said  to  be  con- 
s  i  d  e  r  a  b  1  y  les- 
sened when  fab- 
ric fur  is  used 
instead  of  the 
real  pelt. 

The  proper 
production  t  o 
give  fair  wearing 
qualities  and  per- 
manent brilliancy 
in  effect  of  pile 
fabrics  is  one  of 
the  most  difficult 
in  textiles.  For 
instance,  some 
grades  of  seal 
plushes  are  so 
produced  that 
they  cannot  and 
IV  i  1 1  not  give 
wearing  satisfac- 
tion. To  make 
satisfactory  pile 
fabrics  which  will  give  wearing  satisfaction 
entails  a  large  organization  of  machinery  and 
processes  and  the  biggest  factors  in  this  line 
have  secret  methods  which  they  claim  to  be 
responsible  for  the  particular  finish  they  ac- 
credit to  their  goods. 

Need  for  Careful  Buying 

There  is  nothing  sold  by  the  ready-to- 
wear  stores  that  will  redound  to  the  credit 
and  profit  of  the  retailer  more  than  satis- 
faction, in  outer  garments  or  cloaks.  This 
is  only  natural  as  the  outer  garment  is  al- 
ways in  evidence  and  if  a  woman  is  satis- 
fied ,  she  communicates  her  satisfaction  to 
her  friends.  On  the  other  hand,  if  she  is 
dissatisfied  she  trumpets  her  dissatisfaction. 
In  selling  garments  made  of  pile  fabrics  it  is 
absolutely  essential  that  the  retailer  invariably 
obtain  only  the  best  grades  of  the  goods, 
varieties  which  can  be  relied  upon  and  which 
carry  a  guarantee  of  satisfaction  with  them. 

In  connection  with  pile  fabrics  it  is  in- 
teresting to  recall  that  centuries  ago  they 


colored  wool,  and  in  white, 


were  used  only  by  members  of  the  royalty 
and  were  a  mark  of  distinction.  In  those  old 
plushes  and  velvets  which  bedecked  kings 
and  queens  there  was  a  richness  and  a 
warmth  of.  color  which  it  was  difficult  to  ef- 
fect in  flat-woven  cloths.  One  of  the  prin- 
cipal selling  points  of  a  pile  fabric  garment 
is  that  it  is  dressy  and  that  it  carries  this 
depth  of  color. 


Economist  Shopper 
Finds  Attractive 
Offerings 

A  very  attractive  suit,  sports  model,  is 
offered  by  a  manufacturer  of  sports  wear. 
It  is  a  combination  of  jersey  jacket  and 
Prunella  cloth  box  pleated  skirt.  The  jacket 
is  made  in  brown,  black  and  navy  with  a 
tuxedo  front,  the  tuxedo  effect  being  fin- 
ished with  the  Prunella  cloth.  The  skirt  is 
of  this  Prunella  cloth  made  in  a  combina- 
tion box  pleat.    Price  $26.50.  (29-4-16.) 

*  *  *  *  * 

Some  rather  daring  sports  effects  are  be- 
ing carried  out  in  a  line  of  combination 
blazers  and  plain  white  flannel.  In  some  of 
these  suits  the  coat  is  made  of  the  blazer 
and  the  skirt  is  plain,  and  in  others  the  skirt 
is  of  the  blazer  material  and  the  coat  of 
plain  white  flannel  with  a  tuxedo  front  of 
the  blazer  in  which  the  skirt  is  made.  The 
combination  in  these  suits  is  white  with 
black,  navy,  green  or  henna.  The  skirts  are 
all  pleated.  Price  $24.50.  (30-4-16.) 
***** 

A  silk-lined  navy  tricotine  Mandarin 
wrap  for  general  wear,  is  being  shown  by  a 
manufacturer  at  $29.75.  (31-4-16.) 

*  *  *  *  * 

A  particularly  girlish  line  of  girls' 
dresses  was  seen  in  one  manufacturer's 
show  room.  Among  the  numbers  which  were 
particularly  striking  was  a  colored  embroid- 
ered organdy,  daintily  finished  with  hand- 
made flowers.  The  dress  had  short  sleeves 
and  a  black  velvet  ribbon  gave  it  a  French 
touch.    Price  $24.  (33a-4-16.) 

*****  "^Xi 

A  red  and  white  check  imported  gingham 
with  organdy  collar  and  cuffs  trimmed  with 
hand  embroidery,  model  was  of  a  Directoire 
eflTect.    Price  $15.  (33b-4-16.) 

***** 

Another  good  dress,  sports  style,  was  of 
Harding  blue  linen,  jacket  with  pockets  and 
a  deep  collar  of  pique,  also  a  jabot  vest.  A 
pleated  skirt  was  finished  with  white  pique 
pockets.    Price  $24.  (33c-4cl6.) 

***** 

A  Roshanara  crepe  in  a  green  and  ecru 
combination  coat  dress,  with  deep  collar  and 
satin  vest,  round  neck  with  a  small  slit  in 
front.    Price  $37.50.  (33d-4-16.) 

*  *  *  *  * 

A  dress  of  white  organdy  over  black  taf- 
feta. The  hem  of  the  organdy  over  skirt  was 
finished  with  three  rows  of  black  taffeta 
niching.    Price  $36.50.  (33e-4-16.) 

***** 

A  clearance  of  about  1000  Marabou  capes 
and  stoles,  including  ostrich  combinations, 
in  a  full  color  range,  at  25  per  cent  off  regu- 
lar prices,  is  being  conducted  by  a  manufac- 
turer whose  prevailing  prices  are  $5  to  $15 
each.  (34-4-16.) 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  Economist. 
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It  Is  No  Mere  Coincidence 

that  Mallory  Sweaters  lead  in 
style.  It  was  Mallory  in- 
genuity that  first  created 
"Style  in  Sweaters" — an  inno- 
vation that  led  to  the  present 
beautiful  models. 

No.  314E  Illustrated 

Lace  Stitch  Tuxedo  of  Shetland  Floss. 
A  beautiful  garment  in  a  stitch  created 
by  us.     Write   today   for  samples. 

Mallory  Consolidated  Knitting  Mills,  Inc. 
Manufacturers 
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Largest  Line  of 

Playsuits 


Made 


The  Outerall  is  the  largest  and  most  complete 
line  of  playsuits  made  in  America  today.  Six 
Outerall  factories  concentrate  on  one-piece 
garments,  resulting  in  a  volume  of  production 
that  enables  unequalled  values.  Ask  the  near- 
est branch  for  samples. 

MICHIGAN  MOTOR  GARMENT  CO.  GREENVILLE,  MICH. 


New  York,  377  Broadway. 
Chicago,  1016  Medinah  Bldg. 
Kansas  City,  319  W.  Ninth  St. 
Milwaukee,  606  Mayer  Bldg. 

Springfield,  Mass 


Indianapolis,  466  Massachu- 
setts Ave. 

Des  Moines,  607  Observatory 

Bldg. 
,  147  Dwight  St. 


BATHING  APPAREL 

"MILBURY  ATLANTIC" 

A  Line  of  Distinction 

Not  cheap  merchandise  but  goods  of  quality  that 
give  service,  with  prices  as  low  as  inferior  goods. 

Fully  one  hundred  aad 
fifty  different  atylea  of 
ladies'  suits  in  Surf 
Satin,  Mohairs,  Cotton 
Jersey,  Wool  Jersey, 
Wool  and  Silk,  all  Silk, 
from  $18.00  to  $175.00 
per  dozen. 

Men's  suits,  fully  one 
hundred  different  styles. 
Cotton,  Mixed  Wool  and 
Cotton,  all  Worsted  Silk 
and  Wool,  all  Silk,  from 
$10.50  to  $99.00  per 
dozen. 

At     least  seventy-fiv« 

different  styles  of  Misses, 
Boys  and  Children,  from 
$7.50  to  $96.00  per 
dozen. 

One  hundred  different 
styles  Ocean  Millinery 
of  exquisite  designs. 
Seventy  -  five  different 
styles  of  Bathing  Shoes. 
All  made  in  our  own 
mills. 

Send  for  net  price  lists 
and  shall  be  pleased  to 
submit  samples  to  rep- 
utable dealers. 

The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  New  York 

MILLS — Rahway,  N.  J. 
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Confidence  Marks 
Leather  Glove 
Outlook 

Prices  Are  Firmer  and  Rock  Bottom 
Bases  Are  Considered  Estab- 
lished— France  Offers 
Bargains 

Confidence  in  the  fall  leather  glove  out- 
look is  growing  rapidly.  Easter  marked  a 
turning-point  upward  and  since  that  date 
retailers  throughout  the  country  have  been 
making  more  definite  plans  for  their  fall 
glove  supplies. 

Orders  for  imported  kid  gloves  that  were 
booked  earlier  in  the  season  have  been  re- 
vised and  extended  to  include  a  broader  as- 
sortment of  styles,  colors  and  lengths.  There 
is  still  no  tendency  toward  extravagart  buy- 
ing, but  both  the  wholesaler  and  the  retailer 
are'  convinced  that  anticipation  of  fall  re- 
quirements cannot  be  longer  postponed  with- 
out seriously  jeopardizing  the  prospects  foi' 
a  normal  fall  glove  business. 

Prices  Are  Firmer 

A  slight  increase  in  the  quotations  of  de- 
sirable kid  skin  in  France  is  giving  the  mar- 
i  ket  here  a  slightly  firmer  tone.  Reductions 
in  price  have  been  so  substantial  that  the 
"bottom  rock"  basis  for  good  grades  of  im- 
ported leather  gloves  for  fall  selling  is  now 
considered  established. 

Investigations  show  that  high  grade  kia 
skins  ready  to  be  applied  to  the  manufacture 
of  leather  gloves  for  fall  delivery  are  not 
abundant.  Perhaps  this  is  why  quotations 
-  during  this  uncertain  period  before  the  Skins 
Fairs  open  are  stiffening.  Those  manufac- 
turers in  France  who  own  good  skins  are 
holding  on  to  them,  and  those  who  are  con- 
fronted with  the  necessity  of  purchasing 
skins  in  the  white  are  having  to  take  the 
residue  which  the  market  now  affords. 

Just  what  prices  will  prevail  at  the  Skins 
Fairs  in  May  is  a  matter  for  conjecture,  but 
until  quality  kid  skins  become  more  abun- 
dant, there  is  little  likelihood  that  prices 
for  first  grades  will  change  materially.  In 
any  event  these  skins  in  the  hair  cannot  be 
prepared  in  time  to  apply  to  the  making  ol 
gloves  for  fall  selling. 

Low  Market  Value  for  Riff-raff 
An  outstanding  feature  of  the  French 
glove  market  at  the  present  time  is  the  low 
value  placed  on  second  rate  products. 
Grenoble  manufacturers  are  more  than  ever 
concerned  over  the  necessity  of  maintaining 
high  standards  of  quality,  and  they  are  shap- 
ing their  plans  accordingly.  Heretofore 
shortage  of  labor  has  influenced  the  employ- 
ment of  all  grades  of  workmen,  but  now  the 
manufacturers  are  retaining  only  the  more 
skillful  operatives  and  dismissing  all  of  the 
riff-raff.  This  holds  true  with  every  branch 
of  the  glove  industry,  whether  it  be  the 
dressing,  dying,  cutting  or  the  sewing 
branches.  Now  that  the  production  of  tali 
orders  is  in  full  swing,  the  number  of  skilled 
operatives  out  of  employment  is  rapidly 
dwindling.  , 

Bargains  in  glove  "lots"  are  still  to  be 
had  in  the  French  market,  due  to  the  cancel- 
lation of  orders  or  the  necessity  for  liquida- 
tion, but  the  few  American  buyers  present 
are  primarily  concerned  in  obtaining  glove 
merchandise  of  standard  quality.  In  such 
merchandise  they  do  not  find  an  excessive 
supply. 


Vogue  for  Sashes 
Boosts  Ribbons 


The  ribbon  business  is  gathering  momen- 
tum as  the  season  advances,  and  in  those  de- 
partments where  initiative  and  creative  energy 
have  been  used  the  resultant  sales  have  been 
more  than  satisfactory. 

The  vogue  for  sashes  with  suits  and  street 
dresses  gave  a  boost  to  ribbons  that  live  de- 
partment heads  were  quick  to  take  advantage 
of.  These  wide  grosgrain,  satin,  Roman  stripe 
and  novelty  ribbons  are  displayed  and  sold  in 
the  correct  lengths  for  sashes.  In  many  de- 
partments matching  fringes  are  kept  in  the 
ribbon  section,  so  that  with  no  extra  effort  the 
customer  can  get  all  the  materials  for  the 
complete  sash.  In  other  sections  sashes  are 
are  made  up  and  sold  or  made  to  order  with 
a  small  workroom  charge  added. 

Clever  workroom  girls  always  are  intro- 
ducing a  new  note  which  keeps  the  dew  still 
on  this  novelty.  Recent  creations  have  been 
made  of  two  ribbons  of  contrasting  colors  held 
together  at  the  ends  by  a  handmade  fringe  of 
the  same  shade.  These  sashes  in  the  hands 
of  a  "designing"  woman  can  be  made  a  most 
effective  accessory  to  the  gown  they  match. 

A  real  vogue  for  wide  grosgrain  ribbons 
seems  to  have  taken  the  millinery  trade  by 
storm.  Smart  bows  and  rosettes  of  crisp, 
sturdy  materials  are  seen  on  the  newest  hats 
being  shown  at  the  present  time.  Some  of 
the  softer  satins  and  velvets  have  a  very  im- 
portant place  on  the  summer  hats  of  the  wide, 
floppy  variety.  These  ribbons  trail  over  the 
brims  or  are  brought  through  the  brims  and 
hang  gracefully  over  the  shoulder  of  the 
wearer. 

Flesh  Colors  Liked 

Lingerie  continues  to  hold  its  important 
place  in  the  ribbon  business.  Narrow,  plain 
and  two-toned  satins  are  leaders  in  this  de- 
mand, with  the  wide  camisole  ribbons  a  close 


second.  The  wanted  colors  for  the  narrow  rib- 
bons are  ever  changing,  but  flesh  holds  first 
place  by  a  wide  margin.  Orchid  is  a  fair  sec- 
ond, with  blues,  grays  and  maize  among  the 
"also  rans." 

Camisoles  are  the  chameleons  of  the  lin- 
gerie trade,  as  they  usually  take  on  the  color 
of  the  garment  with  which  they  are  worn — a 
flesh-colored  georgette  blouse  demands  a  flesh- 
colored  camisole,  a  navy-blue  blouse  a  navy- 
blue  camisole — so  that  the  demand  in  this 
merchandise  is  for  a  very  wide  range  of  colors. 
A  great  variety  of  weaves  is  also  called  for — 
warp  prints,  brocades,  plain  satins,  tinsels  and 
taffetas  are  all  among  the  desired  types  for 
camisole  ribbons. 


Macy's  Push  Sales 
of  Cotton  Dresses 

R.  H.  Macy  &  Co.  are  among  the  flrst  of 
the  retailers  in  New  York  to  feature  cotton 
dresses  for  summer  wear.  They  offered  a 
dotted  Swiss  dress  at  $24.74. 

There  seems  to  be  quite  a  divergence  of 
opinion  in  regard  to  the  cotton  dress  business. 
Many  retailers  say  it  is  too  early  in  the  season 
to  push  the  sale  of  these  dresses.  Others  have 
not  even  come  into  the  market  to  place  orders 
for  their  anticipated  requirements.  Some  out- 
of-town  retailers  who  already  have  received 
some  of  their  stocks  and  have  placed  them  on 
sale,  report  a  promising  demand. 

It  would  seem  that  if  there  is  to  be  a  good 
demand  for  wash  dresses  it  behooves  the  re- 
tailer to  look  out  for  his  requirements  as  early 
as  possible,  for  if  he  delays  too  long  and  wash 
dresses  prove  to  be  big  sellers  he  may  find  it 
difficult  to  obtain  good  merchandise  at  prices 
which  will  enable  him  to  compete  with  those 
who  made  their  purchases  early. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  ECONOMIST. 
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Ilhistrating    Leading  Model 
Hays  Cape  Gloves. 


Present  indications  are  that  the  sales  volume 
of  Hays  "Superseam"  Gloves  in  1921  will  be 
well  maintained  And  Why? 

The  volume  of  orders  we  have  received  for  Hays  Gloves  since  January 
first  has  indeed  been  gratifying.  It  would  seem  that  we  had  been 
"building  even  better  than  we  knew." 

The  reason  for  this  steady  growth  in  the  demand  for  Hays  Gloves 
even  in  the  face  of  1921  conditions  has  been  asked  so  frequently  that 
we  have  decided  to  list  some  of  the  important  reasons  for  the  careful 
perusal  of  both  those  who  have  and  those  who  have  not  bought  their 
1921  requirements. 

Why  Hays  Gloves  Sell 


HAYS  Buckskin  Gloves  are  the  Stand- 
ard fine  quality  glbves  for  cold  weather 
street  wear.  Imported  gloves  never 
have  and  do  not  now  compete  with  Hays 
Buckskin. 

Hays  Cape  Gloves  are  made  from 
Soulh  African  Skins,  so  tanned  in 
American  Tanneries  that  they  are  nearly 
as  light  in  weight  as  French  Kid,  caress- 
ingly soft,  and  so  durable  they  will  out- 
wear any  im])orted  Kid  on  the  market. 


Both  Hays  Buckskin  and  Hays  Cape 
Gloves  are  in  large  measure  outseam 
construction  —  Superseam  —  seams  that 
will  not  ravel.  Superseam  is  an  exclu- 
sive feature  of  Hays  Gloves. 

For  three  years  and  more  now  Hays 
Superseam  Gloves  have  been  extensively 
advertised  to  the  consumer.  Once  a  man 
buys  Hays  Superseam,  he  is  sure  to  ask 
for  the  same  make  of  glove  next  time. 


Retailers  like  Hays  Superseam  Gloves 
because  they  are  trouble-proof- — no  time 
vyasted  in  giving  excuses  for  gloves  that 
do  not  give  service. 

Is  it  any  wonder  in  these  times  when 
known  values  and  good  values  are  so 
much  in  demand  that  the  sale  of  Hays 
Superseam  continues  to  grow? 

Flays  Gloves  are  made  in  Cape,  Buck- 
skin and  Mocha  for  Men  and  Women. 


The  Daniel  Hays  Company,  Gloversville,  N.  Y. 


New  York  Salesrooms  and  Export  Division, 
200  Fifth  Avenue. 


Detroit  Salesrooms, 
6oi  Washington  Arcade. 


San  Francisco  Salesrooms, 
833  Market  Street. 
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The  Rural  Trade  Awaits  Small  City 
Retailers  Who  Will  Go  After  It 

Hamilton  Store  of  Albany,  Ore.,  Was  Alive  to  Possibilities  of 
Development  in  This  Direction— Mail  Order  Section  Backed  by 
Strong  Publicity  Campaign  Scored— Farmers  Appreciate  Good 
Window  Display  to  the  Same  Extent  as  Do  City  Folk 


A ROUGH  but  moderately  accurate  esti- 
mate of  the  farm  population  of  the 
United  States  is  30,000,000  persons. 
That  tremendous  body  of  consumers  has  a 
purchasing  power  which  is  a  factor  not  to  be 
overlooked  by  a  retail  merchant  simply  be- 
cause his  is  an  urban  store.  The  cross-roads 
general  store  does  not  get  all  the  farm  busi- 
ness, not  by  a  long  chalk.  And  it  would  get 
less  than  it  does  if  the  retailer  in  the  small 
city  surrounded  by  agricultural  country  would 
get  out  after  the  rural  business. 
'  Call  it  trite,  if  you  will,  to  say  that  busi- 
ness comes  fastest  to  the  store  that  goes  after 
it  most  energetically.  But  the  fact  that  so 
many  merchants  are  satisfied  to  sit  on  their 
■town  sites  and  hopefully  await  the  coming  of 
trade  from  'round  about  takes  some  of  the 
triteness  out  of  the  statement.  They  have 
many  facilities  for  satisfying 
customers  which  country  stores 
lack;  but  they  haven't  the  pro- 
portion of  customers  to  which 
their  facilities  should  entitle 
them.  The  chief  reason  is,  ap- 
parently, that  they  are  satisfied 
to  grow  up  with  the  town  in- 
stead of  making  it  grow 
around  them — expanding  their 
trade  territory  to  include 
everybody  within  Ford  radius 
of  their  stores. 

Hamilton  Goes  25  Miles 

The  quick  growth  in  the 
use  of  motor  cars  has  made  it 
possible  to  stretch  after  more 
and  more  distant  trade.  The 
Hamilton  Store,  Albany,  Ore., 
has  recognized  the  possibilities  of  the  situa- 
tion and  gone  after  everything  within  twenty- 
five  miles.  And  it  is  getting  it,  as  well  as  the 
trade  of  Albany  itself  with  its  4000  inhabit- 
ants. 

L.  E.  Hamilton,  owner  and  head  of  the 
store,  began  his  merchandise  experience  at  the 
age  of  sixteen  in  a  small  town  in  Ontario, 
Canada.  Coming  to  Portland,  Ore.,  he  was 
employed  for  a  time  in  the  store  of  the  Meier 
&  Frank  Co.  From  there  he  went  to  Albany 
to  take  charge  of  the  shoe  department  in  the 
store  of  S.  E.  Young,  but  in  a  few  years  he 
saw  opportunity  beckoning  and  bought  the 
only  women's  wear  store  in  town.  That  was 
nearly  twenty-five  years  ago,  and  since  then 
the  dry  goods  business  of  Albany  has  had 
many  ups  and  downs,  Hamilton  somehow  man- 
aging to  stay  on  the  top  side  all  the  time. 
Five  years  ago  the  pioneer  dry  goods  store,  the 
old  Young  firm,  went  out  of  business,  and  the 
Hamilton  store  moved  to  its  present  home,  a 
three-story  brick  building  with  plenty  of  win- 
dow space  and  located  on  an  important  corner. 

Strictly  Cash  Basis 

Real  prosperity  of  the  business  dates  from 
this  move  and  the  change  in  policy  which  coin- 
cided with  it — the  switch  from  a  cash  and 
credit  to  a  strictly  cash  basis.  Last  year's 
business  amounted  to  $600,000,  four  times  the 


volume  of  1915.  Many  new  departments  have 
been  added  since  the  latter  date  until  what 
was  largely  a  woman's  wear  store  has  come 
almost  to  resemble  a  big  town  department 
store. 

One  of  the  important  factors  in  the  in- 
crease and  spread  of  business  has  been  the 
attention  paid  to  the  mail-order  end,  though 
this  is  by  no  means  the  largest  part  of  Hamil- 
ton's trade.  In  building  up  this  branch  noth- 
ing out  of  the  ordinary  has  been  done.  In 
common  with  all  successful  mail-order  depart- 
ments a  money-back  policy  is  maintained, 
carefully  planned  order  blanks  are  distributed 
and  all  care  taken  to  see  that  every  bit  of  goods 
sent  to  mail-order  customers  is  exactly  as  rep- 
resented. It  is  the  publicity,  which  has  been 
largely  responsible  for  the  extension  of  mail- 
order trade,  that  is  of  special  interest. 


Another  point  considered  particularly  im- 
portant is  window  display.  Unlike  so  mahy 
stores  in  small  cities  or  large  towns  "stocky" 
windows  are  not  in  evidence.  There  is  no 
hodge-podge  arrangement,  but  a  definite  plan 
to  achieve  a  definite  result,  the  display  scheme 
changing  with  time  and  season.  It  is  the 
policy  to  secure  for  display  work  the  services 
of  a  bright,  ambitious  young  man  with  ideas 
and  who  has  had  large  city  experience.  It 
is  recognized  that  whether  people  live  in  coun- 
try or  city  they  like  to  see  attractively  ar- 
ranged displays.  The  window  shown  on  this 
page  is  a  fair  sample  of  the  average  run  of 
windows,  though  not  one  of  the  best  the  store 
has  used. 

Advertising  to  Customers'  Stomachs 

A  feature  which  is  especially  important  in 
relation  to  farmer  trade  is  the 
store's  delicatessen  and  cafe- 
teria. Shoppers  from  the  coun- 
try used  to  rely  on  a  cold  lunch 
brought  from  home  or  bought 
at  a  grocery  store.  This  was 
eaten  in  the  chilly  shelter  of  an 
automobile  or  in  the  squalid 
rest  room  of  a  farmer's  feed 
barn.  Realizing  the  discom- 
forts incident  to  this  system  a 
delicatessen  was  established  in 
the  Hamilton  store  two  years 
ago.  Here  customers  could  ob- 
tain hot  drinks  and  wholesome 
foods  at  moderate  cost. 


Here  is  the  sort  of  window  display  the  Hamilton  store  offers 


If  he  were  asked  to  name  the  biggest 
factor  in  his  success,  Mr.  Hamilton  would  say 
"My  advertising,"  without  a  second's  hesita- 
tion. He  is  a  firm  believer  in  advertising  of 
a  steady,  consistent  sort.  Spasmodic  advertis- 
ing he  believes  to  be  worthless.  When  other 
merchants  have  been  discouraged  by  the  ap- 
parent failure  of  their  publicity  to  spur  busi- 
ness he  has  continued  using  all  the  space  he 
could  afford.  He  has  somewhat  the  same  idea 
about  it  as  national  advertisers  have.  "You 
cannot  measure  the  benefits  from  advertising 
by  the  returns  of  one  year,"  he  says.  "It's 
effects  are  cumulative."  Which  means  that 
he  advertises  the  Hamilton  Store  and  its  busi- 
ness as  much  as  he  does  its  goods.  Merchan- 
dise comes  and  goes,  but  the  store  stays. 

Comprehensive  Ad  Program 

He  invests  about  $10,000  a  year  in  pub- 
licity and  knows  it  is  well  placed.  Every  year 
he  buys  more  newspaper  space;  but  news- 
papers are  not  his  only  medium.  Frequent 
sales  letters  are  considered  of  high  impor- 
tapce,  and  in  addition  to  these  he  issues  a 
monthly  bulletin.  This  bulletin,  which  is  al- 
most a  catalog,  quotes  prices,  calls  attention 
to  seasonable  goods  and  often  has  right-to- 
the-point  editorials — or  "Aditorials,"  as  one 
of  them  is  headed.  It  goes  to  6000  families 
and  is  a  productive  business  getter. 


Made  a  Hit 
Rural  shoppers  liked  the  in- 
novation. They  liked  it  so 
well  that  it  became  a  kind  of  nuisance. 
Customers  acquired  the  habit  of  wander- 
ing through  the  store  with  a  cup  of  coffee 
in  one  hand  and  a  piece  of  pie  in  the  other — 
on  a  paper  plate,  of  course.  So,  a  little  over 
a  year  ago  it  was  decided  to  establish  a 
cafeteria.  Under  direction  of  young  women 
who  were  graduates  in  home  economics  the 
kitchen  basement  was  enlarged  and  tables  and 
chairs  added.  Portions  were  low  priced  and 
the  response  was  immediate,  not  only  from 
country  customers  but  from  those  in  the  city 
as  well.  On  a  stormy  day,  as  one  sees  farmers 
and  their  wives  comfortably  lunching  there 
and  the  women  discussing  the  merits  of  the 
various  dishes  it  is  easy  to  see  how  important 
a  factor  in  good-will  building  this  cafeteria  is. 
It  is  altogether  possible,  too,  that  the  influ- 
ence of  properly  prepared  food  may  reach  out 
into  the  farm  home  and  have  a  constructive 
effect  on  a  phase  of  home  life  that  long  has 
needed  attention. 

Customers'  Buying  Power  Constant 

Selling  only  for  cash,  the  store  can  buy 
for  cash,  and  thus  is  able  to  make  considerable 
savings  which  are  passed  on  to  its  customers. 
When  the  change  to  the  cash  system  was  made 
some  people  wondered  how  customers  would 
take  it.  But  Mr.  Hamilton  says  there  was 
not  the  slightest  trouble.   Unlike  many  farm- 

(Continued  on  page  71) 
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IVo.  107 — Highest  quality  Marabou 
downs.  Interlined  and  peau  de  cygne 
lined. 


No.  157— Pansean  model  of 
full  downs  cape.  Peau  de 
cygne  lined. 


25% 


!Vo.  207 — A  chic  shoulder  piece  of 
full  Marabou  downs  edged  with  full 
luxurious  tails.    Peau  de  cygne  lined. 


No.  109— Full  downs  Ostrich 
combination.  Peau  de  cygne 
lined. 


OFF 


No.  3  2.3 — A  wonderful  value  of  full 
Marabou  downs  and  ostrich  combina- 
tion peau  de  cygne  lined. 


Sacrificing  1000  Marabou  Neckpieces 


$5.50  to  $15.00 

Actual  Values 


now 


$3.50  to  $11.25 


TO  CLEAR  STOCKS 

First  come,  first  served.  Wire  or  write  your  orders  to-day  for 
an  assortment. 

Colors  include  white,  black,  brown,  beaver,  seal  and  ostrich  com- 
binations. Immediate  Deliveries. 
WIRE— WRITE  OPEN  ORDERS 

LOUIS  A.  FALK 

Largest  Marabou  House  in  the  World 

3-5-7  West  29th  St.  New  York  City 


$5.50  to  $15.00 

Actual  Values 


now 


$3.50  to  $11.25 


Popper's  Special  Summer  Assortment 

12  HATS  FOR  $36.00 


Twelve  brand  new,  snappy 
summer  models,  each  one  dif- 
ferent, of  unusual  smart 
design,  with  a  big  value  sell- 
ing appeal. 

Chic  sport  hats  in  black  and 
white  and  high  colors.  Roll- 
ing brim  sailors  of  milan 
straw  and  felt  combined, 
large  transparent  picture 
hats — in  short,  the  very  styles 
that  Fifth  Avenue  and  42nd 
Street  will  parade  two  weeks 
hence. 

BE  THE  FIRST 
IN  YOUR  CITY 
TO  SHOW  THESE 
WONDER  VALUES 

Popper  Hats  are  now  featured 
by  the  BIG  STORE  ON  MAIN 
fiTREET  IN  MORPl  THAN 
2,000  AMERICAN  CITIES. 

Be  Wise  

COME   TO  POPPER" 


Wire  or  Write 
Today 
For  This 
Assortment 

Immediate  Deliveries 


Watch  this  paper  for  Popper's 
ever  new  Assortments. 

ALFRED  POPPER 

77//';    IIKl    TJflMMI'lD  MIIjIJ- 

Nlilx'Y  IIOVHK 
42  Bond  St.,  New  York  City 


Merchandise — How  It  Is  Made: 

This  is  one  of  the  prime  subjects  on  which 
progressive  retailers  are  now  giving  instructions 
to  their  salespeople. 

The  Dry  Goods  Economist  has  just  published 
a  booklet  of  28  pages  that  will  surely  prove  help- 
ful to  stores'  educational  departments  and  de- 
partment heads. 

It  is  entitled 

From  Nature's  Product 
to  Textile  Fabrics 

and  tells  of  the  processes  employed  in  transforming  fibers 
into  finished  materials. 

It  is  illustrated  with  photo-engravings  of  machines  used, 
samples  of  products,  etc.,  and  tells  in  simple,  untechnical 
language  how  each  process  is  accomplished  in  the  spinning, 
weaving,  etc.,  of  wool,  silk,  cotton  and  flax. 

The  booklet  also  includes  an  informing  article  on  Colors  and 
How  to  Combine  Them,  emphasizing  the  fact  that  color  knowledge 
gives  salespeople  an  open  sesame  to  more  business. 

Both  articles  are  reprints  from  the  Dry  Goods  Economist  of 
April  3,  1920. 

The  booklet  is  printed  on  excellent  paper,  with  attractive  cover, 
8x  ioj4  in.  in  size.    And  the  price  is  only  75  cents  per  copy. 

Sent  Prepaid  By 

U.  p.  C.  BOOK  COMPANY,  Inc. 

Dry  Goods  Economist,  Book  Dept. 
243-249  W.  39th  Street,  New  York 
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Demand  for  Children  s  Hosiery  Is 
Constant  and  Worth  Developing- 

Field  Is  One  That  Stores  Could  Pay  More  Attention  To  with  Ad- 
vantage—Kids Dont  Follow  Styles  Closely  hut  Mothers  Are  Deeply 
Interested  in  Merchandise  from  a  Utilitarian  Viewpoint 


THERE  is  enough  children's  hosiery  busi- 
ness in  this  country  to  make  it  worth 
while  for  any  store  to  make  a  strong 
bid  for  a  bigger  share  of  it.  A  pretty  fair 
estimate  of  the  number  of  children  between 
the  ages  of  5  and  14  years  living  in  1920  is 
between  nineteen  and  twenty  million.  Yet 
the  number  of  stores  which  make  any  special 
play  for  children's  hosiery  business  is  so  small 
as  to  be  almost  negligible.  Notwithstanding 
its  comparative  neglect,  this  department, 
either  as  an  adjunct  of  the  women's  hosiery 
department  or  as  a  special  feature  in  itself,  is 
full  of  possibilities. 

It  is  very  much  like  a  field  that  has  been 
plowed  year  after  year  to  a  depth  of  five 
inches.  It  yields  fair  returns;  but  one  day 
comes  a  new  farmer  with  a  tractor  plow  dig- 
ging fourteen  inches  below  the  surface  and 
turns  over  the  virgin  soil  beneath,  releasing 
untouched  stores  of  plant  food  that  produce  a 
bumper  crop.  The  store  which  first  makes  a 
serious  attempt  to  put  itself  in  the  limelight, 
as  the  Children's  Hosiery  Store,  of  its  locality 
can  do  a  big  job  for  itself. 

Use,  Not  Ornament 

Children's  hose  are  bought  with  one  pur- 
pose— to  cover  legs.  There  is  little  of  the 
fashion  or  ornament  thought  behind  their  pur- 
chase. True,  a  certain  amount  of  fancy  socks 
go  over  the  counter ;  but  compared  to  the  total 
children's  hosiery  business  this  amount  is 
very  small.  For  young  girls,  too,  in  recent 
years  there  has  been  a  fair  sale  of  silk  stock- 
ings. 

The  utilitarian  idea  brings  with  it  demand 
for  certain  qualities.  Chief  of  these  is  econ- 
omy. Mothers  who  may  insist  on  fine-appear- 
ing stockings  for  infants  are  far  less  particu- 
lar about  the  looks  of  older  children's  hose. 
They  know  that  the  average  youngster  goes 
through  his  stockings  in  no  time.  Con- 
sequently, they  want  stockings  that  wear  well. 

Hose  of  Full  Size 

Under  the  head  of  economy  comes  the  ques- 
tion of  price.  It  is  not  the  best  possible  wear- 
ing quality  that  is  wanted.  It  is  the  best  wear 
at  a  moderate  price.  Next  is  the  matter  of 
adequate  size.  The  speed  with  which  chil- 
dren push  out  stocking  toes  is  notorious. 
Therefore  it  is  necessary  that  their  hosiery 
shall  be  full  size,  with  no  skimping  in  the 
feet. 

The  dye  question  comes  in  here,  too. 
Hosiery  on  which  a  steady  business  is  to  be 
built  must  be  of  fast  color  both  in  the  tub 
and  on  the  wearer.  Dye  that  comes  oif  on 
perspiring  feet  is  not  only  unpleasant  but  also 
dangerous. 

Why  are  there  not  more  children's  stock- 
ings bought?  Two  things  militate  against 
larger  sales.  First  is  the  economy  idea  noted 
above.  Mothers  will  mend  again  and  again 
stockings  that  seem  hopelessly  torn. 

o 

Kids  Don't  Mind  Patches 

Older  children,  twelve  to  fourteen  or 
thereabouts,  may  be  sensitive  about  wearing 


patched  and  darned  stockings;  but  younger 
ones  don't  think  about  it  and  the  constant  re- 
pair cuts  down  the  number  of  new  pairs 
bought.  The  other  factor  is  lack  of  a  fashion 
element.  Children's  hosiery  styles  change 
little. 

These  things  make  increasing  children's 
hosiery  volume  harder  to  accomplish,  but  pres- 
ent no  insuperable  difficulties.  Other  goods 
which  lack  style  appeal  have  been  pushed  most 
successfully,  and  so  may  be  children's  stock- 
ings. 

Adequate  advertising  will  do  much.  For 
every  ad  featuring  children's  hosiery  there  are 


How  Do  You  Do  It? 

WHO  has  a  hosiery  or  knit  under- 
wear department  that  is  espe- 
cially good-looking  or  successful — per- 
haps both?     Let  us  hear  about  it. 

We  shall  be  glad  to  reproduce  good 
photographs  and  to  tell  other  people 
"How  you  did  it."  The  other  fellow 
always  is  interested  in  ideas  and 
methods  that  produce  business.  He'll 
come  back  with  some  of  his  own,  too. 

To  the  man  who  has  developed  a 
special  children's  hosiery  department 
an  invitation  to  come  out  and  say 
something  is  tendered  on  a  silver  plat- 
ter.    But  it's  open  to  all,  and  no  favor. 


twenty  featuring  women's.  This  in  spite  of 
the  fact  that  women  buy  practically  all  the 
children's  goods.  An  ad  of  a  size  to  attract 
attention  used  once  a  week  either  by  itself  or 
in  conjunction  with  a  -yvomen's  hosiery  ad  will 
help  business.  It  should  not  be  simply  a  line 
or  two  tacked  on  to  the  women's  hosiery  ad, 
but  a  space  big  enough  to  enable  the  use  of 
selling  copy  based  on  the  determining  buying 
factors  previously  mentioned. 

Human  Interest  Pull 

Attractive  displays  of  children's  hosiery 
are  rare.  When  these  goods  happen  by  some 
accident  to  get  a  window  to  themselves  it  is 
likely  to  be  of  a  stereotyped  sort,  not  so  much 
a  business  puller  as  a  reminder  that  such  goods 
are  carried  within.  A  strong  human  interest 
window  is  as  effective  in  selling  these  goods  as 
any  others.  A  good  one  'seen  last  fall  was  a 
group  of  four  children's  figures.  Two  were 
more  or  less  disreputable  figures  with  much- 
mended  stockings,  seated  on  a  curb  with  a 
scattering  of  marbles  near.  The  others,  stand- 
ing on  the  walk,  were  neatly  dressed  with 
fresh,  darnless  stockings.  They  offered  an  ef- 
fective contrast.  Gray-painted  canvas  laid 
over  a  wide  step  provided  the  curb  and  walk. 

It  is  the  selling  in  the  children's  hosiery 
section  which  is  most  important,  however.  In- 
crease the  size  of  the  average  sale  and  remem- 
ber the  economy  motive  and  stress  the  ad- 
vantage of  buying  the  hose  by  the  half  dozen 
box  or  in  lots  of  three.  There  are  perfectly 
good  selling  arguments  to  use  in  this  connec- 


tion. A  good  stock  of  hosiery  in  the  home 
makes  frequent  changes  possible.  This  is  ad- 
visable from  a  health  standpoint,  and  also  from 
a  dollars  and  cents  view.  Stockings  that  be- 
come soaked  with  perspiration  and  dirt  do  not 
wear  as  long  as  those  which  are  changed  fre- 
quently. 

Laundering  Made  Easy 

Of  course  it  means  more  laundering,  and 
there  may  be  an  objection  on  this  ground,  es- 
pecially from  mothers  who  do  their  own  wash- 
ing. But  really  the  amount  of  extra  work  is 
small.  A  slightly  soiled  stocking  is  washed 
far  more  easily  and  quickly  than  a  very  dirty 
one.  Furthermore,  it  is  washed  with  less  wear 
and  tear  on  the  fabric.  Here  the  economy 
thought  enters  again.  These  points  are  fac- 
tors to  be  brought  out  clearly  in  the  advertis- 
ing. It  would  be  worth  while  to  make  a  price 
concession,  too,  in  order  to  press  quantity 
buying. 

Selling  children's  hose  in  quantity  is  easier 
than  selling  women's  hose  that  way.  The  total 
cost  is  less  for  the  same  number  of  pairs. 
There  is  not,  either,  the  same  desire  for 
variety.  The  average  woman  is  likely  to  want 
at  least  two  colors  in  a  purchase  of  six  pairs 
of  hose  for  herself,  perhaps  more.  The  same 
consideration  does  not  apply  to  children's  hose. 

Advice  Sometimes  Pays 

Moderate  price  and  wearing  quality,  in- 
cluding strength,  size  and  dye,  together  spell 
economy.  These  are  the  first  points  to  be 
stressed  by  salespeople.  Appearance  is  a  sell- 
ing point,  too,  but  comes  after  the  other  two. 

It  has  been  noticed  in  many  stores  that 
girls  sell  children's  hose  less  successfully  than 
do  older  women,  especially  if  the  latter  are 
of  the  "motherly"  type.  Good  advice  may 
come  from  a  young  girl,  but  it  is  accepted  with 
better  grace  and  more  confidence  when  offered 
by  a  woman  who  looks  as  though  she  might 
have  had  the  raising  of  a  "limb"  or  two. 

The  number  of  women  who  are  doubtful 
about  the  size  of  their  own  hosiery  is  by  no 
means  small.  Just  as  many  don't  know  their 
children's  sizes.  It  is  a  considerable  help  in 
selling,  then,  if  the  saleswoman  knows  the 
size  which  should  fit  the  average  child  accord- 
ing to  its  years.  The  following  is  a  pretty  ac- 
curate size  and  age  standard: 

Age  Size  hosiery 

3  to  4  6 

5  to  6  61/2 

7  7 

8   IVz 

9  to  10  8 

11  81/2 

12  to  13  9 

14   91/2 

Make  a  Big  Effort 

If  the  child  is  well  grown  for  its  age  a  half 
size  larger  in  each  case  may  safely  be  given. 

Be  the  first  store  in  your  city  to  make  a 
special  effort  to  establish  itself  as  the  best 
place  to  go  for  children's  hosiery  and  do  it  in 
a  really  earnest  way.  Try  it  for  a  year  and 
see  if  you  aren't  surprised  at  the  figures. 
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You  Are  Getting 
Ready  to  Buy 

In  a  short  time  you  will  be  placing  your  Fall 
and  Winter  orders  for  a  sleeping  garment.  You 
have  waited  long  after  your  usual  time.  This 
has  been  a  great  advantage  to  you,  because  now 
you  are  well  acquainted  with  the  unusual  and 
numerous  advantages  of  Sandman  Sleepers. 

You  knew  some  of  their  advantages  before,  but 
now  you  know  that  there  is  no  other  sleeping 
garment  equal  to  Sandman.  That  is  why  you 
will  order  more  Sandman  Sleepers  this  season 
than  ever  before. 

Sandman  is  on  the  tip  of  every  jobber's  tongue. 
It  is  on  the  Want  List  of  every  live  retail  buyer. 
It  will  be  forcibly  advertised  to  every  women's 
magazine  reader  in  the  whole  country  this  Fall. 
Wherever  there  is  a  child,  in  that  home  Sand-| 
man  Sleepers  will  be  wanted. 

Here  are  a  few  reasons  why  Sandman  Sleepers 
are  the  sleeping  garments  you  will  supply  your 
customers  with: 

(1)  Right  size  feet — tailored  to  fit. 

(2)  Extra  long,  large  flap — drop  seat. 
No  cold  air  can  get  in.  Flap  is  as 
deep  as  drop  seat.  Provides  double 
thickness  as  protection  to  the 
kidneys. 


The  Bristol  Mfg.  Co. 

Established  1837 

Bristol 
Connecticut 
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1  Little  Table  Had 
Big  Possibilities 
And  Proved  It 

Plaut  Buyers  Failed  to  Recognize 
Importance  of  Location,  but  an 
Annex  Grew  Around  It 


By  Chester  A.  Brown 

Publicity  Director  for  L.  S.  Plaut  &  Co.,  Newark, 
N.  J. 

THE  truth  of  the  old  saying  that  "Great 
oaks  from  little  acorns  grow"  has  been 
interestingly  examplified  in  the  experi- 
ence that  we  have  had  in  connection  with  a 
selling  space  about  fourteen  feet  square, 
iwhich  occupies  a  prominent  position  in  the 
main  floor  Annex  of  the  Plaut  store.  This 
(instance,,  incidentally,  would  seem  to  prove 
ithat  the  greatness  of  the  "oak"  depends  to 
la  great  extent  upon  the  care  and  attention 
lithe  "acorn"  receives. 

About  three  years  ago  there  was  a  "bar- 
igain  table"  in  the  Plaut  store  which  had  but 
one  claim  to  fame — one  feature  that  made 
it  stand  out  from  among  the  other  "bargain 
itables."  That  distinction  was  that  it  was  the 
I  first  one  to  confront  the  customer  as  she  left 
the  main  part  of  the  store  to  enter  the  Annex. 

This  table  was  an  average  "bargain 
table,"  about  six  feet  long  and  two  and  one- 
half  feet  wide.  It  was,  in  common  with  sim- 
Ijiilar  .tables,  used  to  exploit  merchandise  fre- 
Iquently  of  a  sale  nature,  and  in  the  year 
1917  it  turned  in  a  respectable  sales  of  about 
i$20,000. 

Benefit  Not  Recognized 

Of  course,  buyers  in  the  store,  as  a  rule, 
I  welcomed  the  opportunity  to  place  merchan- 
dise on  that  table,  just  as  they  welcomed  any 


Just  about  that  time  we  felt  the  urgent 
need  of  a  selling  space  that  would  accommo- 
date more  merchandise  than  the  average 
table  did,  and  the  result  of  that  need  was— 
the  birth  of  the  Annex  Square. 

This  table  to  which  reference  has  been 
made  was  the  center  of  the  move.  It  was 
removed  and  space  made  for  a  much  larger 
selling  fixture,  which  now  has  three  selling 
sides,  all  of  them  about  fourteen  feet  long. 

The  physical  change  in  this  selling  fixture 
was,  however,  only  a  part  of  the  change  that 
was  made  in  the  whole  treatment  of  the  idea. 
Coincident  with  the  erection  of  the  new 
"Square"  an  intensive,  systematic  sales  pro- 
motion plan  was  set  in  motion,  which  ac- 
counted for  a  phenomenal  increase  in  re- 
sults for  that  spot  each  year.  In  1920  the 
sales  reached  $425,000. 

A  daily  schedule  of  events  was  planned 
for  the  "Square"  under  the  supervision  of 
the  Sales  Bureau,  the  merchandise  being 
changed  each  day  in  accordance  with  the 
schedule.  The  merchandise  committee  passed 
upon  each  item  presented  for  sale,  checking 
the  quantity  involved,  value,  etc.  The  loca- 
tion was  featured  in  each  daily  advertise- 
ment, the  slogan,  "On  the  Annex  Square," 
being  given  a  prominent  place  in  each  of 
these  ads. 

Fix  Sales  Possibilities 

The  schedule  for  this  "Square"  is 
planned,  as  a  rule,  on  the  fifteenth  of  the 
month  for  the  following  month.  Buyers  are 
advised  of  the  days  on  which  they  are  to  par- 
ticipate. Since  it  has  been  so  successful,  a 
policy  has  been  adopted  fixing  a  minimum  of 
$1,500  a  day  for  this  space,  and  no  item  is 
accepted  that  does  not  have  that  sales  pos- 
sibility. 

An  interesting  innovation  in  connection 
with  the  Annex  Square  is  the  prize  plan  re- 
cently introduced,  by  which  buyers  receive 
a  cash  prize  for  the  best  showings.  The 
various  departments  which  participate  in  the 
events  are  grouped  in  accordance  with  their 
sales  possibilities,  and  two  equal  prizes  are 


Bargain  Square  of  L.  S.  Plaut  &  Co.  in  displays  of  merchandise  are  changed  daily. 


of  the  other  tables,  but  there  was  no  great 
enthusiasm  for  it  —  no   overwhelming  de- 
!  mand,  because,  seemingly,  there  was  no  par- 
[ticular  strategical  advantage  in  its  location. 
(As  a  matter  of  fact,  some  of  the  buyers 
spurned  it  because,  in  their  estimation,  it 
was  too  far  back  to  be  of  any  real  value. 


awarded  in  each  group — one  to  the  buyer 
who  produced  the  best  single-day  sales  over 
a  six-months'  period,  and  the  other  to  the 
buyer  making  the  best  average  over  the 
same  period.  The  contest  has  resulted  in 
keen  competition  and,  of  course,  greatly  in- 
creased sales. 


Shoplifters'  Path 
Made  Difficult  by 
Simple  Plan 

Store  Will  Only  Refund  on  Returns 
When  Sales  Slips  Are 
Presented 

In  towns  where  shoplifters  have  no  means 
of  disposing  of  stolen  merchandise  and  trust 
for  profit  to  returning  it  for  a  cash  refund 
losses  may  be  minimized  by  a  very  simple 
method,  says  D.  C.  Fraser,  manager  of  the 
Reid  &  Hughes  Co.,  Lawrence,  Mass.  This 
is  the  insertion  of  a  special  colored  notice  in 
all  packages  calling  customers'  attention  to 
the  rule  requiring  the  return  of  sales  checks 
with  all  returns  of  goods. 

Mr.  Fraser  finds  that  enclosure  of  a  sepa- 
rate red  slip  to  this  effect  emphasizes  the 
rule  in  their  minds  so  that,  a  few  weeks  af- 
ter the  system  is  started,  few  returns  are 
made  without  sales  checks.  Shoplifters,  of 
course,  are  minus  the  necessary  checks  and 
are  handicapped  in  realizing  on  stolen  goods. 

As  it  sometimes  happens  that  customers 
will  lose  their  checks  it  is  necessary  to  make 
certain  exceptions.  Where  people  are  known 
no  question  is  made  about  refunds;  but  if 
there  is  any  suspicion  of  crookedness  they 
are  requested  to  leave  the  goods  at  the  store 
while  the  duplicate  check  is  looked  up.  Mr. 
Fraser  says  hundreds  of  dollars'  worth  of 
goods  have  been  left  in  this  way  and  never 
called  for,  proving  that  they  were  "lifted" 
goods.  The  outcome  of  this  scheme  is  to 
warn  off  light  fingered  people  altogether  and 
prevent  considerable  loss,  except  from  the 
number  who  steal  goods  for  consumption. 


Expands  Popular 
Shopping  Hours 

Here  Is  a  Store  That  Gets  Customers 
in  Early 

Reducing  trade  peaks  and  filling  in  trade 
valleys  is  one  of  the  important  problems  the 
department  store  manager  has  to  solve.  There 
are  hours  when  a  store  is  crowded.  Salespeo- 
ple are  too  rushed  to  make  the  best  of  their 
opportunities.  Customers  feel  hurried  and  not 
in  a  mood  to  listen  to  selling  talk  on  anything 
except  the  specific  goods  they  came  to  buy. 
There  are  other  hours  when  aisles  are  almost 
empty.  The  few  customers  about  naturally 
are  affected  by  the  general  lack  of  activity. 
It  discourages  business  to  a  certain  degree. 

The  remedy,  of  course,  is  to  get  people  into 
the  store  at  other  than  the  most  popular  hours. 
One  way  it  may  be  done  is  by  offering  favor- 
able prices  on  a  few  items  or  on  special  serv- 
ices. In  the  Wolf  &  Dessauer  store,  Ft. 
Wayne,  Ind.,  it  has  been  accomplished  by  giv- 
ing a  25  per  cent  discount  on  all  work  done  at 
the  Beauty  Shop  between  the  hours  of  nine 
and  twelve  in  the  morning.  This  has  had  the 
effect  of  increasing  considerably  the  number 
of  morning  customers  of  this  section  and  this 
increase  has  been  felt  in  other  departments. 
There  are  other  possible  offers  which  might 
be  made  with  the  same  result. 


The  John  Shillito  Co.  recently  celebrated 
the  91st  anniversary  of  the  founding  of  its 
business  at  Cincinnati,  Ohio.  This  firm  is 
said  to  be  the  oldest  dry  goods  concern  west  of 
the  Alleghanies. 
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FRANKLIN 

WOOLEN  HOSIERY^ 


CRITICAL  inspection  of  Franklin  Brand 
merely  strengthens  that  favorable  first 
impression  created  by  this  woolen  hosiery's 
fine  appearance. 

A  customer  thereafter  knows  that  the  mer- 
chant who  sells  this  hosiery  is  really  justified 
in  saying  he  carries  the  best  woolen  hosiery 
for  men. 

To  quality  and  appearance  add  Franklin 
Brand  moderate  cost.  What  else  more 
tangible  need  there  be  contributed  to  cus- 
tomer opinion  and  satisfaction? 


SULLOWAY  MILLS 

FRANKLIN,  NEW  HAMP. 

E.  M.  Townsend  &  Co.,     Sole  Agents 
345  Broadway,  New  York 

Boston  Philadelphia  ChlCagO 


k 


I 


All-wool  seamless  and  full  fashioned 
styles  in  plain  and  fancy  colors  and 
heather  mixtures.  A  Iso  silk-and-wool 
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Energy  and  Initiative  Bring  Grist 
To  Orrville  Merchants'  Mill 


Small  Ohio  Town  Competes  Successfully  with  Bigger  Neighbors — 
Business  Men  Launch  Spring  Style  Show  —  Perilstein  Store  Holds 
High  Standard — Farmers  Meet  Obligations  Promptly — Railroad 
Shop  Workers  Make  Up  Large  Part  of  Buying  Public, 


OREVILLE,  OHIO,  is  a  town  of  less  than 
5000  population.    It  is  only  24  miles 
from  Akron,  with  nearly  208,500,  and 
it  is  but  22  miles  from  Canton  with  87,000 
plus.    Massillon,  with  17,428  inhabitants  at 
the  1920  census,  is  only  15  miles  distant,  and 
Wooster,  with  8000  odd,  is  only  11  miles  away. 
I  Moreover,  there  are  good  railroad  facilities 
for  the  people  of  Orrville  and  vicinity  to  visit 
I  the  other  points  above  mentioned.  Orrville 
being  a  good  deal  of  a  railroad  center.  There 
I  are  five  trains  a  day  each  way,  to  and  from 
1  Akron,  eight  per  day  to  Massillon  and  Canton 
and  a  still  greater  number  returning  with 
about  the  same  number  to  and  from  Wooster. 
i  Then,  too,  the  distances  to  these  other  points 
readily  lend  themselves  to  a  trip  by  automo- 
t  bile. 

It  will  be  seen,  therefore,  that  the  mer- 
j  chants  of  Orrville  have  to  do  quite  some 
hustling  to  keep  trade  at  home.    And  this  is 
a  fact. 

Tonsorial  Artists  Help 

For  example,  there  is  a  local  Chamber  of 
Trade,  with  75  members.  This  membership, 
as  its  number  indicates,  includes  business  men 
of  all  kinds,  dry  goods,  clothing,  boots  and 
shoes,  groceries,  furniture,  jewelry  and  watch 
repairing,  drugs,  meats,  autos,  restaurants, 
etc.  Indeed,  a  Dry  Goods  Economist  staff- 
member,  who  recently  visited  Orrville,  was 
informed  that  even  the  barbers  lend  a  hand 
and  contribute  money  and  effort  in  behalf  of 
the  trade  of  their  center. 

Six  years  ago  the  business  men  of  Orr- 
ville got  together  and  held  a  Style  Show  Week. 
So  successful  did  this  prove  and  so  general 
was  the  co-operation  and  participation  that 
the  Style  Show  Week  has  been  held  at  regular 
intervals  ever  since. 

Show  Proved  Magnet 

This  spring's  affair  proved  as  successful 
as  the  ones  that  had  gone  before.  Many  cus- 
tomers were  attracted  to  Orrville,  including 
numbers  of  young  men  and  women  of  the  place 
who  are  now  located  as  workers  in  Akron, 
Canton,  etc. 

The  collective  or  co-operative  idea  was  em- 
phasized by  each  concern  using  in  its  news- 
paper advertising  an  electro  showing  the 
words  "Style  Show  Week"  as  in  the  ad  re- 
produced in  greatly  lessened  form  on  this 
page. 

Not  content  with  the  Style  Show  event, 
the  business  men  of  Orrville  last  fall  held  a 
Market  Week.  This  innovation  also  proved  a 
business  bringer,  and  no  doubt  will  be  re- 
peated. 

Up-to-the-Minute  Store 

Orrville  also  boasts  more  than  one  live- 
ooking  and  attractive  dry  goods  store.  The 
argest  and  most  pretentious  of  these  is  owned 
ind  conducted  by  Joseph  Perilstein. 

It  was  interesting,  indeed,  to  get  off  the 
;rain  long  after  dark  in  this  little  country 
;own  and  find  on  its  Main  Street  a  store  with 
i  frontage  of  120  ft.  and  a  height  of  three 
itories,  with  up-to-date  display  windows,  ef- 


fectively lighted  and  dressed  in  metropolitan 
style. 

There  are  two  windows  on  each  side  of 
the  entrance.  As  the  entrance  is  not  particu- 
larly wide — no  need  for  great  width  in  such 
a  center — there  is  space  on  each  side  of  the 
entrance  for  an  unusually  wide  window  as  well 
as  one  of  less  width.  Each  of  the  smaller 
ones  adjoins  the  entrance. 

Novel  Window  Display 

The  windows  are  backed  with  fumed  oak 
and  the  end  or  side  of  each  window  is  formed 
by  a  mirror.  At  the  time  of  the  Economist 
man's  arrival  in  Orrville  one  of  the  large  win- 
dows was  devoted  to  large-sized  rugs  and 
draperies.  The  smaller  one  adjoining  showed 
lace  curtains  and  two  rugs  of  smaller  size. 
Particularly  noteworthy  were  windows  con- 
structed within  the  windows,  showing  lace  cur- 
tains with  draperies  of  cretonne  and  silkoline 
just  as  a  real  window  would  be  fixed  up  in  the 
home. 

The  smaller  window  on  the  other  side  of 
the  entrance  was  devoted  to  silk  and  muslin 
underwear  and  in  the  larger  window  there 
were  women's  dresses  and  suits. 


perilstein^ 


Headquarters  for  Easter  Slioppers 

The  Sixth  Annual  Style  Show  WeeK  Proves 
to  be  Another  Great  Success  for 
This  Growing  Concern 

Stocks  are  the  largest  and  most  complete  shown 
New  Spring  5uits     -     Coats     -  Dresses 

They  all  evidence  Ihe  aristocratic  bearing  so  mucli  desired  and  appreciated  by 
particular  dressers.  All  are  exact  duplicates  of  master  models  created  bv  world 
renowned  designers  and  creators  pf  fashionable  women's  apparel. 

Sprinc  Suits,  including  Printzpss  crack  line,  marked  special  at  $17.50  lo  $79.50 
Spring  Coals  marked  at  $14.50  lo  $59.75 
Silk  Dresses  iifcluding  Chevy  Chase  and  Pandora  makes,  priced  special  $14.75  to  $49.75 


Style  Show  Week  Specials 

Ttofireitett  Valae  Giving  Event  Known  Since  1914— Come-Buy-Save 


100  IK^tiy  ■ 

■rpffulflP,^ftieHflM  Style  ! 

Bultaj  rrgTilftr  vnJuea  $4.0o. 
I'OO  Heautifuny  mndc  cnml.^otcs 
wnah  BuH^,  regular  values  ) 


|00tf}-&rd3t(  riAH'4(/iiich  bcAutifu I  colored  French  voilet 
in  t  ha  sauon's  most  chormlne  iteaigns;  worth  51.00 
Stylo  Show  wc«k  a  Mn!y   ;  -  ..S9ep«r 

Speeiils  in  Rup  Style  Show  Week 


H)  puni  of  rfcu  merccnzod  marqm^intc  dining  and  bed* 
room  curtttiju  wwth  12.00,  Style  Show  woclt.    .  1 

'0  pain  of  lUIet  net  bedroom  eurtalra  worth  fS  00, 
Style  Show  Wctk  only   . .  ] 


Lot  3— Extra 
St>'l*Shofl 
Lot  4-i-ExtrB  hi 


Joseph  Perilstein  .  .  Orrville,  Ohio 


In  no  instance  was  the  window  crowded — ■ 
quite  the  contrary.  The  displays  were  on  a 
par  with  those  of  first-class  stores  in  large 
centers.  And  it  speaks  well  for  the  liveness 
of  the  Perilstein  outfit  that  when  the  ECONO- 
MIST man  called  at  the  store  the  following 
morning  two  of  the  displays  were  out,  and  a 
start  was  being  made  on  new  ones. 

Inasmuch  as  the  Perilstein  store  has  a 
front,  as  said,  of  120  ft.,  the  newcomer  on 
entering  the  street  floor  is  apt  to  be  a  little 
disappointed,  since  the  depth  does  not  exceed 
55  ft.  However,  the  arrangement  and  fixtures 
are  good,  and  it  appears  that  improvements 
will  shortly  be  effected. 

For  example,  the  cloak  and  suit  department 
which  now  occupies  a  space  of  50  x  55  feet  on 
'the  extreme  right  of  the  entrance  will  be 
moved  to  the  second  floor  and  in  the  additional 
space  provided  upstairs  the  children's  and  in- 
fants' department  will  be  enlarged  and  re- 
equipped.  That  department  looks  pretty  good 
as  it  now  is,  being  carpeted  throughout  and 
having  cabinets  with  disappearing  glass  doors 
and  with  pull-out,  revolving  hangers.  Reels 
are  also  used. 

Where  the  Sections  Are  Placed 

Adjoining  is  the  women's  furnishings  de- 
partment, the  shelving  of  which  is  fitted  with 
glass  fronts.  Waists  are  located  in  the  front 
of  the  store  at  the  left  of  the  entrance. 
Nearer  the  entrance  are  the  laces  and  fancy 
goods.  Floor  cases  are  used  in  every  instance, 
and  in  the  notions  and  ribbons  the  floor  cases 
contain  self-selling  display  shelving.  There  is 
also  a  small  jewelry  department  opposite  the 
ribbons. 

Back  of  the  ribbons  the  notions  and  hosiery 
are  located.  On  this  floor  is  also  a  small  case 
showing  umbrellas. 

On  the  extreme  left  are  the  silks,  dress 
goods,  wash  goods,  domestics  and  linens,  etc. 
Right  at  the  front  to  the  left  of  the  entrance 
and  adjoining  the  domestics  the  knit  under- 
wear and  corsets  are  located.  At  the  front  are 
also  located  the  gloves,  art  goods,  toilet  goods 
and  the  "French  Ivory"  articles. 

The  cash  is  handled  by  a  cable  carrier  with 
cashier  on  a  balcony  over  a  part  of  the  main 
floor  on  the  left. 

Upstairs  are  the  rugs,  draperies,  lace  cur- 
tains and  traveling  goods. 

Sales  Hold  Their  Own 

In  the  course  of  conversation  Mr.  Peril- 
stein said  that  insofar  as  quantity  was  con- 
cerned, sales  of  late  had  been  keeping  up  close 
to  those  of  last  year  or  even  running  a  little 
ahead. 

The  Economist  man  found,  by  examina- 
tion of  the  merchandise,  that  the  store  handles 
goods  of  a  flne  as  well  as  medium  quality, 
for  instance,  rugs  in  9  x  12  and  even  larger 
sizes  of  one  of  the  best  standard  American 
makes.  Mr.  Perilstein  said  that  he  had  sold 
cloaks  and  suits  up  to  $100  and  fur  coats  as 
high  as  $400. 

As  showing  what  can  be  done  by  a  mer- 
chant in  a  small  center,  Mr.  Perilstein  said, 

(Continued  on  page  70) 
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High  Grade  Handbags 

Are  Always  in  Season 

Lower  Priced  Article  Has  Come  Into  Greater  Vogue  Simply 
Because  Retailers  Are  Not  Pushing  the  Better  Variety  and 
Profits  Suffer  as  a  Result 


THE  best  merchandise  in  the  world  will 
not  sell  itself  in  any  quantity.  It  is 
just  as  much  trouble  and  just  as  great 
overhead  expense  to  sell  a  $1.98  handbag  as 
it  is  to  sell  a  $3.98  bag  or  a  $5  one.  The  profit 
on  a  $1.98  bag  is  less  by  something  over  half 
than  the  profit  on  a  $3.98  article,  and  as  a 
rule  the  life  of  a  $1.98  handbag  is  just  as  long 
as  that  of  a  moderately  high-priced  one,  there- 
by eliminating  the  chance  of  a  larger  turn- 
I     over  as  on  some  classes  of  goods. 

During  the  two  or  three  years  just  previous 
I  to  the  recent  merchandising  earthquake,  the 
I  handbag  department  was  one  of  the  best- 
I  paying  sections  in  the  store  and,  owing  to  the 
I  demand  for  good  merchandise,  one  of  the  most 
j  creditable. 

I         For  no  apparent  reason  the  handbag  de- 
partment, however,  at  the  early  rumble  of 
I     approaching  lower  prices  was  one  of  the  first 
|i     to  turn  tail  and  run  and  it  is  now  showing 
itself  one  of  the  last  to  right  about  face  again. 

Maximum  Output  of  Bags 


small  manufacturer  somewhat  hazardous  and 
the  quality  of  his  goods  not  so  well  established, 
as  the  result  of  this,  the  small  manufacturer 
struggling  with  might  and  main  to  keep  his 
head  above  water  entered  himself  and  his  force 


This  brilliant  red  neck  chain  and  pendant 
ear-rings  are  front  Cohen  &  Rosenberger. 


of  the  merchandise  in  the  average  store  to-day 
the  offerings  of  handbags  as  to  quality  and 
price  is  below  par.  Conditions  do  not  warrant 
it.  The  smart  handbag  has  come  to  be  con- 
sidered a  necessary  accessory.  Women  regard 
it  as  a  part  of  the  tout  ensemble  of  the  smart 
costume,  and  manufacturers  still  are  offering 
this  kind  of  goods  at  prices  comparable  with 
other  merchandise. 

Olferings  Hurt  Department 

Such  sales  of  cheap  novelties  as  have  oc- 
curred in  many  department  stores  during  the 
past  two  weeks  are  making  inroads  into  the 
sale  of  these  higher  priced  and  more  repre- 
sentative goods.  They  are  hurtful  to  the  de- 
partment and  reflect  upon  the  entire  store. 
The  condition  as  far  as  it  goes  has  been  forced 
by  the  "bargain"  and  "cheap  sale"  manufac- 
turer rather  than  by  any  definite  demand  of 
the  trade. 

A  falling  off  in  profits  on  these  goods  dur- 
ing this  month,  when  they  usually  show  the 
largest  returns,  is  evident.  The  bargain  base- 
ment and  dollar  sales  will  dispose  of  goods 
already  on  hand. 

Prices  of  handbags  in  keeping  with  the 
demand  for  other  classes  of  goods  should  range 
from  $5  to  $15.  This,  of  course,  applies  to 
medium-class  goods  only.  There  is  still  a  very 
definite  demand  for  quality  handbags.  This 
demand  is  noticeably  on  the  increase  in  jewelry 
stores  and  high-class  shop?  where  cheap  goods 
are  not  shown.  Push  sales  of  representative 
'bags — now ! 


Milady  America  is  an  extravagant  crea- 
ture if  we  are  to  believe  Government  reports 
compiled  by  official  bureaus.  While  statis- 
tics show  that  she  spends  less  now  for  cos- 
metics, perfumes  and  jewelry  than  two  years 
ago,  the  sum  is  still  stupendous — the  dainty 
little  habit  of  powdering  her  nose,  for  in- 
stance, costs  approximately  $50,000,000  a 
year.  Ostrich  feathers  for  her  hats,  fans 
and  coiffeur  cost  more  than  $1,500,000  and 
she  spent  for  human  hair  for  artificial  puffs 
and  curls  last  year  about  $1,500,000. 

The  growing  cigarette  habit  among 
women  is  expensive  also,  statistics  show 
that  in  1920  there  were  sold  in  this  country 
38,000,000,000  cigarettes  as  against  50,400,- 
000,000  in  1921  and  14,000,000,000  in  1918. 


The  cause  of  this  lies  a  little  way  under 
the  surface.  During  the  season  of  the  great- 
est handbag  prosperity  a  small  army  of  manu- 
facturers, encouraged  by  the  prospects  of  con- 
tinued good  business,  went  in  for  making 
handbags,  mostly  on  as  large  a  scale  as  their 
capital  would  permit. 

A  little  later  on,  when  the  excessive  de- 
mand for  high-priced  bags  fell  off  and  began 
to  resume  normal  proportions,  department 
buyers  who  wanted  this  class  of  goods,  re- 
turned to  the  firms  with  whom  they  had  pre- 
viously done  business  to  place  their  orders. 
Believing  the  chances  of  delivery  with  the 


A  group  of  handbags  that  typify.  No.  i  is  from  the  Unique  Leather  Goods 
Co.  It  is  made  of  black  vachett  with  triplicate  mirror  in  cover  and  is  called 
the  "Boudoir  Box,"  patent  applied  for.  No.  2  is  of  gray  leather  in  Oriental 
■design.  No.  3  is  of  silk  moire  with  a  melon-shaped  silver  top;  both  are  from 
Lefkowitz  &  Fisher.  No.  4,  a  smartly  fitted,  silk-lined,_  hand-tooled  calf  bag, 
from  Vehring,  Cahn  &■  Co.  No.  5,  a  combination  vanity  bag,  made  of  silk- 
lined  calf  and  fitted  with  mirror  in  top,  lip  stick,  eyebrow  pencil  and  rouge 
and  powder  compact  with  gold  frame.  It  is  from  Heinrich,  Hermann  &  Weiss. 


Saddle  bag  made  of  fancy  taffeta  in  assorted 
colors.  There  are  two  outside  frames  and  the 
bag  is  fitted  with  a  mirror  to  retail  at  about 
$8.50,  and  hand  tooled  calf  swagger  bag  lined 
throughout  with  suede  and  having  double  in- 
side pockets  to  retail  at  about  $40.  Both  are 
from  P.  W.  Lambert  &  Co. 

with  might  and  main  into  the  manufacture  of 
the  cheapest  kind  of  goods. 

Cheap  Bags  Flood  Market 

»  Having  the  advantage  of  the  knowledge  ac- 
quired during  his 
brief  period  of 
prosperity  0  f 
smart  designing, 
and  the  demand 
of  the  trade  for 
novelty  rather 
than  quality,  he 
has  managed  to 
flood  the  market 
with  his  wares, 
though  there  was 
little,  if  any,  ap- 
parent falling  off 
in  the  demand 
for  good  bags. 
The  call  was  for 
good  bags  at  a 
more  moderate 
price,  rather 
than  for  cheap 
merchandise. 

Department 
managers  have 
apparently  forced 
the  demand  by 
purchasing  these 
goods  and  offer- 
ing it  in  quanti- 
ties  to  their 
trade  in  prefer- 
ence to  pushing 
the  more  profit- 
able sale  of  high- 
er priced  goods. 
By  a  comparison 
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WM.  E.  WRIGHT  SAYS: 

''Equal  elasticity  is  one  o£  the 
best  selling  points  about  tape 
that  is  cut  on  a  true  bias." 

"When  you  cut  any  kind  of  woven  ma- 
terial on  a  true  bias  you  get  a  remark- 
able amount  of  elasticity — stretching 
quality.  This  stretching  quality  is  de- 
sirable because  it  enables  the  person 
working  with  the  goods  to  shape  it  as 
desired. 

"When  a  bias  has  once  been  stretched 
you  can  no  more  put  that  stretch  back 
again  than  you  can  put  the  pop  back  into 
a  bottle  of  soda. 

"We  take  great  care  to  retain  all  of  this 
valuable  elasticity  in  Wright's  Bias 
Fold  Tape. 

'*In  winding  and  all  the  other  processes 
of  manufacture  the  tape  is  held  at  an 
absolutely  even  tension — just  enough  to 
control  and  not  enough  to  stretch  it  in 
the  slightest  degree.  This  has  been  ac- 
complished by  specializing  in  the  manu- 
facture of  bias  fold  tape  for  nearly 
a  quarter  of  a  century." 

Send  for  Color  Card  of 

w/EiiiOiyimiii 

showing-  our  full  line  of  fast  colored  percales, 
also  Wright's  E-Z  Trim.  You  will  find  this 
.  card  to  be  a  great  convenience  in  making  up 
your  orders.  It  shows  our  12  plain  and  6 
striped  colors  of  Tape  and  6  colors  of  E-Z 
Trim. 

Wm.  E.  Wright  &  Sons  Co.,  Mfrs. 

315-317  Church  Street  New  York 


Agencies 

CHICAGO  ST.  LOUIS 

R.  C.  Taft  L.  F.  Sherman 


223   W.  Jackson  Blvd. 


613  N.  Broadway 


PHILADELPHIA 
JaR.  F.  McCarriar 
lOU  Chestnut  Street 


One  oF  the  Line 
That  is  Different 


Gay  little  notes  to  intimate  friends — women 
invariably  write  them  on  English  Dimity. 
A  new  checked  dimity  effect,  fabric  finish 
correspondence  paper. 

TANDEM  box  covered  with  paper  to  match 
contents,  die  stamped  cover  in  colors.  Paper  and 
envelopes  silk  ribbon  tied — an  unusual  value  at  a 
reasonable  price,  in  white  and  six  dainty  tints. 

Request  sample  stretcher. 


Was  Popular  at  15c 
Now  a  Big  Winner  at  10c 

The  Kwik-Bind  Shirt  Waist  Fastener 
keeps  the  shirt  waist  from  slipping  up 
— no  knots — can't  slip — can't  rust.  A 
convenient  kimono  girdle  or  house 
dress  girdle. 

The  Kwik-Bind   Shirt    Waist  Fastener 

is  a  profitable  repeater.  Sample  this 
number  now  for  your  notion  counter. 
1  dozen  carded  (white)  and  I  dozen 
carded  (black),  sent  postpaid  on  re- 
ceipt of  $1.40.  Price  per  gross  $8.40 
net.     Or  ask  your  jobber. 

KWIK-BIND  STRAPS 
5  Mott  Ave. 
Norwalk,  Conn.,  U.  S.  A. 


Make  every  one  of  your  todays 
worth  more  to  yourself;  yourself 
more  valuable  to  your  employer 
by  reading 

the  ECONOMIST  regularly 
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DRESS  COTTONS 


WHOLESALE  DRY  GOODS 


LININGS 


mOISTIRCD  TRADE  MARK 

Claflins  Incorporated 

NEW  YORK 


SPERQ 

— Cotton  Goods 

"The  Best  in  the  World" 


Richard  Haworth  and  Company,  Limited 
Mills  on  Manchester  Ship  Canal 
The   Show    Mills   of  Lancashire 


*'HOOSIER" 

The    beat    36-lnch  brown 

domestic    In  America 
Bw  it  bale;  sell  it 

iy  the  bolt 

Sold  by  all  wholesalers 
IndiansCotton  Mills 

Cannelton,  Ind 


For  Bargains  in  Cotton  Goods 

Remnants  and  Short  Lengths 

WRITE  OR  SEE 

GLOBE  COTTON  GOODS  CO. 

128  So.  Market  St.,  CHICAGO 
SEND  FOR  PRICE  LIST  AND  SAMPLES 


DYERS  &  FINISHERS 

I       Gilbert  Ave.,  Cincinnati,  O. 
1  Dyers  of  Hosiery  and  Piece  Goods 

1  We  will  Dye  6  pairs  of  Hosiery  free  to  prove 
1  quality  of  work.  Dry  Cleaning  of  soiled  Stock 
i  Goods  a  Specialty.  This  is  a  money  saving 
=  service. 

uiuiiiuiuiiiiuiiiiiiiiiiiiiiinimiiiiiiiiiiiiiniiiiiiir  imiiiiiiiiiimiiiiimniiiimiiiiiiiitiiiiimiliitmi 


BLANKETS 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  A.B.C.  5th  Edition  &  Bentley's 


NEW  YORK 

Successors 
to 


BRADFORD® 

W.  W.  Rycrof  t  &  Co. 

Stavert  Zigomala  &  Co. 

66  Leonard  St.,  NEW  YORK 

Phone  S477  Franklin 
Imported  Mohairs,   Sicilians,  Wool  and 
Cotton  Dress  Goods 
Damestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


MARK 


CLAFLINS  Incorporated 

H.  P.  Bonties,  President,  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


<  yjilberra  ► 


The  Gilbert  Mannfac- 
taring  Company's 
Linings  converted  and 
distributed  solely  by  us. 

Complete  range  of  everything  carried 
in  a  Lining  Department. 

CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


LINENS 


MADEIRA 

Hand  Embroidered  Linen* 

with  the  Progress  Brand  Libtl  »re  "^iJHiii' 

».  gaarantee  ■  o^-  quaUty,  flue 'work- ' :  i»Qs!.' 

m'ans^hi'p  , 'and  :  siUraftive  design's. ,  ^  ^  •  •         •  .'  ^ 

Handkerchiefs,  Napkins,  Luncheon  Sets  and 
Covers,  and  a  large  variety  of  Noveltie*. 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK   Cor.  22nd  Sti 


Write  for  our  latest 

Special  Catalogs 
E  1920  , 

To  Dealers  only. 
JohnVi^drweUjrotTipaTTy 

Wholesale  Dry  GooJs  and  General  Merchandise 


HE  A    ..FOR-  F,3B.cs 

^  .  _.r  /-.ITV 


^  MOVEI-TY 


JEW 


YORK  ClTr 


DERRYVALE 

If  it's  "Derryvale"^ 
it's  "Irish  Linen' 

DERRYVALE  LINEN  COMPANY 
23  East  Street,  N.Y. 


^iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiimjiiiiiiiiiuiiiiiiuiiiiiiiiiiniiiiiiiiiiiiiiiiiiiii^^ 

I  INDEX  I 

I    Buyers'  Merchandise  Guide  | 


IRISH  LINEN  SOCIETY 


BELFAST  IRELAND 


A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  OF  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  street.  NEW  YORK  ] 


DRESS  GOODS 
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I 
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Display  Fixtures    75 
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DRESS  LINENS 
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"Old  Bleach"  Linen  CoIj? 

\>it^    PURE  IRISH  LINEN 


LINEN  DAMASKS 


93-25  East  lb"  Slree\      New  YorU. 


WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

43  East  20th  St.   N.  Y.  City 
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Yarns    74 
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SELLING  AGENTS 
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SILKS 


WHITE  GOODS 


(V)AY  QUEEN 

the  SILK  SENSATION  OF  THE  SEASOM 
THE  PERFECT  CANTON  CREPE  NOVELTY 

Jiose  B/on' Radium  PeeH-R -Boo  Crepe 

muntain  Cnek  SeHn  ,^100^1^  lambskin.  Crepe 
Peek  R  Boo  Vai/e  J^^T^K  FlirfahM  Taffeta. 
Golf  Crepe  ^         ^^miD^  Ch/ck  Fluff 


Horrockses  for  Excellence 


IN  NAINSOOKS 
AND  FINE  COTTONS. 

U.S.A0ents- 

Wright  «  Graham  Co., 
IIO.Franklin  St..  New  York. 

Canadian  Ac5ent  — 
J.  E  Ritchie. 

59I.St.,Calhenne  St..W  Montreal.Qu. 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agents 
86  to  88  Worth  Street 


Reg.U.a 


Fat  Office 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Cutfing-Up  Trade 


RESIDENT  BUYERS 


EAL  SERVICE  s/^ 
EADY  TO  WEAR 
BUYING 

ynthout  a  cent  of  added  cost  tot/su 
Women's  Misses.and  Childrens 
READY  TO  WEAR 

A.B.  'LOWfrf(^esiJcnl^uver) 
1X70  Broadway  NewWvk 


WOOLENS 


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 


Adams  and  Wells  Sts. 


Chicago 


ALRECO  FABRICS 

Complete  lines  of  , 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  White  Merchandiu" 
Samples  on  request 
A.  L.  RE  ID  &  CO. 
White  Goods  Specialists 
44-46  E.  25th  St.,      New  York 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPU!VS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  (or 

Sporting  Suits 
Patierns  and  Prices  on  Application. 

S.  A.  NEWALL  &  SONS 

(D.G.E.) 
Stornoway,  SCOTLAND. 

State  Shade  Desired. 
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Omaha  Retail  Prices 
Hit  Low  Level 

Many  Changes  in  Personnel  of  Stores 
— M.  E.  Smith  &  Co.  Increase 
Capital 

Economist  Correspondence,  Omaha,  Neb. 

Retail  prices  in  this  city  are  quite  low. 
In  fact,  merchants  claim  they  are  lower  than 
they  will  be  when  buying,  which  now  is 
•  light,  becomes  more  general.  They  say  they 
are  pricing  goods  on  the  basis  of  supply  and 
demand  and  when  the  latter  picks  up  they 
must  make  a  profit.  Haas  Bros,  held  a  sale 
of  tricolette  dresses  at  $10  last  week  and 
sold  100  the  first  half  hour  and  250  by  11 
o'clock.  It  is  claimed  that  there  was  not  a 
cent  of  profit  in  the  sale,  however.  The  only 
value  to  the  store  was  a  certain  amount  of 
advertising  benefit. 

E.  E.  Day,  for  three  years  with  the  house- 
furnishings  department  of  J.  L.  Brandeis  & 
Sons,  is  now  manager  and  buyer  of  that  de- 
partment. Pat  J.  Culkin,  head  of  the  men's 
clothing  department  and  with  the  Brandeis 
store  for  twenty  years,  has  resigned  to  be- 
come manager  of  the  Browning-King  store. 

A  number  of  changes  has  been  made  in 
the  personnel  of  the  Burgess-Nash  Co.  M. 
Seitenbach,  formerly  with  T.  S.  Martin  & 
Co.,  Sioux  City,  la.,  is  now  manager  of  the 
downstairs  store.  Robert  Stegman,  manager 
of  "The  Black  and  White"  room,  has  resigned 


because  of  ill  health.  His  successor  is  Miss 
Beulah  McElwain  of  Chicago.  Miss  A.  D. 
Gossard  is  new  head  of  the  corset  depart- 
ment. Miss  H.  F.  Gail  has  been  made  mer- 
chandise manager  of  art  and  embroidery, 
muslin  underwear,  negligee,  petticoat  and 
sweater  department,  for  which  she  was 
buyer  for  three  years.  Her  successor  is  Miss 
Elizabeth  Chaim,  formerly  Miss  Gail's  as- 
sistant. A.  Papke,  head  of  the  housefurnish- 
ings  and  china  department,  has  resigned  and 
returned  to  his  old  home  in  Milwaukee.  His 
successor  has  not  been  named. 

Reports  on  March  business  show  a  30 
per  cent  increase  over  February.  M.  E. 
Smith  &  Co.  have  increased  their  capital 
stock  by  $1,000,000,  the  larger  part  of  which 
was  taken  by  L.  C.  Nash,  president  of  the 
Burgess-Nash  Co. 


Energy  and  Initiative 

(Continued  from  page  61) 

in  response  to  an  inquiry,  that  he  started 
twenty-five  years  ago  and  it  was  with  evident 
pride  that  he  added,  "I  didn't  have  a  dollar." 

The  store  as  it  now  stands  dates  back 
to  five  years  ago.  Prior  to  that  time  the 
premises  consisted  of  five  rooms,  each  of 
which  had  been  added  fi-om  time  to  time  to 
the  original  premises,  the  whole  being  con- 
nected by  archways.  Consequently  the  ar- 
rangement of  the  first  and  second  floors 
amounted  practically  to  rebuilding. 

Asked  as  to  the  credit  situation  in  Orr- 
ville,-  Mr.  Perilstein  said  that  he  had  no  trouble 
in  making  collections  from  farmers  in  the 


vicinity,  most  of  whom  own  their  own  land 
and  many  of  whom  are  well  fixed  financially. 
The  other  principal  source  of  business  lies 
with  the  workers  in  the  railroad  shops  and 
with  them  it  appeared  that  greater  care  as  to 
credit  had  to  be  exercised,  for  the  reason  that 
many  such  workers  are  not  permanent  resi- 
dents. 


Kiddies'  Dresses 


(Continued  from  page  37) 

gandy  frock  may  have  panels,  collars,  sleeves 
and  a  girdle  of  rose,  blue  or  green,  or  a  frock 
with  a  rose  body  may  adopt  an  overskirt,  col- 
lar, and  cuffs  of  white. 

Picot  edging  is  prominent  as  a  trimming 
for  sleeves  and  tucks.  It  is  extensively  used 
for  all  edgings.  Moire  and  grosgrain  rib- 
bons are  selected  for  girdles  and  jaunty  bows. 
All  lines  followed  in  the  dresses  of  the  young 
girl  are  to  a  great  extent  similar  to  the 
grown-up. 

The  universal  trend  of  opinion  among 
jobbers  and  manufacturers  is  that  prices  are 
stabilized  for  the  next  three  months.  A  diffi- 
cult situation  arises  in  regard  to  materials 
and  labor.  Though  prices  of  materials  have 
decreased,  labor  is  still  above  normal.  As  a 
result  some  manufacturers  are  refusing  tO' 
make  up  new  orders  until  after  May  1.  Oth- 
ers are  able  to  make  immediate  delivery  or 
within  a  week. 

Manufacturers  are  agreed  as  regarding 
business.  There  is  a  frenzied  buying  of 
popular  priced  warm  weather  dresses  ranging 
from  $3  to  $7.75  wholesale. 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 


TELTEX"  WASH 
Xy  CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


Maw  y  fa  sry  rshs 

328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


ART  NEEDLEWORK 


FANCY  LINENS 

EMBROIDERY  MATERIALS  ^ 
'Peri-Lusta"  HTPj  "Crystal"; 

Mercerized        ||^,  .  Artificial  i 


COTTONS 


Ijjj^^^^^B  Artificial 
■~PER(-Li)S'S  SILK 


-         Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


GLOVES 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAB-OUT  COMPLAINTS 
ON  LEATHER         FABRIC  GLOVES 

BUTTON  STAY  CO..  Gloversville.NY 


TURKISH  TOWELS 

BATH  MATS         WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New  York  Salesroom  61   White  St. 


D  l^^l^f OWE  lZt^  L« 

A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Sample   on  Request. 

John  R.  Lankenau  Co.,  Boston-11,  Mass 


HAVELPnOOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Q)H0E5,NY. 


CRIT 


Sanitary 

Cleaning  Cloths 

ior  Kitchen  &  Household 
Spongc-Diah  Cloths. 
Scrub,  Paint,  Dust  and  Pol- 
tion  Chamois.  Iron  Holders,  Broom 
eani!rs,Glass  and  Kitchen  Towels. 

ITZENTHALER 

Adolf  Fricko 
T..     NEW  YORK  CITY 

fcSsT  


FEATHERBONE 
GIRDELIN 
DR^SS  SPECIALTIES 

The 

Warren  Featherbone  Go. 

Three  Oaks,  Mich, 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W,  23rd  Street 


New  York  City 


RIBBONS 


S8;K  RIBBONS 

^'diy  -SILKS 

We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN.  INC. 

19  East  l<3th  Street. New  York 


RICHZIRDSOIi'S 

PURE  MERCERIZED 
SILKS  COTTONS 
(smmm^    forSEWIMG  kkS 
EMBROIDERING  Wfk 

Richardson's  lOc  Crochet  BooKs 
RICHARDSON  SILK  COMPANY 
Chicago     Manufacturers    New  Vork 


NECKWEAR 


ALL  THAT  THE   NAME  IMPLIES! 

POLLOCK  ^LOWEmmJMf 

40  WEST  20th  STREEX-NEV  >X)RK 


MILLINERY 


D.  B.FISK&CO. 

CHICAGO 


'MILLINERY 
MERCHANDISE 

Open  thruout  the  year 
,     NEW  YORK 
411  Fifth  Avenue 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
Ave. 

Cleveland,  Hotel  Cleveland 


I 


LOVES 

English,  French,  American 

WhoUtaU  Department:  ' 
2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO., 


Johnstown, 
N.  Y. 


Telephonesj  g33o}^''''"<^''^y 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

150  Fifth  Avenue,  New  York 

Nortnwest   corner   21st  St. 


Cotton  Goods 


(Continued  from  page  16) 

inclined  to  make  a  lot  of  the  big  carryover  into 
next  season. 

A  shortage  of  cotton  sooner  or  later  is  in- 
evitable. But  for  the  immediate  future  the 
important  consideration  is  the  world's  need  of 
cotton  goods.  This  need  is  great  and  real. 
There  are  many  millions  of  people  in  Central 
and  Eastern  Europe  who  not  only  cannot  ob- 
tain all  the  cotton  goods  they  need  but  who 
actually  cannot  obtain  any  cotton  goods  at  all. 
In  other  great  consuming  countries,  such  as 
India  and  China,  stocks  for  one  reason  or  an- 
other have  been  allowed  to  dwindle.  Produc- 
tion in  the  meantime  is  sufficient  merely  to 
keep  pace  with  current  needs  and  there  is  no 
preparation  being  made  to  meet  a  revived  de- 
mand when  it  does  come. 

It  is  true,  of  course,  that  the  revival  of 
business  prosperity  throughout  the  world 
must  be  slow.  But  the  beginning  of  a  busi- 
ness revival  always  means  that  demand  for 
some  time  runs  ahead  of  supply.  A  German 
cotton  mill;  for  example,  is  closed  down,  with 
the  result  that  it  is  not  buying  cotton  and  its 
employees  are  not  able  to  buy  cotton  goods. 
With  credit  to  start  again  it  will  produce  after 
some  time  much  more  goods  than  its  employees 
can  consume,  but  before  it  can  produce  any 
goods  at  all  the  very  fact  that  it  is  starting 
up  means  that  it  demands  raw  cotton  and 
that  its  employees  have  wages  with  which  to 
buy  goods  they  need. 

This  illustration  is  cited  merely  to  show 
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that  the  start  of  a  -genuine  economic  revival 
in  Europe  would  have  an  immediate  effect  on 
demand  and  the  prices.  This  is  especially 
true  of  cotton,  because  cotton  is  a  universal 
necessity  and  because  its  present  price  is 
much  below  its  pre-war  exchange  value. 
Political  developments  favorably  affecting  the 
entire  European  economic  situation  are  likely 
to  take  place  before  many  months  have  passed, 
and  it  is  practically  certain  that  they  will  be 
followed  soon  thereafter  by  a  higher  market 
for  cotton  and  cotton  goods.  Whether  these 
developments  will  take  place  in  time  to  affect 
substantially  the  fall  market  is  problematical. 
But  there  is  at  least  an  even  chance  that  they 
will. 


^Rural  Trade 

(Continued  from  page  47) 

ing  districts,  the  Willamette  Valley  country 
owns  a  prosperity  which  varies  little  from 
season  to  season  or  from  year  to  year.  There 
is  no  dependence  on  one  main  crop.  Farming 
is  diversified  and  money  circulates  about  as 
freely  one  season  as  another. 

So  the  Hamilton  Store  has  spread  its  in- 
fluence, first  by  constructive,  consistent  ad- 
vertising and  display  and  then  -by  practical, 
unobtrusive  interest  in  the  welfare  of  those 
it  serves.  It  has  a  human  touch  as  it  reaches 
out  for  more  business  that  is  reflected  even  in 
the  wording  of  its  advertising.  And  the  hu- 
man touch  goes  far  and  brings  returns — at 
least  to  the  extent  of  twenty-five  miles  and 
$600,000  a  year. 
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Lingerie  for  June  Brides 

(Continued  from  page  35) 

so  long  in  favor. 

Much  chiffon  cloth  goes  into  the  making  of 
the  new  lingerie.  This  fabric  has  surpris- 
ing strength,  considering  its  delicacy,  and  is 
much  in  demand.  Blacks  and  the  extreme  col- 
ors and  bizzarre  effects  of  a  season  ago  have 
disappeared,  and  in  their  places  has  come  a 
luxurious  simplicity. 

Sets  for  the  Bride 

To  meet  the  needs  of  the  bride  there  are 
some  beautiful  all  white  "sets"  made  of  geor- 
gette, crepe  de  Chine,  and  *satin,  usually  com- 
prising five  or  six  pieces,  with  a  morning 
jacket  or  tea  gown  to  match  the  lingerie.  One 
lovely  suit  is  of  all-white  satin  with  exquisite 
sprays  of  hand-embroidered  orange  blossoms. 
Another  is  of  wild  rose  crepe  de  Chine  with 
elaborately  cream  lace  motifs  and  a  breakfast 
coat  of  cream  lace  over  wild  rose  crepe. 

Athletic  Underwear 

For  sports  wear  there  is  a  distinctly  novel 
line  of  athletic  silk  underwear  which  is  sure 
to  have  a  following.  These  new  garments 
are  of  silk  jersey,  plain  and  single  or  double- 
hemstitched.  They  button  straight  up  the 
front  and  down  the  crotch,  are  kriee-length 
and  have  short  sleevelets.  They  will  prove 
good  sellers  at  $4.50  to  $6. 

All  kinds  of  athletic  underwear,  following 
the  demand  for  outer  sports  wear,  should  be 
strongly  featured  throughout  the  summer. 


COATS   &  SUITS 


DRESSES 


DRESSES 


s  now 
showing 


A.  L.  COHEN  I 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  UNES 

Waists-  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  BIdg.,  Cor.  Jackson  Blvd.  and  Wells  St. 
CHICAGO 


Sniiimep  Di-essef*— Hiiiled  mmss  Oi^ainlies. 
fmparteil  and  Domestic  taiiKliaiu,,  and  Pure  Linens. 
Prices.    {2.75— $1S.5C. 

Taffeta,  Mignonette.  Crepe  and  Charmeuse.  Prices. 
$10.75— $29.50.  „   .      ^  .        ,„  „^ 

Baronette    Satin    Slurts,    $6.75  up. 

PROMPT   „,       ,  1  .  . 

SHIPMENT    " 'O'"  sample  assortment 

DRESS  CO.,  36  W.  32nd  St.,  New  York 


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

«  Correctly  styled  and  priced  for  their 
"*  specific  purpose. 

122-124-126  W.  26th  St.  New  York 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on  . 
Silk,  Taffeta,  Georgette 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  Sth  Ave.,  New  York 

Phone.   Chelsea  1113 


The  Little 


CHILDREN'S  WEAR 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


SIoneWalu 


WASH  SUtTS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  BIdg.,  Baltimore,  Md. 
'N.  Y.  Office:  1182  Broadway,  Room  906. 


O  R  SETS 

GnECIAN-lRECD 

Maternit:>^  and 
Post-Operation  Corset 

GRECiAN-TtJEco  Fabric  Modem-Hy-^ienic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SAMPLE 

1^:  Benjamin  6  Johnes.Newark.N.J. 


SKIRTS 


Made  by 

MITCHELL  BROS. 
367  W.  Adams  St. 

CHICAGO 


CO. 


Adams  Street, 
at  the  Bridge 


Good  Values 
Exclusive  Styles 
Trlcotinea 
Serges 
Jerseys 
Satins 
Georgette 
Taffetas 
$15.00  to 

.$40.00 
Send  for 
samples. 
Prompt 
deliveries     158  W. 


DRESSES 


29th 


Tel. :  Watkins 
7350-7351 
St.    New  York 


PLA YSUITS 


KOyERALlS 

PLeg,  us.  Pot,  Oft 

PaUnled  January  8lh  I9I8 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


*nw  Ecoiuny  Gamen^ 
"America's  Play  Garment" 

is  as  well  made  as  the 
famous  Outerall  one-piece 
work  garment.  Assorted 
,  styles.  Samples  on  request, 

#}  Michigan  Motor  Garment 
GOti  Greenville.  Mich  n 


MUSLIN  UNDERWEAR 


STAR  SKIRT  CO. 
15  E,  26th  St.  New  York 


« 


STAR  SKIRTS 


Chicago  Office,  Great  Northern  Hotel 
Suite  722. 


YOUR  HELP  SITUATION  .TO-DAY 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
23i  WEST  39th  STREET 

New 
Vork 
City 


U  R 


fiOTTLIEB  BROS 

MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  77>t'  ST..  NEW  YORK, 

CHICAGO  OFFICE  -  223  JACKSON  BOULEVARD 

W.  F.  DROESEMUELLER 
SAN  FRANCISCO  OFFICE-  I35KEARNY  ST. 

I.  HANAto  


ACKMAN'S 

FURS 

"America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 
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Shortage  of  Flax 
Keeps  Price  of 
Linens  High 

Minimum  Production  in  Order — Irish 
Farmers  Won't  Sell  Raw  Material 
at  Current  Levels 

CONDITIONS  in  Irish  linen  mills  show 
little,  if  any,  change  from  those  prevail- 
ing for  some  months. 
Shortage  of  fla'x  is  the  most  vital  of  the 
factors  that  serve  to  keep  prices  high  and  to 
hold  production  to  a  minimum.  The  Irish 
farmers  who  have  any  flax  show  no  strong 
wish  to  part  with  it  at  the  prices  offered,  and 
in  consequence  the  quantity  of  home-grown 
flax  appearing  in  the  market  from  week  to 
week  is  very  small. 

Foreign  flax,  the  term  including  Belgian, 
Dutch  and  Russian  offerings,  is  also  in  short 
supply  with  no  prospect  of  any  immediate  im- 
provement. 

Consequently  there  is  little  probability  that 
spinners  will  produce  any  additional  quanti- 
ties of  yarns.  If  they  can  turn  out  the  yarns 
under  contract  without  raising  their  bids  for 
raw  material  it  will  be  about  all  that  they  can 
do,  in  the  opinion  of  careful  observers. 

Inasmuch  as  weaving  operations  are  en- 
tirely dependent  upon  the  quantities  of  yarn 
available,  it  follows  that  not  much  in  excess  of 
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contracts  can  be  looked  for  at  present.  The 
runs  of  different  looms  on  various  fabrics, 
where  an  excess  of  contract  requirements  oc- 
curs, furnishes  about  the  only  opportunity  for 
new  transactions  with  buyers. 

Naturally,  however,  such  goods  are  quickly 
picked  up  by  representatives  of  British  and 
American  concerns  on  the  spot,  and  are  for- 
warded by  them  to  a  waiting  market.  Because 
of  these  nien's  activity  there  is  little  that  a 
visiting  buyer  may  pick  up  except  goods  that 
are  in  the  stocks  of  Belfast  merchants.  These 
goods,  while  largely  of  union  fabrics  and  sec- 
onds, include  pure  linen  goods  of  perfect  qual- 
ity, and  in  some  cases  comprise  the  bulk  of 
the  purchases  made  by  American  buyers  who 
visit  the  Belfast  market  and  ask  for  goods  for 
immediate  delivery. 

The  attitude  of  buyers  of  linens,  whether 
American  or  of  other  nationality,  is  one 
fraught  with  danger  to  the  linen  industry  as 
a  whole,  if  long  maintained. 

As  matters  stand  now  practically  no  or- 
ders are  being  placed  for  future  delivery.  As 
a  result,  hand-to-mouth  purchases  are  about 
all  that  the  wholesale  distributor  can  look  for, 
and  he  can  be  by  no  means  certain  that  these 
purchases  will  absorb  his  stock. 

On  the  contrary,  it  is  more  than  probable 
that  some  lines  of  goods  will  become  exhausted 
while  other  lines  will  remain  uncalled  for. 
That's  to  be  expected,  of  course,  but  the  dis- 
tributor, warned  by  the  cautious  course  of  his 
customers,  is  apt  to  follow  their  lead  and  re- 
frain from  ordering  from  the  mill. 

What  then?  Can  the  manufacturer  be  ex- 
pected to  make  up  a  lot  of  goods  and  carry 


them  until  they  are  sought  for?  If  he  does 
he  will  price  them  accordingly  and  there  will 
be  no  deflation  of  linen  prices  for  a  long  time 
to  come. 

If  he  does  not  produce  goods  for  stock,  how 
is  he  to  be  expected  to  keep  his  mill  running 
and  thereby  keep  his  force  of  operatives  to- 
gether? 

Buyers  who  have  need  for  any  linens  now 
will  do  well  to  sit  down  and  consider  this 
situation  from  its  various  angles.  If  they 
buy  the  goods  that  they  have  a  fair  prospect 
of  selling  in  the  near  future  they  will  do  much 
to  stabilize  the  industry  at  a  time  when  or- 
ders will  be  appreciated ;  when  both  distributor 
and  manufacturer  actually  need  encourage- 
ment as  an  incentive  to  continue  active  in  the 
face  of  the  conditions  caused  by  impending 
deflation. 

On  the  other  hand,  if  they  sit  tight  and 
limit  their  purchases  to  the  goods  that  are 
needed  to  fill  gaps  in  their  stocks  they  must 
face  the  possible,  if  not  probable,  early  arrival 
of  the  day  when  their  orders  cannot  be  filled. 

Think  it  over,  Mr.  Linen  Buyer. 


Photos  Tell  a  Story 

Calling  on  the  head  of  a  department  store, 
firm  in  Toledo,  Ohio,  recently  we  were  shown 
a  copy  of  the  Dry  Goods  Economist  pub- 
lished during  the  year  1902.  It  showed 
photos  of  the  New  York  dry  goods  district 
of  that  time — nearly  a  score  of  years,  and 
was  well  worthy  of  such  careful  preserva- 
tion. 


KNIT  GOODS 

HOSIERY 

HOSIERY 

SHOES 

The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


LADIES  FULL  FASHIONED 


SILK. 
HOSIERY 


J.R.Beaton  Co.,lnc. 

329  Fourth  Ave.  New>brk 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladies'SilkLisle,$3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 

HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  '  MILLS 

CLIFTON  HEIGHTS  PA. 


SWEATERS 

BATHING         Slipons— Tuxedos— Silk  Sweateri 

SUITS—  36.00  doz.  and  up 

NOVELTIES      IMMEDIATE  DELIVERY 

Write  for  10  Best  Sellers  on  Approval 

HYGRADE  KNITTING  CO.,  inc. 

1  East  28th  Street      ::     New  York 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


The  original         rX^E  P/s        The  Trade 
.nd  only  man-   ^^f^ V..«  J.  ■C/^x  "ark 
ufacturers  of  TSSSfirSo  with  a 

Racine^  Feet?'""'  '  rep-tatioD  reputation 

RACINE  FEET  KNITTING  CO. 
BELOIT,  WISCONSIN 

IC     .       .       .  .  . 


t 


ANGORA 
MOTOR 
SCARFS  and  SHAWLS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  WiUon  Bldg.,  1270  B'way 


SOCKS  FOR  WEAR 

From    Mill  Retailer 

9;ffie  SAMPLES  ^jPmCES 
S.S.MILLER  HOSIERY  MILLS  1 

Reading  Pa.  U.S.A. 


"Made  in  U.  S.  A. 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia.  Pa. 
E.  M.Townsend  &Co. 

Selling  Agents 
345  Broadway     New  York 

"Vo  Seams  to  Injure 
the  Feet." 


Ladies  COMFORT  Shoes 

Soft- Flexible  Leather  ■   - 


LOW  t2.85  Pmr 

Otller  Styles  on  Request 
Made  in  CD  E  RE  -vidths 
Sold  in  3b  Pair  Lots  — » 
FOB  Factory 


HIGH  »3  J5  Pair 


THE  HELD  CORPORATION 

•»1  UNION  SQ.UARE     NEW  YORK 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26  West  23rd  St.,  New  York  City 

Chicajo  Rep.,  R.  GOSLING,  209  MedinahBIdg. 


GOTHAM  SILK  HOSIERY  CO.,  Inc. 

HW  tame  miss  STAHflO  on  rot     Manufacturers  of 

SILK 
HOSIERY 

516  Fifth  Avenue,  New  York 

Mills  at  New  York  &  Phila. 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RlWRSIDEKNiniNG  MILLS 

RCADINe  PA 


"IT    BENDS    SO  EASY" 

No.  142— Glazed  Kid  Vamp,  Dull 
Kid  top,  7  inch  Flexible  Weh. 
Sofshu,    Tip,  inch  comnwm 

sense  heel.   20  last. 
B-iVz  to  9;  C-4  to  9;  D, 

E-3y2  to  9  $5.75 

Add  30  cents  for  sizes  8%  and  9, 


HOLTERS  COMPANY. 


MEN'S  WEAR 


(Double  Your  Work  Shjrt^Sales) 


fr  WORK  SHIRTS 
[IR'F  FACTORIES 

MASSIM.ON,  OHIO 


UNDERWEAR 


SILK  UNDERWEAR 


Men's! 
F  i nej 
ShoesI 

Rockland 
Quality 


rta  hig  COMFORT  adTantsge 
1  —the  Patented  "Can't-Sllp" 
(  shoulder  otrap. — makenOumfy- 
f  Cut  an  UNMATCHED  proflt- 
niatcer.  Nationally  adyertifled. 
Aak  y<,ur  Jobber  for  sanipleu. 
Boyco,  Wheeler  A  Boyce 
Broadway  NawlTork 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Desig^ned  hy 

Bessie  Damsey 

201  East  16th  St.  New  York 


W-  SumnerSmith 

BATHING  SHOK 

—  write:  — 


CHICAGO 

A, 
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Southern  Cotton 
Men  Tighten  Grip 
On  Supplies 

Northern  Financiers  Exert  Pressure 
on  Administration  to  Aid 
Growers 

Economist  Correspondence,  Atlanta,  Ga. 

Holders  of  the  unmarketed  portion  of  the 
1920-21  cotton  crop  in  the  South  are  tighten- 
ing the  grip  on  their  supplies.  Progress  made 
in  the  conference  of  Southern  bankers  with 
the  War  Finance  Corporation  in  the  direction 
of  increased  exportation  of  the  staple,  grow- 
ing easiness  in  the  money  situation,  combined 
with  the  seeming  certainty  that  the  acreage 
reduction  will  be  between  35  and  50  per  cent, 
and  more  reassuring  advices  from  English 
textile  centers  as  regards  business  conditions 
despite  the  miners'  strike,  are  the  most  im- 
portant incentives  making  the  attitude  of 
holders  more  inflexible. 

There  is  a  growing  feeling  in  this  section 
that  there  is  more  than  mere  sympathy  be- 
hind the  attitude  of  the  new  administration 
to  bring  relief  to  the  Southern  growers,  and 
more  than  a  desire  to  increase  movement  of 
cotton  to  Europe  because  of  the  mere  fact  that 
Europe  needs  cotton. 

Some  say  it's  just  straight-out  "politics"; 


but  one  of  the  uppermost  ideas  is  that  the 
Eastern  and  Northern  investors  who  have  mil- 
lions of  dollars  in  the  South  at  last  have  re- 
alized that  they  will  have  a  long  wait,  if  not 
an  everlasting  one,  before  they  can  ever  ex- 
pect to  get  their  money  back  as  long  as  cotton 
remains  around  the  present  bow-wow  prices, 
which  already  have  sent  many  into  bank- 
ruptcy and  made  others  so  weak  they  can  re- 
cuperate with  difficulty.  It  is  believed  in  some 
quarters  that  pressure  was  brought  to  bear  on 
the  new  officials  by  big  financiers  to  bolster 
the  price  of  cotton  sufficiently  to  enable 
growers  to  liquidate  and  pay  off  their  debts, 
thus  giving  the  country  banks  money  to  liqui- 
date their  notes  to  the  city  banks  and  so  help 
the  city  banks  to  take  up  obligations  with 
foreign  investors,  or  lenders. 

Split  Solid  South 

Of  course,  anyone  with  a  thimblefull  of 
sense  knows  that  if  the  Harding  administra- 
tion can  bring  sunshine  into  the  hearts  of 
Southerners  by  restoring  confidence,  reopen- 
ing the  foreign  markets  to  the  South's  chief 
crop  and  restore  financial  conditions  in  healthy 
shape,  the  "solid  South"  will  be  burst  more  or 
less  wide-open  in  1924. 

There  still  is  another  reason  for  the  ef- 
forts to  boost  cotton,  and  that  is  that  mills 
really  want  cotton  to  sell  very  much  higher, 
because  they  soon  are  going  to  be  persistently 
and  vigorously  pushed  by  wholesalers  and  re- 
tailers to  make  further  big  reductions  in  their 
prices — to  at  least  conform  with  present  mar- 
ket conditions. 

Already  jobbers  are  beginning  to  ask  for 


much  lower  gingham  prices.  With  raw  ma- 
terial under  pre-war  levels  and  wages  at  mills 
reduced,  apparently  their  demand  is  justified. 
Furthermore,  the  consuming  public  again  is 
taking  on  an  indifferent  attitude.  Another 
"buyers'  strike"  would  do  far  more  damage 
than  the  recent  one. 

Higher  Levels  Welcome 

Mills  want  cotton  to  sell  higher  so  that  they 
can  have  an  excuse  for  maintaining  present 
prices,  as  well  as  making  upward  revisions. 
It  is  a  fact  that  spinners  have  urged  growers 
to  cut  the  acreage  50  per  cent,  with  the  at- 
tached statement  that  it  is  their  only  salva- 
tion, as  well  as  the  only  solution  for  growers. 

The  opening  of  the  eyes  of  farmers  to  the 
colossal  carry-over  of  cotton,  conservatively 
placed  at  more  than  9,000,000  bales  of  the 
American  product,  also  has  been  one  of  the 
most  potent  items  bringing  about  the  iron- 
clad attitude  of  growers  to  cut  the  acreage  to 
the  bone.  They  realize  that  mills  have  or  can 
get  enough  cotton  without  the  growing  of  an- 
other bale  this  season,  to  tide  them  over  for 
at  least  twelve  months. 

Farmers  realize  that  upon  the  acreage 
planted  this  year  will  depend  the  price  of  the 
many  millions  of  bales  now  being  held  from 
the  previous  crop,  as  well  as  to  be  produced 
this  year. 

In  its  second  report  of  the  season  on  the 
cotton  crop,  the  United  States  Department  of 
Agriculture  says  preparations  for  planting 
cotton  made  poor  progress  in  the  northeastern 
portion  of  the  belt  and  also  in  some  central 
districts. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  Chicago 


Liberty-Belle 

HAIRPINS 


Cabinets 


Tube 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boston,  Mass. 


IDEAS 

Cuts — A  ds — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service  '^^ 
231  West  39th  Street  New  York  City 


SANITARY  NAPKINS 
APR0NS-KNICKER5, 
BELTS^ 

CTC^^^^^WtE^^^'^'^'^  GOODS 

t-  L^^^^  %l^^FOR  INFANTS 
I  Argp  WOMEN  ' 

'62"St&GiPapdAve.PHILADELPHIA. 

U,  S.  A 


BOOKS 


MUSIC  PUBLISHERS 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


f  -^-T  THIMBLES 


1 


;  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  in 
your  district. 

The  ANSONIA    NOVELTY  Co. 


A  H  S  O  N  I  A ,     CON  N . 


U.S.A. 


V'EVERSHARP"25^50'^&75 

THE      EDGE  SCISSORS 
THAT  IS  ALWAYS  SHARP.  C 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IIV  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

m-IE  EVERSWARP  SUEAR  CO. 

BRIDGEPORT  CONNECTICUT 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 

Mfrs.    of   Ladies   Hand  Bag3 

All  Styles  and  Prices 
300-306      So.      Franklin  St. 
Chicago,  111. 


-     T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y, 
Corner  29th  St. 

Narrow  Wovin  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


KIRBY,  BEARD  &  CO.  Biriiiingham,Eng. 

•  Hair  Pins,  Pins,    Needles,  Needle  Cases  » 


LABELS 


WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 


FOR  ALL  WEARING  APPAREL 

I/EOJV  FREEMAN 

404  S.WELLS  STREET  CHICAGO 


i  ^  ii 


B®  ¥@«  SILL 

m 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    NEW  YORK 


The 


ancl 


SANITARY  NAPKINS 

Conveniently  and  attractively  paclied;  half 
dozen  and  dozen  cartons ;  individual  transparent 
envelopes:  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
200  Broadway    New  York  City 


Manhattan  Trading  Corporation 

E.  C.  Dieckerhoff,  President 

^^Cy'  Foreign &Doinestic 
E.ubw»d      ]^  Q  f  1 0  N  S 

Sole  Agents  for  the  Lightning  Needle  Co. 

27-33  West  23rd  Street  New  York  City 


KEEP 


\&nA  Toole^^^r./"e./  d  Ba^ 

^eral  Line  of 
,       PochetbcDk/  Gamp 

'Collar  Ba^./"  Manicurev Etc 
A.l_.     R.EED  CO. 

■S^'S- FIFTH  AVE.  NEW  YORK. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITt 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 
S.  MENKIN,  Inc. 

1 49  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 
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New  York  to  Get 
Music  Vibrations 
For  QneW  eek 

Store    Executives,    Educators  and 
Clergymen  Will  Help  Honor 
Muse  and  Put  a  Lilt  in 
the  Air 

Beginning  April  17  and  continuing  until 
April  24,  New  York  will  celebrate  its  second 
•annual  music  week.  Last  year  over  1,700 
organizations,  including  clubs,  schools, 
churches,  musical  societies  and  manufactur- 
ing and  merchandising  institutions  contrib- 
uted their  aid  to  a  city-wide  demonstration. 

This  year  an  even  more  extensive  and  im- 
pressive demonstration  will  take  place,  not 
only  will  there  be  more  activity  by  organi- 
zations, but  there  will  be  more  emphasis 
placed  upon  a  few  big  outstanding  features. 

Mr.  C.  M.  Tremaine,  Director  of  the  New 
York  Bureau  for  Advancement  of  Music,  and 
Miss  Isabel  Lowden,  Field  Director,  have 
promoted  many  activities  and  both  hope  to 
make  music  week  an  annual  institution, 
which  will  eventually  embrace  the  entire 
country. 

Music  Much  Honored 

Dallas,  Denver,  Los  Angeles,  Sacramento, 
Washington,  D.  C,  and  Poughkeepsie  are 
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among  the  cities  in  which  music  week  al- 
ready has  been  celebrated  this  year.  In  both 
Denver  and  Poughkeepsie  music  week  was 
promoted  by  the  City  Council  and  necessary 
appropriations  were  made  from  the  public 
funds  of  the  cities.  In  Poughkeepsie  the 
celebration  began  with  a  grand  pageant,  led 
by  the  mayor  and  Vassar  College  girls. 

New  York's  Second  Annual  Music  Week 
will  be  reflected  throughout  the  entire  length 
and  breadth  of  the  city. 

On  the  opening  day,  there  will  be 
preached  in  over  one  thousand  churches  ser- 
mons on  music  with  special  organ  recitals 
and  "America"  will  be  sung  as  the  opening 
hymn.  At  5:45  p.  m.  on  the  mall  in  Central 
Park  there  will  be  a  large  public  song  serv- 
ice. 

Nearly  Everybody  Will  Sing 

It  is  planned  to  have  John  P.  Sousa  lead 
the  orchestra,  and  there  will  be  over  2,000 
trained  voices. 

The  New  York  board  of  education  has 
passed  a  resolution  adopting  music  week  and 
most  of  the  schools  will  give  special  concerts 
and  song  recitals.  There  is  a  large  Patron 
and  Patroness  committee  and  some  of  the 
best  talent  in  the  city  are  on  the  board. 

Many  industrial  plants  will  have  com- 
munity singing  for  their  employees,  and  most 
of  the  larger  stores  will  have  special  pro- 
grams. 

At  Wanamaker's  it  is  planned  to  christen 
the  pipe  organ  which  is  now  installed  with 
fitting  festivities. 


Franklin  Simon  &  Co.  are  organizing  a  big- 
community  singing. 

Lord  &  Taylor  and  Best  &  Co.  also  will 
have  special  features  throughout  the  week. 

Concert  managers  and  music  publishers 
are  lending  whatever  aid  they  can.  There 
will  be  special  prizes  for  school  children 
for  the  best  essays  on  "music"  and  "what 
music  means  to  me,"  and  awards  for  the  best 
school  orchestra. 

Music  week  is  being  promoted  in  the  vari- 
ous cities  by  the  City  Council,  the  Chamber 
of  Commerce,  musical  clubs  and  societies  and 
merchandising  associations.  Not  only  is  it  a 
philanthropy  which  raises  the  general  morale 
but  it  reflects  directly  upon  industry. 

Practically  every  department  in  a  store- 
will  react  to  the  stimulus  of  music  week.  The 
National  Bureau  is  ready  to  suggest  and  ad- 
vise regarding  all  features  of  music  week 
upon  application. 


That  Stuck-up  Dollar 

The  proposed  plan  of  assessing  duty  on 
imported  goods  on  the  basis  of  domestic 
market  value  instead  of  on  foreign  market 
value,  in  order  to  offset  the  foreign  price 
reduction  created  by  the  low  rates  of  ex- 
change, is  looked  upon  as  wholly  impracti- 
cable by  importers  with  whom  we've  talked. 
It's  a  tough  problem,  sure  enough,  that  which 
is  created  by  the  good  old  Yankee  dollar  be- 
ing at  a  premium  and  a  very  high  premium 
in  many  countries. 


NOTIONS  &  FANCY  GOODS 


SAMPLES  ON  REOUEST 


RISDON( 

SAFETXPINS- 

-gAeA  Point  Pin" 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LONG  TAPEDINC  POIMTS  -  HON-PULLIMG 
CAPS  H  GUARDS  SECURELY  ASSEMBLED 


RISDON  MFG.  CO.,  Naugatuck.  Conn. 


SELECTE"  NOTIONS 

!iiwiiiiuiiiini{iMiH»iwH^ 

MALL  wares  and  fancy  goods  at 
luwest  prevaiimg  market  prices. 
B  Sole  Agent  for  D.  F.  Tayler  &  Co. '3 
1  PINS   AND  HAIRPINS 

m       GOTHAM  LEATHER  GOODS  CO. 

=  Sma//  Wares.  Fancy  Chods    Buttons  . 

g  222  Fourth  Ave.  at  18ih  SLSewYork  BortooOffiof  tfOannfySt^ 


Creators  of  boxed 

G'l  FX  MOVE  LT I E  S  ^^,JJiJ 


PRESTOM  STUDIOS 

223  rirxrt  AVE.  NEW  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
CKE.T         .  I. 


COTS  AND  CAMP  FURNITURE 


[REERLESSI 

_^  1  uClVLiJ 

^WE  MAKE 
rOTS  and  OA  MI'  FURNITimR,  MOPS. 
'I'entu,  AwiiInK".  (yOV«?r«,  I/^KKinN, 
(.^rr»eiiter«'  ApronM,  Tucker'n  Ilt-Nt 
Sllckerx  ninl  ItiiinooalN.  Four  Piic- 
t'lrlcH.     Wrlt'^  for  1)T\<:<-».     ITornpt  BhlprntntB. 

Tucker  Duck  &  Rubber  Co. 

FT.  SMITH,  ARK. 


BABY  GOODS 


Poag  9^it)t)oncraft  Companp 

DESIGNERS  and  MAKERS 
of 

JSlibbon  jSohcltieiS 
®f£tsi  for  JBabp  anii  ^ilabp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


INFANTS'  GOODS. 

Crib  and  Carriage  Pads 
— Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Drawess. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  newII^york 


BABV     IM  OVE  LT  I  E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Bets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer —  Importer 
31-33  W.  31st  St.,  N.  Y. 


Richard  G.  Krueger 
Manufacturer 

t^^Jf.  'i^Af'  SHOWROOM 

s/  '^ND  STUDIO. 

'*^*ir'  SDSFourthAve.  newtork  fS3;&^^- 

BENO  FOR  CATALOQUE  i^~3S5i-»^fc.^-?-- 


DOLLS   &  TOYS 


Roily  Rattle  — it  Floala. 
Assorted  charactera  at 

$4;  $6  &  $750 


Water  Baby- 

•tyi"$2"  to 


-in  assorted 

$15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets.  Dolls' 
Toilet   Sets,  etc. 

•"roSig. Schwartz  Co. 
'-^^110W.32ndSt.,  N.Y. 

Send  for  catalog  10 


BABY  GOODS 


Original  SANITARY  Nursery 
Playthings  for  BABY 

Send  for  a 


$25  or  $50  Rite  Assortment 


It's  the  Rite  Line 

No.  1 19  West  42nd  St. ,  New  York 

Rattledy  Rites  Opposite  Bush  Bldg. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 

knockabouts.      None  genuine 

without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TIMBERLAKE 
&  SONS,  Mhs.f 

Jackson,  Michigan 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers*  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


PILLOWS 


^I^PILLOWS 

^"         Bfwww    assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


YARNS 


Pennant 
Darning  Cotton 

30  yd.;  8-pIy;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett  &  Orswel]  Co. 
Pawtucket,  R.  I. 


Ver-VFr 
FIBRE  LUSTRE 
SILK  YARN 

Now  In  Diamond 
Wound  Balls 


"Trade   Mark  Beg." 
CARVER-BEAVER   YARN   CO.,  INC. 

365  Broadway,  New  York  


FLOOR  COVERINGS 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  Gty,    Denrer,  GalTeslon, 
San  Francisco,    Los  Angeles,    Sealde,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &J.  SLOANE  5G3  Fifth  Ave.,  N.Y. 


^Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


OIL  CLOTH 


CmiMBUS 


Table  Oil  Cloth 

"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
The  Colnmbos-Union  Oil  Clot&Co. 
Columbus,  Ohio 


Novelties  Made  of 
Sealing  Wax  Are 
Featured 

Demand  for  Jewelry  Bearing  Stamp- 
ing of  Individuality  Lends 
Impetus  to  Idea 

Fashionable  novelties  from  sealing  wax  is 
a  drawing  card  that  no  art  department  mana- 
ger should  overlook.  One  department  store 
now  featuring  the  work  is  the  J.  L.  Hudson 
Co.,  Detroit,  Mich.  This  is  a  very  timely  fea- 
ture just  now,  due  to  the  fact  that  there  is  a 
wide  demand  for  unique  and  individual 
jewelry.  The  work  itself  is  simple,  artistic 
and  fascinating  to  all  ages. 

The  materials  required  are  sticks  of  wax 
in  a  variety  of  colors,  a  steel  knitting  needle 
which  determines  the  size  of  the  hole  in  the 
finished  bead,  a  small  alcohol  lamp  in  which 
only  denatured  alcohol  is  used,  a  glass  of  cold 
water  and  a  piece  of  cheesecloth  or  paper 
napkin. 

The  demonstrator  first  chooses  a  stick  of 
letter  wax  in  the  desired  color  and  breaks  it 
into  pieces  as  nearly  the  correct  size  for  the 
Ibeads  as  is  possible.  The  next  step  is  to  heat 
the  needle  about  one  and  one-half  inches  from 
the  end  and  press  it  carefully  in  the  center  of 
a  piece  of  wax.  The  wax  imbedded  on  the 
needle  is  then  held  above  the  flame,  and  re- 
volved slowly  until  an  even,  round  bead  is 
formed. 

Revolving  all  the  time,  the  bead  is  carried 
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to  a  glass  of  water  and  dipped  in  the  water 
until  cool.  The  bead  is  then  dried  with  a 
cloth  before  holding  over  the  flame  again,  in 
order  that  no  bubbles  will  form.  To  remove 
the  bead,  the  needle  is  heated  about  one  inch 
on  each  side  of  bead.  When  loosened,  the  dem- 
onstrator moves  it  back  and  forward  to  insure 
a  clean-cut  hole,  and  then  slips  the  finished 
product  from  the  needle. 

Different  colors  may  be  blended  together 
and  fancy  shapes  made  at  will.  Oval  or  ob- 
long beads  are  made  by  starting  with  the 
needle  pressed  the  long  way  of  wax  instead  of 
across. 

Wax  may  be  also  used  for  decoration.  It 
is  dropped  on  the  finished  bead  and  worked 
into  odd  and  original  designs  by  means  of  a 
small  steel  instrument,  the  fingers,  or  a  small 
penknife.  Vases,  hats,  lamps,  novelty  boxes, 
place  cards  are  but  a  few  of  the  objects  that 
may  be  ornamented. 

Use  Your  Influence 


Few  retailers  realize  to  anything  like  a 
full  degree  the  extent  of  the  influence  they 
wield  in  their  community.  Without  being  a 
Citizen  Fixit,  there  are  many  matters  of 
national  and  even  international  import  on 
which  Mr.  Merchant  ought  to  be  in  a  posi- 
tion to  enlighten  his  neighbors.  Such  was 
the  remark  of  a  banker  a  few  days  ago.  It's 
right  in  line  with  the  ECONOMIST'S  view  con- 
sistently held  and  frequently  expressed. 

Weil  Bros.,  now  at  Fifth  Avenue  and 
Twenty-first  Street,  will  be  in  their  new  quar- 
ters in  the  Textile  Building,  Fifth  Avenue  and 
Thirtieth  Street,  after  April  30. 
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W.B.Mitchell  Gets 
New  Appointment 

William  B.  Mitchell  has  been  appointed 
manager  of  the  housefurnishings  and  toy  di- 
visions of  the  Bush  Terminal  Sales  Building. 
Mr.  Mitchell  is  well  and  widely  known  to  the 
housefurnishings  and  toy  industries  in  the 
United  States  and  Canada. 

Mr.  Mitchell  was  associated  with  the  Jor- 
dan Marsh  Co.,  Boston,  Mass.,  for  many 
years  and  organized  and  laid  the  founda- 
tion for  their  housefurnishings  department, 
which  is  recognized  as  one  of  the  best  in  the 
world.  He  then  became  associated  with  Mur- 
phy's, Ltd.,  Montreal,  Canada,  as  manager  of 
the  housefurnishings,  china  and  toy  depart- 
ments, and  later  served  as  assistant  to  Joseph 
Siegel,  general  merchandise  manager  of  the 
Fourteenth  Street  Store,  New  York.  During 
the  war  he  served  the  Government  as  a  buyer 
for  the  New  York  Quartermaster's  Depot  and 
was  appointed  chairman  of  the  sub-commit- 
tee on  enamel  ware  and  refrigeration  for 
the  United  States  Army. 

He  will  be  assisted  in  his  present  position 
by  Frederick  W.  Heller,  who  also  has  had 
wide  experience  in  these  fields. 


What  Do  You  Think? 

Many  merchants  regard  50  per  cent  above 
1914  prices,  or  60  per  cent  at  the  outside,  as 
a  fair  basis  for  present  quotations  on  most 
lines  of  merchandise.  How  about  this. 
Manufacturers? 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


CURTAINS 


DISPLAY  FIXTURES 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39thSt.,N.  Y. 

Wholesalers   &  Importers  Only 


^BEST  STEEL 
DISPLAY  RACKS 

Rag — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


E-JliVv  GALVA 


III! 


BALDWIN 
Package**  CarricFS 

give  most  service  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.  L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicaijo 


FLYER 


Putnam's  Improved  Cloth  Chart 


Write 


THE  A.  E.  PUTNAM  COMPANY,    Washington,  la. 


Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  Unes  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  aronnd  tlie  corner  on 
Thirty-first  Street. 


UPHOLSTERY  MATERIALS 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


OHB  BEGULAB 


Cloth 


Covered  Stock 
Boxes 


MADE  WITH  WOOD    FKAME.     GIVE  TEAES 

OP  SERVICE 
Guaranteed  dust  proof.     Let  us  estimate  on 
your   needs.     Catalogs   on  request. 
GLASSTONE  &  ALLEN 
4S  N.  Division  St.  Buffalo,  N.  Y. 


furniture 
equipment 

^MANUFACTURERS  FOR  OVER  5QYRS. 


EISCHMANNCO. 

229  to  239  West  36th  Street,  H.  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


70   West  Water  St., 
BIdg 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  jor  New  Catalog 

French 
Wax  Figure  Company 

Milwaukee.  Wis. ;  715  Medinah 
,  Chicago,  111. 


PAPER  SHREDDERS 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
will  help  you  make 
effective  Window 
Displays. 
Send  for  Catalog 
No,  92 

THE  OSCAR  ONKEN  CO. 

3547  W,  4th  St..  Cincinnati,  Ohio,  U.  S-  A. 


«ai< 

A  V  The  Department 

ALL  STYLES. 

ASK  TO  SEE  THE  "MCCASKEV  TRIP 
WHITE  FOR  SAMPLES  AND  PRICES 

The  Mccaskey  register  Co. 

ALLIANCE.  OHIO 


INTRODUCING 


plans,  ideas,  cuts,  etc,  in  your 
advertising  means  sure  resuits,bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE  "economy  service 
231  W.  39th  Street  New  York  City 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blom{eldt&  Rapp  Company 

108  N.  Jefferson  Street 
CHICAGO.  ILL. 


Stop  Hiding  Your  Merchantlise.  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
Bttractive  displays.  Malie  it  easy  fur  customers  to 
liuy— easy  for  you  to  sell. 
The  S-X  Display  Backs  vvUl 
give  you  this  service,  and 
Write  for  circulars. 

SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Sir.; 
Chicaeo.  Illinois 


76 


DRY  GOODS  ECONOMIST,  APRIL  16,  1921 


IIIIIIIIIIIIIIIIIIIIIIIIIH  IlllllllllllllllllllllillllllllllllllllllllllllllllllllllllllllllllllllllU^^ 

ECONOMIST       WANT  ADS 


RESIDENT  BUYERS 


READY-TO-WEAR 
ESIDENT  BUYER 
Desires  a  few  more  accounts,  appreciating  close 
co-operation  and  prompt  careful  service,  with- 
out cost  to  the  retailer.  Send  your  open  orders. 
Satisfaction  guaranteed.  M.  T.  WRIGHT,  1170 
Broadway,  New  York. 


AGENTS  WANTED 

ALIVE  AGENT  for  a  first  class  British 
manufacturer  of  plain  and  fancy  hosiery, 
dealing  with  the  best  wholesale  houses.  Apply 
giving  all  particulars  in  confidence  to  Box  No. 
1902,  Dry  Goods  Economist, 


AMERICAN  REPRESENTATIVE  WANTED 
A  responsible  manufacturer  of  silks,  satins 
and  chiffons,  who  owns  an  extensive  mill  at 
Lyons,  France,  desires  an  United  States  of 
America  representative  of  standing,  on  commis- 
sion. The  line  is  large,  high  class  and  commands 
recognition.  BOX  1933,  Dry  Goods  Econo- 
mist. 


LINES  WANTED 


T  EONARD  HAZELL,  122  Wood  Street,  Lon- 
don,  E.  C.  2,  England,  is  open  to  represent 
first  class  firm  manufacturing  cotton  dresses 
for  children  and  girls  on  commission  agency 
basis  for  sale  in  the  United  Kingdom.  _  Other 
goods  entertained.  Correspondence  invited. 
Would  also  undertake  buying  agency. 


WHOLESALE  and  Shipping,  Man- 
Chester  Agents  are  open  to  repre- 
sent manufacturers  of  all  classes  Hosiery 
and  Underwear.  Refs.  F.  &  V.  NEW- 
TON, 4  Piccadilly,  Manchester,  England. 


As  the  Economist  circulation  covers  such  a  wide  area,  whenever  possible 
give  name  and  address.    If  a  box  number  is  used,  give  some  idea  of  location 
of  business.     For  example,  "Pennsylvania,"  Box  810,  Dry  Goods  Economist. 
In  "Position  Wanted"  ads,  state  preference  as  to  location,  if  any. 
All  replies  to  box  numbers  are  forwarded  daily  from  the  Economist  office. 

IF,  in  answering  Economist  Want  Ads  directed  to  this  office,  you  supplement 
your  letter  with  additional  matter — photographs,  samples  of  ads,  etc. — 
be  sure  and  send  sufficient  postage  to  cover  the  cost  of  forwarding  them  to  the 
advertiser.  The  Economist  can  only  forward  first  class  mail  covered  by  2c 
postage. 

Rates: — Position  Wanted — 40  cents  per  line.  '  All  other  headings — SO  cents  per  line. 
6  words  or  fraction  thereof  usually  constitute  1  line.  Minimum  amount  accepted  4 
lines.    Capitals  considered  as  two  lines.     Boxed  display  ads — $7.00  per  inch;  Position 

^Wanted — $6.00  per  inch — minimum  amount  accepted  1  inch; 

'Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  double  the_  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


HELP  WANTED 


ADVERTISING  man  or  woman— Fast  grow- 
ing advertising  agency  handling  the  ac- 
counts of  22  retail  merchants  would  like  to 
hear  from  capable  advertising  man  or  woman 
who  can  deliver  high  class,  newsy  human  inter- 
est copy.  Send  samples  of  recent  work  and 
give  full  particulars  and  salary  in  first  letter. 
C.  M.  PARENT,  108  Maple  Ave.,  Fairmont, 
W.  Va. 


FOR  RENT 


COAT,  Suit  and  Waist  Department  on  second 
floor  in  one  of  Plainfield,  New  Jersey, 
leading  stores,  population  35,000;  fine  new 
fixtures,  new  store,  most  modern  window  dis- 
play, best  location,  established  15  years,  will 
lease  reasonable.  Owner  unable  to  give  neces- 
sary attention.  Address  BOX  267,  Plainfield, 
N.  J. 


For  lease  to  one  party  following  de- 
partments in  ready-to-wear  store  to  be 
enlarged  to  75  ft.  Window  frontage  in 
one  of  best  locations  in  Cincinnati. 
Aprons,  ladies'  and  children's  muslin 
and  knit  underwear,  petticoats,  hosiery, 
children's  gingham  dresses  and  connect- 
ing lines — space  on  first  floor.  B.  L. 
FOGEL  &  SONS  (The  Vogue),  S. 
W.  Cor.  Main  and  Canal,  Cincinnati, 
Ohio. 


FOR  SALE 


BUSINESS  OPPORTUNITIES 


DRY  Goods  Store,  medium  size,  doing  a  busi- 
ness close  to  $100,000,  for  sale  in  New  York 
State.  Wonderful  opportunity.  Write  B.  S., 
Room  101,  1393  Broadway,  New  York  City. 


FOR  SALE,  mining  properties,  gold  and  silver, 
lead  and  silver;  all  can  ship.  Prices 
reasonable,  titles  guaranteed.  BURNS  &  CO., 
Central  Block,  Pueblo,  Colo. 


"A  RARE  OPPORTUNITY" 

TO  SUBLEASE  THESE 
DEPARTMENTS. 

WE  HAVE  NOW  UNDER  CON- 
STRUCTION A  FIVE  STORY 
BUILDING  TO  BE  OCCUPIED  BY 
OLD  ESTABLISHED  READY-TO- 
WEAR  CONCERN  WHO  WILL  CON- 
SIDER SUBLEASING  SEPARATELY 
OR  COLLECTIVELY  THE  FOLLOW- 
ING DEPARTMENTS  TO  RELIABLE 
CONCERNS :  FURS,  SHOES, 
HOSIERY,  CORSETS,  LINGERIE, 
BLOUSES,  GLOVES,  NOVELTY 
JEWELRY.  FULL  DETAILS  ON 
APPLICATION  TO 

HERZB  ERG'S 
OMAHA,  NEBR. 


POPULAR  price  dept.  store,  situated  in  the 
choicest  location  in  Jackson,  Michigan.  Has 
for  rent  the  following  departments.:  Shoes, 
silks,  dress  goods,  draperies,  rugs  and  house 
furnishings,  entire  basement,  balcony,_  entire 
third  floor,  and  a  portion  of  the  main  floor 
available.  For  further  particulars  address  BOX 
1887,  Dry  Goods  Economist. 


SHOE  department,  in  a  busy  department  store 
in  Jackson,  Mich.  Has  the  finest  location  in 
the  city.  The  sales  of  this  department  last  year 
totaled  close  on  to  $100,000.  For  further  par- 
ticulars address  or  see  Manager,  GRAND 
LEADER  DEPARTMENT  STORE,  Jackson, 
Mich. 


FOR  SALE 


COMPLETE  Lamson  cash  carrier  system;  26 
stations;  for  large  store  of  one,  two  or 
three  floors.  $1000  to  quick  buyer.  KING'S 
PALACE,  Washington,  D.  C. 


FOR  SALE — A  complete  outfit,  consisting  of 
eleven  National  Cash  Register  Electric 
'Phones,  one  Office  Switch  Board  and  two  Mo- 
tors. This  is  a  bargain  at  one-half  price.  Ap- 
ply The  M.  M.  NEWCOMER  COMPANY, 
BOX  774,  Knoxville,  Tenn. 


FOR  SALE — A  5  drawer  National  cash  register 
in    first   class   condition.      J.    H.  SANDI- 
FORD,  Watseka,  Illinois. 


MEN'S  FURNISHINGS 

FOR  SALE  —  ONE  OF  TWO 
HIGH  GRADE  MEN'S  FURNISHING 
STORES,  LOCATED  IN  ONE  OF 
THE  BUSIEST  SECTIONS  OF  THE 
BRONX,  NEW  YORK  CITY.  ESTAB- 
LISHED ABOUT  SEVEN  YEARS. 
WILL  SELL  WITH  OR  WITHOUT 
STOCK.  OLD  AND  LONG  LEASE 
AT  1914  RENTAL.  PROGRESSIVE, 
BOX  1876,  Dry  Goods  Economist. 


VTEW  YORK  CITY  Specialty  Shop  in  the 
■'^  heart  of  theatre  section;  prosperous  busi- 
ness; owner  desires  to  retire;  new  spring  and 
summer  stock  in,  store  20  x  70,  extra  "L,'' 
beautiful  modern  fixtures  and  equipment,  in 
eluding  remarkably  low  rent;  twenty  months' 
lease  to  run,  with  option  of  three  years;  moder- 
ate selling  price.  RETIRING,  Box  1872,  Dry 
Goods  Economist. 


STORE  DECORATIONS 
FOR  SALE 
Gorgeous  interior  and  window  dec- 
orations used  during  a  big  celebration, 
for  sale  at  one-tenth  their  original  cost. 
Photographs  and  description  on  request. 
Address  Box  K.  S.,  1111  St.  Paul 
Building,  New  York. 


HELP  WANTED 


WANT  TO  LEASE 
CONCERN  OF  HIGH  STANDING  IS 
OPEN  TO  NEGOTIATE  WITH  PROGRES- 
SIVE DEPARTMENT  STORE  FOR  SPACE 
SUITABLE  FOR  YOUNG  MEN'S  AND 
BOYS'  CLOTHING.  IF  NECESSARY 
WILL  BE  PLEASED  TO  EXCHANGE 
REFERENCES.  COMMUNICATIONS  CON- 
SIDERED f;ONFIDENTIAL.  BOX  1932, 
DRY  GOODS  ECONOMIST. 


WANTED  TO  BUY 


FOR  SALE  CHEAP  1 

One  complete  Lamson,  10  basket  carrier 
system,  in  good  condition. 

FRANK  BROS.  CO., 
Marion,  Ohio 


GENERAL  store,  town  1200,  located  in 
northwestern  Ohio.  Good  business,  fine 
surrounding  country.  Good  reason  for  sell- 
ing.   BOX  1914,  Dry  Goods  Economist. 


VT/ ANTED — To  buy  for  cash,  a  dry  goods  or 
"  small  d<-partm<:nt  store  doing  from  $100,- 
000  to  $250,000  y<;irly  business;  New  York 
Stat':  or  adjoining  Stales  preferred.  Address 
BOX  1936,  Dry  Goods  Economist. 


WANTED— To  hear  from  owner  of  dry  goods 
"  store  for  sale.  State  cash  price,  descrip- 
tion.   D.  F.  BUSH,  Minneapolis,  Minn. 


LAMSON  CASH  SYSTEM  FOR  SALE 
Lamson's  "Preferred"  and  "Perfection"  Cable 
Cash  Carrier  System,  consisting  of  eleven  lines, 
47  stations,  166  cups,  one  motor,  drive  shaft  and 
pulleys — enough  to  take  care  of  three  or  four 
lart'c  floors,  a  real  bargain  for  a  quick  buyer. 
SMITH  &  WELTON,  INC., 
Norfolk,  Va. 


MATIONAL  CASH  REGISTER  —  eight 
drawers- — Electric.  Has  been  used  only 
ten  months.  Will  sell  cheap  for  cash  or  will 
give  terms.  Cost  when  bought  $1100.00. 
(jood  as  new,  in  perfect  shape.  Make  us  an 
offer. 

MAFFETT.  MATHIS  &  HOLDER, 
Fitzgerald,  Ga. 


ADVERTISING  MANAGER 

FIRST  CLASS 

FOR  LARGE 

DEPARTMENT  STORE 

Address  with  references,  specimen  ads, 
salary  expected,  etc.  References  han- 
dled confidentially. 

LUCIAN  YORK, 
Atlanta,  Georgia. 


ADVERTISING  MAN 

A  growing  and  aggressive  Depart- 
ment Store  is  open  for  a  man  who  can 
produce  forceful  advertising,  trim  art- 
istic or  stocky  windows  and  write  good 
show  cards;  must  be  energetic  and  a 
hustler.  Give  experience  and  salary 
wanted  in  first  letter.  Address  BOX 
96,  East  Liverpool,  Ohio. 


ADVERTISING  MAN  WANTED— Leading 
^  newspaper  in  large  Ohio  city  wants  a  high- 
class  advertising  representative  with  depart- 
ment store  experience.  The  right  man  will  be 
young,  of  good  appearance,  and  know  sales- 
manship. He  must  know  how  to  meet  depart- 
ment store  executives  and  talk  their_  own  lan- 
guage. Previous  newspaper  experience  noi 
essential.  For  such  a  man  a  good  position 
with  a  future  is  waiting.  Give  full  details  in 
first  letter.  PUBLISHERS'  SERVICE  AS- 
SOCIATION, 1001  Union  National  Bank 
Building,  Cleveland,  Ohio.  (No  fee  charged 
either  party.) 


ADVERTISING  MAN 

We  have  immediate  opening  for  experiencfi, 
advertising  man.  Must  know_  department  stort 
advertising.  Progressive  assistant  from  large 
store  preferred.  Address 

THE  COHN  HINKEL  DRY  GOODS  CO., 
Wichita,  Kansas 


ADVERTISING  man,  window  trimmer  anc 
card  writer,  a  man  that  can  take  care 
this  work.  Store  75  x  80,  first  floor  and  base 
ment;  city  of  32,000  population.  Mail  cof> 
of  recent  newspaper  advertisement,  state  sal 
ary,  full  particulars  and  references  in  fir? 
letter.  Strictly  confidential;  position  open  now 
E.  L.  MARKS  &  COMPANY, 
Mansfield,  Ohio. 


A  "3-WAY-MAN"  ! 
Advertising  man,  window  trimmer  and  care 
writer  wanted  by  live,  popular  priced  West  Vir 
ginia  store.  Salary  $60.  Good  opportunity  to 
a  hustler.  No  applications  considered  unless  e-x 
perience  and  references  given  in  first  letter 
Send  samples  of  work.  BOX  1938,  Dry  Good; 
Economist. 


ADVERTISING  manager  for  large,  popular- 
priced  women's  specialty  store  in  Cleve- 
land, Ohio.  Give  full  information,  references 
and  salary  expected  in  first  letter.  Also  send 
samples  of  your  newspaper  ads.  BOX  1916, 
Dry  Goods  Economist. 


ADVERTISING  MANAGER 

Wanted:  Advertising  Manager  —  Must  have 
ability  to  write  interesting  and  quality  advertis- 
ing suitable  for  medium  and  high  class  clientele. 
This  position  is  only  offered  to  the  man  who 
is  awake  to  a  position  that  affords  an  opportunity 
for  high  class  work  and  a  real  job.  He  must 
he  an  executive,  capable  of  supervising  all 
phases  of  his  department.  Prefer  a  young  man 
who  is  now  employed  in  a  like  capacity,  salary 
depending  entirely  upon  _  ability.  Please  state 
in  your  application,  experience,  salary  expected, 
and  send  clipping  of  your  work.  Located  in 
one  of  Ohio's  largest  cities.  BOX  1904,  Dry 
(joods  Economist. 


Al  Combination  Man:  Window  Trimmer 
Card  Writer  and  Advertiser,  for  Departmen 
Store  in  town  of  20,000.  Steady  position  wit 
a  future.  Send  samples  of  work.  Give  refei 
ences.    State  salary  required 

THE  WEISBERGER  CO., 
BARBERTON,  OHIO 


ASSISTANT— A  Southern  Department  Stor 
requires  a  man  conversant  with  clothing! 
furnishings  and  dry  goods  to  act  as  assistant  1 1 
propwetor.    To  a  man  of  ability  salary  will  b 
paid  commensurate  with  services. 

BLANCK'S  DEPT.  STORE, 
Miami,  Fla. 


0 


iNE   of   the  best   department   stores   in  th, 
State  of  Iowa  has  the  following  openings! 

Buyer  and  manager  for  Ready-to-Wear  ; 

Department. 
Buyer  and  manager  for  Drapery  and 

Floor  Covering  Department. 


Only  live  wire  business  getters,  experience 
and  proven  ability,  need  apply.  Old  establishe 
firm.  Good  salary.  Box  1849,  Dry  Gooi 
Economist. 


BUYER  AND  MANAGER 

We  want  a  wideawake  buyer  and  manage 
for  our  men's  clothing  and  furnishing  gooc 
department.  Only  one  who  has  attained  su 
cess  need  apply.  Record  must  bear  close  ii 
vestigation.  Must  be  good  mixer  as  well  i 
capable  business  man.  A  real  opening  for 
live  wire.  Tucson  is  livest  city  in  Arizon. 
progressive  and  modern.  Has  climate  u; 
equaled  in  country.  Opportunity  for  a  man 
member  of  whose  family  needs  climatic  chang 
State  full  details,  experience,  previous  conne 
tions,  age,  salary  received.  Replies  will  1 
treated  confidentially. 

ALBERT    STEINFELD   &  CO., 
'  Tucson,  Arizona. 
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A  Message  from  the  President  ofv^ 

THE  DRY  GOODS  ECONOMIST 

to  Wide  Awake  Retailers 


In  the  intricate  system  of  a  modern  retail  establishment 
there  is  no  part  more  important  than  the  Delivery  Department. 

An  economical  and  efficient  Delivery  Department  is  essential 
to  that  perfection  of  service  which  every  progressive  department 
store  strives  to  achieve. 

There  is  no  feature  of  their  service  to  the  public  which  calls 
for  more  earnest  consideration  from  all  merchants,  whether 
large  or  small. 

For  this  reason  it  is  gratifying  to  note  the  long  list  of  well- 
known  stores  represented  at  the  Fifth  Annual  Conference  of 
the  International  Retail  Delivery  Association  held  in  Pittsburgh, 
March  14  to  17. 

It  is  equally  gratifying  to  note  the  thoroughness  and  com- 
prehensiveness of  the  discussions  held  at  the  conference,  the 
wealth  of  valuable  suggestion  and  information  contained  in 
them,  and  the  evidence  of  the  importance  which  the  stores 
represented  attach  to  the  improvement  of  their  delivery  service. 

After  looking  over  the  proceedings  of  the  conference  in 
Pittsburgh,  I  am  prompted  to  congratulate  heartily  the  stores 
represented  there  and  to  urge  my  merchant  friends  who  were 
not  represented  there  to  take  advantage  of  the  valuable  oppor- 
tunity offered  by  the  next  conference  of  the  International  Retail 
Delivery  Association  which  will  be  held  in  Boston  in  the  early 
part  of  next  year. 

It  is  an  opportunity  which  no  live  merchant  should  miss. 
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D!?r  GOODS  ECONOMiS!  ^TO'^E  ^iERVlCh  AND  EQUIPMENT  SECTbON 


Speaking 
of 

STORE 
EQUIPMENT 

a  prominent 
retailer 

says — r 


BALTIMORE,  Eecemloer  20,  1920. 

Messrs.  M.  L.  Himmel  &  Son, 
107  N.  Frederick  St.  , 
City. 

Dear  Sirs : 

A  year  has  passed  since  you  completed  the  instal- 
lation of  our  new  fixtures  which  took  in  the  re- 
arrangement of  every  department  in  our  liuilding  and 
since  then  nothing  has  developed  that  would  suggest 
to  us  where  a  change  would  have  improved  or  proven 
of  added  loenefit. 

This,  in  short,  means  that  your  planning  of  the 
eq_uipment  was  absolutely  perfect  hecause  it  has  loeen 
my  experience  in  the  past  that  after  a  piece  of 
work  of  this  character  had  teen  completed  a  change 
would  suggest  itself  that  would  have  heen  an  im- 
provement had  it  loeen  installed  originally. 

This  I  think  is  the  greatest  compliment  1  can 
pay  you,  and  when  I  add  that  our  store  is  spoken  of 
as  the  handsomest  in  Baltimore,  I  need  not  say  any- 
thing further  to  indicate  how  pleased  we  are. 

Wishii''g  you  a  prosperous  1921,  I  am, 

Sincerely  yours , 

(Signed)  H.  J.  Cahn 

HIC/P 


PATENTEES    AND   SOLE  MAKERS 

"BRILLIANT  IDEAL" 

ALL   GLASS    SHOW  CASES 

■ALL-IN-SITE"  "FAULTLESS" 

REVOLVING    GARMENT  WARDROBES 

"EXPANSIBLE" 

UNIT   STORE  FIXTURES 


M.L.HIMMEL  &  SON 

Mam  Office  and  Factories 
BALTI  MORE  -MARYLAND 

CO/v\PLETE  STORE  EQUIPMENT  OF  EVERY  KIMO 


boston  sales  rooms 

20  oxford  st. 
memphis  sales  rooms 
216  Madison  Avenue 


NEW  YORK  SALES  ROOMS 

229  E.22~-°  ST 
PITTSBURGH  SALES  ROOMS' 
723-5  LIBERTY  AVE. 
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Fifth  annual  banquet  of  the  International  Retail  Delivery  Association,  March  I4,  1920,  at  Hotel  William  Penn,  Pittsburgh.    All  parts  of  the  United 

States  and  Canada  represented  at  this  gathering. 

Stores  Delivery  Association  Helps 
Freshen  Up  in  Ideas  of  Service 

Retail  Organization  Had  Small  Beginning  but  Rapid  Rise — Lead- 
ing Concerns  Represented  in  Body — Members  Can  Have  Problems 
Answered  and  Untangled  by  Submitting  Their  Problems  by 
Means  of  Questions  to  Whole  Body 


ONE  of  the  greatest  aids  toward  improv- 
ing the  delivery  service  of  the  retail 
stores  of  the  country,  one  also  eifecting 
more  economical  methods  of  delivery,  is  the 
International  Retail  Delivery  Association. 

This  association  has  done  more  to  broaden 
the  views  of  delivery  executives,  improve 
service,  and  effect  savings  in  delivery  meth- 
ods than  any  other  organization. 

The  organization  was  formed  by  a  handful 
of  delivery  superintendents  in  1917.  To-day 
it  boasts  a  membership  of  120  of  the  foremost 
retail  establishments  in  the  United  States 
and  Canada.  The  membership  extends  from 
the  Atlantic  to  the  Pacific  Coasts  and  from 
the  Gulf  of  Mexico  far  up  into  the  northern 
parts  of  Canada. 

Among  its  membership  are  John  Wana- 
maker,  R.  H.  Macy  &  Co.,  Inc.,  Kaufmann 
Department  Stores,  T.  Eaton  Co.,  Frederick 
&  Nelson,  the  Rosenbaum  Co.,  Block  &  Kuhl 
Co.,  Jordan,  Marsh  Co.,  Stix,  Baer  &  Fuller, 
Mandel  Bros,,  Lord  &  Taylor,  L.  S.  Donald- 
son Co.,  J.  L.  Hudson  Co. 

All  Kinds  of  Information 

In  the  office  of  the  secretary  there  are  files 
filled  with  information,  covering  every  phase 
or  operation  of  delivery  work.  This  informa- 
tion is  at  the  service  of  members  at  all  times. 
The  data  have  been  gathered  from  many 
sources  and  a  large  part  of  this  information 
is  unprocurable  through  any  other  channels. 

A  questionnaire  system,  second  to  none,  is 
one  of  the  features  of  the  association.  Any 
member  may  submit  queries  to  the  secretary, 
who  in  turn  sets  them  up  in  questionnaire 
form.  These  are  sent  to  all  of  the  members 
for  their  answers.  When  the  forms  are  re- 
turned a  resume  is  made  of  them  and  each 
member  is  furnished  with  a  copy  thereof. 
Thus  he  has  the  answers  and  opinions  of 
119  stores  besides  his  own.  Were  a  store 
to  attempt  to  gather  this  information  itself 
it  would  entail  great  expense  and  labor  and 
in  many  cases  it  would  be  impossible  to  ob- 
tain it  at  all. 

The  association  holds  an  annual  conven- 


tion at  which  every  subject  of  delivery,  from 
the  time  of  sale  at  the  counter  until  the  mer- 
chandise is  delivered  to  the  customer's  home, 
is  discussed  in  open  session. 

These  annual  conferences  have  brought 
out  some  wonderful  ideas  that  have  gone  a 
long  way  toward  increasing  efficiency  and  at 
the  same  time  reducing  expenses. 

The  convention  this  year,  held  at  Pitts- 
burgh, March  14  to  17,  was  by  far  the  great- 
est gathering  of  this  kind  ever  attempted 
by  any  organization  of  this  nature.  Many 
stores  were  represented  by  six  or  seven  peo- 
ple; in  several  instances  some  stores  send 
every  executive  whose  work  has  any  bearing 
upon  delivery  service  or  costs. 

Operations  Under  Scrutiny 

Every  phase  of  delivery  operation  was 
thoroughly  discussed  and  analyzed  at  this  con- 
vention. Almost  every  representative  pres- 
ent told  how  certain  things  are  done  in  his 
establishment  and  the  results  that  have  been 
obtained. 

"The  matter  of  using  parcel  post  for  local 
deliveries  was  explained  and  discussed  from 
every  angle,  both  from  some  user's  standpoint 
and  also  the  Government's  standpoint. 

Every  word  of  these  conferences  as  in 
past  conventions  was  recorded  and  will  be 
printed  and  bound  and  a  copy  supplied  to 
every  member.  This  volume  constitutes  a 
ready  reference  encyclopedia  and  will  go  a 
long  way  toward  solving  some  of  the  every 
day  troubles  that  arise  in  a  store's  delivery 
department.  The  information  therein  even 
goes  further  than  the  delivery  department — 
it  leads  right  back  to  the  counter  where  the 
sale  was  made. 

Some  Opinions  Expressed 

That  the  association  and  the  annual  con- 
ventions are  a  great  help  to  stores  through- 
out the  country  is  proven  by  the  numerous 
communications  that  were  received  from 
some  of  those  who  attended  the  recent  con- 
vention at  Pittsburgh. 

The  general  manager  of  one  of  the  coun- 


try's largest  stores  says  in  part: 

"The  first  thing  we  consider,  of  course, 
in  sending  men  to  the  Delivery  convention 
is — will  the  good  derived  from  a  thing  of  that 
kind  warrant  us  in  going  to  the  expense  of 
sending  men  to  such  a  convention?  Answer- 
ing this,  I  should  say  every  store  in  the  coun- 
try is  warranted  in  having  their  delivery  men 
meet  once  a  year  in  convention. 

Develop  Executives 

"Perhaps  the  thing  that  impressed  me 
most  was  the  importance  of  the  delivery  and 
the  big  part  that  it  plays  in  rendering  ser- 
vice. If  I  would  get  this  impression  in  no 
other  way  than  the  number  of  men  attending 
the  convention,  I  would  certainly  have  gotten 
it  after  seeing  the  type  of  men  who  look  after 
the  delivery  departments  in  the  various  stores. 

"The  next  thing  that  impressed  me  was 
the  opportunity  that  a  meeting  of  this  kind 
gives  toward  broadening  and  developing  these 
men,  the  getting  together  and  comparing 
notes. 

"The  third  impression  is  the  value  of  the 
different  things  that  are  brought  out  in  con- 
vention, not  all  of  which  can  be  adopted, 
of  course,  but  a  great  many  can  be,  and 
this  in  proportion  to  the  local  condition  that 
the  store  has  to  meet  in  its  own  community. 

"I  think  the  most  valuable  thing  that  was 
brought  out  at  the  convention,  was  the  tak- 
ing steps  toward  adopting  a  universal  method 
of  computing  costs,  or  as  I  might  say — a  stan- 
dardized method. 

"We  think  that  we  have  a  very  good  de- 
livery department,  one  that  will  speak  for  it- 
self ;  yet,  we  found  several  things  that  we  can 
adopt,  and  have  already  set  in  motion." 

The  association  welcomes  any  store  of  re- 
cognized standing  in  any  locality,  regard- 
less of  size,  into  its  membership.  There  is 
no  fee  for  initiation.  Dues  are  $25  yearly, 
payable  in  advance.  Any  store  desiring  fur- 
ther information  concerning  the  association 
should  address  the  secretary-treasurer,  B.  M. 
Arrick,  231  West  Thirty-ninth  Street,  New 
York. 
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Y  GOODS  ECONOMIST  STORE  SERVICE  AND  EQUIPMENT  SECTION 


Here  Is  The  Answer  T<' 


''New  Way"  Jewelry  and  Novelty  Goods  Department 
Scott-Halliburton  Co.,  Oklahoma  City 


Q:  What  is  the  best  means  c 
keeping  up  our  sales  volume 
.^^^^^Hi^^HHiH^^  Answe 

Q:  How  can  we  offset  the  lo^ 
in  volume  as  a  result  of  reduce 
retail  levels? 

^^^^H^H^H^HH^Hi  Answe 

Q:  How  can  we  keep  dow 
our  Overhead? 

^j^—i^^— iii^^^"^^  Answe 

Q:  How  can  we  lessen  ^'D^j 
preciation"? 


Answ( 


[ 


"New  Way"  Toilet  Goods  Section, 
Scott-Halliburton  Co.,  Oklahoma  City 


Q:  How  can  we  get  a  sufficient  increase 
in  the  efficiency  of  our  salespeople  to 
justify  maintaining  present  wages? 

Answer  ■mh^mm^^bmmi^^^^^""^^ 


"New  Way"  Ribbon  Department 
Ernst  Kern  Co.,  Detroit,  Mich. 


The  ''New  Way"  System  is  answering  these  problems  for 
several  thousand  merchants  throughout  the  country  today. 

A  greatly  increased  volume,  without  a  corres|)onding  in- 
crease in  overhead,  is  raising  the  net  profits  of  these  'New  Way'' 
merchants  to  a  higher  level. 

C]alalogu<;  "A"  which  pictures  and  describes  our  complete 
line,  of  show  cases,  sectional,  interchangeable  units,  wardrobes, 
millinery  and  miscellaneous  equipment  will  be  sent  upon  request. 


Grand  Rapids 

GRAND R 


Branch  Factory:  LUTK  «A 
Licensed  Canadian  Manuf  it" 


TU5  1 


KANSAS  CITY 
606-607-608  Ridge  BIdg. 
lurTO  vf>T?K  CHICAGO 
1465  BroL'la'/a"  «nd  St. 
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roday's  Leading  Questions 


Q:  How  can  we  draw  New 
Patronage? 

Answer 

IQ:  What  will  increase  the 
lefFectiveness  of  our  advertising? 

Answer  ^^hmbhh^hmbbh^ 

Q:  How  can  we  effect  a  better 
iTurnover? 

Answer  ^^^"■""■■■^^ 

Q:  How  can  we  increase  our 
IGood  Will? 

Answer  ^^^^^"i™^^— « 


"New  W ay"  Shirt  Waist  Department 
Scott-Halliburton  Co.,  Oklahoma  City 


A  Section  of  the  "New  Way"  Dress  Department 
J.  L.  Hudson  Co.,  Detroit,  Mich. 

Q:  In  short,  how  can  we  maintain  our 
former  amount  of  '^^Net"  Profit? 


"New  Way"  Glove  Department 
Scott-Halliburton  Co.,  Oklahoma  City 


Answer 


Case  Company 

MICHIGAN 


/!  JMPANY,  Portland,  Oregon 
H-I  CO,,  Ltd.,  Toronto,  Canada 

i  HONOLULU,  HAWAII 

T  Uarrison  BIdg. 

i"  :leveland 

IIU  Ulmer  Bldg. 


ATLANTA 
703-704  Candler  Bldg. 


The  problem  of  holding  up  volume  in  the  face  of  re- 
duced retail  prices  is  one  which  our  Research  Department 
has  given  very  thorough  consideration.  We  have  pre- 
pared an  interesting  report  on  the  situation — an  intelligent 
survey,  which  we  will  gladly  send  upon  request. 


^1 


Twenty  Years  of  Knowing  How 


IN  AprU  of  this  year  The  White  Company  enters  its  third  decade  of  motor 
transportation.   During  these  twenty  years  of  automotive  development 
the  bulk  of  production  has  centered  in  fewer  and  fewer  hands. 

It  means  something  to  have  survived  as  a  builder  of  motor  transportation 
throughout  this  period.  It  means  more  to  have  attained  by  far  the  largest 
output  in  the  high  grade  truck  field,  and  to  have  the  product  estabUsh  a 
record  of  performance  accepted  everywhere  as  standard.  It  is  not  difficult 
nor  unusual  to  gain  a  temporary  place  in  motor  transportation.  It  is  quite 
a  different  matter : — 


To  build  such  long  life  into  trucks 
that  earlier  models  are  still  deliver- 
ing a  full  day's  work,  after  having 
run  100,000,  200,000,  300,000  miles 
and  more — 

To  build  such  dependability  into 
trucks  that  the  members  of  an  entire 
Reserve  Corps,  driving  2500  Whites 
to  the  rescue  of  Verdun,  were  awarded 
the  Croix  de  Guerre — 

To  build  such  economy  into  trucks 
that  the  White  has  become  the  back- 
bone of  more  than  4,700  fleets  com- 
prising over  47,000  units — 

To  deliver  such  continuous  satis- 
faction that  these  fleets  of  White 


Trucks  grow  steadily  year  by  year, 
and  in  several  instances  represent 
individual  investments  of  more  than 
$1,000,000— 

To  develop  an  organization  with 
forty  factory  branches  and  .  with 
dealers  all  over  the  world. 


These  results  are  due  to  a  policy 
w^hich  has  never  compromised  sound 
design  to  meet  a  popular  fad ;  never 
taken  advantage  of  inflated  price 
conditions;  never  lessened  quality 
to  meet  competition ;  never  departed 
from  the  idea  of  building  a  truck 
that  will  do  the  most  work  for  the 
least  money. 


THE  WHITE  COMPANY  ^  Cleveland 
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Local  Deliveries  by  Parcel  Post  Draw 
Opposition  at  Convention 

International  Delivery  Association  Delegates  Fail  to  Indorse  System 
as  Now  Employed — Department  Regulations  Stretched  in  Certain 
Sections  to  Make  a  Success,  Is  Charge — Eastern  Store  Representative 
Asserts  Driver  Is  Close  Connecting  Link  Between  Customers  and  Firm 


SHALL  the  retail  stores  of  the  country 
eliminate  their  delivery  vehicles  and  turn 
the  w^ork  of  delivering  over  to  the  Gov- 
ernment ? 

This  is  a  question  that,  for  a  long  time, 
has  been  foremost  in  the  minds  of  store  own- 
ers and  executives.  The  importance  with 
which  the  subject  has  been  invested  can  be 
estimated  by  the  fact  that  an  entire  day  was 
given  over  to  its  discussion  at  the  convention 
of  the  International  Retail  Delivery  Associa- 
tion, held  at  Pittsburgh,  March  14  to  17  in- 
clusive. 

It  was  originally  planned  to  devote  Tues- 
day's morning  session  to  the  matter,  but  the 
entire  day  was  required  to  consider  it  "pro 
and  con."  Many  stores  were  represented  by 
the  owners  themselves  and  in  other  cases 
stores  had  sent  every  executive  whose  work 
tiad  any  bearing  upon  store  service  or  delivery 
)peration  or  costs. 

System  Found  Wanting 

The  system,  while  found  satisfactory  in 
some  directions  where  in  use,  was  declared  to 
lave  many  shortcomings,  and  the  majority  of 
hose  present  felt  that  the  parcel  post  system 
as  operating  at  the  present  day  was  far  from 
what  was  required  by  the  stores  for  local  de- 
iveries. 

They  felt  that  the  parcel  post  system  was 
lot  up  to  their  requirements  and  that 
1  change  in  their  method  of  serving  the  cus- 
;omer  would  not  be  of  any  advantage  to  them 
)r  to  the  customer,  in  fact,  they  felt  that  their 
service  would  be  impaired. 

A  representative  from  one  of  the  leading 
tores  of  the  Middle  West  undertook  to  make 

I  personal  survey  of  the  parcel  post  situation 
IS  carried  out  in  St.  Paul  and  told  the  mem- 
)ers  what  he  had  discovered.  He  found  out 
hat  the  stores  there  that  are  using  the  sys- 
em  are  satisfied  with  it.  At  this  point  a  dele- 
rate  from  a  St.  Paul  store  not  using  the  sys- 
em  said  that  his  concern  was  not  as  yet  sold 
m  the  proposition  and  stood  ready  to  be 
hown,  but  nobody  had  been  able  to  do  so  yet. 

Success  Lays  at  Door  of  Authorities 

The  Middle  West  representative  felt  that 
7hile  the  system  had  been  successful  in  a 
ense,  in  St.  Paul,  he  had  his  misgivings  as 
0  the  success  of  it  in  cities  such  as  New 
!'ork,  Detroit,  Philadelphia,  Chicago,  Minne- 
polis,  and  cities  of  a  greater  size  than  St. 
'aul. 

From  his  investigation,  he  declared  that 
he  success  or  failure  of  the  system  depended 
'holly  upon  the  postal  authorities,  both  local 
nd  national.  He  said  it  was  up  to  them  to 
e  "willing  to  get  their  heads  together  with  lo- 
al  merchants  to  iron  out  wrinkles  in  problems 
-so  that  the  plan  will  work  without  friction ; 
Iso  whether  the  Post  Office  Department  will 
ave  the  authority  to  add  equipment  and  build- 
igs  to  adequately  care  for  this  business  as  it 
evelops  and  whether  or  not  it  will  be  affected 

II  its  permanency  by  the  whims  and  caprices 


of  varying  political  parties,  or  parties  and  in- 
fluences in  power." 

Service  Must  Be  Considered 

He  found  that  while  the  stores  were  singing 
paens  to  the  system,  it  was  receiving  some 
severe  condemnation  from  customers.  While 
in  one  St.  Paul  store  he  overheard  a  customer 
who  had  made  a  purchase  remarking  to  the 
salesperson  "Parcel  post  delivery  is  so  very 
poor  I'll  take  that  with  me." 

An  executive  in  a  store  not  using  parcel 
post  for  delivery  showed  him  many  packages 
with  green  labels  thereon  being  sent  out  as 
customers'  accommodation  parcels.  These  had 
all  been  purchased  in  the  stores  that  are  using 
the  parcel  post  system  of  delivery. 

Tests  were  made  with  packages  deposited 
in  package  boxes  and  also  with  packages  from 
some  of  the  stores.  These  tests  disclosed  the 
fact  that  the  packages  that  were  sent  out  by 
the  stores  received  consideration  over  ordin- 
ary parcel  post  packages. 

The  investigations  as  carried  out  by  him, 
he  declared  had  thrown  cold  water  over  his 
enthusiasm.  He  said  that  his  vehicles  were 
delivering  merchandise  in  St.  Paul  as  soon  as 
deliveries  were  being  made  by  the  postal  of- 
fice, and  he  felt  that  his  drivers  were  giving 
that  personal  service  that  it  was  not  possible 
for  the  postman  to  give. 

Regarding  the  cost  of  delivery  by  parcel 
post  as  against  a  store's  own  delivery  service, 
he  had  been  unable  to  obtain  any  real  authen- 
tic figures.  One  St.  Paul  store  executive  told 
him  that  their  cost  figures  had  never  been 
made  public  inasmuch  as  it  was  costing  them 
just  as  much  to  deliver  by  parcel  post  as  it 
did  to  maintain  their  own  vehicles.  In  sum- 
ming up  he  felt  that  parcel  post  as  now  oper- 
ated might  prove  satisfactory  for  smaller 
stores  handling  only  dry  goods,  but  for  a  store 
that  would  be  compelled  to  still  maintain  ve- 
hicles to  make  deliveries  of  bulky  articles  and 
also  bring  in  returned  goods,  he  could  not  see 
any  advantage  in  this  method  of  delivery. 

Report  from  a  User 

Following  the  Middle  West  representative, 
the  general  manager  from  a  store  in  the  Cen- 
tral West  that  is  using  parcel  post  for  local 
deliveries,  told  about  the  system  as  carried 
out  in  his  establishment. 

He  said  that  mounting  delivery  costs  had 
been  the  main  reason  for  giving  the  system  a 
try-out.  The  postmaster  in  his  town,  being  a 
live  wire,  took  to  the  proposition  as  laid  be- 
fore him  by  this  store.  Clerks  were  sent  from 
the  post  office  to  instruct  the  stores'  employ- 
ees and  then  the  system  was  tried  out  in  one 
section  of  the  city  with  satisfactory  results 
and  subsequently  adopted  to  cover  the  entire 
city. 

He  said  that  his  delivery  force  had  con- 
sisted of  seven  people  but  since  the  adoption 
of  parcel  post  deliveries  he  had  cut  the  force 
to  four  people  and  that  one  of  these  was  a 
part-time   worker.     They   have  eliminated 


their  parcel  wagons  but  were  still  operating 
trucks  for  furniture  deliveries  and  for  calls. 
He  gave  his  delivery  cost  per  package  for  a 
period  of  six  months  as  follows:  July  7.6 
cents,  August  7  cents,  September  5.7  cents, 
October  7.5  cents,  November  7.2  cents,  Decem- 
ber 7.4  cents.  His  complete  costs  covering 
everything,  including  C.  O.  D.  collections 
amounted  to  10.7  cents  per  package. 

Post  Office  Very  Liberal 

The  fact  was  brought  out  that  in  the  cities 
where  the  parcel  post  system  was  being  used 
by  the  retail  stores  the  post  office  people  are 
very  liberal  in  their  rulings.  Parcels  that  are 
oversize  and  overweight  are  passed.  The  de- 
partment, it  is  true,  calls  the  stores'  attention 
to  the  fact  but  outside  of  this  there  is  no  ac- 
tion taken — in  fact  they  seem  to  be  glad  to 
get  them. 

The  same  fact  was  brought  out  concerning 
St.  Paul.  The  postal  authorities  had  granted 
to  the  stores  many  concessions  that  are  di- 
rectly opposite  to  Government  postal  rulings. 
If  these  concessions  are  withdrawn  the  stores 
will  find  themselves  seriously  handicapped  in- 
asmuch as  the  strict  interpretation  of  postal 
regulations  in  parcel  post  packages  have  quite 
an  effect  upon  the  stores  in  cities  where  the 
system  is  used. 

Very  Much  Satisfied 

This  representative  summed  up  by  declar- 
ing that  his  concern  was  very  much  satisfied 
with  the  service  that  they  are  rendering  to 
their  customers. 

Following  this  store  manager  came  the  de- 
livery superintendent  of  the  store  who  told 
why,  from  his  standpoint,  the  store  had 
adopted  the  parcel  post  method  for  making 
local  deliveries.  He  said  that  rising  delivery 
costs  had  caused  them  worry,  however,  he  felt 
that  every  store  had  to  work  out  their  own 
salvation  as  to  how  they  would  handle  the 
problems  that  confronted  them. 

He  said  that  the  conditions  in  his  store 
were  vastly  different  than  those  existing  in 
the  other  stores  of  the  city. 

As  an  illustration,  he  stated  that  681/2  per 
cent  of  all  the  parcels  to  be  delivered  are  base- 
ment goods  of  a  bulky  nature,  and  said  that 
it  was  impossible  to  get  more  than  40  or  50 
articles  or  packages  on  a  vehicle.  The  pack- 
ing containers  used  to  pack  this  merchandise 
were  also  causing  the  store  worry.  Many 
were  never  returned,  and  then  again  when 
every  container  was  returned  they  occupied  a 
great  amount  of  space  which  figured  up  as  a 
snug^  rent  sum  and  also  handicapped  their 
interior  delivery  workings. 

At  the  inception  of  the  system  the  post 
office  made  seven  pick-up  trips  per  day,  due 
to  the  fact  that  there  was  a  substation  in  the 
store.  On  account  of  the  fact  that  the  other 
stores  in  the  city  are  making  but  one  delivery 
per  day,  they  requested  the  post  office  to 
make  only  one  pick-up  of  parcels  per  day, 
which  is  now  being  done.    Thus,  a  customer 


A  small  investment  in  Lamson  deliv> 
room  equipment  pays  big  dividends  in 
rect  savings  of  labor  besides  giving  bei 
service  to  customers.  Good  delivery  s 
vice  holds  trade  and  advertises  the  stc 
The  Barton  Store,  Manchester,  N.  I 
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New  Canadian  Store  Utilizes  Many 
Original  Ideas  in  Construction 

Interior  Show  Windows  Are  Feature  of  the  Arcade,  Limited,  of 
Hamilton — Beauty  Parlors  on  Second  Floor  Are  Finished  in  Oak 
Panelling  —  Special  Hospital  Service  for  Corsets — Wall  Paper 

Department  Opened 


THE  new  store  of  the  Arcade,  Limited, 
Hamilton,  Canada,  which  was  recently 
opened  to  the  public  represents  one  of 
the  fastest  growing  retail  establishments  on 
this  continent. 

The  accompanying  illustration  shows  the 
vast  strides  made  by  this  concern,  which 
dates  back  only  ten  years.  Two  enlargements 
have  been  made  of  the  store,  the  first  dating 
back  five  years,  and  at  the  present  rate  of  ex- 
pansion it  is  hard  to  predict  what  the  store 
will  do  in  the  next  ten  years. 

One  of  the  leading  features  of  the  new 
store  is  a  duplicate  set  of  show  windows  on 
the  inside  of  the  store,  backing  the  front 
show  windows.  These  interior  windows  are 
exact  duplicates  of  the  exterior  windows  in 
every  respect,  even  to  the  displays  therein. 
This  idea  has  attracted  attention  from  mer- 
chants in  all  parts  of  the  country. 

Another  feature  is  the 
new  soda  fountain  and 
luncheonette  on  the  main 
floor.  This  is  constructed 
of  inlaid  glass  and  silver 
and  has  a  long  oak  counter 
with  massive  fittings  of 
black  and  white  marble. 

A  large  balcony  extends 
across  the  rear  of  the  main 
floor  and  has  been  fitted 
up  as  a  rest  room. 

The  second  floor  also 
comes  in  for  many  inno- 
vations. Running  along 
one  entire  side  of  the 
building  are  a  set  of 
beauty  parlors  consisting 
of  six  rooms.  These  are 
finished  in  oak  panelling 
with  white  tinted  walls  and 
fitted  with  every  known  de- 
vice as  an  aid  to  beauty. 
A  kiddie  barber  shop  with 
hobby  horses  has  also  been 
installed. 

Millinery  Division 

Two  large  circular  spaces  fitted  with  cases 
have  been  given  over  to  the  sale  of  millinery 
trimmings.  The  millinery  section  has  been 
divided  into  three  parts — lower  priced  hats, 
medium-priced  hats,  and  exclusive  Parisian 
hats.  It  has  been  decided  to  build  a  ladies' 
rest  parlor  in  the  section  devoted  to  exclusive 
models. 

Adjoining  the  millinery  section  is  a  series 
of  individual  shops  wherein  the  better  grade 
of  dresses,  suits,  and  coats  are  displayed. 

The  corset  department,  also  on  the  second 
floor,  has  five  fitting  rooms  which  adjoin  the 
ready-to-wear  department. 

A  feature  of  the  corset  department  is  what 
is  known  as  a  "hospital  service."  Here  a  cus- 
tomer may  bring  a  corset  which  requires  re- 
pair and  have  it  made  over.  This  service  has 
met  with  great  favor  by  the  store's  customers. 

Children's  wear  has  been  placed  in  a  sec- 
tion by  itself,  fitted  as  an  individual  shop. 


The  entire  third  floor  has  been  given  over 
to  the  sale  of  housefumishings,  chinaware, 
carpets,  rugs  and  linoleum.  A  new  venture 
for  the  store  is  a  wall  paper  department.  This 
department  has  been  fitted  up  in  very  elab- 
orate style  with  racks  and  other  specially  con- 
structed devices  for  showing  these  wall 
papers. 

On  the  fourth  floor  there  is  a  complete 
electrical  department  wherein  every  electrical 
device  used  in  the  home  is  sold.  Modem 
lighting  equipment  has  also  been  included  in 
this  stock. 

The  balance  of  the  floor  is  given  over  to 
the  sale  of  furniture  and  upholstery.  A  com- 
plete set  of  workrooms  are  maintained  in  con- 
junction with  the  upholstery  and  furniture  de- 
partment. 

The  fifth  floor  is  used  for  stock  and  sam- 
ple rooms  in  addition  to  the  millinery  work- 


This  illustration  shows  the  growth  of  the  Arcade,  Hamilton,  Out.,  in  the  last 
ten  years.  From  a  modest  little  store  in  1910  to  its  present  size  is  no  mean  accom- 
plishment. 


ployees'  classroom  where  all  new  employees 
are  put  through  a  course  of  instruction,  also 
where  the  older  employees  will  be  trained  to  a 
greater  point  of  efficiency. 

Flovi^er  Department  Not  a  Side  Line 

Worthy  of  comment  is  the  large  flower  de- 
partment. This  department  occupies  a  very 
prominent  place  on  the  main  floor.  Starting 
at  a  point  near  the  central  elevators  it  ex- 
tends along  the  main  aisle  back  to  the  rest 
balcony. 

A  large  refrigerator,  constructed  mainly 
of  glass,  and  placed  in  a  conspicuous  spot  adds 
considerably  to  the  dignity  of  the  department. 

Usually  a  flower  department  in  a  retail 
store  is  placed  in  an  out  of  the  way  spot,  but 
not  so  in  the  Arcade  store.    Here  it  is  one  of 
the  important  sections  of  the  establishment. 
The  basement  has  been  given  over  to  the 
sale  of  lower  priced  mer- 
chandise and  is  known  as 
the    Economy  Basement. 
Three  quarters  of  the  base- 
ment   handles    the  same 
lines   of   merchandise  as 
are   sold   throughout  the 
store  on  the  upper  floors, 
while  the  balance  of  the 
basement  has  been  fitted 
up  as  a  self-service  gro- 
cery department.  This  is  a 
new  idea  in  Hamilton  and 
is  creating  great  interest. 

The  non-delivery  idea 
is  strictly  carried  out  in 
this  department.  Any  cus- 
tomer desiring  to  have  her 
grocery  purchases  deliv- 
ered is  required  to  pay  a 
ten-cent  delivery  charge. 

The  new  building  is 
fitted  with  escalators  and 
high  speed  elevators. 


rooms  where  hats  are  trimmed  to  order. 

The  entire  sixth  floor  is  given  over  to  serv- 
ice, both  for  customers  and  employees.  On 
this  floor  is  what  is  known  as  the  "Rose 
Room"  which  will  be  used  for  assemblies. 
This  room  is  fitted  with  draperies  and  panels 
and  done  up  in  fantastic  colors. 

Recreation  Room 

Adjoining  the  Rose  Room  is  the  employ- 
ees' recreation  room,  which  is  separated  from 
the  Rose  Room  by  folding  doors.  Each  room 
has  a  seating  capacity  of  250  and  if  the  occa- 
sion requires,  the  folding  doors  can  be  opened 
and  the  entire  space  converted  into  one  large 
hall. 

On  this  floor  there  is  a  large  dining  room 
capable  of  accommodating  500  diners  at  once. 
Aside  from  this  room  there  is  a  grill  for  men 
who  desire  to  smoke.  This  grill  room  has  a 
capacity  of  100.  A  large  part  of  the  floor  has 
been  given  over  to  a  ladies'  rest  and  dressing 
room. 

A  part  of  this  floor  is  given  over  to  an  em- 


Big  Store  Planned 

for  Jacksonville 

— < — 

Leopold  Furchgott,  president  of  the  Kohn- 
Furchgott  Co.,  has  announced  that  the  firm 
will  erect  a  new  store  that  will  be  the  pride  of 
the  Atlantic  Coast. 

The  new  structure  will  cover  a  plot  of 
ground  210  feet  by  105  feet  and  work  will  be 
started  as  soon  as  the  leases  of  the  present 
tenants  run  out,  which  will  be  early  next  year. 

No  expense  will  be  spared  in  the  construc- 
tion of  this  building,  the  architect  of  which 
has  been  making  trips  to  the  principal  cities 
of  the  country  getting  ideas  that  will  be  in- 
corporated in  the  new  store. 

Speaking  of  the  contemplated  enlargement 
Mr.  Furchgott  said:  "Our  business  has  out- 
grown our  present  quarters  and  Jacksonville 
is  growing  so  rapidly  that  we  feel  we  will  be 
justified  in  building  the  store." 


94 


DRY  GOODS  ECONOMIST  STORE  SERVICE  AND  EQUIPMENT  SECTION 


Qustomers 


As  soon  as  the  average  person  be~ 
comes  a  customer  he  assumes  the 
right  to  growl  at  any  and  everything* 

Lighting,  as  you  probably  have  noticed, 
is  one  of  the  pet  subjects  for  attack. 
A  high-grade  growler  in  good  practice 
can  get  more  action  out  of  an  obso- 
lete lighting  system  than  any  other 
thing  in  the  modern  store. 

Duplex  Lighting  was  built  for  these 
people.  It  is  a  combination  of  direct 
and  indirect  lighting  which  functions 
naturally,  without  glare  to  irritate  or 
shadow  to  distract.  The  light  is  per- 
fect— nothing  to  kick  about. 

Duplexalite  has  made  thousands  of 
stores  throughout  the  country  growl- 
proof  in  regard  to  lighting.  Won't 
you  let  us  help  you  satisfy  your 
customers  by  arranging  a  demonstra- 
tion of  what  it  will  do  for  your  store. 

DUPLEX  LIGHTING  WORKS 
of  General  Electric  Company 

6  WEST  48th  STREET     NEW  YORK  CITY 


Duplex- a -lite 


ItffM  to  live  'toit^ 
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ACCOUNTING  ^  SYSTEM 

By  Leopold  Minster 


mi 


Expense  Percentages 

Two  Years  Ratios  of  Six  Stores  Sell- 
ing $225,000  to  $2,600,000 

In  a  Southern  store — whose  charge  salas 
are  about  38  per  cent  of  the  total  business — 
employing,  in  1920,  approximately  565  em- 
ployees (and  whose  sales  for  the  year  ended 
July  31,  1920,  amounted  to  over  $2,600,000) 
the  expenses  were  as  follows: 

Percentage 

In  Southern  Store  onsaiee 

  Year  Ended 

7/31/19  7/31/20 

department  payrolls  (being  the 
salaries  of  salespeople,  buyers, 
assistant  buyers,  stockclerks, 
etc.)    738 

other  payrolls  (but  not  including 
salaries  of  advertising,  display 
or  delivery  departments  or  of 
proprietors)    3^1  3^1 

advertising,  window  and  card- 
writing  salaries   0^3  0*^ 

delivery  payroll   0^2 

total  of  payrolls  lie*  1319 

other  expenses  {not  including  in- 
ward freight,  etc.)   9^5  usi 

total  of  this  Southern  store's  ex- 
penses 21«  24*0 

The  above  Southern  store's  expenses  (which 
don't  include  inward  freight  or  expressage  and 
don't  include  buyers'  trips  to  market)  can  be 
listed  also  in  this  way : 

Percentage 

on  Sales 
Year  Ended 
7/31/19  7/31/28 

department  payrolls  (as  detailed 
above)    738  g^^ 

other  payrolls  (as  detailed  above) .  33i  363 

advertising,  display,  card  writing, 
etc.,  expenses  (including  sala- 
ries, materials,  etc.)   1^3  155 

mail  order  expense   13*  1'3 

rent,  electric  light,  heat  and  power  2^0  265 
delivery  expense  (including  sal- 
aries)                                        1"  158 

supplies                                       085  on 

taxes                                           0*4  0^1 

'fire  insurance,  etc                        O^*  O^i 

New  York  office                            033  QiG 

misceHaneous,  including  postage, 
suppers,  etc   1«3  2*2 

total  of  this  Southern  store's  ex- 
penses 2149  2450 

During  previous  years  this  Southern  store's 
expenses  were  as  follows: 

Year  ended  July  31,  1916  24^9 

Year  ended  July  31, 1917  224e 

Year  ended  July  31, 1918  2143 


New  York  State  Store's  Ratios 


In  a  New  York  State  store — not  in  New 
York  City — whose  merchandise  is  largely  of 

the  medium-priced  grades — and  whose  sales 
during  1918  exceeded  $1,100,000,  during  1919 

were  about  $1,300,000  and  during  1920  were 

about  $1,575,000 — the  expenses  were  as  fol- 
lows : 

Percentage  on  Sales 

1918  1919  1920 

payrolls  of  various  kinds 
(but  not  including  deliv- 
ery, workroom  or  propri- 
etors' salaries)  lO^o  I120  1104 

advertising  expense  (not  in- 
cluding payroll)                140  150  iso 

rent                                    405  3  2^0 

heat                                    020  020  02« 

electric  light                        030  0*0  0*0 

gas                                    007  006 

delivery  (including  payroll)  140  O^o  090 

paper  and  twine                  O^o  030  040 

stationery                           oos  020  020 

traveling  expenses                O20  040  033 

taxes                                   170  320  280 

fire  insurance,  etc                 040  030  030 

postage   010  010  010 

repairs                                 008  qso  q5« 

miscellaneous  (including 

telephone  and  donations)  102  083  qss 

total  of  this  New  York 
State  store's  expenses 
(which  doesn't  include 
inward  freight  or  ex- 
pressage)  2230  2200  2230 


In  New  England  Store 

In  a  store  (in  a  New  England  center  whose 
population  in  1910  was  under  40,000)  whose 
sales  during  1918  were  almost  $500,000,  dur- 
ing 1919  were  about  $560,000  and  during  1920 
were  about  $720,000,  the  expenses  were  as 
follows : 

Percentage  on  Sales 
1918        1919  1920 

payrolls  of  various  kinds 
(but  not  including  deliv- 
ery, workroom  or  proprie- 
tors' salaries)  1230      1250  1190 

advertising   expense  (not 

including  payrolls)   2         190  i70 

rent    340       290  250 

electric  light  and  gas   O^i       05i  03i 

delivery  (including  delivery 

payroll)    1         09o  070 

paper  and  twine   030       030  020 

stationery   020       Qio  020 

traveling  expenses   0*0       0*0  030 

taxes    140       190  210 

fire  insurance,  etc   070       070  030 

postage    020       010  Qio 

repairs   020       020  030 

miscellaneous  (including 
telephone  and  donations).  089       129  o74 

total  (be  it  noted  that  this 
total  doesn't  include  in- 
ward freight  or  express- 
age)   2350     2370  2135 


In  Eastern  Center 


In  a  store  (in  an  Eastern  center  whose  pop- 
ulation, in  1910,  was  less  than  25,000)  whose 
sales  during  1918  were  about  $365,000  and 
during  1919  were  about  $500,000  and  during 

1920  were  about  $575,000,  the  expenses  were 
as  follows: 

Percentage  on  Sales 

1918         1919  1920 

payrolls  of  various  kinds 
(but  not  including  deliv- 
ery, workroom  or  proprie- 
tors' salaries)   1350     1190  12 

advertising  expenses  (not 

including  payrolls)              O8O       070  q^o 

rent                                    179       leo  iso 

heat                                     050       0  30  040 

electric  light  and  gas            030       030  030 

delivery  (including  delivery 

payroll)                            090       070  070 

paper  and  twine                  030       030  020 

stationery                           020       010  020 

traveling  expenses                020       o^o  O^o 

taxes                                   220       310  450 

fire  insurance,  etc                 O^o       040  0*0 

postage                                020       020  010 

repairs                               Oio       003  O^o 

miscellaneous  (including 

telephone  and  donations) .  O81       0^7  O^i 

total  (be  it  noted  that  this 
total  doesn't  include  in- 
ward freight  or  express- 
age)   2230     2030  2221 


Another  New  York  Store 

In  a  store  (in  a  New  York  State  center 
whose  population,  in  1910,  was  less  than  30,- 
000)  whose  sales  during  1918  were  about 
$310,000,  during  1919  were  about  $385,000 
and  during  1920  were  about  $425,000,  the  ex- 
penses were  as  follows: 

Percentage  on  Sales 
1918        1919  1920 

payrolls  of  various  kinds 
(but  not  including  deliv- 
ery, workroom  or  propri- 
etors'salaries)   1150      1140  1290 

advertising  expenses  (not 

including  payrolls)    3         240  38O 

rent    322       270  240 

heat   030       920  030 

electric  light  and  gas   O8O       O8O  O6O 

delivery  (including  deliv- 
ery payroll)    040       040  o^o 

Paper  and  twine   030       020  020 

stationery   020       o^o  020 

traveling  expenses   020       030  020 

taxes    060       180  2^0 

fire  insurance,  etc   O^o       o^o  o^o 

postage    020       020  020 

repairs   O^o       020  Qio 

miscellaneous  (including 

telephone  and  donations).  128       0^0  q70 

total  (be  it  noted  that  this 
total  doesn't  include  in- 
ward freight  or  express- 
age)   2260     2210  2520 

To  enhance  the  value  of  the  above  sched- 

(Continued  on  page  99) 
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Put  a  ^^cash  register''  on  your  trucks— 


the  black  marks  show  earnings  for  you 


"Idle  Time"  vs.  Truck  Management 


How  much  of  the  time  are  your  motor 
trucks  actually  running?  When  are  they 
standing,  and  why?  The  best  truck  in  the 
world  will  lose  money  if  it  is  not  kept  busy. 
The  cost  of  tires,  gasoline,  oil  and  repairs 
is  a  minor  factor  as  compared  with  the 
cost  of  "idle  time,"  Save  15  minutes  a  day 
— and  you  have  saved  hundreds  of  dollars 
a  year  per  truck! 

With  the  Servis  Recorder  it  is 
easy  to  get  more  work  out  of 
motor  trucks.  A  black  and  white 
record  of  the  truck's  performance 
— the  reason  for  every  delay — 
when  it  occurred  and  how  long — 
items  like  these  are  vital  to  good 
truck  management,  and  the  Servis 
Recorder  enables  you  to  get  them. 


Reducing  loading  and  unloading  time — chang- 
ing schedules  and  routes  to  save  delays — check- 
ing overtime — preventing  speeding — comparing 
the  work  of  different  trucks — and  even  reducing 
now  and  then  the  number  in  your  fleet — these 
are  some  of  the  direct  results  of  information  from 
Servis  Recorder  charts. 

The  Recorder  itself  is  complete  as  you  see  it. 

Consisting  of  a  clock  that  turns  a  chart 
and  a  "swinging"  stylus  that  marks  the 
chart — it  is  simplicity  itself.  Hang  it 
almost  an5rwhere  on  the  truck  and, 
without  any  further  connections  of  any 
sort,  the  Servis  Recorder  will  give  its 
daily  record  with  no  attention  beyond 
winding  the  clock  and  changing  the 
chart. 


Let  us  send  you 


$28.00  complete 

literature  that 


fully  describes 


the  easiest  method  of  truck  management 

THE  SERVICE  RECORDER  COMPANY 
Cleveland,  Ohio 
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4th  Prize 


2nd  Prize 

Prizes  to  be  azvardcd  in  Table  Linen  Contest 


5tli  Prize 


Economist  Window  Contest  Arouses 
Best  Efforts  of  Display  Managers 

Various  Classes  in  Competition  Afford  Opportunities  for  Entrants 
To  Make  Showings  Embracing  Many  Styles  of  Merchandise — 
Men  of  High  Standing  in  Trade  Will  Decide  as  to  Merits  of  Exhibits 


THE   annual   window   display  conducted 
by  the  Economist  as  outlined  in  the 
Store  Service  and  Equipment  Section 
of  March  19  is  already  receiving  much  favor- 
able comment  from  display  managers  in  all 
parts  of  the  country. 

These  display  managers  have  signified 
their  intention  of  entering  windows  in  all  of 
the  different  classes,  in  fact,  several  have  re- 
marked that  they  would  send  in  many  photo- 
graphs in  each  division. 

The  prizes  this  year  far  surpass  any  prizes 
awarded  in  previous  contests  and  are  arousing 
great  interest  in  all  quarters. 

The  contest  this  year  covers  a  wider  range 
than  ever  before  and  embraces  all  of  the  prin- 
cipal lines  of  merchandise  carried  in  stores. 
The  contest  is  divided  into  two  groups — table 
linen  display  contest  and  class  display  contest. 

Table  Linen  Contest 

The  taible  linen  contest  includes  table  dam- 
ask by  the  yard,  pattern  cloths,  napkins,  plain 
or  hemstitched  luncheon  sets  and  any  other 
lines  or  articles  of  table  linen. 

The  prizes  in  this  contest  are: 
1st  Prize— Solid     gold     Colonial  Waltham 
watch,  17  jewels. 


2nd  Prize — A  22-inch  genuine  Mark  Cross 
leather    travelling    bag,  heavy 
brass  fittings,  reinforced  corners, 
leather  lined  with   pocket,  full 
length  of  bag  on  one  side,  and  two 
pockets  on  other  side. 
3rd  Prize — A    Mark    Cross    Leather  toilet 
traveling  case  fitted  with  military 
brushes,  comb,  two  glass  bottles, 
scissors,  button   hook,   nail  file, 
razor  strop,  soap  box  and  loop  for 
razor. 

4th  Prize — A  Mark  Cross  genuine  leather 
card  case  and  bill  fold,  silk  lined 
and  gold  trimmed  corners. 

5th  Prize — A  Mark  Cross  genuine  leather 
hip-pocket  wallet.  Silk  lined  with 
pockets  for  bills  and  cards. 

Class  Display  Contest 

This  year  the  class  display  contest  has  been 
enlarged  and  divided  into  seven  classes,  as 
follows : 

Class  1 — Women's  apparel — coats,  suits, 
dresses,  etc. 

Class  2 — Piece  goods — silks,  wool  fabrics, 
wash  goods. 

Class  3 — Silverware. 


Class  4 — Stationery. 

Class  5 — Shoes  —  men's,  women's,  chil- 
dren's. 

Class  6 — Toys,  games  and  dolls. 
Class  7 — Boys'  clothing. 
There  will  be  three  prizes  in  each  of  these 
class  contests: 

1st  Prize — A  solid  gold  Waterman  self -filling 

fountain  pen  with  clip  cap. 
2nd  Prize — A  solid  gold  Ever-sharp  pencil. 
3rd  Prize — A  solid  gold  penknife  with  end  at- 
tachment for  chain. 
All  of  these  prizes  will  be  engraved, 

A  Chance  for  All 

This  grouping  of  the  different  classes 
gives  every  display  manager  ample  opportunity 
to  select  the  line  that  he  thinks  he  is  most 
proficient  in.  However,  if  he  believes  he  is  a 
"champ"  only  in  one  line  it  should  not  deter 
him  from  entering  all  of  the  different  lines. 
Every  display  manager  has  an  equal  chance, 
as  the  location  of  the  store  or  the  size  of  the 
windows  will  have  no  bearing  whatever  in 
judging  the  photographs. 

The  judges  will  be  display  men  of  acknowl- 
edged ability,  and  in  judging  the  photographs 
will  be  governed  by  the  following  points :  Ar- 
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CONTINUOUS  REFLECTORS 


The  all  glass  ease  illustrated  above  is 
'    equipped  with  Frink  continuous^  re- 
flectors in  preference  to  short  sections 
or  units. 

A  continuous  reflector  on  account  of 
the  symmetrical  appearance  draws  no 
attention  to  itself — it  appears  a  part  of 
the  case.  Equal  distribution  of  heat 
minimizes  wiring  difficulties  and 
breakage  of  glass. 

Frink  Lighting  Experts  will  recom- 
mend and  install  proper  equipment  for 
any  condition,  insuring  the  greatest  sat- 
isfaction in  your  illuminating  problems. 

The  services  of  our  Engineering  De- 
partment are  yours  for  the  asking. 
Write  for  special  catalog  No.  424. 

I.  P.  FRINK,  Inc. 

24th  Street  and  10th  Avenue         New  York  City 

175  W.  Jackson  Blvd.,  Chicago,  111. 
Branch  Offices  in  All  Principal  Cities 

Cut  ahowlnit  typical  arrangement  of  standard  base,  tubular  lamps. 


— by    stimulating    a  keej 
desire 

— for  your  merchandise. 

So  you  know  a  "Sales  drop," 
never  recedes  very  far 

— when  your  windows  arj 
there  to  stop  it. 

Proper  display  produces  this 
effect  ! 

—FIXTURES 

 furnish   the  "backbones 

FOR  PROPER  DIS;] 
PLAY. 

Ask  for  our  catalogs 


to  have  a  complete  librar 
of  "ready"  suggestions  fo 
your  windows. 


To  increase  the  effec- 
tiveness of  your  dis- 
play, ask  about 
LOUIS  XVI 
DISPLAY 
FIXTURES 


Hugh  Lyons  &  Company 

"Make  Buyers  out  of  Passersby" 
Lansing,  Michigan 

SALESROOMS: 


CHICAGO 
232  So.  Franklin  St. 


NEW  YORK 
35  West  32nd  St. 
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rangement,  neatness,  relation  of  the  decora- 
tions to  the  merchandise,  posing  and  grouping 
of  forms,  the  placing  of  units  and  the  gen- 
eral appearance  of  the  display  insofar  as  it 
tends  to  impress  the  passerby  with  the  merit 
and  desirability  of  the  merchandise  shown. 

Display  managers  may  send  in  as  many 
photographs  in  each  class  and  in  as  many 
classes  as  they  may  desire.  However,  only 
one  prize  will  be  awarded  to  a  contestant  in 
each  class. 

All  photographs  must  be  of  displays  that 
have  been  made  between  Feb.  1,  1921,  and 
Dec.  15,  1921.  A, full  description  of  the  ex- 
hibit should  be  written  on  or  pasted  on  the 
back  of  the  photograph  submitted,  together 
with  the  display  manager's  name  and  the 
store's  name  and  location. 

Address  all  photographs  to  Dry  Goods 
Economist,  Window  Display  Contest,  239 
West  Thirty-ninth  Street,  New  York.  They 
must  reach  this  office  not  later  than  Dec.  25, 
1921. 

Stage  Is  All  Set 
for  St.  Paul  Meet 


i  Big  Program  Arranged  for  Conven- 
I        tion — Prominent  Speakers  to 
I  Address  Gathering 

THE  coming  convention  of  the  Interna- 
tional Association  of  Display  Managers, 
which  will  be  held  at  St.  Paul,  July  11  to 
14  inclusive,  promises  to  be  a  big  affair. 

No  store  should  refrain  from  sending  its 
display  manager  to  the  convention.  Every 
store  is  always  on  edge  for  better  windows 
and  here  is  an  opportunity  for  the  display 
manager  to  get  the  essential  dope  for  better 
ji  windows. 

Men  of  international  reputation  in  the  dis- 
t  play  world  will  address  the  delegates  and 
give  practical  demonstrations  of  their  talks. 
In  addition  there  will  be  an  exhibition  of 
every  known  device  used  by  decorators  and 
n  display  managers. 

Big  Crowd  Expected 

5'  The  Economist  is  in  receipt  of  a  com- 
munication from  B.  J.  Millward,  display  man- 
1  ager  for  Mannheiner  Bros.,  St.  Paul,  and 
'  chairman  of  the  program  committee  for  the 
,  coming  convention  of  the  I.  A.  D.  M.  His  let- 
ter follows: 

"The  annual  convention  of  the  Interna- 
tional Association  of  Display  Men  which  will 
I  meet  this  year  in  St.  Paul,  July  11,  12,  13 
and  14,  already  promises  to  surpass  any  meet- 
ing yet  held  by  our  Association  in  point  of 
attendance  and  the  many  educational  and  en- 
tertainment features  provided  for  those  at- 
tending.   There  are  sixteen  committees  com- 
posed of  the  display  men  of  St.  Paul  and  one 
man  from  Minneapolis  on  each  committee 
'l  working  on  the  details  of  this  convention,  and 
I  assure  you  that  their  efforts  will  be  very 
I  noticeable  here  next  July, 
j      "We  have  been  agreeably  surprised  at  the 
number  and  standing  of  the  men  who  have 
signified  their  desire  to  appear  on  the  plat- 
j  form  of  this  convention.    The  printed  pro- 
!  gram  which  will  soon  be  out  will  prove  this 
statement. 

j  The  Art  of  Display 

y\  "And  now  a  word  in  regard  to  the  method 
of  displaying  and  demonstrating.  I  believe 
that  we  have  all  felt  that  something  has  been 
lacking  heretofore  when  witnessing  the  many 

i  fine   demonstrations    at    other  conventions. 
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3rd  Prize 

Prises  to  be  awarded  in  each  of  the  Class 
Display  Contests. 


The  demonstration  or  display  did  not  look  as 
complete  and  finished  as  we  could  have  wished 
and  I  have  heard  members  say,  'I  certainly 
would  like  to  see  just  how  that  drape  would 
look,  or  how  that  merchandise  would  be 
grouped  in  a  real  honest-to-goodness  window.' 
Well,  fellows,  that  is  just  what  we  are  going 
to  give  the  demonstrator  this  year — a  real 
window  with  all  the  fixings,  in  fact  several 
of  them.  It  can  be  readily  seen  that  the  dem- 
onstrator will  feel  more  at  home  with  the 
proper  surroundings  and  it  certainly  will  be 
an  incentive  for  him  to  do  better  work,  as  any 
practical  display  man  can  realize  and  appre- 
ciate, and  how  much  better  it  will  look  to  the 
audience.  The  grouping  of  the  merchandise 
will,  in  a  great  many  cases,  make  or  mar  a 
display  and  again  the  treatment  of  the  back- 
ground and  placing  of  the  flowers,  foliage  and 
other  accessories  can  be  brought  out  to  much 
greater  advantage,  and  certainly  much  can  be 
learned  by  us  in  that  direction. 

Placing  Floral  Displays 

"I  have  seen  windows  that  have  been  hurt 
by  the  use  of  them  rather  than  helped  for  the 
reason  that  they  had  not  been  properly  placed 
and  properly  arranged.  There  is  nothing 
more  beautiful  or  more  attractive  than  the 
introduction  of  floral  units  in  a  display  if  they 
are  wisely  used.  They  are  the  highlights  of 
the  display  and  great  care  should  be  taken 
in  the  placing  of  them,  and,  also,  in  the  color- 
ing so  that  the  window  when  finished  will  be 
a  harmonious  and  pleasing  picture  that  will 
attract  and  create  that  desire  to  purchase 
which  is,  after  all,  the  main  object  of  the  dis- 
play.   The  proper  display  of  merchandise  is 
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not  an  easy  game  and  success  is  only  attained 
by  constant  and  diligent  effort  and  in  keep- 
ing a  little  abreast  of  the  times  and  styles. 
The  public  is  watching  the  display  man's  work 
more  than  ever  to-day  and  the  work  of  the  dis- 
play manager  is  being  recognized  as  never 
before  as  an  agency  that  tends  to  make  the 
window  and  store  an  uplift  in  the  community. 

"The  exposition  features  of  this  conven- 
tion alone  are  almost  worth  the  trip,  for 
here  will  be  gathered  together  under  one  roof 
every  accessory  and  convenience  for  the  dis- 
play man's  use,  occupying  over  16,000  square 
feet  of  space.  It  is  to  the  interest  of  every 
display  man  to  attend  this  convention  and  we 
hope  that  every  man  will  do  his  best  to  be 
here  next  July.  We  further  hope  that  every 
employer  of  a  display  man  will  insist  on  his 
attending  this  convention,  for  certainly  he 
is  the  one  who  will  be  benefited  most." 


Expense  Percentages 

(Continued  from  page  95) 

ules  we  also  present  herewith  the  percentages 
of  another  Eastern  store. 

In  Another  Eastern  Store 

In  a  store  (in  an  Eastern  center  whose 
population  in  1910  was  less  than  30,000) 
whose  sales  during  1918  were  about  $225,000, 
during  1919  were  about  $270,000  and  during 
1920  were  about  $350,000,  the  expenses  were 
as  follows : 

Percentage  on  Sales 
1918        1919  1920 


payrolls  of  various  kinds 
(but  not  including  deliv- 
ery, workroom  or  proprie- 


1220 

1180 

1090 

advertising    expense  (wot 

including  payrolls)   

160 

150 

220 

290 

240 

210 

electric  light  and  gas  

080 

080 

070 

delivery  {including  delivery 

payroll)   

050 

040 

040 

paper  and  twine  

040 

040 

030 

stationery  

010 

010 

020 

traveling  expenses  

070 

060 

040 

taxes   

110 

290 

290 

fire  insurance,  etc  

060 

060 

050 

020 

010 

007 

repairs   

007 

030 

040 

miscellaneous  (including 

telephone  and  donations). 

043 

060 

062 

total  (be  it  noted  that  this 
total  doesn't  include  in- 
ward freight  or  express- 
age)   2160       2250  2178 


^The  Retailer  Should  Speak  Up 


In  Sacramento,  Cal.,  the  stores  have  been 
publishing  ads  making  known  to  the  public 
what  it  costs  them  to  distribute  merchan- 
dise and  why.  What  are  you  doing  to  shake 
off  the  stigma  involuntarily  placed  on  you  of 
being  a  profiteer  even  in  these  days  of  de- 
clining prices? 


The  George  Muse  Clothing  Co.,  Atlanta, 
Ga.,  has  established  its  business  in  new  and 
spacious  quarters  on  Peachtree,  Broad  and 
Walton  Streets.  The  present  officers  of  the 
company  are:  Chairman  of  the  board  of  di- 
rectors, Wm.  W.  Orr;  president,  Howard 
Muse;  vice-president,  E.  Hunter  Muse;  sec-  ^  i 
retary  and  treasurer,  J.  H.  Alexander. 

Manufacturers   and  wholesalers   are   rfi- ^ 
quested  not  to  reprint  for  advertising  purposes  j 
articles  from  the  Economist. 


i  


100 


DRY  GOODS  ECONOMIST  STORE  SERVICE  AND  EQUIPMENT  SECTION 


lllllllllllllllllllllllll 


-■jlillllllllllllllllllllllllllllllllllllllllllllllllllllllllillllllllllllllllllillllllllillllllllllllHi 


PL ANETLITE 


Soft 


Powerful 


The  four  handred  department 
store  men  at  the  convention  of  the 
International  Retail  Delivery  Asso- 
ciation in  Pittsburgh  last  month  were 
attracted  by  the  demonstration  of 
the  Planetlite. 

One  immediate  result  was  that 
several  large  establishments  ordered 
trial  installations. 

Let  us  place  a  trial  installation  in 
your  store.  The  Planetlite  will 
quickly  prove  that  it  gives  ntiore  and 
better  light  at  no  increased  cost. 


Write  for  particulars 


PLANETLITE  CO.,  INC. 

Manufacturers 
15  EAST  40TH  STREET      NEW  YORK 

llilillllllllllllllilllllllllillililllil!! 


1  IF  YOU  ONLY  KNEW 

S  "I  would  not  do  without  it,"  many  merchants  have 

=  written  us  about  the  MINNICH  waste  paper  baling 

S  press. 

S  If  you  only  knew  how  much  money  the  MINNICH 

^  would  save  you  in  selling  your  waste  paper — 

E  If  you  only  knew  its  value  as  the  great  factor  in  fire 

E  prevention — 

E  If  you  only  knew  the  MINNICH  as  an  aid  to  greater 

E  order  and  cleanliness — 

S  — you  would  have  one. 

5  The  MINNICH  is  a  press  of  wonderful  power,  sim- 

—  plicity  and  durability.     A  boy  can  operate  it. 

E  Will  you  try  it?     We'll  send  a  MINNICH  on 
E  30  DAYS'  FREE  TRIAL 

E  Write  us;  and  "If  you  only  knew"  will  become  a 

E  reality. 

I  The  Minnich  Machine  Works 

E  Makers  of  Baling  Presses  for  all  Purposes 

E     Landisville  Lancaster  Co.,  Pa. 
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Equipment 

&  Supply 

Buyers' 
Directory 


CARD  WRITING  MACHINE— As  easy 
to  operate  as  a  typewriter — different 
sizes  and  styles  of  letter.  Write  for  de- 
tails. THE  PRINTASIGN  CO.,  702  E. 
40th  Street,  Chicago. 


Made  Since  1855 


Known  the  World  Over 


DISPLAY  FIXTURES — Forms  and 
Wax  Figures  bases  equipped  with 
Frankel's  Patent  Felt  bottoms— we  cre- 
ate newest  innovations.  FRANKEL 
DISPLAY  FIXTURE  CO.,  1146  Broad- 
way,  N.  Y. 


FIXTURES — DISPLAY — f;ur  line  con- 
sists of  metal  and  wood  forms,  wax 
fi«ur.-.s,  hangers.  Also  valances,  artifi- 
cial flowers."  L.  A.  FELDMAN  FIX- 
TURE CO.,  32  W.  32nd  St.,  N.  Y. 

FIXTURES — of  metal,  wood  and  glass, 
Wax  figures,  papier-mache  forms, 
v;il;infes.  etc.  Oct  catalogue.  THE 
HECHT  FIXTURE  CO.,  Medlnah  BIdg., 
Chicago,   also  65-67   E.   12th   St.,   N.  Y. 


J  &  J  Kohn  and  Mundus  Imported 
Bentwood  Furniture 


Chosen  by  hundreds  of  leading 
stores.  Handsome,  durable,  and 
economical.    Write  for  catalogue  E. 

KOHN 

Incorporated 

25-27  West  32nd  St.  1410  So.  Wabash  Ave. 
NEW  YORK  CITY  CHICAGO 


I  IGHTING  EQUIPMENT  —  Macbeth 
Artificial  daylight  lamp  with  evening 
'•otnbiri;,.tion.  .".rcr]  in  Iratling  stores. 
f;:italog.  ARTIFICIAL  DAYLIGHTING 
CO.,  Inc.,  227  W.  17th  St.,  N.  Y. 


METAL  DISPLAY  FIXTURES— for 
every  modf-rn  merchandising  need. 
All  defilrable  styles  and  finishes.  Spe- 
cial fixtures  built  to  order.  VISEL- 
DARLING  CO.,  Inc.,  Bronson,  Mich. 


TRELLIS,  MANIFOLD  ADJUSTABLE 
varieties  of  ftorc  dccor;itlon  possible 
through  this  simple  folding  Trellis:  ;iIso 
TrelllK  Stakes  and  Fan  Trellis.  EVAN 
L.  REED  MFG.  CO.,  Sterling,  III. 


DO  YOU  WANT  TO  DISPOSE  OF  EQUIPMENT? 

If  all  the  stores  into  which  the  Economist  goes 
were  combined  into  one  store  this  store  would 
occupy  over  6250  acres  of  floor  space  and 
would  take  1000  workmen  20  years  to  plaster. 

Here  is  the  largest  existing  market  for  store 
equipment.  Economist  "Wants"  reach  the 
men  who  need  the  kind  of  equipment  you 
have  to  sell. 

DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 

4900  Bryant 


Read 
This 
Issue 
Through? 


When  you  have, 
pass  it  on  to  your 
buyers,  assistants 
and  salespeople.  It 
will  pay  you  in  in- 
creased efficiency 
through  knowledge 
of  merchandise,  of 
buying,  of  selling. 


SOODS 
OMIST 

,  REC.U.S.PAT.OFF. 


)NSHIRE  CLOTH"  stamped  on  the  selvage 
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"Old  Bleach"  and  Service 

— the  original  impulse  to  buy  "Old 
Bleach"  pure  Irish  linens  is  the 
"Beauty  Appeal." 

 truly  artistic  patterns — soft,  lus- 
trous finish— the  heavy,  soft  "feel"  of 
pure  linen. 

Repeat  orders  result  from  the  long 
and  loyal  service  that  all  "Old 
Bleach"  merchandise  gives— dura- 
bihty ! 

We  have  prepared  a  selected  service 
of  advertising  copy  points  and  elec- 
trotype illustrations  for  local  adver- 
tising. If  you  can  use  any  of  these 
we  will  be  glad  to  supply  you. 


-OLD  BLEACH"  LINEN  CO,  Ltd. 

Keg.  Trade  Mark 

23  -  25  East  26th  Street  -:- 

Canadian  Representative:  W.  H.  STELEY 
22  West  Wellington  Street,  Toronto,  Ont. 


New  York 
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Why  are  silk  glove  buyers  showing  such  a  marked 
preference  for  Van  Raalte  Silk  Gloves? 

It  may  be  the  double-tipped  feature;  it  may  be  their  fine  cut 
and  finish;  or  it  may  be  their  novelty  and  variety  that 
enables  the  most  fastidious  woman  to  make  a  selection. 

But  we  are  inclined  to  believe  that  it  is  the  combination  of  all 
these  things  that  finally  influences  the  silk  glove  buyer's 
decision. 

VAN    RAALTE  COMPANY 

Fifth  Avenue,  at  16th  Street,  New  York  City 
12  West  St.,  Boston— 105  S.  Dearborn  St.,  Chicago 
25  Kearney  Street,  San  Francisco,  Cal. 

Makers  of  Van  Raalte  Veils,  Silk  Underwear,  Silk  Hosiery  and  Nets. 


mN  RAALTE 

Silk  Cloves 
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Trade  Board's  Report  Puts  Retailer  in  False  Light 


THE  report  just  rendered  by  the  Fed- 
eral Trade  Commission  in  response 
to  a  request  from  President  Harding 
contains  a.  good  deal  which  tallies  with  the 
views  held,  so  far  as  our  observations  prove, 
by  leading  members  of  the  wholesale  and  retail 
dry  goods  trade.  There  are  other  features  of 
the  report  with  which  Economist  subscrib- 
ers are  doubtless  far  less  closely  in  accord. 

The  report  was  elicited  by  a  letter  from 
President  Harding,  under  date  of  March  21 
last.  In  this  letter  the  President  referred  to 
the  deflation  in  the  price  of  most  agricultural 
products  and  asked  whether  the  reduction  had 
been  reflected  in  the  progress  of  commodities 
from  producer  to  consumer.  The  President 
also  asked  for  suggestions  as  to  remedial  meas- 
ures in  case  the  movement  had  been  halted 
anywhere  along  the  line. 

That  the  decline  in  consumptive  demand 
for  manufactured  products  is  due  partly  to  a 
buying  strike  and  partly  to  a  limitation  of 
buying  power  as  the  Commission  states,  is 
true  enough.  It  is  true,  also,  that  manufac- 
turers, though  advantaged  by  lower  material 
costs,  are  still  confronted  by  the  high  cost  of 
transportation  of  their  raw  materials  and  by 
a  cost  of  labor  which  has  not  decreased  or 
has  decreased  less  than  raw  materials  have. 
The  Commission  also  admits  that  "a  decline 
in  the  cost  of  raw  material  does  not  now  indi- 
cate a  wholly  proportionate  decrease  in  the 
cost  of  manufacture."  Far  from  it,  one  might 
well  add,  in  the  light  of  the  important  part 
which  labor  cost  plays  in  the  price  of  the  fin- 
ished product. 

It  should  also  be  observed  that  while  the 
Commission  has  reached  the  conclusion  that 
"the  movement  toward  the  reduction  of  prices 
to  the  consumer  is  retarded  chiefly  at  the  re- 
tailing stage,"  its  report  expressly  states  that 
such  a  generalization,  while  broadly  true,  can- 
not be  applied  to  every  industry  or  to  every 
phase  of  each  industry. 

We  note,  too,  the  very  accurate  statement 
that  the  retailer,  subject  to  high  rents  and  to 
uncertainty  of  markets,  is  buying  more  closely 
and  contracting  for  shorter  periods  than  ever 
before. 

In  short,  there  are  many  passages  in  the 
report  which  indicate  that  the  Commission  has 


made  a  pretty  accurate  study  of  the  situation 
and  has  endeavored  to  view  the  present  con- 
ditions from  a  broad  standpoint. 

Unfortunately,  after  making  its  introduc- 
tory statement,  the  Commission  departs  from 
the  text  the  President  had  set  for  it  and  pro- 
ceeds to  lose  itself  in  a  maze  of  words  on  a 
subject  evidently  dear  to  the  Commission's 
heart,  but  having  little  if  any  direct  relation 
to  the  subject  at  issue.  The  President  wanted 
to  know  about  the  readjustment  of  prices  to 


Fess  Said  Something 

"The  best  thing  we  can  do  is  to  free 
industry  of  the  baleful  influence  of 
governmental  interference." 

Representative  Fess  of  Ohio;  in  a  speech 
in  the  House  on  Tuesday  of  this  week. 


the  consumer;  the  Commission  goes  into  a 
long  dissertation,  touching  on  the  valorization 
of  sugar  in  Cuba,  of  coifee  in  Brazil  and  of 
cocoa  in  Ecuador.  The  actions  of  "open-price 
associations"  for  maintaining  prices  are 
scored,  but  these,  as  the  Commission  itself 
states,  are  among  manufacturers.  There  is 
also  talk  of  "a  friendly  or  so-called  'ethical' 
tempering  of  competition,"  and  this  is  de- 
scribed as  checking  the  elimination  through 
competition  of  the  less  efficient,  especially  in 
the  retail  distribution,  these  conditions  being 
described  as  tending  to  retard  price  readjust- 
ments. 

But,  it  further  appears,  that  the  retailer 
alone  is  not  to  blame:  "the  manufacturer, 
the  jobber  and  the  retailer  are  able  to  resist 
price  reduction  more  effectually  than  the 
producer  of  raw  food  products." 

AT  this  stage  the  reader  begins  to  get 
some  glimmering  of  what  the  Commis- 
sion is  really  after.  "There  is  no  complete  in- 
formation available  to  anyone  with  reference 
to  the  proper  adjustment  of  manufacturers', 
wholesalers'  and  retailers'  prices  in  any  in- 
dustry," says  the  report.  The  Commission 
would  like  to  have  authority  to  ascertain  pro- 
duction costs  and  to  determine,  moreover,  the 
accounting  methods  by  which  costs  are  to  be 


computed,  whether  in  production  or  in  distri- 
bution. And  the  Commission  seizes  the  op- 
portunity to  describe  the  legal  snags  it  has 
struck  in  its  efforts  to  determine  the  produc- 
tion costs  in  certain  basic  industries. 

Let  us  be  quite  fair  to  the  Commission.  It 
evidently  believes  that  the  possession  of  such 
information  would  be  advantageous  to  manu- 
facturers and  distributors  as  well  as  to  the 
general  public.  Thus,  the  Commission  believes 
that  "so  far  as  the  failure  of  demand  is  due 
to  a  buying  strike,  information  to  the  public 
showing  that  the  prices  asked  are  fair  prices 
will  tend  to  lead  the  public  to  resume  buying." 

But  would  such  be  the  result?  Does  the 
public  pay  so  much  heed  as  all  that  to  Govern- 
ment statements?  And  would  not  any  gain  to 
the  manufacturer  or  distributor  in  the  way  of 
increased  demand,  if  such  did  occur,  be  far 
more  than  offset  by  the  hampering  of  his  ac- 
tivities by  excessive  Government  control? 

Surely,  as  we  suggested  last  week  in  ref- 
erence to  a  passage  in  President  Harding's 
address  to  Congress  which  showed  him  to  be 
impressed  with  the  idea  that  price  adjustment 
is  still  being  held  up  by  maleficent  influences, 
the  country  has  had  enough  of  efforts  by  the 
Government  to  regulate  the  price  of  commodi- 
ties. 

The  Commission,  however,  is  strong  for 
further  regulation.  It  asks  for  new  legisla- 
tion to  strengthen  its  powers  for  obtaining 
and  publishing  "information  respecting  the 
ownership,  production,  cost,  sales  and  profits 
in  the  basic  industries  more  directly  affecting 
the  necessities  of  life — shelter,  clothing,  food 
and  fuel."  It  demands  vigorous  prosecutions 
under  the  anti-trust  laws;  yet  it  would  also 
have  "positive  encouragement  of  co-operative 
associations  of  agricultural  producers  and  of 
co-operative  consumers'  organizations."  It 
asks  the  passage  of  measures  to  eliminate 
"gambling  in  futures,"  among  other  things. 

The  Commission  also  wants  a  conference 
called  "of  official  representatives  of  the  trad- 
ing nations  of  the  world  to  consider  the  ques- 
tion of  clearing  the  channels  of  international 
trade  so  as  to  eliminate  undesirable  combina- 
tions and  to  promote  fair  competition."  Pre- 
sumably, the  Commission  would  run  atilt 
against  the  cartels  and  consortiums  and  other 


14  . 

great  trade  combinations  existing  or  now  be- 
ing formed  in  or  among  certain  European 
countries.  The  Commission  would  also  aid 
the  American  farmer  by  having  the  Govern- 
ment act  as  his  mentor  in  regard  to  market 
conditions  and  furnish  him  with  "ample  and 
suitable  local  market  and  storage  facilities." 

So  far,  little  appears  in  the  report  to  indi- 
cate that  the  Commission  blames  the  retailer 
for  the  delay  in  price  reduction.  No  case,  as 
we  see  it,  has  been  made  out  against  the  re- 
tailer in  this  report.  Yet  in  the  last  para- 
graph the  Commission  declares:    "The  analy- 
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sis  indicates  that  the  cost  of  living  must  come 
down  as  a  prerequisite  to  normal  business,  and 
that  the  first  move  should  be  in  the  reduction 
of  retail  prices." 

Read  in  connection  with  the  preceding 
long  and  involved  paragraphs  of  the  report 
this  conclusion  is  nothing  short  of  astound- 
ing. No  careful,  unbiased  reader  of  the  re- 
port can  possibly  agree  with  the  Commis- 
sion in  its  claim  that  such  a  conclusion  is 
indicated  by  its  "analysis." 

The  true  indication,  it  seems  to  us,  is  pre- 
sented in  our  analysis  of  the  "analysis"  as  set 


forth  above.    Unfortunately,  however,  few 
readers  will  take  the  pains  to  wade  through 
the  Commission's  long  and  involved  report. 
They  will  read  the  first  few  paragraphs  and 
the  last  one.    Thus  they  will  conclude  that 
the  Commission  has  shown  why  "the  first  move 
should  be  in  the  reduction  of  retail  prices." 
Indeed,  as  is  shown  by  our  Washington  letter 
on  another  page  of  this  issue,  this  is  just  what 
has  happened  among  our  legislators.  And 
thus  again  has  the  retailer  been  "made  the 
goat"  and  a  false  conception  created  as  to 
his  acts  and  his  responsibilities. 


Combat  Opposition  to  Sales  Tax  Legislation 


WE    have    never    supposed    that  the 
passage  of  legislation  providing  for 
a  sales  tax  in  place  of  the  excess 
profits  taxes  and  the  extremely  high  surtaxes 
on  large  incomes  would  be  an  easy  matter. 
We  fully  expected  that  demagogues,  in  and 
out  of  Congress,  would  come  forward  and  de- 
clare that  "such  legislation  would  take  the 
burden  of  taxation  off  the  rich  man  and  place 
it  on  the  poor  man."    We  realized  that  the 
great  majority  of  our  citizens,  including  many 
who  ought  to  know  better,  fail  to  understand 
that  all  forms  of  taxation,  with  the  possible 
exception  of  the  inheritance  tax,  are  added, 
if  the  tax  is  paid,  to  the  cost  of  commodities, 
to  rent,  to  lighting  rates,  etc.,  and  passed  on 
to  the  ultimate  consumer.    And  we  felt  sure 
that  many  would  pooh-pooh  the  fact  that  the 
burden  laid  on  the  consumer  by  the  excess 
profits  tax  far  exceeds  the  amount  which  would 
fall  on  him  as  the  result  of  a  1  per  cent  tax 
on  sales,  even  though  such  tax  were  levied  and 
paid  on  all  sales,  from  the  raw  material  to 
the  finished  product  passed  over  the  counter  in 
the  retail  store. 

So  we  are  not  one  whit  surprised  when 
Senator  Penrose  and  Representative  Mondell 
come  out  and  declare  "there  won't  be  any  sales 
tax."  The  only  surprising  thing  is  that  Re- 
publican leaders,  at  a  time  when  their  party 
is  on  trial,  can  imagine  that  what  was  won 
last  November  can  be  retained  by  large  Gov- 
ernmental deficits.  In  other  words,  how  can 
they  expect  to  hold  the  confidence  of  the  coun- 
try if  they  merely  eliminate  unpopular  forms 
of  taxation  and  fail  to  replace  them  with  some 
means  of  supplying  the  Government  with  ade- 
quate revenues? 

It  is  a  beautiful  phrase,  emitted  by  Presi- 
dent Harding  in  his  address  to  Congress,  that 
the  demand  is  not  for  the  shifting  but  for 
the  lifting  of  the  tax  burden.    But  phrases 
won't  pay  the  bills,  and  the  utter  hollowness 
of  the  phrase  from  the  standpoint  of  facts  puts 
both  the  President  and  his  advisers  in  a  far 
from  favorable  light.   They  either  know  or  do 
not  know  that  taxes,  if  paid  at  all,  are  passed 
on.    If  they  do  know   it,  their  remark  is 
equivocal;  if  they  do  not  know  it,  they  have 
made  singularly  poor  use  of  their  spare  time. 
As  public  men  they  must  also  l'>e  aware  that 
in  many  ca.ses  taxes  are  so  "shifted"  that  they 
are  not  paid  at  all.    That  the  yearly  income 
tax  paid  by  many  a  possessor  of  a  swollen  for- 


tune barely  exceeds  that  paid  by  a  small  busi- 
ness owner  or  by  a  moderate-salaried  employee 
is  notorious. 

Consequently,  this  talk  about  tax  lifting 
and  tax  shifting  is  obviously  insincere,  and  is 
intended  only  for  consumption  by  the  ignorant 
masses  and  by  the  newspapers  which  feed  their, 
ignorance. 


by  the  House.  Give  these  statesmen  all  the 
aid  and  endorsement  in  your  power.  And  help 
them  to  induce  some  of  those  tax  "shifters" 
at  Washington  to  shift  their  position  and  get 
in  line  with  what  is  dictated  by  common  sense 
and  the  country's  need. 


THE  fact  remains  that  the  business  men 
of  the  country  are  strongly  in  favor  of 
a  sales  tax  as  being  certain  and  easy  of  col- 
lection, falling  with  equal  weight  on  all,  yet 
burdensome  to  none,  and  offering  a  real  solu- 
tion to  Federal  revenue  problems. 

The  business  men  of  the  country  are  not 
scared  by  Senator  Penrose's  phrase,  "a  con- 
sumption tax."  They  are  well  aware  that  up 
to  the  adoption  of  the  Constitutional  amend- 
ment authorizing  the  imposition  of  a  Federal 
income  tax  the  revenues  of  our  Government 
were  raised  almost  wholly  by  consumption 
taxes,  in  the  form  of  duties  on  the  foreign 
merchandise  imported  and  consumed  and  of 
excise  taxes  on  the  beer,  spirits,  wines  and 
tobacco  consumed. 

Business  men  earnestly  desire  the  removal 
of  the  excess  profits  taxes  and  the  reduction 
of  the  excessive  surtaxes  on  incomes,  because 
they  realize  the  deadening  influence  of  these 
taxes  on  the  business  life  of  this  country.  But 
they  are  also  fully  aware  that  Treasury  deficits 
and  continuous  borrowing  by  the  Government 
are  far  from  conducive  to  a  healthy  business 
situation. 

What,  then,  are  business  men  going  to  do 
in  this  connection?  It  seems  clear  to  us  that 
they  will  send  forcible  appeals  to  their  Sena- 
tors and  Congressmen  in  behalf  of  the  enact- 
ment of  a  sales  tax  and  will  also  strive  to 
influence  their  neighbors  to  do  likewise. 

If  you  are  averse  to  having  your  Govern- 
ment's financial  system  headed  toward  confu- 
sion and  uncertainty,  get  busy  right  now.  Let 
your  representatives  at  Washington  know 
your  views  as  to  this  vital  matter,  and  get 
as  many  others  as  you  can  in  your  community 
to  bring  their  influence  to  bear.  There  is  a 
good  chance  for  the  adoption  of  a  sales  tax 
if  its  advocates  throughout  this  country  will 
but  bestir  themselves.  Senator  Smoot,  who 
has  introduced  a  sales  tax  bill,  is  in  himself 
a  tower  of  strength.  Representative  Bach- 
arach  is  working  for  enactment  of  a  sales  tax 


Foreign  Trade  Figures 

REALIZING  the  close  relation  between 
our  foreign  trade  movements  and  the 
supply  of  commodities  in  this  country, 
the  Economist  has  consistently  drawn  its 
readers'  attention  to  the  decline  in  our  exports 
and  the  increase  in  imports  which  has  for  some 
time  been  apparent.  In  this  connection  we 
now  point  out  that  exports  for  the  month  of 
March  show  a  decrease  of  over  20  per  cent 
from  those  of  February,  while  the  exports  of 
March,  1920,  reached  a  value  twice  as  great  as 
those  of  March,  1921. 

Imports,  on  the  other  hand,  reached  a  value 
of  $252,000,000  in  March,  as  against  $215,- 
000,000  in  February. 

Of  course,  the  lower  prices  now  prevail- 
ing as  compared  with  those  of  a  year  ago 
tend  to  lower  the  export  figures.  But  the 
same  condition  applies  to  the  imports.  The 
main  fact  stands  out  that  the  supply  of  com- 
modities for  domestic  consumption  is  being 
augmented  both  by  lessened  outgo  and  by 
increased  income.  And  the  effect  on  prices 
of  commodities  in  this  country  needs  no  ex- 
position. Every  dealer  can  figure  it  out  for 
himself. 


AMONG  the  many  live  subjects  to  be 
treated  in  next  week's  ECONOMIST  are: 
"Displays  of  Homefurnishings  for 
Trade  Building  in  a  Community";  "The  Car- 
pet Auction  and  Its  Effect  on  the  Floorcover- 
ing  Situation" ;  "Proper  Treatment  of  Linole- 
ums";  "German  Retailers'  Stocks  Remain  on 
Shelves  Because  People  Cannot  Buy";  "How 
Many  Stores  Can  Afford  to  Omit  Price  Mark- 
ings from  Windows?";  Business  Outlook  and 
Style  Prospect  in  Men's  Wear  for  the  Coming 
Season." 

There  will  also  be  described  a  new  contest 
which  the  ECONOMIST  has  planned  for  execu- 
tives of  retail  establishments. 

Don't  miss  this  issue. 
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The  Farmers  Are  Having  a  Hard 
Row  to  Hoe  but  They  Represent 

A  Great  Purchasing  Power 

Henry  C.  Wallace,  Secretary  of  Agriculture,  Gives  Telling  Pre- 
sentation of  Problems  Confronting  Tillers  of  the  Soil — Exorbitant 
Freight  Rates  Make  Profitable  Sale  of  Foodstuffs  in  Large  Centers 

Impossible  for  Producers 


Sitting  in  the  office  of  Henry  C.  Wallace, 
Secretary  of  Agriculture,  and  listening  to  his 
story  of  conditions  on  the  farm,  I  was  brought 
to  a  realization  of  two  things.  First,  that 
Mr.  Wallace  should  be  one  of  the  speakers  at 
the  next  national  assemblage  of  merchants ; 
second,  that  the  farmer  needs  a  big  adver- 
tising appropriation  to  assist  the  Secretary 
■of  Agriculture  with  the  gigantic  problems  that 
face  him  the  next  few  years. 

The  first  I'll  not  discuss,  but  I'll  send  a 
•copy  of  this  article  to  Lew  Hahn,  with  that 
paragraph  marked.  He'll  know  what  to  do 
about  it. 

Now,  why  the  advertising  man?  The  an- 
swer— to  correct  misinformation  that  news- 
papers have  spread  about  the  farmer,  and  to 
tell  facts  to  the  American  public. 

Let  us  go  into  a  few  things  that  make  a 
study  of  the  farmer  desirable  by  all, 
and  especially  by  the  merchants.  r' 

The  Farmer  Buys  \ 

The  rural  population  of  the  coun-  J 
.  try  represents  from  35  to  40  per  i 
cent  of  the  total  population  of  the  ■ 
United  States.  It  represents,  per-  [ 
Jiaps,  the  greatest  purchasing  power  i 
in  our  country.  Anything  that  af-  ■ 
fects  it  is  IMMEDIATELY  refiected  [ 
in  your  cash  drawer,  both  directly  • 
and  indirectly.  Directly  in  the  ■ 
money  the  farmer  has  to  spend — in-  | 
directly  in  that  when  city  folks  must  [ 
pay  more  for  "eats,"  they  have  less  ■ 
to  spend  for  hats  and  shoes  and  ■ 
socks,  pants,  etc.  [ 

This  great  mass  of  ouy  popula-  i- 
tion  was,  perhaps,  never  in  such  dire 
circumstances  as  to-day.  Don't  throw  up  your 
hands  and  say  "More  propaganda."  Wait  un- 
til you've  read  a  few  facts.  The  newspapers 
•of  the  country  have  done  agriculture  incalcul- 
able harm  in  recent  months  by  laying  em- 
phasis on  the  fact  that  foodstuffs  are  STILL 
high  in  price,  but  failing  to  state  WHY  prices 
lave  not  come  down. 

Rates  Keep  Prices  High 

Just  when  all  the  commodities  begin  to  hit 
the  toboggan  of  deflation,  NEW  and  HIGHER 
freight  rates  were  granted  to  the  railways. 
Eates  that  will  remake  the  agricultural  and 
industrial  map  of  America  if  allowed  to  con- 
tinue, for  it  will  be  necessary  to  bring  to 
-closer  proximity  the  great  cattle  and  grain- 
producing  communities ;  the  manufacturing 
and  cotton-producing  peoples ;  the  truck  grow- 
ers and  the  canneries,  etc. 

The  last  statement  is  even  now  being 
proved.  Canners  of  strawberries  are  repudi- 
ating contracts  with  farmers,  because  they 
are  unable  to  buy  the  berries  even  at  the  LOW 
prices  of  to-day  and  make  a  profit  on  their 
product  after  paying  the  freight. 

You  cannot  move  farms,  so  this  would  mean 


By  Ernest  C.  Hastings 

the  destruction  of  millions  of  dollars'  worth  of 
property  in  canning  factories  alone  if  the 
present  condition  were  to  continue ;  the  loss  to 
other  industries  would  be  infinitely  greater. 

Yes,  I  know  you've  looked  at  your  news- 
paper's market  page  and,  after  seeing  the 
quotations,  said:  "BUNK— ALL  BUNK! 
The  farmer  is  trying  to  get  war  prices.  He 
refuses  to  take  his  mark  down."  But  you  for- 
get that  the  prices  quoted  include  freight  and 
all  handling  charges. 

How  Profits  Disappear 

Let's  see  how  it  works  for  the  farmer. 
These  instances  are  FACTS,  not  fancies. 
Corn  can  be  shipped  to  the  Eastern  States 


from  Argentine  for  about  one-third  the  cost 
of  freight  from  our  own  corn  belt.  It  takes 
more  than  the  ENTIRE  profit  of  one  car  to 
pay  the  freight  on  two  cars  of  wheat  from  the 
Middle  West  to  the  East. 

The  Farmer  Counted  His  Change 

One  carload  of  strawberries  shipped  to 
New  York  recently  brought  a  check  to  the 
farmer  for  ($4.75)  four  dollars  and  seventy- 
five  cents.  Understand,  this  is  not  NET  re- 
turn. The  entire  cost  of  growing,  picking, 
packing,  hauling,  money  interest,  etc.,  had  to 
be  paid  from  the  $4.75.  The  farmer  "plowed 
under"  the  rest  of  his  berry  crop,  and  you 
can't  blame  him. 

Another  carload  of  potatoes  brought  a 
BILL  from  the  commission  man  for  $20  with 
an  explanation  that  the  money  received  was 
not  sufficient  to  cover  freight,  handling 
charges,  etc. 

I  am  perfectly  safe  in  saying  that  there 
isn't  a  single  crop  now  ready  for  shipment 
that  will  bring  the  FARMER  what  it  cost  to 
produce.  Oats,  corn,  etc.,  on  Iowa  farms,  for 
example,  are  20  per  cent  BELOW  PRE-WAR 
prices,  and  this  is  true  of  hundreds  of  other 


agricultural  products — some  being  as  much  as 
30  per  cent  below  pre-war  basis. 

Where  Europe  Figures 

Let  me  state  just  one  more  fact  that  miti- 
gates against  the  farmer  and  then  I'm 
through. 

As  you've  been  told  several  million  times 
before,  America  has  about  all  the  REAL  money 
in  the  world.  One  of  the  WORST  features  of 
this  is  that  farmers  in  every  country  of 
the  globe  are  willing  to  ship  their  crops  to 
America  and  sell  them  for  a  SMALL  amount 
of  gold,  rather  than  accept  the  credit  or  the 
paper  money  of  their  native  heath.  The  con- 
sequence is  that  men,  women  and  children  in 
foreign  countries  are  starving  to  death,  while 
the  United  States  is  being  STUFFED  'way  be- 
yond the  "gout  stage"  with  foodstuffs  we 
do  not  need  or  want. 

Wallace  Knows 

Unfortunately,  space  forbids  one 
going  into  the  labor,  land  and  finan- 
cial conditions  on  the  farms.  They 
are  just  as  abnormal  as  the  things 
mentioned  above. 

If  interested,  write  to  Mr.  Wal- 
lace and  he'll  send  you  more  facts. 
And,  I  might  add,  perhaps  no  man 
in  America  is  better  able  to  give  a 
dispassionate  view  of  the  farmer,  and 
farming  conditions  than  Mr.  Wal- 
lace. Besides  having  had  practical 
experience,  he  has  been  publisher  of 
one  of  the  best  farm  papers  in  the 
country  for  years.  He  knows  his 
field,  and,  with  YOUR  support  in 
tax,  tariff  and  railway  rate  revi- 
sions, will  be  able  to  put  agriculture  on  a  prof- 
itable basis  despite  the  fact  that  just  now  the 
outlook  is  blacker  and  more  disheartening 
than  ever  before  in  our  history. 


Launches  New  Policy 


The  Mabley  &  Carew  Co.,  Cincinnati, 
have  discontinued  the  use  of  comparative 
prices  in  their  advertising.  Shouldn't  won- 
der if  a  bit  later  on  Advertising  Manager 
Enck  will  tell  Economist  readers  through 
our  columns  how  this  method  works  out  with 
this  successful  department  store  concern. 
Incidentally,  President  Armstrong  told  Edi- 
tor Ditchett  when  the  latter  was  in  Cincin- 
nati recently  that  the  Mabley  &  Carew  store 
had  done  the  biggest  business  on  its  record 
during  the  first  three  months  of  1921. 

Clark  F.  Ross,  for  three  years  Pennsylva- 
nia manager  for  the  Fairchild  publications  and 
recently  sales  and  advertising  manager  of  the 
S.  S.  Miller  Hosiery  Mills,  has  entered  the 
special  advertising  management  field  in  Phila- 
delphia. 


Henry  C.  Wallace,  Secretary  of  Agriculture,  gave 
the  information  contained  in  this  article  with  the  hope 
that  it  would  promote  a  more  friendly  feeling  on  the 
part  of  retailers  toward  the  farmers. 

Business  of  every  kind  is  dependent  upon  the  agri- 
culture of  the  country,  and  farming  is  the  biggest  single 
industry  of  the  United  States. 

No  difference  where  or  how  your  store  may  be 
located  you  cannot  afford  to  ignore  the  conditions  that 
surround  the  farmer,  and  especially  those  things  that 
may  hamper  him  in  production  or  in  shipping  his 
products. 

If  you  want  information  about  agriculture  in  your  or 
any  community,  write  Mr.  Wallace  for  it. 
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If  Gov.  Miller  had  forced  a  bill  limiting 
the  number  of  sensational  divorces  that  might 
run  at  any  one  time  he  would  have  done  a 
great  good  for  New  York  newspapers. 

*  *  * 

The  world,  according  to  magazine  writers, 
may  be  on  its  last  legs,  but  said  legs  will  prob- 
ably last  a  couple  of  million  years.  Some- 
thing for  US  NOT  to  worry  about. 

*  *  * 

"Cat  skins  for  face-ache"  the  latest  in 
France.  Wonder  if  the  ache  came  from  mak- 
ing faces  at  the  Germans? 

*  *  * 

"We've  met  a  few  buyers  in  our  journeys 
who  guard  all  information  about  THEIR  de- 
partment as  a  GREAT  secret.  And,  strange 
as  it  may  seem,  they  are  the  fellows  that  al- 
ways ask  us  if  we  know  where  there's  a  good 
job  open. 

*  *  * 

An  advertisement  head— "Little  Summer 
Dresses  and  the  Lingerie  that  Goes  with 
Them."  Are  they  really  going  to  wear  'em 
or  it  again? 

*  *  * 

Now  that  Mr.  Hoover  has  the  children  of 
Europe  fed,  he's  set  out  to  put  more  business 
in  gavernment.  We  hope  he's  as  successful 
with  the  latter  as  he  was  with  the  former. 

*  *  * 

The  old  saying  that  three's  a  crowd  was 
proven  again  in  the  triple  alliance  of  England. 

*  *  * 

"My  heart  is  with  the  ocean!"  cried  the 
poet  rapturously. 

"You've  gone  me  one  better,"  said  his  sea- 
sick friend,  as  he  took  a  firmer  grip  on  the 
rail.— "Topics  of  the  Day"  Films. 


A  little  more  optimism  in  the  newspapers 
would  mean  quite  a  bit  more  happiness  for  all. 

*  *  * 

Uncle  Sam  is  always  telling  jokes.  Here's 
his  latest— "Wants  bootleggers  to  pay  taxes 
on  a  billion."  Billion  what— dollars,  quarts 
or  gallons? 

*  *  * 

London  women  are  pawning  their  jewelry 
for  safety.  Some  day  one  of  our  progressive 
United  States  burglars  will  go  over  and  steal 
the  pawn  tickets. 


Unanswered  question — why  will  a  man  buy 
a  seat  in  a  Pullman  car,  then  sit  on  the  edge 
of  the  wash  bowl  in  the  smoker  most  of  the 
trip? 

*    *  * 


Some  one  has  suggested  a  distinguished 
service  medal  for  the  man  who  lived  in  the 
same  house  with  TWO  wives.  We  might  men- 
tion the  Cross  of  War. 

*    *  * 

Shawls  for  girls — women  too— to  put 
over  their  knees  when  they  sit  down  is  open- 
ing up  another  avenue  of  trade  for  retailers. 


Just  when  all  of  us  are  getting  interested 
in  a  Sales  Tax,  Mr.  Penrose  says  we  can't 
have  it. 


Even  Sam  Gomper's  fancy  turned  to 
thoughts  of  love  in  the  spring — proving  again 
that  a  MAN  is  only  as  old  as  he  feels. 


Ribs  in  the  days  of  Adam  were  used  only 
for  the  making  of  wives,  but  a  convict  in  Sing 
Sing  recently  had  one  of  his  extracted  to 
"make  over"  a  broken  nose.  Wonder  if  the 
broken  nose  was  caused  by  the  FIRST  rib. 


How  little  the  public  appreciates  the  fights 
the  boss  and  the  Ad  Man  had  before  the  ad- 
vertisement went  to  press. 


Do  you  realize  that  farming  is  the  only 
great  industry  in  the  world  that  has  absolute- 
ly NOTHING  to  say  about  the  price  of  its 
products  ? 


You  have  succeeded  when  competition 
drags  your  name  into  every  sale  it  makes  or 
hopes  to  make. 


The  FIRST  national  bank  of  America  has 
gone  out  of  existence  since  the  present  skirt 
modes  became  prevalent. 


England  wanted  to  trade  with  Russia — 
and  she  did.  Russia  sent  over  some  Red  prop- 
aganda. 

*  *  * 

The  discharged  soldier  hastened  gladly 
home  to  see  his  wife.  He  found  her  polishing 
the  kitchen  stove,  and  slipped  quietly  up  and 
put  his  arms  around  her. 

"Two  quarts  of  milk  and  a  pint  of  cream 
to-morrow,"  she  said  without  looking  up. — 
Pick-ups. 

*  *  * 

Hughes  says  Russia  is  a  "Trade  Vacuum." 
A  vacuum  is  a  place  where  there  "ain't  noth- 
ing." 

*  *  * 

Mr.  LaFollette  is  afraid  the  Government  is 
going  to  be  run  by  lobbyists.  Worse  things 
might  happen. 

*  *  * 

A  manufacturer  of  front  lace  corsets  re- 
lates this  story  of  an  old  Italian  woman  and 
her  first  corset:  The  woman  had  been  in  a 
hospital  and  upon  her  recovery  was  advised 
that  she  should  wear  a  corset,  whereupon  a 
corsetiere  was  sent  for  and  she  was  fitted  in 
the  hospital.  On  the  first  morning  following 
the  delivery  of  the  corset  it  disappeared  from 
where  it  had  been  left  by  the  nurse,  at  the 
woman's  bedside.  The  nurse  inquired:  "But 
where  is  your  new  corset?" 

"I  have  heem  here,"  said  the  woman.  "It 
sleep  so  good,  I  keep  heem  on  all  night." 

*  *  * 

La  Follette  has  just  discovered  that  "the 
people  are  no  longer  in  control  of  their  gov- 
ernment." Let's  see,  where  has  Mr.  La  Fol- 
lette been  for  several  years?  We  don't  re- 
call any  extended  trip  that  he's  been  on. 


Prohibition  Commissioner  says  he's  "hav- 
ing trouble  to  keep  drug  stores  from  becoming 
liquor  stores."  Another  thing  most  of  us  re- 
fuse to  worry  about. 


Wheat  $1.10,  labor  any  old  price.  Fine 
prospect  for  a  farmer  demand  for  high-class 
dry  goods. 

*  '  *  * 

The  man  who  knows  little  is  proud  that  he 
knows  so  much;  the  man  who  knows  a  lot  is 
sorry  he  knows  so  little. 

*  *  * 

Enthusiasm  that  flashes  up  at  a  word,  like 
powder  thrown  on  the  fire,  soon  dies  out  in 
smoke. 

*  *  * 

The  only  "figgers"  that  lie  are  women's,, 
and  they  can't  lie  much  in  1921  costumes. 

*  *  * 

Checks  are  scarce  in  ginghams,  they  say^ 
but  not  half  as  scarce  as  checks  in  our  bank 
book. 


There  was  a  time  when  you  could  guess 
the  age  of  woman  by  the  length  of  her  skirts. 
But  the  only  thing  you  can  guess  now  is  the 
length  of  her  hose. 
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Retail  Prices  Hold  Back  Business 
Recovery,  Federal  Body  Opines 

Costs  Are  Not  Receding  in  Sympathy  with  Wholesale  Levels, 
Officials  Assert  — "Buyers'  Strike"  Believed  Imminent  — Sales 
Tax  Hearings  Must  Give  Way  to  Emergency  Tariff 


THERE  is  unmistakable  evidence  that  all 
Government  agencies  have  accepted 
vpithout  question  the  declarations  of 
the  Federal  Trade  Commission  to  the  effect 
that  the  retailers'  failure  to  adjust  their  price 
lists  to  lower  levels  is  deterrent  to  economic 
and  business  recovery.  The  significance  of 
this  condition  cannot  be  easily  minimized  or 
ignored  by  progressive  and  enterprising  mer- 
chants throughout  the  country.  Analysis  of 
expressions  of  high  Government  officials,  in 
public  and  in  private,  indicates  quite  strongly 
the  extent  of  a  decided  belief  that  wholesale 
prices  have  fallen  but  retail  prices  have  not 
declined  proportionately. 

Ordinarily,  the  charges  and  insinuations 
of  the  Federal  Trade  Commission  may  be 
easily  discounted,  but  in  this  instance  they 
seem  to  have  gained  the  support  of  the  Ad- 
ministration in  their  campaign  to  reduce  re- 
tailers' prices. 

Prices  Not  Reflected 

It  is  known  that  the  Cabinet  is  seriously 
considering  the  recommendations  of  the  Com- 
mission and  has  discussed  them  in  detail.  In 
fairness  to  the  Federal  officials,  who  have 
doubts  as  to  the  sincerity  of  the  retailer  in 
co-operative  movements  toward  price  reduc- 
tion, it  must  be  said  that  they  have  made  cer- 
tain compensating  allowances  for  overhead  and 
maintenance  charges,  which  fall  heavily  upon 
the  retailer,  before  condemning  him.  Basing 
their  opinions  on  their  ovm  analysis  of  official 
price  statistics  and  economic  conditions,  these 
officials,  who  are  unquestionably  well  informed 
as  a  rule,  contend  that  the  retailer  is  how 
making  larger  profits  than  has  been  possible 
heretofore  when  the  wholesaler  or  manufac- 
turer demanded  higher  prices.  In  other  words, 
there  is  a  strong  feeling  that  the  marked  de- 
cline in  wholesale  prices  is  not  reffected  in  the 
dealers'  price  list. 

It  is  manifest  that  the  Government  is  not 
particularly  hostile  to  the  retailer.  On  the 
contrary,  they  are  unwilling  to  let  the  condi- 
tion continue  indefinitely  because  they  fear 
the  ultimate  effect  on  business  generally.  Gov- 
ernment officials  make  no  secret  of  the  fact 
that  danger  lurks  in  existing  conditions  be- 
cause "a  buyers'  strike  is  imminent." 

Stabilization  in  Sight 

Federal  economists  and  legislators  who 
claim  to  have  the  welfare  of  the  people  and 
industry  at  heart  insist  that  the  maintenance 
of  comparatively  high  retail  prices  in  the  face 
of  sharp  declines  in  wholesale  and  production 
costs  must  inevitably  produce  a  detrimental 
effect  when  the  public  learns  of  the  difference 
between  manufacturers'  or  jobbers'  quota- 
tions and  dealers'  prices. 

In  an  analysis  of  wholesale  prices  in  March, 
as  published  by  the  Bureau  of  Labor  Statis- 
tics, there  are  signs  of  stabilization  in  whole- 
sale prices,  A  digest  of  the  reports  received 
from  representative  markets  of  the  country 
indicates  a  gradual  cessation  of  general  price 
decline.  However,  in  the  group  of  cloths  and 
clothing,  a  degree  of  from  3  per  cent  is  noted 
in  March  as  compared  with  the  preceding 
month.     The   index  numbers  of  wholesale 
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prices  of  this  group  for  March  of  last  year 
and  the  past  month  show  a  decline  of  46  per 
cent,  while  farm  products  declined  nearly  48 
per  cent.  House  furnishings  slumped  161/2 
per  cent  during  the  year.  It  is  officially  re- 
ported that  all  commodities,  taken  in  the  ag- 
gregate, were  nearly  36  per  cent  cheaper  than 
in  the  corresponding  month  of  last  year.  This 
applies  only  to  wholesale  prices  for  March. 

Discount  Rates  Argued 

The  Federal  Reserve  Board  has  discussed 
the  problems  of  the  retailer,  manufacturer  and 
producer  in  conference  with  the  officials  of  the 
twelve  Reserve  banks.    It  is  understood  that 


Traveling  Salesmen 
Back  Sales  Tax 

The  sales  or  simplicity  tax  got  a 
boost  last  Saturday  night  when  each 
one  of  the  2000  traveling  men  who 
attended  the  banquet  of  the  National 
Council  of  Traveling  Salesmen's  Asso- 
ciations at  the  Hotel  Astor  sent  a  tele- 
gram from  the  banquet  hall  to  his  rep- 
resentative at  Washington  urging  the 
support  of  pending  legislation  provid- 
ing for  a  1  %  turnover  sales  tax. 

The  National  Council,  which  repre- 
sents the  bulk  of  the  traveling  sales- 
men of  the  country,  is  conducting  a 
vigorous  campaign  in  favor  of  the  pro- 
posed levy. 

The  organization  is  distributing  a 
Simplicity  Tax  penny  which  carries  the 
message,  "Write  your  Congressman 
and  recommend  the  1  %  Simplicity 
Tax.  " 


the  question  of  lower  discount  rates  was  up 
for  argument  but  the  conclusions  of  the  con- 
ferences in  this  respect  were  not  made  public. 
There  has  been  some  talk  about  extending 
better  credit  terms  to  merchants  and  others, 
but  as  the  policy  of  the  Federal  Reserve 
Board  is  to  allow  each  banker  to  pass  upon 
the  qualifications  of  the  applicants,  it  is  doubt- 
ful whether  this  lessening  of  restrictions  will 
have  much  effect  upon  credit  conditions  now. 

It  has  been  announced  by  Senate  leaders 
that  the  hearings  on  the  sales  tax  must  wait 
upon  the  Emergency  Tariff.  Hearings  have 
begun  on  this  measure,  and  it  is  expected  that 
the  President's  signature  will  be  affixed  within 
ten  days.  The  proposal  for  a  sales  tax  has 
met  strong  opposition  in  the  House  where 
Congressman  Mondell  of  Wyoming,  the  Re- 
publican leader,  has  condemned  it.  He  said: 
"There  isn't  going  to  be  any  sales  tax.  There 
will  not  be  any  for  two  reasons :  First,  sales 
tax  under  the  American  form  of  government 
cannot  be  justified  save  as  a  war  emergency 
measure,  and  second,  for  the  reason  that  what 
the  country  needs  and  is  demanding  is  a  lift- 
ing and  not  a  shifting  of  the  tax  burden,  and 


therefore  there  must  be  no  additional  taxes." 

This  statement  is  of  great  importance  to 
sales  tax  advocates  because  Congressman  Mon- 
dell wields  tremendous  power  in  the  House, 
He  has  said  that  additional  taxes  will  not  be 
required,  and  has  suggested  a  lighter  tax  by 
refunding  the  public  debt.  The  majority 
leader  has  openly  advocated  the  repeal  of  the 
excess  profits  tax  and  other  burdensome  levies, 
which  he  regards  as  impediments  to  progress. 
He  is  confident  that  the  sales  tax  will  not  get 
through  the  House,  though  it  has  powerful 
friends  in  the  Senate. 

Congressman  Griffin,  of  New  York,  has  in- 
troduced a  bill  in  which  it  is  proposed  to  amend 
the  Revenue  Act  of  1918  in  regard  to  the  com- 
putation of  surtax  on  income  of  individuals 
and  the  computation  of  war  profits  and  the 
excess  profits  tax  on  the  income  of  corpora- 
tions. 

The  measure  provides  for  increases  in  the 
surtax  of  individual  incomes  of  $100,000  and 
upward  ranging  from  55  per  cent  to  100  per 
cent  when  the  net  income  exceeds  $500,000. 
His  bill  would  allow  an  exemption  of  $3,000  to 
domestic  corporations  only,  plus  an  amount 
equal  to  8  per  cent  of  the  invested  capital  for 
the  capital  year.  It  will  be  noted  that  the 
percentages  are  almost  confiscatory. 

Trade  Body  Makes  Report 

In  response  to  a  House  resolution,  the  Fed- 
eral Trade  Commission  has  forwarded  to  Con- 
gress its  report  on  cotton  yarns,  dealing  with 
price  changes  during  the  years  1914  to  1919 
inclusive,  in  relation  to  the  increases  in  the 
cost  of  labor  and  raw  material  entering  into 
the  production.  While  the  report  treats  pri- 
marily on  manufacturing,  it  has  a  direct  bear- 
ing on  concerns  which  deal  in  cotton  yams. 

The  Commission's  inquiry  into  the  costs, 
prices  and  profits  of  the  combed  cotton  yam 
industry  was  limited  to  25  per  cent  of  the  pro- 
duction. The  examination  of  the  books  of  the 
companies  showed  throughout  the  period  of 
rising  prices  from  1916  to  1919  the  average 
price  realized  for  yarns  advanced  in  about 
the  same  proportion  as  the  average  cost  of 
cotton  in  yarns,  but  more  rapidly  than  labor 
cost  and  other  conversion  costs,  thereby  re- 
sulting in  greatly  increased  profits  from  1916 
to  1919^  inclusive. 

Advances  Below  Market  Levels 

The  Commission  explained  that  notwith- 
standing the  fact  that  the  average  selling 
prices  realized  by  manufacturers  increased 
greatly,  their  advance  was  less  than  the  ad- 
vance in  the  current  market  prices  of  yarns, 
because  manufacturers  followed  their  usual 
practice  of  selling  a  considerable  part  of  their 
output  on  contracts  for  deliveries  extending 
over  considerable  periods,  and  were  therefore 
able  to  take  advantage  of  spot  prices  on  only 
part  of  this  period. 

The  retailer  who  found  it  difficult  to  obtain 
satisfactory  factory  prices  during  the  last  half 
of  1919  will  readily  agree  with  the  Commis- 
sion that  prices  of  manufacturers  advanced 
much  more  rapidly  than  costs  and  the  profits 
were  larger  than  during  any  other  periods  of 
similar  length  from  1914  to  1919.     W.  L.  D. 


It 


18 


DRY  GOODS  nCONOMlST,  APRIL  23,  1921 


Store  Puts  PTlethod  Into  Special  Sale 
And  It  Goes  Over  With  a  Bang 

Every  Detail  of  Rike-Kumler  Co.  Event  Carefully  Planned — En- 
tire Personnel  Hears  Address  of  Concern's  Head  —  Pageant  Un- 
folds Spirit  of  Business — Stories  with  Real  News  Value  Emanating 
from  Store  Find  Their  Way  Into  Columns  of  Local  Press  with 

Fine  Advertising  Results 


THE  success  which  attended  the  Sixty- 
eighth  Anniversary  Sale,  held  March 
19  to  April  2  by  The  Rike-Kumler  Co., 
Dayton,  Ohio,  was  due  largely  to  three  out- 
standing features.  First,  the  careful  and  sys- 
tematic planning  of  every  detail  of  the  event; 
second,  the  splendid  co-operation  of  the  entire 
organization;  through  frank  explanation  of 
the  aims  of  the  firm  and  the  arousing  of  en- 
thusiasm by  means  of  meetings  and  prelimi- 
nary entertainment  every  member  of  the 
organization  was  made  to  feel  that  they,  per- 
sonally, were  an  essential  part  in  the  under- 
taking. Third,  that  the  merchandising  pro- 
gram provided  for  at  least  one  new  item  from 
each  department  for  each  day  of  the  sale.  No 
merchandise  was  displayed  or  sold  until  the 
day  on  which  it  was  scheduled  to  be  advertised. 

Definite  steps  in  regard  to  the  sale  were 
first  taken  when  the  board  of  managers  held 
a  meeting  in  January  at  which  the  general 
conduct  of  the  sale  was  discussed  and  its  pos- 
sibilities weighed  carefully.  Shortly  after  the 
meeting  of  the  board  of  managers  a  meeting 
of  the  buyers  was  called  and  the  plans  as  out- 
lined by  the  board  were  clearly  explained  to 
them.  The  buyers  were  then  asked  to  make 
a  list  of  fifteen  merchandise  items  which  they 
would  expect  to  feature  during  the  sale,  ar- 
ranging the  items  so  three  would  be  featured 
for  the  first  day  and  one  for  each  succeeding 
day  of  the  sale  except  the  last  day,  when  all 
odds  and  ends  of  merchandise  would  be  dis- 
posed of. 

Buying  Budgets^Made 

The  buying  budgets  were  made  out  on  the 
basis  of  the  anticipated  purchases  of  each 
buyer  after  each  one  had  presented  tentative 
outlines  of  his  plans. 

A  week  before  the  buyers  started  on  their 
New  York  trip  two  divisional  merchandise 
men  were  sent  from  the  stcre  to  the  New  York 
office  to  prepare  the  way  for  the  work  of  the 
buyers.  Advertisements  were  run  in  a  daily 
trade  publication  and  the  New  York  Times- 
stating  that  Rike-Kumler  buyers  would  be  in 
the  New  York  office  the  following  Monday  to 
secure  special  lots  of  merchandise  for  the  sale. 


By  C.  F,  Kumler 

In  order  to  have  all  in  readiness  for  the  ar- 
rival of  the  buyers  the  merchandise  men  listed 
appointments  with  New  York  houses  for  meet- 
ings with  their  buyers  on  Monday. 

Saturday,  Feb.  12,  the  entire  group  of  buy- 
ers left  Dayton  on  a  special  car  for  New  York 
and  arrived  here  Sunday.  They  were  ready 
to  begin  work  Monday  morning.  This  day 
was  spent  in  the  New  York  office  keeping  ap- 
pointments made  by  the  merchandise  men  and 
inspecting  the  various  lines  of  goods  pre- 
sented. The  remainder  of  the  week  was  util- 
ized combing  Eastern  markets  and  making 
selections  of  merchandise.  In  this  way  the 
buyers  were  able  to  determine  the  pulse  of 
the  general  market  and  to  secure  quantities  of 
very  desirable  merchandise.  The  buying  was 
completed  by  the  last  of  the  week  and  the 
party  left  New  York  Saturday,  Feb.  20,  on  a 
special  car  for  Dayton. 

From  the  time  the  buyers  returned  home 
until  the  sale  opened,  meetings  were  held  in 
each  department  two  or  three  times  a  week, 
at  which  the  sale  plans  were  discussed,  and  as 
new  merchandise  was  received  the  department 
head  would  display  it  to  the  members  of  the 
section  and  explain  its  selling  points. 

Rike  Makes  Address 

Tuesday  morning,  March,  15,  Frederick  H. 
Rike,  president  of  the  company,  called  a  meet- 
ing of  all  the  store  employees  and  in  a  brief, 
inspiring  talk  reviewed  the  general  plans  for 
the  sale,  and  asked  the  hearty  co-operation  of 
every  member  of  the  organization  in  making 
it  a  success.  Following  his  address,  "pep" 
songs  were  sung  and  the  meeting  seemed  to 
bring  the  entire  organization  into  the  spirit 
of  the  sale  undertaking. 

The  fact  that  the  entire  organization  had 
already  been  "sold"  on  the  sale  plans  was  evi- 
dent from  the  first  minute  of  the  employees' 
banquet  which  was  held  Wednesday  evening, 
March  16.  The  banquet  took  place  in  the 
public  dining  room  on  the  sixth  floor  and  was 
attended  by  the  entire  organization. 


A  three-course  dinner  was  served,  and  just 
before  the  serving  of  the  last  course  the  lights 
in  the  room  were  turned  out  and  a  huge  "birth- 
day cake"  six  feet  in  circumference  and  six 
feet  in  height  was  brought  into  the  room.  As 
the  table  bearing  the  "cake"  was  rolled  into 
the  room  all  stood  and  joined  in  singing  the 
first  verse  of  "America." 

Singing  Fills  Air 

At  the  close  of  the  banquet  a  song  leader 
led  in  the  enthusiastic  singing  of  a  number  of 
"pep"  songs,  all  cleverly  written  parodies  on 
popular  airs.  The  parodies  were  written  by 
store  people  and  extolled  the  Anniversary  Sale. 

The  main  feature  of  the  banquet  program 
was  a  very  impressive  and  beautiful  pageant, 
"Big  Business,"  which  was  written  and  pre- 
sented by  members  of  the  store  "family." 

Big  Business  was  seated  upon  the  stage 
and  about  him  was  built  a  shrine ;  figures  rep- 
resenting Honesty,  Service,  Satisfaction,  Loy- 
alty, Golden  Rule,  Faith,  Education  and  Prog- 
ress entering  and  putting  in  place  sections  of 
Ionic  pillars  bearing  the  name  of  the  principle 
they  represented.  The  joining  of  the  pillar3 
by  an  arch  marked  "co-operation"  caused  much 
enthusiasm.  The  shrine  when  completed  rep- 
resented the  principles  by  which  the  store  is 
endeavoring  to  build  a  fitting  throne  for  Big 
Business.  The  pageant  closed  with  a  tableau 
in  which  Big  Business  and  the  Store  Spirit 
stood  within  the  shrine,  which  was  illuminated 
with  electric  lights,  throwing  into  bold  relief 
the  names  of  the  principles  represented.  The 
effect  was  quite  impressive. 

Honorable  Business  the  Goal 

Following  the  pageant,  Mr.  Rike  gave  an 
address  in  which  he  spoke  of  the  responsibility 
which  rests  on  the  store  to-day  to  maintain 
the  high  standard  of  the  past  and  to  sustain 
the  reputation  gained  by  the  early  members 
of  the  firm  who  made  the  store  notable  for 
honorable  business  dealing. 

I.  G.  Kumler,  vice-president  of  the  com- 
pany, presided  over  the  program  of  the  even- 
ing. At  its  close  the  floor  was  cleared  for 
dancing. 


The  windoiv  displays  carried  Ihc  spirit  of  Ihe  anniversary  event. 


The  contrast  between  the  styles  of  1853  and  1021  ivas  strikingly  brought  out. 
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In  order  to  have  everything  in  readiness 
for  the  opening  of  the  sale  Saturday  morning, 
March  19,  the  store  was  closed  at  5  o'clock 
Friday  evening.  The  decorations,  which  con- 
sisted of  Japanese  cherry  blossoms  and  large 
colored  posters  bearing  the'  anniversary  sale 
design,  were  put  in  place,  and  the  entire  store 
made  ready  for  the  opening. 

At  8  o'clock  Saturday  morning  the  entire 
store  organization  attended  brief  but  impres- 
sive opening  exercises,  which  were  held  on  the 
first  floor.  Mr.  Rike  read  the  plans  for  the 
future  of  the  store  as  outlined  by  the  board  of 
managers,  and  handed  the  plans  to  his  son, 
David  Rike,  who  placed  them  in  a  chest,  which 
was  sealed  and  will  not  be  opened  until  1928, 
when  the  company  will  celebrate  the  seventy- 
fifth  anniversary. 

Firm  Gets  Presentation 

The  members  of  the  firm  were  given  a 
pleasant  surprise  when,  as  a  token  of  their  love 
and  loyalty,  they  were  presented  by  the  em- 
ployees with  sixty-eight  beautiful  American 
Beauty  roses.  The  presentation  was  made  by 
Miss  Kathryn  Maloney,  who  has  been  in  the 
employ  of  the  store  for  twenty- 
eight  years. 

When  the  doors  opened  at 
8:30  o'clock  the  crowd  of  sev- 
eral hundred  which  had  gath- 
ered about  the  doors  surged 
down  the  aisles,  and  the  sale 
was  on. 

Before  the  sale  opened  each 
buyer  had  been  asked  to  pre- 
sent estimates  of  the  possible 
amount  of  his  sales  for  the 
day.  When  the  estimates  were 
computed  the  total  figures 
looked  impossible  of  achieve- 
ment, but  the  sales  for  the  first 
day  not  only  reached  the  fig- 
ures but  exceeded  them  by  46 
per  cent.  For  the  first  day  of 
the  sale  each  department  pre- 
sented  the  three  articles 
planned  for  that  occasion,  and 
each  day  of  the  sale  one  special 
purchase  item  was  brought  for- 
ward and  at  least  six  articles 
from  regular  stock  were  spe- 
cially priced. 

This  plan  gave  an  entirely 
new  list  of  attractions  for 
every  day,  made  the  advertising  attractive 
and  sustained  interest  throughout  the  sale. 
Each  day  presented  a  new  set  of  opportunities 
that  the  public  was  not  slow  in  grasping.  All 
merchandise  was  held  back  until  the  day 
scheduled  for  it  to  run,  and  the  program  as 
planned  was  faithfully  carried  out. 

A  week  before  the  announcement  of  the 
.sale  a  "teaser"  campaign  was  carried  on 
through  the  newspapers.  The  ad  consisted  of 
a  two-column  six-inch  cut  bearing  the  anni- 
versary sale  design,  but  the  only  announcement 
on  it  was  as  follows :  "One  of  the  most  im- 
portant announcements  ever  made  will  appear 
in  this  paper  soon.    WATCH  FOR  IT." 

Tuesday  the  15th  the  advertising  campaign 
was  launched.  Sixty-three  thousand  four-page 
advertising  circulars  were  distributed  in  Day- 
ton and  thirty  surrounding  towns.  The  daily 
papers  in  the  city  carried  an  attractively  ar- 
ranged full-page  story  of  the  sale  and  also 
news  stories,  giving  the  sale  program  and  the 
announcement  of  the  Anniversary  Essay  Con- 
test. 

Patrons  Are  Circularized 

The  same  day  hundreds  of  circular  letters 
were  sent  out  to  patrons  in  Dayton  and  sur- 
rounding towns  telling  in  an  informal  way  of 
the  sale  opportunities.  Each  department  head 
had  been  asked  to  make  out  lists  of  customers 


to  whom  letters  should  be  sent.  When  the 
letters  were  ready  for  mailing  each  salesperson 
personally  signed  the  ones  on  her  list,  thus 
giving  the  letter  a  person-al  touch.  In  order 
to  avoid  duplication  from  the  different  de- 
partments the  letters  were  carefully  checked 
over.  On  March  15  letters  also  were  sent  out 
to  all  the  school  teachers  of  Dayton  announc- 
ing the  Essay  Contest  which  was  one  of  the 
publicity  features  of  the  sale  program. 

Following  was  the  scheme  of  this  contest: 

Group  1 

Open  to  all  pupils  of  the  grade  schools  of 
Dayton. 

Subject,  "The  Development  of  Dayton 
Since  1853." 

Group  2 

Open  to  all  High  School  students  in  the 
city  of  Dayton. 

Subject,  "Dayton's  Future." 

Group  3 

Open  to  all  residents  of  Dayton  and  vicin- 
ity who  are  fifty  years  of  age  or  over. 

Subject,  "Dayton  in  1853." 

The  rules  for  the  contest  were  as  fol- 
lows : 


This  photo  of  portion  of  the  street  floor  shows  the  decorative  scheme  used. 
Japanese  cherry  blossoms  were  tastefully  arranged  in  baskets  attached  to  the 
pillars. 


1.  Contest  opens  March  15,  closes  Thurs- 
day, March  31. 

2.  Essays  are  limited  to  1000  words. 

3.  Essays  must  reach  office  of  Contest  Ed- 
itor not  later  than  April  1. 

To  each  group  three  prizes  were  offered, 
as  follows:  First  prize,  $25;  second  prize, 
$15;  third  prize,  $10. 

Three  judges  passed  upon  the  essays  and 
awarded  the  prizes.  The  essays  were  num- 
bered and  the  names  of  the  contestants  were 
not  known  to  the  judges  until  after  the  awards 
were  made.  The  Sunday  papers  of  April  10 
carried  full-page  stories  telling  of  the  contest, 
giving  names  and  pictures  of  the  prize  win- 
ners and  also  the  prize  essays. 

Much  interest  was  manifested  in  the  event, 
especially  among  the  older  people  in  the  city. 
In  the  schools  the  teachers  and  pupils  took  an 
active  part  in  the  contest,  the  teachers  pre- 
senting the  contest  rules  to  the  pupils,  en- 
couraging them  to  take  part,  and  helping  them 
in  the  study  of  the  events  of  the  period. 

Friday  evening  before  the  opening  of  the 
sale  the  anniversary  copy  of  The  Vision,  a 
store  paper,  was  distributed  to  the  employees. 
The  issue  was  devoted  almost  exclusively  to 
a  history  of  the  store,  its  growth  and  develop- 
ment, Dayton  in  the  period  of  1853,  pictures 
and  brief  histories  of  the  founders  of  the 
firm,  pictures  of  the  interior  and  exterior  of 


the  old  store,  group  pictures  of  employees  who 
have  been  in  the  store  twenty-five  years  and 
over  and  ten  years  and  over,  and  other  pic- 
tures and  articles  of  interest. 

Stationery  Carries  Message 

Beginning  March  15  all  correspondence 
was  written  on  special  letterheads  designed 
especially  for  the  anniversary  sale. 

The  anniversary  sale  design  was  also  used 
on  all  package  stickers,  these  stickers  being 
placed  on  packages  sent  out  after  March  14. 

Price  cards  carrying  headings  similar  to 
newspaper  headings  were  printed  and  used  on 
all  merchandise. 

Badges  in  the  shape  of  red  paper  hearts 
bearing  the  anniversary  sale  design  and  the 
words  "How  We  Have  Grown"  were  worn  by 
all  employees  during  the  sale. 

In  order  to  keep  the  store  organization  in 
close  touch  with  the  progress  of  the  sale,  "Pep" 
sheets  were  printed  and  distributed  through- 
out the  store  each  day. 

Sheets  Sharpen  Interest 

These  sheets  gave  the  standing  of  each  de- 
partment for  the  day  and  also 
carried  a  clever  little  cartoon 
story,  "The  Five  Little  Pigs," 
which  brought  out  in  a  perti- 
nent way  some  of  the  sale  pos- 
sibilities. 

Throughout  the  sale  special 
news  stories  were  run  in  the 
local  papers,  bringing  out  some 
feature  of  interest  in  connec- 
tion with  the  store  affairs. 
The  stories  were  written  in 
such  a  way  as  to  emphasize  the 
general  news  features  and  were 
accepted  by  the  papers.  Sev- 
eral pictures  were  used  in  con- 
nection with  them,  and  the 
Sunday  papers  carried  special 
features  with  interesting  lay- 
outs. Pictures  of  the  store  in 
1853,  both  interior  and  ex- 
terior; a  street  scene  in  1853, 
groups  of  Rike-Kumler  em- 
ployees who  have  been  with  the 
organization  for  periods  of 
twenty-five  years  and  more  and 
ten  years  and  more;  the  in- 
terior of  the  store  showing  the 
anniversary  sale  decorations 
and  a  flashlight  of  the  crowd  attending  the 
"Old-Fashioned  Tea  Party,"  were  among  the 
pictures  used  for  the  Sunday  papers. 

They  Get  Into  Print 

Pictures  showing  a  scene  at  the  employees' 
banquet  and  a  group  of  young  women,  dressed 
in  the  costumes  of  the  period  of  1853,  who 
served  as  hostesses  at  the  Old-Fashioned  Tea 
Party,  appeared  in  the  photogravure  section  of 
the  Sunday  edition  of  one  of  the  papers.  Pic- 
tures of  the  first  floorwalker  and  the  first 
woman  clerk  in  Dayton;  the  1853  Window  Dis- 
play and  the  history  of  the  articles  in  it  fur- 
nished material  for  feature  copy.  Through 
the  news  stories  the  activities  of  the  store 
were  kept  before  the  public  daily. 

Windows  Attract  Crovi^ds 

A  feature  of  the  window  decorations  which 
attracted  much  attention  was  a  window  repre- 
senting the  period  of  1853.  The  quaint  fur- 
nishings and  costumes  were  loaned  by  promi- 
nent Dayton  people  and  were  quaint  and  beau- 
tiful. The  window  proved  a  strong  drawing 
card  and  was  surrounded  almost  constantly 
by  an  interested  crowd.  News  stories  in  the 
papers,  telling  who  had  loaned  the  articles, 
and  bits  of  history  in  connection  with  them, 
also  added  to  the  interest. 
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Factors  That 
Affect  Trade 
In  Dry  Goods 

Impetus  Given  to  Foreign  Trade, 
Building    and    Steel  Output- 
Foodstuffs  Cheaper— Many 
Textiles  Sold  Up 

MONDAY  saw  the  opening  of  the  newly 
organized  International  Acceptance 
Bank  in  New  York.  With  its  fully 
subscribed  capital  of  $15,250,000,  much  of 
which  has  been  taken  by  foreign  interests,  a 
decided  help  to  our  export  and  import  trade 
should  be  afforded.  The  new  banking  institu- 
tion will  operate  under  the  supervision  of  the 
Federal  Reserve  Board. 

Building  operations  are  steadily  increas- 
ing as  is  shown  by  reports  to  Bradstreet's 
from  155  cities  in  which  the  building  per- 
mits issued  in  March  reached  a  total  of  $118,- 
436,947.  This  is  a  gain  of  47.6  per  cent  over 
the  total  of  February— interesting  reading  for 
heads  of  homefurnishings  sections  of  stores. 

Nearer  Pre-War  Basis 

Reductions  in  prices  named  by  the  U.  S. 
Steel  Corporation  and  by  the  independent  pro- 
ducers have  done  much  to  clear  the  air  in  the 
business  world. 

Steel  is  regarded  by  many  as  an  excellent 
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trade  barometer,  and  everything  that  tends  to 
increase  the  consumption  of  steel  is  consid- 
ered helpful  to  trade  in  all  of  the  leading  com- 
modities. Prices  of  steel  are  considered  only 
temporary  with  further  cuts  in  the  near  fu- 
ture inevitable. 

Corn  and  wheat  are  again  at  pre-war 
prices,  with  a  bear  market  as  a  consequence. 
Nobody  is  satisfied  with  a  price  of  $1.10  for 
wheat— the  farmer  least  of  all.  Looks  almost 
as  though  in  this  case  deflation  has  been  too 
sudden — the  price  of  bread,  however,  con- 
tinues at  recent  levels. 

Freight  Rates  and  Production 

Freight  rates  are  blamed  for  the  present 
low  production  of  pig  iron — about  one-third  of 
maximum — and  in  several  other  important 
commodities  production  is  less  than  it  should 
be  as  a  consequence  of  the  high  cost  of  moving 
raw  materials  and  finished  products.  Looks  as 
though  President  Harding's  conference  with 
railroad  men  was  called  at  just  the  right  time. 

The  spurt  that  has  been  witnessed  in  the 
automobile  industry,  especially  in  Detroit  and 
Toledo,  is  an  impressive  testimonial  to  the 
ability  of  American  consumers  to  secure  such 
commodities  as  they  desire.  It  augurs  well 
for  the  immediate  future  movement  of  dry 
and  furnishing  goods. 

Raw  Cotton  Gaining 

In  spite  of  the  menace  of  the  English 
strike,  raw  cotton  has  held  firm,  with  slight 
fluctuations  and  a  tendency  to  rise  on  the  least 
sign  of  general  improvement.  This  is  due 
partly  to  a  more  cheerful  feeling  regarding 
the  business  outlook  and  partly  to  a  better  de- 


Hoover  Confers 
With  Business 
Paper  Editors 

Proposed    Regrouping    of  Govern- 
mental Units  Discussed — Possi- 
bilities of  Commerce  Dept. 
Gone  Into 

Washington  Office  of  the  Dry  Goods  Economist, 
816  Fifteenth  St.  N.  VJ. 

ON  Tuesday  evening  of  last  week  Secre- 
tary of  Commerce  Hoover  conferred  on 
some  of  the  problems  of  his  department 
with  the  editors  of  a  number  of  business  pa- 
pers located  in  New  York  and  other  centers. 
At  this  conference,  which  Mr.  Hoover  invited 
the  editors  to  attend,  the  Economist  Group  of 
publications  was  represented  by  S.  H.  Ditchett 
and  Ernest  C.  Hastings  of  the  DRY  Goods 
Economist,  Edward  F.  Roberts  of  the  At- 
lantic Coast  Merchant,  and  Flint  Garrison  of 
the  Drygoodsman. 

Among  the  subjects  taken  up  were  the 
more  important  functions  of  the  Commerce 
Department  and  directions  in  which  these 
functions  may  be  expanded,  with  a  view  to 
increasing  the  value  of  the  services  rendered 
by  the  department  to  the  various  industries 
of  the  country. 

The  proposed  regrouping  of  the  Govern- 
ment's administrative  units,  so  as  to  eliminate 
the  overlapping  of  functions  which  now  exists 
also  came  in  for  consideration.  This,  it  was 
felt,  would  not  merely  lead  to  economies  on 
the  part  of  the  Government  but  to  something 
equally,  if  not  ever  more  important,  viz.,  the 
saving  of  a  great  amount  of  time  and  energy 
for  business  men  having  dealings  with  the 
Government  or  visiting  a  certain  department 
with  a  view  of  obtaining  information. 


The  great  number  of  governmental  agencies 
which  have  come  into  being  and  which,  being 
outside  of  any  department,  report  only  to  the 
President  of  the  United  States,  thus  burden- 
ing his  office  to  a  point  almost  beyond  endur- 
ance, were  also  discussed. 
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Herbert  Hoover 

A  number  of  suggestions  which  the  editors 
had  prepared,  relative  to  the  functions  of  the 
Department  of  Commerce  and  of  certain  of  its 
subsidiary  bureaus,  came  in  for  consideration. 

As  a  result  of  the  conference,  a  date  was 
set  for  the  holding  of  a  regular  monthly  meet- 
ing of  the  secretary  with  the  business  paper 
editors,  at  which  developments  of  importance 
to  the  business  world  will  be  brought  up  and 
considered. 


mand  for  cotton  goods  here  and  abroad.  Much 
encouragement  has  been  derived  from  reports 
of  substantial  shipments  of  cotton  goods  from 
this  country  to  China,  India  and  the  Near  East 
■ — the  first  important  export  movement  of  tex- 
tiles in  many  months.  Manchester  also  con- 
tinues to  send  encouraging  reports  in  spite  of 
the  strike  menace.  Spot  cotton  was  quoted 
at  12.30  cents  on  Monday. 

Call  for  Gray  Goods 
Gray  goods  have  been  strengthened  some- 
what by  the  firmness  of  the  cotton  market  and 
by  an  improved  demand.  The  demand  has 
been  confined  chiefly  to  the  print  cloth  con- 
structions, although  there  is  a  better  under- 
tone in  sheetings.  Fine  goods  have  been  quiet. 
Mills  generally  are  unwilling  to  sell  at  cur- 
rent quotations  for  delivery  beyond  June. 
Print  cloths  were  quoted  on  the  New  York 
market  early  this  week  on  the  basis  of  6%, 
cents  for  5.35  yard  38i/4-inch  64x60's. 

More  Lines  Sold  Up 

The  announcement  by  the  Amoskeag  Man- 
ufacturing Co.  that  its  gingham  lines  have 
been  sold  up  for  fall  furnishes  confirmation  of 
the  strength  of  this  class  of  goods  and  has 
lent  encouragement  to  the  market  generally. 
A  further  sign  of  the  firmness  of  the  market 
is  the  continuance  of  spring  prices  on  cheviots 
and  chambrays  for  delivery  to  the  end  of 
June.  Current  retail  demand  is  concentrated 
largely  on  organdies,  Swisses,  printed  crepes, 
plisses  and  a  variety  of  white  goods  needed 
for  May  sales.  There  is  more  call  for  printed 
dress  cottons  than  was  anticipated  in  the  be- 
ginning of  the  season.  Standard  prints  and 
domestics  are  in  good  demand. 

Woolens  and  Silks 

As  time  advances,  the  strength  of  the  wool 
goods  market  becomes  more  pronounced.  Cut- 
ters plainly  underbought  piece  goods  for 
spring,  getting  caught  on  a  tight  market,  and 
they  are  desirous  of  avoiding  a  similar  experi- 
ence for  fall.  In  addition  it  is  generally  ex- 
pected that  with  lower  labor  costs  there  will 
be  a  large  distribution  of  fall  garments.  There 
is  no  change  in  the  raw  wool  market. 

Silks  continue  active  and  production  is  re- 
ported to  be  well  engaged  for  some  months 
ahead.  There  is  no  change  in  the  nature  of 
the  demand,  although  satin  crepes  are  being 
much  talked  about  lately.  The  raw  silk  mar- 
ket has  been  experiencing  a  sort  of  minor 
boom,  and  there  is  considerable  fear  in  the 
trade  lest  an  artificial  stimulation  of  this 
market  spoil  the  satisfactory  progress  being 
made  in  the  fabric  market.  It  is  generally 
conceded  that  higher  prices  for  silks  are  not 
desirable.  The  fact  remains,  however,  that 
raw  silk  is  very  active,  with  small  stocks  of 
desirable  sorts  available  for  quick  delivery. 
Prices  are  stiffer.  Sinshiu  No.  1,  sold  at  $6.30 
a  pound  this  week. 

Women's  Garments 

Interest  in  the  garment  field  is  centered  in 
the  efforts  made  by  the  Cloak,  Suit  & 
Skirt  Manufacturers'  Protective  Association 
to  reduce  producing  costs.  The  demand  for 
the  acceptance  of  lower  wages,  for  longer 
working  hours  and  for  the  right  of  discharge 
is  bound  to  be  contested  by  the  operatives,  but, 
nevertheless,  some  method  of  reducing  prices 
must  be  put  in  operation  in  the  near  future. 

The  holding  of  Lace  and  Embroidery  Week 
undoubtedly  helped  in  the  movement  of  a  con- 
siderable quantity  of  goods.  Nearly  every 
window  along  Fifth  Avenue  and  the  other 
shopping  districts  of  New  York  was  filled  with 
laces,  either  in  bulk  or  in  completed  garments. 

The  ribbon  demand  still  centers  in  wide 
sash  ribbons  of  various  weaves,  such  as  taffe- 
tas,, satins,  brocades  and  tinsels.  Wide  gros- 
grains  are  favored  for  millinery. 
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An  Ex-Salesman  Goes  Back  to  Old 
Store  and  Makes  a  Discovery 


After  Studying  Methods  of  Salesmanship  Employed  in  Two  Typi- 
cal Cases  He  Decided  That  Uniform  and  Consistent  Selling  System 
Is  One  Big  Step  in  Cutting  Down  Store's  Overhead 


A GOOD  many  articles  on  how  to  improve 
selling  service  are  written  by  educa- 
tional directors  and  other  store  offi- 
cers. They  are  always  illuminating  and  help- 
ful because  they  are  based  on  store  practice. 
Many  other  such  articles  are  written  by  ex- 
perienced salespeople,  and  they  are  always 
excellent  because  they  are  backed  by  actual 
experience  in  doing  what  is  written  about. 

This  article  outlines  the  observations  of 
a  customer  who  has  worked  in  a  store  long 
enough  to  have  the  viewpoint  of  the  educa- 
tional director,  the  salesperson 
and  the  store  proprietor.  His 
only  advantage  is  that  he  is  now 
only  a  customer,  with  recent  store 
experience  as  a  background.  This 
individual  does  not  have  to  serve 
customers  any  more.  But  he  has 
to  be  a  customer.  He  cannot 
wholly  detach  himself  from  store 
life,  although  he  no  longer  has 
anything  to  do  with  the  manage- 
ment or  operation  of  any  store. 

Not  long  ago  he  asked  a  store 
proprietor  whom  he  knew  well  to 
let  him  clerk  for  two  weeks  just 
for  old  times'  sake.  The  proprie- 
tor was  short-handed  and  gladly 
welcomed  him. 

It  seemed  a  bit  odd  at  first 
standing  behind  a  counter  ready 
to  serve  a  customer  after  two 
years  away  from  the  work!  It 
wouldn't  have  seemed  so  strange 
if  the  lapse  of  time  had  been  five 
or  ten  years.  But  two  years  had 
served  only  to  obliterate  the  con- 
sciousness of  being  a  salesman; 
it  had  obliterated  none  of  the 
ability  to  sell  nor  the  knowledge 
of  goods  or  customers  previously 
passed  by  the  ex-salesman. 

The  ex-salesman  wondered  whether  he 
would  be  awkward  in  his  movements  or  un- 
certain about  how  to  look  or  act  or  speak 
when  the  first  customer  appeared.  It  both- 
ered him  a  little.  He  tried  to  recall  his  first 
day  as  a  real  clerk  some  thirty  years  ago  and 
to  compare  the  feeling  then  and  now.  He 
was  interrupted  in  this  bit  of  self-analysis 
by  hearing  a  pleasant  bass  voice  saying: 
"My  wife  says  it's  time  for  some  medium 
weights.  I've  come  in  to  see  what  you  can 
do  to  help  me." 

The  ex-salesman  looked  up  and  into  the 
smiling  face  of  a  solid-looking  citizen  of 
about  45  years.  He  was  well  dressed, 
looked  prosperous  and  had  all  the  appear- 
ance of  a  man  who  knew  what  he  wanted 
and  how  to  get  it,  yet  he  seemed  a  little  help- 
less when  the  medium  and  light  weight  union 
suits  were  laid  out  before  him. 

A  Plea  for  Aid 

"She  always  buys  'em  for  me.  Knows  the 
kind,  wool,  cotton  and  the  mixtures.  But  she 
couldn't  get  out  this  week  and  it's  getting 
pretty  warm.   Is  this  what  I  need?" 

After  a  few  minutes  the  customer  went 
out  satisfied,  smiling  and  supplied  with  three 
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suits  of  medium-weight  underwear  of  the 
right  kind.  The  ex-salesman  put  his  stock 
back  in  place,  cleared  off  the  counter  and 
wiped  a  fine  bead  off  his  forehead. 

It  wasn't  gone — that  real  ability  to  serve 
• — after  two  whole  years  at  something  else, 
came  right  back  like  riding  a  bicycle  after  a 
long  interval  of  not  riding  one. 

Yes,  it  was  all  there  in  his  head — the 


one  young  man  of  only  a  few  months'  ex- 
perience. 

The  older  man  lost  quite  a  few  sales 
daily;  the  younger  one  lost  a  sale  or  two, 
but  not  so  frequently  as  "he  wore  out  the 
patience  of  his  customer  and  had  to  call 
some  one  else  to  finish  the  sale.  Both  these 
men  had  fair  intelligence,  some  native  abil- 
ity or  aptitude  for  salesmanship.  But  their 
delivery  as  the  base  ball  scoAt  would  put 
it,  wasn't  uniform.  It  varied  with  custom- 
ers. The  trouble  was  the  same  with  the  two 
  men,  but  expressed  itself  differ- 
ently. 


What  Does  Better  Salesmanship 
Come  From? 


First,  it  comes  from  an  understanding  of  any  kind  of  sales- 
manship— good,  indifferent,  poor — because  selling  is  never 
much  improved  until  store  proprietor  and  salespeople  get  the 
idea  that  selling  is  service. 

Second,  it  comes  from  the  appreciation  of  the  fact  that 
the  customer's  satisfaction  is  the  only  accurate  measure  of  good 
selling.  An  arbitrary  store-standard  is  useless  as  a  basis  for 
improvement  so  far  as  individual  progress  goes. 

Third,  it  comes  from  the  ability  to  apply  selling  methods 
to  different  lines  of  goods  in  the  stocks.  Every  item  in  the 
store  is  not  like  every  other  item  because  different  people  buy 
and  use  the  same  kind  of  goods.     People  are  not  alike. 

Fourth,  it  comes  from  a  w^ell-defined  sense  of  permanent 
values  on  the  salesperson's  part.  If  he  has  this  sense  each 
and  every  sale  he  makes  is  a  source  of  personal  education  to 
him.  He  profits  by  studying  his  ow^n  work,  the  w^ay  an  artist, 
author,  physician  or  plumber  does. 

Fifth,  good  salesmanship  and  improved  selling  methods 
so  far  as  the  individual  salesperson  goes  depends  primarily  on 
the  attitude  of  the  store  authorities  as  regards  the  first  four 
sources  of  good  salesmanship  outlined  above.  An  ambitious, 
studious  salesperson  cannot  do  his  best  in  a  store  w^here  the 
general  standard  of  selling  is  low. 


Lessons  Not  Absorbed 


ability  to  serve  a  customer  well.  And  so  the 
two  weeks  passed.  He  worked  one  week  in 
the  men's  furnishings  and  another  in  the 
men's  clothing,  his  old  post.  Then  he  went 
back  to  being  just  a  customer.  But  he  found 
out  something  else  besides  the  things  he 
found  out  about  his  own  ability.  He  found 
out  that  selling  goods  at  retail  'has  not 
changed  since  his  first  try  at  it  thirty  years 
ago  nor  since  his  dropping  it  two  years  ago. 

He  studied  the  work  of  his  fellows  dur- 
ing the  two  weeks.  Studied  them  as  an  ex- 
customer,  however,  not  as  an  ex-salesman, 
although  that  is  what  he  was  at  the  time. 

He  gives  a  summary  of  his  impressions 
in  a  five-paragraph  analysis  in  the  center  of 
this  page.  How  he  got  the  impressions  out- 
lined there  is  interesting.  Here  is  how  it  is 
explained : 

Why  Poor  Salesmen  Sell  Poorly 

No  one  but  an  ex-salesman  could  have 
discovered  the  reasons  for  poor  salesmanship 
on  the  part  of  a  few  people  in  the  men's  fur- 
nishings, although  any  one  could  see  there 
was  some  poor  selling  going  on.  This  was 
noticed  particularly  in  the  case  of  one  mid- 
dle-aged salesman  of  long  experience  and 


The  older  man  had  never 
learned  the  simple  elements  of 
good  salesmanship,  being  a  hang- 
over from  a  day  when  stores  gave 
no  special  training  but  just  hired 
a  new  man  and  let  him  pick  up 
what  he  could  learn  from  observa- 
tion ;  the  young  man  had  attend- 
ed classes  in  the  store's  educa- 
tional department  but  did  not 
seem  to  profit  greatly  by  them. 

The  ex-salesman  finally  anal- 
yzed the  two  cases  this  way:  the 
old  man  could  not  rid  himself  of 
the  idea,  absorbed  twenty  years 
ago,  that  customers  were  invented 
so  stores  could  sell  goods  at  a 
profit.  He  thought  of  merchan- 
dise as  something  to  sell  rather 
than  as  something  to  use.  His 
idea  of  service  was  reversed  in 
terms  of  to-day. 

The  young  man  seemed  un- 
able to  think  of  a  shirt  or  a  pair  of 
socks  in  terms  of  the  customer. 
He  could  think  of  them  only  as 
he  saw  them.  The  older  salesman 
had  the  the-customer-ought-to-buy  idea;  the 
younger  one  had  no  imagination. 

The  store  lost  money  every  day  because 
of  these  two  weaknesses;  not  because  they 
are  incurable  weaknesses  but  because  there 
is  no  one  in  the  store  who  knows  they  exist. 

How  to  Measure  Good  Service 

The  ex-salesman  found  out  that  neither 
of  these  salesmen  knew  how  to  measure  serv- 
ice in  terms  of  the  satisfied  customer.  The 
older  man  thought  he  had  done  well  when 
he  sold  one  article  no  matter  if  the  cus- 
tomer should  have  needed  and  purchased  a 
dozen  of  it;  he  thought  the  purchase  of  an 
article  pleased  the  customer  rather  than  the 
anticipation  of  getting  comfort  or  pleasure 
out  of  wearing  or  using  it. 

The  younger  salesman  tried  to  interest 
his  customers  in  other  goods,  but  with  no 
idea  of  linking  one  purchase  to  another  or 
of  suggesting  allied  articles.  His  standard 
for  good  service  seemed  to  be  "keep  on  sug- 
gesting until  you  hit  on  something  wanted." 
Neither  of  these  salesmen  could  improve  his 
selling  ability  because  neither  had  any  prac- 
tical standard  by  which  to  measure. 

Both  the  old-time  seller  and  the  young 

(Continued  on  page  82) 
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Review  of  Conditions  in  Raw  Material 
Markets  Discloses  Varied  Prospects 

Here  Is  Summing  Up  of  Situation,  but  Do  Not  Draw  Conclusions 
from  It  That  Are  Sweeping  —  General  Financial  Conditions  and 
the  Matter  of  Taxation  Influence  Production  Costs — Relation  of 
Supply  and  Demand  in  Product  Has  Direct  Bearing  on  Subject 


IN  estimating  the  probable  trend  of  future 
prices  a  good  deal  of  importance  is  at- 
tached in  the  minds  of  most  business  men 
to  the  raw  material  situation.  The  importance 
of  the  raw  material  situation  as  a  factor  in 
prices,  however,  is  usually  overestimated.  It 
13  one  of  many  factors,  often  a  minor  one,  and 
is  frequently  negatived  altogether  by  other 
conditions  surrounding  production  and  dis- 
tribution. For  example,  in  the  spring  of  1920 
when  the  price  of  woolen  and  worsted  goods 
had  neared  its  peak,  and  was  still  rising,  the 
world  was  carrying  a  surplus  of  over  three 
billion  pounds  of  raw  wool. 

We  have  repeatedly  emphasized  that  the 
main  direct  determining  factor  in 
the  price  of  a  manufactured  article 
is  the  relation  of  supply  and  demand 
in  that  article.  The  other  direct  de- 
termining factor  is  the  cost  of  pro- 
duction, which  includes  the  price  of 
the  raw  material.  An  indirect  fac- 
tor which  has  a  most  important 
bearing  on  price  is  the  general  finan- 
cial situation. 


By  W.  D.  Darby 

this  fact  in  mind  if  one  is  not  to  be  led  com- 
pletely astray  by  the  contemplation  of  raw 
material  statistics. 

The  cotton  situation  has  been  reviewed 
frequently  in  these  columns.  To  recapitulate 
briefly,  it  is  about  as  follows :  Before  the  war 
the  world  was  using  nearly  25,000,000  bales 
of  cotton  annually.  Working  to  capacity  it 
could  probably  consume  considerably  more 
than  that  now.  The  consumption  for  1915-16 
was  24,500,000  bales.  This  was  not  the 
capacity  consumption  for  that  season,  as  the 


Taxation  Enters  Scene 


This  affects  supply  and  demand 
by  influencing  purchasing  power;  it 
affects  production  costs  by  influenc- 
ing the  supply  and  price  of  capital, 
and  in  other  ways,  and  it  directly 
affects  the  price  of  goods,  especially 
in  the  form  of  taxation.  For  in- 
stance, if  this  country  has  to  pay 
$5,000,000,000  in  Federal  taxes  dur- 
ing the  coming  year,  not  to  speak  of 
state  and  municipal  taxes— which  is  the  pleas- 
ant prospect  confronting  us — all  this  money 
must  come  out  of  the  price  of  goods. 

Taking  the  cost  of  production  as  one  of 
the  three  chief  factors  in  determining  the 
price  of  manufactured  goods,  we  find  that  the 
price  of  the  raw  material  is  only  one  of  many 
elements  which  go  to  make  up  this  cost.  Pro- 
duction cost  includes  among  other  things 
labor,  fuel,  transportation,  depreciation,  in- 
terest on  capital,  and  such  items  as  bleaching, 
dyeing  and  finishing  materials,  office  and  sell- 
ing expense  and  so  forth.  The  importance  of 
the  price  of  raw  material  in  this  total  may  be 
illustrated  by  the  fact  that  a  variation  of  five 
cents  a  pound  in  the  price  of  middling  cotton 
would  make  a  difference  of  less  than  a  cent  a 
yard  in  the  production  cost  of  a  64  x  60 
percale. 

The  Raw  Material  Market 

Nevertheless,  the  price  of  raw  material 
ha.s  a  considerable  bearing,  both  direct  and 
indirect,  on  the  price  of  the  finished  product, 
and  for  this  reason  it  may  be  of  interest  to 
review  the  immediate  prospects  of  the  chief 
raw  material  markets  which  affect  the  dry 
goods  trade.  To  some  extent  the  course  of 
these  markets  will  influence  the  price  of  the 
products  derived  from  them,  but  it  cannot  be 
too  .strongly  emphasized  that  this  influence 
may  not  be  important.    It  is  essential  to  bear 


The  complexities  of  the  present  business  situation 
make  the  probable  future  trend  of  the  markets  par- 
ticularly difficult  to  gauge,  and  the  minds  of  business 
men  are  exceedingly  mixed  and  puzzled  regarding  the 
outlook  for  the  near  future. 

Among  numerous  inquiries  received  from  Econo- 
mist readers  concerning  prospects  for  fall,  special  in- 
terest is  expressed  in  the  raw  material  situation,  and 
in  compliance  with  the  many  requests  for  information 
on  this  subject  the  Economist  presents  herewith  a  re- 
view of  conditions  in  the  chief  raw  material  markets. 

It  must  be  borne  in  mind,  however,  that  raw  ma- 
terial is  only  one  of  many  factors  which  influence  the 
price  of  goods  and  that  the  statistical  position  of  any 
raw  material  is  not  a  sure  index  of  the  price  trend  in 
the  finished  product. 


mills  of  Northern  France  and  Poland  were 
affected  by  military  invasion  and  the  cotton 
goods  industries  of  the  Central  Powers  were 
hampered  by  the  blockade. 

The  number  of  cotton  spindles  in  the  world 
in  1916  was  estimated  at  149,785,000,  while 
the  number  in  1920  was  estimated  at  151,313,- 
000.  In  view  of  the  increase  in  spindleage 
and  the  fact  that  world  production  of  cotton 
goods  in  the  season  1915-16  fell  short  of 
capacity,  it  is  obvious  that  the  present  pro- 
ductive capacity  of  the  world's  cotton  industry 
would  under  normal  conditions  consume  con- 
siderably over  25,000,000  bales  of  cotton 
annually. 

Cotton  Production  Drops 

Now,  the  world's  average  production  of 
raw  cotton  falls  far  short  of  this  amount.  It 
was  estimated  at  20,823,000  bales  for  the  sea- 
son 1915-16,  21,082,000  bales  for  the  season 
1918-19,  and  19,842,000  for  the  season  1919-20. 
For  the  season  1920-21  it  is  roughly  estimated 
at  about  20,000,000  bales,  and  the  present 
pospects  are  that  the  amount  will  be  consider- 
ably smaller  for  the  season  1921-22. 

Owing  to  the  great  curtailment  of  cotton 
manufacture  during  the  last  few  years  we  are 
facing  a  carryover  into  the  next  season  of 
about  11,500,000  bales.  (Some  estimate  the 
carryover  of  American  cotton  alone  as  amount- 
ing to  almost  that  much,  but  the  best  judg- 
ment figures  the  probable  carryover  of  Ameri- 


can cotton  at  about  9,000,000  bales.)  Esti- 
mates of  the  forthcoming  crop  are,  of  course, 
the  merest  guess  work.  But  it  is  not  likely 
to  exceed  20,000,000  bales,  while  it  may  not 
amount  to  more  than  18,000,000  bales.  So  we 
have  a  probable  supply  of  cotton  next  season 
amounting  to  between  29,000,000  and  31,000,- 
000  bales. 

More  Apparent  Than  Real 

Deducting  from  this  the  25,000,000  or 
more  bales  which  the  world  is  capable  of  con- 
suming during  the  course  of  a  year,  we  face 
the  fact  that  a  normal  world  consumption  of 
cotton  between  July,  1921,  and  July,  1922, 
would  leave  a  carryover  into  the 
crop  year  of  1922  amounting  to  be- 
tween 4,000,000  and  6,000,000  bales. 
Allowing  for  the  amount  of  non- 
usable,  spoiled  and  wasted  cotton  in- 
cluded in  this  amount,  the  carry- 
over would  be  barely  suflftcient  to 
provide  against  the  normal  varia- 
tion in  the  cotton  crop  and  the  in- 
adequacy of  the  supply  in  the  face  of 
a  continuance  of  normal  consump- 
tion. The  great  surplus  of  raw  cot- 
ton, therefore,  is  more  apparent 
than  real. 

The  raw  wool  situation  is  alto- 
gether different.  No  exact  figures 
on  the  consumption  of  wool  for 
recent  years  are  available,  except  in 
the  case  of  the  United  States  and 
England;  but  as  far  as  can  be  esti- 
mated from  these  figures  the  annual 
world  consumption  of  wool  is  con- 
siderably less  than  the  annual  world  pro- 
duction. Consumption  of  wool  in  the  United 
States,  however,  is  about  twice  the  domestic 
production;  and  this  is  an  important  fact  to 
remember. 

Excess  Wool  Crop 

The  annual  world  production  of  wool  is 
about  2,800,000,000  pounds,  while  the  annual 
world  consumption  amounts  to  no  more  than 
about  2,000,000,000  pounds,  although  the  con- 
sumption of  wool  is  on  the  increase  while  the 
production  of  it  is  on  the  decline.  For  the 
immediate  future,  however,  we  face  a  wool 
crop  substantially  in  excess  of  consumptive 
demand,  and  in  addition  we  have  a  carryover 
of  considerably  more  than  3,000,000,000 
pounds — or  enough  to  supply  the  mills  of  the 
world  for  nearly  two  years,  even  if  not  a  single 
fleece  were  to  be  clipped  in  the  meantime. 

In  the  United  States  the  annual  wool  clip 
amounts  to  about  300,000,000  pounds— it  is 
estimated  at  about  280,000,000  pounds  for 
1921 — while  annual  imports  of  wool  amount 
to  about  450,000,000  pounds.  Pre-war  con- 
sumption averaged  about  500,000,000  pounds 
annually  and  consumption  during  the  war  ran 
as  high  as  725,000,000  pounds.  For  the  year 
1919,  when  production  of  wool  goods  was 
severely  curtailed  for  several  months, /the  con- 
sumption was  about  620,000,000  pounds;  so  we 
can  reasonably  assume  that  the  present  con- 
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suming  capacity  of  the  American  wool  goods 
industry  under  normal  conditions  is  some- 
where around  700,000,000  pounds  annually,  or 
considerably  more  than  twice  the  domestic 
production  of  raw  wool. 

Importations  of  raw  wool  during  the  last 
few  years  have  been  very  heavy,  and  these, 
added  to  the  severe  curtailment  of  production 
in  the  wool  goods  industry  in  1919,  1920  and 
1921,  have  resulted  in  an  accumulation  of 
stocks  which  on  March  23  of  this  year 
amounted  to  about  721,000,000  pounds.  Add- 
ing to  this  the  estimated  clip  of  about  280,- 
000,000  pounds  we  have  a  total  supply  for 
1921  of  1,001,000,000  pounds — an  amount  very 
much  in  excess  of  probable  domestic  require- 
ments. 

It  must  be  remembered,  however,  that  this 
supply  is  not  necessarily  assorted  according  to 
domestic  requirements.  The  cloth  industry  in 
this  country  uses  a  large  proportion  of  fine 
wools.  These  fine  wools  constitute  no  more 
than  half  of  the  total  world  production  and 
come  mainly  from  Australasia,  South  Africa 
and  South  America.  But  even  supposing  that 
the  present  large  stocks  of  wool  in  the  United 
States  include  a  proportionate  amount  of  the 
finer  wools,  the  exclusion  of  foreign  wools 
would  result  in  an  actual  shortage  of  wool  in 
this  country  within  the  next  two  years. 

Higher  Wool  Prices  Seen 

The  imposition  of  a  high  tariff  on  imported 
wools,  therefore,  would  certainly  result  in 
raising  the  price  of  wool  to  the  American  con- 
sumer, although  it  would  not  and  could  not 
exclude  foreign  wools  altogether.  So  we  can 
count  with  absolute  confidence  on  a  higher 
price  for  raw  wool  before  very  long,  in  spite 
of  the  fact  that  the  world  is  loaded  down  with 
surplus  stocks  and  is  assured  of  a  more  than 
adequate  supply  of  wocl  for  many  years  to 
come. 

World's  Silk  Supply 

Raw  silk  is  in  a  much  stronger  position 
than  either  wool  or  cotton.  As  in  the  case  of 
cotton  there  must  be  in  the  near  future  a  sub- 
stantial increase  in  the  world's  supply  of  raw 
silk  if  there  is  not  to  be  an  acute  shortage  of 
the  material,  but  unlike  cotton  there  is  no  com- 
fortable surplus  to  carry  the  world  over  a 
possible  shortage  in  the  immediate  future. 
Actual  figures  on  the  production  and  consump- 
tion of  raw  silk  are  impossible  to  obtain,  but 
from  a  study  of  the  export  and  import  figures 
of  the  different  producing  and  consuming 
countries  it  is  possible  to  arrive  at  a  rough 
approximation  of  the  facts. 

Production  of  raw  silk  in  Europe  for  the 
season  1919-20  is  estimated  at  about  4,927,000 
pounds  and  in  the  Levant  at  2,293,000  pounds. 
Exports  of  Asiatic  silk  for  the  same  season 
amounted  to  about  51,000,000  pounds,  and  as 
the  Japanese  and  Chinese  domestic  consump- 
tion of  silk  is  estimated  at  about  30  per  cent 
and  about  55  per  cent  of  the  domestic  crop 
respectively,  we  may  roughly  figure  the  total 
Asiatic  crop  at  about  92,000,000  pounds.  Add- 
ing to  this  the  crops  of  Europe  and  the  Levant 
we  have  a  total  world  supply  of  somewhat  over 
99,000,000  pounds. 

An  estimate  of  the  consumption  is  more 
difficult  to  arrive  at.  On  the  basis  of  a  30 
per  cent  and  a  55  per  cent  consumption  of  their 
respective  crops  Japan  and  China  consume 
over  38,000,000  pounds  annually  between  them. 
The  total  imports  of  raw  silk  from  all  sources 
into  the  United  States  in  1919  amounted  to 
44,816,918  pounds  and  this  may  be  taken  to 
represent  the  present  consuming  capacity  of 
the  United  States.  Deducting  from  the  Euro- 
pean crop  the  amount  exported  and  adding  to 
it  the  amount  imported  from  the  Far  East  and 
the  Levant  we  get  a  European  consumption  of 
over  18,000,000  pounds.    This  would  give  us 


a  total  annual  consumption  of  more  than 
101,000,000  pounds. 

These  figures,  of  course,  are  very  loosely 
approximate.  Those  for  the  United  States  are 
probably  excessive.  On  the  other  hand  the 
silk  industry  of  the  United  States  is  con- 
stantly expanding.  Taken  on  the  whole,  and 
allowing  for  substantial  inaccuracies,  these 
figures  plainly  show  that  the  world  produc- 
tion of  raw  silk  is  barely  equivalent  to  the 
demand  under  normal  conditions.  Stocks  at 
present  are  light  in  all  the  principal  markets, 
and  the  immediate  prospect  for  raw  silk  is  at 
least  a  firm  market  with  the  probability  of  a 
rising  one  if  improvement  in  the  fabric  mar- 
ket is  maintained. 

The  Flax  Situation 

Flax  is  actually  scarce.  The  scarcity  of 
flax  has  been  more  acute  than  has  been  seen 
in  recent  years  in  any  other  raw  material. 
But  the  situation  is  improving  and  the  im- 
provement is  likely  to  be  progressive.  The 
rapidity  of  the  improvement  depends  to  a 
large  extent  on  the  rate  of  economic  recovery 
in  Russia,  as  in  normal  years  Russia  produced 
about  70  per  cent  of  the  world's  total  supply 
of  flax.  This  supply  amounted  to  about  714,800 
tons  annually,  of  which  Russia  produced  about 
497,300  tons. 

The  next  most  important  centers  of  sup- 
ply were  Austria,  North  Caucasus,  Germany 
and  Poland,  which  produced  between  them 
about  135,500  tons.  Belgium  is  an  important 
source  of  supply  to  the  Irish  mills  because  of 
the  high  quality  of  its  product,  but  its  normal 
production  is  small,  amounting  only  to  about 
12,500  tons. 

Russia  has  been  out  of  the  market  for 
several  years  and  it  is  impossible  to  estimate 
how  soon  she  can  begin  to  count  substantially 


Sketched  by  an  Economist  artist 

A  slip-over  dress  of  washable  black  and 
white  Fan-ta-si,  triiniiicd  zvifh  black  silk  braid 
and  worn  with  a  zvhite  kid  belt.  From  Claire 
Belle  Dresses. 


again.  There  have  been  reports  from  time  to 
time  of  great  stocks  of  flax  available  for  ship- 
ment from  Russia  as  soon  as  trade  with  West- 
ern Europe  was  resumed.  But  according  to 
latest  reports  there  are  only  about  600  tons 
in  storage  at  Reval  and  a  few  thousand  tons 
at  Riga,  although  there  may  be  considerably 
more  in  the  interior. 

The  large  production  of  Germany  and 
Austria  is  consumed  chiefly  by  the  domestic 
mills  under  normal  conditions.  There  is  no 
available  information  regarding  the  present 
status  of  either  the  flax  supplies  or  the  linen 
production  of  Central  Europe.  It  may  be  men- 
tioned, however,  that,  except  for  a  small  pro- 
duction of  fine  linen  in  Austria,  most  of  the 
Central  European  production  consisted  nor- 
mally of  coarser  and  cheaper  linens.  The 
French  flax  crop,  which  normally  amounts  to 
about  20,000  tor  s  and  is  of  good  grade,  is  also 
absorbed  by  the  domestic  mills. 

The  British  linen  industry  before  the  war 
drew  about  70  per  cent  of  its  flax  supply  from 
Russia  and  about  25  per  cent  from  Belgium 
and  Holland.  So  the  failure  of  Russia  has  left 
a  great  void  in  its  available  supplies.  To  some 
extent  this  has  been  filled  by  an  increase  of 
the  Irish  crop  and  by  the  development  of  flax 
growing  in  West  Africa.  But  the  Irish  crop 
for  1920  amounts  only  to  about  16,000  to 
18,000  tons  and  the  East  African  flax  produc- 
tion so  far  is  only  a  fraction  of  this  amount. 
Considering  that  the  imports  of  flax  into  Ire- 
land in  1913  amounted  to  40,982  tons,  it  can 
readily  be  seen  that  the  supplies  of  flax  avail- 
able for  the  use  of  the  British  linen  industry 
are  still  far  from  adequate.  Altogether  it  is 
doubtful  if  the  world's  total  supply  of  flax  is 
more  than  50  per  cent  of  normal  and  the  scarc- 
ity seems  likely  to  continue  for  some  years 
to  come. 

Leather  and  Hides 

In  leather  and  hides  it  is  impossible  to 
arrive  at  even  an  approximate  idea  of  the 
extent  of  supplies  in  relation  to  normal  con- 
sumption. It  is  only  quite  recently  that  a 
census  of  this  industry  has  been  undertaken, 
and  the  monthly  figures  issued  by  the  Bureau 
of  Census  cover  a  period  of  abnormal  trade 
conditions.  In  addition  the  figures  of  con- 
sumption, according  to  authorities  in  the  in- 
dustry, are  still  far  from  complete,  and  a  cita- 
tion of  the  available  figures,  consequently, 
would  convey  a  totally  misleading  impression 
of  the  actual  conditions.  In  general,  however, 
it  may  be  said  that  stocks  of  leather,  and  espe- 
cially of  untanned  hides,  are  very  large  and 
that  the  market  is  certain  to  be  bountifully 
eupplied  for  the  near  future. 


G.  C.  Leonard  Killed 
By  Fall  from  Roof 

Gardner  C.  Leonard,  member  of  the  depart- 
ment store  firm  of  Cotrell  &  Leonard,  Albany, 
N.  Y.,  and  widely  known  as  an  authority  on 
academic  costume,  was  killed  recently  by  a  fall 
from  the  store  roof,  the  condition  of  which  he 
was  inspecting.  Mr.  Leonard  was  born  in 
1865  at  West  Springfield,  Mass.  He  gradu- 
ated from  Williams  College  in  1887  and  the 
next  year  entered  the  firm  of  which  he  was  an 
executive  until  his  death.  The  extensive  busi- 
ness of  Cotrell  &  Leonard  in  college  caps  and 
gowns  and  judicial  robes,  which  reaches  to  all 
parts  of  this  country  and  to  every  continent, 
was  started  and  built  up  by  Mr.  Leonard.  He 
was  a  director  of  the  Mutual  Fire  Insur- 
ance Co.  and  the  Albany  Safe  and  Deposit  Co., 
both  of  Albany,  and  a  founder  of  the  Albany 
Rotary  Club.  He  is  survived  by  his  wife  and 
son,  a  brother  and  three  sisters. 
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Seasonable  novelty  fabrics  designed  particularly  for  the  millinery  trade. 
Ask  your  jobber  to  show  you  our  newest  achievement —  / 


in  a  wide  assortment  of  colorings 

Present  sales  indicate  that  Glittercloth  will  un- 
doubtedly be  the  outstanding  millinery  fabric  for  fall. 

"MOST  EVERYTHING  IN  TINSEL" 

Tinsel  Products  Company 

IMPORTERS    AND  MANUFACTURERS 
115-117  East  29th  Street  New  York 

Telephones  4770-1 01  1-1012-1013  Madison  Square 
LYONS,  FRANCE,  1 5  Quai  St.  Clair 

■I 


A  Choice  of 
118 

Bonds  and  Notes 

Our  new  circular  of  investment  sugges- 
tions gives  the  rate,  maturity  and  yield 
of  22  municipal,  20  railroad,  15  public 
utility  and  12  industrial  bonds;  also  22 
short-time  notes,  12  foreign  bonds,  ex- 
ternal issue,  and  15  foreign  bonds,  in- 
ternal issue. 

Many  of  the  securities  listed  are  legal 
investments  for  savings  banks  in  vari- 
ous states. 

Yields  vary  from  5%  to  over  8^% 

Complimentary  copy  sent  on 
request    for    Circular  R-29 

A.  B.  Leach  &  Co.,  Inc. 

Inveslment  Securities 

62  Cedar  St.,  New  York 
105  S.  La  Salle  St.,  Chicago 

Boston  Philadelphia  Cleveland  Minneapolis 
Hartford      Scranton         Pittsburgh  Detroit 


Lm|iiiiiiiiiiiiiiiiiiiiimiiii  ihiiiiiiMMiiii  i.iiiiniiniiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiTTnTrmT 


IS  ELLIOTT  &  COo,  Inco 

Manufacturers  and  Importers 

Table  Damasks,  Napkins,  Crashes, 

Staple  and  Fancy  White  Goods, 

Quilts,  Satin  and  Crochet 
Irish  Linens. 

GRANITE  LWEN  COMPANY 

Manufacturers 

Huck  Towels,  Name  Towels,  Towelings, 
Homespun  Damask,  Napkins,  Art  Crashes,  Etc. 


^iiii  iiiiiliiriii  iiiiiiiiiiiiiii  iiiiiiiiiiniiiiiiiiiMiiMi  mm  iiiiiiilllllllllTiTTTTTTT 


SUSQUEHANNA  SILK  MILLS 


MAKERS  OF 


^  This  group  includes  a  complete  line  of  various  silks  in 
standard  weaves,  especially  made  for  the  manufacturing 
and  dry  goods  trade. 

WHOLESALE  ONLY 

New  York  City,    149   Madison  Avenue 

Cor.  32nd  Street 
CHICAGO 
230  So.  Wells  Street 
ST.  LOUIS 
503  North  Twelfth  Street 


BOSTON: 
99  Chauncjr  Street 
PHILADELPHIA 
12H  Arch  Street 


Branch  Offices 
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American  Style  Development  Waits 
On  Confidence  of  Designers 

Our  Buyers  Are  Short  on  Vision,  Says  Paul  Iribe,  Noted  French 
Artist,  and  Are  Unable  to  Decide  Just  What  Suits  Women  of  U.  S. 
— Paris  and  New  York  Should  Have  Equal  Footing  in  Field  of 

Fashion 


FEW  American  buyers  possess  real 
vision,  according  to  Paul  Iribe,  noted 
artist  and  designer,  who  has  created 
models  for  many  leading  members  of  the 
Paris  couture  and  has  been  associated  with 
Paul  Poiret  and  Mme.  Paquin.  In  an  inter- 
view with  a  representative  of  the  Econo- 
mist Mr.  Iribe  asserted  that  buyers  usually 
fail  to  visualize  a  gown  in  a  color  that 
suits  the  American  woman.  When  they  are 
shown  a  creation  in  vivid  colors  they  refuse 
the  model  even  though  its  lines  are  superb, 
he  said. 

A  glimpse  behind  the  scenes,  as  it  were, 
was  given  when  Mr.  Iribe  made  clear  that  it 
was  impossible  for  American  buyers  to  see 
the  real  creations  made  for  the  private  clien- 
tele and  worn  by  the  style  leaders  of  Europe. 
As  he  explained,  buyers  arrive  in  Paris 
weeks  before  the  real  fashions  for  the  sea- 
son have  been  created. 

Mr.  Iribe  remarked  that  he  thought  the 
garment  industry  of  America  much  too  com- 
mercialized, that  we  can  easily  create  styles 
of  our  own  but,  until  our  designers  get 
away  from  the  fear  of  mistakes  and  our  com- 
mercial point  of  view,  we  will  never  do  with- 
out the  art  of  the  Parisian  couturiere. 

This  criticism  is  timely  for  each  year  it 
is  becoming  more  difficult  to  purchase  desir- 
able styles  in  Paris  and  the  need  in  this 
country  to  develop  more  originality  is  in- 
creasing. 

Time  for  Designers 

American  women  are  distinctive  and 
they  demand  a  certain  smartness  in  their 
clothes  which  is  not  supplied  by  the  French 
art.  Therefore  the  time  is  ripe  for  Ameri- 
can designers  to  gain  more  confidence  in 
their  own  ability  and  this  can  be  done  by 
buyers  demanding  the  type  of  clothes  that 
are  suitable  for  the  American  woman  and 
not  designed  for  the  Parisienne. 

As  Mr.  Iribe  stated  the  greatest  draw- 
j    back  to  the  American  field  of  fashion  is  our 
j    lack  of  confidence  in  our  designers.   We  can 
be  leaders  and  will  be  when  we  overcome 
the  feeling  of  uneasiness  which  now  pre- 
vails. 

"It  seems  to  me,"  said  Mr.  Iribe,  "and 
rny  opinion  is  the  result  of  a  year  of  care- 
ful study  and  impartial  analysis,  that  this 
uneasiness  is  uncertainty.  Uncertainty  is,  I 
believe  the  name  of  the  disease  which  can 
\  become  very  grave  and  from  which  the 
American  industry  of  fashion  is  actually 
suffering. 

"This  powerful  industry,  which  has  de- 
veloped so  quickly  and  in  such  short  time 
grown  so  out  of  proportion,  has  had  for  its 
foundation  too  fragile  a  principle — a  prin- 

I  ciple  which  would  be  all  right  for  an  aver- 
age industry,  but  which,  since  interests  of 

I  such  importance  as  those  engaged  are  at 
risk,  is  false,  and  which  if  the  error  is  con- 
tinued or  prolonged,  may  prove  not  only 
dangerous  but  disastrous. 

"The  fact  being  that  the  center  of  fash- 
ion is  Paris,  the  principle  admitted  or  unad- 


mitted, has  been  to  'follow  Paris.'  It  is  evi- 
dent that  if  the  American  industry  of  fash- 
ion had  remained  at  least  or  at  most  of  the 
same  proportions,  or,  in  any  case,  had  em- 
ployed the  same  system  of  manufacturing  as 
the  French  industry  of  fashion,  it  would 
have  been  possible  with  only  a  slight  delay 
to  have  followed  Paris. 

"But  how  can  you  follow  Paris  when  it  is 
necessary  to  manufacture  a  year  in  ad- 
vance? 

"The  first  contact  with  the  American  in- 
dustry of  fashion  is  disconcerting.  Every- 
thing possible  is  done  or  said  to  hide  this 


Photo  from  Economist  Paris  Office. 

Cloth  tailleur  showing  diagonal  waist  fast- 
ening and  draped  skirt  with  heavily  embroid- 
ered sash.  These  features  of  the  latest  Paris 
mode  will  be  embodied  in  early  fall  fashions. 

fact:  the  fashion  comes  from  Paris.  I  have 
only  deduced  from  this  desire  to  mask  the 
truth,  the  proof  that  you  yourselves  begin 
to  realize  the  error  committed  (to  follow  the 
fashion  of  Paris)  and  that  you  try  to  dimin- 
ish, to  hide  if  possible,  this  obsessing  and 
demoralizing  thought:  Paris.  I  say  de- 
moralizing because  it  has  even  distorted  the 
sense  of  the  word  one  hears  so  often  in  New 
York:  create.  I  am  not  familiar  enough  with 
the  English  language  to  be  sure,  but  it  does 
not  seem  to  me  that  to  create  means  to  de- 
sign a  dress,  a  hat,  a  material,  etc.,  with  the 
latest  fashion  books  from  Paris  before  one's 
eyes,  or  after  the  most  recent  information 
obtained  from  Paris,  as  to  what  one  thinks 
will  be  the  fashion  in  Paris. 

What  Does  "Creation"  Mean? 

"I  think  the  word  create  must  have  an- 
other meaning  and  that  it  does  not  signify 


'to  copy,'  'to  modify'  or  'to  adapt.'  The  sec- 
ond contact  becomes  more  intimate,  more 
frank  and  at  last  one  hears  the  following 
'Yes — the  American  industry  of  fashion  has 
become  too  big  now,  we  must  work  more 
freely  and  assure  the  market  for  our  manu- 
facturers, materials,  dresses,  hats,  shoes, 
etc. — we  can  no  longer  be  at  the  mercy  of 
unforeseen  events  in  Paris.  We  must  be  able 
to  make  our  plans  in  advance  without  fear 
of  seeing  them  destroyed.  We  are  too  im- 
portant to  live  from  day  to  day.  But  what 
are  we  to  do?"  Many  means  have  been  pre- 
sented to  me,  but  they  all  have  been  perverted 
by  the  same  idea:  Paris.  May  I  now  ex- 
plain, after  ten  years  of  personal  experi- 
ence, how  the  fashion  is  made  in  Paris? 

"The  Frenchman  is  by  definition  'indi- 
vidual,' this,  I  think,  cannot  be  discussed. 
It  is,  perhaps,  his  weakness  in  the  industrial 
domain,  and  in  the  doman  of  fashion  his 
force,"  said  Mr.  Iribe.  "There  is  not  a) 
mysterious  organization  which  directs  the 
fashion.  During  ten  years  of  collaboration 
with  the  most  important  houses  of  fashion  in 
Paris,  I  never  was  present  at  a  secret  meet- 
ing where  the  leaders  of  fashion  decided  the 
grave  question  of  'what  would  be  or  would 
not  be.'  I 
Parisians  Play  Lone  Game 

"A  meeting  of  a  supreme  council  held 
in  the  dusk  does  not  exist,  as  charming  as 
the  idea  might  be  for  a  dramatic  moving 
picture.  Because  everyone:  dressmaker, 
milliner,  shoemaker,  etc.,  plays  his  game 
alone. 

"Sometimes  one  has  more  genius  than 
another  and  for  the  reason  that  his  models 
are  better  than  the  others,  this  one  has  the 
greatest  success. 

"Yesterday  such  and  such  a  first  de- 
signer (premiere)  opened  her  own  house. 
Her  first  ten  models  being  pretty  she  has 
the  success  of  the  moment.  But  if  one  month 
later  another  house  opens,  if  its  models  are 
prettier,  its  success  will  overshadow  that 
of  the  first  one.  I  have  had,  in  the  middle  of 
June,  while  beginning  my  winter  models, 
ideas  for  one  or  two  summer  dresses.  They 
were  immediately  executed  and  adopted  and 
I  had  the  good  fortune  to  have  them  the 
fashion  for  the  moment.  This  is  only  pos- 
sible in  Paris  where  the  method  of  fabrica- 
tion is  different." 

The  industry  of  fashion  in  Paris  is  com- 
posed of  a  thousand  units,  which,  taken  sepa-. 
rately,  are  of  but  average  commercial  im- 
portance (for  the  reason  of  individuality  of 
which  I  have  already  told  you).  Whereas  the 
American  industry  of  fashion  is,  on  the  con- 
trary, composed  of  but  relatively  few  units, 
but  of  such  importance  that  it  is  logical  to 
think  that  the  delay  of  execution  and  dis- 
tribution will  always  be  longer  and  the  idea 
of  following  Paris  more  and  more  difficult. 

What  the  Woman  Likes 

"The  American  woman  is  just  as  worthy 
of  giving  this  inspiration  as  the  French 
woman,  she  possesses  just  as  much  as  the 

(Continued  on  page  80) 
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WARM  WEATHER  DRESSES- 


SPECIAL  No.  2 

50,000  DRESSES 

100  2  ply  IMPORTED  PRINTED  VOILE 

^  NET 

IN  APPEARANCE  EXACTLY  LIKE  GEORGETTE,  IN  DURABILITY,  SUPERIOR 
40  DIFFERENT  STYLES  — SIZES  16-46 


SPECIAL  No.  3 

20,000  DRESSES 

IMPORTED  ORGANDIE 

NET 

ALL  THE  DESIRABLE  SHADES  — SIZES  14-38 


ABE  L  UTITZ  &  CO. 

Incorporated 

THE  HOUSE  THAT  NEVER  DISAPPOINTS 

10  EAST  33rd  STREET 
NEW  YORK 

OUR  SPECIAL  No.  1  WAS  AN  IMMEDIATE  AND  COMPLETE  SUCCESS.    Nos.  2  AND  3  WILL  CONCLUSIVELY  PROVE  WHY. 
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Sketched  by  an  Economist  Artist. 

Beginning  at  the  left.  First — Novelty  skirt  of  a  loosely  woven  woolen  imported  fabric  which  resembles  the  hand-zvoven  scarfs  so  highly  favored 
this  season'.  These  models  are  developed  in  all  combinations  of  colors.  FromWilliam  H.  Davidow  Sons  Co.  Second, — Striped  cashmere  in  broivn  and  red 
cross-barred  in  black.  The  model  is  box  pleated  in  such  a  way  that  the  stripes  are  shown  to  the  btst  advantage.  From  Carl  Bomvit.  Third — Sports 
skirt  of  black  and  ztihite  Fan-Ta-Si  shovuing  a  clever  use  of  the  material  in  the  pockets.  From  the  Star  Skirt  Co.  Fourth — Black  and  white  washable 
silk  in  two-inch  plaids  developed  into  a  smart  sports  skirt.  From  Dreyfus  Blumenfeld  Co.  Fifth — Washable  Burr  Burr  skirt  in  novelty  stripe  with  a  deep 
fringed  sash  of  the  same.  The  last  four  skirts  are  made  of  fabrics  exclusive  to  the  skirt  trade  since  the  output  for  three  months  has  been  purchased' 
by  manufacturers.  Sixth — Hand-drazmi  linen  has  been  successfully  handled  for  sports  skirts  and  today  these  models  are  coming  into  the  States  from 
Porto  Rico  in  quantities.  The  above  shown  by  Elias  Silverstein  &  Son.  Seventh — M^ith  the  increasing  demand  for  separate  skirts  and  blouses  of  thin 
cotton  fabrics  organdy  has  found  success  in  both  fields.  The  above  is  made  in  a  toast  brozun  shade  ruffled  and  sashed  in  the  same.  From  Daz'id  Crystal 
&  Co. 

Proper  Harmonizing  of  Blouses  and  Skirts 

Would  Open  Big  Field 

Buyers  Can  Get  Big  Results  By  Considering  the  Complete  Cos- 
tume— Display  of  Both.  Garments  Together  Should  Be  Responsi- 
ble for  Many  Extra  Sales  During  Next  Few  Months  When  Sports 

Wear  Attains  Peak  of  Vogue 


IN  many  ways  modern  industry  is  too  high- 
ly specialized  to  bring  out  the  treatment 
needed  to  make  the  art  of  costuming  a 
success. 

There  should  be  more  thought  given  to  the 
production  and  assembly  of  different  types  of 
garments  that  are  to  be  worn  together,  espe- 
cially separate  skirts  and  blouses.  Some  co- 
ordinating force  should  be  executed  by  manu- 
facturers and  buyers  whereby  these  garments 
might  better  harmonize  in  color  and  outline. 

Often  the  effect  of  a  beautiful  blouse  is 
ruined  by  wearing  it  with  an  unsuitable  skirt 
or  vice  versa.  Many  sales  are  lost  in  both 
skirt  and  blouse  departments  because  the  ap- 
propriate blouse  or  skirt  as  the  case  may  be 
is  not  available  and  the  woman  who  under- 
stands costuming  from  an  artistic  point  of 
view  will  not  take  the  risk  of  purchasing  the 
missing  garment  elsewhere.  She  will  go  to 
the  shop  where  the  buyer  has  been  farsighted 
enough  to  co-operate  with  other  departments 
and  purchased  with  the  idea  of  developing  a 
costume  rather  than  just  selling  a  blouse. 

They  Fill  a  Need 

Blouses  to-day  have  broadened  into  the 
dress  field  to  such  an  extent  that  their  possi- 
bihties  should  be  recognized  and  used.  At  a 
season  when  the  sale  of  dresses  is  dull,  sepa- 
rate skirts  and  blouses  should  be  pushed,  for 
they  really  fill  a  need.  They  take  the  place  of 
a  dress. 


During  the  summer  months  informal 
clothes  are  the  vogue  and  a  woman  is  inclined 
to  seek  the  comfort  which  these  costumes  af- 
ford. Many  an  extra  sale  will  be  made  by 
the  display  of  skirts  with  blouses. 

The  importance  of  proper  accessories,  if 
skirts  may  be  called  such,  is  too  great  to  ig- 
nore, and  for  this  reason  blouse  manufactur- 
ers h^ve  gone  into  the  making  of  skirts  in  or- 
der that  their  blouses  may  be  properly  set  off. 

The  Perfect  Balance 

The  relationship  between  skirts  and 
blouses  is  much  closer  than  that  existing  be- 
tween suits  and  blouses.  In  the  latter,  har- 
mony or  contrast  of  color  is  important,  also 
the  length  and  general  style.  But  in  the  mat- 
ter of  separate  skirts  and  blouses  the  com- 
bined silhouette  of  both  garments,  the  blend- 
ing or  contrasting  of  colors,  the  suitability  of 
fabrics  and  the  tout  ensemble  as  a  costume 
must  be  considered. 

The  days  of  the  shirtwaist  have  passed. 
It  is  hard  to  decide  whether  art  in  costuming 
is  advancing  or  receding,  but  one  hopes  to  see 
the  connection  between  separate  parts  of  the 
costume  better  balanced,  and  costumes  care- 
fully thought  out.  Such  an  arrangement 
would  discourage  women  from  buying  hats 
one  month  and  dresses  the  next. 

At  present  women  often  wear  afternoon 
dresses  and  rough  tweed  coats  topped  with 
hats  only  suitable  for  a  social  function,  or 


sports  costumes  are  worn  with  high-heeled 
slippers  and  feather  hats.  Again  heavy  tweed 
skirts  appear  with  thin  georgette  waists  and 
the  wearer  wonders  why  she  looks  so  queer. 

Ads  Would  Blaze  Way 

It  is  up  to  the  buyers  of  these  garments 
to  consider  the  unsuspecting  public  and  offer 
appropriate  merchandise  for  each  season. 
May  and  June  are  sports  months  and  the  va- 
riety of  blouses  that  can  be  displayed  during 
this  period  is  somewhat  limited  but  quality 
not  quantity  pays.  Intensive  advertising  at 
this  time  along  sports  lines  might  lead  to  the 
development  of  a  sports  department,  the  pos- 
sibilities of  which  may  not  have  been  recog- 
nized. 

Many  successful  merchants  have  found  it 
advisable  to  devote  space  to  individual  sports 
departments  where  everything  a  woman  could 
want  in  this  line  can  be  had  from  hats  to 
shoes. 

This  is  only  possible  in  a  large  store  where 
plenty  of  space  is  available  but  smaller  shops 
can  take  advantage  of  the  coming  season  and 
buy  suitable  merchandise  which,  if  displayed 
simultaneously  in  each  department,  will  gain 
the  desired  effect,  that  of  inducing  a  customer 
to  buy  all  accessories  necessary  to  make  a  cos- 
tume complete. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 
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L  I  B  E  R  T  Y 

FLANNELETTE  NIGHTWEAR 


Women  s  and  Girls  GoWns 
and  Pajamas  and 
Children's  Sleeping  Garments 

Our  Fall  line  is  now  ready,  and  it  eclipses 
all  previous  showings  as  far  as  cloths, 
trimmings,  and  variety  of  styles  are  con- 
cerned. We  are  the  only  house  in  the 
United  States  devoting  its  entire  creative 
energies  to  Flannelette  Night  Wear  exclu- 
sively. See  the  line  before  you  place  your 
orders. 

We  specialize  in  Flannelette  Nightwear 
—EXCLUSIVELY 

Liberty  Manufacturing  Co. 

205-219  E.  Lombard  Street— 102-104  South  Street 

Baltimore,  Md. 
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Summer  is  Approaching  and  With  it 
the  Call  for  the  New  Chapeau 

Season  Opens  May  9  and  Retailer  Can  Further  His  Own  Cause  by 
Showing  Millinery  Models  in  Conjunction  with  Suits  and  Dresses 
— Hats  Shown  in  Fitting  Atmosphere  Have  Way  of  Their  Own  of 
Pulling  Feminine  Purse  Strings 

The  atmosphere  helps  and  if  you  can  once  con- 
vince a  customer  that  she  has  chosen  the  cor- 
rect costume  for  the  occasion  and  one  which 
expresses  her  own  personality,  your  sale  is 
made.  Therefore,  make  use  of  all  your  de- 
partments and  the  facilities  at  hand  in  selling 
millinery.  Summer  furs,  for  instance,  add 
charm  to  a  dress  hat  and  sweaters  may  be  ef- 
fectively used  with  sports  hats. 

The  Power  of  Environment 

People  are  often  heard  to  say  that  environ- 
ment has  a  strong  effect  upon  them.  This  is 
true  with  women  more  than  men  and  in 
handling  women's  wearing  apparel  this  weak- 
ness, if  it  is  such,  has  been  taken  into  con- 
sideration. 

For  instance,  the  Gano-Downs  Clothing 
Co.,  Denver,  Col.,  a  men's  shop,  has  estab- 
lished a  women's  ready-to-wear  department, 
including  hats,  suits,  dresses,  wraps  and  furs. 

In  the  millinery  shops,  individual  show 
rooms  have  been  fitted  up  with  fixtures  and 
striking  mural  wall  decorations. 

A  customer  desiring  to  buy  sports  wear  is 


Apple  green  felt  stitched  in  a  darker  shade 
and  combined  zvith  the  unstitched  fabric 
molded  into  a  sports  hat  with  rolling  brim  and 
becoming  line.  From  Marks  &  Rothenberg. 


SYSTEM  and  co-operation  are  responsible 
for  the  unquestioned  success  of  the  four 
seasons  idea  in  millinery.  Every  pro- 
gressive manufacturer  and  retailer  are  agreed 
that  the  movement  has  been  a  good  one  and 
with  unanimous  action  even  greater  benefits 
than  have  already  been  derived  from  this 
move  may  be  gotten  out  of  the  coming  seasons. 

May  9  opens  the  summer  retail  hat  season. 
Do  not  fail  to  make  use  of  the  opportunity  to 
stimulate  business.  This  date  comes  at  an 
opportune  time,  for  Easter  was  very  early 
this  year  and  many  women  did  not  buy,  conse- 
quently the  urge  for  an  early  spring  hat 
passed  unheeded.  But  when  the  weather 
shows  an  inclination  to  really  become  settled, 
there  will  be  a  great  demand  for  summer  hats. 
Of  course,  in  some  sections  the  spring  season 
was  very  early  and  due  to  the  exceedingly 
mild  winter,  excellent  business  was  done  even 
in  January.  But  where  this  was  the  case 
summer  openings  are  decidedly  needed  to 
stimulate  new  business. 

Don't  Localize  Idea 

Begin  Monday,  May  9,  and  feature  new 
summer  models  in  your  windows,  your  news- 
papers, your  mailing  lists,  your  interior  show- 
rooms and  millinery  departments.  Do  not 
confine  this  merchandise  to  the  millinery  de- 
partment alone.  Some  of  the  most  successful 
sales,  those  that  have  brought  new  customers, 
have  been  made  through  the  display  of 
millinery  in  conjunction  with  suits  or  dresses. 
The  effect  of  a  smart  chapeau  is  lost  if  the 
costume  is  not  in  keeping.  For  this  reason 
many  shops  advocate  selling  hats  and  suits  or 
dresses  in  the  same  department. 

An  example  of  this  is  the  new  evening  de- 
partment just  opened  by  Albert  Steiger  Co., 
Springfield,  Mass.,  where  suitable  hats  are 
displayed  with  dinner  or  reception  gowns  in 
a  room  separated  from  the  department  where 
street  clothes  are  sold. 

This  room  has  been  fitted  up  with  artificial 
light,  upholstered  furniture  and  soft  draperies, 
and  the  entire  atmosphere  is  one  of  dignity. 
Here  evening  gowns  are  displayed  in  sur- 
roundings which  suggest  a  drawing  room. 


Mid-snunncr  model  of  blue  organdy  with  bias 
flange  and  soft  crush  crown.  White  hone  rings 
hold  the  organdy  scarf  which  ties  at  the  back 
ill  a  butterfly  bow.    From  J.  H.  Rubinow. 


Ribbon  and  felt  arc  here  modeled  into  a 
tan  shape  with  slightly  mushroom  brim  in 
various  colors.  Narrow  strips  of  felt  form  the 
looped  bow  at  the  top.   From  Alfred  Popper. 

invited  into  a  room  with  a  background  of  soft 
green  foliage  on  the  walls  furnished  in  wicker 
and  flooded  with  sunlight.  Here  a  brilliant 
scarlet  sports  coat  does  not  look  out  of  place. 
On  the  other  hand,  its  smartness  is  augmented 
by  contrast  with  the  complimentary  shades  of 
green.  The  furniture  gives  an  impression  of 
summer  resorts  and  cool  verandas  and  imme- 
diately a  customer  is  carried  into  the  environ- 
ment where  she  will  be  wearing  the  coat  or 
hat  or  whatever  it  may  be,  and  the  desire  to 
possess  it  is  stimulated. 

Sports  Wear  Time  Coming 

Gano-Downs  has  devoted  considerable 
space  to  individual  show  rooms  of  this  type 
which  add  atmosphere  to  an  otherwise  or- 
dinary fitting  room  and  they  credit  a  good 
deal  of  the  success  of  the  department  to  these 
details. 

During  the  months  of  May  and  June 
sports  wear  will  rule  supreme  in  the  millinery 
department.  Manufacturers  now  are  showing 
smart  new  models  on  sports  lines  and  if  the 
merchant  takes  advantage  of  the  opportunity 
this  summer  season  will  bring  him  a  good 
business;  that  is,  if  he  has  followed  the  four 
seasons  idea  and  has  not  already  shown  ad- 
vanced seasons  models.  Displaying  summer 
merchandise  in  April  means  inevitably  a  void 
in  June  and  July  to  be  filled  only  by  cut  price 
sales.  It  is  the  new  thing  that  holds  the  in- 
terest. 


Sketches  by  an  Economist  artist. 


Combinations  of  duvetyn  and  straw  in  bril- 
liant shades  of  green  are  favorites  for  the  sum- 
mer season.  From  Vogel  Bros. 


With  Apparel  Buyers 

Adler  Co.  have  appointed  Miss  Windt  as 
blouse  buyer  for  their  Chicago  store. 

*  -X-  * 

Miss  Kittie  Agaye  will  be  the  buyer  of 
dresses  for  the  new  store  to  be  opened  by  the 

Adler  Co.  in  Chicago. 

*  *  * 

Miss  Johanna  Wooten,  formerly  with  the 
Bon  Marche  of  Seattle,  Wash.,  has  been  ap- 
pointed buyer  of  the  ready-to-wear  lines  for 
the  Imperial  Stores,  Kalispel,  Mont. 
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"Cleveland- 
mad  e"  knitted 
outer  garments 
combine  de- 
sirable style 
and  dependable 
quality. 


The  Safety  of  Assured  Dependability 


Far-reaching  indeed  is  the  effect  of 
constant  dependabiUty  as  offered 
by  Cleveland-made  ready-to-wear 
apparel.  .   ^  I 

Not  alone  the  Cleveland  market, 
but  each  of  the  many  thousand 
merchants  who  buy  Cleveland  gar- 
ments has  profited  and  prospered 
thru  the  dependable  policy  of 
Cleveland  manufacturers. 


In  Cleveland-made  garments,  "de- 
pendable" means  not  only  that 
sizes  and  materials  are  always  de- 
livered as  ordered,  but  that  mate- 
rials, workmanship  and  style  are 
always  dependable. 

Such  dependability  means  safety 
in  buying  and  each  season  a  greater 
number  of  merchants  are  buying 
garments  from  this  thoroly  de- 
pendable market. 


JAL. 


mATS-SlIITS-nRESSES-WAlSIS-SKIRTS-KNlTTEU  OUTER  OARM^S 
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Parisian  Fashion 
Leaders  Grace 
Race  Track 

Severely   Tailored   Suits  Dominate 
Auteuil  Easter  Meet — Capes 
Less  Noticeable 

Paris  Office  of  Dry  Goods  Economist, 
2  Rue  des  Italiens 

THE  Easter  races  at  Auteuil  brought 
forth  as  usual  crowds  of  fashionably 
dressed  women. 
Plain,  strictly  tailored  suits  in  black  and 
gray  mixtures  were  by  all  odds  the  dominat- 
ing note.  The  tendency  to  the  severe  type  of 
tailor  suits  by  the  Parisienne  has  been  re- 
ferred to  many  times,  but  so  much  were  these 
costumes  in  evidence  at  the  Easter  races  that 
it  is  worthy  of  repetition. 

The  skirts  for  the  most  part  remain  short 
and  scant;  the  jackets  vary  in  length  anywhere 
from  finger  tip  to  those  covering  the  knee,  and 
are  in  semi-fitted  style  with  flare  at  the  side. 

Embroidery  Effects  Noted 

Generally  speaking  the  box  jacket  is  less 
emphasized  than  at  the  start  of  the  season. 
When  worn,  it  usually  forms  part  of  a  three- 
piece  dressy  crepe  costume,  or  of  a  two-piece 
suit  for  young  girls.  In  the  latter  case  the 
jacket  is  invariably  in  a  plain  material,  and 
the  suit  skirt  is  of  plaided  goods,  and  is  ac- 


Photos  Jrom  Economist' s  Paris  Office 


Smart  costume  from  Paquin  featuring  short 
belted  jacket  of  baby  lamb  worn  with  skirl 
of  black  broadcloth. '  The  large  black  stratv 
hat  from  Rcboux  features  trimming  placed 
directly  across  the  back. 


Blue  serge  coat  dress  from  Paquin' s  trimmed 
with  wide  black  moire  ribbon.  The  double  tier 
full  gauntlet  cuffs  on  the  long  sleeves  of  the 
moire  ribbon  are  an  interesting  feature. 


cordeon  or  side  pleated.  In  the  dressy  cos- 
tumes, the  box  jackets  are  in  all  over  embroid- 
ered effects,  and  the  skirts  are  of  plain  pleated 
crepe. 

Not  one  blue  serge  suit  was  noted  in  the 
entire  gathering  at  the  Sunday  races.  Blue 
serge  dresses,  however,  in  coat  styles  trimmed 
with  cire  braid  or  with  wide  black  moire  rib- 
bon were  well  represented. 

In  coats,  a  full  length  Cheruit  coat  in  gray 
striped  wool  mixture  made  with  cape  sleeves 
was  conspicuous.  This  model  was  worn  by 
Madame  Boulanger,  one  of  the  directresses  of 
the  Cheruit  establishment. 

Capes  Less  Popular 

Many  short  belted  coats  in  caracul  kid  or 
in  baby  lamb  were  seen,  this  confirming  the 
report  from  Lyons  that  short  black  fur  coats 
will  be  a  note  for  the  coming  season. 

Capes  were  less  conspicuous,  though  several 
dressy  models  in  velvet  brocaded  chiffon  with 
fur  collars  were  worn. 

Fur  trimmings  on  cloth  coats,  notably  on 
three-quarter  length  fancy  box  coats  in  black 
broadcloth  were  noted,  several  of  these  models 
being  from  Paquin.  Monkey  was  much  less 
prominent  as  a  trimming. 

Wide  ostrich  fringe  in  variegated  colors, 
however,  was  used  in  quantities,  also  fringe  of 
plain  colored  curled  ostrich.  A  conspicuous 
model  for  instance  in  navy  blue  crepe  featured 
a  box  jacket  with  an  allover  embroidery  in 
emerald  green,  edged  with  thick  curled  em- 
erald green  ostrich  feather  fringe. 

Skirts  of  chemise  dresses  overhung  with 
three  rows  of  wide  silk  fringe  such  as  was 
fashionable  three  seasons  ago  were  also  seen. 

In  shoes  all  the  women  wore  black  patent 
strap  slippers  or  colonial  ties  with  grey,  taupe, 
or  champagne  colored  stockings.     Not  one 


suede  or  buckskin  shoe  wa§  noted,  patent  lea?, 
ther  replacing  all  other  leathers. 

A  marked  liking  both  for  black  gloves,  and 
gloves  in  black  and  white  effects,  either  in 
black  embroidered  in  white,  or  in  white 
trimmed  and  embroidered  with  black  is  noted. 

Black  glace  kid  gloves  in  gauntlet  styles 
trimmed  or  embroidered  with  white  are  worn 
with  gray,  also  with  black  suits  and  with  black 
crepe  dresses. 

What  the  Stage  Offers 

Other  than  the  races,  social  life  is  at  a 
standstill  in  Paris,  as  is  always  the  case  dur-, 
ing  the  Easter  vacations.  Only  one  play  of 
any  importance  has  been  produced  within  the 
last  three  or  four  weeks.  This  is  the  repro- 
duction of  an  old  play  by  Henri  Bataille,  "Le 
Scandale."  It  is  given  at  the  Theatre  Gym- 
nase,  and  the  leading  role  is  interpreted  by 
Madame  Vera  Sergine.  Madame  Sergine  wears 
some  very  charming  but  simple  dresses  by 
Alice  Bernard.  The  most  noteworthy  of  these 
is  a  three-piece  cape  traveling  costume  in 
navy  blue  Canton  crepe  trimmed  with  yellow. 

Style  Show  Given 
White  House  Air 

Lasalle  &  Koch  Co.  Stage  a  Novel 
Exhibit  with  Harding  Blue 
Predominating 

Style  shows  are  getting  to  be  about  as 
common  as  canned  vegetables  in  a  country 
boarding  house.  But  the  one  staged  by  the 
Lasalle  &  Koch  Co.,  Toledo,  Ohio,  in  which 
new  spring  clothes  for  children  were  intro- 
duced, was  so  good  that  it  is  worth  telling 
about,  though  it  happened  back  in  the  latter 
part  of  March. 

Searching  for  an  idea  on  which  to  hang 
its  hat  the  store  hit  on  the  scheme  of  making 
a  special  play  on  Harding  blue.  There  was 
the  usual  runway;  but  the  unusual  thing  was 
its  background  and  entrance.  This  was  an 
exact  replica  of  the  White  House  at  Washing- 
ton and  from  its  doors  all  the  little  manne- 
quins emerged  to  the  view  of  3500  men  and 
women  who  jammed  the  store's  eighth  floor. 

The  Harding  blue  scheme  was  carried 
through  the  whole  show.  The  runway  was 
carpeted  with  it,  and  even  the  sky  above  was 
made  of  fabric  of  this  color.  The  materials 
utilized  for  this  purpose  were  specially  dyed, 
as  none  were  obtainable  in  the  correct  shade. 
The  program,  too,  was  printed  in  the  new  blue, 
both  type  and  illustrations. 

Many  of  the  clothes  were  of  Harding  blue, 
but  not  all,  of  course.  Sixty  children  wore 
them,  in  ages  from  five  months  to  sixteen 
years.  As  some  of  them  appeared  in  a  num- 
ber of  costumes  the  display  was  varied  and 
comprehensive.  The  littlest  children  were 
carried  by  uniformed  nurses  and  seemed  quite 
proud  of  their  finery — even  though  one  of  the 
five  months'  old  twins  did  cry  so  hard  he  had 
to  be  left  out  of  the  show. 

Infants'  slips,  rompers,  play  frocks,  party 
dresses  and  dresses  for  every  possible  occa- 
sion were  shown,  as  well  as  hats,  coats,  capes, 
and  parasols,  both  domestic  and  imported  ap- 
parel being  included.  The  interest  of  mothers 
in  the  audience  was  increased  by  the  printing 
of  prices  in  the  program,  opposite  the  note 
as  to  the  kind  of  apparel  being  displayed.  As 
though  the  dainty  dresses  and  equally  dainty 
wearers  were  not  attraction  enough  an  orches- 
tra played  the  latest  popular  music  during  the 
exhibit  which  lasted  three  hours.  A  very  de- 
lightful part  of  the  program  was  the  interpre- 
tative dancing  of  groups  of  young  girls.  Al- 
together it  was  a  show  to  be  remembered. 
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Morning  Wear, 
Motoring,  Riding, 
Dancing,  Bathing, 
All  Sports  Wear. 

The  Warner  Corselette  is 
the  ideal  auxihary  to  the 
corset — holding  the  bust  in 
fashionable  flatness,  and 
giving  a  straight  abdom- 
inal line.  Four  hose  sup- 
porters. 

Have  you  ordered 
them  ? 

The  Warner  Brothers 
Company,  Inc.,  New  York, 
Chicago,  San  Francisco, 
New    Orleans,  Montreal. 
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Animals  That  Frisk  in  Arctic  Regions 
Sport  Best  Wearing  Furs 

There's  a  Pelt  to  Suit  Every  Face  and  Type  and  Therein  Lies  the 
Value  of  Discrimination — The  Rabbit  Has  a  Skin  That  Often  Is 
Used  to  Imitate  That  of  the  Rare  Animals — 3,000,000  Cats  Annu- 
ally Die  That  Milady  May  Don  Their  Epidermis 


FOR  each  person  and  occasion  the  modern 
department  store  presents  an  ideally 
suited  fur.  Each  has  its  own  distin- 
guishing qualities.  Whether  the  selection  be 
made  from  the  viewpoint  of  usefulness  or 
beauty  or  the  combination  of  these  two  desir- 
able qualities,  there  is  a  fur  that  fills  the  de- 
mand. Raccoon  for  example  makes  a  service- 
able rough  and  ready  coat  though  it  can  lay  no 
claim  to  beauty.  Mole  or  fox  supply  beauty 
but  not  service.  While  Hudson  seal,  beaver  or 
skunk  combine  both  and  at  a  reasonable  price. 

The  modern  department  store  presents  a 
large  variety  of  furs  from  which  to  select. 
There  is  the  luxurious  ermine,  the  elegant 
Russian  sable,  the  beautiful  lynx  and  fox,  the 
rich  Alaska  seal  and  mink,  the  handsome  mole 
^nd  chinchilla,  the  durable  Hudson  seal  and 
skunk  and — a  host  more. 

Speaking  of  Hudson  seal,  it  isn't  seal,  as  of 
course  most  people  know.  It  is  muskrat  pre- 
f)ared  in  imitation  of  Alaska  seal.  Like  most 
fur  bearing  animals,  muskrats  are  small — ■ 
when  fullgrown  only  8  to  10  inches  long.  They 
Are  farmed  in  the  marshes  of  Canada  and 
United  States.  At  the  present  time  from  8  to 
10  millions  are  trapped. 

Muskrat  Resembles  Seal 

■  The  skins  are  small  and  tender  but  if  prop- 
erly dressed  and  dyed  they  so  closely  resemble 
the  Alaska  seal  in  appearance  and  wear  as  to 
almost  defy  detection.  Muskrat  is  also  pre- 
pared in  imitation  of  mink.  Electric  seal  and 
near  seal,  which  are  rabbit  skins  and  conse- 
quently very  fragile,  should  not  be  confused 
with  Hudson  seal,  which  is  altogether  a  most 
satisfactory  fur. 

Alaska  fur  seal  from  the  cold  Arctic  waters 
is  naturally  more  lasting  than  Hudson  seal, 
which  brings  out  the  underlying  principle  of 
durability  in  furs.  The  colder  the  climate  in 
which  the  animal  lives  the  thicker  the  pelt  and 
the  closer  the  fur.  Hence  the  more  durable 
the  fur  and  the  more  beautiful.  Bearing  out 
this  general  principle,  an  authority  on  furs 
rates  the  durability  of  some  of  the  most  com- 
monly worn  furs  in  the  order  of  otter,  beaver, 
seal,  mink,  skunk,  raccoon,  marten,  sable,  er- 
mine, lynx,  fox,  squirrel,  chinchilla,  mole,  cat, 
rabbit.  The  warmer  the  climate  from  which 
the  animal  comes  and  the  more  domesticated  it 
is  the  less  satisfactory  is  its  fur  for  warmth, 
wear  and  beauty.  Blue  and  white  fox  from  the 
far  north  are  accordingly  far  superior  to  the 
gray  or  red  fox  living  in  temperate  climates. 

Alaska  Seal  Has  Warmth 

Besides  its  extreme  durability  Alaska  seal_ 
has  also  in  its  favor  its  inimitable  golden  , 
brown  color  and  denseness  of  under  fur  which 
makes  its  exceedingly  warm. 

This  suggests  what  may  be  considered  the 
distinguishing  characteristic  of  all  fur  bear- 
ing animals.  Their  fur  is  composed  of  two 
layers,  the  soft  downy  under  fur  usually  short 
and  thick  and  lighter  in  color  towards  the  skin 
and  an  over  fur  composed  of  straight,  glossy 
hair  of  greater  length. 

These  two  layers  are  strikingly  noticeable 


in  a  skunk  fur  piece.  The  under  fur  is  na- 
ture's means  of  keeping  the  animal  warm.  The 
over  fur  protects  the  under  fur  against  sleet, 
ice  and  rain. 

The  Over  Fur  Counts 

In  many  cases  it  is  the  over  fur  which  gives 
the  pelt  its  individuality  and  beauty.  The 
greater  beauty  of  the  black  and  silver  fox,  for 
example,  as  compared  with  the  red  fox  is  due 
to  the  character  of  the  over  fur.  Russian 


Drawn  by  an  Economist'  artist. 

Little  misses'  knitted  capes.  Left,  tan  and 
brown  with  cape  effect  in  back  and  pleated 
girdle.  Right — Navy  blue  in  permanent  pleats 
with  white  angora  collar.  Models  from  Morti- 
mer Herman. 

sable,  one  of  the  most  expensive  furs,  is  valu- 
able because  of  its  fine,  rich  quality  of  dark, 
flowing  over  fur.  Black  lynx,  another  high- 
class  fur,  with  its  silky,  glossy  over  fur,  some- 
times three  inches  long  may  be  distinguished 
from  black  fox  by  the  absence  of  the  dense 
under  fur  which  distinguishes  all  fox  fur. 
Most  furs  are  dressed  to  preserve  and  bring 
out  the  over  fur. 

There  are,  however,  two  notable  exceptions 
to  this  general  rule:  the  highly  prized  seal  and 
the  equally  luxurious,  though  more  rare,  sea 
otter,  whose  over  fur,  not  being  considered  so 
beautiful  as  the  under  fur,  is.  plucked  out  be- 
fore dressing.  Beaver  and  muskrat  also  are 
plucked  and  shorn. 

The  Cold  Little  Beaver 

Beaver  is  a  deep  thick  warm  fur  and  most 
serviceable,  particularly  if  taken  in  the  spring 
after  the  little  animal  has  spent  a  winter  in  the 
icy  cold  water.  It  is  hand-plucked — that  is, 
the  long  over  hairs  are  removed,  the  soft  under 
fur  of  varying  shades  of  brown  being  consid- 
ered the  most  beautiful.  Beaver  is  never  dyed. 
Alaska  and  Hudson  seal  are  always  dyed. 


Beaver  is  a  practical  fur,  becoming  to  most 
faces. 

Nutria,  sometimes  known  as  South  Ameri- 
can beaver,  is  a  "poor  little  water  rat  of  South 
America,"  similar  to  our  muskrat.  It  is  a 
weak  fur  lacking  in  color  and  much  inferior  to 
beaver.   It  is  suitable  only  for  trimmings. 

Mink,  fisher  and  kolinsky  stand  the  test  for 
both  durability  and  beauty  and  represent  the 
finer  furs.  They  all  belong  to  the  weasel  fam- 
ily and  are  therefore  similar  in  appearance 
and  service.  A  general  characteristic  peculiar 
to  all  of  them  is  "deep  over  hairs  with  a  luster 
and  gloss  which  no  dye  can  impart."  The  best 
mink  is  brown  with  stripings  of  deeper  brovm. 
Its  natural  beauty  of  color,  like  that  of  marten, 
is  such  that  it  need  not  be  dyed.  Kolinsky, 
which  is  naturally  orange  color,  must  be  dyed. 
It  is  substantial  and  stands  up  under  hard 
wear. 

The  Weasel  Family 

Sable  and  marten  are  the  finest  of  the 
weasel  family  furs.  Russian  sable,  which  is 
the  best,  has  a  very  thick  under  fur  with  beau- 
tiful long  over  hairs  darkest  at  the  tips.  This 
makes  it  a  warm  elegant  fur. 

Marten,  of  which  there  are  many  kinds,  is 
rightfully  popular  because  of  its  beauty,  wear- 
ing qualities  and  variety  of  colors. 

Lynx  is  a  fur  of  the  cat  family  and  one 
need  not  expect  too  much  of  it.  Its  long  soft 
flowing  fur  is  pepper  and  salt  gray  or  fawn  in 
color,  before  being  dyed  black.  It  is  beautiful 
but  fragile. 

Fox  fur  has  its  own  characteristics.  Its 
long  "fluify"  soft  over  hair,  though  most  at- 
tractive and  becoming  to  most  faces,  is  not 
serviceable.  The  long  hair  "scuffs"  and  must 
be  redressed  each  year.  The  over  hair  of 
skunk  being  coarser  makes  it  a  much  better 
wearing  fur  than  fox.  Of  fox  furs  the  white, 
blue  or  silver  are  the  most  reliable. 

Moleskin  is  handsome  but  naturally  very 
weak.  When  one  considers  that  it  takes  600 
skins  for  a  short  wrap  and  1000  for  a  long  one, 
the  price  is  not  to  be  wondered  at.  For  easy 
wear  moleskin  is  suitable  but  certainly  not  for 
continued  hard  usage.  Chinchilla  is  similar — 
a  rare,  fine  fur,  but  one  couldn't  expect  much 
of  the  fur  of  a  mouse  which  it  is.  Japanese 
squirrel  is  often  sold  in  imitation  of  chinchilla. 
Squirrel  dresses  one  up  but  cannot  be  classed 
with  fine  furs.  It  is  suitable  for  trimming  and 
"fads"  in  fur. 

The  Rabbit  Is  Popular 

Rabbits  bring  more  money  to  the  fur  trade 
than  seal  and  marten  and  sable  combined. 
The  source  seems  inexhaustible.  Because  of 
its  deep  fur  it  can  be  prepared  to  imitate  seal, 
ermine,  fox,  lynx  and  many  other  rare  furs. 
It  lacks  luster  even  when  dyed  and  cannot  be 
counted  on  for  wear.  In  the  trade  it  is  known 
as  coney. 

Oppossum,  sometimes  dyed  and  sold  as 
skunk,  wears  well  but  is  coarse  in  texture.  One 
may  detect  the  difference  by  examining  the 
over  hairs.  Skunk  is  straight  and  harsh.  Op- 
possum  is  soft  and  has  a  kink  in  it. 

When  one  knows  that  according  to  the  lat- 

(Continued  on  page  8^) 
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The  A.  T.  Steivart  Mansion — residence  of  this  Country's  first  great  Dry 
Goods  Merchant — built  in  1876  of  Italian  Marble  at  a  cost  of  $2,000,000. 
At  the  time  it  was  built  this  was  the  finest  private  dwelling  in  the  country — 
a  palace  where  works  of  art,  painting  and  sculpture  attracted  the  attention 
of  the  world. 


For  the  Greater  Convenience 
of  Our  Buyers 

As  the  white  marble  mansion  of  A.  T.  Stewart  gave 
way  in  the  march  of  progress  to  the  thirteen  story 

Columbia  Trust  Building 

so  our  offices  at  1182  Broadway  becoming  too  limited 
in  their  facilities  and  too  far  off  the  beaten  path  for  the 
requirements  of  our  buyers — we  have  for  their  greater 
convenience  procured  a  display  suite  in  the 

Columbia  Trust  Building 
Fifth  Avenue  at  34th  Street 

(on  the  northwest  corner) 

directly  opposite  The  Waldorf — just  across  the  avenue 
from  B.  Altman  &  Co. — decidedly  the  most  convenient 
trading  location  in  New  York. 

We  know  that  our  buyers  will  appreciate  this  move 
and  recognize  in  it  the  constant  striving  of 

Benjamin   &  Johnes 

to  give  them  the  best  to  be  had  both  in  merchandise 
and  service. 

Our  friends  and  their  friends  are  cordially  invited  to 
make  these  salesrooms  their  headquarters. 
We  will  be  ready  to  welcome  you  on  and  alfter  May 
first. 


BENJAMIN  y  JOHNES 


New  York  Display  Suite 

358  Fifth  Avenue 


QUE 


Brassieres  and 
Bandeaux 


redElacd 

Grecian  Treco  Corsets 
Custom  Finish  Corsets 


^   ^ 


Columbia  Trust  Build- 
ing — h'ifth  Avenue  at  34th 
Street.  (Northwest  cor- 
ner) New  York  Display 
Suite  of  IlienJolie  Crea- 
t.ons. 


Factory  and  Business  Office:  Newark,  N.  J- 
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Liquidation  Holds 
Sway  in  Retail 
Apparel  Field 

Liquidation  seems  to  be  the  predominating 
note  in  the  retail  garment  field.  While  many 
stores  report  their  stocks  at  this  time  are  con- 
siderably lower  than  a  year  ago  they  are  con- 
tinuing to  put  every  force  behind  the  move- 
ment of  merchandise  in  an  effort  to  reduce 
their  holdings  to  a  minimum.  This  endeavor 
naturally  carries  with  it  an  increased  ten- 
dency to  buy  for  immediate  requirements  and 
orders  are  phaced  from  hand  to  mouth.  It  is 
an  accepted  fact,  despite  individual  opinions 
to  the  contrary,  that  prices  must  continue  to 
decline.  There  may  be  sporadic  rises  in  some 
commodities  from  time  to  time  which  will 
cause  more  or  less  fluctuation  on  the  surface, 
but  the  underlying  trend  is  downward.  For 
this  reason  those  merchants  who  are  in  touch 
with  the  economic  situation  beyond  to-day's 
activities,  are  using  all  means  of  liquidating 
the  merchandise  on  their  shelves  which  was 
bought  at  prices  higher  than  the  present  or 
anticipated  levels.  They  are  placing  them- 
selves in  a  position  to  take  advantage  of  the 
lower  quotations  which  are  bound  to  come. 

This  condition  is  one  which  should  arouse 
the  optimism  of  every  merchant.  Those  who 
are  looking  ahead  for  a  return  to  more  normal 
operation  of  their  business  are  accepting  the 
situation  gracefully,  with  a  realization  of  the 
fact  that  conditions  as  they  are  to-day  are  not 
sound.  The  biggest  job  before  the  merchant 
to-day  is  building  up  the  confidence  of  the  con- 
sumer, which  was  admittedly  lost  a  few  years 
ago.  This  process  is  gradually  becoming  ef- 
fective, and  despite  the  percentage  of  unem- 
ployment in  the  country,  the  public  is  showing 
a  tendency  to  come  back  if  it  is  given  any- 
thing like  a  fair  return  for  its  money.  One 
of  the  most  effective  ways  of  helping  the  re- 
turn to  normalcy  is  to  liquidate  all  high-priced 
stocks  as  speedily  as  possible  without  shaking 
the  business  foundation,  and  to  come  into  the 
market  as  often  as  requirements  demand  for 
new  merchandise  at  the  new  levels.  There  is 
no  place  in  the  program  for  the  speculator, 
but  the  intelligent  and  honest  merchant  will 
find  fertile  ground  in  which  to  sow  his  seed 
for  future  harvesting. 

Economist  Finds 
Attractive  Apparel 
Offerings 

Manufacturers  of  coats,  suits,  dresses, 
waists  and  skirts  have  so  many  special  offer- 
ings at  this  time  at  prices  which  permit  of 
quick  turnover  that  they  will  be^covered  in  a 
general  way  in  these  columns  instead  of  listed 
separately.  Most  of  the  manufacturers  are 
clearing  their  present  stocks  to  have  their 
houses  in  order  for  fall  preparations.  While 
the  spring  suit  season  is  virtually  over,  there 
are  some  models  available  for  immediate  de- 
livery in  tricotines,  serges,  tweeds  and  jer- 
seys. There  are  some  very  good  offerings  of 
silk  suits,  pongees,  Shantungs,  etc.,  and  some 
in  taffetas. 

Dresses  are  much  more  in  evidence,  and 
although  the  cotton  frock  season  is  well  un- 
der way,  silks  are  still  good  sellers  and  a  good- 
ly number  of  attractive  garments  can  be  ob- 
tained at  very  low  prices,  especially  in  taffetas 
and  canton  crepes.  Cotton  wash  dresses  can 
be  bought  in  quantity  at  low  prices.  There 


are  some  very  attractive  models  in  imported 
and  domestic  ginghams,  organdies,  voiles  and 
Swisses.  Now  is  the  time  to  get  a  stock  of 
graduation  dresses  and  dresses  for  the  June 
bride  and  her  party.  Some  very  pretty  gar- 
ments for  these  occasions  at  reasonable  prices 
have  been  noted. 

Some  of  the  skirt  lines  are  particularly 
inviting,  and  the  prices  at  which  they  can  be 
obtained  permit  turning  them  over  at  a  rea- 
sonable profit.  In  skirts  there  are  some  very 
smart  sports  models.  Blazer  stripes  and 
white  flannels  are  much  favored,  as  well  as 
many  of  the  plaid  and  striped  numbers  in 
silks  and  wools.  Wash  skirts  can  be  obtained' 
at  very  low  prices.  Blouses  can  be  obtained 
in  almost  any  range  of  prices,  and  most  of 
the  offerings,  because  of  the  keen  competition 
in  this  line,  are  priced  attractively. 

If  you  are  in  need  of  any  of  these  lines  and 
will  communicate  with  the  "Apparel  Merchan- 
dising" department  of  the  Dry  Goods  Econo- 
mist we  shall  consider  it  a  privilege  to  put 
you  in  touch  with  what  you  want.  Just  men- 
tion the  price  range  you  want. 

A  manufacturer  who  finds  himself  heavily 
stocked  with  a  number  of  the  better  grades 
of  dresses  is  willing  to  dispose  of  them  at 
a  marked  reduction.  The  line  consists  of 
women's  Canton  crepe  of  a  good  quality, 
tastefully  embroidered,  and  misses'  taffetas, 
smartly  tailored  in  youthful  style.  Both  are 
staples  which  would  move  quickly  if  properly 
priced.  They  were  made  to  wholesale  at 
$27.50,  but  can  be  bought  now  for  $14.75  to 
$20.  A  line  of  these  dresses  should  make  a 
good  week-end  sale.  (36-4-23.) 

An  offering  of  flannel  skirts  in  white  and 
twenty-five  colors  is  available  for  immediate 
delivery.  Plain  tailored  in  white  at  $6.75, 
pleated  $8.75,  and  in  colors,  plain  tailored,  at 
$7.50,  pleated  $9.50. 


The  cool  weather  in  many  sections  during 
the  first  three  weeks  of  April  which  retarded 
somewhat  the  sale  of  spring  merchandise  has 
apparently  had  the  effect  of  holding  off  many 
big  reductions,  although  price  recessions  are 
noted  all  along  the  line  in  women's  wearing 
apparel.  There  seems  to  be  a  feeling  on  the 
part  of  retailers  that  when  the  warm  weather 
sets  in,  if  it  is  not  too  late,  they  will  not  have 


The  same  manufacturer  has  a  number  of 
skirts  to  close  out,  including  one  thousand 
plaid  pleated  wool  and  worsted  garments  at 
$8.75.  Three  thousand  wash  skirts  in  gabar- 
dine and  novelty  cottons  at  $2.75.  He  also  has 
a  special  lot  of  nine  hundred  skirts  of  wool 
burrella  which  were  left  over  from  last  fall. 
These  are  in  pleated  and  plain  models  and  were 
sold  regularly  at  $9.50.  He  is  closing  them 
out  at  $3.50.  (35-4-23.) 


Notes  of  the  Trade 


George  Johnson  is  the  new  buyer  of  base- 
ment millinery  for  the  May  Co.,  Cleveland, 
Ohio,  succeeding  J.  Bryse,  who  has  joined  the 
new  Frank  &  Seder  store  organization  in 
Detroit,  Mich. 

Donald  Ross  and  Miss  Bessie  Earl,  heads 
of  the  women's  and  misses'  dress  sections,  re- 
spectively, of  the  Ames  Co.,  Cleveland,  Ohio, 
has  been  succeeded  by  Mrs.  Lewis,  for  a  num- 
ber of  years  with  the  William  H.  Block  Co., 
Indianapolis,  Ind.  Miss  Earl  is  now  buyer  of 
dresses  for  the  basement  of  Wm.  Taylor  Son 
&  Co.,  Cleveland. 

Miss  Mabel  C.  Bunch  has  been  appointed 
head  of  the  stout  wear  department  of  the 
Block  &  Kuhl  Co.,  Peoria,  N.  Y. 

Miss  Charlotte  M.  Medd,  formerly  with  the 
Erie  Dry  Goods  Co.,  Binghamton,  N.  Y.,  is 
now  buyer  for  women's  apparel  departments 
of  the  C.  A.  Weed  Co.,  of  the  same  city.  She 
succeeds  Mrs.  Abbott. 

Mrs.  M.  J.  Christ  is  now  buyer  for  the 
waist  department  of  the  L.  Klein  store,  Chi- 
cago. Formerly  she  was  with  Carson,  Pirie, 
Scott  &  Co. 


much  difficulty  in  disposing  of  their  stocks, 
and  for  that  reason  the  big  price  slashing 
which  it  was  anticipated  would  take  place 
shortly  after  Easter,  has  not  yet  materialized 
in  any  noticeable  degree. 

The  chart  herewith  gives  a  composite  view 
of  about  how  the  price  tendencies  range  in 
various  cities.  Those  items  followed  by  a 
star  were  specially  featured. 


NEW  YORK 
Bonwit,  Teller  &  Co. 
Stewart  &  Co. 
Stern  Bros. 

Oppenheim,  Collins  &  Co. 
Bedell's 

Bloomingdale  Bros. 
James  A.  Heam  &  Co. 


Capes,  Wraps 
Coats 

$59.n0— $95.00 
49.50—198.50 
49.50* 

23.00—38.00* 
35.00* 

35.00-65.00* 


Suits 

$34.00-$68.00* 
58.00—95.00* 
52.00* 

35.00—55.00* 


Dresses 

$.34.00 -$68.00 

12.50—98.50 

29.40—59.50* 

38.00 

19.75* 

48.50 


Waists 


Skirts 


Sweaters 


$3.84— $15 


Boston,  Mass. 
Filene's 

R.  H.  White  &  Co. 
Conrad  &  Co. 


49.50—50.00 

37.50 

35.00* 


15.00—35.00 
19.75—37.50 
35.00* 


35.00 

24.50—55.00 


$5.00—  8.75 


2.95—  3.95  $8.95 


Philadelphia,  Pa. 
Gimbel  Bros. 
Bonwit,  Teller  &  Co. 
The  Fink  Co. 


39.75—49.50 
40.00—60.00* 


49.75—59.75 

48.00 

16.00* 


2.9S* 


Indianapolis,  Ind. 
L.  S.  Ayres 
Wasson's 
Goldstein 


20.00—30,00* 
20.00—25.00 


30.00—40.00  8.00—17.00* 
25.00—40.00  15.00—25.00 
20.00—35.00  10.00—20.00 


3.00—25.00  14.00—20.00 
10.00—25.00  5.00—15.00 
3.00—10.00   


Denver,  Colo. 
A.  C.  Kalmus 
Denver  Dry  Goods  Cn. 
Golden  Eagle 

San  Francisco,  Cal. 
Magnin's 
The  Paragon 
O'Connor  Moffat 


12.75* 


19.00 
59.00 

47.00—97.00 


23.75 

60,50* 

22.50 


13.75* 

29.75 

12.75 


49.00—89.00*  60.00 

19.00  29.00—59.00* 

17.00—97.00  17.00—87.00* 


12.75 


13.00 


7.50-11.75 


9.00—18.00 


Apparel  Prices  in  Retail  Stores 


38 


DRY  GOODS  ECONOMIST,  APRIL  23,  1921 
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The  Daintiest  Summer  Frocks 
of  Permanent  Finish  Organdie 

Prices  $5.75  to  $8.75 


Organdie  Frocks  are  always  big  sellers — if  the 
style  and  price  are  right. 

In  the  Rosebud  Showrooms — at  both  New  York 
and  Chicago — you  will  find  a  wide  assortment  of 
exquisitely  lovely  Organdie  Dresses — so  fresh,  so 
dainty  and  attractive  that  they  will  sell  on  sight. 
We  guarantee  their  quality.  Tell  your  customers 
that  they  can  be  tubbed  as  easily  as  a  handkerchief. 

You  can  make  big  profits  on  these  Organdie 
Dresses — they  look  worth  so  much  more  than  the 
price. 

Send  for  a  Sample  Open  Order  today — if  you  can- 
not visit  our  Showrooms.  We  employ  no  salesmen 
on  the  road.  The  saving  goes  into  Rosebud 
Dresses.    That  is  what  makes  them  such  bargains. 

Rosebud  Mfg.  Company 

,  "Quality  Merchandise  at   Moderate  Prices" 
37  West  26th  St.,  New  York     914  Medinah  Bldg.,  Chicago 


Knitted  Sport 
Capes 

The  Big  Demand  of 
the  Day 

The  best  stores  all  over  the  country  are 
making 

KNITTED  SPORT  CAPES 

the  big  merchandise  of  the  moment. 
Their  sales  are  phenomenal — re-orders 
tell  their  profitable  story. 

As  usual  in  the  successful  new  knit- 
wear we  are  headquarters  for  these 
popular  garments. 

Made  for  Kiddie,  Sister  and  Mother  in 
Camel's    Hair,    Mohair    and  Worsted. 

$3.25  to  $19.50 

EACH 

If  you  want  Real,  Selling  Action  Send 
NOW  for  Samples  of  our 


Six  Big  Selling  Cape  Styles 

Our  capes  featured  exclusively  in  the  beautifully  cos- 
tumed musical  production  "It's  Up  to  You,"  Casino 
Theatre,  New  York. 


"New  YorK  City 


36  West  32ndSti*eet. 

Mills:  112-114-116  Suydam  St.,  Brooklyn,  N.  Y. 

St.  Louis  Office  J.  E.  Gootee  Boston  Office:  David  J.  Minot 

Room  318  Hotel  Statler  515  Washington  St.,  Room  207 
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Ordinary  Rags  Get  Into  Society 
As  Best  Quality  Stationery 

Wood  Pulp  Makes  an  Inferior  Writing  Paper  —  Dye  Used  for 
Tinting  Must  Be  of  a  Very  High  Grade  —  Particular  Finish  on 
Paper  a  Customer  Fancies  Can  B  e  Explained  by  Salesperson 


'ILL  you  show  me  some  of  your  best 
social  stationery,  please?"  said 


^  "  Mrs.  A.,  a  well-dressed,  distinct- 
ive-looking woman.  The  saleswoman  set  be- 
fore her  customer  a  box  of  ivory  white  kid 
finish  linen.  While  her  customer  inspected 
this  critically  she  brought  out  a  box  of  gray 
-and  then  some  delicate  tints — lavender,  blue, 
buff.   It  was  her  best. 

"A  line  of  stationery  of  highest  quality 
is  described  as  all  linen  rag,  tub-sized,  air- 
dried  and  plate  glazed,"  remarked  the  sales- 
woman, adding:  "This  signifies  that  the 
best  material  obtainable  has  been  used  and 
the  most  refined  and  expensive  process  of 
making  applied. 

Rags  Come  in  Useful 

"Linen  rags  because  of  the  nature  of  the 
flax  fiber  make  a  close,  substantial  paper. 
Cotton  rags  make  a  softer  paper.  Wood 
pulp  paper  is  not  so  strong  or  lasting,  al- 
though there  is  a  well  known  100  per  cent 
sulphite  pulp  bond  paper  which  only  an  ex- 
pert could  detect,  so  similar  is  it  to  a  su- 
perior all-rag  paper. 

"Tub-sized  papers  have  the  advantage  of 
a  final  sizing  when  in  roll  form,"  she  ex- 
plained. "Air  or  loft  drying  rather  than  cal- 
ender drying  gives  the  paper  time  for  nat- 
ural shrinkage,  which  adds  to  its  strength 
and  appearance. 

"In  plate  glazing  the  sheets  are  arranged 
separately  between  sheets  of  zinc  and  sub- 
jected to  hydraulic  pressure  rather  than 
passed,  while  in  roll  form  through  two  or 
more  heated  calenders  or  metal  cylinders. 
Plate  glazing  provides  a  refined  finish— less 
glaring  and  more  'silky'  in  effect  than 
ordinary  calendering. 

"Whether  of  this  superior  quality  or  not, 


the  best  quality  stationery  shows  certain 
characteristics  in  common  with  it.  First  of 
all  the  texture  of  such  paper  is  uniform  and 
solid.  When  held  up  to  the  light  there  are 
no  'patches'  showing  that  materials  were 
not  well  mixed.  The  ink  penetrates  evenly 
all  over  the  page  and  only  deeply  enough 
to  dry  in  a  reasonable  time. 

"The  finish,  whether  dull  or  glazed,  is 


Guest  room  stationery  from   the  Whiting 
Paper  Co. 

smooth,"  said  she,  "so  that  the  pen  glides 
evenly  over  the  page.  Finish  may  be  de- 
tected by  looking  across  the  sheet  held  on  a 
level  with  the  eye.  Loose  fibers  sticking  up 
indicate  imperfect  finish.  Too  much  glazing 
on  the  other  hand  shows  in  a  'flat  finish.' 

"Strength  in  stationery  is,  of  course,  not 
of  vital  importance.  But  the  best  paper  is 
usually  the  strongest.  Hand-made  papers, 
notable  among  which  are  the  Japanese  pa- 
pers and  all  linen  rag  papers,  are  especially 
strong  and  lasting.  Accordingly  they  are 
preferable  for  records  and  documents. 

"The  government  paper  used  for  bank 
notes  is  linen  rag.    The  'crackle'  of  a  high 


grade  correspondence  or  bond  paper  and  also 
its  'feel'  are  for  this  reason  not  unlike  that 
of  a  crisp  new  dollar  bill. 

"ColoV  in  stationery  should  be  clear  and 
uniform  and  reasonably  'fast'  to  light.  The 
more  delicate  and  unfading  the  color  the 
more  expensive  the  paper.  This  is  because 
of  the  purity  of  the  dye  used  and  the  care  in 
tinting  the  pulp — Customers  do  not  always 
appreciate  this,  until  told  of  it,"  she  added. 

Customers  often  have  decided  prefer- 
ences as  to  the  finish  of  their  stationery.  The 
saleswoman  can  then  feature  "finish"  to  ad- 
vantage if  she  knows  her  stock.  In  general 
antique  and  vellum  indicate  the  rough  finish 
and  kid  and  plate  the  smooth.  The  custom- 
er's preference  is  usually  decidedly  in  favor 
of  one  or  the  other,  according  to  the  style  of 
handwriting  and  kind  of  pen  used. 

The  Different  Finishes 

Between  these  extreme  finishes  are  many 
novel  "finishes"  named  often  after  what  they 
imitate.  Organdy,  madras  and  linen  are 
favored  "fabric"  finishes.  Finishes  in  imi- 
tation of  leather  other  than  kid  and  vellum 
are  styled  chamois  and  angora. 

The  "quartered  oak"  finish  has  the  ap- 
pearance of  this  wood  in  highly  refined  de- 
gree. Many  attractive  new  finishes  come 
out  from  season  to  season  and  with  these  the 
saleswoman  should  invariably  keep  herself 
familiar. 

Having  an  appreciation  of  these  "ear 
marks"  of  quality  and  style  in  stationery,  a 
well-selected  stock  and  a  desire  to  give  her 
customer  perfect  satisfaction,  the  sales- 
woman immediately  won  her  customer's  con- 
fidence and  made  a  good  sale.  Her  customer 
was  a  newcomer  in  town  and  was  replenish- 
ing her  writing  desk. 


Store's  Birthday  Sale  Pulls  Strong 


There  have  been  persistent  reports  from 
Canada  that  retail  business  in  the  Western 
provinces  has  been  behind  that  in  the  East, 
and  that  the  latter  section  has  been  experi- 
encing a  revival  of  consumer  interest  which 
has  resulted  in  really  good  business.  This 
state  of  affairs  is  exemplified  in  the  excellent 
results  achieved  by  Dupuis  Freres,  Ltd.,  Mon- 
treal, Canada,  in  their  fifty-third  anniversary 
sale. 

During  the  event  sales  ran  well  ahead  of 
those  of  a  corresponding  period  in  1920,  in 
dollars  and  cents,  and  consequently  in  the 
number  of  pieces  of  merchandise  disposed  of. 
The  first  day  brought  results  which  bettered 
by  a  good  margin  the  1920  anniversary  sale's 
opening  day's  business  of  $134,000. 

Use  French  Newspapers 

The  sale  covered  the  whole  store,  and  as 
preparations  were  begun  when  manufacturers 
and  wholesalers  were  anxious  to  dispose  of 
merchandise  it  was  possible  to  secure  bar- 


gains, which  were  passed  on  to  customers  in 
every  instance.  The  firm's  advertising  policy 
has  always  been  "Space — and  more  of  it." 
For  the  big  event  not  one  or  two  but  three  and 
four  pages  were  used  in  the  important  pa- 
pers. As  Montreal  has  a  large  French-Cana- 
dian population  and  a  very  good  French  news- 
paper this  medium  was  used  extensively. 
Aside  from  a  single  ad  portraying  the  store's 
growth  and  outlining  the  purpose  of  the  sale 
all  the  ads  were  strictly  "selling"  ads,  with  a 
large  number  of  small  spaces  featuring  indi- 
vidual items.  There  was  much  selling  copy 
and  illustration  and  little  white  space. 

Particular  attention  was  given  to  bringing 
in  customers  from  a  distance.  Railroad  fares 
were  refunded  according  to  a  definite  sched- 
ule of  distances  and  purchases  announced  in 
the  advertising.  Purchase  of  $70  worth  of 
goods  entitled  buyers  to  refund  of  fares  in 
both  directions  within  a  hundred  mile  radius. 
Other  amounts  and  distances  ran:  $55 — 
seventy-five  miles ;  $35 — ^fifty  miles,  and  $20 — 


twenty-five  miles. 

At  the  opening  hour  of  the  first  day  all 
four  entrances  were  besieged  by  crowds  await- 
ing admittance.  In  a  short  time  it  became 
evident  that  the  store's  facilities  were  inade- 
quate. With  a  well  organized  personnel  and 
350  extra  salespeople  thousands  of  customers 
were  turned  away  because  they  could  not  be 
accommodated.  Every  effort  to  make  service 
easier  failed  to  remedy  the  situation.  A  thing 
that  helped,  however,  was  the  identification 
of  employees  by  distinctive  red  badges.  Cus- 
tomers were  thus  able  to  secure  attention  by 
picking  out  those  in  the  crowd  who  might 
wait  upon  them.  Customers  were  requested 
to  carry  all  small  parcels,  too,  and  this  relieved 
the  delivery  department  of  a  lot  of  work. 

The  sale  not  only  brought  big  business  to 
Dupuis  Freres,  but  also  attracted  many  cus- 
tomers to  other  stores.  These  concerns  re- 
ported that  the  sale  resulted  in  a  big  jump  in 
their  business,  probably  because  of  the  over- 
flow crowds. 


DRY  GOODS  ECONOMIST,  APRIL  23,  1921 


The   L.OI1K'  Beacli — 

Newest  knitted  wrap, 
refined  in  design,  made 
in  pparl  stitch  and  per- 
manently aecordeon 
pleated.  Collar  and 
oiiffs  of  brushed  wool 
and  button  of  brushed 
angora. 

Colors :  N'av.v  and  white, 
Black  and  white.  Mauve 
and    white,    and  other 
tasteful  combinations 
ri-ioc,  .$<;.»)()  eaeli 


Y  V  o  11  II  e — A  Smart 
Blouse,  light  and  trans- 
parent, and  d  r  e  s  s  J 
enough  for  any  occasion. 
Made  of  pure  7  stock 
worsted  yarn.  knitted 
in  three  gauge  Pearl 
Links,  with  fine  quality 
eyelet-embroidered  collar 
and  vestee  and  pearl 
buckle. 

Colors :  Hone.v  Dew.  Ciel 
Blue,  Sheel  Pink,  Mauve 
Gre.v,  Endive,  Tomato. 
Price    .«|!:i.50  each 


HOW  successfully  we  are  living  up  to 
our  self-imposed  standards  of  more- 
than-honest  values  is  proved  by  the  two 
numbers  illustrated — ofifering  absolutely 
new  styles  and  sterling  quality,  at  prices 
amazingly  moderate. 

Our  line  is  too  original  in  design  to 
show  photographs  of  many  garments. 
But  we  shall  be  glad  to  send  you  on  ap- 
proval an  assortment  of  our  best-selling 
Mohair  and  Worsted  Blouses. 

Our  aim  is  for  permanent  business,  and 
we  believe  that  the  best  way  to  secure  it 
is  to  let  the  merchandise  speak  for  itself. 
Just  another  evidence  that  JUSTICIA 
MILLS  stands  for  fairness.  Test  the 
truth  of  this  for  yourself.  Your  inquiry 
or  order  will  receive  our  prompt  and  care- 
ful attention. 


I     NCO     R    P  -ORATED 


1123  Broadway 

NEW  YORK 


ON  THE  RACKS 
FOR  IMMEDIATE 
DELIVERY 

Fringe  Trimmed 
Dresses 
Crepe  de  Chine 
Canton  Crepes 
$16.75  up 
Graduation 
Dresses 
Georgette  and 
Crepe   de  Chine 
$  1 0.75  and  up 

No.  2515— This  style 
specially  adapted  for  the 
matronly  figure.  Pine 
<iuality  crepe  meteor.  The 
side  panels  have  insertion 
of  5  in.  silk  lace  and  are 
edged  with  r  e  v  e  r  s 
trimmed  with  tailored 
tucks.  Tlie  revere,  collar 
and  cuffs  in  same  effect ; 
fancy  vestee.  Wide,  soft 
crush  girdle.  Colors : 
Navy,    Brown   and  Black 

38  to  48..  ...  $25.75 

This  same  model  in  Can- 
ton crepe  No.  3262. 

$32.75 

Same  model  in  crepe  de 
chine  No.   1949,  $22.75 

No.  255— Canton  crepe 
model  suitable  for  the 
full  figure.  The  tunic, 
waist  and  sleeves  are 
elaboratel.v  silk  hand  em- 
broidered in  pleasing  de- 
sign. Wide  crush  girdle. 
Cblore :      Gray,  Bronvn. 


$22.75 


First 
merit 
silk 
on  lia 


class  assort 
of  large 
dresses  always 
nrt. 


25-29  West  31  st  St.,  New  York 


Navy.  38  to  48 
No.  194()  same  model  as 
223.^  featured  in  crepe 
meteor,  $19.75. 


Stock  for  Immediate 
Delivery 

S.  L.  Rubel 
172  West  Adams  St. 

Chicago,  III. 
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Summer  Neckwear 
Runs  Strongly 
To  Frills 

Organdy   Guimpes  with  Matching 
Pockets  and  Sashes  Are  Offered 
— Creamy  Shades  Popular 

The  spirit  of  summer  neckwear  fashions  is 
now  being  expressed  in  soft  shirrings,  frill- 
ings  and  pleatings.  Dainty  novelties  in  sheer 
nets  and  laces  and  in  organdies  which  are 
soft  in  outline  are  contestants  for  first  honors. 

For  wear  with  frocks  of  Canton  crepe  and 
sweaters  of  silk  and  wool,  ideas  in  soft  deli- 
cate laces  and  nets  are  winning  increased  at- 
tention from  the  more  exclusive  trade. 
Guimpes,  modesties  and  vestees,  finished  with 
infinitely  varied  types  of  collars  and  frills,  are 
all  well  received,  their  success  depending  in  a 
large  measure  on  their  soft  alluring  lines. 

Side  frills,  double  frills  and  cascade  frills 
in  plain,  scalloped  or  pointed  effects  vie  with 
each  other  in  the  adornment  of  these  sweater 
and  frock  accessories. 

Matching  Sashes 

Some  of  the  newer  organdy  guimpes  are 
featured  with  matching  sashes  and  pockets 
forming  a  smart  set  for  wear  with  organdy 
and  taffeta  dresses.  As  a  novelty  idea,  alone, 
to  attract  attention  to  the  neckwear  depart- 
ment, these  dainty  sets  have  decided  value. 

Some  of  the  neckwear  manufacturers  have 
followed  their  production  of  bright  colored 
tricolette  scarfs  by  the  introduction  of  sashes 
in  various  types  of  plain  and  fancy  silks.  In 
some  instances  the  sash  is  matched  to  a  Wind- 
sor tie  or  to  a  waistcoat. 

Cream  Shades  Gaining 

In  the  wake  of  the  vogue  for  lace-trimmed 
net  guimpes  comes  a  preference  for  rich, 
creamy  shades  which  give  to  even  the  most  or- 
dinary lace  a  tone  of  softness.  Laces  by  the 
yard  as  well  as  narrow  lace-trimmed  bandings 
are  selling  in  these  delicate  yellow  and  bisque 
colorings. 


A  jewelled  throat  band  attached  to  the  veil 
is  a  new  feature  traceable,  no  doubt,  to  Mrs. 
Harding's  famous  diamond-clasped  neck  band. 
The  novelty  mesh  illustrated  is  attached  to  a 
ribbon  band  studded  with  imitation  emeralds 
and  diamonds.  From  Gottschalk,  Steinberg  & 
Co.,  Inc.  This  tailored  sailor  of  black  straw 
zvith  dented  crown  and  brim  faced  with  white, 
from  Alfred  Popper,  is  a  much  wanted  type 
for  early  summer. 


In  the  new  sweater  guimpes  fullness  and  frills  provide  the  necessary  soft- 
ness as  typified  in  this  net  guimpe  from  J.  E.  Berman  &  Co.  adorned  zvith 
antique  filet  edged  with  real  venise  lace.  A  long,  tight  sleeve  gives  to  this 
net  guimpe  from  Kanter  &  Aaron  the  advantages  of  a  blouse.  Embroidered 
net  medallions  and  val  lace  supply  the  ornamentation. 


Canton  crepe  frocks  with  oval  neck  lines 
are  encircled  with  narrow  rolling  collars 
which  are  fastened  on  the  shoulder  or  center 
back.  When  made  of  net  they  are  trimmed 
with  a  very  dainty  lace,  such  as  val,  but  when 
lace  is  used  alone,  antique  filet,  venise  and 
baby  Irish  are  preferred. 

As  dark  street  frocks  become  more  gen- 
erally worn,  improvement  in  various  types  of 
collars  is  noted.  The  so-called  "Bramley"  ef- 
fects continue  to  sell  moderately  as  well  as  a 
multitude  of  narrow  oval  designs.  For  sweat- 
ers and  tailored  suits  the  narrow  long  tuxedo 
collar  with  matching  cuffs  is  much  preferred. 


Store  Executives  Get 
Behind  Lace  Week 


From  present  indications.  Lace  Week  will 
make  a  new  record  this  year.  The  co-oper- 
ative effort  that  is  being  put  forth  in  the  met- 
ropolitan stores,  as  well  as  those  throughout 
the  country,  has  not  been  equalled  in  any  pre- 
vious year. 

Lace  Week  has  become  an  annual  affair  of 
importance  and  lace  and  embroidery  de- 
partment heads  have  been  quick  to  see  the  ad- 
vantage of  getting  behind  this  movement  and 
interesting  the  publicity  managers  of  their 
stores  in  the  enterprise. 

Window  trimmers  have  stretched  their 
resources  to  the  limit  to  put  in  all  lace  win- 
dows during  this  week.  Advertising  man- 
agers have  been  taking  note  of  the  sales  pos- 
sibilities incident  to  the  joined  forces  in  the 
store  and  have  given  added  space  in  their 
newspaper  ads  to  these  departments. 

Naturally,  department  heads  have  made 
attractive  department  displays,  and  as  a  con- 
sequence of  this  combination  of  effort,  the 
Week  gives  every  evidence  of  going  over  with 
a  bang.  It  is  impossible  to  give  any  exact  re- 
turns in  this  article  owing  to  the  early  date 
of  which  the  Economist  goes  to  press.  Next 
week  we  will  endeavor  to  give  a  more  com- 
plete summary  of  what  was  accomplished  by 
the  metropolitan  stores  in  their  effort  to  put 
over  Lace  and  Embroidery  Week. 


H.  S.  Skinner,  buyer  of  houseware,  china 
and  electrical  goods  for  the  Dayton  Co., 
Minneapolis,  Minn.,  is  to  merchandise  the 
store's  picture  galleries.  Formerly  they  were 
in  charge  of  J.  A.  Perlee,  assistant  general 
manager. 


Fringe  Trimmings 
Stage  Come  Back 

Continuance  of  Vogue  Is  Difficult  to 
Forecast — Wooden  Beads  Retain 
Hold  in  Public  Favor 

It  is  rather  difficult  to  say  whether  the  re- 
vival of  fringe  is  a  new  style  or  a  continuation 
of  an  old  one.  About  a  year  ago  fringe  threat- 
ened to  inundate  the  fashions  of  that  season. 
For  a  time  every  dress  and  wrap  worn  by  the 
smartly  gowned  woman  was  trimmed  with 
fringe.  These  fringes  varied  in  length  from 
an  inch  to  eighteen  inches ;  some  were  knotted 
and  some  were  not ;  but  uniformly  they  either 
harmonized  with  the  gown  in  color  or  were 
black. 

The  new  season  is  coming  upon  us  dripping 
with  fringe  again.  The  newest  wraps  and 
dresses  are  liberally  edged  or  covered  with 
fringes  which  also  vary  in  depth  the  same  as 
last  year.  However,  some  deep  fringes  have 
been  shown  up  to  the  present  time,  but  the 
colors  are  as  last  season,  either  the  same  as 
the  gown  or  black,  with  an  exception,  now  and 
then,  such  as  a  navy  blue  fringe  on  a  gray 
dress,  or  brown  fringe  on  a  tan  wrap.  The 
bright-colored  fringes  and  rainbow  effects  are 
reserved  for  use  on  the  ribbon  sashes  which 
coiitinue  to  decorate  many  of  the  street  dresses 
and  suits. 

Whether  this  great  favor  which  is  now 
being  shown  for  fringes  will  continue  through 
the  season  or  whether  it  will  do  as  it  did  last 
year,  slip  quickly  and  quietly  out  of  the  fore- 
ground, is  a  question  unanswered  at  the  pres- 
ent time.  Wholesale  dress  trimming  houses 
report  a  good  business  in  fringes,  both  to  the 
cutting-up  trade  and  to  retail  departments.  It 
is  evident  that  a  big  demand  has  sprung  up 
for  dresses  and  wraps  trimmed  in  fringe. 
However,  the  same  condition  prevailed  last 
year,  and  yet  later  in  the  season  little  fringe 
was  worn.  Their  vogue  was  great  but  short- 
lived. 

Wooden  Beads  Look  Up 

Another  feature  of  the  trimming  depart- 
ment which  has  had  an  entirely  different  his- 
tory is  wooden  beads.  After  a  full  year  or 
more  of  popularity,  these  continue  to  be  in 
favor  for  the  present  season.  In  all  sizes  and 
all  colors,  they  are  used  to  embroider  the  new- 
est frocks,  and  are  seen  even  on  suits.  They 

(Continued  on  page  SI) 
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Shipment  on  Receipt 

of  Wire 
16  Button  Chamoi- 
suede  Mousguetaire 
style  Platinum,  Pon- 
gee, Mode  and  Sand, 
to  Retail 

1.65 


Shipment  on  receipt  of 
wire;  16  Button  P.  P. 
Milanese  Silk,  Extra 
Heavy  Weave,  in  col- 
ors. Platinum,  Pongee 
Mode,  Brown,  White 
and  Champagne,  to 
retail  at  1.95. 


_  Reg.  U.  S.  Pat.  Off. 

Gl  oves 


.V 


V 


J 


FOR  BIGGER 
TURNOVER 


gloves  generate  \ 
more  sales  because  of  their  quality, 
style  and  reasonable  price. 

instant  ship- 
ment service  means  you  need  never 
be  put  of  sizes  of  styles.  We  carry 
your  stock  for  you. 

means  bigger 
and  better  sales  volume — more 
profits. 

SILKS  AND 
CHAMOISUEDES 
PLATINUM  GRAY 
AND  ALL  COLORS 

For  Spring  and  Summer. 

"SS^^C^S^  will  meet  the  de- 
mand. 

"lOJecPt^^^lf/tf^  gloves  can  be  had 
in  all  the  accepted  styles — ^mous- 
quetaires,  biarritz  and  wrist 
length  of  Silk,  Chamoisuede 
and  Kid. 

Wire  Your  Wants  — 
READY  TO  SHIP  AT  ONCE 


J 


Wimelbacher  &  Rice, 


39  UNION  SQUARE 
NEW  YORK 


''AMERICA'S  LARGEST  STOCK  GLOVE  HOUSE'' 
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Size  Up  Literary  Tastes  of  Public 
and  Book  Section  Will  Blossom 

Fondness  for  Reading  in  Itself  Is  Not  Altogether  an  Asset,  Says 
Mrs.  Anna  S.  Morris,  Head  of  Department  of  J.  L.  Hudson  Co. 
Store — Customers  Kept  Informed  of  What  Is  Being  Offered  in 
Field  of  Fiction — Circulating  Library  Whets  Appetites  of  Clients 


"Success  in  running  a  book  department 
depends  largely  on  the  degree  in  which  it  is 
run  as  a  merchandise  department,"  is  the  view 
expressed  to  an  Economist  staff-member  by 
Mrs.  Anna  S.  Morris,  head  of  the  large  and 
busy  section  of  this  kind  in  the  store  of  the 
J.  L.  Hudson  Co.,  Detroit. 

Mrs.  Morris,  on  leaving  a  convent  school, 
started  in  in  the  book  department  at  John 
Wanamaker's,  New  York,  and  was  subse- 
quently with  two  other  large  stores  of  na- 
tional reputation  before  going  to  Hudson's 
three  years  ago. 

"To  what  extent  does  a  love  for  books  in 
themselves  enter  into  the  matter?"  the 
Economist  man  asked. 

Books  as  Merchandise 

"One  may  have  a  fondness  for  reading  and 
for  books,  but  this  may  prove  not  altogether 
an  asset,"  was  the  answer.  "I've  been  at  the 
head  of  more  than  one  book  department,  and 
I've  been  in  book  departments  since  I  began 
my  business  career,  nearly  twenty  years  ago, 
and  my  experience  and  observation  show  that 
while  the  book  department  head  ought  to  like 
books  and  know  them  as  books,  it's  essential 
that  he  sees  books  as  merchandise;  that  is, 
he  must  know  and  understand  the  views  and 
tastes  of  his  public,  the  people  to  whom  he 
is  going  to  sell  the  books  he  buys. 

Give  Public  a  Lead 

"He  must  know  the  kind  of  books  they  are 
'    most  likely  to  be  interested  in.    At  the  same 
time,  the  book  department  head  should  give 
I    his  public  a  lead  on  the  books  they  will  be 
I    likely  to  read.   We  recently  sent  out  3000  let- 
ters to  people  on  our  list,  telling  of  a  book  that 
was  just  coming  out.  As  a  result,  we  received 
orders  for  500  copies.   This,  of  course,  was  a 
great  aid  to  us  in  buying.    In  fact,  we  in- 
creased our  order  right  away. 

"We  also  sent  a  letter  to  the  purchasers 
thus  attracted,  expressing  the  hope  that  the 
book  met  their  expectations  and  stating  that 
we  will  be  glad  to  have  them  write  us  regard- 
ing any  matter  relating  to  books  on  which 
they  would  like  to  have  information. 

"We  don't  do  this  often  enough  to  cause 
such  letters  to  lose  their  force.  And  we  only 
do  it  with  books  of  real  importance,  books  that 
are  going  to  have  not  only  wide  reading  but 
general  discussion." 

Likes  Newspaper  Ads 

"How  about  newspaper  advertising?  Do 
you  do  much  of  that  in  behalf  of  books?" 

"Yes ;  we  do  quite  a  good  deal.  We  seldom 
get  immediate  results,  but  we  feel  that  be- 
cause of  the  advertising  when  a  person  wants 
a  certain  book  he  or  she  is  more  likely  to  come 
to  us  for  it.  We  also  use  signs,  in  a  neat 
frame,  in  the  department,  calling  attention  to 
the  newest  books.  Sometimes,  however,  there 
is  such  a  run  on  a  book  that  we  don't  list  it  in 
that  way — because  of  difficulty  in  obtaining 
deliveries. 


"We  make  it  as  easy  as  we  possibly  can 
for  customers  and  salespeople  to  find  the 
books  called  for,"  continued  Mrs.  Morris.  "As 
you  see,  we  have  a  number  of  alcoves,  in  ad- 
dition to  the  numerous  tables.  One  of  these 
alcoves,  with  glass  protected  shelving,  is  de- 
voted to  handsomely  bound  books  and  sets. 
The  other  alcoves  are  used,  respectively,  for 
books  on  particular  subjects. 

Books  Are  Classified 

"In  each  alcove  there  is  a  table  on  which 
new  books  of  the  higher  type  are  displayed. 

"Books  of  this  class  we  keep  classified  un- 
der the  name  of  the  author,  because  those  who 
read  them  usually  ask  for  them  by  the  au- 


HUDSON'S 

BOOK  SHOP 

Offers  a  personal  service 
to  every  booklover 

IF  YOU  have  found  it  difficult  to 
obtain  certain  books,  let  us  assume 
the  responsibility  of  getting  them 
for  you. 

If  it  is  your  desire  to  know  what  the 
book  reviewers  say  about  the  forth- 
coming books,  or  the  newly  published 
volumes,  we  shaJl  be  glad  to  serve  you. 
If  you  want  .to  know  anything  about 
books  or  authors,  vye  have  ways  and 
means  of  obtaining  this  information, 
and  will  deem  it  a  favor  to  have  you 
call  upon  us. 

The  little  book  nooks  are  inviting  places  to 
browse  around  in,  with  books  systematically 
arranged,  making  it  easy  to  select  at  leisure. 

All  the  best  sellers  in  recent  fiction — grouped 
on  separate  tables  for  convenience. 

We  are  building  for  a  bigger  and  better  Book 
Shop  every  day,  with  competent  salespeople 
and  Hudson  Seniict  at  its  best. 

The  J.  L.  Hudson  Co. 

Mexsuimne  Floury 
WoodnMard  Building. 


This  is  a  specimen  of  the  literature  sent 
customers  by  the  book  department  of  the  J.  L. 
Hudson  Co.  store. 

thor's  name.  Popular  fiction,  on  the  contrary, 
is  nearly  always  called  for  by  the  title  of  the 
book." 

The  Economist  staff-member  noted  vari- 
ous clever  ideas  in  the  matter  of  classification 
in  this  department.  One  of  these  took  the 
shape  of  a  table  carrying  "mystery"  books, 
with  a  sign  on  it  to  that  effect.  Another  table 
had  the  "sweet"  books  that  appeal  so  strongly 
to  young  girls. 

Books  Are  Listed 

A  decided  aid  both  to  customers  and  to 
salespeople  is  found  in  the  big  volume  in 
which  books  are  listed  under  titles  and  under 
publishers'  names.  These  enable  the  seeker 
after  a  book  which  may  or  may  not  be  in 
stock  to  ascertain  its  price  and,  in  the  case  of 
the  newer  publications,  get  a  line  on  its  char- 
acter. 


Great  emphasis  is  placed  by  Mrs.  Morris 
on  absolute  cleanliness  and  dustlessness.  The 
department,  in  fact,  is  immaculate  through- 
out, despite  the  great  number  of  tables, 
shelves  and  alcoves. 

A  circulating  library,  with  a  charge  of  3 
cents  per  day  per  book,  has  proved  a  big  at- 
traction. In  one  day  the  receipts,  despite  the 
smallness  of  the  rate,  have  run  as  high  as  $72. 

"That  was  a  special  day,  however,"  Mrs. 
Morris  explained.  "It  came  right  after  a  Sat- 
urday, Sunday  and  a  holiday,  when  readers 
had  had  plenty  of  time  to  read  the  books  they 
had  taken  out  and  get  ready  for  more.  A  lot 
of  books  went  out  that  day,  evidently.  Alto- 
gether, we  have  as  many  as  9000  customers  a 
month  in  our  circulating  library. 

"Such  a  library  creates  a  habit  of  reading 
and  helps  indirectly  to  sell  books. 

Circulating  Library  Helps 

"Some  think  a  circulating  library  hurts 
the  sale  of  new  fiction,  but  this  is  very  far 
from  being  our  experience.  We  take  care, 
however,  to  gage  as  accurately  as  possible  Jthe 
number  of  copies  of  a  book  we  put  into  the  cir- 
culating library  as  related  to  the  number  car- 
ried in  stock.  This  is  a  vital  matter.  We 
can't  afford  to  seriously  disappoint  the  book 
borrowers  and,  at  the  same  time,  we  must 
avoid  lessening  our  sales.  We  strive  to  strike 
the  happy  medium,  and,  as  a  matter  of  fact, 
we  find  that  the  circulating  library,  instead 
of  lessening  our  sales  of  a  certain  book,  tends 
to  increase  them.  This  may  seem  strange, 
and  it  isn't  easy  to  account  for  it,  but  such  is 
the  case." 

Juvenile  books  are  an  important  factor  in 
the  J.  L.  Hudson  Co.'s  department.  And  so 
also  are  the  sales  of  current  periodicals. 

Juveniles  Bring  Parents  Along 

Juvenile  books  Mrs.  Morris  regards  as  a 
very  important  factor  in  building  up  book 
sales. 

"That  section  brings  parents  to  the  de^ 
partment  at  the  suggestion  of  their  children 
or  for  the  purpose  of  gift  buying,"  said  she. 
"And  they  are  apt  to  go  to  the  same  place 
when  they  desire  books  for  themselves  or  as 
gifts  for  adults. 

"But,  more  than  this,  the  children  are  the 
prospective  customers  of  later  years.  Let 
them  grow  accustomed  to  coming  here  for 
books  and  they  will  be  apt  to  come  here  when 
they  grow  up. 

"Turnover  is  something  to  which  the  aver- 
age book  department  head  pays  too  little  at- 
tention," remarked  Mrs.  Morris.  "It's  just 
as  important  here  as  it  is  in  any  other  line." 

"How  do  you  keep  down  your  stock? 
What  becomes  of  the  slow  sellers?"  we  asked. 
And  the  answer  was,  "Monthly  'Hurt  Book' 
Sales." 

The  Book  Section  Pays 

"I  can't  for  the  life  of  me  see,"  continued 
the  department  head,  "why  merchants  are  so 
slow  to  recognize  the  value  of  the  book  depart- 
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IRELAND-VALUER  GLOVES 


Style  No.  932 — V  a  1  11  e  r  , 
I  6 -button.  Real  French  kid. 
Marion  Quality.  Colors : 
White,  black,  champagne, 
brown,  beaver  and  mode. 
Price  per  dozen. 


Style  No.  X931 — Similar  to 
932.  I2-button.  White 
only.    Price  per  dozen. 


$45.00 


$69.00 


Style  No.  9016 — (below) 
16-button.  Milanese  Silk. 
Paris  Point  Embroidery. 
Colors:  White,  grey,  mastic 
and  black.  Price  per 
dozen. 


Style  No.  9012 — Similar  to 
9016.  16-button.  Colors: 
White  and  pongee.  Price 
per  dozen, 


$21.00 


$16.50 


Style  No.  6002 — (on  the 
right)  12 -button  fabric 
mousquetaire.  Extremely 
fine  suede  finish.  Colors: 
Mode,  white,  black,  beaver 
and  brown.  Price  per 
dozen. 


Style  No.  6004 — -Similar  to 
No.  6002,  but  16-button 
length.     Price  per  dozen. 


$13.50 


$11.00 

f^^lTE  GLOVES,  tlie  mainstay  of 
summer  glove  selling,  are  admiratly  repre- 
sented in  tlie  Ireland- Vallier  line.  OtKer 
colors,  of  course,  are  available,  but  white  is 
never  dominated  in  summer  popularity. 

Ireland    Gloves  at    Ireland   prices   are  our 
test  sales  argument. 

Prices  subject  to  cKange. 

IRELAND  BROTHERS 

JOHNSTOWN  NEW  YORK 

New  York  Salesroom:  50  Union  Square 
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ment.  True,  it  isn't  as  great  a  money  maker 
as  some  of  the  others,  but  it's  a  big  attrac- 
tion to  the  store.  I  think  the  Economist  is 
doing  a  great  work  in  bringing  the  book  de- 
partment to  the  attention  of  department  store 
owners." 

One  of  the  things  emphasized  by  Mrs. 
Morris  is  the  selling  influence  exerted  by  com- 
petent salespeople. 

"This  is  especially  true  as  regards  juvenile 
books,"  she  added.  "We  are  fortunate  in  hav- 
ing in  charge  of  our  juvenile  and  children's 
books  a  competent  woman  who  was  formerly 
employed  in  a  library.  She  understands 
children,  their  likes  and  dislikes,  and  takes  a 
decided  interest  in  finding  out  just  what  book 
will  best  please  each  little  customer. 

"This  is  most  important,  because  as  I  said 
before,  the  juvenile  section  is  really  the  foun- 
dation of  every  successful  book  department." 

Special  Orders  Catered  To 

Special  orders  are  something  to  which  the 
Hudson  book  department  pays  particular  at- 
tention. 

"We  will  get  for  a  customer,"  said  Mrs. 
Morris,  "any  book  or  magazine  that  is  in 
print.  Such  service  is  not  profitable  in  the  be- 
ginning, but  it  does  bring  people  to  the  de- 
partment, and,  more  than  that,  it  helps  the  en- 
tire store." 

Here  is  another  point  brought  out  in  Our 
interview  with  Mrs.  Morris :  "There  is  prob- 
ably no  department  in  a  store  where  tact  and 
ability  to  size  up  a  prospective  customer's 
whims  or  ideas  are  so  essential  as  in  the  book 
department.  A  customer  may  be  annoyed  and 
perhaps  driven  away  by  a  mere  word  from  a 
saleswoman,  or,  on  the  other  hand,  may  get 
mad  because  she  isn't  instantly  waited  on. 

"Hudson  book  department  salespeople  are 
encouraged  to  be  very  careful  in  their  ap- 
proach. And  it  is  hardly  necessary  to  say 
that  customers  who  like  to  s-can  the  shelves 
or  browse  are  permitted  to  do  so  to  their 
hearts'  content." 

How  Department  Greyv 

Now  we're  going  to  tell  something  about 
the  Hudson  book  department  that  will  sur- 
prise many  of  our  readers.  It  is  located  on 
a  mezzanine;  and  most  retailers  know  only 
too  well  how  hard  it  is  to  do  an  active  business 
pn  a  mezzanine. 

This  mezzanine  runs  all  around  the  main 
floor  of  one  of  the  newest  sections  of  the  J. 
L.  Hudson  Co.  store.  The  space  devoted  to 
books  measures  122  by  12  feet  along  the  front 
of  the  building;  75  by  14  ft.  on  one  side,  60 
by  22  ft.  at  the  rear,  and  65  by  14  feet  at  the 
remaining  side.  When  the  book  department 
was  opened,  three  years  ago,  it  occupied  only 
the  space  at  the  rear  and  the  space  along  the 
75  ft.  side.  This  clearly  shows  the  growth  of 
the  department  and  points  not  only  to  the  skil- 
ful management  maintained,  but  also  to  the 
accuracy-  of  the  Economist's  recent  state- 
ments as  to  the  growing  tendency  on  the  part 
of  Americans  to  become  readers  of  books  as 
well  as  of  newspapers  and  magazines. 

Section  Easily  Reached 

Mrs.  Morris  fully  agreed  with  the  Econo- 
mist staff-member  as  to  the  existence  of  this 
tendency  and  spoke  of  the  willingness  of  a 
large  section  of  the  public  to  pay  $2  for  a 
newly  published  novel  and  a  still  higher  price 
for  an  authoritative  work  dealing  with  pres- 
ent-day developments. 

One  thing  of  a  more  physical  nature  that 
has  helped  the  department  is  that  it  is  readily 
reached  by  a  staircase  of  easy  tread,  right  at 
the  front  of  the  store,  by  four  other  stairways 
1  elsewhere  located,  and  by  eight  elevators, 
three  of  which  are  especially  easy  of  access. 
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Trade  Acceptances 
and  Their  Usage 

Book  by  Park  Mathewson  Indicates 
Advantages — -Buyer  and  Seller 
Benefits 

"Acceptances— Trade  and  Bankers'."  By  Park 
Mathewson,  vice-president  of  the  Business  Bourse, 
New  York.  372  pages,  including  index.  D.  Ap- 
pleton  &  Co.,  New  York. 

THE  use  of  trade  acceptances  is  one  of 
the  features  provided  for  in  the  Fed- 
eral Reserve  Act,  it  being  a  condition 
under  the  present  system  that  the  paper  which 
business  men  offer  to  their  banks  shall  con- 
form with  the  requirements  of  that  law  as 
interpreted  by  the  Federal  Reserve  Board. 
Furthermore,  efforts  have  been  made  by  bank- 
ers as  well  as  by  manufacturers  and  whole- 
salers to  encourage  the  use  of  trade  accept- 
ances in  the  payment  of  bills  by  distributors. 
Arguments  have  also  been  presented  in  favor 
of  the  use  of  acceptances  by  retailers  as  a 
means  of  obtaining  settlement  of  their  ac- 
counts by  their  customers. 

Arguments  Presented 

This  work  clearly  outlines  both  the  theory- 
and  the  practice  of  the  settlement  of  accounts 
by  acceptances.  The  advantages  derived  from 
a  general  use  of  trade  acceptances  in  business 
are  clearly  set  forth,  and  Mr.  Mathewson  is 
to  be  credited  with  the  ability  he  has  shown  in 
presenting  arguments  as  to  why  the  use  of 
trade  acceptances  is  of  advantage  to  the  buyer 
of  merchandise  as  well  as  to  the  seller. 

For  example,  he  points  out  that  a  standard 
form  of  trade  acceptances  constitutes  the  most 
complete  acknowledgment  of  payment  that  the 
buyer  can  receive. 

He  argues,  also,  that  "the  trade  acceptances 
will  prove  a  useful  short  cut  to  the  buyer 
as  well  as  to  the  seller,"  and  also  that  "a  buyer 
will  be  gratified  to  know  that  the  methods  of 
the  house  he  deals  with  are  up-to-date  and 
economical,  for  the  simple  and  selfish  reason 
that  he  can  get  the  best  prices  and  service 
from  the  seller  only  if  the  latter  employs  every 
eflScient  means  to  cut  the  cost  of  production 
and  handling.  The  moral  is  that  the  buyer 
should  deal  with  the  seller  who  employs  trade 
acceptances." 

British  System  Elastic 

The  author  also  points  to  the  influence  of 
acceptances  upon  the  credit  system,  arguing 
that  if  England  does  safely  five  times  as  much 
business  as  the  United  States  of  America  on 
an  equal  amount  of  invested  capital  (as  stated 
by  a  Federal  Reserve  Bank  officer)  it  must 
be  that  her  credit  system  is  five  times  as  ef- 
fective as  ours.  He  adds:  "From  careful 
analysis  it  appears  that  this  is  largely  due 
to  the  system  of  'acceptance'  credits  in  use  in 
England  for  many  years." 

He  also  urges  that  the  use  of  trade  ac- 
ceptances will  allow  a  legitimate  extension 
of  credits  to  a  considerable  degree.  That  the 
use  of  trade  acceptances  helps  the  smaller 
merchants  most  is  also  a  contention  of  Mr. 
Mathewson.  "When  a  seller  knows  he  can  get 
payment  from  the  small  buyer  at  once  in  the 
form  of  an  instrument  which,  under  proper 
conditions,  the  banks  will  'take  for  cash,'  he 
certainly  can  no  longer  justify  his  desire  to 
unduly  favor  the  big  buyer  who  can  discount 
his  bills,  no  matter  what  the  size." 

Mr.  Mathewson  does  not  deny  that  large 
and  small  merchants  should  pay  cash  and  get 
their  discounts  at  all  convenient  opportuni- 
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ties,  but  he  argues  that  "on  necessary  credit 
purchases  it  will  tend  to  equalize  the  desire 
of  the  seller  to  make  credit  sales  with  his 
desire  to  make  cash  sales." 

He  also  urges  retailers  who  are  willing  to 
"accept"  to  let  this  back  them  always.  "Let 
the  sellers  know,"  says  he,  "you  are  in  the 
'gilt-edge  credit  class'  and  want  all  the  bene- 
fits they  can  give  you  in  return.  The  buyer 
who  overlooks  the  benefits  to  be  derived  from 
paying  by  trade  acceptances  is  not  in  the  ad- 
vanced class  on  'buymanship.' " 

In  the  Preferred  Class 

He  also  says  that  "the  beauty  of  the  trade 
acceptance  is  that  it  allows  the  bank  to  be 
banker,  instead  of  forcing  the  seller  to  act  as 
the  buyer's  banker;  it  puts  you  in  the  pre- 
ferred class  of  buyers,  and  yet  does  not  oblige 
you  to  pay  for  the  goods  one  day  before  the 
regular  terms  on  'open  account.'  All  who  'ac- 
cept' can  get  into  the  'preferred'  class  of 
buyers." 

Due  attention  is  also  given  in  this  book 
to  bankers'  acceptances  and  their  functions. 
The  work  is  illustrated  with  numerous  charts 
and  forms,  and  presents  information  as  to  both 
forms  of  trade  acceptances — the  "how"  and 
the  "why"  of  them — ^which  cannot  fail  to  be 
of  great  value  to  business  men  in  all  lines. 


Books  Received 

"New  York  State  Income  Tax  Procedure, 
1921,  Including  Corporation  Franchise  Tax." 
By  Robert  H.  Montgomery,  C.  P.  A.,  682  pages. 
The  Ronald  Press  Co.,  New  York. 

♦ 

H.S.Curtis  Departs 
on  European  Tour 

Homer  S.  Curtis,  who  for  nearly  two  and 
one-half  years  was  organization  Secretary  of 
the  National  Retail  Dry  Goods  Association, 
has  sailed  for  Europe  to  study  the  trade  or- 
ganization methods  and  operations  of  other 
countries  at  close  range.  For  a  good  many 
years  Mr.  Curtis  has  been  specializing  on 
trade  and  industrial  organization  work,  pay- 
ing particular  attention  to  the  problems  of 
the  distributive  trades.  He  expects  to  spend 
considerable  time  in  England,  going  from  there 
to  France  and  Germany. 

While  with  the  National  Retail  Dry  Goods 
Association,  Mr.  Curtis  made  a  most  enviable 
record.  In  the  last  year  he  was  instrumental 
in  increasing  the  number  of  State  associations 
dealing  with  the  special  problems  of  retail  dry 
goods  and  department  store  work  from  ten 
to  thirty,  and  gave  much  assistance  to  the  or- 
ganization of  other  retail  associations  as  well 
as  State  federations  of  retailers.  Prior  to  his 
work  with  the  N.  R.  D.  G.  A.  he  engaged  in 
special  investigations  and  promotion  plans  for 
various  associations,  many  of  his  plans  being 
in  national  operation  at  the  present  time. 

On  his  return  from  Europe,  Mr.  Curtis 
intends  to  continue  his  work  in  this  field,- 
paying  special  attention  to  surveys  and  plans 
for  trade  associations  and  campaigns  for  the 
expansion  of  their  influence  and  work.  Be- 
cause of  the  knovra  thoroughness  of  organiza- 
tion and  accomplishments  of  commercial 
bodies  in  Europe  Mr.  Curtis  feels  there  is  no 
better  field  of  study,  and  that  many  of  the 
associations  in  the  United  States  might  well, 
adopt  some  of  the  principles  and  methods  that  I 
have  made  the  trade  associations  of  the  old 
countries  so  effective  and  powerful  in  their  re- 
spective lines  of  endeavor.  He  probably  will 
return  to  the  States  sometime  during  the; 
late  summer.  i; 
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Why  the  makers  of  America's  finest  Gloves 
for  men  and  women  are  using  Top  jQuaUty 

I^/DE  CAPE 

HYDE  Cape  has  for  years  been  the  choice  of  leading 
manufacturers  because  of  its  pliable  softness,  light 
weight,  staunch  endurance  and  fashionable  color  shades. 


T*he  skins  are  carefully  selected  wet  weather 
grades  chosen  by  our  own  local  representatives 
in  South  Africa.  TTiey  are  tanned  by  our  own 
exclusive  chrome  tanning  methods,  producing  a 
leather  of  delightful  softness  and  in  weight  suit- 
able for  both  medium  and  light  weight  gloves 
for  dress  or  street  wear. 

HYDE  Cape  costs  a  little  more  than  some  glove 
leathers  but  wears  much  longer  and  is,  therefore, 
much  more  economical  in  service  and  satisfac- 
tion. 

HYDE  Cape  is  made  in  all  the  fashionable 
shades  including  HYDE-Willow,  HYDE-Pil- 
grim  and  HYDE-Quaker  Grey.    The  fashion- 


able glove  shops  will  be  showing  gloves  this  fall 
that  are  made  from  HYDE  Cape. 

HYDE  Cape  quality  is  guaranteed  and  a 
GUARANTEE  SLIP  like  that  illustrated 
at  the  head  of  this  advertisement  is  placed 
in  each  pair  of  gloves. 

Send  for  interesting  booklet  "GLOVE 
LEATHERS."  It  tells  about  Glove  Leathers 
— How  to  know  them — How  to  care  for 
them  and  why  HYDE  Cape  is  entitled  to  be 
known  as  "The  Glove  Leather  with  a  Caress." 

We  shall  gladly  give  you,  on  request,  the  names 
of  the  glove  manufacturers  who  use  HYDE 
Cape. 


WOOD  &  HYDE  COMPANY,  Gloversville,  N.  Y. 

Makers  of  HYDE  Gape  Glove  Leather 

Boston,  Mass. ,  146  Summer  Street  Capetown,  South  Africa,  14  A.  Adderly  Street 


Underwear  Market 
Gives  Hint  F^or 
Fall Action 

Interest  in  Getting  Spring  Goods 
Now  Should  Not  Obscure  Outlook 
for  Heavy  Weight  Season 

There  is  a  hurry  and  flurry  in  the  knit- 
underwear  market  now  over  getting  timely  de- 
liveries of  light-weight  underwear.  Retailers 
who  two  months  ago  believed  there  was  no 
need  of  haste  are  falling  over  themselves  try- 
ing to  get  assurance  that  their  goods  will  be 
delivered  to  them  as  close  to  "immediately"  as 
possible.  Early  spring  weather  has  brought 
a  retail  demand  which  has  raised  visions  of 
shortages  behind  the  counter,  and  even  those 
merchants  who  are  not  in  desperate  need  of 
stocks  for  the  moment  are  anxious  to  prepare 
against  the  eventualities  of  a  month  from  now. 

Right  along  the  Economist  has  said  that 
spring  underwear  of  some  sort  would  be  avail- 
able to  all  who  wanted  it,  but  that  the  kinds 
especially  desired  might  well  be  temporarily 
scarce.  More  than  three  months  ago  buyers 
.were  urged  to  prepare  for  their  light-weight 
ineeds.  In  the  issue  of  Jan.  8  was  the  follow- 
ing statement: 

Buy  for  Season 

"Orders  coming  along  for  a  dozen  here  and 
a  dozen  there  give  the  manufacturer  no  incen- 
tive to  speed  up.  They  infect  him  with  the 
.caution  which  inspired  such  ordering,  and 
'later  in  the  season  there  may  easily  be  delay 
in  filling  these  small  *at  once'  orders. 

"Buy  spring  underwear  for  spring,  not  for 
one  or  two  weeks  of  it.  Distribute  the  orders 
as  may  be  desirable ;  but  give  mills  something 
to  work  on.  It  is  not  vital  to  the  life  of  a 
store;  but  it  is  good  business,  and  no  good 
store  does  its  ordering  'just  anyhow.'  " 

This  point  is  particularly  stressed  because 
orders  for  fall  underwear  are  being  placed — 
or  not  being  placed — just  about  as  were  those 
for  spring.  It  is  quite  true  that  in  general 
there  is  a  pretty  good  supply  of  winter-weight 
underwear  in  retail  stores.  The  exceptions 
are  in  those  sections  where  there  was  an  ordi- 
narily cold  winter.  Nevertheless,  the  buyer 
who  looks  ahead  will  see  a  few  things  that 
point  out  the  wisdom  of  assuring  himself  of 
normal  stocks  for  the  opening  of  the  heavy- 
weight season. 

Few  Orders  Placed 

One  of  them  is  the  fact  that  few  orders 
are  being  placed  for  fall  goods.  This  means, 
if  there  is  no  change  in  the  trend,  that  an 
unwieldy  amount  of  orders  will  come  along 
later  when  the  actual  need  for  additional  goods 
becomes  apparent.  The  last  winter  was  ex- 
ceptional in  its  mildness  in  most  localities ;  but 
it  is  no  criterion  for  the  next  winter  season. 
The  old  reliable  law  of  averages  presages  a 
coming  winter  season  when  a  normal  need 
for  warm  undergarments  will  again  arise.  It 
has  been  said  that  there  was  little  wear  and 
tear  on  heavy  garments  last  winter  because 
most  of  them  had  little  use.  This  is  true. 
But,  also,  the  normal  buying  for  last  winter 
did  not  take  place  and  must  come  along  some- 
time. 

The  next  thing  is  that,  despite  the  growing 
habit  of  wearing  light-weight  underwear  all 
year  'round,  a  great  many  people  do  not  follow 
this  practice.  And  whereas,  for  the  warm- 
weather  seasons  woven  fabric  underwear  may 
be  pushed  in  event  of  a  temporary  scarcity  of 
knitted  goods,  this  is  not  possible  in  winter. 

Lastly,  the  mills  which  confine  their  opera- 
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tions  to  heavy  goods  have  been  harder  hit 
than  any  other  class,  and  their  long  period 
of  idleness  or  serai-idleness  is  not  conducive 
to  a  quick  start  on  full  production  when  the 
need  comes. 

So  the  department  head  will  do  a  bit  of 
good  work  for  himself  and  his  store  if  he 
thinks  over  the  situation  which  has  developed 
in  light  weights  and  takes  steps  to  avoid  the 
same  thing  happening  next  season.  The  fact 
that  one  of  the  best-known  balbriggan  lines 
has  been  reduced  to  a  parity  with  fall  under- 
wear prices  and  the  refusal  of  yam  spinners 
to  quote  lower  prices  suggested  by  knitter  cus- 
tomers indicate  that  fall  prices  are  about 
"right,"  or  close  enough  to  it  to  make  little 
material  diiference. 


Congress  Gets  French 
Truth-in-Fabric  Bill 

The  Truth-in-Fabric  Bill  of  Congressman 
French  of  Idaho  was  introduced  in  Congress 
on  Monday,  with  several  changes.  In  the 
enacting  clause  the  term  "unfair  price"  was 
substituted  for  "profiteering,"  because  of  the 
Lever  Act  having  been  declared  unconstitu- 
tional. It  is  provided,  also,  that  the  proposed 
act  shall  take  effect  six  months  after  it  be- 
comes a  law.  Sections  two  to  seven  and  sec- 
tions eleven,  twelve,  thirteen,  fifteen,  sixteen, 
seventeen  and  eighteen  remain  as  before. 

Article  eight  has  been  changed  to  include 
under  the  provisions  of  the  act  yarns  purport- 
ing to  contain  wool  as  well  as  woven  fabrics 
and  articles  of  apparel.  Section  nine  has 
been  changed  to  allow  the  stamp  identifying 
the  content  of  a  fabric  to  be  placed  on  either 
the  back  or  the  selvage  of  each  yard  of  goods. 
It  is  provided,  also,  that  the  manner  of  such 
identification  shall  be  determined  by  the  sec- 
retaries of  the  treasury,  agriculture  and  com- 
merce. An  important  change  is  that  which 
allows  to  be  used  the  statement  that  the  fabric 
contains  "not  less  than"  or  "not  more  than" 
a  certain  percentage  of  wool,  reworked  wool, 
cotton  or  silk. 

In  section  ten  is  a  new  provision  making 
it  clear  that  the  content  identification  on  an 
article  of  apparel  need  not  include  lining, 
stiffening,  padding,  trimming,  etc.  In  section 
fourteen  "silk"  is  mentioned  specifically  as 
"the  product  of  the  silk  worm."  Otherwise 
the  bill  is  as  before. 

Textile  Strike  in  Phila. 
Still  Unsettled 

Philadelphia  Office  of  the  Dry  Goods  Economist, 
1420  Widener  Building 

The  strike  in  the  city's  textile  mills  still 
is  unsettled.  Between  fifty  and  sixty  thousand 
workers  are  out  of  employment,  and  the  result 
of  their  inability  to  buy  as  usual  is  hurting 
trade  in  stores  depending  on  their  wages  for 
business.  Few  if  any  of  those  who  are  idle 
saved  money  during  the  high-wage  period  and 
their  condition  steadily  grows  worse. 

An  attempt  to  end  the  strike  is  being  made 
by  a  subcommittee  of  the  industrial  relations 
committee  of  the  Philadelphia  Chamber  of 
Commerce.  Both  employers  and  employees 
have  given  assurance  of  willingness  to  meet 
with  this  body. 

It  was  hoped  that  efforts  to  adjust  differ- 
ences between  hosiery  manufacturers  and  their 
employees  would  prove  fruitful  last  week. 
Nothing  in  the  way  of  a  settlement  has  de- 
veloped, however.  Both  sides  remain  firm  in 
their  positions,  and  the  production  of  full- 
fashioned  hosiery  especially  is  so  curtailed  that 
buyers  are  finding  it  very  difficult  to  obtain 
goods  for  nearby  delivery. 


55 

Immediate  Delivery 
F.  F.  Silk  Hose 
Is  Scarce 

Even  Blacks  Not  Plentiful — Colors 
Hardly  to  Be  Had — Helps  De- 
mand for  Other  Hose 

A  search  of  the  New  York  market  was 
made  last  week  in  the  interest  of  a  New  Eng- 
land retailer,  who  requested  that  the  Econo- 
mist locate  for  him  a  manufacturer  able  to 
deliver  certain  hosiery  of  which  he  stood  in 
immediate  need.  He  wanted  women's  full- 
fashioned  silk  hosiery  in  black,  African  brown 
and  cordovan,  at  a  price  somewhere  between 
$16  and  $22  a  dozen,  and  he  wanted  it  at  once. 

In  the  course  of  the  searching  expedition 
five  manufacturers  and  eight  jobbers  were  in- 
terrogated. Not  one  of  them  had  anything 
except  black  which  he  could  deliver  right  away. 
There  was  not  a  smell  of  brown  or  cordovan, 
and  not  any  other  color,  either.  In  fact,  even 
black  was  by  no  means  plentiful.  Four  or  five 
firms  stated  that  they  not  only  had  none  on 
hand  but  were  unable  to  say  when  they  would 
have  any.  Tentative  dates  ran  between  June 
and  July. 

Thirteen  firms  are  not  the  whole  New  York 
market,  of  course.  But  it  does  seem  that  the 
results  obtained  give  a  pretty  fair  line  on  the 
full-fashioned  situation,  especially  as  two  of 
the  manufacturers  had  mills  in  Philadelphia, 
where  the  strike  still  goes  on  despite  recent 
hopefulness  that  it  would  be  settled  shortly. 

The  scarcity  of  full-fashioned  goods  has 
given  rise  to  a  better  demand  for  good,  seam- 
less stockings.  These  will  fill  the  gap  tempo- 
rarily; but  there  has  been  so  much  mediocre 
goods  in  the  market  all  spring  that  buyers  will 
need  to  be  careful  about  the  quality  of  what 
they  buy.  The  woman  who  wants  a  full- 
fashioned  stocking  and  can't  get  it  won't  take 
an  inferior  seamless  article  and  its  presenta- 
tion for  her  acceptance  will  make  a  bad  im- 
pression. 

The  whole  hosiery  market  has  picked  up 
amazingly  by  reason  of  the  number  of  orders 
for  moderate-sized  lots  which  have  been  com- 
ing in.  Even  the  low  end  goods  are  doing 
quite  well.  It  is  doubtful,  however,  if  there  is 
any  such  urgent  demand  for  this  type  of  mer- 
chandise as  its  makers  claim.  That  mills  could 
turn  out  a  whole  lot  more  of  it  than  they  are 
doing  and  do  it  with  ease  and  enjoyment  is 
evidenced  by  the  action  of  one  of  the  largest 
mills  which  this  spring,  for  the  first  time, 
began  selling  direct  to  a  few  selected  large 
retailers.  This  mill  now  has  gone  further.  It 
is  selling  its  goods  to  jobbers  who  are  to  dis- 
tribute it  under  their  own  labels.  This  action, 
directly  contrary  to  the  firm's  policy,  is  at 
'  least  an  indication  that  it  can  produce  more 
hosiery  than  it  has  been  able  to  sell  through 
its  regular  channels. 


The  new  buyer  of  hosiery  and  underwear 
for  the  Rike-Kumler  Co.,  Dayton,  0.,  succeed- 
ing A.  W.  Nack,  is  George  Guest,  who  also 
will  buy  gloves,  umbrellas  and  handkerchiefs. 
He  has  been  connected  with  the  Gilchrist  Co., 
Boston,  Mass.,  and  the  MacDougall-Southwick 
Co.,  Seattle,  Wash.,  and  recently  was  engaged 
in  the  manufacture  of  gloves  in  New  York. 

M.  B.  Warner  is  now  buyer  of  men's  and  ■ 
women's  hosiery  and  underwear  for  Weinstock, 
Lubin  &  Co.,  Sacramento,  Cal.    Formerly  he 
was  buyer  of  men's  knitwear  and  suits  for 
this  store. 
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LJ  LA  1  VJL^i  IN  Vjr  1 

5Vfeic;fashioned  Hosiery 

IN  buying  hosiery  women's  first  consideration  is  invariably  appear- 
ance, the  direct  result  of  good  fit  and  fine  yarns.  In  Burlington  Neiv- 
fashioned  Hosiery  perfection  of  fit  is  insured  by  the  special  knitting 
process  which  produces  the  smooth,  trim  ankle  and  lasting  shape- 
liness. When  fit  and  comfort  are  supplemented  by  durability,  the 
maximum  of  hosiery  satisfaction  is  assured.  This  means  good  busi- 
ness and  repeat  sales  for  merchants  carrying  Burlington  A'^c'^i^fashioned 
Hosiery.    Silk  and  lisle  in  staple  and  all  fashionable  shades. 

MARSHALL   FIELD   &  COMPANY 

CHICAGO  NEW  YORK 
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A  Group  of  Imported  Novelties  from  the  Jaquet  Display.  At  the  top  stands  the  camel  of  the 
desert  laden  with  spices  and  perfumes,  retail  price  $5-  The  large  rose  sachet  is  of  mousseline  de 
swoi  over  pink  satin  embroidered  with  pink  satin  roses  to  retail^  at  $2.  The  smaller  one,  comes  four 
in  a  box,  lavender,  rose,  blue  and  white  with  a  gold  safety  pin  in  each,  $1.50  a  box. 

The  perfume  bottles  are  25  and  35  cents  each,  and  the  dainty  batik  handkerchief  to  retail  at  $1 
has  a  powder  puff  concealed  inside. 


Sweet  Perfumes 
Beckon  Trade 
To  Stores 

Expensive  Scents  Find  Ready  Cus- 
tomers, While  Aids  to  Beauty 
Are  Classed  as  Essential 

The  toilet  goods  and  drug  sundries  depart- 
ment is  looked  upon  in  many  stores  as  one  of 
the  main  trade  magnets  and  now  promises  to 
become  of  even  more  importance  in  attract- 
ing customers. 

The  manager  of  one  of  the  largest  toilet 
goods  departments  in  New  York  said  this 
week,  "American  women  are  going  wild  over 
fine  scents  and  refined  cosmetics.  Lines  that 
were  considered  hjgh  priced  and  exclusive  a 
few  years  back  are  now  popular  priced.  Amer- 
ican women  demand  the  best." 

In  the  Oriental  Manner 

In  New  York  stores,  if  the  present  shop- 
ping custom  keeps  up  there  may  be  estab- 
lished the  "perfume  hour"  just  as  there  are 
"tea"  and  "at  home"  hours.  While  high  class 
and  expensive  perfumes  and  cosmetics  sell 
well  all  day  long  around  4  o'clock,  there  begins 
a  steady  arrival  of  fashionables  who  buy  lav- 
ishly of  their  favorite  scents  and  beautifiers. 

It  is  interesting  to  note  that  in  the  search 
for  everyday  necessities,  gowns,  hats,  etc., 
this  class  of  customer  invariably  circulates  in 
the  morning. 

There  is  very  little  quibbling  at  the  price, 
the  main  thing  seemingly  is  to  get  just  the 
proper  scent  in  just  the  right  container.  This 
demand,  by  the  way,  is  not  confined  to  New 
York  or  to  the  East.  It  is  very  general 
throughout  the  West.  Industrial  conditions 
in  individual  localities  vary,  but  on  the  whole 
women  seem  to  be  economizing  on  necessities 
rather  than  luxuries  and  there  is  greater  ac- 
tivity in  toilet  goods  than  many  other  lines. 

Imports  Plentiful 

Now  that  France  again  is  getting  her 
stride  and  her  production  is  becoming  normal, 
the  country  turns  to  the  manufacture  of  con- 
tainers that  will  express  the  personality  and 
individuality  of  certain  articles.  Some  of 
these  containers  are  really  works  of  art  and 
cost  large  sums  when  artists  like  Lalique  and 
Rene  Foy,  both  students  of  the  great  Rodin, 
turn  their  chisels  to  the  designing  of  bottles 
to  hold  exotic  odors.  One  feels  that  there  is 
nothing  to  look  forward  to  and  that  artistic 
production  has  reached  its  zenith.  These  con- 
tainers, by  the  way,  offer  an  opportunity  for 
profits  sometimes  in  excess  of  the  goods  them- 
selves. In  the  larger  stores  in  New  York  the 
sale  of  expensive  perfume  in  bulk  has  been 
discontinued.  Only  one  of  the  larger  stores 
now  handles  it.  The  wastage  is  so  great  that 
it  is  believed  loss  actually  results. 

Prices  of  extracts  and  cosmetics  are  grad- 
ually coming  down.  Containers  are  so  artistic 
it  is  difficult  to  determine  any  price  status  and 
standardization  is  impossible.  The  demand 
for  high  priced  articles  was  never  greater. 

Solely  for  Retailer 

Any  article  or  line  of  merchandise  de- 
scribed or  illustrated  in  the  Economist  is  re- 
ferred to  or  shown  solely  in  the  interests  of 
the  retailer.  Is  it  new  in  itself?  Does  it 
faithfully  represent  a  new  tendency?  Is  it 
trade  news  that  the  retailer  ought  to  know? 
These  are  among  the  acid  tests  applied  by  the 
editor  to  every  item  that  goes  into  our  reading 
pages. 


Black  narcissus  perfume  in  an  amber  bottle 
with  a  black  narcissus  stopper  from  the  Caron 
Co.,  and  a  distinctly  novel  container  from  the 
I'igny  line. 


A  group  of  distinctive  numbers  from  Frank 
M.  Prindle.  The  perfume  containers  are 
copied  from  those  found  in  the  ruins  of 
Pompeii;  the  wooden  soap  bowl  is  filled  with 
soap. 


Roger  &  Gallefs  new  perfume.  The  con- 
tainer, which  is  packed  in  a  box  decorated  with 
black  and  gold  butterflies,  has  a  cut  glass 
stopper. 


This  little  2-inch  white  composition  backed 
brush  will  encourage  the  youngster  to  a  mani- 
cure. 


Hard  Work  Won 
Success  For 
Gift  Shop 

Miss  Serrell  Gains  Big  Clientele  by 
Service  to  Customers  and 
Suitable  Stock 

In  Plainfield,  N.  J.,  there  is  a  little  gift 
shop  that  has  back  of  it  such  determination 
and  energy  and  unfailing  courage  as  is  not 
found  frequently  in  any  place. 

The  steady  grovs^h  of  the  shop  and  the 
well-earned  success  of  its  young  owner,  Miss 
M.  B.  Serrell,  make  an  interesting  story  of 
the  possibilities  from  the  sale  of  merchandise 
practical  to  an  art  and  gift  department. 

"My  friends  say  to  me,"  says  Miss  Ser- 
rell of  the  Serrell  Studio,  "'you  are  lucky,' 
but  I  say  there  is  no  such  thing  as  luck.  I 
have  worked  very  hard.  I  did  have  the  ad- 
vantage of  a  five-year  course  at  the  Women's 
Art  School  at  Cooper  Union,  and  after  grad- 
uating there  I  was  in  the  Tiifany  Studios  for 
two  years.  I  started  my  business  in  the 
smallest  way,  without  any  capital  at  all,  by 
giving  exhibitions  at  my  own  home,  and 
though  the  hill  has  been  steep,  from  that  first 
step  I  have  climbed  steadily. 

"There  have  been  times  when  I  have  taken, 
only  a  few  hours  for  sleep,  and  the  personal 
sacrifices  to  meet  my  obligations  often  have 
been  terrific.  My  success  has  resulted  from 
hard  work  and  concentrated  effort,  and  the 
faith  I  have  had  in  those  who  have  worked 
for  me  and  with  me,  and  my  faith  in  myself. 
My  shop  is  like  a  home,  all  customers  are 
guests.  They  are  treated  with  all  the  courtesy 
a  host  extends  to  a  guest,  and  my  customers 
show  their  appreciation  by  buying  my  wares. 

"We  always  keep  our  shop  or  studio  im- 
maculate. Each  article  is  displayed  with  par- 
ticular care,  and  nothing  is  allowed  to  become 
shop  worn.  Stock  is  never  piled  up.  We  avoid 
always  the  impression  of  confusion,  and  every- 
thing is  arranged  to  give  the  most  pleasant 
and  harmonious  impressiop. 

"Beauty,  artistic  appeal,  education  of  your 
clientele  to  an  appreciation  of  the  artistic,  and 
right  and  kindly  service — those  are  the  requi- 
sites in  selling  art  and  gift  goods." 
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EIFFEL  MAI 
BUTTONLES 
UNIONSUIT 


PATENTED 


Buttonless 
Featherweight 
of  charming  fabrics 
daintily  trimmed 
A  comfortable 
satisfactory 
unionsuit 
for  all  women 


Attractive  posters 
Full  color  counter  signs 
Clever  cut-outs 
Colored  garment  bands 
Cuts  and  copy  for 
your  ads 
Inserts  for  your 
mailing 


They  sell 
because- 


the  features  in  the 
garment  make 
women  want  it 
and 

the  advertising 
that  goes  with  the 
Hne  makes  women 
want  to  see  the  suit 


Per  dozen 
$8.50  $12  $15  $16.50 
$18  $21  $24  $27 

Pink  and  white  barred,  checked, 
striped,  or  plain  nainsook,  dim- 
ity, batiste,  voile  and  silk. 


Carson  Pirie  Scott  &  Co 


CHICAGO 


NEW  YORK 
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Pittsburgh  Store  Launches  New 
Bonus  System  for  Employees 

 _   « 

Joseph  Home  Co.  Now  Base  Premium  on  Salesperson's  Approach 
to  a  Quota  Uniform  Throughout  a  Given  Department  —  Concern 
Finds  Salary  Reduction  Inadvisable,  Says  H.  M.  Phifer— Sales- 
people Encouraged  to  Increase  Efficiency 


BECAUSE  of  the  lower  prices  now  pre- 
vailing in  the  majority  of  lines  as  com- 
pared with  last  year  and  the  conse- 
quent difficulty  salespeople  experience  in 
exceeding  last  year's  totals,  the  Joseph 
Horne  Co.,  Pittsburgh,  has  made  a  change 
in  its  methods  of  figuring  the  bonus  which 
forms  a  part  of  the  remuneration  earned  by 
its  salespeople. 

Many  of  our  readers  are  familiar  with 
the  Horne  automatic  salary  adjustment  and 
bonus  plan,  since  it  was  outlined  at  length 
in  the  Economist  of  Feb.  22,  1919.  Such 
readers  will  recall  that  in  February  and  in 
August  the  salespeople's  salaries  are  ad- 
justed in  the  following  manner: 

The  total  amount  of  salaries  paid  to  the 
salespeople  in  each  department  for  the  six 
months  preceding  one  or  other  of  those  dates 
is  divided  by  the  total  sales  of  that  depart- 
ment for  the  same  period.  The  result  is  the 
average  percentage  of  cost  of  selling.  Then 
the  average  weekly  sales  of  each  salesperson 
in  that  department  are  computed  for  the  six 
months  and  the  amount  is  multiplied  by  the 
department  rate.  This  shows  what  each 
salesperson  has  earned.  The  salaries  of 
those  whose  showing  warrants  it  are  in- 
creased accordingly. 

Greater  Effort  Urged 

On  the  other  hand,  the  wages  of  those 
who  have  not  earned  their  salary  are  not 
reduced.  Such  salespeople  are  called  to  the 
ofiice,  their  record  is  shown  to  them  and 
they  are  requested  to  make  an  effort  to  bring 
up  their  sales. 

What  happens  if  at  the  end  of  the  subse- 
quent six  months  a  salesgirl  is  still  found  to 
be  failing  to  earn  her  salary?  In  that  case 
she  is  either  given  a  trial  in  some  other  de- 
partment or  is  dismissed  as  unsuitable  for 
work  in  the  Horne  store. 

On  the  other  hand,  it  happens  sometimes 
that  a  salesperson  will  run  behind  during 
the  first  six  months  and  earn  more  than  her 
salary  in  the  second  half  year.  In  that  case 
her  "worth"  is  averaged  for  the  year  and  ad- 
justment is  made  on  that  basis. 

Uniform  Bonus  Paid 

Formerly,  the  bonus,  paid  once  a  year, 
was  based  on  increase  in  the  salesperson's 
sales  over  those  of  the  preceding  year.  On 
the  increase,  if  any,  the  salesperson  received 
a  check  for  an  amount  equivalent  to  2  per 
cent.  This  bonus  of  2  per  cent  was  paid  uni- 
formly in  all  departments. 

It  will  be  seen  that  under  this  former 
plan  a  salesperson  had  to  be  in  the  employ  of 
the  concern  thirteen  months  before  receiv- 
ing a  bonus. 

The  new  plan,  it  is  believed,  is  fairer  to 
all  of  the  salespeople  in  the  Horne  Co.'s 
store.  Instead  of  basing  the  bonus  on  in- 
crease in  the  salesperson's  sales  over  those 
of  the  corresponding  period  a  year  ago,  the 
bonus  is  figured  on  the  salesperson's  ap- 
proach to  a  quota,  uniform  throughout  a  de- 
partment, but  varying  among  the  depart- 


By  S.  H.  Ditchett 

ments  according  to  the  merchandise  sold. 

This  quota  is  arrived  at  by'  taking  the 
average  percentage  of  selling,  cost  in  the 
department  for  the  corresponding  six  months 
periods  of  the  last  five  years. 

The  change  in  question  was  made  on 
Feb.  1,  the  last  readjustment  and  bonus  date, 
to  this  extent:  that  new  employees  were  paid 
a  bonus  based  on  the  amount  of  their  sales 
over  and  above  the  quota  provided  for  their 


At  Your  Service! 

TTie  White  House,  El  Paso,  Texas, 
has  reprinted  the  article  under  the  cap- 
tion, "Employee  shares  new  responsi- 
bility in  the  wage  problem  now,"  by 
Ernest  C.  Hastings,  which  appeared 
in  the  March  1 2  issue  of  the  Econo- 
mist. The  contribution  pointed  out 
that  store  executives  were  doing  their 
part  to  retain  present  wage  standards 
and  will  succeed  if  workers  do  their 
part.  A  copy  of  the  article  was  placed 
in  the  pay  envelope  of  each  employee 
with  the  request  that  the  receiver  read 
it  carefully  and  return  the  matter 
signed  to  the  Educational  director. 
In  a  box  at  the  foot  of  the  article  the 
firm  had  this  to  say: 

"The  management  of  the  White 
House  is  in  accord  with  the  article 
printed  above.  It  is  not  our  desire 
to  decrease  our  sales  force  or  to  de- 
crease salaries. 

ITS  UP  TO  YOU  I    THIS  MEANS 
YOU! 

The  Economist  wishes  to  remind  its 
readers  that  this  and  similar  matter 
appearing  in  its  pages  are  for  the  bene- 
fit and  use  of  retailers  in  whatever 
manner  they  see  fit. 


department;  on  the  other  hand,  the  old-estab- 
lished basis  was  used  in  computing  the  bonus 
to  be  paid  to  those  who  had  been  with  the 
concern  for  a  longer  period. 

In  a  recent  interview  with  H.  M.  Phifer, 
manager  of  the  Joseph  Horne  Co.  store,  in 
the  course  of  which  I  learned  the  foregoing 
facts,  Mr.  Phifer  said  that  his  concern  had 
found  it  inadvisable  to  reduce  salaries;  in 
fact,  such  a  procedure  had  been  abandoned 
several  years  ago.  It  should  be  noted  in  this 
connection  that  the  concern's  automatic  sal- 
ary adjustment  plan  was  adopted  as  far  back 
as  1910.  In  place  of  such  reduction  every 
effort  is  exerted  to  encourage  salespeople 
to  increase  their  efficiency  and  to  increase 
their  selling  ability. 

Watch  Kept  on  Average 

To  this  end,  close  track  is  kept  not  only 
of  the  sales  of  each  individual  salesperson 


but  also  of  the  number  of  transactions  he  or 
she  has  effected.  Attention  is  also  given  to 
the  average  amount  of  the  sale  made  by  each 
salesperson.  Thus,  a  watch  is  kept  of  both 
the  number  of  sales  and  the  average  sale. 

Such  a  record  is  of  great  value  and  ef- 
fectiveness, from  more  than  one  standpoint. 
Suppose  a  salesgirl  comes  to  Mr.  Phifer  and 
expresses  a  desire  for  more  salary.  He  will 
take  down  the  record  and  show  at  once  just 
what  she  is  producing — the  amount  of  her 
average  weekly  sales  and  the  average  num- 
ber of  her  sales  per  week.  Then  he  will  tell 
her  the  amount  of  the  average  weekly  sales 
and  the  average  number  of  sales  made  by 
more  successful  people  in  the  same  depart- 
ment. Probably  he  will  let  her  look  at  the 
record.  When  the  applicant  finds  thus  un- 
mistakably that  he  or  she  is  not  producing 
on  the  required  scale,  her  admission  as  to 
lack  of  due  efficiency  is  pretty  sure  to  come 
without  any  coaxing. 

Here  it  is  proper  to  say  that  in  the  record 
in  question  everything  is  in  plain  writing 
and  in  plain  figures,  with  the  exception  of 
the  wage  paid  to  each  salesperson  in  the 
department.  This  is  stated  in  code,  thus 
avoiding  any  chance  of  one  employee  finding 
out  accurately  what  other  employees  are 
earning. 

Here  is  a  little  bit  of  psychology  to 
which  Mr,  Phifer  drew  my  attention  at  this 
stage  of  the  conversation.    Said  he : 

Percentages  Mean  Little 

"In  my  opinion,  it  is  a  mistake  to  talk  to 
the  average  salesperson  in  terms  of  percent- 
age. I  find  it  much  better  to  talk  to  them  in 
dollars.  Furthermore,  it  is  best  to  talk  in 
good,  big  sums  rather  than  in  small  ones.  I 
use  the  sales  of  the  six  months'  period  and 
thus  can  speak  of  thousands  of  dollars.  This 
gives  them  a  clear  and  tangible  idea  of  what 
is  expected  of  them  and  also  as  to  what  some 
of  the  other  people  in  their  department  have 
accomplished.  If  I  were  to  use  percentages 
it  would  mean  little  or  nothing  to  them." 

Here  it  is  well  to  make  clear  the  fact  that 
although  salary  adjustments  are  made  every 
six  months  the  salaries  of  those  recently  em- 
ployed may  be  reviewed  at  the  end  of  two 
months.  The  same  is  true  in  the  case  of 
employees  of  longer  standing  who  did  not 
obtain  a  raise  at  the  end  of  the  preceding 
six  months. 

A  Two-Months'  Trial 

If  a  salesperson,  moreover,  is  found  not 
to  have  justified  the  granting  of  the  salary 
raise  she  has  asked  for  (for  simplicity  of 
phrasing  let  us  assume  it  is  a  woman  or  girl, 
though  the  same  applies,  of  course,  in  the 
case  of  a  man)  she  is  not  turned  down  cold. 
Not  by  any  manner  of  means.  After  show- 
ing her  the  record,  Mr.  Phifer  carefully  and 
patiently  explains  the  situation  and  advises 
her:  "Now  see  what  you  can  do  during  the 
next  two  months  and  we  will  then  go  into  the 
matter  again." 

It  may  be  that  the  salesperson's  record 
shows  an   exceptionally  small   number  of 

(Continued  on  page  83) 
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In  mining  and  in  other  industries,  such  as  building,  railroading, 
farming,  lumbering  and  trucking,  the  workers  require  body  pro- 
tection from  biting  cold  and  widely  varying  temperatures.  A 
good  many  of  the  several  million  outdoor  workers  rely  for  this 
protection  on 


It  requires  High  Rock 
Fleecing  methods  and 
best  quality  long  staple 
cotton  to  produce^  this 
soft,  downy  fabric. 


HIGH 

FLEE© 
UNDE 


ROCK 

I  LONIEP 


Over  fifty  years  ago  special  HIGH  ROCK  fleecing 
methods  perfected  a  cotton  garment  that  gave 
warmth,  comfort  and  everlasting  wear.  Ever  since, 
the  highest  standards  of  quality  have  been  main- 
tained.    The  salesmen  of  over  200  leading  whole- 


High  Rock  Cuffs  and 
Anklets  permit  easy 
passage  of  arms  and 
legs  and  retain  their 
shape. 


salers  are  now  showing  samples  of  garments  for  fall 
delivery.  Prices  are  based  on  present  costs  of 
labor  and  raw  materials.  Your  order  placed  with 
your  jobber  now  will  insure  your  customers  obtain- 
ing the  winter  garment  they  prefer. 


STANDARD  and  STORM 
'KING  garments  are  of  one 
quality  but  different  weights. 


HIGH  ROCK  KNITTING  CO. 

PHILMONT,  N.  Y. 

LEADING  WHOLESALERS  ACT  AS  DISTRIBUTORS 


STOP  M  AKING 


STANDARD  and  STORM 
KING  garments  are  made  in 
shirts,  drawers  and  union 
suits. 
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Artistic  Novelties 
Have  Strong 
Appeal 

Women  Generally  Are  Better  Edu- 
cated in  the  Matter  of 
Decorations 

An  especially  attractive  art  and  gifts 
shop  in  New  York  City  is  that  of  Miss  Rena 
Rosenthal. 

"My  gift  shop  is  a  success,"  said  Miss 
Rosenthal,  "because  I  have  made  artistic 
quality  my  first  business  requisite. 

"Formerly  there  was  no  market  for  ar- 
tistically decorated  novelties,  and  therefore 
little  use  in  appealing  to  the  public  from  that 
standpoint.  There  has  been,  however,  a  de- 
cided change  in  the  public's  taste  within  the 
last  few  years. 

"American  women  of  all  classes,"  de- 
clares Miss  Rosenthal,  "have  developed  a 
habit  of  studying  and  using  good  dress 
fashions.  There  is  a  more  prevalent  under- 
standing of  sense,  good  color  and  form. 
Schools  for  interior  decorating  are  turning 
out  graduates  who  are  trained  principally  to 
offer  skilled  help  in  the  rebuilding  of  homes 
on  the  required  lines  of  good  design  and 
color. 

"The  well-dressed  woman,  living  in  a 
house  of  good  taste,  will  not  give  even  to 
someone  she  does  not  care  for,  anything  ae 
inartistic  as,  for  instance,  an  Indian  head 
ink-well  or  a  tomahawk  thermometer." 

That  Miss  Rosenthal's  rules  for  the  con- 
ducting of  a  gift  shop  are  reliable  ones  to 
follow  is  evidenced  by  the  large  amount  of 
business  done  at  her  shop.  The  gifts  them- 
selves present  an  interesting  array  of  unique 
distinction.  Decorations  are  done  only  by 
girls  with  good  art  school  education.  De- 
signs are  selected  according  to  the  article,  its 
use  and  form,  and  although  a  large  amount 
of  reference  material  is  always  on  hand,  the 
motifs  are  used  for  suggestion  only. 

"My  plan  to  sell  only  goods  of  artistic 
quality  has  prevented  me  from  securing  any 
of  the  trade  available  with  cheaper  goods. 
However,  I  find  that  it  is  a  plan  that  pays ! 

"Understand  the  history  and  artistic  value 
of  every  article  you  sell  and  be  able  to  talk  in- 
telligently to  your  customers,"  she  added. 


Just  a  Finger  on 
Pulse  of  Demand 

MISS  E.  G.  LONGVINE,  who  has 
managed  the  art  embroideries  and 
needlework  department  of  Strawbridge* 
&  Clothier,  Philadelphia,  for  15  years, 
declares  that  she  has  seen  an  increasing 
interest  in  art  embroideries  and  needle- 
work in  the  past  two  years  that  is  really 
remarkable.  Miss  Longvine  finds  sweat- 
ers a  leader  in  her  department  and  shows 
many  clever,  original  designs.  Her  stock 
keeping  and  classification  of  merchandise 
is  remarkable  for  its  precision,  and  her 
methods  will  be  dealt  with  in  the  story  of 
her  department  in  a  future  Economist. 

Mrs.  Herzog,  the  designer  in  the  de- 
partment, originates  many  designs,  these 
do  not  carry  any  written  instructions  and 
can  be  copied  only  by  women  who  visit 
the  department. 

Some  of  the  newest  sweaters  show 
cleverly  worked  bead  designs  and  the 
color  combinations  are  unusually  attrac- 
tive. Silk  sweaters  have  a  large  demand 
.lust  at  present.  Slumber  robes,  men's 
silk  neckties  and  girdles  also  yield  a 
gratifying  profit. 


The  unique  nut  cracker  is  of  imported  Siviss 
wood  and  retails  at  $3.50.  From  Howard 
Selden.  The  ice  set  is  from  the  same  firm  and 
has  an  attractive  linen  bag  with  cross  stitch 
design,  and  small  wooden  mallet. 


Paper  Novelties  Do 
Get  the  Action 

Paper  novelties  offer  an  interesting  phase 
for  development  in  an  art  and  gift  goods 
department.  Flowers  in  themselves  make  a 
veritable  fairyland,  but  when  one  considers 
the  many  other  varied  and  unusual  novelties 
that  can  be  fashioned  by  clever  hands,  the 
department  offers  opportunity  for  no  end  of 
advantageous  development. 

The  array  of  anniversary  favors,  center- 
pieces for  the  table,  place  cards,  flowers,  etc., 
is  very  nearly  unlimited  and  has  a  fascinating 
appeal  for  all  women. 

One  new  development  is  that  of  making 
baskets,  trays  and  other  articles,  to  resemble 
in  appearance,  and  even  in  durability  the  well- 
favored  wicker  ware.  Paper  rope  used  for 
this  purpose  comes  in  a  variety  of  shades. 

A  lamp  shade  frame  in  wood  is  simply 
covered  with  the  paper  rope,  which  is  used 
for  weaving  the  shade,  and  to  cover  the  entire 
framework.  Samples  of  the  different  weaves  in 
process  of  development  show  a  customer  the 
design,  and  finished  products  help  her  to  make 
her  own  choice. 

The  vogue  for  the  creation  of  lamp  shades 


Drawn  by  an  Economist  Artist. 

This  fascinating  frock  is  fashioned  of  gold 
net  having  an  elaborate  all-over  embroidery  de- 
sign of  satin  de  luxe  ribbons  in  various  shades 
of  American  Beauty.  The  hat,  which  matches, 
has  a  streamer  of  satin-back  black  velvet 
ribbon.  The  parasol  is  also  of  ribbon.  Bags 
shown  from  right  to  left  are,  first,  metal 
brocade  ribbon  with  a  crystal  glass  top;  sec- 
ond, dark  blue  silk  bag  foundation  with  loops 
of  blue  silk.  It  also  has  a  metal  frame; 
third,  Japanese  hand-carved  frame,  metal _  bro- 
cade ribbon;  fourth,  a  work  bag  of  ribbon 
embroidered  burlap.  From  Johnson,  Coivdin 
&  Co.,  Inc. 

finds  as  many  adherents  in  the  paper  rope  de- 
partment as  in  the  gold  lace,  satin  and  silk 
sections  of  many  stores. 

In  the  manufacture  of  jugs,  vases,  baskets 
and  other  merchandise,  the  paper  rope  is 
especially  effective. 

Hats  made  of  paper  offer  lairge  possi- 
bilities. They  are  as  shapely  and  almost  as 
durable  as  hats  made  of  any  other  material, 
and  are  smart  for  sports  wear.  Parasols,  sun- 
shades and  even  dresses  are  made  in  the  most 
up-to-date  and  exclusive  sports  models. 

A  new  beauty  parlor  with  a  staff  of 
twelve  operators  has  been  opened  by  the 
J.  N.  Adam  Co.,  Buffalo,  N.  Y.  The  entire 
staff  and  equipment  of  an  outside  shop  was 
taken  over  by  the  store.  A  children's  hair- 
cutting  parlor  has  been  added. 

"The  Rose  Gray  Room"  has  been  opened 
by  Almy,  Bigelow  &  Washburn,  Salem,  Mass. 
This  is  a  department  devoted  to  hair  dress- 
ing, massage  and  similar  arts.  It  takes  its 
name  from  rose  upholstery  and  draperies  and 
gray  furniture,  walls  and  woodwork. 

Miss  K.  Smith  has  been  appointed  buyer  of 
fancy  goods  for  Weinstock,  Lubin  &  Co.,  Sac- 
ramento, Cal.  Formerly  she  was  buyer  of 
waists. 
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When  you  think  of  writing 
think  of  Whiting 


Whiting's 
Wedding  Papers 


are  made  to  meet  the  most  exacting  re- 
quirements of  the  plate  printer  and  pos- 
sess that  uniformity  of  finish,  receptive 
surface,  and  freedom  from  blemish  so 
necessary  to  the  satisfactory  reproduc- 
tion of  high  class  engraving. 
They  are  universally  recognized  as  the 
leading  papers  for  Wedding  Invitations, 
Announcements  and  all  social  functions. 
They  are  made  in  three  grades: 

Whiting  s  Angora 
Whiting  s  Superfine  Antique 

and 

Whiting's  Lois  Antique 

any  of  which  proves  satisfactory  for  this 
class  of  work. 

Angora  is  the  highest  grade  and  Super- 
fine Antique  or  Lois  Antique  are  more 
moderately  priced. 

They  are  made  in  Silver  White,  in  sixty, 
seventy  and  eighty-pound  weights,  with 
two  and  three  ply  board  to  match.  We 
will  be  pleased  to  submit  samples  and 
quotations,  together  with  a  set  of  speci- 
mens showing  the  latest  style  of  letter 
adopted  for  the  present  season  by  lead- 
ing engravers. 


Whiting  Paper  Company 

Makers  of  fine  writing  papers  at  Holyoke  Massachusetts 
for  over  half  a  century. 

Offices  and  Salesrooms 
14th  St.  and  7th  Ave.  New  York 

Chicago,      Philadelphia,  Boston 


Every  Woman  Reads 


Hair  Brush  Advertising 

— now  appearing  in  Vogue,  Fashion-Art,  Sunset 
and  other  leading  national  publications  for 
women. 

Display  the  brushes  they  are  reading  about — 
demonstrate  how  simply  the  rubber  cushion  can 
be  removed,  sterilized,  and  replaced — draw  at- 
tention'to  the  stiff,  genuine,  imported  bristles— 
and  you'  11  convince  your  trade  that  The  Me*^^ 
Hair  Brush  is  the  best  brush  they  can  buy  for 
$1.00  and  up. 

Ag^ywoA  Nail  Brushes  have  pure,  imported 
bristles — securely  vulcanized  into  a  flexible,  solid 
rubber  back.  Retail  at  $1.00  and  up.  Imme- 
diate delivery. 

MONARCH  BRUSH  CO.,     Troy,  New  York 


Was  Popular  at  15c 
Now  a  Big  Winner  at  10c 

The   Kwik-Bind  Shirt  Waist  Fastener 

keeps  the  shirt  waist  from  slipping  up 
—no  knots — can't  slip — can't  rust.  A 
convenient  kimono  girdle  or  house 
dress  gir  die. 

The  Kwik-Bind    Shirt   Waist  Fastener 

is  a  profitable  repeater.  Sample  this 
number  now  for  your  notion  counter. 
1  dozen  carded  (white)  and  1  dozen 
carded  (black),  sent  postpaid  on  re- 
ceipt of  $1.40.  Price  per  gross  $8.40 
net.     Or  ask  your  jobber. 

KWIK-BIND  STRAPS 
5  Mott  Ave. 
Norwalk,  Conn.,  U.  S.  A. 


HELP  WANTED 

There  are  many  attractive  opportunities  for  bright, 
brainy  men  advertised  in  this  week's 

ECONOMIST 

Turn  now  to  the  Want  Page.  If  you  don't  see  what 
you  want — Ask  for  it.     Rates  are  easy. 
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DRESS  COTTONS 


MOiaTCRCD  VRADC  MARK 

Claflins  Incorporated 

NEW  YORK 


SPERQ 

^-eotton  Goods'^ 

"The  Best  in  the  World" 

Richard  Haworth  and  Company,  Limited 
Mills  on  Manchester  Ship  Canal 
The   Show   Mills   of  Lancashire 


"HOOSIER" 

The    best    36-lnch  brown 

domestic    in  America 
Bw  it       fie  hale;  sell  it 
hy  the  bolt 

Sold  by  all  wholesalers 

Indians  Cotton  Mills 

Cannelton,  Ind 


NEW  YORK 
Successors 
to 


BRADFORD 

W.  W.  Rycrof  t  &  Co. 

Stavert  Zigomala  &  Co. 

66  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 
Imported  Mohairs,    Sicilians,  Wool  and 
Cotton  Dress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers*  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addreM 
and  line. 


DYERS  &  FINISHERS 


ITHEG.W.LOUGHEADGO. 

I        Gilbert  Ave.,  Cincinnati,  O. 

I  Dyers  of  Hosiery  and  Piece  Goods 

1  We  will  Dye  6  pairs  of  Hosiery  free  to  prove 
I  quality  of  work.  Dry  Cleaning  of  soiled  Stock 
I  Goods  a  Specialty.  This  is  a  money  saving 
i  service.  - 


WHOLESALE  DRY  GOODS 


LININGS 


LINENS 


DRESS  GOODS 


TRADE 


lyiARK 


CLAFLiNB  Incorporated 

H.  P.  Bonties,  President,  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


<  jglflber^a  ► 


The  Gilbert  Mannfac- 
taring  Company's 
Linings  converted  and 
distributed  solely  by  us. 


Complete  range  of  everything  carried 
in  a  Lining  Department, 

CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


IVrile  Jot  our  latest 

S  Special  Catalogs 
E 1920 

To  Dealers  only. 

Wholesale  Dry  Goods  and  General  Merchandise 


^iiiiiiiiiiiiiiuiiiiuiiiiiiiiiiiiiiiiiuiiiiiiuiuiiujiiMiiuiiiiiiimiijmuiuiiiiiainiuiiiuuumiu^ 
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Upholstery   Materials    85 

Waists    81 

Wash  Cloths  and  Towels    80 

White  Goods    79 

Wholesale  Dry  Goods    79 

Woolens   79 

Yarns    84 


!;iimiimiiiiniiiiiiiniinnimiiniiimiiiiniiiiiimiinnminirninniniiiimiiminiiiniiitnninnmiiiiiiim^ 


SILKS 


WHITE  GOODS 


U*UIUUUIIIUI1III 


BLANKETS 


MAY  QUEEN 

THE  SILK  SENSATION  OF  THE  SEASON 
THE  PERFECT  CANTON  CREPE  NOVELTY 

^ose  Blow  Radium.    Peek-  ff-Boo  Crepe 

Moi/nl-ain  Cnek  SaHn.  jgS^lt*^  Lambskin.  Crepe 
Peek  a  Boa  Voile  A^^f^tK  FlirMfion  Taffeta 
Golf  Crepe   ^         ^^sil^^  Chick  Fluff 


Horrockses'^/-  Excellence 
N  NAINSOOKS 
AND  FINE  COTTONS. 


U.S. Agents  - 

Wright  ai  Graham  Co., 
IIO.Franklin  St.,  New  York. 


MADEIRA  V^^. 

Hand  Embroidered  Linen*  '^^^^ 

with  the  Progress  Brand  Label  are  »'f2S^  yzx^m. 
».  guarantee  of  quality,  fltie  work- 
maiuhip  anti  attrac-tife  designs. 

Handkerchiefs,  Napkins,  Luncheon  Sets  and 
Covers,  and  a  large  variety  of  Noveltic», 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK   Cor-  22nd  St. 


DERRYVALE 

If  it's  "Derryvale 
m  it's  "Irish  Linen 

DERRYVALE  LINEN  COMPANY 
23  East  Street^N.Y. 


<^^.IRISH  LINEN  SOCIETY  I 

a  rm     p-^'  hact   Ireland  ■  ^-i- 


A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  OF  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  STREET.  NEW  YORK 


DRESS  LINENS 


"Old  Bleach"  Linen  G>l5?, 

^iife  PURE  IRISH  LINEN 
^^^0  LINEN  DAMASKS 

23-25  East  56"  Street      New  York. 

C  ~  O  JR  LAMONT     MANAGER  O  - — "  c> 


WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

45  East  20th  St.   N.  Y.  City 


SELLilMG  AGENTS 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agents 
86  to  88  Worth  Street 


Keg.U.a 


Fat.  Office 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  AJB.C.  5th  Edition  &  Bentley's 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Catting-Up  Trade 


RESIDENT  BUYERS 


lEAL  SERVICE  e/^ 
EADY  TO  WEAR 
BUYING 

ynthout  a  cent  of  added  cost  tot/oa 
Womens  Misses,  and  Childrens 
READY  TO  WEAR 

WIO  Broadway  Newwik 


WOOLENS 


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers*  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Conterters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 

Adams  and  Weils  Sts.  Chicago 


ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  White  Merchandiie" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 

44-46  E  25th  St.,      New  York 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPUIVS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  for 

Sporting  Suits 
Patterns  and  Prices  on  AppUcatian. 

S,  A.  NEWALL  &  SONS 

(D.  G.  E.) 
Stornoway.  SCOTLAND. 

State  Shade  Desired. 
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Growth  of  Chicago 
Graphically  Shown 

Marshall  Field  &  Co.  Get  Out  Book 
Which  Tells  Story  of  Native 
City 

With  a  generosity  and  a  civic  spirit  that 
are  truly  remarkable  Marshall  Field  &  Co. 
have  brought  out  a  book  which  is  to  be  sent  as 
a  gift  to  their  customers  among  the  retail 
merchants,  with  a  view  of  awakening  a  greater 
appreciation  and  enthusiasm  for  Chicago. 

This  book  is  18  in.  wide  and  12  in.  high  and 
is  bound  in  stiff  boards,  finished  in  green  and 
gold.  On  the  front  cover  there  is  a  gold  let- 
tered title  on  soft  dark  red,  occupying  a  space 
in  the  center  of  the  front  cover,  and  on  the 
back  cover  there  is  a  shield  device  in  the  red 
and  gold. 

The  inside  covers  and  fly  leaves  are  in  the 
green  and  gold.  Each  page  is  illustrated  and 
illustrations  and  letter-press  are  printed  over 
a  tint  block  in  ecru,  permitting  high  lights  in 
white  to  show  in  the  illustrations.  There  is 
also  a  frontispiece  in  color. 

There  are  50  pages  of  letter-press  and  il- 
lustrations showing  the  great  institutions  of 
education,  science,  recreation,  religion,  com- 
merce and  industry  for  which  Chicago  is 
famous.  Among  the  most  interesting  features 
are  illustrations  and  type  showing  the  wonder- 
ful improvements  which  have  recently  been 


completed,  are  under  way  or  are  projected. 

Among  the  first  named  are  the  Municipal 
Pier  on  the  Lake  front,  the  widening  of  the 
upper  part  of  Michigan  Avenue  and  the  two- 
level  bascule  bridge  spanning  the  Chicago 
River. 

Among  the  projects  nearing  completion  are 
Grant  Park,  described  as  "the  front  yard  to 
Chicago's  business  center,"  and  the  bathing 
beaches  in  near  proximity  to  the  office  build- 
ings in  the  "Loop"  district. 

Among  the  projects  is  that  of  the  great 
Municipal  Stadium,  only  a  short  distance  from 
the  "Loop,"  the  new  Union  Station  and  Post 
Office  and  the  reconstruction  of  the  northern 
boundary  of  Chicago's  central  business  dis- 
trict. A  comparatively  small  number  of  pages 
are  devoted  to  the  great  retail,  wholesale  and 
manufacturing  business  of  Marshall  Field  & 
Co. 

Chicago  and  its  people  might  well  rise  up 
and  offer  a  vote  of  thanks  to  a  great  business 
concern  which  goes  to  such  lengths  to  boost 
the  city  in  which  are  its  headquarters. 


The  Mills  Like  to  Talk 


Why  do  the  mills  and  other  manufactur- 
ers persist  in  giving  out  to  the  Associated 
Press  or  other  newspaper  agencies  the  re- 
duced wholesale  prices  -of  their  products? 
Pleasant,  isn't  it,  for  the  retailer  to  find  that 
his  public  is  being  posted  as  to  the  price  he 
has  to  pay  for  Amoskeag  outings,  Lancaster 
ginghams,  American  prints,  "Fruits"  and 
other  lines? 


American  Style 


(Continued  from  page  27) 

French  woman,  the  sense  of  luxury,  of 
beauty,  of  elegance,  of  'chic'  She  will  be 
the  first  to  like  what  is  really  created 
for  her,  not  only  modified,  that  is  to 
say  distorted,  for  her.  Who  can  dare  say 
that  between  an  ugly  model  from  Paris 
(there  is  such)  and  a  beautiful  American 
model,  she  will  prefer  the  ugly  one  because 
it  has  'Paris'  on  the  label.  To  think  that 
is  not  to  know  woman  whether  she  be  Ameri- 
can or  French,"  he  continued. 

"Furthermore,  to  create  does  not  mean 
to  fight.  It  is  not  a  question  of  fighting 
Paris;  to  be  independent  does  not  mean  to 
be  an  enemy.  When  there  shall  exist  two 
big  centers  of  luxury  and  elegance,  the  world 
will  not  be  impoverished. 

"New  York-Paris.  ...  I  see  the  day 
when  these  two  great  names  will  be  synon- 
ymous, when,  far  from  fighting  or  defending 
themselves,  these  two  great  centers  will  pro- 
duce, independent  of  each  other,  but,  never- 
theless, allied  by  the  same  desire  for  ele- 
gance and  beauty.  Then,  and  only  then, 
will  the  American  industry  of  fashion  be 
built  on  an  indestructible  foundation,  the 
market  stabilized,  the  normal  functioning 
of  production  assured." 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  Economist. 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 


LTE5C  WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


M  A  w  y  ?A  ST  u  ak  ks" 

328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


ART  NEEDLEWORK 


FANCY  LINENS 

EMBROIDERY  MATERIALS 
"Peri-Lusta"  HHIH  "Crystal" 

Mercerized  .  Artificial 

COTTONS       ^eSTw^,  silk 
Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS  • 

Campbell,  Metzger  A^Jacobsori 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


GLOVES 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAR-OUT  COMPLAINTS 
ON  LEATHER  &^  FABRIC  GLOVES 

BUTTON  STAYCO..Gloversville.NY 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 


New 


H  I 

York 


D    E    L  PHI 

Salesroom  61  White 


St. 


A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Bample   on  Reqiiest. 

/ohn  R,  Lankenau  Co.,  Boston.ll,  Mass 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Featiierbone  Co. 

Three  Oaks,  Mich. 


RICHZIRDSON'S 

^mmm  forSEWING 

CROCHETING 
Richardson's  lOc  Crochet  Books 
RICHARDSON  SILK  COMPANY 
Chicago     ManafacturcK    New  york 


LOVES 

English,  French,  American 
Wholetah  Department: 
2  West  37th  Street         New  York 


LACES  &  EMBROIDERIES 


NECKWEAR 


TbiVELPROOF"  WASH  CLOTHS 
•  AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Q)H0E5,N.Y. 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23rd  Street 


New  York  City 


FOR  W]WEN 


ALL  THAT  THE  NAME  IMPLIES! 

POLLOCK  e^LOWEmmJMf 

40  WEST  20t(iSTREET-NLW>X)RK 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO., 


Johnttown, 

N.  r. 


RIBBONS 


MILLINERY 


Sanitary 

Cleaning  Cloths 

<or  Kitchen  &  Household 

Sponge-Dish  Cloths. 

.  Scrub,  Paint,  Du«»  and  Pol- 

■ihingULihi.  Imitation  Chamoix.  Iron  Holders,  Broom 
CoTcrs,  Tinsel  Pot  Cleaneri.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
73!^  FRANKLIN  ST..     NEW  YORK  CITY 


S&K 

)UALIT^ 


RIBBONS 

& — 'SILKS 


We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN.  INC. 

19  East  16 th  Street. New- York 


"MILLINERY 
MERCHANDISE 

Open  Ihraout  the  year 
»     NEW  YORK 
411  Fifth  Avenue 


D.  B.FISK&CO. 

CHICAGO 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
Are. 

CleTeland,  Hotel  C'ereland 


Telephones/  ^^^^  \Gramercy 
,  (_  63oU  J 

Lewis  &  Locke 

Importers 

KID  and  FABRIC  GLOVES 

160  Fifth  Avenue.  New  York 

Nortnwest  corner  21st  St. 


Georgia  Growers 
Form  Co-operative 
Cotton  Body 


Belief  That  Fall  Will  See  Twenty- 
Cent  Cotton  Holds — Boll  Weevil 
Helps  to  Reduce  Output 

Economist  Corre»pondence,  Atlanta,  Ga. 

Following  up  the  preliminary  work  on  or- 
ganization of  a  co-operative  organization  to 
market  cotton  the  Georgia  Cotton  Growers' 
Co-operative  Association  has  been  formed 
here.  Officers  have  been  elected,  organization 
funds  raised  and  an  executive  committee  ap- 
pointed to  speed  the  growth  of  the  new  body. 

Ten  Southern  States  now  have  similar  or- 
ganizations in  process  of  formation,  and  this 
week  a  meeting  was  held  at  Oklahoma  City, 
Okla.,  to  consider  plans  for  their  federation. 
The  Georgia  campaign  for  members  is  wait- 
ing on  the  report  of  delegates  sent  to  this  con- 
ference. To  carry  out  the  co-operative  plan 
in  connection  with  the  present  crop  support  of 
growers  of  300,000  bales  of  cotton  must  be 
obtained  by  July  15.  If  this  is  not  secured, 
but  by  Jan.  1,  1922,  the  necessary  backing  is 
available  the  plan  will  apply  to  the  next  crop. 
Among  those  present  when  the  co-operative 
scheme,  known  as  the  Sapiro  plan,  was  en- 
dorsed were  representatives  from  Alabama, 
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the  Carolinas,  Virginia,  Kansas,  Oklahoma 
and  Louisiana.  Georgians  from  75  counties 
attended. 

Higher  Cotton  Seen 

Sentiment  here  indicates  a  belief  that 
twenty-cent  cotton  will  be  seen  by  fall  and 
general  business  will  be  boomed  in  conse- 
quence. This  is  based,  of  course,  on  the  as- 
sumption that  measures  to  force  reduction  of 
acreage  are  successful  to  the  extent  that 
8,000,000  bales  or  less  will  be  grown. 

It  is  the  middle  of  the  planting  season  and 
stocks  in  this  State  are  large.  They  are  so  all 
over  the  cotton  belt.  It  is  estimated  that  more 
than  50  per  cent  of  the  last  crop  remains  un- 
sold and  unsalable,  even  at  low  prices.  This 
is  a  warning  to  growers.  The  banks  are  un- 
willing to  finance  growers  who  have  not  given 
assurance  of  reducing  acreage.  It  is  said  that 
not  a  few  banks  have  been  obliged  to  take  cot- 
ton on  loans. 

The  Boll  Weevil  Working 

A  factor  which  may  be  regarded  almost  as 
an  ally  in  reducing  the  new  crop's  size  is  the 
boll  weevil.  The  mild  winter  has  been  favor- 
able to  the  propagation  of  this  pest. 

One  reason  why  growers  are  so  anxious  to 
make  a  "come-back"  on  cotton  is  the  difficulty 
encountered  in  raising  and  marketing  other 
cash  crops.  Adult  curculios  have  appeared  in 
considerable  numbers  in  the  peach  orchards, 
and  high  freight  rates  are  hindering  market- 
ing of  fruits  and  vegetables.  Apparently 
most  reliance  must  be  placed  on  home  food 
crops  for  a  living  and  higher  cotton  for  a  cash 
return. 
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Style  Show  Goes  Big 

When  the  Levin  Dry  Goods  Co.,  Marshall- 
town,  Iowa,  planned  its  spring  style  show  to 
be  given  in  a  local  motion  picture  theater  it 
was  discovered  that  spectators  in  rear  seats 
would  be  unable  to  see  the  stage  plainly,  due 
to  the  depth  of  the  theater.  The  firm  solved 
the  difficulty  by  running  out  over  the  backs 
of  a  single  file  of  seats  a  narrow  platform, 
with  reflector  lights  at  frequent  intervals.  The 
models  walked  down  the  aisles  from  the  back 
to  the  stage  and  returned  along  this  pathway, 
assuring  everyone  a  clear  view.  Here  is  a  tip 
for  retailers  similarly  situated.  Incidentally 
the  show  had  to  be  extended  to  run  three  days, 
two  performances  a  day,  to  accommodate  peo- 
ples who  wanted  to  see  the  new  things. 


Fringe  Trimmings 

(Continued  from  page  45) 

are  also  favored  for  girdles  and  tassels-. 

Bands  of  wool  trimming  in  bright  sports 
colors  are  being  used  on  some  of  the  new 
dresses  intended  for  outdoor  wear.  Especially 
effective  are  these  bright  wool  bands  on  ma- 
terials such  as  crepes,  silks  and  similar  ma- 
terials. Of  the  newest  sport  dresses  seen  was 
one  made  of  white  Canton  crepe  with  bands  of 
heavy  green  wool  embroidery,  resembling  moss, 
which  was  appliqued  on  the  hem,  cuffs  and 
bodice  of  the  garment. 

Ratine  bands  also  are  used  in  a  similar 
manner  and  in  softer  colors. 


COATS   &  SUITS 


DRESSES 


DRESSES 


SKIRTS 


snow 
showing 


A.  L.  COHEN  i 

"TheMerit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 
Waists-  Dresses-Coals  -  Suits  -Skirts 

204-5-6  Medinah  BIdg.,  Cor.  Jackson  Blvd.  and  Wells  Si. 
CHICAGO 


Snmmer  Dresses — Dotted  Swiss  Organdies. 
Imported  and  Domestic  Ginghams,  and  Pure  Linens. 
Prices,  $2.75— $16.50. 

Taffeta,  Mignonette,  Crepe  and  Charmeuse.  Prices. 
»  SHIPMENT   ^'■'f^       sample  assortment 

KAHN  DRESS  C0.,36W.  32nd  St.,  New  York 


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 
DRESSES 

^Correctly  styled  and  priced  for  their 
^  specific  purpose. 

122-124-126  W.  26tli  St.  New  York 


□dressejs 

for  Girls,  Flappers  &  Juniors 

Specializing  on  . 
Silk,  Taffeta,  Georgette 
and   Crepe'  de  Chine 
Also,  white  and  colored  organdies, 
NoTelt;  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The  Little  Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone.  Chelsea  1113 


Made  by 

MITCHELL  BROS.  CO. 

367  W.  Adams  St.    at  the  Bridge 

CHICAGO 


Good  Values 
Exclusive  Styles 
Tricotlnes 
Serges 
Jerseys 
Satins 
Georgette 
Taffetas 
915.00  to 

.$40.00 
Send  for 
samples. 

Prompt  „ 
deliveries     158  W, 


DRESSES 
THE 


29th 


Tel. :  Watklns 
7350-7351 
St.    New  York 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


CHILDREN'S  WEAR 


PLAYSUITS 


YOUR  HELP  SITUATION  jo-DAY 

Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THE  GRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 
New 


WAISTS 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago 


Cotton 
Waists 


THE 
HIRSCH-  Silk 

STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


sIoneWall 


WASH  SUITS.  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldcr.,  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  90G. 


mtQ,  U&  Pot-  OfY 

Patented  January  8tk  I9I8 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal, 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


^[he  Economy  Cameaf^ 

"America's  Play  Garment" 

Is  as  well  made  as  the 
famous  "Outerall  one^iece 
work  garment.  Assorted 
styles.  Samples  on  reques*.; 

Michigan  MotorGarment 
Go.f  Greenville)  Miclr  q 


U  R 


CORSETS 


GnECIAN-TfjECO 

Maternit^^  and 
Post-Operation  Corset 

Grecian-Treco  Fabric  Modern-Hygienic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SATTPLE 

Benjamin  £  JpKnes.Newark.N.J 


fiOTTLIEB  BROS. 

Vj      MANUFACTURING  FURRIERS 

.Popular  FUR  House 
J      OF  America 

22-24  WEST  27th  ST..  NEW  YORK. 
CHICAGO  OFFICE  -  223  JACKSON  BOULEVARD 

W.F  DROE€CMUELLER 
SAH  FRANCISCO  OFFICE-  I35KEARMY  ST. 
1.  HANAIO 

m 

TACKMAN'S 

J  FURS 

"i4mcrica's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 

CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 

MARKS 
FURS 

Made  In 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 
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An  Ex-Salesman 


(Continued  from  page  21) 

man  sold  socks  by  the  same  method  they 
used  in  selling  collars.  It  never  seemed  to 
occur  to  either  of  them  that  a  collar  is  worn 
on  the  neck  and  the  socks  on  the  feet.  Lack 
of  knowledge  as  to  the  significance  of  mer- 
chandise caused  this  fault.  Also  both  men 
used  the  same  formula  on  old  and  young  cus- 
tomers alike,  making  no  allowance  seemingly 
for  differences  in  people  buying  the  same 
goods. 

The  ex-salesman  attributed  this  to  lack 
of  originality  on  the  part  of  the  two  sales- 
men. The  older  one  was  in  a  rut  because 
he  had  learned  early  to  sell  goods  first  and 
think  afterward;  the  younger  man  simply 
had  no  idea  of  thinking  beyond  the  goods. 

Improved  Salesmanship  Result  of  Self-study 

The  ex-salesman  was  astonished  after 
careful  study  of  his  two  fellow  salesmen  that 
neither  thought  of  their  work  in  any  other 
light  than  that  of  mere  selling.  Neither  the 
young  nor  the  old  salesman  seemed  to  have 
any  idea  of  self-study,  no  way  of  utilizing 
one  sales  experience  to  improve  another  sale, 
although  this  is  the  only  real  source  of  self- 
reliance  in  work.  The  artist  has  to  employ  it 
to  develop  his  traits  and  abilities  so  does  the 
physician,  the  musician,  the  author,  the 
plumber,  the  restaurant  waiter. 

An  outside  observer,  one  who  knew 
nothing  of  the  inner  details  of  store  work 
or  store  life  would  have  concluded  that  the 
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two  salesmen  in  question  simply  lacked  abil- 
ity, incentive  and  ambition.  But  this  obser- 
vation was  made  by  one  acquainted  with 
store  life,  familiar  with  store  work  and  ex- 
perienced in  selling. 

The  ex-salesman  had  three  advantages: 
he  was  at  once  a  salesman,  a  customer  and 
an  impersonal  though  sympathetic,  observer 
of  workers  whom  he  understood. 

Overhead  Eats  Profits 

There  were  other  salesmen  in  the  store, 
about  300  more,  some  better,  some  not  so 
good  and  many  just  as  poor  as  the  two  whose 
status  is  outlined  here. 

The  ex-salesman  knows  from  past  ex- 
perience that  overhead  is  what  eats  up  profit 
in  most  stores.  He  also  knows  that  the  only 
way  ,to  keep  overhead  down  in  proportion  to 
volume  of  business  is  to  improve  selling  in  a 
uniform  way  throughout  the  store.  That 
is,  make  it  uniform  in  quality,  unified  in  ac- 
tion and  consistent  throughout  the  various 
departments  of  the  stores. 

Did  the  ex-salesman  discover  anything 
new  about  the  selling  situation? 

He  did  not  discover  a  new  condition,  what 
is  described  here  is  common  to  all  stores;  he 
did  discover  or  uncover  a  new  situation,  one 
worthy  of  careful  study  by  store  manage- 
ment. Here  it  is:  the  first  step  in  reducing 
overhead  is  to  develop  a  concrete  standard 
of  excellence  for  the  entire  salesforce  and 
then  formulate  a  method  by  which  individual 
salespeople  can  work  toward  that  standard. 

There  are  ways.  They  will  be  outlined 
here,  later,  by  this  same  ex-salesman. 


Animals  That  Frisk 


(Continued  fronn  page  35) 

est  figures  some  3,000,000  domestic  cats  are 
annually  appropriated  by  the  fur  trade,  he  has 
some  idea  of  the  substitution  of  this  inferior 
fur  for  others.  It  is  styled  "genet."  The  pelt 
is  weak  and  the  hairs  fall  out  easily.  The 
necessary  dying  does  not  tend  to  increase  the 
durability  of  the  naturally  poor  fur. 

When  selecting  a  fur  set,  or  piece,  the  in- 
dividual quality  and  color  of  the  fur  should  be 
taken  into  consideration  as  well  as  its  wearing 
quality,  if  it  is  to  be  the  ideally  suitable  fur. 
For  some  faces  the  dead  black  lynx  is  inappro- 
priate, but  the  dark  brown  seal  or  brownish 
black  skunk  very  becoming.  The  smooth  gray 
mole,  or  rich  soft  seal,  while  elegant  and 
dressy,  may  not  be  so  effective  for  some  as  the 
fluffy,  deep-haired  fox,  or  glossy,  coarse  skunk, 
which  fills  out  the  neck  and  shoulders  and  soft- 
ens the  features.  Colors  should  be  chosen  to 
suit  complexions  and  hair. 


Leading  Fall  Fabrics 


While  manufacturers  have  not  yet  given 
much  attention  to  their  fall  lines  of  suits, 
there  is  some  indication  that  the  fabrics  which 
will  predominate  will  include  twills,  tricotines, 
tweeds  and  homespuns. 

Early  prediction  in  regard  to  coats  seem 
to  lean  toward  duvetyns,  velours  and  similar 
soft  fabrics  which  met  with  favor  during  the 
past  fall  and  winter  season. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


SHOES 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


ANGORA 
MOTOR 
SCARFS  and  SHAWLS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26  West  23rd  St.,  New  York  City 

Chicago  Rep.,  R.  GObLING,  209  MedinahBldg. 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


LADIES  FULL  FASHIONED 


SI  Lie 
HOSIERY 


,  J.R.Beaton  Co.,lnc. 

329  Fourth  Ave.       New  York 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladies'SiIkLisIe,$3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 
HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


llkr 


SOCKS  FOR  WEAR 

From    Mill  "  Retailer 

9fffie  Gr  SAMPLES  ^jPraCES 
I  S.S.  MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


GOTHAM  SILK  HOSIERY  CO.,  he. 

iW  count  UIIUSS  STWrai  O* nit     Manufacturer*  of 

SILK 
HOSIERY 


516  Fifth  Avenue,  New  York 
Mills  at  New  York  &  Phila. 


UNDERWEAR 


lUi  big  COMFORT  Bdvantago 
-tho  PMonttid  "Can't-SUp" 
I  shoulder  Btrnp — makes Oumfy. 
f  Cut  an  UNMATCHED  profll- 
makor.  Natlonallj  advertised. 
Auk  your  .Jobber  for  samples. 

Boyca.  WhecUr  &  Boyca 
338  Broadway         New  Sork 


ufacturers 


with  I 


'  Racine^ Feefl°^«  Trade  Mark  with  a  r.put.tio.repitat!(»n  ^ 

A  RACINE  FEET  KNITTING  CO.  # 
m  BELOIT.  WISCONSIN  i  M 


CCWfeS 


"Made  in  U.  S.  A. 


THE  BEST 
CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway     New  York 

"ifo  Seams  to  Injure 
tile  Feet."  , 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SES<T 
ON  REQUEST 

RIUGUSIDE  KNITTING  MILLS 

READING  PA 


SILK  UNDERWEAR 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Designed  by 

Bessie  Damsey 

201  East  16th  St.  New  York 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


Ladies  COMFORT  Shoes 

Soft-Flexible  Leather 


LOW  «2.8'>  Pair 

Other  Styles  on  R^uest 
Made  in  CD  E  RE  widths 
Sold  in  3b  Pjir  Lots  — - 
FOB  Factory 


HIGH  t3  Rur 


THE  HELD  CORPORATION 

*l  UNION  SaUARB     NEW  YORK 


IT    BENDS    SO  EASY" 

No.  142— Glazed  Kid  Vamp,  Dull 
Kid    top.    7    inch   Flexible  Welt. 
Sotshu,     Tip.     1%    inch  common 
sense  heel,  20  last. 
B-iVz  10  9;  C-4  to  9;  D, 

^-SVi  to  9  $5.75 

Add  30  cents  for  sizes        and  S>. 


HOLTERS  COMPANY^ 


Men's 
Fine 
Shoes 

Rockland 
Quality 


W^SumnerSmitk 

BATHING  SHOES 


-WRITE  — 
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Pittsburgh  Store 


(Continued  from  page  59) 

transactions,  or  perhaps,  it  is  evident  that 
she  is  not  duly  pushing  the  higher  priced 
goods.  Whatever  the  trouble  may  be,  it  is 
sympathetically  explained  and  the  employee 
is  encouraged  to  go  ahead  and  make  a  de- 
termined effort  to  earn  more  money  both  for 
herself  and  for  the  house — for,  be  it  further 
understood,  Mr.  Phifer  makes  it  clear  to  the 
employee  that  salary  increases  must  be 
earned  and  that  if  he  were  to  grant  raises 
on  any  other  basis  he  himself  would  have 
difficulty  in  explaining  such  action  to  Mr. 
J.  B.  Shea,  president  of  the  concern. 

An  Individual  Triumph 

In  my  opinion — and  I  have  so  expressed 
myself  orally  to  a  good  many  merchants  and 
store  managers — one  great  factor  in  the  suc- 
cess of  the  Horne  salary  adjustment  and 
bonus  plan  is  the  v^^ay  in  vi^hich  Mr.  Phifer 
handles  the  salespeople  who  come  to  him 
with  a  request  for  a  raise  or  perhaps  for  in- 
formation. For,  be  it  noted,  sometimes  sales- 
people come  up  to  his  office — it  is  surrounded 
only  by  a  railing  and  is  perfectly  accessible 
— and  ask  him  to  let  them  see  how  their  sales 
and  transaction  averages  stand.  Or  perhaps 
a  salesperson  may  ask  advice  regarding  the 
advisability  of  her  transfer  to  some  other 
department.  I  have  more  than  once  sat  at  a 
little  distance  from  Mr.  Phifer's  desk  while 
he  has  thus  been  interviewed  by  an  employee. 


and  I  have  thus  had  an  opportunity  of  noting 
not  merely  the  patience  and  courtesy  but 
the  downright  interest  he  took  in  that  par- 
ticular salesperson  and  her  problems. 

He  was  there  with  the  goods,  as  the  say- 
ing is.  He  had  the  facts  and  figures  in  black 
and  white.  But  he  did  not  use  them  as  a 
club.  On  the  contrary,  the  employee  could 
not  fail  to  realize  that  she  was  getting  a 
square  deal,  that  the  house  wanted  to  be  per- 
fectly fair  and  that  she  would  be  given  every 
chance  to  earn  that  for  which  she  was  ask- 
ing. 

It's  a  great  thing  to  have  a  good  system, 
but  it's  a  greater  thing  to  have  people  around 
one  who  can  make  that  system  live  and 
breathe  and  produce  results. 

Veterans  Form  Club 

Employees  of  R.  H.  Macy  &  Co.,  Inc.,  re- 
cently formed  a  club  to  which  only  those  are 
eligible  who  have  served  the  firm  twenty-five 
years  or  more.  There  are  108  charter  mem- 
bers, and  this  group  held  its  first  annual 
banquet  the  night  of  April  2.  The  officers 
of  the  corporation,  who  are  honorary  mem- 
bers of  the  club,  as  well  as  the  eight  mem- 
bers of  the  store  council,  were  guests.  An 
unusually  good  vaudeville  bill  and  a  fine 
orchestra  helped  make  the  occasion  a  suc- 
cess. A  note  of  special  interest  was  the  talk 
of  James  Woods,  with  a  record  of  48  years' 
service,  who  told  humorous  experiences  in- 
cident to  his  service  since  he  started  shoving 
the  push  cart  which  was  the  store's  first  de- 
livery equipment. 


H.  E.  Burbridge  Resigns 
From  Hudson's  Bay  Co. 

For  more  than  ten  years  Herbert  E.  Bur- 
bidge  has  been  stores  commissioner  for  the 
Hudson's  Bay  Co.,  building  up  and  broaden- 
ing the  company's  retail  establishment  in 
Canada  until  to-day  the  firm  triples  the  busi- 
ness of  1909.  Now  he  has  resigned  his  post, 
his  resignation  taking  effect  at  the  end  of 
April.  He  still  will  be  associated  with  the 
company  in  an  advisory  capacity  and  will 
supervise  the  opening  of  the  newest  of  its 
stores,  at  Victoria,  B.  C.  The  stores  com- 
missioner's office  shortly  will  be  moved  from 
Vancouver  to  Winnipeg,  where  the  Hudson's 
Bay  Co.'s  general  offices  are  located. 

Mr.  Burbidge  received  his  merchandising 
training  in  England,  having  been  connected 
with  Harrods,  Ltd.,  of  London.  Of  this  firm 
his  father  was  managing  director  for  twenty- 
five  years  and  the  present  managing  director. 
Sir  Woodman  Burbidge,  is  his  brother.  He 
became  associated  with  the  Hudson's  Bay 
Co.  when  the  retail  business  was  being  made 
a  separate  division  and  it  is  due  largely  to 
his  foresight  and  energy  that  this  branch 
has  prospered  so  well. 


The  Smith-Kasson  Co.,  Cincinnati,  has  ap- 
pointed Mrs.  D.  Dearman  assistant  buyer  to 
P.  B.  Clark.  Mrs.  Dearman  was  formerly  with 
Wanamaker's  of  New  York  City  and  Grace 
Bros.,  of  Sydney,  Australia. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE"  " 
1018  Prairie  Av.,  CMoago 


Liberty-Belle 

HAIRPINS 


Cabinets         Tubes         Bundles  Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  4  CO.,  Inc. 
31  Bedford  Street        Boaton.  Mass. 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl  ^ 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


SANITARY  NAPKINS^ 

""iiiinir  iriiinrrn-^rn 
BELTS^^jC^|3gJ?^^ 
tL^gkto  ^^Tfor  infants 

AND  WOMEN  r 


^62"St&GiPaPdAve,PHILADELPHIA, 


MUSIC  PUBLISHERS 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 

produce  that  result 
;  Write  lor  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


 i  Makers  of  fine  Thimbles,  Nickel, 

Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  In 
your  district. 

The  ANSONIA   NOVELTY  Co. 


ANSONIA,  CONN. 


U.S.A. 


THE      EDGE  SCISSORS 
THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

\THE  EVERSHARP  SUEAR  OD. 


BRIDGEPORT 


CONNECTICUT 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

Tlie     Effbee  Com- 
pany 

Mfrs.    of   Ladies   Hand  Bags 

All  Styles   and  Prices 
300-306      So.      Franklin  ? 
Chicago.  Dl. 


T.  B.  M.  GATES 

432  Fourth  Ave,,  N.  Y. 
Corner  29th  St. 

Narrow  Woven  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


KIRBY,BEARD  &CO.Birmingham,Eng. 

9  Hair  Pins,  Pins,   Needles,  Needle  Cases  it 


LABELS 


[WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 


FOR  ALL  WEARING  APPAREL 
404  S.WELLS  STREET  CHICAGO 


SILL 

^liAI.ITV  riDSST 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N EW  YORK 


The 


ancL 


SANITARY  NAPKINS 

Conveniently  and  attractively  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
aOO  Broadway    New  York  City 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  President 

Q  ■  Foreign  &  Domestic  >r 

NOTIONS  — 

Sole  Agents  for  the  Lightning  Needle  Co.  i 
27-33  West  23rd  Street  New  York  City 


eral  Line  of 


ochetbookr  Game 
Dre>./"yin^  Cay^e^ 
Collar  B<a^  Manicurev  Etc 
A.L..  R.EEDCO. 

3-73- FIFTH  AVE.  NEW  YORK. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAIT! 
Their  own  or  your  material 
EASY— ECONOMICAL-PROFITABLE 


Outfits  $20  up 
S.  MENKIN,  Inc. 

149  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 
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Molyneux  Holds 
Second  Spring 
Opening 

Spanish  Shawls  Featured  for  Evening 
Wraps — Straight  Silhouette 
Continues  in  Favor 

Paris  Office  of  Dry  Goods  Economist, 
2  Rue  des  Italiens 

Molyneux  held  a  second  spring  opening  this 
week  for  the  benefit  of  the  house's  private 
clientele. 

This  was  composed  chiefly  of  dresses,  three- 
piece  cape  costumes  for  the  races,  lace  after- 
noon and  evening  gowns  and  lingerie  frocks. 

No  change  in  line  was  introduced,  the 
straight  silhouette  being  faithfully  maintained 
in  all  types  of  garments. 

Quantities  of  gray  crepes  and  gray  silk 
voiles  were  employed  in  cape  costumes  and  in 
afternoon  frocks. 

Garden  party  dresses  in  printed  chitfon 
such  as  are  popular  among  the  English  clien- 
tele, to  whom  this  house  largely  caters,  were 
a  marked  feature. 

Effective  Dress  Seen 

;,;,-Very  effective  in  this  group  was  a  dress 
in  blue  and  yellow  chiffon  made  with  full 
gathered  skirt  in  paneled  style  and  with  simple 
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surplice  bodice.  A  hat  in  blue  straw  trimmed 
with  a  wide  bow  in  yellow  taffeta  at  the  side 
completed  the  costume. 

Conspicuous  was  a  black  and  white  chiffon 
dress  in  chemise  style  which  was  worn  with 
a  belt  of  bright-colored  wooden  beads,  and  was 
completed  by  a  large  hat  of  scarlet  picot 
straw. 

A  wedding  gown  in  cream  lace  made  with 
long-train  skirt,  long  sleeves  and  shallow 
decolletage  uncovering  the  shoulders  was  worn 
by  the  famous  mannequin  Hebe.  A  small  page 
in  white  satin  Kate  Greenaway  suit  with  a 
long  white-enamel  cane  preceded  the  manne- 
quin bride,  whose  train  was  held  by  a  tiny 
miss  dressed  in  a  cream-colored  ruffled  net 
frock  and  net  mobcap  also  in  Greenaway  style. 
The  bridal  veil  was  caught  by  a  wreath  of 
orange  blossoms  which  was  placed  low  on  the 
brow  covering  the  eyebrow. 

Spanish  Shawls  Featured 

Spanish  shawls  in  embroidered  silk  crepe 
were  featured  for  evening  wraps,  and  were 
also  used  draped  into  dancing  frocks.  Partic- 
ularly noticeable  was  a  dress  made  of  an 
emerald-green  cape  shawl  embroidered  in 
scarlet  and  purple.  The  mannequin  wore  her 
hair  in  a  big  puff  at  three-quarter  height  into 
which  was  thrust  a  high  Spanish  comb  formed 
of  a  scarlet  enamel  bird  framed  with  an  inch 
band  of  the  scarlet  enameling. 

A  white  Spanish  crepe  shawl  embroidered 
in  black  with  black  silk  fringe  formed  an  ef- 
fective evening  wrap  worn  with  a  light-colored 
lace  dress. 


In  lingerie  frocks,  printed  linens,  embroid- 
ered linens  and  colored  organdies  were  em- 
phasized. 

Lace,  notably  black  lace,  was  extensively 
used  for  afternoon  frocks. 

Jetted  net  evening  gowns  made  with  very 
low  decolletage  and  with  sleeveless  bodices, 
but  with  short  skirts,  were  also  a  feature. 


Customers  Given  Choice 

Best  &  Company  last  week  sent  a  personal 
letter  to  their  charge  customers  announcing 
"First  reductions  of  the  season  have  been 
taken  on  about  789  suits,  coats  and  dresses, 
and  First  Opportunity  for  selection  is  here- 
with offered  to  some  of  our  regular  patrons." 
Included  in  the  garment  offerings  were  78 
misses  suits  of  tricotine  and  twill,  $55  to  $145, 
and  a  few  tweed  and  jersey  suits  at  $29.50. 
Two  hundred  and  twenty-two  misses  coats  of 
marvella,  orlando,  duvetyn,  satin,  polo,  evora, 
tricotine,  etc.,  $45  to  $125.  Ninety-two 
women's  suits  of  tricotine,  Poiret  twill  and 
twill  cord  in  navy  and  black,  $35  to  $155. 

"Reductions  have  been  made — for  a  few 
days.  The  garments  will  be  reserved  for  our 
regular  customers — early  selection  is  advised," 
the  letter  concludes. 


G.  O.  Hale,  at  one  time  a  member  of  the 
firm  of  Gero  &  Hale,  Des  Moines,  Iowa,  and 
recently  in  business  for  himself,  has  taken 
charge  of  the  waist  and  skirt  departments  for 
the  Powers  Mercantile  Co.,  Minneapolis. 


NOTIONS  &  FANCY  GOODS 


SAMPLES  ON  REQUEST 


RISDON(^ 
SAFETY  PINS - 

'Qhe  A  Point  Pin  " 


HLAVY  SPRtNO  BRASS  WIRE 
OfTRA  HEAVY  NICKEL  FINISH 
LOrtGT&PEnmG  points-non-puuing 
CAPS  «  GUARDS  SECURELY  ASSEMBLED 


RISDON  MFG.  CO.,  Naugatuck.  Conn. 


SELECTE"  NOTIONS 


CMALL  wares  and  fancy  goods  at 
lowest  prevailing  market  prices. 
B  Sole  Agent  for  D.  F.  Tayler  &  Co.'s 
I  P/itfSf   A1<!D  HAIRPINS 

m       GOTHAM  LEATHER  GOODS  CO. 

M  Small  Wares.  Fancy  Goods  &  Buttons  . 

m  222FoaTthAve.atl8tbSlJirwY[>ik  BcBtonOfficrtf  OmaiyStj 


CREATORS   OF  BOXED 

Gift  NrovELTiEsst^iK 


"tJ7£Ic   I*RESTON  STUDIOS 

DISTRiBUTOIiS 

2aa  nrTrt  ave.  ncwyork 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
CKE.r     p. .  I, 


COTS  AND  CAMP  FURNITURE 


WE  MAKE 
COTS  ana  CAMP  FDUNITDnR,  MOPS 
Tents,  Awiiiiif^H,  Cover**,  l>eKKlnN, 
J.'i*.'''."'"''-'"'''  AuroiiH,  'fficker'n  \\fnt 
Sliokern  nii<|  ftuliiconlM.  K<,„r  F,k- 
XiiTWx.     Wrlt<-  for  i,rJc<-M.     ITor;,pt  KhlpmfcntH. 

Tucker  Duck  &  Rubber  Co. 

 FT.  SMITH,  ARK. 


BABY  GOODS 


BABY  GOODS 


YARNS 


iioag  Eibboncraft  Companp 

DESIGNERS  and  MAKERS 
of 

SSvibbon  i^obeltiesc 
eVM  for  pabp  anb  iHilabp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


INFANTS'  GOODS'* 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Drawess. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  new^york 


BABY     IS  OVE  LT I E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufactarer —  Importer 
31-33  W.  31st  St.,  N.  Y. 


RrCHARD  G.  KRUEGER 

Manufacturer 
bhowroom 

AND  STUOIOl 
895FouhthAve.  HEW.'OHK  . 
BEND  FOR  CATALOGUE 


DOLLS   &  TOYS 


Roily  Rattle— ii  Float!. 
Aworted  charactera  at 


$4;  $6  &  $750 


Water  Baby — in  assorled 

ty'«$2"  to  $15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet   Sets,  etc. 

Sig. Schwartz  Co. 
110W.32ndSt.,N.Y. 

Send  for  cfitalopj  10 


Original  SANITARY  Nursery 
Playthings  for  BABY 

Send  for  a 


$25  or  $50  Rite  Assortment 


It's'  the  Rite  Line 

aco  ^tyc^t,  Site. 

No.  119  West  42nd  St., New  York 
Rattledy  Rites  Opposite  Bush  Bldg. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 

knockalx)uts.      None  genuine 

without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,  Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No,  31 

J.B.TIMBERUKE 
&SONS.  Mka.f 

Jackson,  Michigan 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addreM 
and  line. 


PILLOWS 


^Igm-PILLOWS 

mwvmtm     ossare  large  profits  ana 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


Pennant 
Darning  Cotton 

30yd.;8-ply;4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett&OrswellCo. 

Pawtucket,  R.  I. 


Ve^^Ver 
FIBRE  LUSTRE 
SILK  YARN 

Now  In  Diamond 
Wound  Balls 


"Trade   Mark  Keg." 
CARVER-BEAVER   YARN  CO., 

366  Broadway.  New  York 


INC. 


FLOOR  COVERINGS 


NAIRN 

LINOLEUM 


Complete    stocks  car- 
ried at  our  -warebonses,  located  at 
Chicago,  St.  Louis,   Kansas  Oty,   DenTcr,  GalTcsten, 
San  Francisco,    Los  Angeles,    Seattla,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave. ,  N.  Y. 


'Advertisiug  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Adrertising  Ideas 

239  W.  39th  St.,  N.  Y. 


OIL  CLOTH 


CCSflallMBUS 

Table  Oil  Cloth 


TRADE 
MARK 
REQ. 


"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
Tlie  ColumbDs-UnioD  Oil  CloltCo. 
Columbus,  Ohio 
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Assoc.  Ad  Clubs 
Plan  Convention 

Plenty  of  Data  of  Value  to  Retailer 
Will  Be  on  Hand  at 
Atlanta 

The  World  Advertising  Convention  of  the 
Associated  Advertising  Clubs  of  the  World  is 
to  be  held  at  Atlanta,  Ga.,  June  12  to  16.  It 
is  an  educational  event,  of  interest  not  only  to 
professional  advertising  men  but  to  buyers  of 
space  as  well,  whether  retailers,  wholesalers 
or  manufacturers. 

The  same  plan  used  in  former  conventions 
has  been  adopted.  That  is,  there  is  to  be  an 
abundance  of  brass-tack,  business-building  in- 
formation that  means  dollars  in  the  pockets  of 
those  who  come  to  get  it.  The  experience  of 
past  conventions  has  been  that  the  dollars  and 
cents  value  of  the  material  assembled  and  dis- 
tributed there  attracted  visitors  from  thou- 
sands of  miles  away,  and  there  is  no  reason 
to  believe  that  1921  will  see  a  different  situa- 
tion. Good  business-pulling  publicity  is 
needed  now  as  seldom  before,  and  "How  it  can 
be  done"  is  the  magnet  for  ad  men  and  their 
employers  alike. 

For  the  retailer  there  will  be  material  di- 
rectly applicable  to  his  special  problems. 
There  is  to  be  a  practical  merchandising  con- 
ference for  him,  open  to  all  registered  dele- 
gates. This  is  for  the  benefit  not  only  of  the 
merchant  and  his  salesmen,  but  also  the  news- 
paper advertising  man  whose  duty  it  is  to 


help  the  retailer  use  his  advertising  space  to 
best  advantage. 

Running  through  every  general  and  de- 
partmental session  will  be  a  strong  plea  for 
truthful  advertising,  for  a  firmer  grasp  upon 
the  fundamental  principles  of  business  moral- 
ity. Compelling  evidence  will  be  presented 
showing  the  power  of  truth  and  the  square 
deal  as  builders  of  permanent  prosperity. 
Entertainment  a-plenty  has  been  arranged  by 
the  Atlanta  Advertising  Club,  thoroughly  in 
keeping  with  the  South's  reputation  for  gen- 
uine hospitality. 

A  special  railroad  rate  of  a  fare  and  a  half 
for  the  round  trip  to  Atlanta  has  been  made. 
This  may  be  obtained  by  convention  visitors 
upon  application  to  an  affiliated  advertising 
club  or  to  the  headquarters  of  the  association 
at  110  West  Fortieth  Street,  New  York.  Ho- 
tel reservations  and  other  information  may  be 
had  at  the  same  place. 


Store  Hails  the  Bride 


An  atmosphere  of  nuptials  permeated  the 
Lord  &  Taylor  store  this  week.  It  was  char- 
acterized as  trousseau  week  and  from  April  7 
to  22  the  store  catered  particularly  to  the  in- 
terests of  the  bride.  Lord  &  Taylor  devoted 
an  entire  page  in  announcing  this  feature,  and 
in  a  very  attractive  advertisement,  illustrated 
with  Frenchy  sketches,  made  special  offerings 
in  snappy  paragraphs  referring  to  the  vari- 
ous departments  which  are  of  interest  to  the 
bride-to-be.  These  paragraphs  told  about  lin- 
gerie, petticoats,  negligees,  gloves,  hats,  suits, 
blouses,  wraps,  gowns  and  slippers. 


Worcester  Store 
Has  50th  Birthday 

The  Denholm  &  McKay  Co.,  Worcester, 
Mass.,  is  another  of  the  growing  list  of  de- 
partment stores  which  have  attained  the  fifti- 
eth year  of  their  growth  this  spring.  Golden 
Jubilees  seem  to  have  been  fairly  numerous 
latterly  and  perhaps  fortunately,  too,  as  they 
give  opportunity  for  business-pulling  sales 
with  a  real  motive  behind  them.  Few  of  these 
sales,  however,  have  met  the  response  ac- 
corded that  of  the  Worcester  concern.  Orig- 
inally intended  to  last  a  single  week,  starting 
on  a  Tuesday,  the  demands  of  the  public 
forced  extension  for  a  like  period. 

The  store  was  founded  in  1871  by  William 
A.  Denholm  and  William  C.  McKay,  the  for- 
mer an  out-and-out  Scotchman  and  the  latter 
of  Scotch  parentage.  The  start  was  small,  but 
due  to  extensive  advertising  the  business  grew 
by  jumps  and  it  seemed  hardly  any  time  until 
a  five-story  building  was  necessary  to  accom- 
modate it. 

After  Mr.  McKay's  death  R.  John  McKay 
and  James  J.  Hughes  were  taken  in  as  part- 
ners. Mr.  Denholm  died  in  1891  and  the  sur- 
viving partners  acquired  the  business.  Sales 
at  this  time  had  not  reached  the  million  dollar 
mark,  but  under  a  new  manager,  George  F. 
Bayle,  they  did  so  and  went  beyond.  Three 
years  ago  a  reorganization  took  place  in  which 
Frank  A.  Krim  took  charge  as  vice-president 
and  general  manager.  Since  then  he  has  ad- 
mirably demonstrated  his  ability  in  both 
financial  and  merchandising  affairs. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


CURTAINS 


DISPLAY  FIXTURES 


EVERYTHING  IN  FIXTURES 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  GO.j 

232  West  Jackson  Blvd.,  Chicago,  III. 


BALDWIN 
^ka',:**  Carriers 

give  moat  service  for  the  least 
money.  For  neatness,  speed,  easy 
operatioQ    absolutely  unequalled, 

Jas.L.  Baldwin  &Co.,  Mfrs. 

356  W.  Madison  Street,  Chicago 


FLYER 


OMR  B£GULAB 


Cloth 
Covered  Stock 
Boxes 


MADE  WITH  WOOD    FRAME.     GIVE  TEARS 

OF  SESVICE 
Guaranteed  dust  proof.     Let  us  estimate  on 
your   needs.     Catalogs   on  request. 
GLASSTONE  &  ALLEN 
4S  N.  Division  St.  Buffalo,  N.  Y. 


The  Mccaskey  register  Co. 

ALLIANCE.  OHIO 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

tihe  Meiliclte  System  of  loose- 
leaf,  liinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  Nortli  Clarlt  St.,  Chicago. 


3  in  1  Air  Brushes 


Made  in  all  sizes.    Better  in  every  way  for 
show  card  and  window  bacliground  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


Putnam's  improved  Cloth  Chart 


TO 

NO  FIGURINO 
TO  DO 


Write 

THE  A.  E.  PUTNAM  COMPANY,   Washington,  la. 


furniture 
equipment 

''MANUFACTURERS  FOR  OV5R50YRS. 


aSCHMANNCO. 

229  to  239  West  36tli  Street,  N.  Y. 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc,  in  your 
advertising  means  sureresults,bigger 
business,  better  profits.  An  exclusive 
service  (or  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE  "economy  service 


23t  W.  39th  Street 


New  York  City 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M,  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Irrformation  Dept.,  239  West 
39th  St..N.Y. 

Wholesalers   &  Importers  Only 


Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
Tbe  lines  tliat  give  life  and  action  to  your 
Dpholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  around  the  corner  on 
Thlrty-flrst  Street. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 
PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomfeldi  &  Rapp  Company 

108  N.  Jefferson  Street 
CHiCAGO.  ILL. 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 

GALVA  Illinois 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 
Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


UPHOLSTERY  MATERIALS 


PAPER  SHREDDERS 


70  West  Water  St., 
Bldg. 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 

French 
Wax4^igure  Company 

Milwaukee,  Wis. ;  71S  Medinaii 

,  Chicago,  ni. 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
will  help  you  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547  W .  4th  St. .  Cincinnati ,  Ohio,  U.  S.  A. 


Stop  Hiding  Your  Merchandise.  Display  It, 

Give  your  merchandise  a  chance  to  sell  Itself,  thru 
attractive  displays.  Malte  it  easy  for  customers  to 
Buy— easy  for  you  to  sell. 
The  S-X  Display  Eacks  will 
give  you  this  service,  and 
Write  for  circulars. 

SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Str., 
Chicasio.  Illinois 
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ECONOMIST       WANT  ADS 


— miiiiiiiiiiiiiiiiiiiiiiiiiiiiiii'i'i 


AGENTS  WANTED 


A  LIVE  AGENT  for  a  first  class  British 
^  manufacturer  of  plain  and  fancy  hosiery, 
dealing  with  the  best  wholesale  houses.  Apply 
giving  all  particulars  in  confidence  to  Box  No. 
1902,  D-RY  Goods  Economist. 


AMERICAN  REPRESENTATIVE  WANTED 
A  responsible  manufacturer  of  silks,  satins 
and  chiffons,  who  owns  an  extensive  mill  at 
Lyons,  France,  desires  an  United  States  of 
America  representative  of  standing,  on  commis- 
sion. The  line  is  large,  high  class  and  commands 
recognition.  BOX  1933,  Dry  Goods  Econo- 
mist. 


LINES  WANTED 


T  EONARD  HAZELL,  122  Wood  Street,  Lon- 
don,  E.  C.  2,  England,  is  open  to  represent 
first  class  firm  manufacturing  cotton  dresses 
for  children  and  girls  on  commission  agency 
basis  for  sale  in  the  United  Kingdom.  _  Other 
goods  entertained.  Correspondence  invited. 
Would  also  undertake  buying  agency. 


VY/HOLESALE  and  Shipping,  Man- 
Chester  Agents  are  open  to  repre- 
sent manufacturers  of  all  classes  Hosiery 
and  Underwear.  Refs.  F.  &  V.  NEW- 
TON, 4  Piccadilly,  Manchester,  England. 


As  the  Economist  circulation  covers  such  a  wide  area,  whenever  possible 
give  name  and  address.    If  a  box  number  is  used,  give  some  idea  of  location 
of  business.     For  example,  "Pennsylvania,"  Box  810,  Dry  Goods  Economist. 
In  "Position  Wanted"  ads,  state  preference  as  to  location,  if  any. 
All  replies  to  box  numbers  are  forwarded  daily  from  the  Economist  office. 

IF,  in  answering  Economist  Want  Ads  directed  to  this  office,  you  supplement 
your  letter  with  additional  matter — photographs,  samples  of  ads,  etc. — 
be  sure  and  send  sufficient  postage  to  cover  the  cost  of  forwarding  them  to  the 
advertiser.  The  Economist  can  only  forward  first  class  mail  covered  by  2c 
postage. 

Rates:  Position  Wanted — 40  cents  per  line.     All  other  headings — SO  cents  per  line. 

6  words  or  fraction  thereof  usually  constitute  1  line.     Minimum  amount  accepted  4 
lines.    Capitals  considered  as  two  lines.     Boxed  display  ads— $7.00  per  inch;  Position 
Wanted — $6.00  per  inch — minimum  amount  accepted  1  inch. 
Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  double  the_  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


ADVERTISING  manager  for  large,  popular- 
priced  women's  specialty  store  in  Cleve- 
land, Ohio.  Give  full  information,  references 
and  salary  expected  in  first  letter.  Also  send 
samples  of  your  newspaper  ads.  BOX  1916, 
Dry  Goods  Economist. 


BUSINESS  OPPORTUNITIES 


D 


ESIRE  to  lease  Housefurnishing 
and  China  Department  in  live  De- 
partment Store.  I  am  a  specialist^  in 
these  lines  and  give  personal  supervision. 
14  years  experience  and  satisfaction. 
Ample  Capital.  BOX  1954,  Dry  Goods 
Economist. 


BUSINESS  OPPORTUNITIES 


WANT  TO  LEASE 
CONCERN  OF  HIGH  STANDING  IS 
OPEN  TO  NEGOTIATE  WITH  PROGRES- 
SIVE DEPARTMENT  STORE  FOR  SPACE 
StriTABLE  FOR  YOUNG  MEN'S  AND 
BOYS'  CLOTHING.  IF  NECESSARY 
WILL  BE  PLEASED  TO  EXCHANGE 
REFERENCES.  COMMUNICATIONS  CON- 
SIDERED CONFIDENTIAL.  BOX  1932, 
DRY  GOODS  ECONOMIST. 


WANTED  TO  LEASE 
Space  for  Wall  Paper  Department  in  a  depart- 
ment store,  by  a   successful   wall   paper  man. 
BO'X  1948,  Dry  Goods  Economist. 


FOR  SALE 


COMPLETE  Lamson  cash  carrier  system;  26 
stations;  for  large  store  of  one,  two 
three  floors.    $1000  to  quick  buyer.  KING'S 
PALACE,  Washington,  D.  C. 


FOR  SALE — A  complete  outfit,  consisting  of 
eleven  National  Cash  Register  Electric 
'Phones,  one  Office  Switch  Board  and  two  Mo- 
tors. This  is  a  bargain  at  one-half  price.  Ap- 
ply The  M.  M.  NEWCOMER  COMPANY, 
BOX  774,  Knoxville,  Tenn. 


WANTED  TO  BUY 


WANTED — To  buy  for  cash,  a  dry  goods  or 
small  department  store  doing  from  $100,- 
000  to  $250,000  yearly  business;  New  York 
State  or  adjoining  States  preferred.  Address 
BOX  1936,  Dry  Goods  Economist. 


RY  Goods  Store,  medium  size,  doing  a  busi- 
ness close  to  $100,000,  for  sale  m  New  York 
State     Wonderful  opportunity.    Write  B.  b., 
Room  101,  1393  Broadway,  New  York  City. 


D 


FOR  SALE,  mining  properties,  gold  and  silver, 
lead  and  silver;  all  can  ship.  Prices 
reasonable,  titles  guaranteed.  BURNS  &  CO., 
Central  Block,  Pueblo,  Colo. 


FREE  RENT  for  six  months,  dry  goods  store, 
oldest  stand,  for  the  purchase  of  fixtures. 
ROBERT  W.  NOVA, 
UNION  CITY,  PA. 


TF  you  wish  to  retire  or  sell  your  store  as 
1  a  going  business,  drop  a  line  to  (jOOD- 
STEIN  BROS.,  P.  O.  BOX  822,  Trenton,  N. 
J.  All  communications  held  strictly  con- 
fidential. 


T  ADIES'  NECKWEAR  DEP'TS  WANTED. 
■«-'  Will  operate  department  on  percentage 
basis.  Only  busy  stores  in  New  England  con- 
sidered.   BOX    1971,   Dry   Goods  Economist. 


0 


LD  ESTABLISHED  DRY  GOODS  FIRM 
with  a  million  dollar  annual  turn  over,  in 
Central  Western  City  of  about  40,000,  is  making 
alterations  which,  when  completed,  will  offer 
exceptional  opportunities  for  a  live  wire  mil- 
linery department.  Well  established  and  first 
class  parties  only  need  apply.  BOX  1968,  Dry 
Goods  Economist. 


WANTED  TO  BUY 

WOMEN'S  WEAR  SPECIALTY  SHOP 

Only  well  established  concerns  with 
first  class  location  will  be  considered. 
All  communications  will  be  treated  as 
strictly  confidential.  Please  give  full 
details.  Address  BOX  1952,  Dry  Goods 
E'conomist. 


FOR  RENT 


For  lease  to  one  party  following  de- 
partments in  ready-to-wear  store  to  be 
enlarged  to  75  ft.  Window  frontage  in 
one  of  best  locations  in  Cincinnati. 
Aprons,  ladies'  and  children's  muslin 
and  knit  underwear,  petticoats,  hosiery, 
children's  gingham  dresses  and  connect- 
ing lines — space  on  first  floor,  B.  L. 
FOGEL  &  SONS  (The  Vogue),  S. 
W.  Cor.  Main  and  Canal,  Cincinnati, 
Ohio. 


FOR  SALE — A  first  class  dry  goods  store  in 
a  thriving  town  in  Central  Iowa  of  4,000 
population.  Business  upwards  of  $100,000  a 
year.  A  live  man  can  handle  this  proposition 
with  $15,000  to  $20,000  capital  and  get  rich  in 
five  years.  No  trades.  Don't  answer  unless 
you  have  the  money  and  mean  business.  Ad 
dress  H.  L.  REED,  614  W.  5th  St.,  Waterloo, 
la. 


FOR  SALE  CHEAP  1 

One  complete  Lamson,  10  basket  carrier 
system,  in  good  condition. 

FRANK  BROS.  CO., 
Marion,  Ohio 


GENERAL  store,  town  1200,  located  in 
northwestern  Ohio.  Good  business,  fine 
surrounding  country.  Good  reason  for  sell 
ing.    BOX  1914,  Dry  Goods  Economist. 


LAMSON  CASH  SYSTEM  FOR  SALE 
Lamson's  "Preferred"  and  "Perfection"  Cable 
Cash  Carrier  System,  consisting  of  eleven  lines, 
47  stations,  166  cups,  one  motor,  drive  shaft  and 
pulleys — enough  to  take  care  of  three  or  four 
large  floors,  a  real  bargain  for  a  quick  buyer, 
SMITH  &  WELTON,  INC., 
Norfolk,  Va. 


KAXCTI  TO  TRADE  FOR  STORE. 

The  best  ranch  in  State  of  Colorado  to 
trade  for  large  store.  Ranch  consists 
of  2360  acres  fine  land,  all  under  irriga- 
tion. Eight  hundred  acrps  in  alfalfa 
and  native  hay.  Slopes  ten  feet  to  mile, 
just  right  for  irrigation.  Deep  rich 
soil.    No  alkali.    Three  sets  of  building. 

R.  W.  EBERLE, 
Brown  Palace  Hotel 
Denver,  Colo. 


UNUSUAL  OPPORTUNITY  FOR 
.MKRCKANT. 
Remodelled  buildinff  with  excellent  dis- 
play windows,  ready  May  1st,  located 
on  busy  rurncr  in  thriving  city  drawing 
trade  for  miles  and  in  which  are  located 
three  colleges  and  two  state  institutions. 
Low  rent  with  lease  to  suit.  THE 
GRANT  REALTY  &  INVESTMENT 
CO.,   Fulton,  Missouri. 


POPULAR  price  dept.  store,  situated  in  the 
choicest  location  in  Jackson,  Michigan.  Has 
for  rent  the  following  departments:  Shoes, 
silks,  dress  goods,  draperies,  rugs  and  house 
furnishings,  entire  basement,  balcony,  entire 
third  floor,  and  a  portion  of  the  main  floor 
available.  For  further  particulars  address  BOX 
1887,  Dry  Goods  Economist. 


SPACE  in  our  newly  built  basement,  approxi- 
mately 4000  sq.  feet,  for  a  live  house- 
furnishing  goods  dept.  The  dept.  can  do  from 
$75,000  to  $100,000  the  first  year  with  the 
right  man  at  the  head.  We  will  make  an 
attractive  proposition  to  some  young  man'  who 
has  the  ability  and  knows  how  to,  but  hasn't 
enough  capital.  We  want  to  make  this  dept. 
a  big  .success  for  ourselves  and  for  the  man 
in  charge.  Write  if  you  are  interested.  This 
space  available  at  once.  M.  ILURIE  & 
COMPANY,  ALBANY,  N.  Y. 


MATIONAL  CASH  REGISTER  —  eight 
drawers — ^Electric.  Has  been  used  only 
ten  months.  Will  sell  cheap  for  cash  or  will 
give  terms.  Cost  when  bought  $1100.00, 
Good  as  new,  in  perfect  shape.  Make  us  an 
offer. 

MAFFETT,  MATHIS  &  HOLDER, 
Fitzgerald,  Ga. 


HELP  WANTED 


ADVERTISING  MANAGER 

Wanted:  Advertising  Manager  —  Must  have 
ability  to  write  interesting  and  quality  advertis- 
ing suitable  for  medium  and  high  class  clientele. 
This  position  is  only  offered  to  the  man  who 
is  awake  to  a  position  that  affords  an  opportunity 
for  high  class  work  and  a  real  job.  He  must 
be  an  executive,  capable  of  supervising  all 
phases  of  his  department.  Prefer  a  young  man 
who  is  now  employed  in  a  like  capacity,  salary 
depending  entirely  upon  ability.  Please  state 
in  your  application,  experience,  salary  expected, 
and  send  clipping  of  your  work.  Located  in 
one  of  Ohio's  largest  cities.  BOX  1904,  Dry 
Goods  Economist. 


ADVERTISING  MAN 

Baltimore  Department  Store  re- 
quires a  man  who  knows  how  to 
address  a  good  clientele,  has  at 
least  a  passing  knowledge  of  mer- 
chandise, can  develop  a  demand  for 
the  new  as  well  as  promote  sales. 

Please  give  all  details  necessary 
to  intelligent  consideration  of 
application. 

Box  1965,  D"RY  Goods  Economist. 


ADVERTISING  MAN 

A  growing  and  aggressive  Depart- 
ment Store  is  open  for  a  man  who  can 
produce  forceful  advertising,  trim  art- 
istic or  stocky  windows  and  write  good 
show  cards;  must  be  energetic  and  a 
hustler.  Give  experience  and  salary 
wanted  in  first  letter.  Address  BOX 
96,  East  Liverpool,  Ohio. 


A  SSISTANT  ADVERTISING  MAN  for  out 
'^i'  of  town  department  store.  State  salary 
and  experience.  BOX  1942,  Dry  Goods  Econo- 
mist. 


ASSISTANT— A  Southern  Department  Store' 
requires  a  man  conversant  with  clothing, 
furnishings  and  dry  goods  to  act  as  assistant  to 
proprietor.  To  a  man  of  ability  salary  will  be 
paid  commensurate  with  services. 

BLANCK'S  DEPT.  STORE, 
Miami,  Fla. 


DEADY-TO-WEAR  installment  business  for 
■•^  sale — ^location,  middle-west  city  of  500,000 
inhabitants.  Established  in  1904.  Shows  big 
profit  on  capital  invested.  Reason  for  selling — 
am_  engaged  in  another  business  which  re- 
quires all  of  owner's  time.  Reasonable  terms 
will  be  mad?.  BOX  1941,  Dry  Goods  Econo- 
mist. 


FOR  SALE 


A well  established  ladies'  specialty  shop  cater- 
ing to  the  best  trade,  paying  at  least  15 
per  cent  per  year.  If  interested  write  for 
particulars.  Address  A.  L.  11'.  WOOD,  630 
I'.ast  iM-anklin  St.,  Minneapolis,  Minn. 


STORE  DECORATIONS 
FOR  SALE 
Gorgeous  interior  and  window  dec- 
orations used  during  a  big  celebration, 
for  sale  at  one-tenth  their  original  cost. 
Photographs  and  description  on  request. 
Address  Box  K.  S.,  1111  St.  Paul 
Building,  New  York. 


HELP  WANTED 


A  "3-WAY-MAN" 
Advertising  man,  window  trimmer  and  card 
writer  wanted  by  live,  popular  priced  West  Vir-' 
ginia  store.  Salary  $60.  Good  opportunity  for 
a  hustler.  No  applications  considered  unless  ex- 
perience and  references  given  in  first  letter. 
Send  samples  of  work.  BOX  1938,  Dry  Goods 
Economist. 


DOYS'  CLOTHING  BUYER  wanted  by  high 
class  department  store  in  BOSTON. 
Only  men  located  in  cities  of  500,000  or  more 
should  apply.    In  first  letter  state  full  details 
of  experience,  age  and  salary  expected.  BOX 
1966,  Dry  Goods  Economist. 
J       ,1  - 


ADVERTISING  man  or  woman— Fast  grow- 
ing  advertising  agency  handling  the  ac- 
counts of  22  retail  merchants  would  like  to 
hear  from  capable  advertising  man  or  woman 
who  can  deliver  high  class,  newsy  human  inter- 
est copy.  Send  samples  of  recent  work  and 
give  full  particulars  and  salary  in  first  letter. 
C.  M.  PARENT,  108  Maple  Ave.,  Fairmont, 
W.  Va. 


BRASSIERE  SALESWOMAN 
The  manufacturers  of  a  well  known, 
high  grade  corset,  desire  the  services  of 
an  experienced  saleswoman  to  sell  their 
line  of  Brassieres  and  Bandeaux.  A 
splendid  opportunity  for  the  right  person. 
Address  with  ifull  particulars.  BOX 
1951,  Dry  Goods  Economist. 
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Play  Seasonable  Shoe  Styles  Hard  to 
Keep  Sales  Volume  Where  It  Belongs 

Style  Element  in  Footwear  Complicates  the  Buyers'  Problems  — 
Late  Orders  Due  to  Uncertainty,  Results  in  Scarcity  of  Wanted 
Styles  and  Loss  of  Business — Push  White  Goods  and  Be  Ready 

with  Something  New  for  Fall 


IT  is  sad  but  true  that  shoes  cannot  be 
turned  out  by  the  simple  process  of  putting 
the  order  into  the  works  in  the  morning 
and  shipping  the  shoes  that  same  night.  Fac- 
tories are  shops  for  assembling  materials  and 
moulding  these  items  over  lasts  somewhat  ap- 
proximating the  human  foot  and  some  two 
hundred  pairs  of  hands  and  one  hundred  and 
sixty  machines  each  have  something  to  do 
with  the  process.  So,  we  have  a  situation  in 
a  style  period  where  the  demand  is  for  in- 
stant designing,  simultaneous  ordering  and 
"quicker  than  that"  delivery.  On  the  other 
hand  you  have  the  hands  and  machines  as 
previously  mentioned,  plus  a  few  orders  al- 
ready received  and  you  achieve  a  condition 
where  four  to  ten  weeks  elapse  between  de- 
sire to  buy  and  delivery. 

For  four  months  now  this  situation  has 
been  apparent  in  the  trade.  Look  the  big  shoe 
markets  over  and  you  see  buyers  with  big 
bundles  of  cash  ready  for  shoes  which  they 
hope  to  get  immediately.  Not  content  with 
stock  shoes,  they  want  the  creations  of  the 
day  in  the  expressman's  hands  by  night. 
Sometime  soon  someone  has  got  to  think  about 
sixty  days  ahead  at  the  least.  The  lesson  of 
millions  of  dollars'  worth  of  trade  lost  by  no 
strap  and  gray  novelties  in  volume  for  early 
spring,  is  a  lesson  that  is  being  learned.  The 
present  buying  rush  for  whites  and  sport  foot- 
wear answers  the  lesson. 

Are  we  making  spasmodic  business  by  a 
fack  of  thought  as  to  seasons  and  demand? 
It  is  well  enough  to  buy  and  sell  any  style  that 
looks  good  and  is  instantly  popular,  but  what 
about  the  season  just  ahead?  The  industry 
knows  that  low  shoes  will  be  an  all-the-year- 
'round  demand — the  boot  lesson  was  learned 
in  the  clearance  days  of  last  November.  With 
low  shoes  the  year  around,  will  the  seasons 
slip  into  one  another  without  any  new  shoe 
periods?  Will  the  low  shoes  bought  in  April 
be  equally  as  good  to  the  public  in  October — 


barring  wear  and  tear?  If  so,  where  is  the 
shoe  business  of  next  fall.  We  expect  more 
than  one  shoeman  to  sit  right  up  and  stare 
this  problem  right  in  the  face.  Most  shoe 
men  have  not  even  given  a  thought  as  to  what 
a  continuous  low-shoe  season  means.   We  are 


French  Footwear 
Styles  Presented 


Descriptions  of  the  French  shoe 
sketches  from  the  Paris  office  of  the 
Dry  Gioods  Economist  shown  on  page 
89  are  as  follows: 

At  the  left  is  a  strap  slipper  in  patent 
leather  and  gray  suede.  The  strap  is 
formed  of  three  interlaced  circles  of 
the  black  underlaid  and  piped  with 
gray. 

Fancy  strap  and  tongue  patent 
leather  slipper  trimmed  with  scarlet  kid 
and  a  heel  of  the  same  material.  Note 
the  large  cut  out  sections  through 
which  the  hosiery  is  displayed. 

In  the  center  is  a  black  patent 
leather  strap  slipper  with  gray  suede 
trimming  in  attractive  design. 

Next  is  a  fancy  combination  strap 
and  tongue  slipper  of  black  patent 
leather  piped  and  trimmed  with  red 
kid. 

At  the  left  is  a  high  tongue  patent 
leather  slipper  trimmed  with  scarlet 
kid.  The  kid  straps  are  laid  over  the 
black  tongue  and  the  tongue  and  tip 
are  cut  in  one  piece. 

As  indicative  of  the  vogue  for  black 
patent  leather  footwear  in  Paris,  used 
in  combination  with  other  colors  and 
with  colored  stitching,  every  one  of 
the  eleven  sketches  recently  received 
from  the  Paris  Office  of  the  Dry  Goods 
Economist  were  of  patent  leather. 


not  speaking  so  much  about  the  style  followers, 
but  about  the  volume  of  business  to  the  shoe- 
store  and  departments  from  the  major  portion 


of  the  public. 

Here  is  the  suggestion  of  the  Economist: 
Play  the  low-shoe  game  in  its  present  pretty 
strap  and  few  materials  program,  and  play  it 
hard.  Advertise  and  sell  into  June  so  that 
every  woman  can  have  the  pleasure  of  these 
novelty  shoes  and  every  merchant  the  profit 
thereon.  Then  give  a  real  season  on  summer 
footwear  the  opportunity  to  feature  whites 
and  combinations  of  whites  and  colors.  These 
sport  types  of  footwear  are  already  assured  a 
vogue.  Make  the  months  of  June,  July  and 
August  memorable  in  shoe  history  by  the  ef- 
forts made  to  satisfy  everybody  with  sport 
footwear.  There  is  a  good  reason  for  such 
activity  besides  that  of  volume  of  business  and 
turnover — it  retires  many  pairs  of  spring 
shoes. 

Then  when  September  comes  around  see 
to  it  that  you  have  something  to  interest  the 
public  and  to  make  them  discard  their  white 
and  sport  shoes.  There  are  hundreds  of  new 
ideas  in  footwear  yet  to  appear — we  have  not 
even  touched  the  possibilities  of  footwear  de- 
sign. Maybe  the  swing  will  be  toward  differ- 
ent colors  and  a  diversity  of  materials  so  that 
all  the  emphasis  need  not  be  upon  gray  and 
brown. 

How  about  October  and  November  and  the 
possibilities  of  the  wool  hose  influence  upon 
footwear  ? 

It  is  just  as  possible  to  make  seasons  and 
correctness  in  footwear  as  it  is  in  costumes — 
despite  the  fact  that  low  shoes  the  year  'round 
may  blend  the  months  so  that  the  high  and 
low-shoe  cycles  are  gone  for  the  time  being. 

For  the  average  run  of  customers  there  are 
two  occasions  when  they  will  not  buy  certain 
styles — first,  when  nobody  is  wearing  them; 
second,  when  everybody  is  wearing  them. 

Of  course,  somebody  has  to  introduce  the 
styles,  but  it  is  not  the  average  customer  who 
breaks  new  ground  in  this  particular,  it  is  the 
exceptional  fashion  leaders  of  the  community ; 
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OOTWEAR.  FOX  AND  CUSTOMER 
SATISFACTION!  THE  THREE  ARE 
INSEPARABLY  LINKED.  / 


FOX  FOOTERY  CONTRAST/lMG  AGAINST 
A  PERSIAN  RUG.  A  GRASSY  LAWN  OR  A 
WAXED  HARDWOOD  FLOOR,  GIVES  ITS 
WEARERS  A  THRILL  OF  SELF-SATIS- 
FACTION. 


AND  EVERYTHING    ELSE  CONSIDERED 
SATISFACTION    IS  WHAT  YOU  S 
BESIDES— FOX  SLIPPERS,  PUMPS  A 
OXFORDS.VVILL  SATISFY  YOU  W 
STEADY,  YEAR-ROUND  PROFITS. 

K.  FOX,  life 


CHARLES 

HAVERHILL,  MASS.,  U.  S. 


A. 


NEW  YORK 

Marbridge  Building 
Broadway  &.  34th  Street 
Room  632 


BOSTON 
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when  the  new  ideas  get  under  way,  and,  if 
the  style  has  special  merit,  it  works  its  way 
through  the  high-grade  goods,  then  is  imitated 
in  cheaper  goods,  and  then  when  everybody 
is  wearing  it  the  style  leaders  and  their  near- 
est followers  drop  it  and  go  on  to  something 
else. 

Someone  has  defined  "fashion"  as  being 
the  efforts  of  one  woman  in  one  hundred  to 
be  ahead  of  everybody  else,  combined  with  the 
efforts  of  the  other  ninety-nine  to  keep  up. 

The  natural  human  desire  for  change  and 
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variety  expresses  itself  in  the  altering  of 
styles,  season  by  season.  It  is  a  good  thing 
for  business. 

We  are  now  entering  the  rational  and  sen- 
sible period  when  good  taste  and  style  prevail, 
but  we  must  not  forget  that,  sensible  or  not, 
humanity  is  constructed  on  secular  ideas  of 
what  is  style,  and  as  long  as  people  are  will- 
ing to  pay  hundreds  of  millions  of  dollars  a 
year  for  the  privilege  of  changing,  it  is  not 
the  duty  of  either  manufacturer  or  merchant 
to  bar  them  from  that  privilege. 


Just  What  Is  a  Substitute? 


WHEN  the  New  York  Assembly  con- 
siders such  a  bill  as  the  Pure  Shoe 
Law,  it  but  musses  up  the  legislative 
calendar  with  more  piffling  subjects — un- 
worthy of  legislation  and  devoid  of  common 
sense.  Some  ten  years  or  more  of  "kicking 
this  dog  around"  has  not  resulted  in  one  con- 
structive thought  to  give  to  the  public.  As 
propaganda,  for  that  is  what  it  actually  is,  it 
misses  the  mark. 

Shoes  and  footcoverings  do  not  depend 
upon  leather  alone  for  their  construction — 
there  are  tested  materials  other  than  leather 
that  go  into  the  honest  shoe.  If  ever  there 
were  an  industry  that  holds  an  open  mind  on 
new  materials  it  is  the  shoe  industry.  A  style 
era  has  proven  that  statement  to  be  true. 
There  is  merit  in  good  leather  but  that  doesn't 
prevent  a  shoe  being  made  up  of  poor  belly 
stock  for  soles  and  sleepy  calfskin  for  uppers, 
and  yet  under  a  Pure  Shoe  Law  the  stamp 
would  uphold  all  because  of  classification  un- 
der the  one  definition. 

Just  when  and  why  is  any  material  or  com- 
modity entitled  to  be  called  a  "substitute"? 

Another  question  is,  how  much  signifi- 
cance has  the  word  "substitute"  as  a  term  of 
reproach,  as  indicating  inferiority  in  quality? 

Any  possible  or  imaginable  substitute  for  a 
material,  which  is  of  the  highest  grade  of 
perfection  in  its  chief  quality,  is  a  "substi- 
tute," branded  with  inferiority.  A  "substi- 
tute" for  diamonds,  or  gold,  must  frankly  ad- 
mit its  inferiority  and  price  itself  accordingly, 
because  we  know  that  the  peculiar  qualities 
which  distinguish  diamonds  and  gold  are  not 
likely  to  be  equaled  or  even  closely  approached 
by  any  other  substance.  "Ersatz"  diamonds 
and  fire-gilt  wares  there  may  be,  in  honest 
stores;  but  they  must  not  masquerade,  must 
not  pretend  to  be  what  they  are  not.'  They 
must  not  call  themselves  gold  and  diamonds. 

One  of  the  hardest  things  to  do,  in  the  way 
of  setting  thoughts  down  on  paper,  is  to  "de- 
fine" something.  (First,  look  up  the  defini- 
tion of  the  word  "define"  and  study  all  its 
meaning  and  also  its  limitations;  it  does  not 
indicate  that  you  may  use  unlimited  supplies 
of  paper,  time  and  ink,  but  demands  an  irre- 
ducible minimum  of  economy  of  material.) 
Just  how  is  the  commercial  "substitute"  to  be 
defined?  An  attempt  at  the  job  might  run  as 
follows : 

"A  substitute  material  is  one  used  in  lieu 
of  another  in  the  making  of  a  manufactured 
article,  of  less  cost  and  presumably,  though 
not  necessarily,  having  the  principal  distin- 
guishing qualities  of  the  original  in  a  less  de- 
gree; being  either  an  imitation  of  the  original 
in  appearance,  or  so  located  in  the  make-up  of 
the  article  as  not  to  be  readily  seen  upon 
casual  observation;  and  not  being  definitely 
barred  from  use  by  specification  of  materials 
in  bargaining  concerning  the  completed  ar- 
ticle, whether  definitely  expressed  in  contracts 
or  called  for  by  binding  and  legal  general 


trade  custom  pertaining  thereto." 

The  question  of  whether  a  material  is  to  be 
classed  as  a  substitute,  with  any  shade  what- 
ever of  disfavor  in  the  use  of  the  term,  de- 
pends to  a  considerable  extent  upon  whether 
the  material  replaced  is  "a  material  of  speci- 
fication." And  this  usually  depends  upon 
whether  it  is  used  in  an  important  and  vital 
part  of  the  given  commodity. 

If  a  material  is  used  in  direct  violation  of 
explicit  specification,  then  it  is  simply  and 
solely  a  fraud ;  it  has  no  standing  as  a  tolera- 
ble commercial  substitute  and  needs  no  defin- 
ing and  no  discussion. 


is  not  an  imitation  of  leather;  does  not  hold 
itself  out  as  leather,  and  no  trade  law  or  any 
other  law  makes  leather  the  exclusive  material 
for  shoe  topping. 

So  with  rubber  heels  or  rubber  soles.  They 
hold  their  place  independently  and  above- 
board,  as  parts  of  a  distinctive  kind  of  com- 
modity, well  known  and  recognized  in  the 
trade.  Their  qualities  are  known,  and  are 
such  as  commend  them  readily  to  certain  cus- 
tomers. 

In  a  general  way,  such  substitutes  as  un- 
duly lessen  the  value  of  the  finished  product 
are  the  only  ones  to  which  a  shade  of  objec- 
tion may  attach.  Paper  soles  will  be  found 
hard  to  defend,  in  any  court,  no  matter  at 
how  low  a  price  they  may  be  sold. 

It  becomes  a  practical  question  to  decide 
when  a  material,  newly  adopted,  becomes  of 
such  general  and  recognized  use  as  to  pass 
muster  as  a  permissible  material,  without  dan- 
ger of  being  barred  as  contrary  to  general 
trade  custom.  Obviously,  all  new  materials 
which  we  may  discover  must  have  their  initia- 
tory stage  somewhere — their  beginning.  They 
can  develop  into  standard  and  accepted  ma- 
terials only  by  use  and  test. 


Patent  leather  pump  with  collar  and  one 
strap  of  gray  buck,  with  small,  neat  perfora- 
tions on  the  quarters.  Turn  sole  and  13/8 
Baby  Louis  heel  By  Claremont  Shoe  Co., 
Haverhill,  Mass. 

If  a  shoe  is  sold  as  having  a  leather  coun- 
ter, Ihen  no  substitute  can  be  tolerated  in  that 
particular  detail  of  its  make-up.  It  must 
either  have  a  leather  counter,  or  be  classed  as 
a  cheat.  But  more  shoes  are  sold  without  that 
specification  than  with  it,  and  a  great  busi- 
ness has  grown  up  in  counters  of  other  ma- 
terials, which  have  deceived  nobody  and 
cheated  nobody.  They  have  been  legitimate 
and  non-injurious  substitutes. 

So  far  as  the  public  is  concerned,  it  safely 
may  be  said  that  not  one  person  in  a  thousand 
ever  thinks  anything  about  the  counter,  when 
buying  a  pair  of  shoes,  nor  does  he  care  what 
it  is  made  of,  nor  has  he  any  definite  prefer- 
ence for  leather,  in  that  hidden  part  of  the 
shoe  which  he  never  sees,  unless  he  wears  the 
shoe  totally  out.  And  if  he  did  that,  and 
found  a  counter  of  some  compound  lasting 
longer  than  most  of  the  other  parts  of  the 
shoe,  he  would  probably  conclude  that  he  had 
not  been  cheated  at  all. 

Is  cloth  used  for  shoe  topping  a  "substi- 
tute" for  leather?  No,  not  any  more  than  a 
pork  chop  is  a  substitute  for  a  lamb  chop.  It 


e  black  and  white  combi- 
white  canvas  strap  pump 
with  patent  leather  trimmings;  turn 
sole  and  covered  wood  Louis  heel. 
From  Upham  Bros.  Shoe  Co.,  Stough- 
ton,  Mass. 

In  these  days  of  excessive  costs,  there  is 
a  strong  stimulus  to  the  search  for  materials 
new  in  character,  which  may  serve  to  piece 
out  diminishing  supplies.  We  may  expect  a 
general  development  of  what  might  be  termed 
"leatheroids,"  chemically  speaking.  These 
should  be  used  frankly  and  investigated  with- 
out prejudice. 

If  they  happen  to  have  merits,  they  will 
hold  a  place  in  the  trade.  And  the  older  and 
long-tested  materials  also  will  hold  their  place, 
so  long  as  their  merits  continue  to  make  them 
of  human  usefulness.  None  of  them  will  be 
set  aside  for  German  "ersatz"  stuff,  of  the 
paper  overcoat  sort,  or  the  synthetic  beefsteak 
or  the  imitation  eggs.  An  acceptable  "substi- 
tute" must  pull  its  weight  in  the  boat  or  go 
overboard.  It  must  not  deceive,  or  cheat;  it 
must  have  real  value. 


At  a  recent  meeting  in  Syracuse  of  the 
officers  of  the  Retail  Shoe  Dealers'  Associa- 
tion of  New  York  State,  plans  were  discussed 
for  the  annual  State  convention  to  be  held 
July  11  and  12  at  the  Hotel  Iroquois  in  Buf- 
falo. The  style  show  will  be  eliminated,  as 
announced  before,  but  it  is  expected  several 
manufacturers  will  display  sample  lines  in 
local  hotels.  The  Rochester  Shoe  Style  Show 
is  to  be  held  during  the  same  week. 
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Demand  for  Variations  in  Style 
Reflected  in  Latest  Footwear 

Lower  Heels  Are  Indicated  Even  in  the  Dressy  Type  of  Shoe — 
Straps  Will  Also  Hold  Their  Place  for  the  Reason  That  Women 
Who  Trip  the  Light  Fantastic  Like  Them  and  Dancing  Is  Popu- 
lar— Buyers  Have  Their  Own  Troubles  Keeping  in  Touch  with 

the  Changing  Styles 


FOOTWEAR  styles  swing  around  in  rota- 
tion, but  with  new  variations  as  to  the 
details  of  beauty  in  patterns.  The  Amer- 
ican shoemaking  art  is  attaining  heights  never 
before  attempted,  and  this  year  has  seen  and 
will  continue  to  see,  some  of  the  greatest 
strides  forward.  It  is  the  old,  old  story,  "Ne- 
cessity is  the  mother  of  invention,"  that  is 
constantly  playing  its  part.  This  year  it  is  the 
imperative  need  for  something  new  as  a  stim- 
ulus to  trade  which  has  forced  the  footwear 
business  into  the  class  of  millinery  for  varia- 
tion and  origination  of  distinctive  styles. 

During  the  past  few  seasons  heels  had  been 
raised  until  they  had  about  reached  the  limits 
possible.  The  old  saying,  "Whatever  goes  up 
must  come  down,"  held  good  and  it  was  an 
easy  matter  to  bring  on  the  strong  vogue  for 
lower  heels  via  the  Cuban  and  military  heel 
types  for  walking  and  general  wear  shoes.  But 
to  lower  the  heels  of  the  more  dressy  type  pre- 
sented a  different  problem. 

Rejuvenation  Sets  in 

But  it  has  been  done  through  the  energetic 
efforts  of  the  great  minds  of  the  trade.  Junior 
Louis  heels  have  come  into  public  favor  this 
season  and  they  are  a  medium  between  the 
Louis  and  Baby  Louis.  But  they  were  not  low 
enough  to  meet  the  demand  in  many  instances 
so  the  designers  came  forward  with  a  rejuven- 
ated Baby  Louis  heel  type  of  shoe. 

The  shoe  department  manager  and  buyer 
of  one  of  the  leading  department  stores  of 
Philadelphia  stated  the  case  very  clearly  re- 
cently in  conversation  with  a  representative 
of  the  Economist  Shoe  Section.  In  part  he 
said: 

"Baby  Louis  heels  will  be  in  vogue.  They 
are  coming  into  their  own.  Manufacturers 
are  now  making  that  kind  of  footwear  so  it  fits 
and  the  heels  are  not  ugly.  The  foreparts  are 
being  made  short  enough  so  the  arch  sets  up 
and  looks  well.  Baby  Louis  heels  will  be 
stronger  than  ever  before." 

They  Look  Neater 

And  that  is  the  situation.  The  expert  last 
makers  have  gotten  a  better  arch  to  the  shoes 


Man's  black  cordovan  Bal.  with  perforated 
and  double  stitched  ball-strap  on  a  broad  toe 
last,  no  tip,  vamp  perforated  in  center,  lo  iron 
sole  with  close  edge  fudge  stitch,  wide  %  heel. 
By  Johnston  &  Murphy,  Newark,  N .  J. 


and  the  heels  have  been  made  more  slender  so 
the  objectionable  "squatty"  appearance  has 
been  removed  from  them  and  they  look  neat 
and  attractive  on  the  foot. 

The  same  Philadelphia  store  buyer's  views 
with  reference  to  other  style  features  were 
typical  of  a  number  of  other  buyers  whose 
opinions  were  sought.  Reduced  to  a  few 
words  his  opinion  was  that  straps  are  going  to 
continue  in  favor;  that  tongue  effects  would 
compose  a  very  small  percentage  of  the  de- 
mand ;  that  straps  were  both  pretty  and  highly 
practical  and  that  it  was  therefore  foolish  to 
kill  something  which  is  so  good,  for  the  mere 
purpose  of  giving  the  public  "something  dif- 
ferent." 

Dancers  Like  Them 

He  thought  straps  would  be  made  up  in  too 
many  new  combinations  and  variations  to  be 
quickly  dropped.  As  he  pointed  out,  women 
who  dance  are  particularly  in  favor  of  straps 
because  they  hold  the  shoes  on  the  feet  firmly. 

No  matter  what  new  patterns  are  made  up 
for  sale  to  the  exclusive  trade,  it  is  only  a  mat- 
ter of  a  very  brief  period  before  they  are 
copied  by  the  makers  of  cheaper  grade  mer- 
chandise and  the  market  is  flooded  with  the 
imitation  of  the  real  thing,  at  prices  which  the 
masses  of  women  will  pay. 

After  all,  it  is  the  girls  from  the  stores, 
offices  and  factories  who  are  the  biggest  shoe 
buyers.  They  don't  buy  expensive  footwear 
but  they  purchase  sometimes  as  many  as  ten 
pairs  in  a  year,  especially  those  who  attend 
dances.  There  are  many  ways  in  which  to 
change  the  strap  idea  around  to  get  entirely 
new  style  angles,  and  they  are  certainly  meet- 
ing favor  in  the  public  eye. 

Nev\'  Patterns  Needed 

It  is  demonstrated  every  day  that  new  pat- 
terns are  necessary  to  maintain  sales  volume, 
but  it  does  not  necessarily  have  to  be  a  radi- 
cal change. 

It  requires  a  pretty  nimble  witted  buyer  to 
keep  abreast  with  the  changing  whims  of  foot- 
wear styles  in  these  times.  It  is  risky  to  order 
a  large  quantity  for  future  use  when  five 
weeks  later,  another  style  may  come  along  kill- 
ing the  first  order  and  so  merchants  must  buy 
frequently  and  in  small  lots.  All  of  this  has 
resulted  in  a  shortage  of  style  shoes  during  the 
Easter  season  and  there  was  a  scramble  for  all 
the  merchandise  available  for  quick  delivery. 

Boots  May  Stage  Come  Back 

Many  stores  are  pretty  heavily  stocked  with 
high  boots  carried  over  for  the  coming  fall 
season.  Whether  or  not  boots  will  make  any 
showing  will  depend  very  largely  on  the  vogue 
of  women's  skirt  lengths.  There  is  a  move- 
ment in  some  quarters  for  longer  skirts,  ap- 
proximating eight  inches  from  the  ground. 
Should  that  style  materialize,  boots  will  come 
back  strong.  But  there  is  another  faction  in 
style  making  circles,  battling  for  even  shorter 
skirts  than  are  now  in  fashion.  If  that  style 
prevails  boots  will  be  dead  for  another  year. 


Modified  tongue  effect  in  a  pump  of  golden 
brown  calf  with  camel  suede  trim,  15/8  cov- 
ered wood  French  heel,  flexible  sole.  By 
Thomas  G.  Plant  Co.,  Boston,  Mass. 


It  is  a  bit  too  early  to  determine  the  outcome. 

Indications  now  point  very  strongly  to  the 
continuation  of  skirts  at  from  10  to  12  inches 
from  the  ground  with  10  inches  as  the  general 
average  for  suit  skirts.  Private  designers  and 
dressmakers  probably  will  make  longer 
lengths  and  in  fancy  dresses  for  afternoon 
and  evening  wear  the  tendency  is  for  longer 
lengths.  Low  footwear  will  be  in  fashion  for 
the  coming  season  and  straps  will  undoubted- 
ly retain  a  goodly  proportion  of  their  popu- 
larity. 

Gray  Shades  Well  Liked 

Getting  back  to  the  immediate  future,  the 
various  shades  of  gray  are  continuing  in 
strong  favor  but  they  will  drop  into  a  lower 
position  with  the  opening  of  the  white  season 
which  will  come  a  month  earlier  than  usual, 
owing  to  early  Easter  and  early  spring 
weather. 

In  men's  shoes,  reports  from  everywhere 
indicate  a  definite  revival  of  trade  in  the  newly 
developed  style  ideas.  Right  here,  let  it  be 
said  that  the  live  merchant  should  push  golf 
footv/ear  stronger  than  ever  before. 

Men  and  women  golf  players  in  the  United  ^ 
States  are  now  numbered  in  the  millions  and 
the  number  of  enthusiasts  is  constantly  in- 
creasing. Golf  shoes  mean  "extra  pair"  sales 
and  there  are  big  opportunities  to  "get  over" 
the  idea  of  proper  footwear  for  the  links. 

On  a  few  of  the  larger  golf  courses,  shoes 
with  the  usual  spikes  in  the  soles  are  barred 
because  of  the  damage  to  the  tender  grass 
roots.  There  are  a  variety  of  rubber  suction 
and  air  pad  ideas  offered  to  replace  the  spikes. 

More  style  is  shown  in  footwear  for  chil- 
dren, but  nothing  is  being  done  to  affect  the 
proper  shape  lasts  for  the  little  growing  feet. 
Colors  are  the  stimulus.  Shoes  with  gray  tops 
or  champagne  and  shoes  of  all  champagne  color 
or  in  combination  with  patent  leather  are  sell- 
ing well  in  a  great  many  departments. 
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Ask  for  the  genuine  Beaded  Tip. 
Be  sure  the  label  reads  BEADED  TIP 
before  removing  it. 


Are  you  prepared  to  sup- 
ply genuine  Beaded  Tip 
Laces  to  your  customers? 
If  not,  ask  your  jobber's 
salesman  or  write  our 
Dealers'  Help  Department 


FOR  TWENTY  YEARS  a 
reputation  for  QUALITY  has 
been  earned  by  Beaded  Tip  Shoe 
Laces — the  result  of  uncompro- 
mised  merit  in  material  and  work- 
manship. 

They  Sell  Themselves 

National  advertising  is  constantly 
reminding  the  public  to  ask  for  and 
insist  upon  getting  genuine  Beaded 
Tips.  They  are  one  of  the  small 
items  of  merchandise  with  which 
volume  of  sales  and  good  profit 
can  be  made. 


^anufaSured  by 

UNITED  LACE 
8C  BRAID  MFG. 
COMPANY 

PROVIDENCE,  R.  I. 


Shoe  Laces 


THE  INEVITABLE  RESULT 


The  inevitable  result  of  hiring 
the  better  type  of  store  workers 
from  local  stores  is  bitter  feel- 
ing between  the  competing  mer- 
chants, and  very  frequently  a 
salary  war  from  which  no  bene- 
fit is  gained. 

The  more  logical,  direct,  eco- 
nomical way  is  to  advertise 
nationally  through  ECONO- 
MIST Want  Ads. 


By  this  means  you  reach  a  larger 
field,  a  more  selective  body  of 
readers  and  engender  no  hard 
feeling  between  yourself  and 
other  local  houses. 

ECONOMIST  Want  Ads  are 
cheaper  than  the  better  grade 
newspapers — there  is  no  waste 
circulation — results  are  sure  and 
satisfactory. 

Forms  close  every  Monday. 
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Height  of  Heels  Looms  Largely  in 
Selection  of  Shoes  for  Summer 

Modified  Baby  Louis  and  Junior  Louis  Patterns  Promised  High 
Place  in  Public's  Favor  This  Season— Fitting  Proper  Lasts  Is  Ex- 
pert's Work,  and  Repairman  Who  Raises  or  Lowers  Heel  Heights 
May  Ruin  Customer's  Feet— Some  Technical  Points  for  Shoemen 


THE  height  and  pitch  of  heel  has  been  a 
subject  of  debate  ever  since  Cleopatra's 
time.  One  of  the  French  kings,  to  in- 
crease his  stature,  had  a  pair  of  shoes  cre- 
ated with  8-inch  heels.  Coming  up  to  the  im- 
mediate present,  some  twenty  States  in  this 
country  have  freak  bills  before  them,  calling 
for  a  regulation  of  heels  to  a  height  below  IV2 
inches.  All  things  considered,  heels  are  of 
prime  importance  in  the  selection  of  shoes  for 
summer  wear.  The  inventive  ingenuity  of  the 
shoe  designer  has  created  this  season  a  range 
of  six  types  of  heels  to  go  on  style  footwear. 
We  are  showing  them  with  the  proper  rela- 
tive last  and  pitch  necessary  for  each. 


10/8  Military 


14/8  Junior  LXV 


17/8  Cuban  Louis 

•The  brand  new  heels  of  this  season's  show- 
ing that  are  to  be  big  volume  sellers,  are  the 
Baby  Louis  and  Junior  Louis  heels.  The 
Baby  Louis  heel  is  almost  exactly  the  same  in 
contour  as  the  small  Louis  heel  of  1860.  The 
heels  then  came  upon  prunella  boots.  There- 
fore, let  it  be  said  that  such  concerns  as  have 
taken  upon  themselves  the  credit  of  creating 
the  Baby  Louis  heel,  have  but  to  look  back 
in  shoemaking  history  to  the  time  when  it  was 
the  only  fashionable  heel  of  the  day.  The  real 
significance  of  our  showing  the  lasts  in  re- 
lation to  the  heels  is  to  call  the  attention  of 
merchants  to  the  proper  heel  to  go  with  each 
last.  With  an  18/8  pitched  last  put  on  a  14/8 
heel,  you  can  imagine  the  results. 

The  last  four  years  have  brought  about  a 
flirting  of  the  lower  types  of  heels.  Some 
merchants  who  were  pioneers  in  the  re-intro- 
duction of  the  Baby  Louis  heel,  had  great 


difficulty  in  getting  the  proper  heel  to  the 
last.  This  has  been  corrected  this  season  and 
style  authorities  predict  that  the  Baby  Louis 
and  Junior  Louis  heels  will  run  fifty  per  cent 
of  the  style  demand  in  women's  shoes. 

Three  Principal  Measurements 

The  three  principal  last  measurements  are 
those  of  the  ball,  waist  and  instep.  On  the 
4-B  models  presented  herewith,  the  ball  meas- 
ures 71/2 ;  the  waist,  lYi,  and  the  instep,  V/s. 
These  measurements  are  those  most  com- 
monly used  on  a  woman's  4-B  model,  but  there 
are  many  variations.  The  last  maker's  mod- 
eler is  always  an  expert — he  knows  the  line  of 


>N\\V\\^-W\NN\w: 

13/8  Baby  Louis 


14/8  Cuban 


18/8  Full  Louis 

each  last — and  here  it  may  be  stated  that  lasts 
are  as  individual  as  are  people;  for  instance, 
two  4-B's  were  taken  up  at  a  last  maker's  es- 
tablishment and  applied  to  the  stick.  One 
shoe  with  a  long  slim  toe  was  one  size  and 
three-quarters  extension  over  4,  while  the 
short,  square  toed  last  was  one  and  one- 
eighth  size  under  4,  or  an  actual  register  of 
2%-  Some  manufacturers  demand  measure- 
ments that  will  take  care  of  a  long,  slim  foot 
and  others  demand  those  which  will  take  care 
of  a  short  foot.  Occasionally  for  the  same 
kind  of  a  foot,  a  manufacturer  will  prefer  a 
more  snug  fit — another,  an  easier  fit,  and  the 
modeler  will  either  decrease  or  increase  his 
measurements  accordingly. 

The  Heel  Is  Important 

A  very  important  point  in  last  fitting  this 
season  is  the  heel.   The  heel  must  be  attached 


so  that  the  last  will  have  just  the  right  pitch, 
the  toe  must  have  the  right  spring,  which 
should  be  about  one-eighth  of  an  inch  from 
the  ground.  Very  often  a  shoe  is  spoiled  in 
the  repair  shop  by  the  affixing  of  a  lower  or  a 
higher  heel  than  the  original  shoe  carried  and 
the  customer's  foot  is  ruined  by  too  great  a 
toe  spring,  but  the  last  maker  knows  just  how 
to  model  to  get  the  correct  tread,  which  should 
be  on  a  straight  line  from  the  ball  to  the  base 
of  the  heel. 

Every  last  has  what  is  known  as  a  "long 
heel  measurement"  and  this  must  be  exactly 
correct.  The  long  heel  measurement  is  the 
straight  line  distance  from  the  instep  to  the 
back  of  the  last,  where  it  joins  the  heel.  This 
line  is  not  regulated  by  the  height  of  heel, 
but  by  the  other  measurements  of  the  last. 
To  illustrate:  a  10/8  military  heel  may  have 
a  long  heel  measurement  of  11-9/16  inches — a 
13/8  heel  may  have  a  long  heel  measurement 
of  11-9/16  inches— a  14/8  may  have  a  long 
heel  measurement  of  11-9/16  inches,  but  one 
might  have  a  longer  or  a  shorter  ball,  or  a 
difference  in  the  waist  or  instep. 

However,  to  simmer  down  the  subject  of 
the  last  in  its  relation  to  heels,  it  is  to  be 
noted  that  the  toe  must  have  the  proper  swing 
and  that  the  last  should  be  so  modeled  that  as* 
the  heel  is  lowered  or  heightened,  the  toe 
spring  should  be  regulated  accordingly. 


Tax  Ruling  Made 
on  Riding  Boots 

Method  of  handling  the  10  per  cent  tax 
on  the  amount  in  excess  of  a  $10  retail  price 
on  riding  boots  has  been  causing  considerable 
confusion  among  merchants.  For  those  shoe 
department  managers  who  sell  riding  boots 
the  following  letter  recently  issued  by  T.  C. 
Mirkil,  secretary-commissioner  of  the  Na- 
tional Shoe  Retailers'  Association,  will  be  of 
interest : 

"A  new  ruling  from  the  office  of  the  Com- 
missioner of  Internal  Revenue  has  just  been 
issued  affecting  the  tax  on  riding  boots. 

"There  seems  to  have  been  considerable 
confusion  in  the  minds  of  the  trade  as  to 
the  proper  method  of  applying  the  tax  on  rid- 
ing boots.  In  some  instances  manufacturers 
of  this  class  of  merchandise  have  been  pay- 
ing the  tax  and  adding  it  to  the  manufac- 
turer's price,  while  in  other  instances  the  re- 
tailers have  been  charging  the  tax  of  ten  per 
cent  on  the  amount  in  excess  of  $10  per  pair 
retail  price. 

"Under  the  new  ruling,  riding  boots  are 
taxable  at  ten  per  cent  of  the  amount  for 
which  sold  in  excess  of  $10  per  pair  at  retail 
and  the  tax  is  collected  from  the  consumer 
exactly  as  is  done  when  shoes  are  sold  at  re- 
tail in  excess  of  $10  per  pair. 

"Therefore,  if  you  handle  riding  boots,  you 
should  be  certain  that  the  manufacturer  is  not 
including  the  war  tax  in  his  selling  price  to 
you  as  this  tax  is  paid  by  the  consumer. 
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Few  High  Shoes 
Worn  in  Paris 

New  Models  Appear  in  Low  Styles — 
Colored  Heels  Liked— Hose 
Usually  Matches  Dresses 

Paris  office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

ALL  shoes  now  worn  and  the  new  models 
that  are  being  brought  out  for  spring 
in  Paris  are  in  low  styles.  High  shoes 
are  less  in  demand  than  ever,  so  little  in  fact 
that  it  is  practically  impossible  to  purchase 
any  high  boots  ready  made.  There  being  no 
demand  for  these,  retailers  are  wary  about 
stocking  up;  consequently  if  a  woman  wants 
a  high  boot  she  has  to  order  it  made  to 
measure. 

In  the  low  styles  the  strap  effects  con- 
tinue to  be  in  great  vogue.  Yet  each  week 
an  increased  number  of  colonial  ties  or  walk- 
ing pumps  ornamented  with  large  buckles 
are  seen.  For  the  past  year  there  has  been 
very  little  demand  for  the  buckles  in  large 
conspicuous  sizes.  Now,  however,  these  are 
again  sought  for  shoes  for  street  as  well  as 
for  house  and  evening  wear. 

Plaques  in  Black 

For  the  street  large  oblong  and  oval 
buckles  in  black  composition  or  m  heavy 
black  glass,  and  solid  oblong,  oval  or  round 
plaques  in  crystal  in  black  or  in  a  color  are 
extensively  worn.  These  plaques  when  m 
black,  are  rimmed  with  white  or  a  color  and 
when  in  a  color  are  rimmed  with  a  contrast- 
ing color. 

In  the  round  plaques,  when  m  composi- 
tion, a  jewel  or  bead  of  the  composition  is 
frequently  sunk  at  the  center.  Oblong 
plaques  in  black  composition  run  crosswise 
with  deep  engraved  lines  in  color,  are  also 
featured.  Jeweled  discs  in  very  handsome 
and  elaborate  designs,  ranging  m  size  from 
that  of  a  dime  to  that  of  a  25-cent  piece,  are 
used  on  ribbon  strapped  evening  slippers. 
They  are  placed  at  the  crossing  of  the  rib- 
bon, directly  over  the  center  of  the  instep. 

Colored  Heels  Are  Popular 

Colored  heels  are  extensively  worn  on  all 
styles  of  shoes,  that  is,  for  street  as  well  as 
for  evening  wear.  For  the  street,  black  pa- 
tent leather  slippers  trimmed  with  royal  blue, 
scarlet  or  with  purple  are  featured  with 
royal  blue,  scarlet  or  purple  heels. 

Purple,  in  fact,  is  the  ultra  fashionable 
color  for  the  summer,  and  is  extensively 
used  in  costumes  and  dress  accessories.  In 
shoes,  however,  purple  is  rather  sparingly 
used,  and  appears  for  the  most  part  in  the 
form  of  inconspicuous  pipings  and  as  under- 
lay for  perforated  bands  on  black  patent 
leather  slippers,  although  evening  slippers 
in  silver  cloth  with  purple  heels,  and  evening 
slippers  of  purple  satin  or  purple  metal 
cloth  with  silver  heels  are  occasionally  seen. 

With  regard  to  the  vogue  for  stockings 
which  match  the  dress  and  the  shoe,  there 
is  latterly  a  certain  tendency  for  a  return 
to  this  fashion,  in  contrast  to  the  taupe  col- 
ored or  flesh  stockings  which  have  been  al- 
most exclusively  worn  with  evening  slippers 
as  well  as  with  street  shoes  for  the  past  few 
seasons. 

Two  leather  and  leather  and  fabric  com- 
binations continue  in  good  demand,  notably 
in  black  and  white,  or  in  combinations  of 
black  with  a  color. 

Two-color  effects  are  little  favored. 
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Trade  Notes 


Walking  oxford  of  old  wine  colored  calf 
with  neat  perforations  on  tip,  circular  vamp, 
collar  and  foxing.  Welt  sole,  io/8  military 
heel.    By  The  Holters  Co.,  Cincinnati,  0. 

Southeastern  Shoe 
Men  Make  Ready 
For  Convention 

Association  Meets  at  Atlanta,  June  7 
and  8 — Big  Attendance 
Expected 

Elaborate  plans  are  being  made  for  the 
annual  convention  of  the  Southeastern  Shoe 
Retailers'  Association  which  is  to  be  held 
in  Atlanta,  Ga.,  June  7  and  8.  Officials  and 
members  of  the  organization  headed  by  Presi- 
dent Charles  P.  Brady,  held  a  meeting  in 
headquarters  recently  when  plans  were  out- 
lined and  committees  set  at  work. 

Following  Atlanta  members  have  been  ap- 
pointed as  chairmen  of  the  following  men- 
tioned committees. 

W.  S.  Byck,  program  and  finances;  Fred 
S.  Stewart,  entertainment;  A.  Lamar  Ray* 
hotel  reservations;  J.  0.  Steele,  transporta- 
tion; Mose  Strauss,  receptions,  and  Frank 
M.  Stevens,  publicity. 

A  meeting  of  the  officers,  directors  and 
styles  committee  was  held  in  the  offices  of 
the  Association  in  Atlanta,  Tuesday,  April 
12.  Chairmen  of  the  various  committees  met 
at  the  same  time  to  outline  the  convention 
plans.  Because  of  unsettled  conditions  in 
the  shoe  trade  a  large  assemblage  is  ex- 
pected. 

Officers  and  Directors 

Officers  and  directors  of  the  Southeastern 
Shoe  Retailers'  Association  are  as  follows: 
Charles  P.  Brady  of  George  Muse  Clothing 
Co.,  Atlanta,  president;  Nathan  Simon  of 
the  Dannenberg  Co.,  Macon,  Ga.,  first  vice- 
president;  A.  C.  Nichols  of  the  A.  S.  Nichols 
Po.,  Savannah,  vice-president;  R.  R.  Wilkin- 
son of  Cohen  Bros.,  Jacksonville,  Fla.,  vice- 
president;  W.  D.  Lever,  Jr.,  of  Lever,  The 
Shoe  Man,  Columbia,  S.  C,  vice-president; 
Emmette  McRae  of  W.  M.  Oliver  &  Co.,  Val- 
dosta,  Ga.,  executive  secretary-treasurer. 

Directors:  Joseph  Ehrlich,  Albany;  Tur- 
ner Jones,  Turner  Jones  Shoe  Co.,  Valdosta; 
Fred  S.  Stewart,  Fred  S.  Stewart  Co.,  At- 
lanta; W.  L.  Miller,  Miller  &  Taylor,  Colum- 
bus; J.  0.  Steele,  All- American  Shoe  Store, 
Atlanta;  M.  A.  O'Connor,  Augusta;  W.  S. 
Byck,  Byck  Bros.  &  Co.,  Atlanta;  J.  W.  Clis- 
.by,  Clisby  Shoe  Co.,  Macon;  Frank  Stelling, 
Stelling  &  Nickerson,  Augusta,  and  W.  B. 
Fitzgerald,  recording  secretary. 


A  new  women's  shoe  department  has  just 
been  established  in  a  prominent  location  on 
the  ground  floor  of  The  Queen  Co.,  ready-to- 
wear  store  in  Columbus,  Ohio.  J.  A.  Davis  is 
manager  of  the  department. 

Ralph  MacGregor  has  been  appointed  as- 
sistant to  Harry  Gibson,  manager  and  buyer 
of  the  shoe  department  of  Raphael  Weill  & 
Co.,  Inc.,  San  Francisco,  succeeding  Harry 
Palmer,  who  resigned.  Mr.  MacGregor  has 
been  a  salesman  in  the  department  for  some 
years. 

The  shoe  department  of  The  Carl  Co.,  de- 
partment store,  Schenectady,  N.  Y.,  is  now 
being  managed  by  George  Dwinnell,  well- 
known  shoeman  of  that  city. 

J.  J.  McLaughlin,  formerly  of  the  Queen 
Quality  Boot  Shop,  New  York  City,  has  be- 
come manager  of  the  shoe  department  of  the 
Palais  Royal,  Washington,  D.  C,  succeeding 
Edward  L.  Burns.  He  was  formerly  assistant 
buyer  for  Franklin  Simon  &  Co.  and  Oppen- 
heim,  Collins  &  Co.,  New  York  City,  and  has 
been  employed  by  the  Thomas  G.  Plant  Co., 
for  many  years.  He  is  widely  known  in  the 
retail  shoe  trade. 

In  the  new  store  of  the  Morehouse-Mar- 
tens  Co.,  Columbus,  Ohio,  which  will  be  ready 
for  occupancy  about  the  middle  of  May,  the 
shoe  department  will  have  a  very  prominent 
location  on  the  second  floor.  L.  P.  Warner, 
manager  of  the  shoe  department,  plans  to  open 
in  the  new  location,  with  a  large  assortment 
for  the  white  footwear  season. 

After  a  lengthy  illness,  R.  Feirabend  who 
went  to  Cleveland,  Ohio,  to  become  manager 
and  buyer  of  the  shoe  department  of  The 
Higbee  Co.  store  and  was  stricken  before  he 
assumed  his  duties,  is  recovering.  G.  A.  Em- 
erson whom  he  was  to  replace,  has  remained 
on  the  job,  although  he  has  completed  arrange- 
ments to  open  a  shoe  business  of  his  own. 

Under  the  name  of  the  Wonder  Shoe  Co., 
W.  and  L.  Dennig  have  recently  opened  a 
new  retail  shoe  store  at  611  Vine  Street,  Cin- 
cinnati, Ohio,  carrying  a  complete  line  of 
women's  shoes.  Both  proprietors  are  well 
known  in  the  trade.  W.  Dennig  was  for  sev- 
eral years  manager  of  the  Golden  Rule  Shoe 
Co.,  Cincinnati. 
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Prepare  for  the  June  Bride 

Her  Demand  on  the  Linen 
Department  Is  Heavy 

One  of  the  most  delightful  tasks  a 
woman  ever  undertakes  is  the  com- 
pilation of  her  "hope  chest." 
Into  it  go  her  hopes  and  dreams  of  the 
future  tangibly  represented  by  laces, 
silks  and  above  all  linens. 
For  such  a  purpose  only  the  best  is 
wanted  and,  indeed,  is  fitting. 
"Old  Bleach"  pure  Irish  linens  and 
linen  damasks  have  supplied  that  need 
innumerable  times  because  of  their 
beauty  of  design,  peerless  quality  and 
the  exceptionally  long  service  that 
this  merchandise  gives. 
Let  "Old  Bleach"  head  your  prepara- 
tions for  the  advent  of  the  June  Bride. 

"OLD  BLEACH"  LINEN  CO.,  Ltd. 

±leK.  'iTade  Mark 

23  -  25  East  26th  Street  -:-  New  York 

Canadian  Representative:  W.  H.  STELEY 
22  West  Wellington  Street,  Toronto,  Ont. 
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We  have  just  issued  a  new  edition  of  the 
SCRANTON  HANDY  BOOK 

You  will  find  the  1921  Handy  Book  bigger 
and  better  than  ever  before.  It  contains  an  un- 
usually wide  variety  of  attractive  cuts  for  news- 
paper advertising.  These  include  not  only  the 
most  popular  cuts  of  previous  editions  of  the 
Handy  Book,  but  also  some  exceptionally  fine 
new  drawings  and  reproductions  suitable  for 
newspaper  use  of  the  best  pictures  by  Coles 
Phillips,  Donald  Gardner  and  other  famous 
Scranton  artists 

We  urge  you  to  keep  this  book  on  your  desk 
and  to  use  it  freely  and  frequently  this  spring. 

There  is  no  better  way  for  the  Scranton  mer- 
chant to  tie-up  with  our  Ladies  Home  Journal 
advertising  and  bring  women  to  his  store  than  by 
local  newspaper  advertising.  The  Scranton  elec- 
trotype service  provides  an  easy  and  economical 
means  for  making  your  store  advertisements  at- 
tractive in  appearance  and  efjective  in  results. 

CRANTON 

LACE  COMPANY 

SCHANTON,  PENNSYLVANIA 
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Foreign  Currency  Inflation  and  Commodity  Prices 


NOT  content  with  putting  through  an  un- 
desirable Emergency  Tariff  Bill,  the 
House  of  Representatives  has  tacked  on 
to  it  an  anti-dumping  provision  which  Repre- 
sentative Claude  Kitchin  rightly  calls  "the 
most  subtle  and  dangerous  joker  which  was 
ever  intended  to  be  perpetrated  on  the  House." 
The  section  to  which  Mr.  Kitchin  refers  pro- 
vides that  for  the  purpose  of  estimating  duties 
on  imported  merchandise  the  depreciation  in 
foreign  currency  shall  in  no  case  be  estimated 
at  more  than  66%  per  cent. 

The  presumption  on  which  this  provision 
rest^,  presumably,  is  that  prices  of  merchan- 
dise in  other  countries,  as  measured  in  Ameri- 
can currency,  have  declined  in  proportion  to 
the  depreciation  in  the  currency  of  those  coun- 
tries. In  other  words,  it  is  argued  that  while 
an  American  exporter  can  buy  a  German  mark 
for  1.60  cents  he  can  go  into  Germany  and  ob- 
tain for  it  23.8  cents'  worth  of  merchandise— 
which  is  the  normal  exchange  value  of  the 
mark. 

Such  a  presumption  is  based  on  entire 
ignorance  both  of  economic  laws  and  of  the 
actual  facts  in  the  case. 

It  is  a  simple  economic  law,  as  the  Econo- 
mist has  frequently  pointed  out,  that  currency 
inflation  always  involves  a  corresponding  rise 
in  prices,  for  it  means  a  depreciation  in  the 
value  of  money  with  respect  to  goods.  An 
examination  of  domestic  prices  in  countries 
where  the  currency  is  badly  depreciated  will 
demonstrate  how  universally  this  law  works. 
An  extreme  illustration  is  the  story  of  the 
Moscow  cabman,  who  wanted  to  charge  an 
American  traveler  the  equivalent  of  $50  in 
roubles  for  driving  him  less  than  a  mile  from 


the  railway  station  to  a  hotel,  but  who  finally 
compromised  by  accepting  a  package  of 
cigarettes  instead  of  the  money. 

That  the  rise  in  foreign  prices  is  not  offset 
by  the  depreciation  in  the  value  of  foreign 
currencies  with  respect  to  ours  is  a  fact  well 
known  to  every  importer  and  every  customs 
appraiser.  Answering  a  questionnaire  from 
the  Merchants'  Association  of  New  York,  the 
United  States  Appraiser  at  the  Port  of  New 
York  said :  "Generally  speaking,  the  prices  of 
imported  articles  have  increased  in  the  ratio 
that  the  foreign  currency  depreciated  com- 
pared with  the  United  States  dollar." 

In  the  course  of  his  statement  the 
Appraiser  pointed  out  that  linens  from  Ger- 
many, for  example,  have  increased  in  value  in 
marks,  over  1914  prices,  approximately  2500 
to  3000  per  cent,  or  58  per  cent  in  United 
States  gold  over  pre-war  prices  in  United 
States  gold;  that  German  chinaware  selling 
before  the  war  at  4  marks  is  now  sold  in  the 
home  market  at  60  marks,  and  that  the  price 
of  German  cutlery  has  increased  about  2500 
per  cent  in  marks,  or  50  per  cent  in  United 
States  gold  as  compared  with  pre-war  prices 
in  United  States  gold. 

Similar  testimony  has  been  submitted  to 
the  House  of  Representatives  from  a  number 
of  authoritative  sources.  The  Lace  and  Em- 
broidery Association  of  America,  for  instance, 
testifies  that  while  the  German  mark  Is  now 
worth  approximately  one-fifteenth  of  its  pre- 
war value,  the  members  of  the  Association  are 
paying  for  goods  which  they  import  from  Ger- 
many from  fifteen  to  eighteen  times  the  pre- 
war prices  of  the  same  goods.  Invoices  of 
cotton  hose  and  ladies'  gloves  imported  from 


Germany  in  1914  and  in  1921  by  Marshall 
Field  &  Co.  show  even  greater  price  increases 
— in  German  marks  as  well  as  in  American 
dollars.  Cotton  hose  have  increased  2000  to 
3000  and  more  per  cent  in  German  marks  and 
50  to  100  per  cent  and  more  in  American 
dollars;  increases  in  women's  gloves  run  as 
high  as  4000  per  cent  in  German  marks  and 
100  to  300  per  cent  in  American  dollars. 

In  the  face  of  these  facts  it  is  proposed  in 
the  anti-dumping  section  of  the  Emergency 
Tariff  Bill  to  value  the  German  mark  for 
customs  purposes  at  five  times  its  present 
actual  value.  On  the  basis  of  such  a  valuation 
the  duty  assessed  on  imported  articles  would 
in  many  instances  amount  to  much  more  than 
their  total  price.  And  this  would  apply  not 
only  to  goods  from  Germany,  but  also  to  goods 
from  all  of  Central,  Southern  and  Eastern 
Europe. 

The  practical  effect  of  such  a  measure 
would  be,  of  course,  to  stop  altogether  the 
importation  of  goods  from  those  countries.  If 
this  is  its  purpose,  if  it  is  really  intended  as  an 
embargo,  it  would  be  better  to  say  so  frankly, 
so  that  its  nature  would  be  clear  to  the  eyes 
of  the  country.  It  is  not  likely  that  the  coun- 
try would  stand  for  a  commercial  boycott 
against  nations  whose  economic  rehabilitation 
is  essential  both  to  our  own  prosperity  and  to 
the  prosperity  of  the  world  at  large. 

The  Emergency  Tariff  Bill  is  now  in  the 
hands  of  the  Senate  Finance  Committee, 
where  the  currency  valuation  clause  is  meet- 
ing with  vigorous  opposition.  It  is  to  be  hoped 
that  this  clause  will  be  dropped  from  the  bill, 
for  it  is  in  the  highest  degree  stupid  and 
objectionable. 


Light  Thrown  on  Coming  Season's  Demand 


To  what  extent  is  it  possible  for  mer- 
chants or  department  heads  to  foresee 
the  trend  of  pattern  or  design  demand 
from  one  season  to  another?  This  question 
is  a  pertinent  one  at  this  time,  in  view  of  the 
marked  tendency  of  demand  to  center  on 
checks  in  ginghams  and  tissues  and  on  small 
designs  in  voiles,  in  place  of  large  plaids  in  the 


one  instance  and  of  big  floral  or  "georgette" 
patterns  in  the  other. 

The  department  heads  who  had  an  inkling 
of  what  was  coming  and  placed  orders  accord- 
ingly are  to  be  congratulated,  for  they  are 
doing  the  business  while  the  man  who  has  the 
big  patterns  is  finding  it  mighty  difficult  to 
move  what  he  has  and  is  missing  sales  he 


could  make  if  he  had  the  right  stuff. 

There  are  department  heads  of  experi- 
ence who  insist  that  it  is  not  possible  to  fore- 
see the  trend  in  design  demand.  They  declare 
that  the  public  may  switch  overnight  and  that 
there  is  no  accounting  for  women's  whims  and 
no  way  of  telling  when  and  how  such  whims 
may  spring  up  and  develop  without  warn- 
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ing.  Recent  investigations  made  at  first  hand 
in  many  centers,  from  New  York  to  the  Missis- 
sippi River,  by  an  Economist  staff-member, 
show  that  this  view  is  held  by  some  of  the 
leading  dress  fabrics  department  heads — in 
wholesale  as  well  as  retail  establishments. 

On  the  other  hand,  a  number  of  men  were 
found  who  declared  that  they  had  foreseen  this 
season's  demand  for  checks  in  ginghams  and 
small  designs  in  voiles  as  far  back  as  last 
July,  and  in  one  or  two  cases  in  June  of  last 
year.  One  of  these  department  heads,  a  re- 
tailer in  a  Pennsylvania  center,  stated  that  in 
the  earlier  month  above  named  he  had  adver- 
tised "Georgette  patterns  in  voiles  are  passe; 
we  have  the  new  small  designs,  including 
rings,  dots,  squares,  etc.,"  and  had  counseled 
a  converter  to  get  out  such  designs  for  spring, 
1921. 

Another  department  head  said:  "Yes,  I 
saw  it  coming — not  so  much  because  of  what 
my  customers  were  buying  but  rather  be- 
cause of  the  comments  I  heard  them  make  to- 
ward the  end  of  the  season.  It  isn't  what  they 
buy  so  much  as  what  they  say  that  tells  the 
tale,"  he  added  significantly.  "I  find  it  pays 
to  listen  to  the  remarks  of  customers  at  the 
counter." 

In  short,  and  to  avoid  continuing  to  quote 
instances  met  with,  it  seems  perfectly  clear 
that  a  percentage  of  retail  buyers  do  succeed 
in  getting  a  line  on  the  pattern  and  design 
demand  for  the  ensuing  season. 

Note  that  in  each  case  the  Economist 
staff-member  checked  up  the  department 
head's  statement  by  observing  the  character 
of  the  merchandise  in  his  line,  and  in  each 
case  he  had  the  goods;  the  checks  and  small, 
neat  designs  formed  the  major  portion  of  the 
ginghams  and  voiles  on  sale  in  the  depart- 
ment. On  the  other  hand,  the  department  in 
another  store  in  the  same  city  would  be  found 
loaded  up  with  plaids  and  with  big  floral  pat- 
terns. 

It  should  also  be  noted,  however,  that  it 
is  the  heads  of  departments  in  stores  that 
serve  the  fashionable  trade  who  have  the 
opportunity  of  ascertaining  something  definite 
as  to  the  trend.  Naturally,  it  is  the,  modish 
woman  who  first  gets  the  new  ideas.  Infor- 
mation along  the  same  lines  might  also  be 
obtained  from  high-class  dressmakers  and 
from  manufacturers  of  the  more  expensive 
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lines  of  women's  wear.  It  is  to  be  noted,  hov;- 
ever,  that  the  retailers  interviewed  said  they 
obtained  their  ideas  chiefly  from  the  fashion- 
able women  among  their  ovra  customers. 

It  would  seem,  therefore,  that  it  will  be 
well  worth  while  for  heads  of  departments  to 
keep  their  eyes  peeled  for  indications  of  the 
trend  in  pattern  and  design,  as  the  season 
progresses,  and  especially  to  "stop,  look  and 
listen"  at  the  time  when  the  season  is  begin- 
ning to  approach  its  close. 

Hasn't  all  this  some  bearing  on  methods 
that  might  well  be  adopted  by  mills  and  con- 
verters? it  may  be  asked. 

In  our  opinion,  it  certainly  has.  Pro- 
ducers would  benefit  themselves  as  well  as  re- 
tailers and  wholesalers  by  bringing  out  pat- 
terns and  designs  more  closely  in  consonance 
with  the  probable  demand.    They  would  be 
better  able  to  deliver  the  goods  when  needed 
and  all  concerned  would  be  less  liable  to  get 
loaded  up  with  merchandise  saleable  only  at 
a  concession.    In  fact,  mills  and  converters 
would  be  doing  good  work  for  themselves  and 
for  their  customers  by  sending  out  a  good 
man  at  a  time  somewhere  near  the  season's 
close  to  ascertain  the  views  and  notations  of 
department  heads  as  to  the  pattern  trend- 
especially  department  heads  in  the  so-called 
high-class  stores.    Doubtless  the  roadmen  are 
instructed  to  make  inquiries  along  this  line 
and  in  some  instances  live  up  to  their  in- 
structions.   Their  job,  however,  is  to  sell 
goods,  and  the  salesman  cannot  be  expected 
to  turn  himself  into  a  trained  investigator. 

But  whether  manufacturers  and  convert- 
ers take  such  action  or  not,  there  is  no  ques- 
tion that  it  is  up  to  the  retail  department 
head  to  "keep  his  ear  to  the  ground,"  es- 
pecially at  the  time  when  the  season  is  ap- 
proaching its  close. 

It  will  be  especially  essential  to  pursue  this 
course  this  season.  So  great  has  been  the 
run  on  check  ginghams  that  at  this  time — 
which,  we  need  hardly  point  out,  is  quite  late 
in  the  day — large  quantities  are  being  ordered 
and  turned  out.  It  cannot  be  expected  that  so 
general  a  run  on  what  are  practically  staple 
patterns  will  hold  over  into  the  next  spring 
season,  especially  in  the  stores  serving  the 
fashionable  women. 

In  voiles,  the  small,  neat  patterns  will 
probably  continue  in  demand.    But  look  out 


for  a  probable  change — to  stripes,  perhaps — 
in  ginghams  and  tissues,  or  perhaps  a  switch 
to  some  other  fabric  in  the  same  degree  as 
printed  voiles  have  been  passed  up  this 
spring. 

And  if  it  is  true,  as  our  investigations  in- 
dicate, that  many  months  ago  the  wise  ones 
in  the  retail  trade  saw  that  the  changes  of 
this  season  were  on  the  way,  then  it  would 
seem  that  by  due  thought  and  observation  more 
department  heads  ought  to  be  able  to  take 
similar  "soundings"  and  lay  out  a  successful 
buying  course  for  the  spring  season  of  1922. 

And  if  the  mills  and  the  converters  would 
get  in  closer  touch  with  the  retail  trade  and 
make  due  use  of  the  more  skillful  department 
heads'  ideas,  how  much  better  the  result  would 
be  for  all  concerned. 


Purity  Fabric  Idea 
Would  Handicap  Retailer 

THE  "truth  in  fabric"  bill  of  Representa- 
tive French  of  Idaho  and  Senator  Cap- 
per of  Kansas,  has  again  been  presented 
to  Congress.  Its  introduction  on  the  first  day 
of  the  session  indicates  that  it  is  to  be  pushed 
vigorously  with  all  the  power  of  the  farm  or- 
ganizations and  their  millions  of  voters  be- 
hind it— pushed  for  one  purpose,  viz.,  to  help 
wool  growers. 

Ostensibly,  the  average  consumer  is  the 
chap  in  whose  interest  the  bill  is  advanced. 
Frankly,  we  don't  believe  it  will  help  him  a 
great  deal.  The  marks  which  the  bill  would 
require  to  be  placed  on  the  wool  cloth  and  on 
the  clothing  he  buys  will  tell  him  whether 
there  is  shoddy  or  other  substance  than  wool 
in  the  goods.  They  will  not  tell  him  whether 
the  fabric  is  better  or  worse  because  of  its 
stamped  content,  for  it  is  a  fact,  repeatedly 
emphasized  in  these  columns,  that  some  re- 
worked wool  is  better  than  some  "virgin" 
wool.  ,  If  the  consumer  is  deceived  without  a 
stamp  on  the  goods,  he  will  be  deceived  with 
it.  _  ■  _ 

It  is  an  obsession  with  "truth  in  fabric" 
advocates  that  cloth  manufacturers  are  gar- 
nering large  profits  through  substitution  of 
re-worked  wool  for  straight-from-the-sheep 
fiber.  They  affect  to  believe  that  the  passage 
of  their  favorite  bill  will  increase  the  use  of 


According  io  Department  of  Justice  figures  the  excess  profits  tax  adds  23  per  cent  to  cost  of  living.    The  consumer  pays  just  this 

much  for  the  privilege  of  thinking  somebody  else  foots  the  bill. 
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the  "virgin"  fiber,  reduce  manufacturers' 
profits  and  bring  no  extra  expense  to  the  con- 
sumer. 

It  might  do  all  these  things,  though  a 
glance  at  the  dividends  of  vv^ool  fabric  mills 
during  the  many  years  they— or  at  least  some 
of  them — have  been  incorporating  re-worked 
wool  in  their  products  might  be  enlightening 
as  to  the  profit  side  of  the  question.  But 
would  the  consumer — the  average  consumer — 
be  benefited? 

It  is  admitted  by  even  the  most  rabid 
sheepmen  that  a  large  amount  of  re-worked 
wool  must  be  used  if  the  world  is  to  be 
clothed.  At  the  same  time,  they  declare  that 
the  consumer  is  clamoring  for  "virgin"  wool 
instead  of  a  mixture  of  wool  and  shoddy.  If 
this  is  the  case,  it  is  logical  to  suppose,  that 
the  consumer  will  hold  in  first  favor  garments 
and  fabrics  made  exclusively  of  this  material. 
There  being  too  little  "virgin"  wool  to  meet 
all  needs,  it  follows  that  when  the  demands  of 
those  who  can  afford  to  pay  "virgin"  wool 
prices  are  met  with  the  rest  of  the  consumer 
class  will  have  to  be  satisfied  with  clothes  con- 
taining re-worked  wool  in  larger  percentage 
than  at  present.  Competition  for  a  certain 
article  always  raises  its  price.  Those  who  can 
pay  for  "virgin"  wool  goods  will  get  them. 

And  as  for  the  retailer,  to  his  pleasures 
(?)  the  "truth  in  fabric"  bill  would  add  that 
of  explaining  to  curious  customers  the  mean- 
ing of  the  contents  stamp  and  why  a  fabric 
made  of  a  mixture  of  fine  wool  and  re-worked 
wool  costs  more  than  a  fabric  made  entirely 
<of  "virgin"  wool  of  a  coarse  grade. 

Signs,  symbols  and  stamps  are  all  right  in 
their  places;  but  we  think  the  "dear  public" 
will  continue  to  find  their  best  protection  in 
buying  only  from  retailers  of  established 
reputation  and  known  fairness  and  judgment. 


American  Merchants 
Reach  Southampton 


The  party  of  American  retailers,  members 
of  the  National  Retail  Dry  Goods  Association, 
which  set  sail  for  England  last  week,  was  wel- 
comed on  its  arrival  on  Wednesday  of  this 
week  by  Sir  Woodman  Burbidge  of  Harrods, 
and  by  the  national  committee  of  the  British 
Drapers'  Chamber  of  Trade,  headed  by  the 
Mayor  of  Southampton. 

Fred.  C.  Eastman  of  Eastman  Bros.  & 
Bancroft,  the  recently  elected  chairman  of  the 
delegation,  and  Mr.  Chesney  of  the  Canadians 
responded.  An  Economist  staff-member  was 
present.  W.  H.  Hager  of  Hager  &  Bro.,  who 
is  vice-chairman,  also  spoke. 

Meanwhile  members  of  the  N.  R.  D.  G.  A. 
remaining  in  this  country  are  not  idle.  To  the 
convention  of  the  Chamber  of  Commerce  of 
the  United  States  at  Atlantic  City  ten  mem- 
bers are  delegates.  They  are  Richard  H. 
Webber,  the  J.  L,  Hudson  Co.,  Detroit,  Mich. ; 
C.  B.  Clark  of  the  same  firm;  Donald  Dey,  Dey 
Bros.  &  Co.,  Syracuse,  N.  Y.;  Henry  Oppen- 
heimer,  the  Hutzler  Bros.  Co.,  Baltimore, 
Md. ;  Samuel  Mundheim,  the  Kauf mann  Dept. 
Stores,  Inc.,  Pittsburgh,  Pa. ;  L.  Simon  Plaut, 
L.  S.  Plaut  &  Co.,  Newark,  N.  J.;  Jesse  I. 
Straus,  R.  H.  Macy  &  Co.,  Inc.,  New  York; 
H.  J.  Tily,  Strawbridge  &  Clothier,  Philadel- 
phia, Pa.;  Felix  Vorenberg,  the  Gilchrist  Co., 
Boston,  Mass.,  and  A.  Zander  of  Atlantic  City. 


<•  wow,  IF  OUR  EMPLOVeES  WERE 
TOLO  HOW  EACH  OF  US  REACHED 

HIS  PRESENT  Position  


General  Manager 


Controller 


Are  You  an  Executive? 

If  so,  here  is  an  opportunity  to  render  a  real  service — by  telling  others 
something  tangible  and  practicaJ  about  the  ways  and  methods  by  which  you 
advanced  to  your  present  position. 

You  may  be  a  merchant,  or  a  general  manager,  a  merchandise  man,  ov 
a  controller.  You  may  be  at  the  head  of  a  receiving  room,  or  of  a  delivery 
departijient.  Or  you  may  be  managing  and  buying  for  one  or  more  mer- 
chandise departments. 

As  such  you  have  a  story  that  is  well  worth  telling  and  well  worth  reading 
— a  story  that  will  encourage  the  ambitious  or  put  new  life  into  the  laggards. 

Will  you  write  this  story  for  the  benefit  of  the 
Dry  Goods  Economist  subscribers  and  readers? 

AU  you  need  is  time,  a  pencil  to  jot  down  your  reminiscences  and  a 
stenographer  to  put  them  in  shape.  We  don't  ask  for  an  article  that  is  finished 
off  from^  literary  standpoint — the  Economist's  editorial  department  will  look 
after  that  for  you,  if  necessary.  Just  give  us  the  facts  as  you  would  write  them 
to  a  business  friend.    We  must  have  these  articles  before  July  15,  1921. 

We  know  you  will  regard  such  work  as  a  duty,  a  service  to  your  fellow- 
merchants  and  fellow-workers  in  the  retail  store  industry. 

But  in  order  to  make  the  work  more  interesting  and  give  it  a  sporting 
touch  the  Dry  Goods  Economist  offers  prizes  for  the  three  best  articles,  as 
follows : 

1st  prize  $100 

2d  prize   75 

3d  prize  ,   50 

Each  of  the  prize-winning  articles  is  to  be  published  with  the  name  of  its 
author. 

Other  articles,  if  published,  will  appear  without  the  author's  name  unless 
we  receive  his  permission  to  give  it. 

In  the  awarding  of  prizes  the  principal  features  taken  into  consideration 
wiU  be  the  value  of  the  facts  given  in  the  way  of  guidance  and  suggestion  to 
store  personnel  members  who  are  desirous  of  reaching  an  executive  position. 

Prizes  will  be  awarded  by  a  jury  whose  names  will  be  announced  later. 

Open  to  All 

This  competition  is  open  to  all,  without  reservation  of  any  kind.  For 
example,  one  need  not  be  an  Economist  subscriber  in  order  to  compete. 
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U.S. Chamber  Meet 
Draws  Retailers 

Dry  Goods  Trade  Has  Good  Repre- 
sentation at  Annual  Session 
of  Commerce  Body 

staff  Correspondence  of  the   Dry   Goods  Economist, 
Atlantic  City,  N.  J. 

The  retail  drygoods  trade  was  well  repre- 
sented at  the  ninth  annual  meeting  of  the 
Chamber  of  Commerce  of  the  United  States 
which  opened  Tuesday  of  this  week  at  Atlantic 
City,  N.  J.  Following  a  meeting  of  the  Na- 
tional Council  there  were  meetings  of  the  Na- 
tional Association  of  Commercial  Organization 
Secretaries  and  of  American  Trade  Associa- 
tion Executives.  At  the  last  named  meeting, 
after  an  address  by  the  association's  president, 
Mr.  Naylor,  and  an  address  by  John  J.  Fahey, 
former  president  of  the  Chamber,  the  pur- 
poses of  the  Chamber's  new  department  of  do- 
mestic distribution  were  outlined  by  Alvin  E. 
Dodd,  the  department's  manager. 

He  told  of  the  formation  of  eight  depart- 
ments by  the  Chamber  thus  forming  a  cross 
section  of  American  business,  the  Chamber's 
membership  being  classified  under  these  eight 
groups.  He  referred  to  manifest  interest  on 
the  part  of  the  public  in  cost  of  distribution. 
"Our  department,"  he  said,  "is  studying  the 
problem  and  is  discussing  it  with  trade  groups 
to  find  out  how  our  department  can  be  of 
service." 

He  cited  also  the  interest  of  business  men 
in  the  problem  of  overhead  amid  present  con- 
ditions of  lessened  demand  and  lower  prices 
and  said  such  problems  are  among  those  to  be 
solved  by  the  business  associations.  He  also 
said  study  should  be  given  the  problem  of 
waste  and  declared  that  a  member  of  a  large 
department  store  firm  had  told  him  that  one 
week's  study  had  resulted  in  the  saving  of 
$11,000.  Mr.  Fahey's  address  had  to  do  with 
international  problems  and  the  aid  the  Inter- 
national Chamber  of  Commerce  could  extend 
in  their  solution. 
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the  beginning  of  this  week  were  on  the  basis 
of  6%  to  61/2  cents  for  38y2-inch  64x60's. 

Finished  cottons  are  strong  and  active,  but 
spotty.  It  is  true,  on  the  whole,  that  business 
is  lagging  on  higher-priced  goods  and  very 
active  on  lower-priced  goods.  It  also  happens 
that  some  wholesale  distributors  are  heavily 
stocked  on  certain  lines,  while  others  are  short 
on  the  same  lines.  This  is  a  peculiarity  which 
always  attaches  to  a  hand-to-mouth  market 
such  as  we  have  at  present.  A  special  two- 
day  sale  featuring  branded  domestics  and 
printed  voiles,  held  by  the  Root-McBride  Co. 
of  Cleveland  on  Monday  and  Tuesday  of  this 
week,  is  a  case  in  point.  Branded  bleached 
cottons  have  been  hammered  to  some  extent 
in  the  wholesale  markets  lately,  but  as  many 
of  the  line's  in  question  have  been  well  sold 
ahead  on  memorandum  it  does  not  look  as  if 
substantial  revisions  were  in  prospect. 


Textile  Market 
More  Confident 

German  Indemnity  Outlook  Is  Re- 
flected—Manchester Advices  Help 
to  Strengthen  Tone 

A  generally  confident  tone  continues  to 
underlie  the  textile  market,  partly  due  to  an 
active  domestic  trade  and  partly  to  improved 
prospects  for  the  European  economic  situa- 
tion. Raw  cotton  still  fluctuates  around  the 
level  of  12  cents  for  Middling  Upland  on  the 
spot,  and  shows  a  tendency  to  rise  easily  in 
the  absence  of  unfavorable  developments. 
There  are  few  active  bears  on  the  cotton  mar- 
ket these  days.  Cheerful  Manchester  advices, 
higher  silver  and  a  more  promising  outlook  on 
the  vexed  question  of  the  German  indemnity 
combine  to  lend  strength  to  the  market. 

Cotton  Goods 

Gray  cloth  markets  have  been  compara- 
tively quiet,  but  prices  hold  firm.  Trading 
was  fairly  active  most  of  last  week,  but  quieted 
down  toward  the  end,  due,  no  doubt,  to  the 
Jewish  holidays.  Sales  of  print  cloths  at  Fall 
River  during  the  last  few  weeks  have  been 
heavier  than  they  were  for  some  weeks  previ- 
ously. Sheetings  have  also  been  more  active. 
Print  cloth  prices  in  the  New  York  market  at 


Measuregraph  Does 
Measure  Correctly 

In  our  issue  of  April  16th  on  page 
31  will  be  found  a  boxed  article  en- 
titled "Have  you  any  trouble  nieasur-i 
ing  goods?"  This  article  specifically 
refers  to  Measuregraph  machines. 
The  statements  made  therein  were 
based  on  a  letter  issued  by  Fred  But- 
terfield  &  Company  relative  to  a  test 
in  the  measurement  of  a  certain  fabric 
called  Normandie  Voile. 

Fred  Butterfield  &  Company  have 
corrected  their  statement  in  the  fol- 
lowing letter: 

FRED  BUTTERFIELD  &  CO.,  Inc. 
Dry  Goods  Merchants 
New  York,  April  2?th,  1921. 
The  Measuregraph  Company, 
1819  Olive  Street, 
Saint  Louis,  Missouri. 

Gentlemen : 

In  an  article  published  in  the  issue 
of  April  1  6th  of  the  Dry  Goods  Econ- 
omist there  were  statements  regarding 
inaccuracies  of  the  Measuregraph  in 
the  measurement  of  a  certain  fabric 
manufactured  by  our  company.  The 
fabric  in  question  was  Normandie 
Voile. 

Naturally,  when  the  statement  was 
made  by  us  regarding  the  measure- 
ment of  this  fabric,  we  felt  that  it  was 
justified,  as  we  would  not  under  any 
circumstances  knowingly  be  guilty  of 
a  misrepresentation.  Since  issuing  the 
statement,  however,  it  has  been  demon- 
strated to  us  that  the  Measuregraph 
does  measure  Normandie  Voiles,  the 
fabric  in  question,  with  absolute 
accuracy. 

The  circulation  of  the  statement,  in- 
cluding its  publication  in  the  Econo- 
mist,  was  the  result  of  a  misunder- 
standing, and  we  are  only  too  glad  to 
correct  it,  and  to  express  our  regret 
that  it  was  given  any  circulation. 
Very  truly  yours, 
Fred  Butterfield  &  Company, 
A.  H.  Zeller,  Vice-President. 

The  Dry  Goods  Economist  would 
add  its  regrets  concerning  the  pub- 
lished statement,  and  congratulates  the 
Measuregraph  Co.  on  the  clearing  up 
of  this  situation. 


Standard  prints  and  percales  are  very  ac- 
tive for  nearby  delivery.  According  to  the 
last  letter  of  the  National  Wholesale  Dry 
Goods  Association,  one  printer  has  been  turn- 
ing out  over  one  million  yards  a  day,  and  even 
with  such  an  output  has  been  unable  to  make 
deliveries  on  time.  Ginghams,  as  previously 
noted,  are  sold  well  ahead  and  are  difficult  to 
obtain  for  nearby  delivery.  The  same  is  true 
of  sheetings,  and  one  of  the  leading  houses  is 
said  to  have  allotted  its  deliveries  of  wide 
sheetings  through  the  summer  months- 
Napped  goods  are  said  to  be  well  liquidated, 
on  the  whole,  and  the  fall  situation  seems  to 
be  quite  strong. 

Woolens  and  Worsteds 
Figures  on  the  engagement  of  woolen  and 
worsted  machinery,  issued  last  week  by  the 
Bureau  of  the  Census,  bear  witness  to  the  im- 
provement of  the  wool  goods  industry.  The 
figures  for  preparatory  machinery  are  es- 
pecially striking.  The  percentage  of  idleness 
in  worsted  combs  on  April  1  was  only 
as  compared  with  52.9  on  Jan.  1,  while  the 
percentage  of  idleness  in  worsted  spindles 
was  only  21.8  on  April  1,  as  compared  with 
50.8  on  Jan.  1.  The  percentage  of  idleness  is 
greater  in  the  case  of  woolen  cards  and  combs 
as  well  as  of  wide  and  narrow  looms.  On  the 
whole,  curtailment  of  activity  on  April  1 
amounted  to  only  about-  33  per  cent,  as  com- 
pared with  about  66  per  cent  last  December 

Recent  openings  of  dress  goods  for  fall 
tend  to  verify  the  prediction  already  made  in 
these  columns  that  tricotines,  twills  and 
serges  would  lead  in  the  fall  demand.  Fabrics 
on  the  duvetyn  order  are  also  certain  to  find 
considerable  favor.  For  coats  demand  runs  to 
velours,  bolivias  and  similar  fabrics,  and  there 
is  also  developing  a  considerable  demand  lor 

^"^^Bwad  silks  are  slightly  less  active,  and 
there  has  been  some  easing  in  the  raw-silk 
market.  A  detailed  review  of  the  silk  situa- 
tion is  given  elsewhere  in  this  issue. 

Hoover  Considers  Issue 
of  Fair  Price  Lists 

Washington  Office  of  the  Dry  Goods  Economist, 
816    Fifteenth    St.,   N.  W. 

Publication  of  fair  price  lists  is  contem- 
plated by  the  Department  of  Commerce  as 
part  of  the  Government's  plan  to  force  retail- 
ers to  lower  prices.  Secretary  Hoover  an- 
nounced that  a  special  study  of  retail  prices 
and  their  relation  to  manufacturing  costs  ha& 
been  undertaken  with  a  view  to  making  the 

findings  public.  •  •  „  fv,ai- 

He  has  expressed  his  personal  opinion  tnat 
retail  prices  are  out  of  proportion,  but  has 
been  unwilling  to  take  the  initiative  in  price 
reductions  until  facts  could  be  obtained  fron^ 
a  thorough  inquiry.  Mr.  Hoover  insists  that 
manufacturers'  and  wholesalers'  prices  have 
fallen  all  along  the  line,  but  are  not  reflected 
in  dealers'  quotations.  It  is  believed  that  the 
Secretary  will  confer  with  representatives  ot 
retailers'  organizations  soon  and  before  ac- 
tual price  lists  are  given  out  in  order  to  learn 
the  dealers'  problems.  tv/tov^i. 
The  study  of  wholesale  prices  for  March 
by  the  Federal  Reserve  Board  as  announced 
to-day,  shows  a  decline  of  three  per  cent  as 
used  in  international  price  comparisons,  ihe 
index  number  of  wholesale  prices  of  consum- 
ers' goods  fell  one  point,  while  raw  materials 
dropped  six  points  and  producers'  goods  fell 
five  points.  Secretary  Hoover  understands- 
that  there  are  many  cases  reported  where  con- 
sumers were  forced  to  pay  pre-war  profits. 

Miss  Carolyn  R.  Holt,  formerly  personnel 
director  for  Chandler  &  Co.,  Boston,^  Mass., 
has  taken  a  similar  position- with  Jay's,  Inc.,. 
of  the  same  city. 
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Baruch  Points  to  Advantages  Gained 
By  Federal  Control  of  Business 

Final  Report  of  Chairman  of  War  Industries  Board  Sums  Up  Economies 
Effected  from  Governmental  and  Industrial  Points  of  View — Forced 
Isolation  of  Industries  Wasteful,  He  Points  Out — What  Priority  Rule  and 
Price-fixing  Did  for  the  Common  Good 


WHAT  amounts  practically  to  a  strong 
plea  in  favor  of  the  promotion  of  in- 
dustrial combinations  and  associa- 
tions under  Government  supervision  is  em- 
bodied in  the  final  report  of  the  United  States 
War  Industries  Board  recently  completed  by 
its  chairman,  Bernard  M.  Baruch.  Mr. 
Baruch's  conclusions  from  the  experiences  of 
the  War  Industries  Board  tally  quite  closely 
with  those  arrived  at  by  most  of  the  coun- 
try's leading  industrial  engineers  after  sim- 
ilar experiences.  If  adopted  they  would  lead 
to  a  virtual  revolution  in  our  economic  sys- 
tem and  even  in  our  political  system.  They 
would  involve  not  only  a  complete  reversal  of 
our  governmental  policy  toward  trusts  and 
■combinations  but  they  would  also  involve  di- 
rect representation  of  Government  in  busi- 
ness and  business  in  Government. 

Forced  Isolation  of  Industries  Wasteful 

These  conclusions  are  the  inevitable  result 
of  the  successful  direction  of  industries  dur- 
ing the  w#ir  by  the  War  Industries  Board  in 
conjunction  with  temporary  associations  of 
the  various  industries  evoked  by  war  neces- 
sity. It  is  argued  in  the  report  that  great 
public  benefits  in  the  way  of  moderate  prices 
and  abundance  of  goods,  resulting  from 
economies  in  production  and  distribution,  are 
capable  of  being  effected  through  the  mutual 
co-operation  of  members  of  industrial  groups, 
and  that  the  present  governmental  policy  of 
enforced  isolation  and  costly  competition  is 
not  conducive  to  the  general  welfare. 

The  Proof  of  the  Pudding 

One  of  the  greatest  and  economically  most 
useful  developments  growing  out  of  the  ef- 
forts of  the  War  Industries  Board  to  mobil- 
ize industry  is  held  to  be  the  establishment  of 
the  priority  principle.  This  principle,  says  the 
report,  "...  was  destined  to  become  the 
most  characteristic  and  dominating  feature 
of  the  whole  scheme  of  war-time  supervision 
over  industrial  forces."  Priority,  it  is  main- 
tained, established  order  in  production  and 
delivery,  stabilized  prices,  supplemented  price- 
iixing  and  put  teeth  into  all  the  regulations 
of  the  Board.  It  is  to  the  priority  system 
that  credit  is  given  for  the  success  of  the  con- 
servation program  which  affected  hundreds 
of  industries,  thousands  of  plants  and  millions 
of  consumers  and  which  resulted  in  extra- 
ordinary economies. 

Priority  Rule  Forced  Many  Economies 

For  example,  in  the  canning  industry 
alone  it  saved  260,000  tons  of  tin  plate  annu- 
ally through  substitutions.  The  mere  insist- 
ence that  manufacturers  of  thread  should 
wind  200  instead  of  150  yards  on  each  spool 
released  600  freight  cars  a  year.  Eliminat- 
ing the  use  of  tin  for  "putting  the  rustle  into 
silk"  saved  50  tons  of  then  invaluable  tin. 
Packing  certain  dry  goods  in  bales  instead  of 
boxes  saved  freight  space  equal  to  the  capac- 
ity of  17,312  cars,  140,000  cartons  and  nearly 
500,000  wooden  packing  cases.  Similar  econ- 
omies in  hundreds  of  other  lines  saved  ma- 
terial, labor  and  time,  and  released  large  num- 


bers of  men  for  military  service  or  essential 
war  work. 

Simplification  and  restriction  of  styles  and 
models  and  fads  throughout  industry  and  the 
abolition  of  useless  services  and  practices  ef- 
fected such  economies  in  labor,  materials, 
power  and  transportation  as  to  promote  ma- 
terially the  efficiency  of  the  war  machine  and 
to  reveal  for  the  first  time  the  appalling  ex- 
tent of  waste  in  industry  and  commerce.  So 
striking  were  the  economies  effected  by  the 
conservation  division  that  it  is  considered 
they  point  the  way  to  future  reform  in  pro- 
ductive and  distributive  processes  which  no 
doubt  will  result  in  "providing  abundantly  for 
the  elemental  comforts  of  every  person  in  the 
land." 

What  Price  Fixing  Did 

In  similar  fashion  the  report  describes  the 
success  achieved  by  the  War  Industries  Board 
in  price-fixing  and  in  the  national  manage- 
ment of  the  labor  problem.  The  chapter  on 
price-fixing  describes  the  chaotic  market  con- 
ditions brought  about  by  Government  buying 
on  an  unprecedented  scale  in  a  limited  field 
of  supply  and  points  out  that  the  corrective 
action  of  the  law  of  supply  and  demand  was 
non-existent  in  the  conditions  that  prevailed. 
Under  these  circumstances  the  United  States 
made  its  first  experiments  in  price-fixing. 

At  first  prices  were  established  only  on 
basic  materials  in  which  a  shortage  was  oc- 
curring or  threatening,  the  regulation  of  mid- 
dle and  ultimate  prices  being  left  to  other  con- 
trolling factors.  As  the  war  progressed  the 
field  of  price-fixing  was  widened  and,  had  the 
struggle  been  of  longer  duration,  prices  of 
virtually  all  goods  would  have  been  controlled 
from  raw  production  to  consumption.  At  the 
signing  of  the  armistice  such  sweeping  regu- 
lation was  about  to  be  applied  to  the  shoe  in- 
dustry and  trade.  The  report  holds  that 
price-fixing  was  necessary  not  only  for  the 
protection  of  the  Government  and  the  public 
against  exorbitant  prices  but  as  a  means  of 
stabilizing  industry  and  stimulating,  through 
assured  fair  prices,  an  abundant  production. 

As  a  Money  Saver 

In  steel,  for  example,  the  result  of  price- 
fixing  was  to  reduce  ship  plates  from  $12.00 
to  $3.25  a  hundred ;  pig  iron  from  $60  to  $38 
a  ton ;  coke  from  $12.75  to  $6.00 ;  copper  from 
37  to  16.67,  23.5  and  26  cents  a  pound;  zinc 
from  22.50  to  12  cents  a  pound,  and  so  on. 
The  report  does  not  attempt  to  estimate  the 
savings  either  to  the  Government  or  to  the 
public  from  price-fixing;  but  independent  es- 
timates have  placed  the  saving  in  steel  and 
iron  alone  at  more  than  $3,000,000,000. 

Not  only  was  national  centralization  and 
control  of  industry  effected  more  and  more 
thoroughly  as  the  war  progressed,  but  steps 
were  actually  taken  toward  international  co- 
operation in  the  fixing  of  prices  and  distribu- 
tion of  materials.  The  chapter  on  the  For- 
eign Mission  gives  an  account  of  how  the 
American  system  of  price  control  was  adopted 
internationally  to  a  large  extent.  One  pur- 
pose of  the  mission  was  to  secure  from  the 
Allies — particularly  the  British — reciprocity 


in  price  and  allocation  of  necessary  materials. 

Before  formation  of  this  mission  the 
United  States  was  giving  the  Allies  the  bene- 
fit of  the  prices  established  for  itself  but  was 
not  receiving  reciprocal  treatment  in  such  es- 
sential foreign  commodities  as  tin,  jute  and 
wool.  Another  purpose  of  the  mission  was  to 
effect  in  the  Allied  world  the  same  co-ordina- 
tion of  supply  and  demand  that  had  become 
effective  at  home.  "If  the  war  had  con- 
tinued," says  the  report,  "a  system  for  inter- 
national control  of  the  principal  war  indus- 
tries might  have  resulted." 

Proper  Direction  of  Combinations  Essential 

While  the  report  of  the  War  Industries 
Board  recognizes  the  incalculable  benefits  to 
be  derived  frQm  the  co-ordination  and  cen- 
tralization of  industrial  control  through  com- 
binations and  associations,  it  recognizes  also 
the  equally  incalculable  dangers  of  such  co- 
ordination and  centralization  if  it  is  not  di- 
rected in  the  public  interest.  Much  of  the 
success  achieved  by  the  War  Industries  Board 
was  unquestionably  due  to  the  powers  it  ex- 
ercised as  a  Government  agency,  and,  there- 
fore, it  recommends  the  establishment  of  some 
form  of  Government  tribunal  which  should 
sanction,  in  the  public  interest,  the  intimate 
associations  of  industries  which  resulted  in 
such  economies  and  enlargement  of  produc- 
tion during  the  war. 

What  Co-ordination  Is  Capable  Of  • 

The  report  recommends  that  purely  as  a 
civic  measure  legislation  be  adopted  permit- 
ting the  continued  functioning  of  the  indus- 
trial groups  represented  by  the  war  service 
committees  and  the  related  associations  of 
manufacturers,  conduct  of  whose  establish- 
ments was  dictated  by  the  war  exigency. 
"These  associations  as  they  stand,"  says  the 
report,  "are  capable  of  carrying  out  purposes 
of  the  greatest  public  benefit.  They  can  in- 
crease the  amount  of  wealth  available  for  the 
comfort  of  the  people  by  inaugurating  rules 
designed  to  eliminate  wasteful  practices  at- 
tendant upon  multiplicity  of  styles  and  types 
of  articles  in  the  various  trades;  they  can 
assist  in  cultivating  the  public  taste  for  ra- 
tional types  of  commodities;  by  exchange  of 
trade  information  extravagant  methods  of 
production  and  distribution  can  be  avoided 
and  production  will  tend  to  be  localized  in 
places  best  suited  economically  for  it." 

While  the  continuance  of  these  associa- 
tions in  peace  time  is  recommended  as  an  ' 
economic  reform  pure  and  simple,  it  is  point- 
ed out  that  their  existence  would  be  "of  in- 
calculable aid  to  the  supply  organizations"  in 
time  of  war.  As  the  associations  have  power 
for  evil  as  well  as  good — such  for  example,  as 
unduly  restricting  production  and  raising 
prices — they  must  be  under  strict  governmen- 
tal control.  The  agency  of  such  control  should 
act  both  positively  and  negatively  to  the  end 
that  the  good  of  association  might  be  encour- 
aged and  its  evils  prevented — that  the  econo- 
mies of  co-operation  may  be  reflected  in  re- 
duced costs  to  the  consumer  rather  than  in 
excessively  enhanced  profits. 
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Salt  and  Pepper 

Qopyi'\^i\t    19^1    V^-Ae   Textnl    Publishing  C<? 

lure 


Most  careful  man  is  he  who  remembers 
his  wedding  anniversary,  and  the  most  un- 
happy man  is  he  who  doesn't. 

j"CHAW  ROAVr 


Harding  loants  to  go  'back  to  the  Old  Swim- 
min'  Hole  at  Marion.  We'd  suggest  taking 
Congress  along  if  it  loeren't  for  the  danger  of 
mud  slinging. 

*  *  * 

Little  Mary  had  been  very,  very  bad  and 
was  shut  in  her  mother's  closet.  Hearing 
no  noise  for  some  time,  mother  knocked  on 
the  door  and  asked  what  she  was  doing. 
•  Mary's  muffled  reply  was,  "I  'pit  on  your 
shoes,  I  'pit  on  your  good  dress  and  now 
I'm  just  waiting  for  more  'pit." 

*  *  * 

Have  you  been  arrested  for  the  Wall  St. 
(N.  Y.)  bomb  plot?  Most  everyone  else  has. 
Maybe  you're  being  slighted. 

*  *  * 

Most  foolish  law  in  the  world  is  one  in 
England  forbidding  a  man  to  marry  his 
mother-in-law. 

*  «  * 

Mr  A.  W.  Nack  has  moved  to  Washing- 
ton D.'  C,  to  buy  gloves,  hose,  handkerchiefs 
and  knit  underwear  for  S.  Kann  Sons  Co. 
■Rike-Kumler  Co.,  Dayton,  Ohio,  was  his  for- 
mer home. 


looS/iOft    -to  FcccL 

/oo  (jooc/     to  J^ose 

Haven't  seen  William  Jennings  Bryan's 
name  in  the  paper  for  a  long  time.  Guess 

he's  on  a  lecture  tour. 

*  *  * 

You  don't  need  to  worry  any  more  about 
the  Emergency  Tariff  Bill.  The  Senators,  in 
trying  to  explain  it  to  each  other,  are  get- 
ting it  all  tangled  up  with  an  interim  tariff. 

*  *  * 

Honest,  now,  what  is  the  "Monroe  Doc- 
trine"?   How  easy  it  is  to  talk  about  things 

we  know  nothing  about. 

*  *  * 

News  head — "Germany  is  ready  to  rebuild 
France."    Wonder  if  the  plans  call  for  any 

concrete  emplacements. 

*  *  * 

If  we  all  kept  the  imagination  of  child- 
hood we  wouldn't  be  rushing  madly  over  the 
earth  looking  for  happiness. 

*  *  * 

"Yessum,  that's  all  wool,  that  car- 
pet," said  the  young  gentleman  who 
aspired  to  become  a  carpet  salesman 
— and  then  the  customer  pulled  out  a 
strand  of  the  jute  stuffing  and  asked 
where  the  sheep  that  wore  that  wool 
grew. 

*  *  * 

A  pharmacist  in  Detroit— A.  R.  Cunning- 
ham—is selling  $125,000  worth  of  electrical 
appliances  in  the  basement  of  his  drug  store. 
Space  occupied  is  25x45  feet.  If  a  seller 
of  pills  can  do  this,  think  of  YOUR  pos- 
sibilities. 

*  *  * 

Mr.  Selfridge  says  there  are  too  many 
stores  in  the  United  States.  All  merchants 
agree  with  him.  Each  would  like  to  see  his 
competitors  closed  up. 


Yap  bids  fair  to  produce  more  yaps  in 
more  languages  than  the  yappiest  yap  that 
was  ever  yapped. 


"Turn  the  hands  of  the  clock  and 
save  an  hour,"  was  the  injunction  he 
got,  but  when  he  tried  it  the  results 
were  disastrous.  Why  can't  people  be 

explicit  ? 

^  *   *  * 

Wife:  "John,  what  is  the  best  kind  of 
typewriter?" 

John,  absent-mindedly:  "I  like  one  about 
20  with  brown  eyes  and  soft  golden  hair." 

*  *  * 

When  you've  made  up  your  mind  your 
business  can't  get  along  without  you,  go  into 
the  middle  of  a  forest  and  sit  down  on  a 
fallen  tree.  Then  realize  that  only  your  sec- 
retary knows  you're  gone,  and  she  misses 
only  your  impatience  and  your  grouch.  The 
world  moves  on  little  caring  who  you  are, 
what  you  are  or  where  you  are.  Even  the 
ants  that  crawl  over  the  log  refuse  to  worry 
about  you.  They  merely  crawl  over,  around 
or  under  you. 

*  *  * 

Chiropractics  are  reporting  an  alarming 
increase  in  displaced  neck  vertebra  since 
they  have  been  wearing  'em  so  short. 

*  *  * 

Advertising  men  looking  for  good  head- 
ings might  copy  this  one,  taken  from  the 
Brooklyn  EagU,  "$1.50  and  Extra  Size 
Aprons  $1.89." 


— 

MM 

1  RESTAUTIA 

Junkman:  "Any  rags,  paper,  old  iron  to 
sell?" 

Head  of  house  (irately) :  "No,  go  away, 
my  wife's  away  for  the  summer." 

Junkman  (smilingly):  "Any  empty  bot- 
tles?" 

*  *  * 

Two  reasons  why  people  don't  mind  their 
own  business:  first,  they  haven't  any  busi- 
ness; second,  they  haven't  any  mind.— Ro- 

tarian. 

*  *  * 

Where  is  the  sting  that  used  to  be  attached 
to  the  woman  who  could  drive  a  man  to  drink? 

*  *  * 

It  isn't  so  much  that  merchants  are  going 
to  realize  the  need  of  salespeople  as  it  is  that 
salespeople  will  realize  the  need  of  merchants. 

*  *  * 

The  man  whose  birthday  comes  July  4  need 
never  try  to  be  famous.  No  one  would  ever 
celebrate  his  birthday. 


Policemen  in  New  York  now  hang  around 
restaurants  tasting  patrons'  near  beer  to 
protect  the  Volstead  Act.  Some  day  sonie 
guy's  gonna  put  a  teaspoonful  of  arsenic 
in  his  glass.  Then  the  question  for  the 
court  to  decide  will  be— "Did  the  cop  commit 
suicide  or  the  patron  a  murder?"  What's 
your  opinion? 

*  *  * 

Work  will  cure  poverty,  wealth,  unfair  re- 
sponsibilities, disa/ppointment,  sorrow,  shat- 
tered dreams  and  other  ailments — physical  or 
mental. 

*  *  * 

Just  as  we  were  thinking  that 
New  York  had  about  all  there  was  in 
the  way  of  civic  innovation  along 
comes  Chicago  with  bullet  proof 
•  shields  for  her  pohce  force. 

*  *  * 

If  Will  Hayes  wants  to  humanize  the  Post 
Offiice  Department  he  might  start  by  putting 
pictures   of  chorus   ladies   on   the  postage 

stamps,  or  faces  of  movie  queens. 

*  *  * 

Fool  the  other  fellow  if  you  must  but  don't 

try  to  fool  yourself. 

*  *  * 

Went  to  Macy's  yesterday  wearing  a  white 
carnation  and  40  people  rushed  at  us  with 
800  questions  we  couldn't  answer.  We'd  just 
about  decided  the  crowd  had  mistaken  us 
for  the  elevator  man  when  we  saw  this  sign 
on  the  elevator,  "Ask  the  White  Carnation 
Man.  He'll  tell  you  anything  about  the 
store."    Good  idea. 

*  *  * 

Bright — that's  his  name — was 
anxious  to  show  that  he  knew  goods. 
He  talked  a  lot  to  those  who  did  not 
know  any  more  than  he  knew.  But 
one  day  he  told  a  shopper  that 
mercerized  cotton  was  silk.  He's 
looking  for  a  new  job  now. 

*  *  * 

If  someone  would  invent  mock  alimony  for 
mock  marriages  it  would  take  the  fun  out  of 
the  latter. 

*  *  * 

Surest  way  in  the  world  to  prevent  fraudu- 
lent buying  is  by  having  the  customer  sign  the 
sales  check.  Crooks  hesitate  before  signing 
their  names  to  anything. 

*  *  * 

A  circulation  library  in  a  fiwe  million  dol- 
lar store  recently  had  337  books  used  by  the 
employees  during  ONE  month.  Who  says 
salespeople  aren't  interested  in  education? 
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Trade  Commission's  Charges  Spiked 
By  Retail  Clothiers'  Head 

Andreas  E.  Burkhardt,  in  Report  to  Harding,  Points  Out  Burden 
Trade  Has  Carried — Retailers  Have  Been  Forced  to  Sell  Stocks  Far 
Below  Actual  Costs — Income  Tax  Returns  Will  Tell  Story,  He  Avers 
— President  Said  to  Realize  the  Problems  the  Trade  Faces 


PRESIDENT  HARDING  has  heard  the 
retailers'  story  of  economic  conditions. 
The  Federal  Trade  Commission  recited 
their  views  of  price  conditions  in  the  retail 
trade,  but  they  were  manifestly  unjust  to 
the  retailer.  Andreas  E.  Burkhardt,  presi- 
dent of  the  National  Association  of  Retail 
Clothiers,  explained  to  the  Chief  Executive 
the  unfair  charges  made  by  the  Federal 
agency  and  later  reflected  in  the  President's 
address  before  Congress.  He  stressed  the 
fact  that  retailers  throughout  the  country 
have  been  forced  to  sell  articles  bought  at 
peak  prices  far  below  actual  costs  and  that 
the  losses  incurred  in  the  disposal  of  this 
stock  had  a  tendency  to  drive  many  dealers 
to  the  wall  because  of  the  financial  strin- 
gency. 

The  President  indicated  to  Mr.  Burk- 
hardt that  he  realized  the  full  import  of  the 
problems  of  the  retailer,  which  the  public— 
and  by  that  he  meant  the  consumer — did  not 
appreciate.  The  President  was  advised  that 
retailers  are  facing  another  season  of  net 
losses,  instead  of  net  profits.  He  made  an 
emphatic  denial  of  the  insinuations  of  the 
Trade  Commission  to  the  effect  that  retail- 
ers are  reluctant  to  sell  merchandise  at  a  loss 
and,  therefore,  are  holding  prices  up  notwith- 
standing the  downward  trend  of  manufactur- 
ers' and  wholesalers'  quotations. 

Tax  Returns  to  Shov^r 

In  talking  with  the  President  Mr.  Burk- 
hardt declared  that  an  examination  of  the 
income  tax  returns  of  retailers  for  the  year 
1920  would  prove  that  they  sustained  heavy 
losses  owing  to  the  "buyers'  strike."  Mr. 
Burkhardt  believed  it  his  duty  to  set  the 
Federal  Trade  Commission  right  on  the  con- 
ditions in  the  trade.  He  conferred  with 
Chairman  Huston  Thompson  of  the  Federal 
Trade  Commission  on  Saturday.  The  chair- 
man was  advised  that  retailers,  particularly 
clothing  dealers,  had  begun  the  liquidation 
of  their  stocks  in  May  of  last  year.  He  di- 
rected the  attention  of  the  Commission  to  the 
fact  that  spring  clothing  was  purchased  at 
wholesale  at  35  per  cent  less  than  peak  prices 
of  the  autumn  of  1920.  Retailers  are  offering 
this  merchandise  to  the  public  at  a  closer 
mark-up,  notwithstanding  the  overhead, 
which  cannot  be  lowered  in  many  items.  He 
endeavored  to  impress  the  Commission  with 
the  necessity  of  instructive  co-operation 
rather  than  destructive  criticism.  It  was 
suggested  that  the  Commission  should  in- 
quire further  into  retail  conditions  before 
making  public  statements  which  could  not  be 
substantiated  and  which  would  have  a  bad 
influence  on  the  public  mind. 

Still  Another  Anti-Dumping  Bill 

The  valuation  clause  of  the  anti-dumping 
bill  will  undoubtedly  provoke  bitter  feeling 
between  the  Senate  and  the  House.  The 
Senate  Finance  Committee  has  tentatively 
agreed  to  eliminate  the  valuation  clause, 
which  was  adopted  by  the  House  when  the 


Washington  Office  of  the  Dry  Goods  Econo- 
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anti-dumping  bill  was  passed  as  a  companion 
measure  to  the  Emergency  Tariff.  The 
House  bill  provided  for  an  assessment  based 
on  the  66  2/3  currency  valuation.  It  appears 
that  the  customs  officials  and  others  have 
opposed  this  method  because  of  its  admini- 
strative difficulties.  There  has  been  talk  of 
making  the  American  valuation  plan  effec- 
tive in  another  anti-dumping  bill,  which  it  is 
proposed  to  introduce  later  in  the  session. 
Certain  Senators  have  endeavored  to  pre- 


TPHE  unfairness  of  the  Federal  Trade  Com- 
*  mission's  charges  against  retailers  to  the 
effect  that  they  are  instrumental  in  prevent- 
ing or  delaying  the  decline  in  prices  of  com- 
modities has  been  laid  before  President  Hard- 
ing by  the  president  of  the  National  Associa- 
tion of  Retail  Clothiers. 

This  will  be  good  news  to  Economist 
readers,  and  we  draw  special  attention  to  the 
fact  not  only  becau&e  of  its  intrinsic  im- 
portance but  also  because  the  contentions  of 
the  ofBcial  of  the  clothiers'  organization  are 
closely  in  line  with  the  Economist's  recent 
criticism  of  the  Commission's  claims. 


vail  upon  the  Senate  Finance  Committee  to 
adopt  amendments  to  the  Emergency  Tariff 
which  would  satisfy  the  sectional  needs. 
However,  the  leaders  will  not  sanction  such 
arrangements,  because  it  would  open  the  way 
to  other  amendments  and  eventually  make 
the  Emergency  Tariff  serve  all  commodities 
instead  of  agricultural  products.  The  ten- 
dency to  strike  out  the  valuation  item  in  the 
House  bill  is  expected  to  make  the  task  of 
the  conferrees  exceedingly  diflScult.  It  may 
hold  up  the  Emergency  Tariff  Bill  indefin- 
itely, unless  an  agreement  can  be  reached 
between  the  House  and  the  Senate  to  drop 
the  anti-dumping  bill  and  allow  the  Emer- 
gency Tariff  to  become  effective  on  agricul- 
tural items. 

Dye  Men  Want  Protection 

Manufacturers  of  dyestuffs  want  the 
Senate  to  make  a  specific  provision  for  their 
protection  in  the  Emergency  Tariff,  because 
of  the  invasion  of  the  market  by  the  Ger- 
mans. 

It  is  manifest  that  American  textile  man- 
ufacturers have  cause  to  be  deeply  concerned 
over  the  recovery  of  the  German  industries. 
The  oflScial  report  on  imports  from  Germany 
in  1920  shows  this  quite  unmistakably.  For  in- 
stance, those  of  laces  and  embroideries, 
hand-made  and  others,  amounted  to  22,231,- 
180  yd.,  with  a  declared  value  of  $881,453; 
all  other  laces  $406,634;  tapestries  and 
jacquard  figured  goods,  2,463,031  sq.  yd., 
with  a  valuation  of  $488,196;  knitted  gloves, 


220,211  dozen  pairs,  valued  at  $1,034,566; 
hose  and  half  hose,  valued  at  $628,085.  Im- 
ports of  all  other  forms  of  knit  goods  from 
Germany  aggregated  $1,408,203.  Manufac- 
tures of  fibers,  such  as  lace  and  embroidery, 
amounted  to  $141,140;  fabrics  woven  of  flax, 
hemp  or  ramie,  with  a  total  of  94,665  sq.  yd., 
reached  a  value  of  $123,701. 

German  Imports  for  1920 

Of  interest  to  our  tariff  makers  is  the 
fact  that  Germany  exported  to  this  country 
in  1920  manufactures  of  silk,  such  as  band- 
ings, beltings,  etc.,  to  the  value  of  $185,440; 
fabrics  woven  in  the  piece,  $189,153;  laces 
and  embroideries,  $139,253;  plushes  and  vel- 
vets, $924,193;  ribbons,  $100,893.  All  other 
manufactures  of  silk  were  valued  at  $177,- 
013.  Artificial  silk  and  manufactures  of, 
classified  as  yarns,  thread,  etc.,  amounted  to 
$172,132,  and  all  other  manufactures  to 
$223,300.  Wool  manufactures  from  Ger- 
many, classified  as  clothes,  woolens  and 
worsteds,  were  valued  at  $126,486 ;  yarn  at 
$384,653  and  all  other  woolen  manufactures 
at  $243,497. 

As  a  consequence,  American  manufac- 
turers are  wondering  what  effect  the  valua- 
tion clause  will  have  upon  their  domestic 
trade. 

With  freight  costs  an  important  item  in 
retailing  it  is  interesting  to  note  the  tendency 
toward  rate  reductions  through  Governmen- 
tal intervention.  Another  move  toward  re- 
duction of  freight  rates  has  been  made  by 
Senator  Capper  of  Kansas  in  introducing  the 
bill  to  repeal  the  provision  of  the  transporta- 
tion act,  which  directs  the  Interstate  Com- 
merce Commission  to  establish  rates  which 
will  guarantee  a  return  of  6  per  cent  to  the 
carriers. 

The  Capper  measure  would  prohibit  the 
Interstate  Commerce  Commission  from  en- 
croaching upon  the  jurisdiction  of  the  State 
in  the  regulation  of  interstate  rate  matters. 
Senator  Capper  explained  that  his  bill  has 
the  approval  of  practically  all  of  the  farm 
organizations  and  a  number  of  State  rail- 
way utility  commissions.  Undoubtedly  the 
commissions  to  which  he  refers  are  those 
which  come  in  conflict  with  the  I.  C.  C.  re- 
garding the  jurisdiction  in  State  rate  cases. 

It  is  understood  that  Senator  Capper  has 
discussed  this  feature  of  the  bill  with  Presi- 
dent Harding  at  the  White  House.  The 
Senator  contends  that  railroad  rates  are  now 
prohibitive  on  many  products  of  the  farm 
and  industry. 

It  is  asserted  that  lower  rates  cannot 
come  while  the  high  freight  rates  prevail. 
The  Kansas  Senator  stated  that  the  passage 
of  the  bill  would  immediately  bring  to  an  end 
the  mass  of  litigation  which  has  followed  in 
the  wake  of  the  attempt  of  the  I.  G.  C.  to 
exercise  jurisdiction  over  State  roads.  Lower 
rates  will  allow  the  merchants  to  quote  lower 
prices,  though  they  form  only  one  of  many 
items  making  operating  costs  burdensome  to 
the  dealer  at  this  time,  W.  L.  D. 
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German  Retailers'  Stocks  Remain  on 
Shelves  Because  People  Can't  Buy 

Berlin  White  Sales  Attracted  Crowds  to  Stores  but  Shoppers 
Merely  Looked  at  Goods — Government  Extends  Aid  to  409,- 
000  Unemployed  Whose  Ranks  Are  Growing — Republic's  En- 
trance Again  Into  World's  Market  Would  Stimulate  Textile 

Industry 


THE  great  majority  of  the  German  peo- 
ple have  not  been  buying  wearing  ap- 
parel to  anything  like  the  extent  they 
did  in  normal  times.  The  result  is  that  people 
both  within  and  without  the  big  centers  are  in 
a  state  that  is  not  far  removed  from  naked- 

IIGSS. 

When  will  these  people  begin  to  buy 
clothes  ?  That  is  the  question  that  is  concern- 
ing the  trade  not  only  of  Germany,  but  of  all 
the  world.  Whenever  they  do  begin  the  textile 
and  clothing  industries  ought  to  enter  upon  an 
era  of  unprecedented  prosperity.  The  absti- 
nence from  buying  of  the  people  of  Central  Eu- 
rope and  Russia  is  believed  by  many  to  be  the 
real  cause  of  the  present  great  slump  in  the 
textiles  trade  and  the  world's  markets  in  gen- 
eral. It  means  the  withdrawal  from  the  ac- 
customed trade  channels  of  nearly  400  million 
people  or  one  fourth  the  population  of  the  civ- 
ilized world.  When  these  people  do  begin  to 
buy  clothes  once  again— and  that  they  must  do 
eventually— it  will  tax  the  capacity  of  the  tex- 
tile and  clothing  industry  of  the  world  to  sup- 
ply the  needs.  Then  the  Southern  States  of 
America  and  Egypt  will  need  to  produce  not 
less,  but  more  cotton;  and  Australian,  and 
South  African  and  South  American  sheep  must 
yield  all  the  wool  they  can  grow. 

An  unprecedented  demand  and  totally  m- 
adequate  supply  are  liable  to  characterize  the 
cotton  and  wool  situation  of  the  near  future, 
according  to  many  German  opinions.  Absti- 
nence from  buying  has  led  to  drastic  curtail- 
ment of  output.  It  is  believed  that  the  output 
is  now  lower  than  ever  before  in  the  history 
of  the  trade.  There  is  the  certainty  of  a  re- 
duced acreage  and  presumably  a  reduced  crop 
both  in  America  and  Egypt  next  year.  Nor 
can  the  growers  be  blamed,  for  their  position 
is  an  extremely  unenviable  one.  Yet,  if  the 
buying  of  clothes  by  the  peoples  of  the  war- 
stricken  areas  should  set  in,  the  demand  would 
be  so  much  out  of  proportion  to  the  supply 
that  it  would  raise  prices  to  record  heights. 
Exchange  Is  Barrier 

Raw  cotton  and  wool  (measured  by  Amer- 
ican and  British  standards)  have  dropped  to 
pre-war  level  in  other  lands.  The  unfavorable 
exchange  and  unemployment  in  Central  Eu- 
rope are  the  only  hindrances  to  the  resumption 
of  buying.  The  people  of  these  war-ridden 
areas  do  not  refuse  to  buy  because  they  don't 
want  to,  but  because  they  can't.  It  is  ridicu- 
lous to  talk  of  a  buyers'  strike  in  Germany  or 
Austria,  for  instance.  One  might  as  well  al- 
lude to  the  starvation  among  the  people  of 
Vienna  as  a  hunger  strike.  The  reason  these 
people  do  not  buy  is  simply  because  they 
haven't  got  the  money.  The  lowering  of  retail 
prices  have  not  been  substantial  enough  to 
tempt  the  public.  "Still  too  high,"  is  the  ver- 
dict they  voice  as  they  turn  in  dismay  from 
the  window  or  counter.  The  people  are  wait- 
ing because  they  can't  afford  to  buy.  The 
German  cannot  yet  afford  to  pay  150  marks 
for  a  shirt.  And  yet  it  has  been  found  that 
when  the  retailer  has  real  substantial  values  to 


Berlin  Correspondence  Dry  Goods 
Economist 

offer  conditions  are  different.  I  read  of  a  re- 
tailer who  owns  several  stores  who  reduced 
all  his  goods  to  cost  price  and  found  that  his 
sales  were  almost  doubled.  With  more  ready 
capital  available  he  can  now  re-stock  at  the  re- 
duced prices  and  offer  the  public  splendid 
values  at  a  good  profit  to  himself.  "It  was  like 
a  cold  bath  in  April,"  he  said,  "disagreeable  to 
get  into,  but  giving  a  healthy  glow  to  the  sys- 
tem afterwards." 

Where  Others  Fail 

But  where  this  man  was  successful  others 
have  failed.  His  luck  lay  in  the  fact  that  he 
made  his  cuts  in  time.  Those  who  have  de- 
layed find  the  problem  more  difficult. 

The  great  "Weisse  Woche"  (White  Week) 


Novel  Sales  Stunt 
Boosts  Business 

Increased  business  to  the  credit  of 
the  cottons,  wash  goods  and  domestics 
department  waj  secured  in  a  novel  way 
by  the  P.  Wiest's  Sons  store,  York, 
Pa.  Harry  Wiest  picked  out  a  good 
1  6-cent  grade  of  bleached  muslin  and 
had  it  cut  into  ten-yard  lengths,  marked 
$1.59.  Some  of  these  lengths  were 
placed  at  the  station  of  every  sales- 
person in  the  departments  named  with 
a  request  that  an  effort  be  made  to  sell 
as  many  of  them  as  possible. 

The  salespeople  responded  beauti- 
fully. The  goods  were  called  to  the 
attention  of  each  person  who  stopped 
in  the  department,  whether  a  buyer  or 
a  "looker."  As  a  result  a  great  many 
of  the  lengths  were  disposed  of  with 
little  extra  effort. 


sale  in  Berlin  for  the  inauguration  of  the 
spring  trade  was  revived  this  year  after  a  sus- 
pension of  five  years.  It  was  heralded  by  an 
enormous  amount  of  advertising  and  the  an- 
nouncement of  big  price  reductions.  People 
turned  out  in  response  and  thronged  the 
stores,  but  I  was  told  by  Oscar  Tietz  and  other 
heads  of  the  big  retail  stores  that  the  sales 
were  decidedly  disappointing.  Only  a  limited 
amount  of  the  cheapest  materials  were  bought. 

The  long  abstinence  from  buying  is  having 
its  effect  on  all  branches  of  the  trade.  Stocks 
already  large  at  the  end  of  the  year  are  still 
accumulating.  Production,  in  consequence, 
has  had  to  be  considerably  reduced.  The  stag- 
nation in  production  has  now  spread  from  tex- 
tiles and  shoes  to  other  branches,  notably 
chemical  products,  toys,  glass  and  metal  ware. 
Thus  the  question  of  unemployment  has 
cropped  up  again.    In  a  half  month  the  num- 


ber of  workers  entitled  to  unemployment  bene- 
fit has  increased  by  43,000,  so  that  those  re- 
ceiving Government  assistance  now  number 
409,000. 

Slump  Is  Widespread 

They  represent  less  than  50  per  cent  of  the 
total  unemployed,  however,  which  now  com- 
prises an  army  of  over  a  million.  In  addition 
there  is  a  growing  number  of  workers  on  short 
time.  In  the  trades  unions  associated  with 
the  trades,  discontent  has  been  created  owing 
to  firms  stopping  a  full  week  or  more  and  thus 
entitling  their  work  people  to  draw  on  their 
respective  union  funds.  Thus  the  slumps  af- 
fect all  phases  of  the  trade  from  the  big  mill 
owner  to  the  day  laborer. 

Merchants  and  manufacturers  complain 
that  too  many  of  the  burdens  of  the  slump  are 
forced  on  their  shoulders.  From  financial  rea- 
sons, for  instance,  they  are  compelled  to  offer 
cotton  goods  at  greatly  reduced  prices,  and 
often  they  must  accept  terms  that  are  decid- 
edly unprofitable.  Thus  they  become  an  im- 
,  portant  factor  in  the  general  price-lowering 
movement.  But  all  around  them  they  behold 
allied  industries  which  have  contributed  noth- 
ing to  the  lowering  of  prices.  It  has  been  sug- 
gested that  means  should  be  found  for  reduc- 
ing packing  expenses,  and  attention  is  called  to 
the  high  cost  of  bleaching,  printing,  dyeing 
and  finishing  cloth.  Cotton,  yarn,  and  cloth 
have  all  had  to  be  reduced. 

Can't  Lower  Prices 

Stocks  have  depreciated  and  losses  have 
been  sustained  through  the  cancellation  of 
contracts.  Hence  the  suggestion  is  made  that 
the  other  interests  mentioned  should  also  do  a 
little  for  the  general  good.  All  these  trades 
reply,  however,  that  they  are  not  in  position  to 
lower  their  prices  as  they  still  have  to  pay 
heavily  for  materials  and  labor.  The  three 
governing  factors  in  the  trade,  it  is  alleged, 
are  labor,  chemicals  and  coal.  The  first,  it  is 
stated,  costs  nearer  six  than  five  times  what 
it  did  before  the  war.  Chemicals  are  from  ten 
to  twenty  times  and  in  special  cases,  fifty  times 
(German  money)  as  dear  as  they  were.  Coal 
costs  ten  times  as  much,  is  becoming  more  ex- 
pensive, and  is  difficult  to  obtain  in  Germany 
at  any  price.  What  the  last  of  these  factors 
means  may  be  realized  when  it  is  stated  that 
ten  tons  of  coal  are  used  to  deal  with  one  ton 
of  cloth  at  the  printworks. 

Spinners  are  having  rather  a  hard  time  of 
it.  It  is  generally  estimated  that  not  more 
than  20  per  cent  of  the  curtailed  production 
is  being  sold,  and  that  is  going  out  at  prices 
which  are  far  from  remunerative.  The  finan-' 
cial  stringency  is  causing  some  firms  to  sell  at 
buyers'  offers  which  are  invariably  below  the 
spinners'  quotations,  no  matter  how  low  the 
latter  may  be.  With  spinners  of  coarse  counts 
conditions  are  even  worse  than  with  ring  spin- 
ners and  beamers.  It  is  the  main  endeavor  of 
most  firms  to  tide  over  the  depression  until 
the  much  longed  for  revival  sets  in,  which 
many  believe  cannot  be  much  further  delayed. 
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Photos  by  Underwood  &•  Underwood. 

Of  taupe  caracul  with  a  fur  collar 
is  this  wrap  displayed  by  Bomuit, 
Teller  &  Co.  The  model  flares  from 
the  shoulders  to  the  hem.  It  is  un- 
belted. 


Broadtail  Russian  lamb  modeled  into  a 
coat  with  extremely  full  skirt  and  closely 
fitted  bodice.  The  collar  and  cuffs  are 
monkey  fur  from  Otto  Kahn,  Inc. 


Striking  Modes 
Displayed  at 
Fur  Show 


Photos  by  Joel  Feder 

At  the  right  is  a  mole  coat  with 
unique  band  trimming.  The  ten- 
dency toward  full  skirts  is  ex- 
emplified in  this  model. 

At  the  left  is  an  unusual  creation 
in  mink  with  mink  tail  trimming 
at  the  yoke,  collar  and  bottom. 
This  zvrap  illustrates  the  volumi- 
nous lines  in  the  new  models. 

Both  coats  from  George  W. 
Green  Furs,  Inc. 


Cape  wrap  of  gray  broadtail  with 
a  standing  collar  of  kolinsky.  The 
closely  fitted  shoulder  yoke  is  sug- 
gestive of  1830  costumes.  ■  From  Otto 
Kahn,  Inc. 


20 


Wilmington  Store 
Proves  Unusual 

Downstairs  Section  of  Topkis  Estab- 
lishment Justifies  Name  Only 
in  Part 

IF  you  were  to  happen  along  to  a  40-foot 
front  store,  with  arcade  front  wherein  silks 
and  dress  goods  as  well  as  other  depart- 
ment store  lines  were  displayed,  you  would 
feel  some  surprise,  would  you  not,  on  entering, 
to  find  yourself  among  the  ready-to-wear  lines 
— waists,  suits,  dresses,  skirts,  etc.  It  would 
make  you  believe  you  had  been  mistaken  as  to 
the  goods  displayed  and  had  wandered  uninten- 
tionally into  a  specialty  store. 

That  at  least  was  the  mental  state  into 
which  an  Economist  man  was  momentarily 
cast  as  he  entered  the  Topkis  store  in  Wil- 
mington, Del.,  a  few  days  ago.  As  said,  the 
confusion  of  ideas  was  but  momentary,  be- 
cause once  inside  the  store  entrance  the  eye 
fell  on  a  stairway  leading  to  the  basement, 
plus  a  sign  stating  that'  the  piece  goods  and 
certain  other  lines  are  carried  in  the  down- 
stairs store. 

A  Fall  in  the  Land 

This  Topkis  store  is  interesting  and  un- 
usual for  other  reasons.  For  example,  what 
we  have  referred  to  as  the  downstairs  store 
justifies  that  title  only  in  part.  You  go  into  it, 
this  downstairs  store,  from  Market  Street 
(the  city's  main  thoroughfare)  as  to  a  base- 
ment, but  you  can  go  into  it,  or  out  of  it,  on 
King  Street  (the  parallel  thoroughfare)  on 
the  street  level.  In  short,  there  is  a  fall  in 
the  land  from  Market  to  King. 

The  King  Street  frontage  is  only  22  feet 
wide,  and  that  width  prevails  back  to  105  feet 
from  that  entrance.  Then  the  width  becomes 
40  feet  and  so  continues  for  105  feet  until  the 
line  of  Market  Street  is  reached. 

This  little  two-by-four,  or,  to  speak  more 
accurately,  22  by  105  feet,  section  is  the  "old 
original"  Topkis  establishment,  a  quaint  little 
store,  with  the  constricted  entrance  and  show 
windows  necessitated  by  its  narrow  lateral 
dimension. 

A  Recent  Improvement 

Up  to  a  few  months  ago  ingress  to  this 
original  store  from  the  higher  level,  Market 
Street  frontage  portion,  was  had  by  means  of 
a  stairway,  for  the  40  by  105-foot  section  be- 
low the  Market  Street  section  then  consisted 
solely  of  good  "Mother  Earth."  In  _  other 
words,  what  is  now  a  spacious,  well-lighted 
salesroom  had  not  been  excavated  or  con- 
structed. Nor,  for  that  matter,  did  the  arcade 
front  exist  or,  of  course,  the  stairway  close 
to  that  entrance. 

This  downstairs  room  now  houses  the  vari- 
ous lines  of  piece  goods— domestics,  silks,  etc. 
—and  the  22  by  105-foot  section  in  the  rear 
and  fronting  on  King  Street  is  devoted  to  knit 
underwear  and  hosiery,  men's  work  shirts, 
boys'  pants,  etc. 

An  Up-to-Date  Apparel  Section 
On  a  rather  spacious  landing  halfway  up 
—or  down— the  stairs,  this  landing  being 
spread  out  on  each  side  so  as  to  form  a  sort 
of  Mezzanine,  are  carried  woiyien's  house 
dresses. 

On  the  street  floor  the  40  by  105-foot  por- 
tion (entered  from  the  Market  Street  front) 
is  as  suggested  at  the  start  of  this  descrip- 
tion, a  full-fledged,  properly  equipped  women's 
and  misses'  apparel  store  or  department.  At 
the  right,  near  the  entrance,  are  the  waists, 
at  the  left  the  knit  outer  wear,  silk  scarfs 
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and  silk  underwear.  Further  in  on  each  side 
are  four  wallcases  electrically  lighted  but  de- 
void of  glass.  Each  "case"  holds  a  form  and 
garment. 

Around  each  pillar  are  the  mirrors  usually 
installed  in  this  manner  (four  to  a  pillar)  in 
ready-to-wear  sections. 

A  Daylight  Department 

What  is  really  the  upper  floor  of  the  "old 
original"  store,  22  by  105  feet,  but  which, 


Building  Problem  Solved 

DESPITE  the  rebuilding  which  went  on  so 
freely  in  the  years  immediately  preced- 
ing the  war,  there  are  quite  a  number  of 
stores,  especially  in  some  of  the  country's 
older  centers,  which,  because  of  inability  to 
purchase  or  lease  adjoining  or  intervening 
property,  or  because  of  the  lay  of  the  land, 
are  considerably  cut  up.  To  the  owners  or 
lessees  of  such  store  premises  the  accom- 
panying description  may  prove  not  only  in- 
teresting but  valuable  because  of  suggestions 
the  Topkis  store  may  afford.  Obviously, 
what  must  at  one  time  have  seemed  a  highly 
complicated  and  perplexing  problem  has  been 
solved,  and  solved  in  a  way  that  provides  a 
retail  establishment  which  is  both  practical 
and  in  a  large  degree  unique. 


needless  to  say,  is  a  level  extension  of  the 
street  floor  from  Market  Street,  houses  the 
millinery.  Skylights  make  this  a  daylight  de- 
partment. 

Then,  on  the  left,  four  steps  lead  down 
into  an  L,  40  by  50  feet,  which  provides  an 
entrance  from  a  third  street.  This  part  of 
the  Topkis  premises  is  devoted  to  shoes.  The 
opening  from  the  main  store  extends  the  en- 
tire width  of  this  L  section,  so  that  it  forms 
an  integral  part  of  the  store  premises. 

Over  the  shoe  section  is  another  floor, 
reached  by  a  short  stairway,  on  which  are  the 
corsets,  juniors'  and  infants'  departments. 

The  second  floor,  above  the  40  by  105-foot 
portion  fronting  on  Market  Street— that  is, 
the  women's  apparel  section— is  at  present 
used  for  storage. 


J.  G.  McConnell  to  Open 
New  Scranton  Store 

John  G.  McConnell,  for  some  time  con- 
ducting a  large  department  store  in  Scran- 
ton, Pa.,  and  who,  prior  to  his  connection 
with  that  concern,  managed  the  Globe 
Warehouse,  another  large  store  in  Scranton, 
for  several  years,  will  sever  his  connection 
with  the  former  concern  in  the  near  future. 

Mr  McConnell  will  take  over  an  old- 
established  business  in  Scranton  "north 
end  "  This  is  a  general  store  doing  a  con- 
siderable business  and  olTering  great  possi- 
bilities. The  store  in  question  is  known  as 
the  Chappell  Ready  Pay  Stores,  which  occu- 
pies three  stories,  each  90x  160  ft.  Mr. 
McConnell's  long  association  with  the  buy- 
ing public  of  Scranton  and  vicinity  will 
prove  a  decided  asset  in  his  new  connection. 

We  are  glad  to  learn  from  Mr.  McConnell 
that  he  hopes  to  be  as  active  as  heretofore 
in  the  work  of  the  Pennsylvania  Retail  Dry 
Goods  Association,  of  which  he  is  a  director. 


Paper  Blazes  Way 
To  Bigger  Trade 

Sibley  Merchant  Launched  Monthly 
Publication  and  It  Worked 
Out  Well 

To  the  attention  of  the  head  of  a  small 
town  store  who  wants  to  increase  his  adver- 
tising facilities  without  going  to  a  whole  lot 
of  expense  is  called  the  Sibley  Shopper.  Tnis 
is  published  in  Sibley,  Iowa,  once  a  month, 
and  is  proving  a  bringer  of  out-of-town  busi- 
ness. As  J.  G.  Allen  of  the  Dressen-Allen 
Co.  of  Sibley  knows  most  about  it — he  started 
it — perhaps  he'd  better  tell  the  story.  Here's 
his  little  tale : 

"Sibley  is  just  a  little  country  town  of 
about  1800  population,  located  on  the  Rock 
Island  and  Omaha  roads  about  fifty  miles 
north  and  east  of  Sioux  City.  We  depend  en- 
tirely on  the  farming  trade  and  surroundhig 
towns.  To  reach  customers  in  this  area,  we 
first  planned  to  send  out  about  5000  circulars 
monthly.  Figuring  the  cost  we  found  it 
would  be  about  $185. 

Sell  Space  to  Other.  Stores 

"Then  I  got  the  idea  it  might  be  better  to 
make  it  a  co-operative  affair  and  to  make  it 
really  interesting  to  readers.  That  is,  to  offer 
them  some  kind  of  service.  We  have  two 
weekly  papers  here.  They  gave  me  figures  on 
a  four-page  paper  with  the  front  page  soiid 
news,  practically  the  same  as  in  the  regular 
paper  coming  out  nearest  to  the  fifteenth  of 
the  month — when  we  wanted  to  send  our  pa- 
per out.  The  price  was  $150  for  a  5000  run. 
Postage  brought  the  cost  to  $200. 

"We  proposed  to  carry  a  page  ad  for  our- 
selves and  then  charge  enough  for  the  bal- 
ance of  the  space  to  reduce  the  cost  for  our 
page  to  $50.  This  worked  out  all  right.  We 
have  to  do  some  extra  work,  however,  such  as 
attending  to  the  mailing,  getting  in  the  ads  on 
time,  etc.  The  last  is  no  cinch.  Most  mer- 
chants in  small  towns  wait  until  almost  press 
time  before  getting  in  their  copy. 

Has  Real  Reader  Interest 

"The  paper  is  distributed  free.  Its  ad- 
vantage is  that  it  has  some  real  interest  in  it, 
instead  of  being  purely  an  advertising  cir- 
cular as  are  so  many  co-operative  papers.  An 
especially  attractive  feature  to  readers  is  the 
free  Want  Ad  column.  They  find  it  really 
useful  and  quite  productive,  too,  as  the  weekly 
papers  cover  perhaps  1800  to  2200  homes 
while  our  Sibley  Shopper  reaches  5000. 

"All  our  ads  are  non-competing.  However, 
we  hope  to  get  out  an  eight-page  paper  four 
times  a  year  at  least  and  invite  our  competi- 
tors in.  That  our  paper  has  taken  hold  is 
shown  from  forty  letters  asking  for  future  is- 
sues of  the  Shopper— this  after  the  first 
issue— and  we  are  getting  more  every  day. 
So  far,  eighteen  towns  are  represented  in 
these  letters.    It  proves  people  are  really  in- 

"Business  has  been  pulled  from  thirty-five 
miles  away,  right  through  several  towns 
much  larger  than  Sibley.  And  that  is  another 
proof.  We  feel  we  have  some  right  to  be 
satisfied  with  the  results." 


The  Munzer  Co.,  resident  buyers,  located  at 
25  West  Thirtieth  Street,  will  move  about 
May  1  to  larger  quarters  in  the  new  Penn- 
sylvania Terminal  Building,  370  Seventh 
Avenue. 


P,  N.  Welsh,  advertising  manager  for 
Meyer's  department  store,  Greensboro,  N.  C, 
has  resigned  to  return  in  a  similar  capacity 
to  Wm.  Laubach  &  Sons,  Easton,  Pa.  Mr. 
Welsh  was  with  Meyer's  only  six  months,  hay- 
ing come  direct  from  the  Easton  store.  His 
successor  has  not  been  appointed. 
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Prices  ''Made"  by  Buyers  of  Rugs 
Higher  Than  in  Pre- War  Times 


Knock  Down  Values  at  Recent  Auction,  Which  Formed  Basis  of 
Market  Quotations,  Are  More  Than  Twice  1913  Prices  and  50  Per 
Cent  Over  1916  List — Important  Question  Now  Is:  Will  Present 
Prices  Hold? — None  Are  Guaranteed 


WHAT  is  going  to  happen  in  the  car- 
pet trade  during  the  fall  season  of 
1921? 

Prices  are  established  for  the  time  being 
on  a  basis  25  to  30  per  cent  under  those  ruling 
a  month  ago. 

These  prices,  however,  are  double  those  of 
May,  1913,  and  just  about  50  per  cent  above 
those  of  May,  1916. 

We  hear  statements  on  every  side  that 
"normal"  in  the  sense  of  pre-war  prices  "will 
never  be  seen  again."  Perhaps  they  won't 
reach  the  levels  of  the  days  before  the  war,  but 
it's  just  as  well  to  consider  where  they  ought 
to  go,  and  apparently  now  is  the  time  for  such 
consideration. 

On  Monday,  April  4,  a  great  number  of 
carpet  buyers  gathered  in  the  salesroom  of  the 
Alexander  Smith  Sons  Carpet  Co.  and  pur- 
chased some  70,000  bales  of  rugs  and  a  quan- 
tity of  roll  carpets.  There  was  no  general 
understanding  of  what  prices  would  prevail 
and  Manor  tapestries  were  knocked  down  at 


$9  and  under  for  6x9  ft.  size.  "The  buyers 
made  their  own  prices,"  was  the  comment 
that  spread  from  the  salesroom  throughout 
the  market. 

It's  true,  they  "made"  the  prices  when  they 
bid  the  goods  up  to  the  knock  down  figures. 
But  it  is  also  true  that  in  the  spring  of  1918 
these  same  buyers,  or  their  predecessors, 
"made"  prices  ranging  from  $3.65  to  $4.20  on 
these  6  X  9  ft.  Manor  tapestry  rugs. 

By  the  time  lot  2  was  put  up  the  success 
of  the  sale  was  assured.  The  Tauyers  present 
— and  there  was  a  host  of  them — had  made  it 
plain  that  they  were  in  need  of  the  goods — such 
need  that  an  offer  of  more  than  double  the 
1913  high  price  had  no  terrors  for  them,  and 
from  there  on  it  was  only  a  question  of  who 
would  become  the  owners  of  the  respective 
lots,  and  the  duplicates. 

The  pace  was  slower  than  at  former  sales, 
at  first.  Doubtless  this  was  due  to  the  order 
in  which  the  initial  lots  were  listed  in  the 
catalog,  which  in  itself  was  a  departure.  By 


the  time  the  9  x  12  ft.  size  was  reached,  how- 
ever, the  bidders  had  got  accustomed  to  the 
new  order  and  incidentally  they  had  clinched 
the  price  scale  they  "made"  so  securely  that  it 
prevailed  with  unimportant  changes  to  the 
end  of  the  sale. 

In  the  accompanying  recapitulation  of  the 
sale  the  high  and  low  prices  are  shown  for 
each  successive  offering  of  the  goods.  This 
shows  how  one  day's  prices  compared  with  the 
others  and  with  the  average. 

For  further  comparison  we  present  the 
high  and  low  prices  realized  at  the  double  auc- 
tion sale  of  April-May,  1913.  These  figures 
show  that  when  "the  buyers  made  their  own 
prices"  this  month,  they  were  decidedly  lib- 
eral, to  say  the  least. 

The  Economist  has  more  than  once  warned 
its  readers  to  avoid  the  excitement  and  hasty 
action  that  is  seen  so  often  at  auction  sales, 
and  now  that  there  is  a  strong  probability  that 
another  auction  sale  of  rugs  and  carpets  will 
be  held  in  the  near  future,  we  feel  that  the 


Rug  Prices  "Made"  by  Buyers  at  the  Smith  Auction- 
April  4-9,  1921 


Sizes — 

6x9 

7.6x9 

8.3  x  10.6 

9x  12 

Manor  Tapestry 

$12.00  $8.50 

$11.50  $10.25 

$15.00  $13.25 

$16.00  $14.00 

9.25  9.00 

11.50  10.50 

14.75  14.00 

15.75  15.00 

9.50  9.00 

12.00  11.75 

15.25  14.75 

16.25  15.25 

9.75  9.25 

11.50  11.00 

15.00  13.75 

16.00  15.00 

Average 

$9.14 

$11.25 

$14.47 

$15.47 

1913  sale 

$Jt.20  $3.65 

$5.20  $4.65 

$6.85  $6.00 

$7.85  $7.00 

Nepperhan  Tapestry 

$10.75  $10.25 

$13.00  $12.50 

$17.00  $16.50 

$19.25 

11.50  10.50 

16.50  14.00 

17.75 

20.00  $19.00 

12.00  10.00 

14.00  13.00 

17.00  16.50 

19.00 

Average 

$10.75 

$13.83 

$17.08 

$19.25 

1913  sale 

$5.00  $4.00 

$6.00  $5.25 

$7.80  $6.65 

$9.50  $7.80 

Hudson  Tapestry 

$7.25  $7.00 

$8.25 

$10.25  $9.50 

$11.75  $11.50 

7.50 

8.25 

9.50 

12.75  11.25 

7.50 

8.25 

9.25 

12.75  11.25 

Average 

$7.37 

$8.25 

$9.54 

$12.04 

Palisade  Velvet 

$13.75  $13.25 

$17.75 

$23.50  $23.00 

$25.00  $22.50 

14.00  13.75 

18.25 

24.50  23.00 

25.00  23.25 

14.00  13.50 

18.00  $17.00 

23.75  22.00 

24.00  22.00 

Average 

$13.71 

$17.83 

$23.29 

$23.63 

1913  sale 

$12.25  $10.75 

Katonah  Velvet 

$10.25  $10.00 

$12.25 

$14.25  $14.00 

$17.75  $15.75 

10.25 

14.75  14.25 

18.50  17.00 

17.25  16.00 

Average 

$10.12 

$12.25 

$14.30 

$17.04 

Sizes- 


6x9 


7.6x9 


8.3  X  10.6 


9x  12 


Ardsley  Axminster 


Colonial  Velvet 


$16.75  $16.00 
17.00  16.25 
Average  $16.50 

1913  sale    $7.30  $5.75 


$19.25 
20.50  $20.00 
$19.75 

$9.10  $7.90 


$25.00  $24.00 
25.75  25.50 
$25.06 


$30.00  $28.75 
31.00  28.50 
$29.56 

$H.35  $13.00 


Average 


Average 


Average 


Average 
1913  sale 


Average 


Average 
1913  sale 


$14.00  $13.00 

$17.75  $16.00 

$22.00  $20.50 

14.00  13.75 

17.75  17.10 

21.50 

14.50  14.00 

18.00 

22.75  22.00 

14.85  14.50 

17.75 

23.00  21.25 

$14.07 

$17.50 

$21.80 

Carlton  Axminster 

$17.00  $16.00 

$22.00  $20.00 

$27.00  $26.50 

17.25  16.75 

21.25  20.50 

27.25  26.25 

$16.25 

$20.94 

$26.75 

Yonkers  Axminster 

$20.00  $18.00 

$24.75  $24.00 

$33.50  $30.00 

18.75 

25.00  22.50 

35.75  30.25 

19.25  18.25 

25.00  23.75 

34.00  31.00 

$18.83 

$24.25 

$32.43 

Kirman  Axminster 


$28.00 
27.75 
$27.87 


Alpine  Axminster 


Wilton  Velvet 


$37.00  $35.50 
36.75  31.75 
$35.25 


$24.00  $20.50 
23.00  '  22.00 
23.50  23.00 
24.00  22.00 
$22.75 


$30.75  $27.25 
28.25  25.50 
'  $27.95 


$38.00  $31.00 
42.00  29.75 
38.00  30.25 
$34.83 


$35.00  $33.00 
34.50  31.00 
$33.37 

$17.00  $15.00 


$20.00  $18.50 
20.50  19.50 
21.50  20.50 
$20.12 


$43.50  $40.00 
44.00  41.00 
$42.12 

$19.50  $16.75 


Editor's  Note: — The  figures  in  italics  showing  high  and  low  prices 
realized  at  the  auction  of  May,  1913,  afford  an  interesting  example  of 
how  far  present  prices  are  from  former  levels. 

R.  B.  Bunting,  Ed.  Floorcoverings. 
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caution  should  again  be  placed  before  our 
readers. 

Plenty  of  Rugs 

Therefore  we  say :  There  are  lots  of  rugs 
and  carpets  to  be  had  in  the  market.  The 
prices  quoted  in  the  new  lists,  however,  are 
considerably  higher  than  those  that  were 
reached  at  the  auction  for  the  same  or  similar 
merchandise. 

Buyers  should  now  be  in  a  position  to  take 
or  reject  goods,  basing  their  action  solely  upon 
the  state  of  their  own  stocks  and  on  what 
replacement  will  co?t  them.  They  should 
study  their  records  of  costs  of  the  period  just 
before  our  entry  into  the  war,  when  wools 
were  scarce,  dyes  scarcer  and  labor  costs  con- 
sidered outrageous. 

The  1916  Prices 

Five  years  is  not  a  great  while  to  look 
back.  Let  us  consider  the  prices  made  in  May, 
1916,  for  the  coming  fall,  on  the  9  x  12  ft. 
size.  Among  them  were:  Manor  tapestry, 
$12  10 ;  Yonkers,  $24.75 ;  Palisade  velvet, 
$17.75;  Colonial  velvet,  $22.45.  In  other  lines 
prices  ran  as  follows:  Beauvais  Axminster, 
$28.65;  Teheran  velvet,  $21.25;  Triple  Extra 
tapestry,  $15.45 ;  Bussorah  Axminster,  $24.25 ; 
Bigelow  Concord  Brussels,  $24.75;  Bagdad 
Wilton,  $43.25;  Khorassan  Axminster,  $21.25; 
Liberty  Axminster,  $17.20;  Gotham  velvet, 
$14.55;  Highspire  tapestry,  $9.75;  Anglo- 
Persian,  $58.50;  Royal  Worcester,  $44;  Chli- 
dema  Brussels,  $31.  Many  more  could  be 
quoted,  but  these  are  enough.  Compare 
these  prices  with  to-day's  quotations  and  then 
consider  the  conditions  of  five  years  ago  and 
those  of  to-day.  Think  of  what  the  next  six 
months  may  develop  in  deflation  in  carpetmgs, 
as  well  as  in  other  lines. 

Get  Ready  Now 

When  you  have  digested  this  problem,  Mr. 
Buyer,  you  will  be  ready  for  an  auction,  and 
for  the  revision  of  price  lists  throughout  the 
trade— and  you  will  also  be  in  a  position  to 
say  what  you  will  take,  instead  of  having  to 
ask  what  you  can  get,  keeping  in  mmd  the 
fact  that  no  prices  are  guaranteed  at  this 

time.  ,  „ 

Looked  at  from  every  angle  the  prospect  ot 
a  second  auction  is  not  a  disadvantage,  ex- 
cept to  the  few  men  who  loaded  up  at  the  last 
sale.  It  means  a  lower  price  level  and  a 
greater  freedom  of  action  to  buyers. 
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The  Lamond  &  Robertson  Co.,  Manhattan 
tapestry,  $10.50. 

Stephen  Sanford  &  Sons,  Inc.,  Beauvais 
Axminster,  $37.50;  Fervak,  $29.75;  Cashmere 
Wilton  velvet,  $43.50 ;  Luzerne  velvet,  $31.50 ; 
Frookline  tapestry.  $23.50 ;  Clermont  tapestry, 
$19.50;  Mayfield  tapestry,  $17.50. 

Firth  Carpet  Co.,  Richmond  tapestry,  $18; 
Eureka  tapestry,  $20.40;  Empire  tapestry, 
$23.40 ;  Cornwall  velvet,  $24 ;  Auburndale  Ax- 
minster, $26.40;  Owasco  Axminster,  $31.80; 


Seneca  Axminster,  $35.70 ;  Genesee  Axminster, 
$45. 

Bigelow  Hartford  Carpet  Co.,  tapestry, 
Edgemere,  $17.25;  Berkshire,  $18.50;  Saranac, 
$21;  Velvet,  Winton,  $27;  Axminster,  Mar- 
mon,  $27 ;  Burwin,  $31 ;  Bussorah,  $36 ; 
Electra,  $36.  Brussels,  Clinton,  $42;  Wilton, 
Imperial  Bangor,  $60 :  Royal  Ardehan,  $64.75 ; 
Imperial  Kabistan,  $76.75;  Imperial  Ardebil, 
$79.50;  Imperial  Ispahan,  $84;  Hartford 
Saxony,  $84;  Bigelow  Austrian,  $180. 


Here  Is  a  Buyer  Who  Made  Business 
In  Draperies  Hum 

Cretonnes  and  Window  Curtains  Were  Stressed  in  Ads 
by   This  Upholstery  Department  Head  and  the  Public 
Confirmed  His  Judgment 

were  sold  in  a  single  day  more  than  once, 
and  several  other  days  resulted  in  sales 
reaching  close  to  that  figure. 

"In  curtains  we  did  nearly  as  well.  Our 
sales  include  scrims,  marquisettes,  plain 
goods  and  a  variety  of  ruffled  goods.  We 
sold  some  lace  curtains,  too;  but  this  is  not 
lace  curtains'  best  season.  People  want  light 
summery  drapes  on  their  windows  new- 
things  that  will  let  in  enough  light  and  air, 
but  still  sufficiently  opaque  to  keep  out  the 
strong  sunlight. 


Fall  Rug  Prices 

Alexander  Smith  &  Sons  Carpet  Co., 
Axminster,  Alpine,  $26.40;  Ardsley,  $28.80; 
Carlton,  $36;  Yonkers,  $43.20;  Kirman,  $45; 
Tapestry,  Manor,  $21;  Hudson,  $18.30;  Nep- 
perhan,  $24.60;  Velvet,  Katonah,  $22.20; 
Palisade,  $33;  Colonial,  $39.60.  Wilton  velvet, 
$.54. 

Mohawk  Carpet  Mills,  Inc.,  McCleary, 
Wallin  &  Crouse  branch,  Axminster,  Homeric, 
$36;  Victory,  $29.75;  Liberty,  $25.25;  Khoras- 
san, $31.25;  Velvet,  Norwood,  $36;  Gotham, 
$24!  Tapestry,  Lincoln,  $18 ;  National,  $20.50 ; 
Franklin,  $23.50. 

Shuttleworth  Bros.  Co.  branch,  Brussels, 
Monroe,  $.39.50;  Wilton,  Akbar,  $54;  Balbeck, 
$60;  Sedan,  $72;  Karnak,  $80.50. 

C.  H.  Ma.sland  &  Sons.  Tapestry,  Beacon, 
$10.20;  Highspire,  $15. 

.John  Bromley  &  Sons,  Windsor  chenille, 
$76.50;  Royal  chenille,  $70..50;  Marlboro  Ax- 
minster, $30.60;  Livonia  Axminster,  $32.40. 

Roxbury  Carpet  Co.,  Standard  Axminster, 
$36;  Milford  Axminster,  $28.80;  Ten  wire 
tapestry,  $28.80;  plain  velvet,  $48. 


4  4  r-->^  ELLING  drapery  goods  presents  no 
problems  to  the  buyer  who  has  an 
ample  stock,  or  to  him  who  has  the 
nerve  to  buy  goods  at  ruling  prices  and  then 
push  them  before  the  opportunity  passes," 
said  the  head  of  a  leading  upholstery  de- 
partment in  the  metropolitan  '  district  last 
week. 

"I  had  a  record  to  go  against  last  month 
that  would  stagger  some  men.  It  was  the 
largest  March  sales  total  I  had  ever  rolled 
up.  It  was  fine  when  I  made  it  a  year  ago, 
but  in  view  of  the  deflation  of  values  that 
has  occurred  during  the  interim  my  pros- 
pects for  equaling  it  this  year  looked  slim 
when  March  1  came  around  this  year. 

Gave  Subject  a  Thought 

"I  had  given  a  good  deal  of  thought  to 
the  problem  that  awaited  my  attention.  A 
member  of  the  firm  had  asked  me  late  in 
February  what  I  thought  of  the  situation, 
and  I  had  replied  to  the  effect  that  I  did  not 
care  to  say.  I  was  prepared  to  make  the 
strongest  effort  of  my  life,  but  I  could  not 
predict  what  the  result  thereof  would  be. 

"Then  I  went  out  and  bought  some  more 
goods  from  the  people  who  usually  supplied 
me.  When  I  got  back  I  called  on  our  adver- 
tising manager  and  explained  to  him  what  I 
could  do  and  what  I  wanted  to  accomplish. 

"When  I  had  made  the  situation  clear 
to  him,  we  started  on  the  making  of  a  sched- 
ule of  ads.  We  decided  to  stress  cretonnes 
and  window  curtains  of  the  less  expensive 
class. 

Cretonnes  Take  Lead 

"I  had  quite  a  lot  of  cretonnes  that  I 
could  sell  at  a  good  profit  at  391/2  cents.  The 
goods  looked  good  to  the  adman,  too,  and 
we  gave  them  the  position  of  honor  in  our 
campaign.  That  is,  we  featured  them  first, 
gave  them  the  best  counter  in  the  depart- 
ment and  made  showings  of  the  goods  in  the 
windows  and  at  various  locations  in  the 
store. 

"There  was  no  occasion  for  the  use  of 
extravagant  talk  about  the  goods  or  the  price 
we  asked.  Our  reputation  and  the  simple 
statement  that  we  had  priced  the  merchan- 
dise well  within  its  value  was  enough  to 
draw  a  big  crowd  when  the  cretonnes  were 
put  on  sale. 

Sale  Goes  Big 

"During  all  of  the  six  weeks  that  have 
elapsed  since  we  started  the  sale  of  these 
goods  we  have  done  a  phenomenal  business, 
and  I  have  had  to  purchase  goods  on  more 
than  a  few  occasions.    Six  thousand  yards 


Workrooms  Swamped 

"We  sold  some  of  the  various  other  goods 
in  the  line,  but  the  cretonnes  and  the  cur- 
tains named  easily  led  the  procession.  Our 
workroom  is  so  swamped  on  orders  for  awn- 
ings and  slip-covers  that  we  have  stopped 
showing  these  goods  unless  they  are  spe- 
cifically asked  for.  Of  course,  we  will  take 
care  of  any  orders  that  come  to  us  from 
regular  customers,  but  we  will  not  be  able 
to  finish  all  of  the  orders  now  on  our  books 
until  quite  late  in  the  season." 

Sales  Volume  Increasing 

In  response  to  questions  regarding  the 
volume  of  sales  this  department  head  pro- 
duced, the  record  of  his  business  for  March 
showed  that  it  exceeded  March,  1920,  sales 
by  more  than  20  per  cent  in  dollars.  He 
added  the  verbal  statement  that  the  increase 
was  nearly  50  per  cent  in  yardage. 

"These  sales,"  he  said,  "were  nearly  all 
of  popular-priced  merchandise.  Our  cus- 
tomers, like  those  of  many  other  stores,  are 
not  buying  the  higher  priced  goods  as  a  rule. 
Still  they  want  serviceable  and  sightly 
goods,  and  they  will  pay  what  is  necessary 
to  get  the  kind  that  will  meet  their  needs." 

The  only  complaint  uttered  by  the  buyer 
we  quote  was  in  reference  to  the  amount  of 
room  he  had  in  which  to  do  business.  He 
could  use  double  the  space  at  his  disposal, 
and  with  increased  space  he  could  make  more 
impressive  displays,  and  these,  he  felt  cer- 
tain, would  have  led  to  increased  sales. 


Notes  of  the  Trade 

Henry  T.  Dalton,  for  13  years  buyer  of 
upholstery  for  the  Frank  A.  Empsall  depart- 
ment store,  Syracuse,  N.  Y.,  has  resigned  to 
go  into  business  for  himself. 

Frank  A.  Kurleman,  recently  with  Hen- 
shaw's,  Cincinnati,  O.,  has  become  buyer  for 
the  furniture  department  of  the  Alms  & 
Doepke  Co.   He  succeeds  Frank  S.  Tarvin. 
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Carpet  Men  Hear  How  Nation  Should 
Be  Conducted,  at  Banquet 

After  Two  Strenuous  Days  at  Auction  and  Openings  with  Other 
Busy  Days  Ahead  Big  and  Little  Buyers  Bar  Shop  Talk  at  Asso- 
ciation's Semi-Annual  Feast — Commodore's  Immense  Banquet 

Hall  Jammed  to  Capacity 


OVER  nine  hundred  carpet  men  attended 
the  thirteenth  semi-annual  banquet  of 
the  Carpet  Association  of  America  at 
the  Hotel  Commodore  on  Tuesday,  April  5,  and 
cheered  to  the  echo  promises  of  a  high  tariff, 
the  abolition  of  the  excess  profits  taxes,  a  big 
navy,  Anglo-American  friendship,  Pan-Ameri- 
can union  and  other  matters. 

Most  of  the  promises  were  made  by  Patrick 
H.  Kelley,  Congressman  from  Michigan,  who 
came  to  the  banquet  at  the  instance  of  Vice- 
President  Coolidge  and  presumably  spoke  for 
the  Administration.  Mr.  Kelley  said  that  the 
excess  profits  taxes 
would  be  removed  and 
that  probably  no  new 
taxes  would  be  im- 
posed, the  difference 
in  revenue  being  made 
up  from  a  tariff  on 
imports.  As  the  dif- 
ference would  amount 
to  about  two  and  one- 
half  billion  dollars,  it 
is  difficult  to  see  how 
any  conceivable  tariff 
could  cover  more  than 
a  fraction  of  it,  but 
Mr.  Kelley  did  not  ex- 
plain how  he  figured 
it  out. 

He  did  explain, 
however,  that  he  and 
his  collaborators  on 
the  Naval  Appropri- 
ations Committee  of 
the  House  had  re- 
duced current  appro- 
p  r  i  a  t  i  0  n  s  nearly 
$300,000,000.  But  he 
believed  emphatically 
that  the  United  States 

ought  to  have  the  biggest  navy  afloat,  so  long 
as  there  is  not  a  general  world-wide  agreement 
for  the  reduction  of  armaments.  To  halt  our 
building  program  now,  he  said,  would  cost  as 
much  as  to  finish  it,  and  the  only  difference 
would  be  that  we  would  not  have  the  ships. 

Should  All  Disarm 

Mr.  Kelley  believed  that  there  should  be  at 
the  earliest  possible  moment  an  agreement 
among  the  nations  of  the  world  for  the  reduc- 
tion of  armaments.  The  best  way  to  accom- 
plish this,  in  his  opinion,  would  be  for  the 
United  States  and  Great  Britain  to  get  to- 
gether. A  close  Anglo-American  friendship, 
he  thought,  is  the  best  way  to  preserve  the 
peace  of  the  world,  and,  as  he  remarked,  "when 
an  Irishman  is  willing  to  say  this,  we  are  get- 
ting along." 

Mr.  Kelley  spoke  of  the  railroad  and  ship- 
ping problems  as  two  of  the  greatest  difficul- 
ties which  confront  the  present  Administra- 
tion. It  is  essential,  he  said,  that  railroad 
costs  and  freight  rates  be  reduced,  and  he 
promised  that  the  Administration  would  de- 
vote itself  to  relieving  this  situation.  He  also 
said  that  the  Administration  is  determined  to 
maintain  and  promote  an  adequate  American 


merchant  marine.  He  did  not  say  how  this  is 
going  to  be  done,  but  he  was  quite  positive 
that  it  is  going  to  be  done,  anyhow. 

Salvation  Rests  On — 

Hon.  John  Barrett,  former  director  of  the 
Pan-American  Union,  delivered  a  resounding 
address,  the  general  tenor  of  which  was  that 
if  the  world  is  going  to  be  saved  it  can  be 
saved  only  by  a  close  union  between  all  the 
American  republics.  There  is  a  great  wave 
of  Bolshevism,  he  said,  rushing  onward  from 
the  East;  there  is  another  great  wave  rush- 


Interesting  display  of  Oriental  rugs  by  Bullock's,  Los  Angeles,  Cal. 


ing  onward  from  the  West.  Between  them 
stands  the  great  American  continent.  If 
America  stands  firm,  he  said,  then  the  world 
will  be  saved.  He  pointed  out  how  the  South 
American  republics  followed  the  United  States 
into  the  war,  and  he  showed  how  important  it 
is  to  promote  friendship  between  them  and  us 
so  that  we  may  all  hold  together  through  any 
crisis  which  might  arise.  Furthermore,  he 
said.  South  America  is  our  best  foreign  mar- 
ket, a  market  with  tremendous  possibilities, 
and  we  should  cultivate  it  by  forming  the 
closest  possible  ties  with  the  republics  to  the 
south  of  us. 

Another  recipe  for  saving  the  world  was 
given  by  Fred  I.  Kent,  vice-president  of  the 
Bankers  Trust  Co.  Our  economic  troubles 
were  attributed  by  Mr.  Kent  mainly  to  the 
flood  of  Bolshevist  propaganda  which  has  un- 
dermined the  integrity  of  the  nations.  He 
even  went  so  far  as  to  say  that  the  epidemic 
of  cancellations  which  spread  over  the  world 
last  year  was  due  to  the  fact  that  business 
men  had  their  old-fashioned  standards  of  hon- 
esty and  integrity  weakened  without  their 
knowledge  by  the  subtle  propaganda  which  had 
emanated  from  Russia.  Consequently,  he  said, 
the  way  to  rehabilitate  the  world  was  to  re- 


store the  old-fashioned  standards  of  honesty 
and  integrity  in  business  dealings. 

A  similar  idea  was  voiced  by  Hon.  Amos 
Parker  Wilder  of  Yale  University,  who  said 
that  character  is  the  gi'eatest  thing  in  the 
world,  and  that  only  upon  character  can  a 
solid  and  lasting  business  success  be  founded. 
This  was  the  chief  idea  he  wished  to  convey 
to  the  meeting.  Mr.  Wilder's  address  was 
partly  humorous  and  partly  an  emotional  de- 
scription of  the  sentimental  association  be- 
tween carpets  and  the  American  home. 

Mr.  Wilder  had  pursued  his  studies  at  Yale 
with  William  Sloane 
Coffin — "never  quite 
overtaking  the  m." 
Mr.  Coffin  was  the 
toastmaster  of  the 
evening.  He  likened 
the  recent  situation 
of  the  carpet  indus- 
try to  that  of  the 
doughboy  who  was 
riding  in  a  car  that 
got  stuck  in  the  mid- 
dle of  the  bridge  at 
Soissons  a  few  min- 
utes before  the  Ger- 
mans were  due  to 
shell  it.  As  the 
doughboy  knew  noth- 
ing about  automo- 
biles, he  could  give  no 
help  to  his  corn- 
pan  i  o  n,  who  was 
working  madly  to  get 
the  car  going  again, 
and  who  finally  re- 
marked in  exaspera- 
tion: "Well,  if  you 
can't  work,  go  ahead 
and  pray."  So  the 
doughboy  spent  the  next  few  minutes  repeat- 
ing fervently  over  and  over  again,  "Oh,  God, 
make  this  damn  Ford  go!"  Mr.  Coffin  said  he 
believed  that  the  carpet  industry  had  the  damn 
Ford  going  again. 

At  the  Guest  Table 

Mr.  Coffin  was  introduced  by  Victor  Beut- 
tell,  president  of  the  Carpet  Association  of 
America,  who  presided  and  who  made  a  brief 
opening  address,  in  which  he  spoke  optimis- 
tically of  the  growth  of  the  association,  and  of 
the  future  of  the  carpet  industry.  Among  the 
others  at  the  speakers'  table  were:  B.  G. 
Hawkins,  David  C.  Litt,  Daniel  Drew  South- 
worth,  Carey  Stokes,  John  M.  Young,  Louis 
S.  Silverstein,  the  Rev.  Dr.  Giles,  Hugh  Mc- 
Gee,  M.  F.  Phelan,  Alfred  W.  Mailman,  John 
Sloane  a"nd  William  Sloane,  M.  J.  Whittall  and 
Walter  C.  Constable. 

The  dinner  committee  consisted  of  Robert 
Ashmead,  chairman;  Hugh  L.  McElroy  and 
David  H.  Miller. 


The  Jesse  Levering  &  Son  dry  goods  store, 
Indianapolis,  Ind.,  founded  in  1898,  has  been 
sold  to  the  Boston  Store  Co.,  which  conducts  a 
chain  of  stores  in  Indiana  and  Michigan. 
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Home  Beautiful  Expositions  Offer 
Opportunities  to  Retail  Concerns 

Plan  Followed  by  Merchants  of  Springfield,  Mass.,  Has  Many  Ex- 
cellent Features  and  No  Faults— Exhibits  Show  Extent  of  Stores' 
Stocks  and  Help  to  Create  New  Business  —  Lectures  Pave  the  Way 

to  New  Sales 


WITH  building  projects  in  preparation 
or  actually  under  way  on  a  scale  far 
more  extensive  than  ever  before  the 
problems  of  household  decoration  and  of  the 
equipment  of  homes  and  other  buildings  take 
on  a  new  and  insistent  aspect. 

In  some  sections  the  need  for  a  compre- 
hensive scheme  of  planning  home  needs  and 
supplying  the  necessary  articles  to  the  owners 
and  tenants  has  been  recognized  and  acted 
upon. 

Springfield,  Mass.,  is  the  center  of  such 
a  section.  The  city,  located  about  midway  be- 
tween Boston  and  New  York,  caters  to  the 
needs  of  a  third  of  a  million  people  who  live 
within  a  25  mile  radius. 

The  city  boasts  of  a  live  Chamber  of  Com- 
merce and  maintains  a  splendid  auditorium 
with  two  floors  about  150  x  200  ft.  and  seating 
accommodations  for  about  3000  people. 

Where  the  Show  Was  Staged 

In  this  spacious  structure  the  "Home 
Beautiful  Exposition,"  an  event  whose  char- 
acter is  described  by  its  title,  was  staged  dur- 
ing the  first  week  of  this  month,  for  the  ex- 
ploitation of  a  campaign  for  more  homes  and 
better  homes  as  a  means  of  increasing  the 
city's  business  and  population. 

All  of  the  local  department  stores  took 
booths  and  made  displays  of  the  household 
goods  they  sold  and  most  of  the  specialty 
stores  such  as  hardware,  paint,  sewing  ma- 
chine, plumbing  supplies,  etc.,  followed  suit. 
In  all  over  100  booths  were  needed  for  the 
various  displays. 

"Everything  for  the  home"  was  more  than  a 
mere  slogan,  as  was  proved  by  the  display  of 
Meekins,  Packard  &  Wheat,  who,  not  content 


with  a  booth  devoted  to  refrigerators  and 
kitchen  utensils,  took  others  for  linoleums,  for 
rugs,  for  drapery  goods,  for  beds  and  bedding, 
and  then  to  round  out  their  display  fitted  up  a 
four-room  bungalow  which  had  been  erected 
upon  the  spacious  stage. 

Equipped  a  Summer  Home 

The  bungalow  was  a  portable  house  suit- 
able for  use  as  a  summer  home.  It  had  a  large 
living-room  in  the  center,  a  bedroom  at  onfi 
end  and  kitchen,  butler's  pantry  and  bathroom 
at  the  other  end.  The  grouping  was  due  to  a 
desire  to  keep  the  plumbing  all  together. 

From  the  rugs  on  the  floor  to  the  things 
hung  on  the  walls  for  decoration  and  utility 
purposes,  everything  but  the  plumbing  came 
from  the  Meekins,  Packard  &  Wheat  store. 

This  fact  was  stated  on  a  card  hung  at  the 
entrance.  There  was  no  other  advertising  in 
the  house  or  outside,  though  an  attendant  was 
ready  to  show  and  describe  the  furnishings. 
These  cost  $1,000  as  they  were  assembled.  The 
attendant  was  ready  to  demonstrate  verbally 
how  the  house  could  be  equipped  for  other 
prices  when  anyone  wanted  to  know. 

Forbes  &  Wallace  and  the  Albert  Steiger 
Co.  each  had  displays  in  booths. 

Wide  Range  of  Exhibits 

The  scope  of  the  exposition  is  shown  by  the 
fact  that  from  one  to  seven  exhibits  were  made 
of  the  following  lines: 

Floor  coverings,  furniture,  beds,  bedding, 
pictures,  draperies,  linen,  towels,  etc.,  house- 
furnishings,  kitchen  utensils,  paints  and  wall- 
paper, laundry  equipment,  heating  and  light- 
ing appliances,  electrical  appliances,  bathroom 


fixtures,  labor  saving  devices,  building  hard- 
ware and  supplies. 

Interior  decorations,  including  a  world  of 
art  and  gift  goods  ranging  from  bureau  scarfs 
to  folding  beds  or  talking  machines  and  china, 
glass  and  silverware  are  a  field  in  themselves. 

Then  there  are  also  food  products  in  a  wide 
variety,  landscape  architecture,  real  estate 
development,  garden  and  orchard  suggestions, 
outbuildings  of  one  kind  or  another,  and  many 
other  things  in  a  department  store  stock  that 
will  suggest  themselves  as  applicable  though 
not  strictly  belonging  in  a  home  furnishing 
classification. 

Study  this  list  and  then  check  up  your 
stock.  See  how  much  you  have  that  could  be 
utilized  in  a  Home  Beautiful  campaign.  The 
result  will  perhaps  open  a  new  field  of  en- 
deavor for  you,  Mr.  Department  Store  Man. 

These  Talks  Helped 

Another  feature  of  the  Springfield  Exposi- 
tion was  the  course  of  lectures  on  the  home. 
The  talks  were  held  at  10,  1,  3  and  7.30  o'clock 
each  day.  Here  are  some  of  the  more  impor- 
tant topics : 

"Cooking  a  Full  Course  Dinner  on  an  Elec- 
tric Stove,"  "A  Plan  for  Spending,"  "The 
Little  Things  In  a  House,"  "The  Beautiful 
Kitchen,"  "Household  Management,"  "Select- 
ing and  Making  Window  Draperies,"  "Points 
to  Consider  When  Buying  Rugs,"  "Arrange- 
ment of  Furniture,"  "The  Bride  Who  Has  But 
$500  to  Spend." 

Some  of  these  topics,  perhaps  all  of  them, 
could  be  employed  in  a  series  of  talks  to  cus- 
tomers in  your  store.  It  is  not  essential  that 
the  talk  delivered  in  Springfield  be  repeated. 
Each  subject  can  be  discussed  on  its  merits. 


These  and  other  deparU.enls  ^n  the  store  of  Meekins,  I'aekard  &  Wheat  sullied  the  furnisMngs  of  the  bungalow  in  Springfield's  Exposition. 
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Attractive  Housefurnishings 

Department  Open  Sesame 

To  Women's  Purses 

Labor,  Time  and  Money-Saving  Devices  That  Smooth  the 
Housewife's  Path  Need  Only  to  Have  Their  Value  Demon- 
strated— Ws  Worth  While  Making  the  Department  a  Place  to 
Which  Women  Will  Like  to  Come 


t '    A     MAN  may  work  from  sun  to  sun,  but 
h\     a  woman's  work  is  never  done." 

Before  the  day  of  generously 
equipped  and  up-to-date  housefurnishing  de- 
partments this  may  have  been  true,  but  it 
need  not  be  so  now.  An  observation  trip 
through  a  representative  housefurnishings 
department  convinces  one  of  this. 

Labor,  time  and  money-saving  devices  for 
household  use  invite  one's  attention  on  all 
sides.  There  are  fireless  cookers,  vacuum 
cleaners,  electrical  washing  machines  and 
irons  and  even  refrigerators  in  which  the 
housewife  may  make  her  own  ice.  Cooking 
utensils  of  all  sizes  and  materials  are  dis- 
played in  abundance  for  the  most  conservative 
or  most  progressive  housewife  to  choose  from. 
Bath  room  fixtures  and  supplies  and  general 
house  cleaning  equipment  are  shown  in  end- 
less variety.  Wise  buying  is  all  that  is 
necessary  to  banish  drudgery  from  house- 
work. 

A  Department  of  Service 

To  encourage  and  guide  in  such  buying  as 
will  lighten  housework  and  make  it  more  at- 
tractive is  the  duty  of  the  housefurnishings 
department  of  every  store  that  promises  serv- 
ice to  its  patrons. 

Placing  the  department  thus  at  the  serv- 
ice of  the  community  with  profit  to  both  cus- 
tomer and  department  means  viewing  it  from 
many  angles.  One  successful  manager  who 
studies  his  customers,  prides  himself  on  mak- 
ing his  department  very  cheerful  and  as  ar- 
tistic as  its  utilitarian  merchandise  will  per- 
mit. His  theory  is  that  too  many  women 
"who  just  hate  housework"  think  of  the  sec- 
tion merely  as  another  kitchen  or  topsy  turvy 
house  to  be  set  in  order. 

So  they  rush  into  the  department  and  buy 
feverishly  in  order  to  get  out  as  soon  as  pos- 
sible. Or  they  order  by  telephone.  In  order 
to  overcome  this  prejudice  against  the  depart- 
ment, he  is  constantly  planning  means  of 
making  his  department  a  place  to  which 
women  will  like  to  come.  Good  lighting  and 
ventilation,  open  aisles,  clean  merchandise 
neatly  and  attractively  arranged,  new  things 
on  special  display  and  cordial  salespeople,  all 
aid  in  eliminating  the  drudgery  of  buying  for 
the  kitchen  and  house.  He  features  these  ele- 
ments. 

The  Woman  Who  Loves  Her  Work 

Another  class  of  customers  he  concen- 
trates on  is  the  thrifty  housewife  who  "just 
loves  her  housework."  To  hold  her  valued 
trade  he  realizes  that  his  department  always 
must  be  well  stocked  with  goods  reasonably 
priced.  She  equips  her  household  well  with 
everything  she  needs  when  she  needs  it.  She 
knows  values  too.  She  expects  the  same  good 
management  on  his  part.  Consequently  if 
she  catches  him  "napping"  and  not  able  to 
provide  her  with  what  she  has  on  her  list  on 
the  day  she  sets  aside  for  shopping  in  his  de- 
partment she  goes  where  she  can  get  what  she 
wants  when  she  wants  it — and  at  the  price  she 
wants  to  pay. 

Even  the  absence  of  her  favorite  paring 
knife  may  lose  him  her  trade.    She  can't  be 


bothered  with  poor  management.  The  man- 
ager knows  this  and  because  she  represents 
his  present  bread  and  butter  trade  he  sees  to 
it  that  even  paring  knives  are  always  on  hand 
in  their  proper  place  and  reasonably  priced. 
His  department  is  made  up  of  well  selected 
stock. 

A  third  class  of  customers  this  successful 
manager  keeps  constantly  in  mind  is  the  do- 


Exchange  No  Factor 
On  German  Linens 

1  <lT  won't  make  much  difference 

X  to  us  importers  whether  we 
pay  the  50  per  cent  duty  on  Ger- 
man linens  with  marks  valued  at 

2  cents,  or  at  8  cents  each,/  for 
some  time  to  come."  Such  was 
the  opinion  expressed  in  the  linen 
district  of  New  York  this  week  re- 
garding the  clause  in  the  pending 
tariff  legislation  at  Washington 
under  which  imports  from  Europe 
would  be  assessed  for  duty  on  the 
basis  of  domestic  market  value 
instead  of  foreign  market  value,  in 
view  of  the  low  rates  of  exchange 
on  the  mark,  etc. 

Importers  and  wholesalers 
agreed  that  such  small  stocks  of 
linens  were  held  by  Central  Euro- 
pean concerns  for  export  that  the 
shipment  to  this  country  of  all 
that  could  be  gathered  together 
would  have  no  effect  whatever  on 
the  demand,  or  on  the  nation's 
finances. 

"We're  going  through  the  de- 
flation period,  selling  goods  far 
below  what  they  cost  us  and  tak- 
ing our  medicine,"  said  one  im- 
porter. 

"Not  ten  per  cent  of  the 
goods  I  am  delivering  are  bring- 
ing their  cost  to  me,"  he  added, 
"and  the  remaining  90  per  cent  or 
more  I  am  disposing  of  in  order 
to  clear  the  way  for  new  goods 
that  will  come  along  during  the 
summer  and  fall. 

"We  have  to  keep  selling 
goods  on  a  declining  market  and 
must  do  the  best  we  can  in  order 
to  minimize  our  losses.  The  proc- 
ess is  bound  to  be  a  slow  one  he^ 
:ause  buying  is  of  a  hand  to  mouth 
character  and  will  continue  on 
that  basis  until  the  market  has 
settled  down  to  a  more  stable 
basis. 

"I  think  that  July  1  will  find 
liquidation  at  a  state  that  will 
warrant  buyers  in  operating  with 
greater  confidence.  " 


mestic  science  enthusiast  or  housewife  whose 
kitchen  is  to  her  "an  efficient  workshop." 
They  represent  the  ultra  progressive  who  are 
interested  in  all  the  latest  devices  for  reducing 
housework  to  an  exact  science. 

They  are  constantly  looking  for  new  ideas 
and  new  wares.  To  them  the  department 
must  be  a  bureau  of  modern  ideas  on  how  to 
keep  the  machinery  of  the  home  in  order  and 
oiled  to  avoid  friction.  To  attract  these  criti- 
cal but  most  desirable  customers  and  hold 
them,  he  must  have  the  latest  "things  out," 
and  they  must  be  thoroughly  and  convincingly 
demonstrated.  The  advantages  of  the  most 
recently  invented  percolator,  grill  and  mop  are 
vitally  interesting  to  them. 

He  must  satisfy  them  for  they  are  leaders 
in  the  community.  His  department  must  be 
up  to  date.  The  old  fashioned  thrifty  house- 
wife who  may  or  may  not  change  her  ideas  of 
what  is  best  is  valuable  as  is  also  the  some- 
what rebellious  housekeeper  who  must  be 
coaxed  to  stay  in  the  department  long  enough 
to  see  what  it  has  for  her.  But  future  busi- 
ness for  the  department  he  senses,  will  de- 
velop along  the  lines  of  the  buying  of  scien- 
tific housekeepers,  whose  ideas  are  evolving, 
"hit  or  miss"  housekeeping  methods  into  sci- 
entific homemaking. 

Modern  Equipment  Needed 

"Women  have  never  been  so  interested  in 
kitchens  as  they  are  at  present,"  said  this 
wide  awake  dealer  in  household  furnishings. 
"They  are  coming  in  every  day  to  inquire 
about  new  appliances  of  every  kind  from  egg 
beaters  to  washing  machines." 

This  department  manager  is  awake  to  an- 
other basic  principle  of  department  manage- 
ment. In  no  other  department  is  demonstra- 
tion so  natural  and  necessary  as  in  the  house- 
furnishings department.  For  this  reason  the 
success  of  the  department  depends  largely 
upon  the  helpful  service  rendered  by  the  sell- 
ing force.  "They  must  know  their  goods  and 
its  uses.  They  must  believe  in  it  and  be 
thoroughly  interested  in  showing  it. 

In  demonstrating  cooking  wares  "the  clean 
and  hygienic"  is  always  an  appealing  argu- 
ment. This  may  be  applied  particularly  to 
glassware  and  aluminum  where  there  is  no 
possibility  of  crevices  appearing  in  which 
food  may  lodge  and  decompose.  Enamel  ware 
if  triple  coated  may  be  considered  sanitary. 

Another  selling  point  for  aluminum  is  that 
it  is  not  only  sanitary  but  heats  quickly  and 
distributes  the  heat  evenly.  The  fact  that  it 
requires  a  minimum  of  grease  is  also  in  its 
favor  from  both  the  economy  and  health 
standpoint. 

Safe  Containers  for  Food 

Aluminum,  glass  and  enameled  ware  may 
be  featured  as  to  their  safety  for  all  kinds  of 
foods.  Tinned  ware  and  iron  are  affected  by 
foods  containing  acids.  Calling  attention  to 
this  may  make  one  present  and  many  future 
sales  of  these  articles. 

Cleanliness  and  home  sanitation  as  a  safe 
guard  to  health  may  be  the  suggestion  that 
sells  the  can  of  cleanser  and  brings  many  re- 
peats. Advising  the  customer  to  soak  her 
new  broom  in  hot  salt  water  to  toughen  the 
fibers— may  win  her  confidence  and  bring 
her  back. 

Such  "hints"  for  successful  selling  may 
seem  trivial  and  insignificant,  but  in  this  as 
in  no  other  department  attention  to  details 
sells  the  goods.  The  intimate  relationship  of 
the  salesperson  who  knows  and  takes  a  per- 
sonal interest  in  the  customer's  home  affairs 
fits  in  with  the  department  and  its  "homey" 
offerings.  The  merchandise  is  a  necessity. 
If  properly  selected  it  fairly  "glows"  with 
talking  points  which  the  open  minded  and  en- 
thusiastic salesperson  can  use  in  selling  it 
with  profit  to  both  department  and  customer. 
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MODERN 
WALLCOVERING 


The  artistic,  practical, 
modern  wall  covering 

MAKE  the  most  of  the  pos- 
sibilities of  Sanitas  Mod- 
ern Wall  Covering  as  a  good 
seller.  Have  your  people  grasp 
the  point  that  Sanitas  is  both 
the  artistic  and  the  practical, 
economical  wall  covering.  Put 
salesmanship  behind  that  idea. 

To  sell  Sanitas  as  an  artistic 
proposition,  you  must  display 
it  artistically — give  an  idea  of 
what  can  be  accomplished  with 
it  from  the  artistic  standpoint. 

To  capitalize  the  economy  of 
Sanitas,  you  must  emphasize  its 
durability  and  its  permanence 
of  colors  and  finish. 


Styles  for  Every  Room 
in  the  House 

C  ANITAS  does  not  crack, 
^  peel  or  fade.  Wipe  the 
dirt  off  with  a  damp  cloth  and 
you  have  a  brand  new  Sanitas 
wall. 

Sanitas  is  made  on  cloth,  ma- 
chine-painted in  durable  oil 
colors — hence  the  rich  effect 
and  durability. 

Sanitas  is  made  in  styles  for 
every  room  in  the  house — in 
styles  having  the  effect  of  prac- 
tically every  type  of  wall  cover- 
ing, from  grass-cloth  to  leather. 

See  your  Wholesaler — 
We'll  Move  the  Goods, 


TiiK  Standard  Textile  Products  Co. 

3SO  BuoADWiVY,  IVkw  York 
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Silk  Industry  Is  in  Fine  Shape 
And  Future  Seems  Promising 

Manufacturers  Are  Watching  Their  Steps,  However,  and  Refrain  to 
Anticipate  in  Purchases  on  Sales — Fear  of  Further  Drop  in  Raw 
Material  Puts  Damper  on  Purchasing — Crepes  Touted  to  Lead  Field 


To  a  large  extent  the  broad  silk  market  at 
present  is  being  dominated  by  the  situ- 
ation in  raw  silk.  On  the  surface  the 
raw  silk  situation  is  strong  enough.  Stocks 
in  New  York  warehouses  are  not  large.  Ac- 
cording to  figures  issued  by  the  Silk  Associa- 
tion of  America  they  amounted  to  16,386  bales 
on  April  1,  as  compared  with  27,928  bales  on 
March  1,  and  at  the  time  of  writing  the  scarc- 
ity of  spot  .silk  in  the  market  is  a  matter  of 
general  comment.  The  Chinese  and  Italian 
markets  are  well  sold  up  to  June.  There  is 
more  doubt  about  the  size  of  Japanese  stocks. 
The  most  authoritative  estimates  place  them 
at  about  40,000  bales,  and'  this  is  probably  not 
far  from  the  truth,  although  there  have  been 
reports  of  Japanese  stocks  running  as  high  as 
from  80,000  to  100,000  bales. 

The  latter  figures  may  be  dismissed  as  an 
exaggeration.  Furthermore,  the  unusual  dis- 
parity in  price  at  present  existing  between  the 
higher  and  the  lower  grades  of  Japanese  silks 
shows  that  stocks  in  Yokohama  contain  a  large 
proportion  of  medium  and  poor  sorts.  Taking 
this  into  consideration,  and  taking  into  con- 
sideration also  the  fact  that  American  con- 


< 


o 


Designs  for  printed  silks.  Front  the  Oriental 
Silk  Printing  Co. 


By  W.  D.  Darby 

sumption  of  raw  silk  in  1919  was  over  336,000 
bales,  or  more  than  28,000  bales  a  month,  then 
it  is  apparent  that  existing  stocks  of  raw  silk 
are  not  excessive,  even  supposing  that  the 
generally  accepted  estimates  are  somewhat  too 
low.  In  fact,  as  the  Economist  pointed  out 
last  week,  the  world's  production  of  raw  silk 
would  be  barely  adequate  if  world  consump- 
tion were  active  to  capacity. 

Demand  Continues  Brisk 

And  the  American  silk  industry  is  quite 
active.  The  demand  which  asserted  itself  at 
the  beginning  of  the  spring  season  still  con- 
tinues. In  fact,  demand  seems  to  have  been 
increasing  steadily  and  many  mills  are  sold  up 
to  the  middle  of  June.  In  spite  of  all  this, 
manufacturers  are  walking  warily.  They  are 
afraid  to  anticipate  either  in  their  sales  or 
their  purchases.  It  is  said  that  some  manu- 
facturers are  carrying  no  raw  silk  stocks  at 
all  but  are  buying  a  few  bales  at  a  time  for 
immediate  delivery,  and  it  is  certainly  true 
that  most  mills  are  carrying  no  more  than  a 
couple  of  weeks'  supply.  This  notwithstand- 
ing the  fact  that  some,  manufacturers  of  silk 
in  the  greige  are  sold  up  to  next  January. 

The  reason  is  that  manufacturers  are 
afraid  of  the  raw  silk  market.  It  is  difficult 
to  see  why.  Perhaps  it  is  a  case  of  "once  bit- 
ten twice  shy."  The  market  has  been  strong 
of  late  and  prices  have  stiffened  appreciably. 
It  has  been  strengthened  by  the  operations  of 
the  Japanese  Raw  Silk  Syndicate  which  ob- 
tained not  long  ago  a  grant  of  $15,000,000 
from  the  Japanese  Government  to  stabilize  the 
market.  Between  the  operations  of  the  syn- 
dicate and  the  conservatism  of  manufacturers 
the  market  is  stabilized  good  and  plenty. 

Prices  Believed  Too  High 

This  is  a  good  thing,  for  there  is  no  doubt 
that  any  boosting  of  the  market  just  now 
would  be  dangerous.  And  the  improvement  in 
demand,  the  rise  in  raw  silk  prices  and  the 
excellent  prospects  for  fall  business  make  a 
combination  of  circumstances  which  would 
easily  provoke  something  of  a  boom  if  the 
trade  generally  were  not  convinced  that  raw 
silk  prices  are  too  high,  are  being  artificially 
maintained  and  are  likely  to  suffer  a  radical 
drop. 

With  this  view  we  are  not  in  agreement. 
We  do  not  see  that  raw  silk  prices  are  unjus- 
tifiably high  or  in  danger  of  a  radical  drop. 
At  the  time  of  writing,  quotations  for  Jap- 
anese silk  on  the  New  York  market  are  on  the 
basis  of  $6.15  a  pound  for  Sinshiu  No.  1.  The 
average  pre-war  price  of  this  grade  was  be- 
tween $3.50  and  $4.00  a  pound.  There  are 
many  in  the  trade  who  believe  that  the  right 
price  at  present  could  be  about  $4.50.  But 
this  seems  too  low  a  price  to  expect.  Compari- 
son with  the  level  reached  by  raw  cotton  and 
raw  wool  is  not  pertinent,  because  in  these 
materials  there  is  a  big  over-supply,  while 
there  is  certainly  no  big  over-supply  of  silk. 

The  production  cost  of  raw  silk  has  gone 


Lining  silks  m   woven   colors.  Froi 
Two  hey  Silk  Mills. 
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up  tremendously  since  before  the  war,  and  al- 
though it  can  be  reduced  to  some  extent  as 
time  goes  on,  it  must  always  remain  consid- 
erably higher  than  before  the  war.  Consider- 
ing these  things  and  considering  also  the  pres- 
ent purchasing  power  of  money,  it  is  not  rea- 
sonable to  suppose  that  raw  silk  ought  to  be 
lower  than  50  per  cent  above  the  pre-war 
level;  which  would  make  it  between  $5.25  and 
$6.00  a  pound  for  Sinshiu  No.  1.  The  present 
price  may  be  a  bit  too  high,  but  it  does  not 
seem  likely  to  go  substantially  lower  for  quite 
some  time  to  come. 

However,  as  we  have  said,  the  fear  that 
it  will  go  much  lower  is  holding  back  the  mar- 
ket. There  is  nothing  else  to  hold  the  market 
back.  Retail  business  in  silks  is  active  and 
everybody  seems  to  be  agreed  that  it  will  con- 
tinue so.  But  there  is  little  forward  business 
being  done.  Even  for  nearby  delivery  orders 
are  small,  though  frequent.  Many  large  re- 
tailers are  not  above  ordei'ing  half  pieces. 

(Continued  on  page  101) 
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WOMAN,  when  shopping,  examines 
materials  through  two  pairs  of  eyes  —  a 
woman's  first  and  then  a  shopper's. 

Instinctively,  because  she  loves  beautiful  things,  she  admires 
Goetz*  All  Silk  Satin.  For  Goetz  All  Silk  Satin  is  essentially 
beautiful.  Its  rich  one-tone  colorings  fairly  glow  with  life 
— deep,  sapphire-blues,  vivid,  flaming  orange,  prim,  demure 
grey,  cool,  restful  greens  and  browns  and  many,  many  others! 

But  a  woman  is  rarely  satisfied  with  just  outward  beauty. 
She  chooses  Goetz  All  Silk  Satin  because  it  is  closely  and 
durably  woven  for  sturdy  wear;  because  it  drapes  with 
rippling  gracefulness  and  because  its  rich  color-tones  and 
starry  lustre  make  it  suitable  for  both  formal  and  informal  wear. 

Goetz  All  Silk  Satin  is  always  the  same  high  quality. 
There's  a  guarantee  on  every  yard — the  name  Goetz  woven 
in  white  in  the  selvage.  Goetz  All  Silk  Satin  is  the  reflection 
of  a  Goetz  ideal — a  beautiful,  lustrous  satin  at  a  sensible  price. 

GOETZ  SILK  MFG.  CO. 
Madison  Ave.  at  34th  St.,  New  York 

*"Gets" 


All  §ik  Salinn 


u"^v^"       m  { 
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Plan  To  Assess  Duties  On  American 
Value  of  Imports  Draws  Protest 

Lace  and  Embroidery  Association  Addresses  Cornmunication  to 
Congress  —  Proposed  Measure  Seen  as  Move  to  Protect  Home 
Market  from  Influx  of  Low  Priced  European  Products — Low  Ex- 
change Means  Higher  Prices,  Message  Points  Out 


A STRONG  protest  against  the  proposal 
to  assess  ad  valorem  duties  on  the 
American  value  of  imports,  addressed 
to  the  Congress  by  the  Lace  and  Embroidery 
Association  of  America,  Inc.,  contains  many 
weighty  and  practical  arguments  which 
probably  would  never  occur  to  those  who 
are  unfamiliar  with  the  intricate  details  of 
the  import  business. 

The  new  measure  is  -obviously  designed  to 
protect  the  domestic  market  against  a  flood 
of  cheap  imports  from  Germany  and  other 
countries  which  suffer  from  a  severely  de- 
preciated exchange.  The  proponents  of  the 
measure  assume  that  costs  in  those  countries 
are  not  only  lower  than  domestic  costs  at 
normal  exchange,  but  are  expressed  in  a  cur- 
rency which  has  depreciated  greatly  in  com- 
parison with  ours,  so  that  their  costs,  ex- 
pressed in  our  currency,  are  really  only  a 
fraction  of  ours. 

Where  Labor  Figures 

On  this  subject  the  statement  of  the  Lace 
and  Embroidery  Association  says:  "Com- 
parative costs,  to  amount  to  anything,  must 
include  all  elements  of  cost.  Not  labor  alone, 
but  raw  material  and  all  overhead  expenses 
must  be  included.  In  this  connection  the 
now  important  element  of  taxation  must  not 
be  overlooked.  Our  search  for  the  cost  fig- 
ures submitted  to  Congress  in  its  recent 
tariff  hearings  reveals  that  the  showing  was 
almost  invariably  limited  to  the  price  of 
labor  alone.  It  was  shown  how  German  la- 
bor receives  the  equivalent  of  sixty  cents  a 
•day,  or  thereabouts,  as  compared  with  a 
wage  for  the  American  workman  of  approxi- 
mately eight  times  that  amount.  It  was 
demonstrated  that  this  condition  was  due  to 
the  low  value  of  the  German  mark. 

"Nothing  was  said  of  the  fact  that,  while 
enjoying  the  benefits  of  depreciated  currency 
m  the  matter  of  labor  costs,  the  German 
manufacturer  must,  because  of  that  self- 
same depreciation  in  currency,  pay  dearly 
when  it  comes  to  the  purchase  of  his  raw 
material.  As  very  few  German  industries 
are  supplied  with  and  supported  by  mate- 
rials of  native  origin,  this  point  cannot  be 
too  strongly  emphasized. 

The  Marks  Grew  in  Volume 

"Further,  the  statements  made  that  be- 
cause of  depreciation  in  currency  German 
costs  and  prices  are  only  a  fraction  of  what 
thej^  were  before  the  war  is  unsupported  by 
evidence  and  at  variance  with  the  facts.  In 
this  connection  it  must  be  remembered  that 
as  the  exchange  value  of  the  German  mark 
declined  the  price  of  German  merchandise 
in  marks  increased.  We  believe  it  to  be 
true,  generally  speaking,  that  the  number  of 
marks  now  required  to  purchase  practically 
all  lines  of  German  goods  is  so  much  larger 
than  the  number  of  marks  required  to  pur- 
chase the  same  goods  before  the  war  that 
both  pre-war  and  present  prices  reduced  to 
dollars  at  their  respective  rates  of  exchange 
will  show  approximately  the  same  result  in 
•our  money. 


"We  know  that  to  be  true,  insofar  as  it 
relates  to  the  merchandise  which  we  import 
from  Germany,  viz.,  laces  and  embi'oideries. 
To-day  the  German  mark  is  worth  about 
$.016.  Its  standard  value  before  the  war 
was  $.238.  In  other  words,  it  is  now  worth 
approximately  one-fifteenth  of  its  pre-war 
value.  To-day  we  are  paying  for  the  goods 
which  we  import  from  Germany  from  fifteen 
to  eighteen  times  the  pre-war  prices  of  the 
same  goods." 

Import  Prices  Increased 

A  similar  statement  was  made  by  the 
United  States  appraiser  at  the  Port  of  New 
York  in  answer  to  a  questionnaire  of  the 


Germany  Starts  In 


The  come  back  being  staged  by 
Germany  in  the  industrial  field  is 
clearly  brought  out  in  figures  made 
public  on  Monday  of  this  week  by  the 
Department  of  Commerce.  Our  im- 
ports of  German  goods  in  1920  were 
$88,836,280  as  against  $10,608,141 
in  1919  and  $184,21  1,352  in  1913. 
Fertilizer  materials  were  first  in  value 
on  the  1920  list  of  imports.  Chemi- 
cals, including  a  large  amount  of  dye- 
stuffs,  were  second  and  manufactures 
of  cotton  and  sugar  followed. 


Merchants'  Association  of  New  York.  "Gen- 
erally speaking,"  the  appraiser  says,  "the 
prices  of  imported  articles  have  increased  in 
the  ratio  that  the  foreign  currency  depre- 
ciated as  compared  with  the  United  States 
dollar. 

"Linens  from  Germany  have  increased  in 
value  in  marks  over  1914  prices  approxi- 
mately 2500  to  3000  per  cent.  Depreciation 
in  exchange  during  the  same  period  is  about 
93  per  cent.  The  German  prices  converted 
at  the  approximate  present  exchange  value 
of  the  mark  approximates  an  increase  of  58 
per  cent  in  United  States  gold  over  pre-war 
prices  in  United  States  gold. 

Chinaware  Values  Jump 

"German  chinaware  selling  before  the  war 
at  4  marks  is  now  sold  to  the  United  States 
at  $2.50  and  in  the  home  market  at  60  marks. 
Duty  is  assessed  on  the  home  market  value, 
which,  converted  into  United  States  cur- 
rency, approximates  96  cents.  Therefore, 
the  selling  price  in  the  United  States  has 
increased  150  per  cent  over  pre-war  prices, 
whereas  the  assessment  duty  is  approxi- 
mately at  the  value  prevailing  before  the 
war. 

"Cutlery  from  Germany  has  increased  iii 
value  in  marks  over  1914  prices  approxi- 
mately 2500  per  cent.  Depreciation  in  ex- 
change during  the  same  period  is  about  93 
per  cent.    The  present  German  prices  con- 


verted at  the  approximate  present  exchange 
value  of  the  mark  averages  an  increase  of 
50  per  cent  in  United  States  gold  over  pre- 
war prices  in  United  States  gold." 

Low  Exchange,  High  Prices 

Similar  data  is  given  for  other  countries 
to  the  same  effect.  It  has  been  pointed  out 
frequently  by  the  ECONOMIST  that  deprecia- 
tion in  the  currency  of  a  country  is  invari- 
ably accompanied  by  a  rise  of  prices  in  that 
country,  because  it  means  that  the  exchange 
value  of  that  currency  is  lowered  not  only 
with  respect  to  gold  but  with  respect  to 
commodities.  So  that  in  countries  like  Ger- 
many, where  the  currency  is  greatly  depre- 
ciated, prices  must  remain  correspondingly 
high.  It  is,  therefore,  a  fallacious  theory 
that  because  of  their  depreciated  currencies 
we  can  buy  in  Germany  and  other  coun- 
tries more  cheaply  than  we  could  at  normal 
exchange. 

After  discussing  the  probable  effect  of 
the  proposed  law  on  the  consumer  and  the 
revenue,  the  statement  of  the  Lace  and  Em- 
broidery Association  goes  on  to  discuss  the 
difficulties  of  appraising  the  domestic  mar- 
ket value  of  lines  such  as  laces,  embroi- 
deries, fancy  cotton  goods,  veilings  and  nov- 
elties of  many  kinds  which  its  members 
import.  In  the  first  place,  the  appraiser 
would  have  to  comb  all  the  markets  of  the 
United  States  —  examining  all  the  goods 
offered  for  sale  by  domestic  manufacturers 
and  wholesalers — In  order  to  ascertain  if 
any  comparable  merchandise  is  made  and 
sold  in  this  country  and  at  what  price.  If, 
after  this  exhaustive  investigation,  it  is  es- 
tablished that  no  comparable  merchandise 
is  made  in  the  United  States,  the  appraiser 
will  then  have  to  make  an  investigation  of 
the  price  at  which  similar  imported  mer- 
chandise is  sold  in  the  United  States. 

The  Importer  Would  Wait 

The  amount  of  time  necessary  to  make 
such  an  investigation  can  easily  be  imagined. 
It  is  doubtful  if  it  would  be  really  prac- 
ticable. But,  granting  its  practicability,  the 
fact  remains  that  the  importer  would  have 
to  wait  for  a  considerable  period  after  his 
goods  were  received  before  he  could  learn 
how  much  duty  he  would  have  to  pay  on 
them  and,  consequently,  how  much  they 
would  cost  him. 

Furthermore,  as  the  Lace  and  Embroi- 
dery Association  points  out,  most  of  its  im- 
ported lines  are  seasonal  goods  which  depre- 
ciate in  value  as  the  season  advances. 
"Therefore,  to  appraise  such  seasonal  goods 
at  their  selling  price  in  this  country  at  the 
very  beginning  of  the  season,  when  their 
popularity  is  greatest,  and  to  apply  that 
price  to  an  importation  which  may  sell  well 
to  start  with  but  later  show  a  loss,  is  mani- 
festly unfair." 

Sold  Before  Orders  Are  Placed 

Then,  again,  says  the  statement  of  the 
Association,  "the  lines  we  import  are  made 

(Continued  on  page  lOO) 
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APRONS 


APRONS 


EVERY  KIND  of  APRON 

at  EVERY  KIND  of  PRICE 


Short  aprons  $2.00  to  $17.00 

with  bibs   2.75  to  21.00 

Long  aprons   3.00  to  15.00 

with  bibs   3.50  to  21.00 

Gingham  aprons   3.50  to  7.25 


Black  aprons  $4.00  to  $12.00 

White  cover-alls  11.00  to  27.00 

Bungalows    9.00  to  21.00 

Uniforms  27.00  and  up. 


Nurses',  Maids'  and  Dust  Caps,  also  Collar  and  Cuff  Sets  to  match 


EVERY  APRON  LOCK-STITCHED 

Whatever  your  needs  in  aprons,  DEAN  can  supply  you.  With  three 
large  factories  working  the  year  round,  DEAN  has  the  largest  apron 
output  of  any  manufacturer  in  the  world.  DEAN  employs  no  road 
salesmen  so  his  sales  cost  is  the  lowest  and  his  prices  correspond. 


Write  NOW  for  Sample  Assortment 


THE  W.  H.  DEAN  CO.,  45  East  17lh  St.,  New  York 

Mfrs.  Aprons,  Maids'  and  Nurses'  Uniforms,  Caps,  Etc. 
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House  Dresses  Come  to 
Fore  as  Summer  Nears 


Purchasers  influence  turnover  and  turn- 
over is  the  basic  principle  of  profit  in  retail 
selling.  Therefore  consider  the  purchaser. 
Think  of  her  needs  and  offer  her  merchan- 
dise that  yviU  benefit  her  to-day  and  not  next 
Christmas. 

There  is  a  psychological  period  in  every 
calendar  year  in  which  certain  merchandise 
will  sell  best.  Demand  or  necessity  ascer- 
tains this  time,  and  knowledge  of  human  na- 
ture and  the  activities  of  the  customer  en- 
able merchants  to  be  guided  by  the  buying 
habits  of  the  public. 

In  the  matter  of  house  dresses,  which  to 
a  large  extent  are  seasonable  goods,  the 
spring  and  summer  months  are  the  natural 
times  to  sell  them.   At  these  periods  women 
are  replenishing  their  hot  weather  ward- 
robes.   They  are  also  preparing  for  spring 
housecleaning  as  well  as  look- 
ing forward  to  summer  cottage 
life  in  the  mountains  or  by  the 
seashore.   By  anticipating  this 
demand  and  having  stocks  in 
proper  shape  to  meet  it  this 
department  of  utility  dresses  is  capable  of 
making  quick  if  not  the  quickest  turnovers  in 
the  store. 

Sale  Goes  Big 

Proof  of  the  business  getting  powers  of 
this  merchandise  was  demonstrated  in  a  re- 
cent house  dress  sale  staged  by  Marshall 
Field,  Chicago,  in  which  thousands  of  these 
garments  were  sold.  The  success  of  the  sale 
might  lead  one  to  believe  that  April  is  the 
big  time  to  sell,  but  that  is  not  the  case. 

On  the  contrary.  May  and  June  are  the 
best  months  to  do  business  in  these  depart- 
ments. At  this  time  families  are  preparing 
for  their  summer  vacations  and  bungalow 
aprons  and  simple  cotton  frocks  are  in  de- 
mand. I  I  ij" 
Get  Stocks  in  Order  " 

Be  sure  to  prepare  for  the  hot  months 
iand  get  your  stocks  in  order.  This  comes  as 
a  timely  warning  to  the  merchant  who  is 
expecting  a  further  drop  in  prices;  this  an- 
ticipated decline  has  come  and  gone.  Many 
manufacturers  of  cotton  house  dresses  re- 
port that  their  output  is  bought  up  until 
May  15.  Buyers  coming  into  the  market  late 
will  meet  higher  prices  and  find  fewer  models 
for  the  reason  that  cottons  are  gradually 
strengthening  in  price  because  the  mill  pro- 
duction of  certain  lines  is  limited  and  the 
demand  has  caused  a  shortage. 

Manufacturers  Take  Loss 

Mills  have  not  been  able  to  fill  orders 
placed  early  in  the  season  by  cutters,  conse- 
quently prices  on  finished  garments  have 
been  forced  up  because  it  has  been  necessary 
for  producers  to  buy  more  expensive  mate- 
rials from  jobbers  in  order  to  fill  their  bills. 
These  manufacturers  have  necessarily  stood 
the  loss,  but  one  lesson  is  sufficient.  They 
will  raise  the  prices  of  their  goods  or  protect 
themselves  against  a  raise  in  fabrics  which 
is  bound  to  come  because  of  shortage. 

Regarding  early  spring  business  in  house 
dresses,  specially  advertised  sales  are  a 
necessary  stimulant,  as  hot  weather  has  not 
forced  the  public  to  seek  cooler  clothes. 

Ads  That  Suggest 

Suggestive  advertising  is  particularly  ad- 
vantageous in  this  merchandise,  for  every 
housekeeper  at  some  time  during  her  busy  °™""  ^'-■"""•""t 


day  has  need  of  a  house  dress  or  apron.  The 
need  may  be  recalled  to  her  mind  by  passing 
a  window  in  which  this  merchandise  is  sug- 
gestively displayed.   For  instance,  a  kitchen 

scene  is  known  to 
every  housekeeper 
and    she  pictures 
herself   in  the 
clean,  crisp  dresses 
which   are  shown 
and  visualizes  the 
ef£  e  ct  upon  the 
other  members  of 
her   household  as 
she  appears  in  a  new,  attractive  frock 
instead  of  an  old  silk  dress  or  a  cast- 
off  kimono.    Any  woman  with  pride 
will  unconsciously  desire  that  dress  in 
the  window,  but  if  she  had  not  seen 
it  in   its  natural   surroundings  the 
thought  would  never  occur  to  her. 


V 


Crossbar  swiss  in  cherry  red, 
combined  with  white  organdy, 
moulded  into  a  summer  frock,  such 
as  shown  at  the  upper  right,  zviJl 
fill  many  a  need  when  hot  weather 
comes.   From  S.  E.  Badanes  Co. 

At  the  lower  right  is  a  red  and 
black  gingham,  striped  in  white 
piquet,  outlined  with  black.  An 
air  of  smartness  is  its  first  appeal 
and  durability  is  its  greatest  asset. 
From  Sassy  Jane  Mfg.  Co.,  Inc. 

At  the  upper  left — an  interest- 
ing use  of  figured  voile  in  tan  and 
brozvn  has  been  worked  out  in  a 
simple  frock  suitable  for  most  any 
occasion  during  the  hot  months  of 
summer.  From  Pearlman  &  Her- 
bert. 

Firefly  red  in  gingham  ivith 
ivhite  organdy  puffs  and  bows  ex- 
presses individuality  in  the  frock 
at  the  left.  From  George  Schul- 
man  &  Co. 


Coat  and  Suit  Notes 

Miss  Bernice  E.  Pray  has  been 
appointed  assistant  buyer  of  women's 
suits  for  the  Gilchrist  Co.,  Boston, 

Mass.,  suc- 
ceeding Mrs. 
R  0  w  e,  who 
resigned. 

Charles  B.  Zimmerman,  who  for 
three  years  has  been  ready-to-wear 
buyer  for  Weinstein  Bros.,  operating 
stores  in  Cohoes,  Troy  and  Schnectady, 
N.  Y.,  has  resigned  to  take  a  similar 
place  with  the  Hudson  Cloak  &  Suit  Co., 
with  a  number  of  stores  in  New  Eng- 
land. 

Miss  J.  Mathas  has  taken  charge  of 
the  suit  department  of  H.  Liebes  &  Co., 
San  Francisco,  Cal.  She  also  directs  the 
coat  and  sports  goods  departments.  Mrs. 
Marine,  formerly  buyer  of  suits,  is  now 
in  charge  of  the  underwear,  waist,  negli- 
gee, sweater  and  handbag  departments. 

W.  H.  Gray,  cloak  and  suit  buyer  for 
Weinstock,  Lubin  &  Co.,  Sacramento, 
Cal.,  now  is  in  charge  of  the  misses'  de- 
partment also,  succeeding  Mrs.  Terry, 
who  will  act  as  his  assistant. 

Miss  Sadie  Jacobs,  formerly  with 
Lansburgh  &  Bro.,  Washington,  D.  C, 
has  succeeded  Miss  C.  Meyers  as  buyer 
of  misses'  coats,  suits  and  skirts  for' A. 
I.  Namm  &  Son,  Brooklyn.  Miss  Jacobs 
has  been  connected  with  the  Ames  Co., 
Cleveland,  0.,  and  the  Wm.  H. 
Block  store,  Indianapolis,  Ind. 

Miss  Helen  Jergens,  former- 
ly with  the  John  Shillito  Co., 
Cincinnati,  Ohio,  has  been  ap- 
pointed assistant  buyer  of  the 
coat,  cloak,  suit  and  dress  de- 
partments of  the  Smith-Kasson 
Co.,  of  the  same  city.  P.  B. 
Clark  is  head  of  these  depart- 
ments. 

Rudolph  Reichelt  has  suc- 
ceeded Mr.  Shay  as  head  of  the 
fur  department  of  the  May  Co., 
Cleveland,  Ohio.  Formerly  he 
was  connected  with  the  Balch- 
Price  Co.,  Brooklyn. 

Miss  E.  D.  Perhan  has  taken 
charge  of  the  ready-to-wear  di- 
vision of  the  Lansburgh  &  Bro. 
store,  Washington,  D.  C.  For- 
merly Miss  Perhan  was  head  of 
the  same  division  for  the  Kauf- 
mann  Department  Stores,  Inc., 
Pittsburgh,  Pa. 


Manufacturers  and  whole- 
salers are  requested  not  to  re- 
print for  advertising  purposes 
articles  from  the  Economist. 
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STRAIGHT  LINE  METHODS 

The  Business  Graphics 

OF 

ERNST  &  ERNST 

A  Necessity  in  the  Control  of  Business 

Clear  and  accurate  mental  pictures  of  your 
business  activities  and  the  conditions  of 
trade  are  vital  to  successful  management. 
Dependable  figures,  of  course,  must  be  the 
basis  of  such  pictures.  But  to  assimilate 
columns  of  figures,  and  get  their  meaning, 
requires  time  and  a  definite  mental  concen- 
tration not  always  at  command. 
The  Business  Graphics  of  Ernst  and  Ernst 
are  the  answer. 

The  value  of  these  charts  to  the  executive 
or  manager  in  any  line  of  business  cannot  be 
exaggerated.  They  make  visible  at  a  glance 
all  progress  or  decline.  They  locate  weak- 
ness and  waste;  disclose  hidden  sources  of 
revenue ;  suggest  balance,  and  point  out  logi- 
cal development.  It  is  impossible  to  avoid 
their  mathematical  conclusions.  They  are 
simple,  definite,  final. 

Ernst  and  Ernst  Business  Graphics  are  the 
work  of  a  large  and  highly  specialized  de- 
partment. The  preparation  of  charts  is 
based  on  sound  engineering  and  accounting 
principles.  These  charts  reduce  to  a  com- 
parable basis,  instantly  visible,  all  elements 
of  a  business  of  whatever  magnitude.  And 
by  the  use  of  simple  standardized  methods, 
the  actual  preparation  of  charts  is  made  pos- 
sible and  practical  by  the  clerks  of  your  own 
office. 

Our  pamphlet  on  "Business  Graphics"  with  sample 
charts  in  colors,  to  executives  or  managers  on  request. 

ERNST  &  ERNST 

AUDITS  -  SYSTEMS 
TAX  SERVICE 


NEW  YORK 

PHILADELPHIA 

BOSTON 

PROVIDENCE 

WASHINGTON 

CHICAGO 

MINNEAPOLIS 

ST.  PAUL 


ST.  LOUIS 

KANSAS  CITY 

CLEVELAND 

BUFFALO 

PITTSBURGH 

DETROIT 

CINCINNATI 

INDIANAPOLIS 


TOLEDO 
ATLANTA 
RICHMOND 
NEW  ORLEANS 
DALLAS 
FORT  WORTH 
HOUSTON 
DENVER 


BATHING  APPAREL 

"MILBURY  ATLANTIC" 

A  Line  of  Distinction 

Not  cheap  merchandise  but  goods  of  quality  that 
give  service,  with  prices  as  low  as  inferior  goods. 


Fully  one  hundred  a«d 
fifty  different  atyle«  of 
ladies'  suits  in  Surf 
Satin.  Mohairs,  Cotton 
Jersey,  Wool  Jersey, 
Wool  and  Silk,  all  Silk, 
from  $18.00  to  $175.00 
per  dozen. 

Men's  suits,  fully  ons 
hundred  different  styles, 
Cotton,  Mixed  Wool  and 
Cotton,  all  Worsted  Silk 
and  Wool,  all  Silk,  from 
$10.50  to  $99.00  per 
dozen. 

At     least  seventy-fiv« 

different  styles  of  Misses, 
Boys  and  Children,  from 
$7.50  to  $96.00  per 
dozen. 

One  hundred  different 
styles  Ocean  Millinery 
of  exquisite  designs. 
Seventy  -  five  different 
styles  of  Bathing  Shoes. 
All  made  in  our  own 
mills. 

Send  for  net  price  lists 
and  shall  be  pleased  to 
submit  samples  to  rep- 
utable dealers. 


The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  .         New  York 

MILLS — Rahway,  N.  J. 


Popper's  Special  Summer  Assortment 

12  HATS  FOR  $36.00 


■ 


STRAIGHT  LINE  METHODS 


Twelve  brand  new,  snappy 
summer  models,  each  one  dif- 
ferent, of  unusual  smart 
design,  with  a  big  value  sell- 
ing appeal. 

Chic  sport  hats  in  black  and 
white  and  high  colors.  Roll- 
ing brim  sailors  of  milan 
straw  and  felt  combined, 
large  transparent  picture 
hats — 'in  short,  the  very  styles 
that  Fifth  Avenue  and  42nd 
Street  will  parade  two  weeks 
hence. 

BE  THE  FIRST 
IN  YOUR  aTY 
TO  SHOW  THESE 
WONDER  VALUES 

Popper  Hats  are  now  featured 
by  the  BIG  STORE  ON  MAIN 
STREET  IN  MORE  THAN 
2,000  AMERICAN  CITIES. 

Be  Wise — 
"COME   TO  POPPER" 


Wire  or  Write 
Today 
For  This 
Assortment 

Immediate  Deliveries 


Watch  this  paper  for  Popper's 
ever  new  Assortments. 

ALFRED  POPPER 

THE    BIO    TRIMMED  MILLI- 
NERY HOUSE 
42  Bond  St.,  New  York  Citj^ 
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Fur  Fashion  Show  Regarded  As  Strong 
Stimulus  to  Entire  Industry 

Ermine,  Broadtail  and  Caracul  Predominate  at  Event  Staged  by 

Division  of  National  Garment  Retailers'  Assn.  at  Commodore  

Trains  on  Coats  and  Dresses,  Skillfully  Handled,  Provide  One  of 

Outstanding-  Features 


THERE  is  no  doubt  in  the  minds  of  any 
one  who  attended  the  Fur  Fashion  Show 
held  at  the  Commodore  Hotel  on  April 
21  that  its  influence  will  be  strongly  felt  in  the 
fur  industry.  It  was  held  at  a  time  when 
stagnation  in  this  field  was  in  sight  and  the 
need  for  stimulating  public  interest  and  rein- 
stating the  popularity  of  furs  was  great. 

According  to  Franklin  Simon, 
president  of  the  National  Gar- 
ment Retailers'  Association,  of 
which  the  Retail  Fur  Division  is 
a  branch,  this  association  seized 
upon  the  moment  when  the  fur 
industry  stood  most  in  need  of 
revitalization  and  so  shaped  that 
event  that  it  now  stands  as  the 
turning  point  in  the  trade. 

Certainly  never  before  have 
furs  been  given  such  an  oppor- 
tunity to  speak  for  themselves 
and  from  the  constant  applause 
which  filled  the  grand  ballroom 
of  the  Hotel  Commodore  a  week 
ago  last  Thursday  night  it  is 
evident  that  the  furriers  took 
advantage  of  the  opportunity. 

Good  Style  Ideas 

Gorgeous  wraps  were  dis- 
played and  from  a  style  stand- 
point there  were  many  ideas  ex- 
pressed of  which  the  coat  and 
suit  designers  might  well  be  en- 
vious. 

According  to  George  W. 
Green,  vice-chairman  of  the  Fur 
Division,  the  Show  has  brought 
about  a  radical  change  in  the 
style  idea  in  this  country.  For 
years  all  modes  in  fur  wraps 
have  been  on  practically  one  or- 
der— the  dolman  with  a  large 
collar.  Individuality  was  virtu- 
ally impossible.  To-day,  thanks 
to  the  promotion  of  fur  fashions, 
the  range  in  styles  is  sufficient 
to  please  all  types  of  women. 

Charming  Creations 

This  advance  is  more  appre- 
ciable this  season  than  it  has 
been  at  any  previous  time  in  the 
history  of  the  fur  trade.  This 
is  Mr.  Green's  own  statement 
and  the  Fur  Show  proved  it. 
There  were  ermine  wraps  of  in- 
tricate design  and  broadtail 
dresses  so  wonderfully  pat- 
terned that  there  was  no  hint  of 
that  bulkiness  which  might  be 
expected  from  a  fur.  There 
were  full  length  pony  coats  trimmed  with 
monkey  and  raccoon,  skating  coats  cut  on  box 
lines  and  finger  tip  length,  also  short  jackets 
of  the  same  fur  with  ruffled  peplums  and  high 
collars  accompanied  with  a  little  round  muff. 

Caracul  in  gray  was  well  represented  in 
seven-eighth  length  flaring  models  and  long 
straight  lines  in  ermine  wraps  elongated  into 


trains  were  trimming  features. 

Elaborate  Linings  Shown 

Loose  panels  were  treated  in  many  novel 
wraps  but  the  most  prominent  was  a  coat  of 
broadtail  with  full  length  panels  over  the 
arms.  These  swung  loose  from  the  coat  and 
were  lined  with  gorgeous  velvet  and  satin 


Ermine  predominated  in  t-Iie  eve- 
ning wraps.  The  model  shown 
here,  from  Bonwit,  Teller  &  Co., 
accentuates  the  long  straight  lines 
favored  this  season,  by  a  train 
hanging  from  the  neck  and  falling 
several  feet  on  the  floor. 


Among  the  unique  fea- 
tures of  the  Fur  Show  were 
street  dresses  of  broadtail. 
Above  is  shozvn  a  model  of 
this  type  made  in  the  favored 
fashion  for  fall  with  closely 
fitting  bodice  and  full  skirt, 
hrom  Stein  &  Blaine. 


brocade.  As  a  rule  linings  were  extremely 
elaborate  in  the  wraps. 

Brown  caracul  was  cleverly  combined  with 
summer  ermine  in  a  stunning  wrap,  the  last 
named  fur  was  used  in  an  entire  wrap  which 
was  very  effective  because  of  its  delicate 
color  and  softness.  German  fitch  received 
considerable  prominence  and  applause  when 


shown — in  a  wrap  handled  like  a  blanket  and 
held  into  place  about  the  waist  with  a  brilliant 
jade  belt  and  deep  tassels. 

Hudson  Seal  Wrap 
A   stunning  wrap   of   Hudson   seal  was 
trimmed  in  a  most  unusual  way  by  underlay- 
ing bands  of  Iceland  krimmer  in  panels  up 
the  sides.   Alaska  seal  was  used 
in    several    wraps,    some  full 
length  and  some  short,  the  short 
box  type  predominating. 

In  making  a  general  survey 
of  the  styles  and  furs  the  most 
striking  feature  was  the  profuse 
use  of  black  and  white  in  the  er- 
mine and  broadtail,  as  well  as 
the  Hudson  seal.  In  sports  coats 
leopard  skins  and  caracul  pre- 
dominated. 

As  to  line  and  silhouette 
there  was  no  trace  of  the  dolman 
but  a  decided  favoring  of  the 
straight  lines  and  fiaring  circu- 
lar effects  in  the  full  length 
wraps  while  finger  tip  box  coats 
were  among  the  smartest  in 
sports  coats. 

Trains  on  coats  and  dresses 
of  fur  were  the  sensations  of 
the  show.  These  were  skilfully 
handled  and  will  undoubtedly  in- 
fluence the  fur  fashions  for  next 
fall. 

A.  E.  Harrison  of  Stein  & 
Blaine  predicts  that  the  influ- 
ence this  fashion  show  will  have 
upon  the  fall  and  winter  season 
will  be  great,  for  such  an  oppor- 
tunity to  express  creative  ability 
among  retail  furriers  is  bound 
to  stimulate  demand.  With  such 
an  incentive  the  designers  will 
not  follow  any  particular  fash- 
ion but  strive  toward  individu- 
ality. 

Al.  Pepper  of  Bonwit,  Teller 
&  Co.  also  expressed  his  opinion 
along  this  line  and  said  that  he 
was  confident  that  the  Fur 
Fashion  Show  marks  a  new  era 
in  the  designing  of  furs. 

John  F.  Schotz  of  Schotz- 
Powers  Co.  declared  the  show 
would  raise  the  prestige  of  the 
industry.  He  regards  it  as  the 
most  significant  move  made  by 
the  trade  in  years.  Following  is  a 
list  of  the  exhibitors:  A. 
Jaeckel  &  Co. ;  Balch,  Price  & 
Co.;  Franklin  Simon  &  Co.;  C. 
C.  Shayne  &  Co. ;  Bonwit,  Teller 
&  Co.;  C.  G.  Gunther's  Sons;  J.  M.  Gidding  & 
Co.;  H.  Jaeckel  &  Sons;  Joseph;  Stein  & 
Blaine;  Schotz-Powers  Co.;  H.  H.  Hornfeck  & 
Sons;  W.  H.  Hall;  S.  J.  Henig,  Inc.;  G.  W. 
Green  &  Co.;  Russek's;  Louis  Siegel;  E.  Hart- 
wig;  Otto  Kahn,  Inc. 


Show  your  employees  the  Economist. 
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to  Yz  Below 
Corsets  of  Like  Quality 

The  Tane  Jackson  corset  is  the  biggest  special  value  ever  offered 
in  corsets  It  is  a  corset  of  the  finest  quality  it  is  possible  to  make 
and  it  is  actually  priced  ;<3  to  ^4  below  corsets  of  similar  quality. 

Heretofore  the  very  finest  corsets  have  always  been  extrava- 
gantly decorated.  Real  lace,  gold  plated  hooks,  hand  embroideries, 
were  excuses  for  exorbitant  prices. 

In  the  Jane  Jackson  these  frivolities  are  eliminated.  It  has  all 
the  appropriate  touches  of  daintiness  that  women  love,  but  the 
costly  non-essentials  are  done  away  with.  Thus  with  the  same 
superlative  quality  in  the  corset  iself  the  price  is  very  much  lower. 
The  Jane  Jackson  brings  custom-made  quahty  m  quantity-made 
prices.    Front  and  back  lace  styles. 

Jane  Jackson  Corsets 

The  Jane  Jackson  is  a  new  idea  in  corset  merchandising.  It  is  a 
new  departure  in  the  corset  department— a  radical  innovation. 

Special  values  are  the  biggest  business  builders.  The  Jane  Jack- 
son means  big  sales  and  big  profits.    Write  for  all  the  details. 

JACKSON  CORSET  COMPANY 

Also  Creator  of  College  Girl  Corsets 

Established  1883  Jackson,  Michigan 
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The  timeliness  of  the  wedding  veil  caused 
several  of  the  leading  stores  to  feature  these 
in  their  windows  during  Lace  and  Embroidery 
Week.  B.  Altnian  &  Co.  displayed  the  beau- 
tiful Carrickmacross  model  at  the  right.  The 
Spanish  influence  is  noted  in  the  arrangement. 

Lace  capes  are  the  newest  style  note.  Heavy 
black  lace  edged  with  deep  silk  fringe  and 
banded  about  the  neck  with  seal  make  this 
fascinating  garment  at  the  left  shown  in  Frank- 
lin Simon  &  Co.'s  window  during  the  week. 

Lord  &  Taylor's  windows  emphasized  what 
they  termed  Trousseau  Week.  One  window 
of  lingerie  contained  many  beautiful  lace 
trimmed  garments  like  the  one  illustrated  above . 
which  ivas  made  of  heavy  white  crepe  meteor 
trimmed  with  real  lace  of  several  varieties  and 
narrow  satin  ribbons  in  which  tiny  artificial 
orange  blossoms  were  knotted. 


Many  Stores  Fail  To  Push  Lace  Week 


Much  disappointment  has  been  felt  in  the 
lace  and  embroidery  industry  because  of  the 
lack  of  interest  which  has  been  shown  during 
Lace  and  Embroidery  Week.  While  last  year 
practically  all  of  the  metropolitan  stores  dedi- 
cated all  their  windqws  to  laces  and  used  a 
fair'  proportion  of  their  advertising  space  to 
promote  this  department,  this  year  an  en- 
tirely different  story  must  be  told.  Only  a 
few  of  the  windows  along  Fifth  Avenue  and 
the  other  shopping  districts  were  filled  with 
laces  or  lace  garments.  A  few  stores  stood  out 
as  notable  exceptions  to  the  rule  and  really 
made  creditable  showings  in  their  displays 
during  the  week. 

Lord  &  Taylor  renamed  the  week  Trous- 
seau Week,  and  acting  along  that  suggestion, 
their  windows  featured  all  types  of  merchan- 
dise suitable  for  the  spring  bride.    This,  of 


course,  did  not  limit  them  to  the  use  of  laces 
and  embroideries,  although  many  of  their 
windows  were  filled  with  such  articles  as  lin- 
gerie which  draped  laces,  and  wedding  gowns 
which  were  hidden  under  gorgeous  real  lace 
veils. 

R.  H.  Macy  &  Co.  filled  two  of  their  Broad- 
way windows  with  the  wide  lace  flouncings 
which  are  so  much  favored  by  fashion  now. 
However,  the  color  of  these  laces  was  very 
striking  in  that  they  were  dyed  a  brilliant 
shade  of  corn. 

Draped  with  brilliant  hued  tulle  these 
laces  stood  out  as  a  very  unusual  display. 

John  Wanamaker's  was  one  of  the  excep- 
tions to  the  rule,  as  in  practically  all  of  the 
stores  Broadway  windows  garments  made  or 
trimmed  with  lace  or  embroidery  were  fea- 
tured. 


One  of  the  very  newest  features  in  lace 
fashion  was  displayed  by  Franklin  Simon  & 
Co.  in  their  Fifth  Avenue  windows.  Some  in- 
teresting models  of  lace  capes  which  seem  des- 
tined to  be  a  leading  factor  in  the  wrap  sales 
for  summer  filled  these  windows.  The  capes 
shown  were  of  black  lace  of  different  varieties 
and  the  styles  varied  considerably.  One  par- 
ticularly attractive  model  was  edged  with  deep 
silk  fringe  and  a  band  of  seal  followed  the 
neck  and  closing  line  of  the  wrap. 

It  must  be  said  that  some  of  the  metropoli- 
tan stores  seemed  to  forget  the  event  entirely. 
However,  those  who  did  take  an  interest  in 
promoting  these  departments  state  that  the 
returns  were  very  satisfactory  and  that  busi- 
ness showed  most  encouraging  increases  as 
results  of  the  publicity  and  promotion  given 
them. 
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Glove  Trends  Clouded  with  Doubt 
As  Paris  Changes  Sleeve  Ideas 

Mousquetaire  Modes  Looked  Upon  in  Many  Quarters  as  Good  Bets 
for  Fall — Sixteen  Button  Length  Picked  to  Lead  the  Field — Vogue 
for  Color  Affords  Chance  to  Retailers  to  Stimulate  Trade  —  Long 
Silk  Styles  Will  Come  Into  Own  with  Approach  of  Warm  Weather 


THE  advent  of  sleeveless  frocks  in  sum- 
mer fashions  has  caused  a  stir  in  the 
glove  market.  Both  vi^holesalers  and 
retailers  had  just  decided  on  a  policy  of  ex- 
treme caution  in  relation  to  anticipating  re- 
quirements on  mousquetaire  gloves  for  fall 
selling  when  these  new  "sleeveless  notions" 
put  in  an  appearance  and  upset  their  best 
laid  plans. 

Evidently  Paris  dressmakers  are  fickle 
when  it  comes  to  sleeve  designs.  One  day  they 
welcome  the  return  of  extremely  long  sleeves, 
a  good  percentage  of  which  are  narrow  and 
tight  or  else  finished  with  a  miniature  cuff, 
and  the  very  next  day  they  whimsically  sub- 
stitute a  tiny  fringe  for  a  sleeve.  With  such 
conflicting  fashion  winds,  it  is  little  wonder 
that  nobody  knows  which  wa^  the  glove  de- 
mand will  blow  for  fall. 

Gambling  on  Mousquetaires 

Certainly,  the  short  sleeve  is  too  securely 
entrenched  in  summer  fashions  to  vanish  with 
the  fall  season.  During  the  first  six  weeks 
short  sleeves  will  dominate  in  the  average 
wardrobe,  thereby  producing  an  outlet  for  12 
and  16-button  mousquetaires.  It  is  impossible 
to  estimate  the  extent  of  this  demand  because 
it  will  vary  substantially  in  different  commu- 
nities, depending  largely  upon  the  degree  of 
local  prosperity.  Unquestionably,  during  the 
early  fall  season,  the  more  exclusive  trade  will 
wear  very  light-weight,  fine  kid  and  lamb 
gloves,  and  those  who  economize  through  ne- 
cessity or  desire  will  wear  the  better  grades 
of  chamois-suedes  in  dull,  soft,  neutral  shades. 

Some  of  the  retailers  in  larger  centers 
have  decided  to  gamble  on  the  success  of 
mousquetaires  for  fall  selling  and  are  placing 
substantial  import  orders  for  August  and  Sep- 
tember delivery.  Among  these  retailers  are 
several  who  gambled  on  the  same  basis  for 
the  spring  season  and  made  a  good  margin  of 
profit  because  they  had  splendid  color,  size 
and  style  assortments  during  the  important 
pre-Easter  season. 

Strapped  Wrists  Make  Progress 

The  more  cautious  glove  department  man- 
agers are  compromising  by  increasing  their 
percentage  of  orders  for  strapped  wrist  and 
slip-on  styles  in  intermediate  length.  This  is 
no  doubt  a  course  of  safety  because  such  gloves 
are  sufficiently  versatile  to  be  worn  with  the 
long  tight  sleeve  of  the  tailormade  or  with 
the  flowing  sleeve  of  the  frock. 

Prominent  importers  of  fine  leather  gloves 
estimate  that  approximately  40  per  cent  of  the 
advance  orders  now  being  booked  are  for 
strapped  wrist  gloves,  with  35  per  cent  on  12, 
16  and  20-button  mousquetaires. 

This  would  seem  to  indicate  that  the 
standing  of  the  wrist  length  glove  is  insecure, 
but  such  is  not  the  case.  The  present  bulk  of 
retail  stocks  of  leather  gloves  is  in  wrist 
length  style,  and  that  is  one  reason  why  the 
percentage  of  orders  for  fall  is  so  small. 

When  the  fall  season  gets  under  way,  the 
Economist  is  of  the  opinion  that  25  per  cent 
of  the  business  will  be  in  mousquetaires,  with 


the  16-button  length  leading.  There  is  cer- 
tainly little  risk  involved  in  stocking  liberally 
the  wrist  length  and  strapped  wrist  styles,  be- 
cause any  surplus  can  be  counted  on  to  sell 
for  gift  purposes  during  November  and  De- 
cember. 

New  Yellow  Tones 

In  spite  of  rumors  as  to  the  revival  of 
black  and  white,  the  tendency  toward  color  in 


The  vogue  for  frills  in  women's  neckwear 
is  exemplified  in  this  white  net  guimpe  from 
Oppenheim  &  Baruch,  Inc.  The  flowing 
jabot  is  decorated  with  val  insertion  and  a 
Venise  edging. 

gloves  is  growing  more  pronounced.  One  of 
the  high  style  colors  is  a  new  shade  of  clear 
yellow  bordering  on  primrose.  This  shade  is 
especially  handsome  in  the  fine  French  suedes 
and  the  exceedingly  light  weight  glace  kid. 

Surprise  is  being  expressed  at  the  promi- 
nence given  to  gray  shades  in  the  new  fall 
color  card,  as  this  color  is  waning  in  gloves 
and  is  not  expected  to  be  a  strong  factor  for 
fall.  Mode,  buff  and  beaver  tones  and  a  new 
light  shade  of  tan  are  very  much  more  in  keep- 
ing because  they  harmonize  with  the  dark  furs 
and  with  the  rich  tones  in  autumn  fabrics. 
However,  it  is  likely  that  a  certain  percentage 
of  gray  gloves  will  sell  for  wear  with  gray 
squirrel  coats  of  last  season,  which  will  no 
doubt  be  put  into  service  again  this  fall  and 
winter. 

Wholesalers  and  retailers  should  foster  the 
vogue  for  color  in  gloves  because  of  the  oppor- 
tunity offered  to  sell  more  in  the  matching  of 
gloves  to  footwear,  millinery  or  ready-to-wear. 
As  is  well  known,  the  introduction  of  fancy 
colors  and  styles  in  shoes  is  pulling  that  indus- 
try out  of  the  "slough  of  despond"  to  a  plane 


of  at  least  fairly  gratifying  profits. 

The  new  glove  lines  abound  in  handsome 
color  combinations.  Chocolate  brown  is  asso- 
ciated with  new  tan  shades,  with  cafe  au  lait, 
with  primrose  and  with  castor.  Gray  reap- 
pears as  a  companion  to  terra  cotta,  castor  or 
ecru. 

This  two-tone  vogue  provides  an  element 
of  richness  and  variety  which  is  sure  to  stimu- 
late immediate  action  when  these  new  styles 
make  their  debut  at  the  fall  openings. 

One  of  the  most  hopeful  signs  of  a  gen- 
eral revival  in  the  leather  glove  industry  is 
the  stressing  of  style  instead  of  price.  Real 
value  in  leather  or  in  fabric,  coupled  with 
fashion  value,  still  commands  a  good  price  in 
the  glove  market  both  at  wholesale  and  at  re- 
tail and  there  is  little  justification  for  believ- 
ing that  prices  on  standard  glove  merchandise 
of  this  character  will  decline  below  the  present 
quotations  in  time  to  affect  fall  selling.  Liquid- 
ation both  in  the  wholesale  and  in  the  retail 
market  has  taken  place  in  an  orderly  manner 
and  prices  have  settled  to  a  level  consistent 
with  present  production  costs.  Riff-raff  will 
continue  in  abundance,  but  it  will  assume  its 
rightful  place  as  a  bargain  table  proposition 
in  the  average  glove  department  and  not  in- 
terfere with  the  movement  of  good  quality 
substantial  glove  merchandise. 

Chamois-Suede  Outlook  Precarious 

Recent  developments  in  the  glove  market 
would  indicate  that  where  real  economy  is  the 
prime  motive  in  glove  purchasing,  good  grades 
of  chamois-suede  and  of  silk  gloves  will  be 
preferred  to  low-grade  leather  gloves  in  the 
fall  selling.  There  is  a  greater  yield  of  sat- 
isfaction per  dollar  invested  in  the  chamois- 
suede  than  there  is  in  the  inferior  leather 
products,  which  should  insure  an  excellent 
business  in  this  class  of  goods. 

The  price  outlook  of  chamois-suedes  is  ex- 
ceedingly dubious  because  of  the  unsettled 
tariff  situation.  Should  the  valuation  of  the 
mark  be  placed  on  the  high  plane  now  indi- 
cated it  will  undoubtedly  mean  a  decided  ad- 
vance in  the  price  of  imported  chamois-suedes. 
Certainly;  there  is  no  reason  to  expect  that 
chamois-suede  gloves,  whether  of  domestic  or 
foreign  production,  will  be  much  lower  for 
fall  selHng.  Realization  of  this  condition  is 
influencing  some  of  the  far-sighted  retailers 
to  book  conservative  orders  on  chamois-suedes 
for  early  September  delivery.  In  these  early 
orders  12  and  16-button  length  chamois-suedes 
and  strapped  wrist  styles  are  dominant.  Very 
soft  buff  and  mode  tones  are  preferred,  but 
beaver,  gray  and  champagne  are  included  in 
the  order  enumerated. 

More  favorable  weather  conditions  are 
awaited  to  put  ginger  into  the  movement  of 
long  silk  gloves.  Both  the  wholesaler  and  the 
retailer  are  primed  for  a  phenomenal  busi- 
ness in  May  which  should  follow  the  general 
donning  of  early  summer  attire.  The  leading 
color  of  the  moment  in  the  larger  centers  is 
mode,  but  gray  is  still  a  general  favorite.  The 
odds  are  on  long  white  gloves,  however,  for 
May  selling. 
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^^7(nocliing  at  Xfour  ^oor 

IV/f  OST  WOMEN  who  come  to  your  glove  counters  realize  that  it  is  economy 
and  the  badge  of  good  style  to  own  several  pairs  of  gloves  at  one  time. 
Buckskin  gloves  have  won  an  important  place  in  their  wardrobe. 
You  can  quickly  convert  the  doubting  and  substantially  increase  your  glove 
business  by  featuring 

Gates  Buckskin  Gloves  for  Women 


in  your  window,  in  your  advertis- 
ing and  on  the  lips  of  your  sales- 
women. 

The  Gates  trademark  on  the  clasp 
means  Buckskin  Gloves  at  their  best. 
Every  pair  made  from  selected  skins, 
expertly  fashioned  by  buckskin  glove 
craftsmen.  All  seams  "TRIPLSEWN" 


— a  special  stitching  of  thrice  ordinary 
strength. 

The  only  "Knock"  given  GATES 
GLOUES  is  that  of  opportunity — to 
the  retailer.  Send  for  our  new  leaflet 
"Why  Mary  Wears  Buckskin  Gloves." 
It  is  the  starting  point  for  greater 
activity  at  your  glove  counters. 


Style  No.  995 — Genuine 
Buckskin  leather  of  first 
quality,  six  button  length, 
sewn  full  Prixscam,  contrast 
cable  stitch  pointing,  gore 
and  strap  with  adjustable 
clasp  at  wrist.  Colors: 
Gray,  Drab,  Fawn,  Olive, 
Brown  and  Chamois.  Price, 
$36  p2r  dozen 


GATES,  (VitLLS  eO. 

tJOHNSTOWN  NEW  YORK. 
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Raw  Material  Price  No  Basis 
For  Figuring  Near  Buys 

Expectation  of  Drop  in  Silk  Should  Play  No  Part  in  Influencing 
Hosiery  Purchases  Now— Call  for  Browns  Increasing  While 
Grays  Slacken— Full  Fashioned  Strike  No  Nearer  Solution 


AGAIN  it  seems  necessary  to  point  out  to 
buyers  that  while  it  is  good  business  to 
follow  the  trend  of  raw  material  markets 
closely,  to  use  developments  in  this  division  of 
the  textile  field  as  a  basis  for  buying  calcula- 
tions within  a  comparatively  short  distance 
into  the  future  is  sure  to  result  in  self-decep- 
tion. Several  instances  recently  have  been 
noted  where  buyers  who  are  convinced  that 
there  is  to  be  a  decline  in  raw  silk  have 
thought  it  wise  to  buy  in  limited  quantities 
only,  expecting  a  decline  in  finished  goods 
shortly  after  the  drop  takes  place. 

In  normal  times  there  is  no  justification 
for  such  figuring.  During  the  past  year,  when 
manufacturers  had  to  force  business  and  when 
price  readjustment  on  the  basis  of  raw  ma- 
terial prices  was  general,  it  was  of  some  value. 
But  it  must  be  noted  that  the  silk  hosiery 
market  is  nearer  normal  to-day  than  for  quite 
a  while.  That  is,  it  is  fairly  normal  in  that 
there  is  no  sharp  fluctuation  in  manufacturing 
costs  and  raw  materials,  and  there  is  a  good 
consumer  demand  for  the  product.  Further- 
more, manufacturers  generally  have  made 
prices  which  leaves  them  little  to  spare  be- 
tween profit  and  loss,  and  there  is  little  reason 
to  expect  that  they  will  be  able  to  remark  their 
goods  immediately  as  the  raw-material  market 
shifts. 

Feel  Sure  of  Raw  Silk  Drop 

A  few  weeks  ago  it  was  said  that  the  pros- 
pect of  a  decline  in  raw  silk  was  remote  be- 
cause of  the  action  of  the  Japanese  Govern- 
ment in  coming  to  the  aid  of  the  syndicate 
charged  with  the  duty  of  maintaining  a  mini- 
mum price  on  silk.  There  is  a  wide  and  per- 
sistent feeling  among  silk  people  in  this  coun- 
try, however,  that  a  decline  is  coming.  They 
predicate  their  belief  on  the  coming  of  the 
new  crop  to  supplement  the  stocks  on  hand. 
The  weakening  of  silk  in  the  last  few  days 
may  be  a  forerunner  of  the  expected  decline. 

What  Drop  Means  to  Prices 

When  silk  hosiery  was  selling  at  figures 
that  justified  retail  prices  of  $2.50  and  $3  a 
pair  or  more,  a  dollar  a  pound  for  silk  meant 
little.  Now  it  means  a  good  deal  more. 
Roughly  speaking,  a  good  silk  stocking  takes 
about  a  pound  of  raw  silk  per  dozen,  as  the 
degumming  process  brings  the  weight  down 
something  like  20  per  cent,  and  12  to  13  ounces 
may  be  allowed  for  good,  medium-size  stock- 
ings of  standard  length.  The  loss  of  a  dollar 
a  pound  in  the  raw  state  thus  makes  a  differ- 
ence of  about  a  dollar  in  the  finished  goods — 
at  the  mill.  That  is  worth  waiting  for  when 
it  is  easy  to  wait.  But  with  demand  as  good 
as  it  is,  no  one  ought  to  think  for  a  moment 
about  the  saving  to  come  sometime  in  the 
future,  even  if  the  break  were  expected  within 
a  week  from  now. 

The  scarcity  of  full-fashioned  silks  for  im- 
mediate delivery  has  spurred  the  call  for  good 
seamless  hose,  as  was  predicted  sometime  ago, 
and  the  mock-seam  variety  has  felt  a  similar 
impetus.  We  do  not  think,  however,  that  the 
mock-seam  hose  as  a  substitute  for  the  full- 
fashioned  article  is  likely  to  "take"  as  well 
as  it  did  during  the  post-war  period.  Good 
seamless  hose  are  in  a  better  position  because 
people  have  become  well  used  to-  the  "fake" 


seam  and  it  no  longer  has  the  appeal — as  a 
substitute — which  it  once  had. 

Brown  Still  Growing 

The  call  for  gray  seems  to  slacken  right 
along.  A  number  of  cases  have  been  observed 
where  orders  for  grays  have  been  switched 
to   other  colors,    especially   to   the  lighter 


This  picot  edged  step-in  drawers,  decorated 
with  small  bonus  in  self -colors  at  the  sides  is  of 
silk  in  drop-stitch  design,  as  in  the  accompany- 
ing vest.    From  the  Realsilk  Fabrics  Corp. 

browns.  Retailers  need  not  worry  about  their 
stocks  of  the  former  shade,  however,  if  indeed 
they  have  been  able  to  accumulate  anything 
like  a  stock.  Shoe  manufacturers  still  are  de- 
livering gray  footgear  ordered  for  selling 
around  Easter,  and  these  shoes  will  go  into 
consumption  somehow  and  gray  stockings  will 
go  out  of  the  store  with  them.  There  is  no 
resisting  the  increasing  demand  for  browns, 
however.  White  has  not  taken  hold,  though 
shoe  manufacturers  are  deluged  with  orders 
for  white  shoes  for  quick  delivery. 

Philadelphia  Strike  Shows  No  Let-up 

That  the  supply  of  full-fashioned  silks  will 
be  increased  in  the  near  future  is  open  to 
doubt.  The  Philadelphia  manufacturers  have 
declared  for  the  open  shop,  and  though  they 
are  not  unanimous  in  their  desire  to  keep  up 


the  fight,  especially  on  this  basis,  they  appar- 
ently will  stick  together.  The  open-shop 
angle  adopted  was  a  surprise  to  the  workers, 
whose  leaders  say  their  whole  contention  was 
over  the  point  of  lower  wages,  the  closed  or 
open  shop  not  entering  into  the  discussion. 
They  say  it  is  unlikely  that  manufacturers 
will  be  able  to  get  additional  help  to  run  their 
mills  through  adoption  of  this  position,  as  full- 
fashioned  operatives  elsewhere  are  well  em- 
ployed. 


Output  Speeds  Up 

How  the  knit  underwear  business  has 
picked  up  since  the  first  of  the  year  is  demon- 
strated by  some  figures  given  out  by  the  Knit 
Goods  Manufacturers  of  America  showing  the 
production  of  a  number  of  mills  and  the  loss  in 
dozens  from  their  normal  production.  In  the 
summary  both  winter  and  summer  underwear 
are  included.  For  January,  61  mills  with  a 
normal  production  of  852,007  dozens,  produced 
only  148,023  dozens,  or  16.4  per  cent  of  nor- 
mal. February  saw  improvement,  248,431  out 
of  a  normal  886,367  dozens  being  turned  out 
by  63  mills,  or  28  per  cent.  In  March  there 
was  a  jump,  421,140  out  of  a  normal  of  839,- 
307  dozens  being  produced  by  62  mills,  or  ap- 
proximately 50  per  cent.  The  average  for  the 
three  months'  period  is  31.7  per  cent.  The 
mills  are  among  the  largest  in  the  country, 
supplying  a  good  proportion  of  the  country's 
netherwear  needs. 


Underwear  Men  Will  Meet  at 
Philadelphia 

The  Seventeenth  Annual  Convention  and 
Knitting  Arts  Exhibition  of  the  National  As- 
sociation of  Hosiery  and  Underwear  Manufac- 
turers will  be  held  in  Philadelphia,  Pa.,  May 
2  to  6,  housed  in  the  Philadelphia  Commercial 
Museum.  These  knitting  exhibitions  consist, 
usually,  of  displays  of  machinery  and  devices 
of  chief  interest  to  manufacturers  of  hosiery 
and  underwear.  However,  processes  of  manu- 
facture and  finishing  are  demonstrated  in  con- 
nection with  different  mechanical  devices 
shown  there  and  make  a  very  interesting 
study  for  anyone  interested  in  the  business. 


Bits  of  News 


E.  W.  Evans,  who  recently  disposed  of 
the  Evans  Dry  Goods  Co.,  Dover,  Ohio,  will 
open  a  new  store  at  Lorain,  Ohio,  about  May 
1.  General  dry  goods  and  women's  ready- 
to-wear  will  be  carried. 

The  Strasburger  Dry  Goods  Co.,  Parsons, 
Kan.,  has  been  out  of  business  since  the 
store  burned  two  years  ago.  H.  Strasburger, 
president  of  the  former  concern,  says  a  great 
deal  of  mail  still  comes  for  the  firm  and 
suggests  the  revision  of  mailing  lists  includ- 
ing its  name. 

A  recent  fire  that  caused  several  hun- 
dred thousand  dollars'  loss  to  property  in 
Johnstown,  Pa.,  resulted  in  damage  of  $25,- 
000  to  the  Schwartz  Bros,  department  store. 
The  stocks  in  several  departments  were  de- 
stroyed and  in  others  were  damaged  by  smoke 
and  water.  The  loss  is  fully  covered  by  in- 
surance. 

The  Stanley  Insulating  Co.,  vacuum  bot- 
tle manufacturers,  formerly  at  43  Exchange 
Place,  have  removed  to  the  Fifth  Avenue 
Building.  Donald  H.  Parsons  and  Mr.  Lib- 
bey  are  in  charge. 
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.^WAISTS  (in  Knit  and  Cambric  Styles).  Impressed 
by  the  genuine  good  value  of  these  practical,  comfortable 
underwaists,  Mothers  are  sure  to  ask  for  other  garments  in 
the  "M"  line.  And  most  often  when  they  come  back,  they 
shop  for  themselves. 

Such  is  the  business-building  influence  of  The  Perfect 
Underwear  for  Children. 

NOW  is  the  time  for  you  to  stock  and  display  "M"  Garments  for  spring 
selling  The  "M"  line  is  the  one  that  wins  Mother  confidence  through  the 
remarkable'  good  value  in  every  garment  —  and  a  Mother  is  an  especially 
profitable  customer  for  you  to  have.    The  "M"  Hne  mcludes: 


Infants'  Shirts 

(fold-over  and  buttoned  front) 

Infants'  Diaper-Supporting 
Bands 


Children's  Waists 
Waist  Union  Suits 
Plain  Union  Suits 

(in  knit  and  woven  fabrics) 


You  Profit  by  Our  Prepaid  Transportation  Service 

To  trade  east  of  Montana,  Wyoming,  Colorado  and  New  Mexico:  In  consideration 
of  any  order  totaling  30  dozen  "M"  Garments  or  more,  and  on  which  freight  will 
Se  prepaid,  we  agrfe  to  prepay  freight,  express  or  parcel  post  (o^r  oPf of 
shipping)  on  aU  subsequent  fill-in  orders  during  the  season  m  which  said  3°  dof  n 
order  l^s  been  shipped.  To  trade  west  of  above  points  we  allow  one-half  freight 
charges  only,  on  orders  totaling  30  dozen  or  more. 

Spring  Season — February  Ist  to  August  1st 
Fall  Season — August  1st  to  February  1st 


You  will  find  it  to  your  advantage  to  check  up  now  and  see  that  you  have  a 
complete  supply  of  "M"  Garments  on  hand.  Order  early  for  immediate  delivery. 

Minneapolis  Knitting  Works 

626  Bryant  Ave.  North,  Minneapolis,  Minn. 


..  "GADMENTS 

'S77i<P  PERFECT  UN DEEWEAB.  For   CHILDREN  , 


MINNEAPOLIS 
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Launching  of  Definitely  New  Styles 
For  Men  Will  Boom  Business 

Novel  Patterns  and  Attractive  Prices  Promised  for  Summer  and 
Fall  Season  —  Blue  Serge  Suits  Hold  High  Place  in  Masculine 
Favor — importance  of  Placing  Orders  Well  in  Advance  Stressed 


NOVEL  patterns  and  styles  and  low  prices 
are  to  be  the  big  outstanding  features 
in  the  men's  and  boys'  wear  trade  dur- 
ing the  summer  and  fall  seasons.  With  plenty 
of  time  having  elapsed  since  the  depression  in 
business  conditions  and  prices  last  spring,  to 
get  rid  of  the  huge  surplus  stocks  of  all  kinds 
of  apparel,  something  new — something  dis- 
tinctly different  will  prove  the  salvation  of 
the  trade  for  the  next  season  or  two  at  least. 
Novelties  will  be  the  life  of  the  men's  and 


Collar-attached  shirts  are  to  be  extremely 
popular  this  year  for  business  as  well  as  sports 
wear.  Here  is  one  of  tan  cotton  pongee  ivtth 
a  low  setting  collar  and  short  points.  There 
is  a  double  row  of  stitching  as  an  added  trim. 
Rounded  pocket  with  flap  and  double  cuffs. 
Made  by  The  Harry  Berger  Shirt  Co. 

boys' ~  wear  business — the  extra  stimulation 
necessary  to  supplement  the  sales  volume  on 
the  regular  staple  lines  and  put  the  trade  "over 
the  top."  Manufacturers  and  retailers  of 
wearing  apparel  for  young  men  must  emulate 
to  some  extent  the  practise  of  the  women's 
apparel  trade,  namely,  to  create  the  desire  for 
something  new  by  changing  the  style  ideas. 
When  the  styles  are  changed  the  old  clothing 
and  other  articles  of  wearing  apparel  look  out 
of  date  and  are  set  aside  for  something  novel. 

Surplus  Stocks  Slashed 

When  the  business  depression  came,  large 
surplus  stocks  of  all  kinds  were  left  in  the 
hands  of  manufacturers,  wholesalers  and  mer- 
chants. Everyone  is  painfully  aware  of  the 
slashed  prices,  entailing  heavy  losses,  and  other 
troubles  experienced  in  working  olf  those  big 
stocks. 

Pleased  with  the  idea  of  taking  advantage 
of  bargain  prices,  the  average  man  has  stocked 
up  with  three  or  four  extra  suits  of  clothing, 
half  a  dozen  extra  shirts  and  some  extra  hats, 
neckties,  socks,  belts,  underwear  suits  and 
other  furnishings.  Now,  it  is  of  course  per- 
fectly obvious  and  logical  that  so  far  as  actual 


needs  go,  such  a  man  has  enough  clothing  and 
furnishings  to  last  him  for  at  least  another 
year  without  making  any  purchases. 

It  is  just  as  obvious  that  unless  new  ar- 
ticles are  pushed,  and  pushed  hard,  for  the 
next  year  or  so,  business  will  suffer  seriously. 
Conservative  styles  vv^ere  absolutely  essential 
during  the  period  of  liquidation  to  give  what 
little  protection  was  possible  to  the  holders  of 
large  surplus  stocks  of  high-priced  goods. 

Extremes  Not  Necessary 

With  the  necessity  for  something  new  to , 
offer  the  male  population  of  the  country,  it  is 
not  necessary  to  go  iQ  the  extreme  of  buying 
really  "freakish"  merchandise.  In  many  lines 
it  takes  only  some  slight  changes  to  give  the 
article  an  entirely  different  appearance  and 
it  will  do  the  trick.  Young  men  are  always  in 
search  of  something  new,  and  the  wise  mer- 
chant will  be  the  one  who  will  hav^  something 
to  satisfy  their  desire.  '  • 

Department  managers  as  a  whole  were 
overly  cautious  in  placing  orders  for  spring 
merchandise,  with  the  result  that  there  has 
been  a  considerable  scramble  in  the  markets 
for  merchandise  in  the  wanted  patterns  and 
styles.  Many  orders  for  clothing,  for  in- 
stance, that  were  wanted  for  the  Easter  trade 
are  only  just  being  delivered.  One  of  the  un- 
expected features  about  that  condition  was 
the  very  small  amount  of  cancellation  and  re- 
turn of  goods.  The  goods  were  accepted 
despite  the  late  delivery  because  merchandise 
was  not  easy  to  find. 

Order  Well  in  Advance 

The  result  of  that  scramble  for  suits, 
shirts,  hats  and  other  articles  is  expected  to 
be  a  very  much  greater  percentage  of  orders 
placed  well  in  advance  for  the  fall  season.  It 
has  been  demonstrated  to  the  satisfaction  of 
must  buyers  that  it  is  not  possible  to  go  into 
the  market  at  any  old  time  and  buy  enough  de- 


Snappy  style  in  a  baliluke  hat  made  with  a 
2%-inch  crown  ridge  across  top,  2.y2-inch 
slightly  curved  brim,  wide  brown  band,  green 
satin  lining.  From  New  England  Panama  Hat 
Co. 


•sirable  merchandise  for  immediate  delivery,  as 
was  possible  during  the  period  of  stock  liqui- 
dations. Business  needs  must  be  anticipated 
and  the  orders  placed  far  enough  in  advance 
by  the  merchants  to  permit  the  manufacturers 
to  buy  materials  from  the  mill  and  manufac- 
ture the  merchandise. 

For  the  immediate  future,  blue  serge  suits 
are  showing  their  old-time  popularity,  as  had 
been  predicted.  Double-breasted  models  in  two 
and  three  buttons  are  particularly  good  sellers, 
in  the  larger  cities  especially. 

/' 

Tropical  Cloths  Sell  Well 

Clothing  of  tropical  cloths  is  already  be- 
ginning to  sell  well  even  in  the  northern  sec- 


IVide  stripes  are  having  considerable  popu- 
larity in  novelty  patterns  for  shirts.  Here  is 
one  with  wide  stripes  of  blue  and  white  com- 
bined with  narrow  stripes  of  yellow  and  pale 
green  colored  yarn  woven  cloth  with  satin 
stripes.    Made  'by  The  Banner  Shirt  Co. 

tions  of  the  country,  where  the  warm  weather 
has  not  set  in  as  yet.  In  several  large  New 
York  store  clothing  departments,  suits  made 
of  a  well-known  brand  of  material  have  been 
selling  well  at  $10  and  $12. 

In  the  heavier  materials,  herring-bone 
weaves,  narrow  pencil  stripes  and  small  checks 
in  grays,  browns  and  blues  are  holding  first 
place  just  now. 

The  public  is  demanding  good  values  for 
its  money,  and  price  is  still  an  important  con- 
sideration. Therefore  one  of  the  strongest  ap- 
peals which  the  clothier  can  make  just  now  is 
emphasis  on  the  economy  of  suits  with  two 
pairs  of  pants.  Every  man  and  every  boy 
knows  of  the  good  coats  and  vests  which  are 
useless  because  one  pair  of  trousers  have  been 
worn  out.  It  may  be  thought  that  selling 
suits  with  two  pairs  of  trousers  hurts  busi- 
ness, but  the  demand  has  set  strongly  in  that 
direction,  and  such  suits  must  be  kept  on  hand 
at  least  until  the  idea  goes  out  of  the  con- 
sumers' mind.  Forty  dollars  is  the  favorite 
price  level  for  suits  of  good  quality,  but  the 
price  can  be  increased  enough  to  care  for  an 
extra  pair  of  pants. 

One  man  prominent  in  the  clothing  industry 

(Continued  on  page  87) 
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Make  us  Your 
Stockroom 


TODAY  the  profit  progress  of 
SUPERIOR  underwear  retailers 

is  all  toward: 

—lighter  stocks,  because  they  can  have 
—continued,  quick  fill-ins  and  replace- 
ments, by  using 

—SUPERIOR  stock  supply  service. 
SUPERIORS  mean  quicker  turnovers  and 
more  profits  because  they  are  pre-war 
quaUty'— reputable,  quality  unionsuits  — 
priced  within  reach  of  the  great  buying 
public.  And  they  fit  on  the  wearer  as  well 
as  in  the  box.  Popular  numbers  in  closed 
and  locked  crotch  and  athletic— at  popu- 
lar prices. 

Order  of  your  nearest  stockroom — 
we're  at  the  other  end  of  the  wire. 


Main  office  and  factory,  The  Superior  Underwear  Co.,  Piqua,  Ohio 


New  York  City 
The  Superior  Underwear  Co. 
215  Fourth  Avenue 

Chicago,  III. 
The  Superior  Underwear  Co. 
Lytton  Bldg. 
After  May  Ist— McNeill  BIdg. 


THE  PERFECT  UNION  SUIT 


Boston,  Mass. 
Attaya-Crawf ord  Go. 
77  Summer  Street 

San  Francisco,  Calif. 
The  Superior  Underwear  Co. 
130  Battery  Street 


SUPERIOR  CLOSED  CROTCH  has  many  distinctive  features. 
Reinforced  flap  above  the  button  prevents  stretching  or  gap- 
ing Flap  is  turned  and  hemmed  to  make  it  hold  its  shape. 
Button  is  within  easy  reach  yet  out  of  the  way  in  sitting. 
Single  covering  across  the  hips  has  no  excess  material— no 
bunching,  binding  or  bagging.  Reinforced  inseam,  taped  to 
prevent  strain.  In  fit,  finish  and  fabric  from 
band,  pre-war  SUPERIOR  quality.  The  famous  SUPERIOR 
LOCKED  CROTCH  also  carried  in  stock. 


SijocK-Toont ' ' 


HAVE  YOU  SEEN  THE 
NEW  SUPERIOR  "SPORT^ 
SUIT?" 

The  season's  athletic  sensation. 
Two-button;  knit;  closed  and 
locked  crotch  in  all  regular  sizes. 
Get  a  garment  today! 
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Masculinity  of  London's  West  End 
Turns  Thoughts  To  New  Clothes 

Everybody's  Buying  Garb  to  Chime  with  Season — High  Class 
Tailors  Are  Conservative  and  Disdain  Ordinary  Methods  of 
Boosting  Business — If  You  Wish  to  Be  Garbed  by  a  Leading 
Sartorial  Artist  a  Proper  Introduction  Is  Necessary 


ii 


lUMMER  is  a-coming  in,"  sings  the 
poet  (or  somebody  else)  ;  and  an- 
other dauntless  bard  declares  that 
"In  the  spring  the  young  man's  fancy  lightly 
turns  to  thoughts  of  love!"  In  fact,  I  seem 
to  have  heard  of  cases.  But  the  young  man's 
"fancy"  also  turns  to  thoughts  of  new 
clothes,  as  similarly  does  that  of  the  men 
who  are  no  longer  in  the  first  glad  flush 
of  youth.  One  has  only  to  saunter  along 
Saville  Row  and  the  hinterland  of  Bond 
Street — the  headquarters  of  London's  tailor- 
ing world — to  find  evidence  of  this. 

"Full  of  business"  is  the  cheering  ver- 
dict of  practically  all  the  leading  firms. 
"Everybody's  buying  new  clothes." 

The  score  or  so  of  London  tailors  who  cater 
to  the  modern  Beau  B  r  u  m  m  e  1 1 — are  re- 
markably conserva- 
tive in  their  methods. 
One  point  is  they 
never  advertise,  and 
another  is  they  never 
permit  anything  to 
draw  attention  to 
their  business.  They 
shun  publicity  as  a 
prohibitionist  is  said 
to  shun  strong  drink. 
Not  for  them  are  big 
plate  glass  windows, 
with  vast  rolls  of 
cloth,  smirking  wax 
models  and  ready- 
made  garments,  im- 
aginatively labeled 
"Fashion's  Decree" 
or  "Clubland's  Lat- 
est," etc.  This  sort 
of  thing  is  confined 
to  Strand  and  Cheap- 
side  shops,  where  a 
very  different  class  of 
trade  is  done.  As  a 
matter  of  strict  fact, 
the  average  West 
End  tailor  does  not 
have  a  shop  at  all. 
His  premises  are  gen- 
erally an  old  dwelling 
house,  dismantled  for 
the  purpose,  with 
nothing  in  its  out- 
ward appearance  to 
suggest  what  goes  on 
inside.    At  the  most, 

there  may  possibly  be  a  discreet  bunch  of  pat- 
terns in  the  window;  but,  as  a  rule,  there  is 
not  even  this. 

Introduction  Necessary 

The  leading  tailors — the  men  who  make 
for  royalty  and  the  aristocracy — carry  their 
«xclusiveness  a  step  further  in  the  matter  of 
their  clientele.  A  chance  customer  cannot, 
even  if  his  pockets  are  bulging  with  money, 
walk  in  and  demand  to  be  measured  for  a 
suit  of  clothes  forthwith.  One  "joins"  a 
good  West  End  tailor  as  one  joins  a  good 
club.  That  is  to  say,  one  must  first  be  prop- 
erly introduced  by  somebody  already  on  the 
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establishment's  books. 

The  man  who  cannot  produce  the  neces- 
sary credentials  stands  an  almost  certain 
prospect  of  being  politely,  but  firmly,  told 
that  his  order  cannot  be  accepted.  It  seems 
an  odd  way  of  doing  business,  perhaps,  but 
there  it  is.  Possibly  the  real  explanation  is 
that  these  high-class  firms  have  all  the  or- 
ders their  cutters  and  workpeople  can  fulfil; 
and  to  take  on  more  would  be  merely  to  em- 
barrass them. 

Anyway,  this  is  what  an  admitted  author- 
ity in  the  sartorial  world  once  told  me. 

The  coming  of  summer  generally  heralds 
developments  in  masculine  styles.  The  1921 
season  is  no  exception.    There  is,  however. 


Men's  clothing  section  of  the  Braunstein-Blatt  Co.'s  store,  Atlantic  City,  N.  J. 

Wide,  spacious  aisles  are  a  predominating  feature  of  the  store. 

nothing  very  startling  to  report  about  it. 
This  is  because  the  keynote  of  good  taste 
demands  quietness  and  unobtrusiveness  in 
clothes,  as  in  everything  else.  Violent  checks, 
loud  stripes  and  glaring  colors,  etc.  —  to- 
gether with  marked  eccentricities  of  cut — 
have  no  place  in  the  wardrobe  of  a  gentle- 
man. Hence,  these  modes — plus  such  vul- 
garities as  velvet  collars  to  dress  coats,  over 
"skirted"  and  over  "waisted"  lounge  jackets 
(not  to  mention  "Daily  Mail"  hats),  etc. — 
are  reserved  for  cinema  heroes  and  opulent 
comedians.    Everybody  else  passes  them  by. 

Some  of  the  minor  innovations  that  were 
in  evidence  a  few  months  ago  seem  to  have 


vanished  like  the  snows  of  yesteryear. 
They  can  be  well  spared.  One  was  the  plan 
of  having  jacket  pockets  made  without  flaps. 
This  was  a  stupid  and  unsightly  idea  and 
fulfilled  no  practical  purpose.  Coat  pockets, 
by  the  way,  are  now  being  cut  on  a  slant, 
or,  rather,  in  the  form  of  a  crescent. 

Broad  Lapels  Formed 

The  majority  of  this  season's  lounge 
coats  fasten  with  a  single  link  button,  and 
the  correct  number  of  buttons  on  the  cuff 
is  four.  These  are  sometimes  covered  with 
the  same  material  as  the  coat,  but  this  plan 
does  not  answer  very  well,  since  the  material 
is  apt  to  fray  at  the  edges.  Still  (and  until 
this  untoward  event  occurs)  the  effect  is 
certainly  neat.    Lapels  should  be  broad,  as 

nothing  looks  worse 
than  skimpiness  in 
this  part  of  a  coat, 
and  roll  fairly  low 
down  the  front.  The 
skirts  of  the  newest 
lounge  jackets  are 
brought  well  forward, 
and  only  slightly 
rounded.  As  before, 
there  is  still  no  slit  at 
the  back. 

Something    of  a 
distinct  novelty  in  the 
pattern  of  lounge 
suits  is  what  is  tech- 
nically known  as  the 
"basket  check."   It  is 
a  bit  bizarre — -to  put 
it   mildly — as,   at  a 
little  distance,  it  re- 
sembles the  design  of 
a  wicker  hamper  more 
than    anything  else. 
As  may  be  imagined, 
this    is    not  every- 
body's wear !  It  takes 
some    carrying  off. 
People  who  play  for 
safety  stick  to  mix- 
tures  of   grays  and 
blacks,  and  blues  and 
whites,    in  angoras, 
cashmeres,  tweeds, 
worsteds  and  west  of 
England  cloths.  All 
these    are    still  em- 
phatically the  thing. 
Like  most  men  who  are  called  upon  to 
attend  a  large  number  of  public  gatherings 
in  the  daytime,  the  Prince  of  Wales  finds 
it  necessary  to  spend  a  good  deal  of  his 
time  in  a  morning  coat  suit.    The  material 
he  generally  favors  for  the  coat  and  waist- 
coat is  a  black  vicuna,  with  just  the  sus- 
picion of  a  gray  stripe  running  through  it. 
This  coat  has  generous  lapels,  rolling  to  a 
link  button  fastening  half  way  down  the 
front,  and  the  tails  are  somewhat,  on  the 
long  side,  the  edges  being  bound  with  flat 
mohair  braiding. 

The  waistcoat  is  single-breasted,  with  a 
long  and  narrow  opening,  and  deep  points 
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John  Shannon's  English  Clothes  Are 
Sold  on  the  Quality  Appeal  Alone 

RICE  comparisons  are  never  a  real  test  of  good 
clothing. 

There  is  a  certain  element  in  your  clientele  that  can  afford 
to  buy  clothes  on  a  basis  of  distinction  and  quality. 

It  is  to  this  element  that  John  Shannon's  English 
Clothes  have  their  most  powerful  appeal. 

Finest  English,  Scottish  and  Irish  pure  woolens,  home- 
spuns, worsteds,  tweeds  and  serges. 

But  what  is  perhaps  the  most  noticeable  feature  of  John 
Shannon's  English  Clothes,  almost  unique  in  imported 
merchandise,  is  the  surprising  excellence  of  workman- 
ship. 

Every  buyer  who  has  closely  examined  our  sample 
range  has  commented  upon  this  fact. 

It  is  a  calculated  appeal. 

Every  garment  included  in  the  range  of  John  Shannon's 
English  Clothes— from  rough  and  ready  ulster  to  the 
most  formal  garment— carries  out  this  ideal— the  highest 
type  workmanship  on  the  finest  fabrics  obtainable. 
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SIDNEY  H.  JENKINS.  UNITED    STATES  MANAGER 

HOLLAND  BLDG..  27C  FIFTH  AVE  .  cor.  ST. 
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falling  well  away  below  the  bottom  button. 
For  trousers  to  be  worn  in  conjunction  with 
this  coat  and  waistcoat  the  Prince  wears 
dark  gray  and  black  striped  cashmere,  fitting 
closely  over  the  boots,  which,  by  the  way, 
are  of  blacking  leather  with  pearl  gray  up- 
pers. To  complete  the  costume  he  wears  a 
wing  collar  (square  points)  and  a  bow  tie 
of  black  ribbed  pattern  silk,  with,  of  course, 
a  tall  hat.  The  whole  turnout  is  a  very 
smart  one  and  of  admirable  cut  and  fit. 


Launching  New  Styles 

(Continued  from  page  83) 

declares  business  will  be  lively  for  fall  but 
that  merchants  must  anticipate  needs  and 
place  orders  in  advance.  Most  fall  lines  will 
be  ready  in  the  next  two  or  three  weeks.  Pos- 
sible wage  readjustments  may  make  some  dif- 
ference in  prices,  but  the  level  is  expected  to 
be  about  the  same  as  for  spring  when  profits 
were  sacrificed  all  along  the  line  to  keep  the 
wheels  of  business  moving. 

Business  has  been  booming  along  satisfac- 
torily in  the  shirt-making  industry,  and  as 
with  clothing,  novelty  effects  are  in  great  de- 
mand. Development  of  a  rapidly  growing  de- 
mand for  collar-attached  and  collar-to-match 
shirts  is  one  of  the  prominent  features  of  the 
season's  trade.  As  was  predicted  in  the  Dry 
Goods  Economist  some  time  ago,  the  collar- 
attached  shirt  is  being  more  widely  worn  than 
ever. 

They  are  made  with  low-setting  collars  and 
short  points,  so  that  the  narrow  neckties  and 
small  knots  now  in  vogue  look  well  with  them. 
There  is  some  thought  among  the  merchants, 
however,  that  the  use  of  the  low  styles  in 
turnover  starched  collars  will  show  so  much 
comfort  that  the  soft  collar  will  not  retain  its 
hold  on  the  public.  The  collar-attached  shirts, 
however,  are  always  strong  in  a  sports  season 
such  as  this  one.  All  factories  making  novel- 
ties are  rushed  with  orders. 

The  Headgear  Trend 

In  hats,  it  is  a  bit  too  early  to  get  actual 
evidence  of  what  sort  of  straw  hats  are  to 
have  biggest  demand.  There  seems  to  be  a 
feeling,  however,  that  rough  weaves  will  play 
a  strong  part  in  the  trade  for  young  men  who 
desire  a  swagger  style  effect. 

For  fall  some  radical  styles  changes  are 
expected  in  soft  felts.  Shapes  are  to  be 
smaller  than  ever,  with  light  colors  playing  a 
prominent  part.  There  has  been  a  tendency 
toward  smaller  shapes  since  the  war,  but  no 
great  changes  have  been  made  but  those  in 
the  trade  think  fall  the  time  to  make  radical 
departures  to  stimulate  interest.  Many  man- 
ufacturers have  fall  sample  lines  about  ready, 
but  openings  are  being  delayed  somewhat,  due 
to  some  uncertainties  existing  in  the  market 
situation.  How  to  keep  the  price  down  to  a 
popular  level  is  providing  a  big  problem. 

Close  buying  continues  in  the  neckwear 
field.  Diagonal  stripes  in  bright,  flashy  color 
combinations  are  having  very  strong  demand, 
with  the  prospect  that  they  will  continue  for 
some  time.  Fall  openings  usually  scheduled 
for  May  15  will  be  much  later  this  year. 

More  fancy  stitchings  are  to  be  used  in 
gloves  to  inject  more  "ginger"  into  the  styles. 
Prices  are  reported  as  about  twice  those  quoted 
before  the  war. 


Some  interesting  educational  exhibits  are 
to  be  shown  in  connection  with  the  Penn- 
sylvania Retail  Clothiers'  Association  con- 
vention in  Scranton  in  July.  They  will  in- 
clude the  process  of  making  wool  into  gar- 
ments and  the  making  of  felt  for  hats  and 
similar  subjects. 


National  Retail 
Clothiers  Head 
Flays  Union 

Virginia  Assn.  Re-elects  W.  Fleet 
Kirk  President  —  Better  Business 
Conditions  in  Sight,  Officials  Say 

Resolutions  were  passed  at  the  annual  con- 
vention of  Virginia  Retail  Clothiers  and  Fur- 
nishers' Association  held  recently  in  Rich- 
mond, petitioning  collar  manufacturers  for 
further  reduction  in  prices  and  others  uphold- 
ing the  bitter  attack  made  on  the  Amalga- 
mated Clothing  Workers  by  Andreas  Burk- 
hardt,  president  of  the  National  Association 
of  Retail  Clothiers.  A  number  of  matters  of 
importance  were  taken  up  during  the  sessions 
which  lasted  two  days. 

W.  Fleet  Kirk,  president  of  the  Virginia 
organization  since  its  formation  a  year  ago, 
was  re-elected  for  another  year,  and  Norfolk 
was  decided  on  as  the  location  of  the  next 
convention  this  fall.  Other  officers  selected 
were:  first  vice-president,  Edward  Eigenbrun, 
Petersburg;  second  vice-president,  L.  R.  Shul- 
man,  Norfolk;  secretary,  Horace  Cans,  Rich- 
mond, to  succeed  Irving  Greentree,  who  de- 
clined to  serve  again  because  of  business  pres- 
sure. Directors — William  Graner,  Newport 
News;  A.  J.  Airheart,  Roanoke;  C.  T.  Nor- 
man, Richmond;  R.  B.  Underwood,  Richmond; 
Thomas  C.  Smith,  Bristol;  Irving  Greentree, 
Richmond;  J.  E.  Wood,  Jr.,  Lynchburg,  and 
Ralph  Rothchild,  Richmond. 

Better  Times  Coming 

President  Kirk  and  W.  H.  Schwarzschild 
of  the  Retail  Merchants'  Association  of  Vir- 
ginia both  declared  the  worst  of  business  con- 
ditions were  past  and  better  conditions  were 
coming. 

On  the  subject,  "How  Can  We  Reduce 
Overhead,"  L.  R.  Schulman  said  increased 
volume  through  increased  advertising  and 
other  methods  was  the  best  method  with  all 
unnecessary  expenses  eliminated.  Putting 
salesmen  on  a  nominal  salary  with  commis- 
sions was  another  method  suggested  for  in- 
creasing sales. 

Taking  up  the  question  of  uniform  terms 
and  discounts.  President  Burkhardt  said  there 
is  an  insistent  demand  for  a  return  to  uni- 
formity, and  that  the  lack  of  it  contributes 
to  the  disorder,  uncertainty  and  inconveni- 
ences existing  in  the  trade. 

On  Federal  taxation  he  said  there  must 
be  uniformity,  and  no  class  legislation;  there 
must  be  less  inquisitorial  power  to  disturb 
trade  and  the  terms  of  the  law  must  be  plain 
and  clear. 

The  Radicals  Run  Amuck 

Mr.  Burkhardt  made  some  strong  remarks 
on  Americanism,  and  then  launched  into  an 
attack  on  the  Amalgamated  Clothing  Workers. 
He  said  radical  labor  continued  to  press  its 
evil  designs  against  the  manufacturers,  and 
that  if  it  succeeded  in  getting  control  of  pro- 
duction and  manufacture,  "we  would  be  forced, 
in  order  to  preserve  our  business  entity,  to 
act  as  agents  and  tools  of  the  Soviet  and  be- 
come unwilling  associate  wreckers  of  Ameri- 
can institutions,  based  upon  the  reversed 
theory  of  democracy." 

He  scathingly  denounced  the  tactics  of  the 
union  leaders.  He  described  conditions  alleged 
to  exist  in  some  factories  where  settlement  had 
been  made  with  the  unions,  and  declared  fac- 
tory owners  were  forced  to  continue  certain 
business  at  a  loss  in  order  to  be  permitted  to 


do  business  in  other  directions  in  which  they 
make  a  profit.    He  described  it  as  slavery. 

After  describing  how  he  had  attempted  to 
get  an  expression  of  policy  from  the  head  of 
the  Amalgamated,  President  Burkhardt  said: 
"Shall  we  surrender  to  this  horde  of  Hunnish 
invaders?  Shall  we  confess  ourselves  cowards? 
I  tell  you  that  we  of  the  United  States  of 
America  must  not  presume  ourselves  immune 
from  just  such  calamities  as  have  overwhelmed 
the  civilization  of  other  days." 

Atlanta  Has  New 
Clothing  Store 

George  Muse  Co.  Building  Is  Seven 
Stories  High — Two  Floors  for 
Women's  Apparel 

To  Atlanta,  Ga.,  has  been  presented  one 
of  the  finest  clothing  stores  in  the  South. 
It  is  the  new  store  of  the  George  Muse 
Clothing  Co.  Made  of  white  limestone  and 
fireproof  throughout,  it  rises  seven  stories 
above  the  ground  on  a  site  that  faces  on 
three  streets.  It  is  approximately  42  by  158 
feet,  with  fourteen  show  windows  giving 
a  display  space  200  feet  long. 

The  first  floor,  devoted  to  men's  furnish- 
ings, is  25  feet  high  and  is  free  of  pillars  or 
other  obstructions.  An  excellent  feature  is 
the  cork  flooring  behind  the  display  coun- 
ters, which  is  easy  on  salesmen's  feet.  The 
mezzanine  is  devoted  to  men's  shoes.  A 
unique  feature  is  the  shoe  box  coloring  which 
exactly  matches  the  walnut  fittings.  Men's 
clothing  is  on  the  second  floor  and  boys' 
clothing  on  the  third. 

Women's  goods  have  a  place,  too.  On  the 
fourth  floor  are  a  women's  shoe  department 
and  a  millinery  shop.  The  fifth  floor,  vacant 
at  present,  is  to  be  occupied  by  a  women's 
ready-to-wear  department.  The  sixth  and 
seventh  floors  house  stock,  alteration  and 
tailoring  rooms,  employees'  rooms  and  the 
firm's  offices.  The  new  store  is  a  worthy 
culmination  of  the  company's  forty-three 
years  of  business  in  Atlanta. 


Notes  of  the  Trade 

Plans  for  the  convention  of  the  National 
Association  of  Retail  Clothiers,  to  be  held 
in  Rochester,  N.  Y.,  beginning  September  19, 
are  being  pushed  by  Secretary  Charles  E. 
Wry  of  Chicago  headquarters.  Special  trains 
will  be  run  and  at  least  2500  merchants  are 
expected  to  be  present.  Hotel  accommoda- 
tions are  being  provided  for  and  other  ar- 
rangements are  being  made. 

Arrangements  are  about  completed  for 
the  annual  convention  of  the  Florida  Retail 
Clothiers'  Association,  to  be  held  in  Tampa, 
May  10  and  11.  President  Fred  Wolf  and 
W.  S.  Moore  of  Lakeland  have  arranged  for 
some  good  speeches  and  an  interesting  pro- 
gram of  business  and  entertainment. 

Some  excellent  results  are  reported  from 
"Men's  Week,"  a  special  merchandising 
event  for  men's  wear  just  held  by  Halle 
Bros.  Co.,  Cleveland,  0.  Good  bargains  in 
seasonable  merchandise  were  offered,  and 
the  men  of  Cleveland  and  vicinity  were  quick 
to  take  advantage  of  them.  Similar  events 
are  held  by  the  store  twice  each  year. 

The  Rochester  Clothing  Designers'  Asso- 
ciation is  pushing  plans  for  the  convention 
of  the  International  Association  of  Clothing 
Designers,  to  be  held  in  Rochester,  N.  Y., 
June  29  to  July  2. 


And  then 
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Came  Back! 

The  snap  that  said  "Good  Bye,  old  hook  and  eye"— is 
back  on  the  market  again.  Through  us  you  can  now  get  the 
world-preferred  Koh-i-noors  at  Guaranteed  Prices  with 
Colonial  Quality  service  on  delivery. 

Koh-i-noor,  alone,  contains  the  patented  Waldespring 
and  the  ball-shaped  socket,  essential  for  security. 

Order  them  shipped  with  the  rest  of  your  goods. 

Also  distributors  for  the  nationally  advertised  Fashion- 
ette  Hair  Nets,  Lady  Dainty  Shell  Hair  Pins,  Baby  Dimples 
Safety  Pins,  Gold  Medal  Bias  Tape,  Vassar  Elastic,  Myman's 
Collar  Bands,  Tulip  Snap  Fasteners,  Hairlox  Hair  Pins. 

SAMSTAG  &  HILDER  BROS. 


Boston 
67  Chauncy  St. 


1200  Broadway,  New  York 

Chicago 
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St.  Louis 
507  N.  12th  St. 
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Czecho-Slovakian  Peasants  Turn 
Homes  into  Bead  Making  Plants 

Traveler,  Back  from  Tour  of  Central  Europe  Tells  of  Industry— Every 
Member  of  Family  Has  a  Part  in  Making  Decorations— Processes  Are 
Kept  Secret,  Remaining  in  Household  for  Generations 


MAX  C.  TANNENBAUM,  who  has  re- 
turned recently  from  an  extended  trip 
through  Central  Europe,  has  some 
interesting  things  to  say  about  Czecho- 
slovakia, the  home  of  Bohemian  glass  and 
the  glass  bead  industry.  It  seems  this  little 
new  republic  is  one  of  the  most  progressive 
of  any  of  the  Central  European  countries. 
Mr.  Tannenbaum  relates  some  rather  touch- 
ing incidents  of  his  experiences  in  the  hum- 
ble  cottages  of  the  bead  makers. 

"Bohemia,  now  called  Czecho-Slovakia, 
has  always  been  the  source  of  greatest  sup- 
ply for  glassware  and  beads,"  said  he.  "Bo- 
hemian glass  took  its  name  from  the  country 
and  about  90  per  cent  of  all  imported  glass 
beads  come  from  there. 

Italy  Fell  Short 

"During  the  war  Italy  took  up  glass  bead 
making  on  a  rather  large  scale,  but  when 
Czecho-Slovakia  again  began  to  produce, 
Italy  could  not  meet  the  competition  and 
soon  gave  up  production. 

"Bead  making  as  an  industry  is  carried  on 
differently  in  Czecho-Slovakia  from  most 
industries,  inasmuch  as  practically  all  work 
is  done  in  the  homes. 

"Flying  sparks  from  the  open-mouthed 
chimney  of  the  brown-roofed  cottage  where 
the  peasant  bead  maker  lives  with  his  fam- 
ily indicate  that  his  home  is  also  his  fac- 
tory. These  people  are,  for  the  most  part, 
very  poor,  they  live  humbly  and  all  the  mem- 
bers of  the  family,  except  the  baby,  work 
at  the  different  processes,"  he  continued. 
"Even  very  young  children  polish  and  string 
the  beads.  The  cottages  frequently  have 
only  two  or  three  rooms,  in  one  of  which  is 
the  'forge'  or  furnace  for  melting  the  glass, 
and  the  other  is  the  living  room  for  the  fam- 
ily and  the  finishing  processes  are  carried 
on  here. 


"The  glass  from  which  the  beads  are 
made  is  manufactured  of  sand  gotten  from 
certain  parts  of  Germany,  mixed  with  cer- 
tain chemicals  the  secret  of  which  is  closely 
guarded.  The  peasant  buys  this  glass  in 
rods  about  4  ft.  long  by  3  in.  thick.  He  pays 
outright  for  it  and  makes  the  beads  on  his 
own  responsibility  and  not  on  contract,  as 
most  homeworkers  do  in  this  country. 

"The  well-to-do  peasant  who  has  money 
to  pay  for  these  raw  materials  and  can  in- 
stall his  furnace  has  the  advantage  over 
poorer  peasants,  and  frequently  has  several 
who  work  for  him  for  only  a  few  pennies 
a  day. 

A  Forge  Without  an  Anvil  . 

"The  furnace  or  forge,  as  it  is  called,  is 
a  kind  of  big  stove  kept  red  hot.  The  work- 
man heats  the  glass  at  this  fire,  and  pinches 
it  off  in  small  particles  with  a  pair  of  pincers, 
of  which  there  are  many  of  various  sizes 
and  kinds  on  the  wall  at  his  elbow. 

"His  bead  mould  will  hold  from  one  to 
twenty  or  thirty  beads  at  the  time.  When 
the  mould  is  full,  a  kind  of  lid  or  top,  in 
which  there  are  small  wire  rods,  is  closed 
over  it  and  these  wires,  pressing  into  the 
soft  glass,  make  the  hole  in  the  bead. 

"Then  the  beads  are  'sized'  by  putting 
them  through  a  sifter,  in  which  there  are 
several  sieves  2  or  3  inches  apart.  The 
sifter  is  shaken,  the  smaller  beads  fall 
through  the  holes  into  the  lowest  sifter,  the 
second  size  remain  in  the  second  sifter,  etc.; 
in  this  way  the  various  sizes  are  separated. 
They  are  then  washed,  polished  and  strung. 

Beads  Taken  to  Market 

"Goblonz  is  the  leading  market  for  beads, 
and  the  bead  maker  markets  them  there 
much  as  the  farmer  markets  his  produce 
here.    He  takes  samples  of  his  wares  in  to 


the  dealers,  gets  the  best  price  he  can,  and 
makes  deliveries  of  100,  500  or  5000  strings 
at  a  time.  Some  dealers  make  a  practice  of 
sending  buyers  directly  to  the  homes  and 
bargaining  for  the  families'  output  there. 

"The  processes  are  all  secret  and  care- 
fully guarded.  Bead  making  is  not  taught. 
It  is  inherited.  From  father  to  son,  from 
generation  to  generation,  it  is  carried  on, 
and  the  peasant  thinks  of  nothing  else  but 
that  his  son  or  sons  shall  carry  on  the  same 
trade  when  he  leaves  off,"  he  concluded. 


Architectural  Award  xMade 


The  first  award  of  the  new  medal  in  Arts 
and  Crafts  given  by  the  Architectural 
League  has  been  made  to  Cheney  Bros,  for 
their  work  in  promoting  true  art  designs  in 
silks  through  their  great  development  of 
weaving  by  power  looms.  It  is  the  purpose 
of  the  league  to  give  recognition  to  indus- 
trial as  well  as  other  forms  of  art  and  in 
deciding  the  award  of  the  Arts  and  Crafts 
medal  the  work  of  jewellers,  metal  workers, 
potters,  furniture  makers,  decorators  and 
textile  manufacturers  of  all  classes  was  con- 
sidered. 


The  1921  sales  convention  of  the  Oregon 
City  Woolen  Mills,  Oregon  City,  Ore.,  was  held 
recently  at  that  place.  The  entire  selling 
force  attended,  and  its  members  showed  their 
regard  for  President  A.  R.  Jacobs  by  present- 
ing him  with  a  silver  loving  cup.  Though 
part  of  the  six-day  event  was  devoted  to  busi- 
ness, much  more  was  given  to  trips  through 
plants  both  of  the  company  and  of  other  indus- 
tries and  to  social  events  of  an  enjoyable  char- 
acter. 
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e/f  T^le^  Idea: 

Minerva  Yarn 


On  this  page  are  sho'wn  a  few  Minerva 
Flat  Stamped  Articles  {NOT  in  packages) 


Embroidery  Outfits 


Send  for  this  catalog 
sho-wing  the  full  line  of 
SMINERVA  YARN 
EMBROIDER  Y  OUTFITS 


Stores  thatrfeature  Minerva  Yams  can  register  their  yam  depart- 
ments as  headquarters  for  all  that's  newest  in  needlework-by 
showing 

MINERVA  ARTICLES  FOR  HOME  AND  PERSONAL  USE- 
STAMPED  WITH  DESIGNS  TO  BE  EMBROIDERED  IN  YARN 

Representative  articles  in  the  line  are  shown  on  these  pages.  Some 
are  in  packages,  which  include  both  the  stamped  material  and  the 
yams  for  embroidering.  Others  are  flat  stamped  pieces,  for  which 
your  customer  buys  her  yam  at  your  counter. 

5   It's  a  compact  line-yet  includes  a  full  choice  of  acknowledged  "best  sellers." 
1   It's  a  quality  lin^featuring  the  famous  Minerva  Yams,  and  materials  of 
highest  grades. 

^   It's  an  attractive  line-every  design  new  and  smart— colors  harmoniously 
blended  by  experts— directions  simple  and  complete. 

Put  this  new  Minerva  line  to  work  at  once  to  boost  your  yarn  sales. 
Sendjfor  catalog  illustrated  at  the  left,  showing  the  full  line  in 
photographs. 

JAMES  LEES  &  SONS  CO.,  BRIDGEPORT,  PENNSYLVANIA 

220  FIFTH  AVENUE  ALSO  BUSH  TERMINAL  SALES  BLDG.,  NEW  YORK 
108  NORTH  STATE  STREET  1?     -  CHICAGO,  ILLINOIS 
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Here  are  two  windozms,  one  of  which  uses  price  cards  because  it  is  a  merchandising  window,  and  the  other  omits  mention  of  price  because  the 
sole  purpose  of  the  display  is  to  bring  to  attention  the  store's  interpretation  of  its  customers'  style  needs  in  fall  apparel.  The  men's  furnishings  win- 
dow is  the  work  of  M.  W olfson,  display  manager  for  Boer  Bros.  &■  Prodic,  Chicago.  The  fall  fashion  window  is  by  C.  S.  Nichols,  display  manager 
for  the  R.  H.  Jl'hite  Co.,  Boston,  Mass. 

How  Many  Stores  Can  Afford  to  Omit 
Price  Markings  from  Windows? 

Displays  Are  of  Prime  Importance  from  an  Advertising  Viewpoint — 
Definite  Policy  Needed  in  This  Direction— Customers  Are  More  Readily 
Attracted  by  Offerings  of  Which  They  Know  the  Cost 


MANY  a  retailer  has  wondered  if  the 
service  and  accommodation  features 
which  raise  his  overhead  are  worth 
while.  There  is  a  distinct  impression  in  cer- 
tain quarters  that  they  have  been  over  done. 
Yet  store  after  store  adds  rest  rooms,  writing 
rooms,  smoking  rooms,  lounges — all  kinds  of 
features  to  make  shopping  more  attractive. 
As  the  advertising  manager  of  one  of  the  larg- 
est British  stores  said  a  while  ago,  "You 
Americans  seem  to  make  shopping  a  function. 
Your  women,  especially,  spend  a  great  deal  of 
time  in  the  stores.  I  suppose  that  is  why  you 
have  to  provide  so  many  home  comforts.  But 
isn't  it  frightfully  expensive?" 

Some  merchants  believe  it  has  been  car- 
ried too  far.  But  they  fear  their  customers 
have  become  so  accustomed  to  these  features 
that  competitors  would  reap  a  quick  advan- 
tage from  their  discontinuance.  Otherwise, 
they  would  be  glad  to  get  back  nearer  to  a 
competition  based  on  merchandise  and  prices. 

Customer's  Purse  Finally  Determines  Sale 

A  similar  phenomenon  is  the  tendency  to 
eliminate  price  cards  from  display  windows. 
More  and  more  windows  are  seen  in  which 
there  is  no  appeal  to  the  final  arbiter  of  a  cus- 
tomer's purchasing — her  purse.  Many  of 
them  even  fail  to  feature  merchandise,  ar- 
ranging it  to  emphasize  a  general  effect — to 
give  "tone"  to  the  store.  At  this  time,  when 
people  are  paying  more  attention  to  price  than 
they  have  for  the  last  couple  of  years,  a  ten- 
dency to  go  too  far  in  this  direction  is  espe- 
cially detrimental  to  the  total  of  the  sales 
sheet. 

Some  of  the  national  magazine  advertisers 
who  never  before  mentioned  anything  so  vul- 
gar as  money  have  realized  the  value  of  quoting 
prices.  Automobile  companies,  firms  making 
soaps,  food  products,  underwear,  and  building 
accessories  are  among  the  number.  Men 
charged  with  expenditure  of  large  sums  for 
publicity  do  not  change  policies  without  a 
mighty  good  reason.  They  are  telling  the 
prices  of  their  products  now  because  that  is 
what  readers  of  their  ads  are  interested  in. 

A  window  is  an  advertising  medium  of 
value  equal  to  newspaper  publicity.  Where  is 
the  store  which  will  omit  mention  of  price 
from  its  ads?  The  "high  class"  stores  tell 
readers  what  they  must  pay  for  the  goods  ad- 


By  C.  K,  McDermuty  Jr. 

vertised  in  the  papers.  Yet  some  of  them  re- 
fuse to  let  their  windows  tell  the  same  story, 
no  matter  what  the  occasion. 

This  type  of  store  does  not  use  window 
price  cards  because,  "Our  customers  do  not 
have  to  bother  about  prices."  "It  lowers  the 
tone  of  our  store."  "It  puts  us  on  a  basis  of 
price  competition,  and  with  our  expensive 
services  we  cannot  compete  on  that  basis  with 
stores  which  do  not  have  them." 

In  the  first  case  there  is  an  assumption 
that  all  the  store's  customers  are  so  fortunate 
as  to  be  able  to  say,  "Send  it  home"  without 
inquiring  as  to  price  of  an  article.  The  man- 
ager who  uses  this  argument  may  think  he  be- 
lieves it ;  but  he  doesn't.  In  his  own  store  and 
others  of  like  class  there  are  price  cards  on 
tables  or  counters  bearing  special  lots  of 
goods.  If  price  is  no  consideration  or  induce- 
ment to  his  customers,  why  are  those  cards 
used? 

Want  to  Avoid  "Cheap"  Competition 

The  other  two  arguments  are  closely  re- 
lated. A  "lower  tone"  means  simply  that  the 
store  which  has  the  better  class  of  trade  does 
not  care  to  be  spoken  of  in  the  same  breath 
with  the  moderate  price  or  "cheap"  store. 
That  would  make  comparison  of  prices  too 
easy,  and  the  store  with  the  many  services 
would  suffer.  It  is  a  perfectly  sound  ground 
for  not  using  price  cards — if  that  is  the  only 
difference  in  the  windows  of  the  different 
kinds  of  stores. 

But  there  is  a  difference — a  big  difference 
— in  their  methods  of  window  arrangement.  It 
is  so  marked  that  use  of  small  price  cards  for 
information  of  passersby — not  for  the  pur- 
pose of  featuring  price  as  an  added  attrac- 
tion— is  generally  not  to  be  condemned  be- 
cause of  the  danger  of  invidious  comparisons. 

Some  Always;  Others  Sometimes 

Another  type  of  store  always  uses  price 
cards  in  its  windows.  Generally  it  does  so 
because  price,  rather  than  merchandise,  is  the 
point  it  wishes  to  emphasize.  Price  is  pushed 
to  the  front  because  it  is  price,  as  much  as 
merchandise,  that  is  sold.  Some  stores  that 
always  quote  prices,  however  do  so  because 


they  believe  most  of  their  customers  are  in- 
terested in  price  no  matter  how  high  quality 
they  are  seeking.  They  know  that  many  a 
man  or  woman  wants  quality  in  all  things,  but 
must  accommodate  desire  to  purse.  To  these 
customers,  price  makes  an  important  appeal. 

Two  types  of  stores  are  betwixt  and  be- 
tween. One  seldom  uses  window  prices,  doing 
so  only  to  advertise  special  sales  events  or 
special  lots  of  merchandise.  This  kind  has 
ideas  similar  to  the  "never  use"  type,  but 
does  not  carry  them  quite  as  far.  The  other 
does  not  feature  window  prices,  but  favors 
the  general  policy  of  using  inconspicuous 
price  cards.  When  new  merchandise  is 
shown,  however,  or  when  emphasis  is  to  be  on 
style  or  design,  price  is  omitted.  The  argu- 
ment in  this  case  is  that  price  is  not  the  main 
selling  point,  which  is  newness,  novelty,  or  a 
similar  quality. 

A  definite  policy  is  lacking  in  some  stores. 
In  these  the  question  is  left  to  department 
heads,  the  advertising  man,  or  even  the  dis- 
play man.  This  certainly  is  most  unreason- 
able. Windows  reflect  the  store.  Advertis- 
ing policy  is  not  a  harum-scarum  affair  and 
neither  should  be  anything  else  affecting  the 
whole  organization. 

Price  Card  Prevents  Embarrassment 

The  average  man  is  keenly  interested  in 
the  matter  of  price,  not  only  for  the  present 
time  but  always.  He  has  to  be.  His  finan- 
cial arrangements  compel  it.  He  is  also  sensi- 
tive. He  does  not  like  to  have  dragged  out  of 
him  the  admission  that  he  "can't  afford  it." 
If  he  sees  in  a  window  an  article  he  likes, 
marked  with  a  price  he  can  pay,  he  is  sold  on 
the  street.  If  there  is  no  price  indication  it 
is  a  fifty-fifty  chance  that  he  will  pass  on 
rather  than  inquire  inside  and  find  the  price 
beyond  his  means. 

It  is  less  marked  with  women;  but  there 
are  enough  of  the  "old  fashioned"  kind  to 
whom  a  price  mark  is  "open  sesame"  to  a  pur- 
chase or  a  definite  sign  to  forget  it  to  make 
their  consideration  worth  while. 

Danger  of  the  "force-over  and  pass-by"  is 
especially  keen  in  stores  where  "class"  is  em- 
phasized. The  atmosphere  of  the  store's  win- 
dows conveys  the  idea  of  high  quality,  per- 
haps ;  but  also  of  exclusiveness  and  high  price. 
Probably  there  are  within  many  things  little 
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The  '''Big  Idea"  in  St,irt  Belting 


Basch's  Grip-Fast  Belting  on 
Oxidized  Display  Stand 


Other  Basch  Specialties 

Basch's  Gripfast  Belts 
Basch's  Stay  Rite  Belting 
Basch's  Plain  Dress  Belt- 
ing 

Basch's  Reddy-Maid 
Belts 

Basch's  Super-Snap 
Write  for  samples 


The  right  inside  skirt  belting  or  belt 
must  prevent  the  skirt  from  twisting 
around  or  slipping  up  and  down; 
must  keep  the  shirt  waist  snug  and 
trim ;  must  be  strong  and  must  wash 
and  even  be  boiled. 

BASCH'S  GRIP  FAST  SKIRT  BELTING 

does  all  these  important  things 
through  its  sturdy  construction  and 
its  patented  rubber  grips  over  each 
stay. 

Order  through  your  wholesaler.  If  he  can  t 
supply  you,  order  from  us,  and  send  us  his 
name.    Samples  on  request. 


Special  12-Piece  Offer 

With  every  first  order  for  our 
1  2-piece  assortment  of  the  best 
selling  styles  in  sizes  2",  2'/2" 
and  3",  we  offer  an  attractive, 
practical 

Oxidized  Display  Stand 

Cost  of  assortment.  .  . . .  .$23.60 

Retail  Value   $46.80 

Place  Grip-Fast  where  your  cus- 
tomers can  see  and  examine  it. 
To  show  it,  is  to  sell  it. 

NO  RISK: — If,  after  30  days,  you 
and  your  customers  do  not  agree 
with  us  that  Grip-Fast  is  a  de- 
cided improvement  in  skirt  belt- 
ing, the  unsold  full  reels  can  be 
returned  to  us  at  our  expense. 


TBASB 


MARK 


23-25  E.  21st  St.,  New  York 


Foreign  Representative, 

D.  E.  Bronson  Co., 
15  East  26th  St.;  N.  Y. 


Sole  Canadian  Mfrs.  for  Gripfast  Skirt  Belting 
Eisman    &  Co., 
9  Temperance  St.,  Toronto,  Ont. 


lawn. 


Women  will  be  charmed  with  this  high  grade 

lawn  finish  paper. 

COURTESY  LAWN  comes  in  a  square 
box;  the  cover  in  eight  color  off  set 
design  with  beautiful  floral  border.  A 
striking  seller  at  a  popular  price. 

Request  sample  stretcher 
sho'wing  size  and  tints. 


Was  Popular  at  15c 
Now  a  Big  Winner  at  10c 

The  Kwik-Bind  Shirt  Waist  Fastener 

keeps  the  shirt  waist  from  slipping  up 
— no  knots — can't  slip — can't  rust.  A 
convenient  kimono  girdle  or  house 
dress  girdle. 

The  Kwik-Bind  Shirt  Waist  Fastener 
is  a  profitable  repeater.  Sample  this 
number  now  for  your  notion  counter. 
1  dozen  carded  (white)  and  I  dozen 
carded  (black),  sent  postpaid  on  re- 
ceipt of  $1.40.  Price  per  gross  $8.40 
net.     Or  ask  your  jobber. 

KWIK-BIND  STRAPS 
5  Mott  Ave. 
Norwalk,  Conn.,  U.  S.  A. 


Make  every  one  of  your  todays 
worth  more  to  yourself;  yourself 
more  valuable  to -your  employer 
by  reading 

the  ECONOMIST  regularly 
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Interest  Shown  in 
London  Exhibit 

Display  of  Textiles  and  Women's 
Apparel  Covers  Large  Field — 
Buyers  Hold  Off 

London  Office  of  the  Dry  Goods  Economist, 
11    Haymarket  S.  W.  1. 

At  the  exhibition  of  textiles  and  women's 
apparel  held  here  from  April  4  to  15  there 
was  a  good  deal  of  interest,  but  not  much 
active  business.  Buyers  are  simply  holding 
off  to  see  how  things  turn  out.  At  present 
one  man's  guess  is  as  good  as  another's. 

A  number  of  interesting  things  were 
shown.  A  particularly  fine  line  of  gloves 
made  of  wash  leather  was  one  of  them.  They 
were  in  yellow  and  white,  a  large  propor- 
tion being  gauntlet  gloves  with  black  wash 
leather  inset  in  various  designs.  The  dyes 
are  absolutely  fast.  Other  lines  included 
gauntlet  gloves  of  suede  and  deerskin,  em- 
broidered with  steel  beads. 

In  sports  wear  were  shown  coats  and 
sweaters  with  woven  designs  in  collars,  cuffs 
and  pocket  tops.  Others,  of  plain  design, 
had  roll  collars  and  cuffs  of  a  heather  mix- 
ture, toning  with  the  body  of  the  garment. 

In  knit  underwear  there  appeared  some- 
thing of  a  revolution  in  women's  garments. 
A  great  number  of  them,  such  as  women's 
combinations,  showed  the  wide  leg  instead 


of  the  tight-fitting  shape,  which  usually  has 
been  sold  here.  In  hosiery  there  were  some 
very  attractive  silks  with  hand-painted  de- 
signs at  the  ankle,  such  as  butterflies,  flow- 
ers and  conventional  designs  in  bright 
coloring. 

A  firm  with  factories  at  Lyons,  France, 
showed  some  fine  brocades  and  silks,  an  es- 
pecially good  number  of  the  latter  line  being 
a  shot  silk  with  printed  designs,  combined 
with  which  was  silver  embroidery. 

Mayer  Hands  Down 
Interesting  Ruling 

A  decision  that  is  of  general  interest  has 
just  been  rendered  by  Judge  Mayer  in  the 
United  States  District  Court  for  the  Southern 
District  of  New  York. 

In  this  decision  Judge  Mayer  denied  a  mo- 
tion made  by  the  Richardson  Silk  Co.  for  the 
dismissal  of  a  suit  brought  against  that  con- 
cern by  Dollfus,  Mieg  &  Cie.  of  Mulhausen, 
Alsace. 

The  suit  brought  by  the  latter  concern 
was  filed  on  July  17,  1919,  and  alleged  that 
the  Richardson  Silk  Co.  was  guilty  of  in- 
fringing the  D.  M.  C.  trademark  used  by  the 
plaintiff  in  the  sale  of  its  products  throughout 
the  world  for  many  years. 

It  was  alleged  by  the  defendant,  in  moving 
for  dismissal  of  the  suit,  that  Dollfus,  Mieg 
&  Cie.  had  no  standing  in  American  courts  cn 


account  of  being  a  German  concern,  and  there- 
fore the  subject  of  a  country  with  which  the 
United  States  is  still  at  war. 

The  ruling  of  Judge  Mayer  was  based  on 
statements  from  the  French  Government  in- 
troduced by  the  plaintiff  showing  the  French 
character  and  citizenship  of  Dollfus,  Mieg  & 
Cie.,  and  also  showing  that  the  concern  was 
a  French  concern  whose  establishing  antedated 
the  cession  of  Alsace-Lorraine  to  Germany  by 
France. 

The  plaintiff  also  brought  before  Judge 
Mayer  an  opinion  from  the  Department  of 
State  at  Washington  to  the  effect  that  the  ter- 
ritories of  Alsace  and  Lorraine,  in  accordance 
with  the  Treaty  of  Versailles  now  in  effect 
between  France  and  Germany,  have  been  re- 
stored to  France,  and  are  subject  to  French 
jurisdiction. 

It  is  understood  that  the  suit  will  come 
up  for  trial  at  an  early  date. 


N.R.D.G.A.  Spikes  Rumor 


It  has  been  rumored  that  the  National 
Retail  Dry  Goods  Association  is  soliciting 
mail  order  houses  to  become  members  of  that 
body.  This  is  incorrect.  The  question  of 
membership  of  one  mail  order  firm  came  up 
in  March.  To  ascertain  the  membership's 
opinion  the  views  of  councillors  of  the  asso- 
ciation in  each  state  and  of  the  presidents 
of  state  associations  were  sought.  The  re- 
plies indicate  strong  opposition  to  the  ad- 
mission of  strictly  mail  order  houses. 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 


WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


] 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New  York  Salesroom  61   White  St. 


D  I?:]!t  OWE  lTat^  Li 

A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
Washes  white ;  that  costs  no  more  than  the 
ordinary  hucls  towel. 

Bample   on  Request. 

John  R.  Lankenau  Co.,  Boston-11 ,  Mass 


"RAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Q)H0E5,>ry. 


Sanitary 

CleaningCloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
Scrub,  Paint,  Dust  and  Pol- 
nningUuhs.  Imitation  Chamois.  Iron  Holders,  Broom 
Wers,  Tmsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

«ix  .-A  .  ...J^"«=<='  Adolf  Fricke 

FRANKLIN  ST..     NEW  YORK  CITY 


""iVr'°          328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 
BRAIDS.  CORDS,  DRESS  TRIMMINGS 

FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Featlierbone  Co. 

Three  Oaks,  Mich, 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23rd  Street 


New  York  City 


RIBBONS 


S&K  RIBBONS 

SILKS 

We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN.  INC. 

l9  East  leth  Street. New  York 


ART  NEEDLE  WORK 


FANCY  LINENS 

EMBROIDERY  MATERIALS 
"Peri-Lusta"  HT^I  "Crystal" 

M.erceri2ed  .  ^jjm  Artificial 

COTTONS       ^g?HU^  SILK 
Compietc  RequirementK  for 

NEEDLE V^ORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


RICIinRDSOM'S 

<^mmm    'OI*  SEWING 

Richardson's  lOc  Crochet  Books 
RICHARDSON  SILK  COMPANY 
Chicago    Manufacturers    New  Vork " 


NECKWEAR 


FOR  WJMEN 


ALL  THAT  THE  NAME  IMPUES  I 

POLLOCK  &^L0WEmmJM7 

40  WEST  20i(i  STREEX-NLV  ^DPK 


MILLINERY 


D.  B.FISK&CO. 

CHICAGO 


"MILLINER-y 
MERCHANDIS  E 

Open  tbruoul  the  year 
,    NEW  YORK 
411  Fifth  Avenue 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washmgton 
Ave. 

Cleveland,  Hotel  CicTcland 


GLOVES 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAR-OUT  COMPLAINTS 
ON  LEATHER  6^  FABRIC  GLOVES 

BUTTON  STAY  CO..  Gloversville.NY 


|5 


GLOVES 

English,  French,  American 

Wholesale  Department:  ' 
2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES, MILLS  &  CO.,  •"'^^f'^"'"' 


I s.M.HOHL  ^^o-^x!! ave. new  york. 


^  Telephones|^329  jGran,gjpy 

Lewis  &  Locke 

Importers 

KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Nortnwest  corner  21st  St. 
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Freeman  To  Talk 
At  Ad  Men's  Meet 

Affiliated  Retail  Stores'  Director  to 
Discuss  the  Coaching  of  Sales- 
people in  Essentials  o£  Selling 

One  of  the  best  features  of  the  advertising 
convention  at  Atlanta,  Ga.,  June  12  to  16,  will 
be  a  talk  by  Arthur  Freeman,  general  director 
of  the  Affiliated  Retail  Stores.  His  subject, 
"Making  Salespeople  Think  in  Advertising 
Terms,"  is  peculiarly  interesting  to  retailers. 

Mr.  Freeman  is  helping  to  direct  the  ac- 
tivities of  a  group  of  stores  whose  sales  run 
somewhere  around  $120,000,000  annually,  and 
he  has  had  wide  experience  in  both  large  and 
small  stores.  He  has  an  idea  that  the  educa- 
tional work  in  a  great  many  concerns  is  weak 
by  reason  of  failure  to  go  far  beyond  instruc- 
tion in  routine  matters.  There  is  too  little  at- 
tempt to  teach  the  simple  essentials  of  real 
selling. 

A  Listless  Salesman 

He  also  believes  that  goods  become  more 
useful  when  properly  sold,  and  to  illustrate  his 
point  tells  the  experiences  of  two  women  who 
bought  vacuum  cleaners.  The  first  woman 
saw  the  cleaner  advertised  and  also  saw  it  m  a 
window  display.  Being  interested,  she  went 
to  the  department  and  accosted  a  salesman. 
She  dragged  from  him  the  admission  that 
there  was  a  vacuum  cleaner  on  sale,  the  price 
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was  $42.50  and  she  could  get  it  by  paying  $10 
down  and  $2  a  month.  She  bought  it,  strange- 
ly enough. 

She  found  it  very  useful.  A  neighbor 
liked  it  too,  and  went  to  the  store  to  buy  one. 
This  woman  fell  into  the  hands  of  a  girl  who 
knew  her  business.  The  girl  insisted  on  show- 
ing the  customer  all  the  uses  to  which  the 
cleaner  could  be  put. 

Got  Her  Money's  Worth 

She  showed  how  to  clean  hanging  portieres 
and  how  to  clean  a  mattress  without  taking  it 
olT  the  bed.  "I'm  very  glad  to  know  that,"  re- 
marked the  customer.  "I've  been  breaking 
my  back  for  twenty  years  lifting  mattresses 
off  the  bed." 

That  after  satisfaction  is  what  good  sell- 
ing adds  to  the  value  of  an  article.  The  sec- 
ond customer  got  more  for  her  money  than 
the  first. 

Mr.  Freeman  is  typical  of  the  class  ot 
speakers  to  be  presented  at  the  convention, 
which  is  open  to  both  members  and  non-mem- 
bers of  the  Associated  Advertising  Clubs.  All 
information  as  to  fares,  accommodations,  etc., 
may  be  obtained  at  the  club's  offices  at  110 
West  Fortieth  Street,  New  York. 


Shoe  merchants  of  Lancaster,  Pa.,  re- 
port that  they  have  for  some  time  past  been 
feeling  the  effects  of  the  campaign  against 
high-heeled  shoes  being  actively  waged  there 
by  the  Y.  W.  C.  A.  Similar  campaigns  m 
other  cities  have  affected  the  demand  for 
lower  heels. 


Plan  to  Assess 

(Continued  from  page  47) 

to  order  and  are  highly  special.  They  are 
continually  changing  to  meet  the  popular 
fancy.  They  must  be  sold  when  favored  by 
the  whims  of  fashion  or  not  at  all.  They 
cannot  be  carried  over  from  season  to  sea- 
son. As  a  result,  most  of  our  goods  are  sold 
by  us  in  this  market  before  we  place  our 
orders  with  the  foreign  manufacturers. 
This  is  an  integral  part  of  our  merchandis- 
ing system  —  an  essential  feature  of  our 
business.  On  account  of  the  character  of 
the  stocks  we  handle  it  cannot  be  changed. 

"Now,  it  stands  to  reason  that  a  mer- 
chant in  selling  goods  must  know  their  cost. 
Otherwise  he  cannot  fix  his  selling  prices. 
In  selling  from  stock  he  must  know  present 
cost.  In  selling  for  future  delivery  he  must 
know  future  cost— i.  e.,  cost  on  arrival  when 
ready  for  delivery  to  his  customers.  This 
need  not,  it  is  true,  be  known  with  mathe- 
matical exactitude;  but  a  fair  degree  of  ac- 
curacy is  an  absolute  necessity.  On  no  other 
basis  can  business  houses  like  ours  sur- 
vive. ... 

"As  we  visualize  the  situation  at  the 
present  moment,  our  import  business  is  to 
be  completely  altered.  From  a  legitimate 
and  safe  occupation  it  will  become  a  hazard- 
ous undertaking.  Not  only  will  our  prices 
depend  on  circumstances  beyond  our  control 
and  be  regulated  to  a  large  degree  by  the 
dealings  of  domestic  producers,  but  we  shall 
be  seriously  hampered  in  fixing  any  prices. 


COATS   &  SUITS 


snow 
showing 


A.  L.  COHEN  i 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES  ^ 
Waists-  Dresses-Coats  -  Suits -Skirts 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  BWd.  and  WeUs  St. 
CHICAGO 


DRESSES 


«tiiininer  Dresses— Dotted  Swiss  Organdies, 
tmport"  and  Dom1=^ic  Ginghams,  and  Pure  Linens. 
Prices,  $2.75-516.50. 

Taffeta,   Mignonette,  Crepe  and  Charmeuse.  Prices. 
^J10.75-ia)J^      Baronette    Satir    *irts,    $6.75  up. 
SHIPMENT  '"^  «<""P*^  assortment 

DRESS  CO.,  36  W.  32nd  SK.New  York 


DRESSES 


SKIRTS 


Made  by 

MITCHELL  BROS. 
367  W.  Adams  St. 

CHICAGO 


CO. 


Adams  Street, 
at  the  Bridge 


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-1 2G  W.  26th  St.  New  York 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on  j 
Silk,  Taffeta,  Georgette  ^ 
and    Crepe    de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The   Little   Goddess   Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone,   Chelsea  1113   


Good  Valnes 
Exclusive  Styles 
Tricotine* 
Serges 
Jerseys 
Satins 
Georgette 
Taffetas 
S15.00  to 

.$40.00 
Send  for 
samples. 
Prompt 
deliveries     lo8  W. 


DRESSES 


29th 


Watklns 
7350-7351 
St,     New  York 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


CHILDREN'S  WEAR 


PLAYSUITS 


YOUR  HELP  SITUATION  JO-DAY 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 
New 
York 
 City 

M 


WAISTS 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So,  Franklin  St. 
Chicago  ■ 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


j^OVERALLS 


sIoneWall 

WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldg.,  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  906. 


CORSETS 


Patented  January  8th  1918 
Cooyrifihted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


QtifefaM 

*IIk  Economy  (i'nMI^ 

'America's  Play  Garment" 

Is  as  well  made  as  the 
famous  Outerall  one-Dlece 
work  garment.  Assorted 
styles.  Samples  on  request, 

Michigan  Motor  Garment 
Co.,  Greenville,  Micli  r. 


MUSLIM  UNDERWEAR 


FUR 


(GOTTLIEB  BROS. 

VJ      MANUFACTURING  FURRIERS 

Popular  FUR  House 

OF  AMERICA 

22-24  WEST  27S>  ST.,  NEW  YORK, 
CHICAGO  OFFICE  -  223  JACKSON BOUIEVARO 

W  F  DROE6EMUELLER 
SAN  FRANCISCO  OFFICE-  135  KEARNY  ST. 

I.  HANAIO  , 


ACKMAN'S 

FURS 

"America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 

CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


Cotton 
Waists 


THE 
HIRSCH-  Silk 

STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


GnEciAN-Tr?Eco 
Maternitx  and 
Post-Operation  Corset 

Grecian-Tueco  Fabric  ModemH)gicnlc 
Helps  Nature-does  not  resist  her. 

SEND   FOR  SAMPLE 

Benjamin  £  JoHnes.Newark.N.jJ 


MARKS 
FURS 

Made  In 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  Is  free 


Book  Tells  Story 
of  Fur  Industry 

"The  Fur  Trade  of  America."  By  Agnes 
Laut,  author  of  "Pathfinders  of  the  West,"  "Vi- 
kings of  the  Pacific,"  "Conquest  of  Great  North- 
west," "Lords  of  North,"  etc.  341  pages.  Price  $6. 
The  Macmillan  Co.,  New  York. 

Here  is  a  work  on  furs  and  the  fur  trade 
by  a  writer  who  is  evidently  thoroughly  ac- 
quainted with  her  subject  and  who  has  spent 
a  great  deal  of  time  in  the  fur-raising  re- 
gions of  the  Western  World.  She  is  thus  in 
a  position  to  give  available  information  as 
to  the  various  kinds  of  pelts  and  the  animals 
from  which  they  are  obtained. 

In  her  chapter  on  the  dyeing  and  dressing 
of  the  furs  she  tells  of  the  different  kinds 
of  fur  which  is  found  on  one  and  the  same 
pelt,  and  further  information  that  would  be 
of  value  to  retailers  of  furs  is  presented  in 
the  chapter  entitled  "What  Women  Fur 
Buyers  Should  Know" — for  example,  the  way 
to  tell  a  dyed  from  an  undyed  fur  and  how 
to  know  a  well-dyed  skin  from  a  poorly  dyed 
skin  when  both  have  equally  fine  luster. 

The  volume  also  includes  names  given  to 
certain  furs  and  ruled  as  non-permissible  by 
the  London  Chamber  of  Commerce  and  by 
the  Canadian  Conservation  Report. 

Halftone  illustrations  show  some  of  the 
animals  from  which  furs  are  obtained. 

While  Part  One  of  the  book  is  thus  in- 
structive and  informing,  Part  Two  deals 
rather  with  the  methods  of  the  trapper.  It 
consists,  indeed,  of  a  number  of  magazine 
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articles  written  by  Miss  Laut  and  which, 
while  interesting,  are  less  instructive  than 
the  earlier  part  of  the  volume.  An  index 
would  have  added  to  the  value  of  the  work. 


Personnel  Relations  in  Industry 

"Personnel  Relations  in  Industry."  By  A.  M. 

Simons,  author  of  "Social  Forces  in  American 

History."  341  pages,  including  index.  Price  $3. 
The  Ronald  Press  Co.,  New  York. 

This  new  work  by  Mr.  Simons,  who  is 
director  of  the  personnel  department  of  a 
prominent  firm  of  management  engineers, 
deals  with  the  problems  involved  in  the  em- 
ployment, training  and  handling  of  labor. 
The  author  has  borne  constantly  in  mind  the 
viewpoint  of  the  worker,  and  in  a  chapter 
on  "Standardizing  Human  Elements"  he  de- 
clares that  if  industry  is  not  to  collapse  it 
must  adjust  itself  so  as  to  utilize  through 
proper  institutions  the  powerful  and  essen- 
tial instinct  of  craftsmanship  which  is  now 
in  so  large  degree  suppressed  through  mo- 
notonous work,  lack  of  participation  in  plan- 
ning, irregularity  of  employment,  arbitrary 
management,  poor  adjustment  of  workers  to 
work,  indifference  to  character  of  output, 
and  many  other  features  of  modern  indus- 
try. He  also  discusses  the  newer  methods 
in  the  handling  of  employees,  including 
profit-sharing  plans,  personnel  department 
organization,  and  "industrial  democracy." 

Of  special  interest  to  ECONOMIST  readers 
is  the  chapter  on  "Union  Contribution  to 
Joint  Management,"  in  which  are  outlined 
the  developments  along  this  line  in  the  gar- 
ment industry. 
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Silk  Industry 


(Continued  from  page  35) 

Manufacturers  are  not  doing  much  for  fall  as 
yet,  although  a  number  of  them  have  sales- 
men on  the  road  and  are  booking  small  orders 
on  staple  numbers.  As  already  noted  many 
mills  are  well  booked  up  on  summer  business 
to  the  middle  of  June. 

It  is  generally  conceded  that  the  vogue  of 
crepes  will  continue  into  the  fall.  Canton 
crepes  and  crepes  de  Chine  will  almost  cer- 
tainly be  good,  and  it  is  a  fairly  safe  bet  that 
georgettes  will  be  in  a  much  stronger  posi- 
tion than  they  have  been.  Georgette  is  a 
weave  possessing  so  many  positive  qualities 
that  it  cannot  remain  very  long  in  eclipse. 
Georgettes  in  the  greige  have  been  in  good  de- 
mand of  late  and  early  deliveries  have  been 
difficult  to  obtain. 

Satin  crepes  are  sure  to  be  good.  They 
have  been  coming  more  into  prominence  with- 
in the  last  few  weeks  and  they  may  easily 
prove  to  be  a  big  fall  seller.  There  is  some 
doubt  about  the  position  of  satins  generally 
for  fall,  but  they  are  bound  to  have  a  consider- 
able vogue,  even  if  it  is  not  a  big  one.  Char- 
meuse  and  messaline  at  least  are  sure  to  be 
good.  Judging  from  what  Paris  is  doing 
moire  silks  are  likely  to  come  in  as  a  novelty. 


Charles  H.  Baum,  formerly  with  Gimbel 
Brothers,  Philadelphia,  Pa.,  has  taken  charge 
of  the  hosiery  and  knit  underwear  departments 
at  the  Lansburgh  &  Bro.  store,  Washing- 
ton, D.  C. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough  "  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


M«>  Art  Silk  Tuxedo 
Coats  and  Sashes 


BATHING  SUITS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26West  23rd  St.,  New  York  City 

Chicago  Rep.,  R.  GOSLING,  209  Medinah  BIdg. 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


LADIES  FULL  FASHIONED 

Si  Lie 
HOSIERY 


J.R.Beaton  Co.,I  nc, 


329  Fourth  Ave. 


New  Mark 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladies'SilkLi8le,$3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 

Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


HOSIERY 


SOCKS  "for  wear 

From    Mill  "  Retailer 

9?(PieJ^.  5AMPLE5wPmCE5 
I  S.S.MILLER  HOSIERY  MILLS 

Peading  Pa.  U.S.A. 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
cliandise  to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 


UNDERWEAR 


UNDERWEAR 


rts  big  COMPORT  advantage 
—the  Patented  "Can't-Slip" 
shoulder  strap — makes Cumfy- 
Cut  an  UNMATCHED  proflt- 
maker.  Nationally  advertised. 
Ask  your  Jobber  for  samples, 

Boyce^  Wheeler  A  Boyca 
339  Broadway         New  York 


Racine  Feet.  Tb' Trade  Mark  with  a  reputatioD'oPUtatlon  H 


RACINE  FEET  KNITTING  CO. 

BELOIT,  WISCONSIN 


i 


"Made  in  U.  S.  A." 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway     New  Tork 

"'No  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RIWRSIDE  KNITTING  niLtS 

READINS  PA 


SILK  UNDERWEAR 


"Just  a  Little  Different" 

Negligees  and  Underthings 

Designed  by 

Bessie  Damsey 

201  East  16th  St.  New  York 


SHOES 


BATHING 

4 


SHOES 


IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 


BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


Ladies  COMFORT  Shoes 

Soft-Flexible  Leather 


LOW  «2.87  Pair 

Other  Sryles  on  R^uest 
Made  in  CD  E  '=:f  -vidths 

Sold  in  3to  Pdir  i.cts  

FOB  Factory 

THE  HELD  COFtPORATION 

*1  UNION  SQUARE     NEXV  YORK 


HIGH  6  J  J5  Pair 


IT    BENDS    SO  EASY" 

\o.  142— Glazed  Kid  Vamp.  Dull 
Kid    top,    7    inch    Flexible  Welt. 
Sofslni.     Tip,     11/2    inch  common 
sense  heel,   20  last. 
B-W2   10  9;  C-4  10  9,  D, 

£-31/2   to  9  $5.75 

Add  30  cents  for  sizes  SVa  and  9. 


HOLTERS  COMPANY. 


Men's 
Fine 
Shoes 

Rockland 
Quality 


An  Easy  Index — - 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 
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How  Many  Stores? 

(Continued  from  page  93) 

more  costly  than  in  a  store  up  the  street  which 
has  a  warmer  tone.  Yet  the  atmosphere  is 
such  as  many  times  to  prevent  inquiry.  The 
very  characteristic  which  is  meant  as  a  lure 
to  one  class  of  customer  drives  another  away. 

Prevents  Mistaken  Value  Idea 

How  many  times,  looking  through  a  maga- 
zine and  noting  automobile  advertising,  does 
one  get  a  mistaken  impression  of  a  car's 
value?  The  illustration  and  copy  raise  vis- 
ions of  a  $5,000  machine.  They  are  used  with 
that  purpose,  so  that  when  the  price  is  finally 
revealed  to  whoever  has  the  courage  to  in- 
quire he  will  be  impressed  by  the  bargain  he 
is  getting. 

The  trouble  with  this  is  that  most  people 
who  intend  spending  $2,000  for  an  automobile 
will  not  take  the  trouble  to  ask  about  the 
$2,000  car  with  the  $5,000  atmosphere.  They 
don't  know  it  is  a  $2,000  car.  A  chap  who 
visited  the  last  automobile  show  in  New  York 
was  the  most  surprised  person  imaginable 
when  he  learned  that  a  car  rated  as  one  of  the 
best,  and  formerly  one  of  the  highest  priced, 
had  been  brought  down  to  about  three-fifths 
of  its  former  price,  and  not  recently,  either. 
The  old  "class"  atmosphere  had  kept  him  from 
inquiring  or  even  thinking  about  that  make. 

No  one  with  any  pretensions  to  common 
sense  will  advocate  that  every  store  use  win- 
dow price  cards  all  the  time.  Undoubtedly 
there  are  certain  conditions  when  it  would  be 
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very  undesirable,  such  as  in  strictly  style 
showings.  Furthermore,  the  use  of  "institu- 
tional" displays  in  which  the  store  and  its 
place  in  the  community  is  advertised,  rather 
than  its  merchandise,  is  increasing.  When 
not  carried  too  far  these  are  valuable  and 
price  has  no  place  in  them. 

What  Is  Retail  Leadership? 

But  isn't  it  doubtful  wisdom  for  stores 
which  have  built  a  merchandise  reputation  to 
get  far  away  from  it?  Those  they— many  of 
them — seek  to  emulate  get  away  with  it  be- 
cause they  maintain  costly  services  of  many 
kinds,  and  this  helps  put  them  up  in  the 
"class"  level;  but  the  cost  of  maintaining  that 
place  comes  in  somewhere.  It  is  expensive 
eminence. 

Too  often  "atmosphere"  is  associated  with 
retail  leadership  and  quality.  Actually  it  has 
little  to  do  with  either.  The  store  that  serves 
its  customers  by  selling  them  merchandise  of 
sound  value  at  moderate  prices  serves  them 
best.  It  is  because  there  is  a  tendency  for 
many  "merchandise"  stores  to  seek  to  belittle 
this  phase  of  their  own  usefulness  that  a 
warning  to  think  it  over  is  timely.  And  ceas- 
ing to  tell  prices  to  people  on  the  street  as  well 
as  in  the  store  is  one  of  the  signs — one  of  the 
results — of  looking  toward  a  place  at  a  false 
top. 


Lingerie  Is  Dainty— But 
Store  Bans  It 


The  Miller  Bros.  Co.,  Chattanooga,  Tenn., 
has  initiated  a  dress  reform  movement.  Not 
among  its  customers,  of  course;  it  would  be 
bad  business.  The  move  affects  women  em- 
ployees only.  The  store  management  says 
there  is  too  much  underwear  in  evidence  and 
too  little  outer  covering.  Under  the  ban  fall 
transparent  waists,  too  low  camisoles  and  lace 
stockings.  Freakish  sho^s,  too  much  jewelry 
and  outlandish  hair  dressing  also  are  barred. 

After  the  matter  was  put  up  to  them  the 
employees  decided  the  regulations  enforcing 
more  discreet  costuming  might  not  be  so  bad 
after  all.  Anyway,  they  will  go  into  effect  to 
be  rigidly  enforced  in  the  fall,  summer  being 
passed  over  lightly  because  many  summer 
clothes  have  already  been  bought.  The  new 
rules  provide  that  summer  store  wear  shall 
consist  of  white  waists  with  white,  navy  or 
black  skirts.  Blue  waists  with  blue  skirts  and 
black  with  black  are  optional.  In  winter  a  one 
piece  dress  of  blue  serge  or  black  waist  and 
skirt  will  be  worn. 


R.  W.  Miller  is  the  new  buyer  of  notions 
and  toilet  goods  for  the  Newcomb-Endicott 
Co.,  Detroit,  Mich.  Formerly  he  was  with 
the  John  Shillito  Co.,  Cincinnati,  Ohio. 


David  Braunstein  has  resigned  as  vice- 
president  and  director  of  the  Braunstein-Blatt 
Co.,  Atlantic  City,  N.  J.  The  other  members 
of  the  firm  have  acquired  his  interests  and 
will  carry  on  the  business  under  a  new  name. 
M.  E.  Blatt  remains  as  president.  Louis  E. 
Stern  is  the  new  secretary  and  treasurer. 
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"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  CMoago 


Liberty-Belle 

HAIRPINS 


Cabinets  Tubes  Bundles  Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boiton.  Mats. 


THIMBLES 


;  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  In 
your  district. 

The  ANSONIA   NOVELTY  Co. 

ANSONIA,     CONN.  U.S.A. 


mm  ¥®u  SILL 

QUALITY  PliSST 


Staple  Envelopes  of  Eeery  Description 

547  West  27th  St.    N  EW  YOR  K 


RETAIL     ^^^^^  RETAIL 
SILK  HAIR 

E  M  ITTELSTAEDTiHc.  ^Tzh% 


REAL  HAIR 
NETS 


EVERSHARP:»^50^&75| 

THE      EDGE  SCISbORbH  I 
THAT  IS  ALWAYS  SHARP. 
DEPENDABLE        SCISSORS  IXJ 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

(THE  EVERSHARP  SUEAR  CO. 

BRIDGEPORT  CONNECTICUT 


The 


and 


SANITARY  NAPKINS 

Convenienily  and  attracUveiy  packed;  hair 
dozen  and  dozen  cartons;  indlTidual  transparent 
enyelopes;  and  compressed  in  Individual  boxes. 

Write   lor    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
200  Broadway    New  York  City 


(H^manHair) 
COSMOS  TRADING  CQ 

229    2J  3    FOURTH  AVE..  N  Y. 


REAL  HUA\AN  HAIR 

INVISIBLE    -  SANITARY 

G  U  A  R  A  NT  E  E  D 
SATISFACTION 

WRITE  FOB  lAMPLEi 

EGO  TRADING  00. 

i:„i<,ri  ^:t|.,  N.  Y.  Cliy 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


Beauty  Boxes 

All   the   rage.   We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 
The     Effbee  Com- 
pany 
Mfrs.    of   Ladies   Hand  Bags 
All  Styles  and  Prices  • 
300-306      So.      Franlilin  ? 
CUcago.  Ill 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff.  President 

Q   ,  Foreign &Doineslic  O 


lUt 


NOTIONS 


Sole  Agents  for  the  Lightning  Needle  Co.  i 

27-33  West  23rd  Street  New  York  City  t 


SANITARY  NAPKINS 

APRONS-KNICKERS 

TTC  ^^18^1%^^^^^'^  GOODS 

t  '^Wkm^ft^F o R  INFANTS 
I  AND  WOMEN  ^ 

St  SiGiPard  Ave.  PHILADELPHIA. 


T.  B.  M.  GATES 


432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Woven  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


KIRBY,  BEARD  &  CO. Biriiiinghani,Eng. 
V  Hair  Pins,  Pins,    Needles,  Needle  Cases  n 


REEP 


.  \/^^'    Al/o  &<^eral  Line  of 

Game 

/Collar  BdL^  Manicures  Et( 
A.l_.     R.EED  Ca 

■373- FIFTH  AVE.  MEW  YOBK 


BOOKS 


MUSIC  PUBLISHERS 


LABELS 


BUTTON  MACHINES 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  )or  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


WOVEN  ENGRAVED  EMBOSSED  &  PRINTED] 


FOR  ALL  WEARING  APPAREL 
404  S.WELLS  STREET  CHICAGO 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAIT! 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 
S.  MENKIN,  Inc. 

149  W.  28th  St..  New  York 

60  Years  Experience  behind  our  Service 
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National  Hospital  Day — Another  Opportunity 


To  all  the  "Days"  and  "Weeks"  which  come 
along  every  year  offering  merchants  an  oppor- 
tunity to  cash  in  on  them  another  is  to  be 
added — National  Hospital  Day.  And,  like  the 
rest,  a  practical  element  of  sales  promotion 
attaches  to  it. 

National  Hospital  Day  has  as  its  main  idea 
making  the  public  better  acquainted  with  hos- 
pitals. In  the  United  States  and  Canada  are 
8000  of  these  institutions.  On  May  12,  the 
101st  anniversary  of  the  birth  of  Florence 
Nightingale,  these  hospitals  will  take  part  in 
a  movement  to  show  people  just  what  they  do 
for  the  good  of  humanity.  In  many  places 
inspections  of  local  hospitals  and  training 
schools  will  be  featured;  but  each  institution 
will  arrange  its  own  program  under  the  gen- 
eral guidance  of  a  national  committee  with 
headquarters  in  Chicago. 

Cash  in  on  Sick  Room  Gifts 

President  Harding,  Governors  of  the  sev- 
eral States  and  officers  of  corresponding  rank 
in  Canada  will  be  asked  to  proclaim  the  day, 
making  special  reference  to-  the  work  being 
done  for  sick  and  wounded  ex-service  men. 

Where  the  retailer  comes  in  is  in  relation 
to  his  sales  of  small  things  such  as  are  or  may 
be  used  by  patients  in  hospitals.  Most  people 
confined  to  these  institutions  even  for  short  pe- 
riods receive  visits  from  numerous  friends. 
A  large  proportion  of  these  visitors  take  with 


them — or  would,  if  they  thought  of  it — some- 
thing to  help  make  the  patient's  time  pass  more 
easily. 

Gifts  of  fruit  or  flowers  are  very  common, 
of  course.  •  Many  persons  dislike  to  take  or 
send  such  things  because  they  know  most  of 
their  friends  will  have  the  same  idea.  Some 
of  them  fulfill  their  obligations  in  this  manner, 
anyhow.  Others  take  books.  Others  pass  up 
the  job. 

Many  Articles  Small,  but  Useful 

When  attention  is  being  focused  on  hos- 
pitals and  their  patients  is  an  excellent  time 
for  stores  to  capitalize  the  "Day"  by  pushing 
such  articles  as  may  be  useful  in  this  respect. 
Books  are  generally  acceptable,  especially  if 
the  book  department  takes  the  trouble  to  select 
lists  of  volumes  suitable  for  different  kinds  of 
patients.  Young  boys  and  girls,  for  instance, 
like  books  of  entirely  different  character,  and 
books  suitable  for  grown-ups  make  a  third 
classification.  Those  for  elderly  persons  might 
make  a  fourth. 

When  a  patient  is  convalescent  very  often 
he  enjoys  writing  letters.  Perhaps  he  wel- 
comes the  quiet  and  leisure  which  enables  him 
to  catch  up  with  neglected  correspondence  or 
to  reply  to  the  kindly  inquiries  which  friends 
have  made.  Good  stationery  thus  becomes  an 
appropriate  gift. 

Many  women  and  girls  enjoy  doing  em- 


broidery or  knitting,  neither  of  which  arts  is 
too  strenuous  for  the  convalescent.  Complete 
outfits,  including  needles,  yarns,  designs,  etc., 
and  a  pretty  basket  to  keep  them  in,  make 
another  item.  Pretty  vases  seldom  are  part  of 
a  hospital's  equipment.  These,  too,  to  contain 
floral  gifts  are  likely  to  be  appreciated,  as  are 
small  table  clocks. 

Children  Have  a  Special  Need 

Children,  particularly  the  younger  ones, 
take  confinement  hard.  They  need  something 
to  keep  them  busy  even  more  than  do  their 
elders.  Games  of  any  number  of  kinds  are 
in  every  toy  department,  and  with  picture  puz- 
zles, drawing  and  coloring  outfits,  etc.,  are  very 
welcome  in  the  sickroom. 

This  particular  event — if  such  it  may  be 
called — is  not  big  enough  for  a  "splurge."  It 
does,  however,  give  an  opportunity  for  fea- 
turing small  things  in  a  way  to  attract  atten- 
tion and  purchasers.  The  goods  are  displayed 
and  advertised  in  connection  with  a  use  which 
comes  close  to  the  hearts  of  those  with  sick 
friends  or  relatives  and  should  bring  quick 
returns.  Its  application  need  not  be  confined 
to  hospital  patients.  Those  confined  to  their 
homes  may  need  the  same  things  as  those  in 
an  institution. 

Feature  National  Hospital  Day  by  the  dis- 
play of  goods  suited  to  the  event  and  get  your 
full  share  of  the  resulting  business. 
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BABY  GOODS 


SAMPLES  ON  REQUEST 


WSDON( 

SAFETY  PINS - 

'9Ae  A  Point  Pin- 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LONG  TAPERING  POINTS-NON-PULLINC 
CAPS  U  OUABDS  SECURELY  AiSEMfiLED 


RISDON  MFG.  CO..  Naugatuck .  Conn. 


SELECTE"  NOTIONS 


CMALL  wares  and  fancy  goods  at 

_  lowest  prevailing  market  prices. 

I  Sole  Agent  for  D.  F.  Tayler  &  Co. '3 

J  PliSa   AND  HAIBPIN8 

m  GOTHAM  LEATHER  GOODS  CO. 

=  Sma//  Wares.  Fancy  Goods  &  Buttons 

m  222  Fourth  Ave.  at  IStbSLNewYoTk  BostoaOfficetf  QnniKjrSt  J 


Creators  of  boxed 
Gift  novelties s-^i" 


PRESTON  STUDIOS 

BUILDING  _  _   

DISTRIBUTORS 


CMICACO. 


ass  Firxrt  AVE.  new  york 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
PAVVrUCKET     R.  .  I. 


COTS  AND  CAMP  FURNITURE 


ipeerlessi 
UV^IVLjJ 


WE  MAKE 

OAMP  FURNITURE, 


i^^^ningrs.  Covers,  Leesins, 
Carpenters'  Aprons,  Tucker'f  Best 

tories  WHf'i"f*  Rfincoa*"-  Four  Pae- 
Wnes.    Write  for  prices.    Prompt  shipments. 

Tucker  Duck  &  Rubber  Co. 

 FT.  SMITH,  ARK. 


Kioag  i^ibboncraft  Companp 

DESIGNERS  and  MAKERS 
of 

S&tbiion  J^obeltiesi 
for  Pafap  anb  iSIilatip 
31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


INFANTS'  GOODS, 

Crib  and  Carriage  Pads 
— Bibs  of  all  Styles— 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Draweus. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  protits. 

Excelsior  Quilting  Co.,  new^yoIk 


BABY     PsI  OVE  I_T  I E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y. 


Richard  G.  Krueger 

Manufacturer 
showroom 

AND  STUDIOt  Kc;:iffl^^ 
S95F0URTHAVE.  NEWYORK  f^jji^Hi ^ - 
SENO  FOR  CATALOGUE  ""^^  ' 


DOLLS   &  TOYS 


Roily  Rattle — it  Floats.  I  Water  Baby — in  assorted 
Assorted  character!  at       |  styles  $2^^  tO  $  1 5 

$4;  $6  &  $750  I 

Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls" 
Toilet  Sets,  etc. 

Sig.  Schwartz  Co. 
110W.32ndSt.,N.y. 

Send  for  catalog  1 0 


BABY  GOODS 


F 

Original  SANITARY  Nursery 
^  Playthings  for  BABY 

$25  or  $50  Rite  Assortment 

It's  the  Rite  Line 

Seo  jmor-efe,  3Jnc. 

No.  119  West  42nd  St., New  York 

>           Opposite  Bush  Bldg. 

i  i  : 

Rattledy  Ritet 

"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 

Isnockabouts.      None  genuine 

without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TIMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


PILLOWS 


^IttRvPILLOWS 

'^'^^^'^    assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


K    N  S 


Pennant 
Darning  Cotton 

30  yd.;  8-ply;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett&OrswellCo. 
Pawtucket,  R.  1. 


FIBRE  LUSTRE 

SILK  YARN 
Now  In  Diamond 
Wound  Balls 


"Trade    Mark  Reg." 
CARVER-BEAVER   YARN  CO., 

365  Broadway,  New  York 


INC. 


FLOOR  COVERINGS 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  Tyarehonses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J, 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


Advertising  Ideas  is  a  monthly 
(  digest  of  the  best  of  the  cur- 
f  rent  retail  advertising.     It  is 

invaluable  to  the  advertising 

man  in  a  retail  store. 

Advertising  Ideas 

239  W,  39th  St,  N.  Y. 


OIL  CLOTH 


TRADB 
MARK 
REQ. 


UNBUS 

Table  Oil  Cloth 

"Quality  in  Every  Yard" 
Capacity  18  miles  per  day 
Tht  Colambas-Union  Oil  ClotA  Co. 
Columbus,  Ohio 
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Chinaman's  Loss 
Is  Hairnets' Gain 

When  Celestials  Were  Deprived  of 
Queues  Clippings  Were  Utilized 
for  Making  of  Nets 

ORIGINATED  in  the  days  of  Madame 
Pompadour  and  Marie  Antoinette,  when 
it  was  ornamented  with  beads  and  jewels 
and  was  decorative  rather  than  useful,  the 
hairnet  has  swept  into  high  favor  during  the 
last  two  years,  and  according  to  J.  P.  Mann  of 
Morris,  Mann  &  Reilly,  Chicago,  a  conserva- 
tive estimate  of  the  1920  business  is  $40,000,- 
000.    He  predicts  it  will  be  doubled  in  1921. 

Before  the  war  many  hairnets  were  made 
in  Germany  and  Bohemia.  During  the  world 
conflict  the  industry  was  halted  in  the  Central 
Empires,  and  American  dealers  turned  to 
China.  Now  hairnet-making  is  one  of  China's 
foremost  industries. 

The  chief  present  source  of  supply  for  nets 
of  human  hair  is  discarded  queues  of  Chinese 
men.  When  the  Chinese  Republic  was  formed 
an  edict  went  out  in  the  land  for  the  banish- 
ing of  all  queues  and  the  Chinaman  lost  his 
pride  of  centuries.  The  clipped  queues,  accord- 
ing to  Mr.  Mann,  will  furnish  sufficient  hair 
to  supply  hairnets  for  the  women  of  the  next 
two  or  three  generations. 

Particular  care  as  to  sanitation  is  exer- 
cised in  the  manufacture  of  hairnets.  The 


Chinese  hair  is  put  through  several  chemical 
processes  that  remove  all  possibility  of  con- 
tagion. 

The  raw  hair  direct  from  the  Chinaman's 
head  is  worth  $1.00  a  pound.  When  it  has 
been  through  all  steps  in  refining  and  prepa- 
ration and  is  ready  for  deft  fingers  to  fashion 
into  the  hairnet,  it  is  appraised  at  $30.00  the 
pound.  This  proves  the  care  taken  in  steriliz- 
ing and  refining. 

The  original  Chinese  black  hair  is  first 
subjected  to  a  chemical  bath  that  removes  the 
entire  outer  layer  or  "bark"  from  each  hair, 
the  inner  fiber  alone  being  utilized  for  the 
net.  Originally  too  coarse  for  hairnets,  the 
hair  becomes  soft  and  pliable  after  its  initial 
chemical  bath.  The  first  acid  immersion  also 
accomplishes  much  in  sanitation.  All  pro- 
cesses of  refining  take  place  in  America. 

A  Bleaching  Process 

Following  the  removal  of  outer  "bark"  the 
hair  goes  through  a  bleaching  process  that 
reduces  it  to  a  light  brown  shade.  Then  it  is 
dyed  to  the  desired  colors — brown,  auburn, 
dark  and  light  brown  or  black. 

After  dyeing,  all  the  hairs  are  sorted  and 
grouped  according  to  length.  The  longest 
hairs  go  into  the  finest  nets — those  almost 
free  from  knots — and  the  shorter  ones  make 
up  cheaper  nets. 

Thoroughly  refined,  the  hair  goes  back  to 
China,  where  the  large  dealers  "farm"  it  out 
and  native  families  weave  and  tie  it  into  the 
commercial  hairnets.  Two  kinds  of  hairnets 
are  made — the  "cap"  net  which  fits  over  the 


head  like  a  cap  and  the  "fringe"  net,  which  is 
placed  over  the  head  in  the  manner  of  donning 
a  cape. 

Rigid  inspections  as  to  sanitation  and  per- 
fection take  place  before  the  completed  hair- 
nets leave  China,  and  on  arrival  at  America 
further  sanitary  precautions  and  inspections 
are  carried  out.  When  the  American  woman 
buys  her  hairnet  in  the  retail  store,  she  gets 
an  article  that  is  as  clean,  sanitary  and  safe  as 
the  commercial  hair  comb  made  by  the  Amer- 
ican manufacturer. 

U.  S.  Sells  Vast  Amount 
of  Surplus  Materials 

The  Government  has  disposed  of  a  tre- 
mendous quantity  of  War  Department  sur- 
plus materials.  Up  to  and  including  March 
31,  1921,  the  goods  sold  represented  on  a 
cost  basis  the  sum  of .  $1,445,875,027.02.  To 
the  same  date  transfer  of  property  to  other 
departments  amounted  to  $156,886,715,  ex- 
pressed in  cost  price  to  the  Government.  On 
the  same  basis,  sales  for  the  first  three 
months  of  1921  represented  a  value  of  $187,- 
617,673.20  and  transfers  to  other  depart- 
ments $20,202,993,  From  Jan.  1  to  the  week 
ending  April  9  there  was  turned  in  to  the 
treasury  as  the  result  of  sales  of  surplus 
War  Department  property  $66,349,387.65. 
The  surplus  property  still  in  the  War  De- 
partment's possession  is  estimated  to  be 
$183,707,000. 


STORE  EQUIPMENT 


HANGERS 


BEHLES-BLUTHENTHAL  CO. 


I 


STORE  FIXTURES! 


TENNESSEE. 


EVERYTHING  IN  FIXTURES 


CURTIS  LEGER  FIXTURE  CO. 

232  West  Jackson  Blvd.,  Chicago,  UL 


BALDWIN 
^t^''  Carriers 

give   most   aer-vlce  for  the 
monoy.    For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.  L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madibon  Street,  Chicago 


FLYER 


OUK  BiXJULAB 


Cloth 
Covered  Stock 
Boxes 


STORE  EQUIPMENT 


MADE  WITH   WOOD    FnAMT-.     GIVE  YEAES 

01''  KEKVICE 
Cuiirriritw.fi  iliiBt  proof      I>'t  us  ostlmnte  on 
your    rifi'fJs.      (iitalOKH   on  n^quost. 
CLASSTONE  &  ALLEN 
45  N.  Division  St.   Buffalo,  N.  Y. 


FOR 

The  Department  Store 

ALL  STYLES,  COLORS  AND  GRADES. 
ASK  TO  SCr  THE  -MCCASKCV  TRIP." 
WRITE  FOR  S&MPLCS  AND  PRICES 

The  McCaskey  register  Co. 

«l  I  lANCE.  OHIO 


UNIT  CALCULATORS 

Correct  Prccalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St..  Chicago. 


3  in  1  Air  Brushes 

Made  in  all  sizes.    Better  in  every  way  for 
show  card  and  window  background  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


Putnam's  improved  Cloth  Chart 


Measures 
for 

Inventory 

Without 

Unrolling 

Write 


THE  A.  E.  PUTNAM  COMPANY,   Washington,  la. 


NO  BOOKN 
to  REFER  TO 
NO  FIGURING 
TO  DO 


furniture 
equipment 


MANUFACTURERS  FOR  OVER50YRS. 


EISCHMANNCO. 

>  229  to  239  West  3Gth  Street,  H.  Y. 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  resu!ts,bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  deUils  FREE  upon  re- 
quest 

THE^>CONOMY  SERVICE 
231  W.  39th  Street  New  York  City 


CURTAINS 


DISPLAY  FIXTURES 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
IrJormation  Dept.,  239  West 
39thSt..N.Y. 

Wholesalers   &  Importers  Only 


€cl)o  2£> ridge  CurtatnjBf 

Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory.    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  aronnd  the  corner  on 
ThirtT-first  Street. 


UPHOLSTERY  MATERIALS 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 
PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomfeldi&Rapp  Company 

108  N.  Jefferson  Street 
CHICAGO,  ILL. 


BEST  STEEL 
DISPLAY  RACKS 

R  ug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


GALVA 


Illinois 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent  retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


West  Water 


St  . 
Bldg 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 
French 

  Wax  Figure  Company 

Milwaukee,  Wis. ;  715  Medinal 
,  Chicago.  111. 


PAPER  SHREDDERS 


Make  Your  Show  Windows  Pay  Your  Rent 

tOur  line  of  Period 
Display  Fixtures 
will  help  you  make 
effective  Window 
Displays. 
Send  for  Catalog, 
No.92 

THE  OSCAR  ONKEN  CO. 

3547  W.  4th  St..  Cincinnati.  Ohio,  U.S.  A. 


Stop  Hiding  Your  Merchandise.  Display  It. 

Give  your  mercliandlse  a  cliance  to  sell  itself,  tliru 
uttracUve  displays.    Malte  it  easy  for  customers  to 
Buy— easy   for   you   to  sell. 
■T.'  ,  — ^  -^^7"^  The  S-X  Display  Backs  will 
V  ^--'-"rtfc-  --.        wi.'y_    g^yg    you    this   service,  ana 
more.     Write  for  circulars. 
SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Su., 
Chicaeo.  Illinois 


For  kids  wash  clothes 

RENFREW 
DEVONSHIRE 
CLOTH 


A  Yarn-Dyed 
Fabric 


"Outwears 
Galatea" 


32  INCH 


The  economy  cloth 
for  all  the  people 
Stands  the  strain! 
Wears  like  iron! 


SINCE  1867  . 

Also  makers  of 

RENFREW     COLORED  DAMASK 

RENFREW     NUVOGUE  FABRICS 

RENFREW  GREAT  WHITE  FABRICS 


F.    U.    STEARNS    &  COMPANY 

SELLING  AGENTS 
9  Thomas  Street  New  York 


flail 


No4<X)<) 

lie  Publishing  S 
*cl  NfwYork 


genuine  has  "RENFREW  DEVONSHIRE  CLOTH"  stamped  on  the  selvage 
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RECOGNITION 

Merchandise  that  is  recognized  for 
Value  and  as  a  Standard  of  Quality 
is  an  indisputable  asset. 

"Old  Bleach"  pure  Irish  linens  and 
linen  damasks  have  these  two  attri- 
butes in  the  highest  possible  degree. 

The  "Bleached  by  the  Sun"  device 
is  recognized  as  a  guarantee  that 
all  goods  bearing  this  mark  are  msde 
from  pure  selected  fine  flax  yarn. 

"OLD  BLEACH   LINEN  CO.,  Ltd. 

Beg.  Trade  Mark 

23.25  East  26th  Street        -:-        New  York 

Canadian  Representative:  W.  H.  STELEY 
22  West  V^ellington  Street,  Toronto,  Ont. 
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THE  BUYERS'  WEEKLY  STAFF  MEETING 
New  York,  Saturday,  May  7,  1921 


No.  4009 


R.   B.  Bunting — Floorcoverings,  draperies  and 

other  home  goods;  linens 
W.  D.  Darby— Silks,  woolens,  worsteds,  cottons 
Gus  Henning — Store  service  and  equipment 

C.    K.    McDermut,    Jr.— Knit    underwear  and 
hosiery 

Miss  Jack  Seelet— Laces,  embroideries,  ribbons 
trimmings  ■ 

London  Office,  11  Haymarket,  S.W.l  John  P 

CURTISS  ovniN  v.. 


S.  H,  DiTCHETT,  Editor-in-Chief 
Ernest  C.  Hastings,  Managing  Editor  John 

department  editors 


J.  E.  BOLLAND — "Women's  and  misses'  apparel 
Miss  Mat  Hallett — Fashions  as  they  influence 
merchandise 

Gut  Hubbaet — Retail  advertising,  and  "how  to 
sell  it"  articles  , 

Leopold  Minster — -Store  and  office  manage- 
ment ;  accounting  and  system 

Mrs.  Bernice  Todd — Corsets,  brassieres ;  fancy 
goods ;  toys 

Washington  Office,  816  Fifteenth  St.,  N.W. — 
William  L.  Daley 


Darby,  News  Editor 


J.  L.  Cargill — Shoes  ;  men's  wear ;  boys'  wear 
Mrs.     Beatrjcb    Hastings — Gloves  ;    veilings  ; 

women's  neckwear 
Miss  Helen  Lehman — Children's  and  infants' 

goods,    knit    outerwear ;    store  educational 

work 

W.  L.  Pollard — Special  Articles 

G.  A.  VanMeter — Women's  apparel 


Paris  Office,  2  Rue  des  Itallens- 
Hubbard 


-Miss  Laura 
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In  Various  Departments: 
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Striking  Innovations  Mark  Modernized  Home  of  Nation's  Oldest  Store 
Boston  Store  Devotes  Entire  Building  to  Housing  of  Special  Departments 
Plan  Your  Seasonal  Window  Displays  Well  in  Advance 


If  it's  of  interest  to  the  trade  it's  in  the  Economist 

In  next  week's  issue  of  the  Economist  the  latest  trends  in  sports  wear  will  be  dealt  with  at 
length.  With  the  approach  of  summer  and  the  call  of  the  outdoors  these  delineations  are 
particularly  timely.  You  will  find  this  section  of  the  Economist  of  value  to  you  in  gaging 
what  to  do  about  the  demand  for  sports  apparel  with  which  you  soon  will  be  confronted. 
Don't  miss  this  issue. 
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REMOVAL  NOTICE 

VAN  RAALTE  CO. 

Now  Located  at  Fifth  Ave.,  30th  to  31st  Sts. 

We  are  pleased  to  announce  that  we  are  now 
ready  to  welcome  buyers  of  Veils,  Silk  Gloves, 
Silk  Hosiery  and  Silk  Underwear  at  our  new, 
bigger  and  most  conveniently  located  show- 
rooms which  occupy  the  entire  first  floor  (32,000 
square  feet)  in  the 

NEW  TEXTILE  BUILDING 

Fifth  Ave.,  30th  to  31st  Sts.,  N.  Y.  C. 

(Please  see  that  your  buyers  are  advised  accordingly) 

Veils,  Nets,  Silk  Gloves,  Silk  Hosiery,  Silk  Underwear 
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Economist  Reiterates  Its  Advice  to 
I  Liquidate  All  High-Cost  Merchandise 


So  many  pronouncements  are  coming-  out 
as  to  retailers  delaying  the  return  of 
m  prices  to  a  level  more  nearly  approaching 
piormal,  and  they  are  coming  from  such  diverse 
sources,  that,  if  such  pronouncements  further 
multiply,  retailers  themselves  will  come  to  be- 
lieve in  their  accuracy !  Reference  has  akeady 
been  made  in  these  columns  to  the  remarks 
of  President  Harding  and  to  the  recent  report 
of  the  Federal  Trade  Commission.  This  week 
the  retailer  is  scored  by  the  Federal  Reserve 
Board— though  it  is  to  be  noted  that  he  is 
classed  as  only  one  of  several  factors,  the 
others  being-  "high  transportation  charges,  high 
wages  and  the  relatively  high  prices  of  such 
highly  important  requisites  of  production  as 
iron  and  steel." 

Even  so  broadminded  and  capable  an  ob- 
server as  Herbert  Hoover,  Secretary  of  Com- 
merce, declares  that  the  retailer,  though  neces- 
sarily the  last  in  the  chain,  has  in  some  cases 
been  slower  to  fall  in  line  than  the  circum- 
stances warrant. 

Altogether,  the  retailer  is  in  the  limelight, 
and,  whether  he  shrinks  from  the  glare  or 
otherwise,  he  is  likely  to  continue  under  ob- 
servation for  some  time  to  come. 

The  scrutiny,  indeed,  far  from  abating,  bids 
fair  to  become  more  intense.  Our  Washington 
office  sent  us  word  last  week  that  the  Depart- 
ment of  Commerce  has  undertaken  a  special 
study  of  retail  prices  and  their  relation  to 
manufacturing  costs.  More  than  this,  it  is 
asserted  that  the  Department  has  in  con- 
templation the  publication  of  fair  price  lists. 
And  to  the  activities  of  the  Government  are 
being  added  those  of  certain  trade  organi- 
zations. 

It  is,  of  course,  to  be  borne  in  mind  that 
"retailers"  cover  a  multitude  of  merchants, 
dealers  and  shopkeepers,  large  and  small,  and 
engaged  in  the  buying  and  selling  of  an  enor- 
mous variety  of  commodities.  What  may  be 
true  of  the  corner  grocery  is  by  no  means  of 
necessity  applicable  to  the  department  store, 
and  what  may  be  stated  with  all  accuracy  as 
to  the  little  cross-roads  shop  may  be  wholly 
false  regarding  the  big  store  on  the  main 
thoroughfare  of  a  metropolitan  center. 


The  Dry  Goods  Economist  knows  as 
accurately  and  surely  as  one  can  know  with- 
out auditing  a  concern's  books  that  the  great 
majority  of  dry  goods  and  department  stores 
throughout  the  United  States  took  mighty 
heavy  markdowns  in  connection  with  their 
1921  inventories.  Doubtless  there  are  stores 
which  have  not  yet  taken  the  losses  they  will 
sooner  or  later  have  to  accept.  Yet  it  will  be 
generally  admitted  by  those  most  familiar 


AT  the  annual  meeting  of  the 
Chamber  of  Commerce  of  the 
United  States,  held  in  Atlantic  City 
last  week,  A.  C.  Pearson,  1st  vice- 
president  of  the  Dry  Goods  Economist, 
and  treasurer  of  the  United  Publishers 
Corporation,  was  elected  a  director  of 
that  great  national  organization. 

This  recognition  of  the  publishing 
industry  is  a  cause  for  general  gratifi- 
cation, while  to  readers  of  the  business 
papers  it  affords  special  ground  for 
satisfaction.  Our  subscribers  and 
readers,  in  particular,  will  welcome 
the  honor  conferred  on  Mr.  Pearson 
and,  through  him,  on  the  Economist 
and  its  numerous  affiliated  publica- 
tions. 

A  report  of  other  developments 
at  the  convention  that  are  of  direct  in- 
terest to  our  readers  will  be  found  on 
pages  15-18  of  this  issue. 


with  the  situation  and  conditions  that  the 
dilly-dalliers  are  confined  pretty  closely  to  the 
proprietors  of  stores  of  small  caliber.  We  will 
further  admit  the  testimony  of  certain  manu- 
facturers who  claim  to-day,  as  was  done  last 
fall,  that  some  of  their  retailer  customers  are 
obtaining  an  exorbitant  price  for  goods  which 
said  manufacturer  has  sold  to  them  at  a  de- 
cided reduction. 

We  have,  moreover,  no  desire  to  help  the 
retailer  to  dodge  the  issue  by  setting  up 
counter-claims  as  to  the  villainy  of  the  manu- 
facturer, although  it  is  a  fact  that  in  certain 
lines  manufacturers'  prices  have  not  yet  been 
reduced  to  a  level  which  present  cost  of  raw 


materials  would  seem  to  warrant.  Retailers 
themselves,  indeed — and  some  wholesalers,  too 
— have  recently  expressed  themselves  to  us  in 
criticism  of  the  unwillingness  on  the  part  of 
manufacturers  to  bring  their  quotations  back 
to  a  fair  approach  to  those  prevailing  in  1914. 
And  a  fair  approach  is  all  these  distributors 
demand. 

Far  from  endeavoring  to  bolster  up  any 
unfounded  claims  or  excuses  the  retailer  may 
offer  as  to  his  inability  to  go  farther  and  faster 
in  the  direction  of  lower  prices,  we  feel  it  is 
the  duty  of  such  a  publication  as  the  Dry 
Goods  Economist  to  help  its  merchant  readers 
to  fully  realize  what  they  are  up  against  and, 
spurred  on  by  such  realization,  set  their  house 
in  order  without  further  delay. 

This  is  the  course  which  the  Economist 
has  advised  in  the  most  prominent  and  em- 
phatic manner  during  a  number  of  months— 
not  on  one  occasion  or  in  one  issue,  but  at 
various  times.  It  is  the  course,  as  above  sug- 
gested, which  is  being  pursued  by  the  more 
progressive  concerns.  For  example,  a  week  or 
so  ago  a  member  of  a  large  firm  showed  us  a 
slip  addressed  to  its  buyers  and  calling  for  the 
detaching,  signing  and  return  of  a  portion 
thereof,  the  returned  portion  bearing  the 
statement  that  the  department  head  in  ques- 
tion had  marked  down  his  goods  to  the  then 
prevailing  replacement  value.  These  slips 
were  sent  out  and  the  detachable  portion  re- 
turned once  in  every  two  weeks. 

Other  store  owners  or  managers  with  whom 
we  have  discussed  this  subject  informed  us 
that  while  they  had  not  adopted  such  a  method 
for  impressing  their  merchandise  department 
heads  with  the  vital  importance  of  reducing 
prices  in  prompt  acquiescence  with  declines  in 
the  primary  market  they  had  taken  other 
measures,  which  they  regarded  as  no  less  effec- 
tive, for  accomplishing  the  same  result. 

Similarly,  the  small  store  proprietor  must 
get  after  his  buyers.  And,  if  his  business  is 
such  that  he  is  his  own  buyer,  he  must  get 
after  himself.  Further  delay  will  entail  loss 
of  trade  but,  more  than  this — in  liquidation  of 
high-priced  merchandise  to-day  lies  the  road 
to  financial  safety. 
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Remember,  The  Battle  Is  to  the  Strong! 


Is  the  world  at  the  beginning  of  a  more  or 
less  prolonged  period  of  price  decline? 
This  is  a  pertinent  query,  an  answer  to 
which,  while  naturally  difficult,  if  not  im- 
possible, to  formulate  with  any  degree  of  cer- 
tainty, is  eagerly  being  sought  in  various 
quarters. 

Light  on  this  subject  was  thrown  last  week 
by  Leonard  P.  Ayres,  vice-president  of  the 
Cleveland  Trust  Co.,  extracts  from  whose 
masterly  address  at  one  of  the  group  meetings 
of  last  week's  convention  of  the  Chamber  of 
Commerce  of  the  United  States  are  presented 
elsewhere  in  this  week's  Economist.  While 
he  did  not  venture  to  express  a  definite  opinion 
or  make  an  absolute  prediction,  there  was 
much  in  Colonel  Ayres'  remarks  to  lend  color 
to  the  impression  that  he  regards  a  period  of 
declining  prices  as  well  within  the  bounds  ot 
probabihty. 

It  is  noteworthy,  moreover,  that  many 
leaders  in  the  wholesale  and  retail  branches 
of  the  dry  goods  trade  with  whom  we  have 
talked  on  this  subject  during  the  last  several 
weeks  expressed  themselves  as  wide-awake  to 
the  possibility  of  a  recession  of  commodities' 
prices  continuing  for  a  considerable  period. 
Such  differences  as  were  apparent  in  their 
views  lay  wholly  in  the  length  of  time  during 
which  such  downward  tendency  might  prevail. 

It  should  be  borne  in  mind  that  the  mer- 
chants in  question,  as  well  as  Colonel  Ayres, 
evidently  realized  that  although  the  general 
and  persistent  trend  might  take  a  downward 
direction  there  would  be  from  time  to  time 
advances  in  the  prices  of  certain  commodities 
or  lines  of  merchandise,  these  advances,  how- 
ever being  due  to  temporary  scarcity  of  a  par- 
ticular product  and  being  followed  more  or 
less  quickly  by  a  reaction  to  lower  levels. 

Proof  that  the  retailers  of  the  country  as 
a  body  see  a  prospect  of  prices  further  reced- 
ing is  presented  in  their  general  attitude 
toward  the  placing  of  advance  orders  at  this 
time    While  conservatism  may  be  less  marked 
than  was  the  case  last  November  and  Decem- 
ber, it  is  sufficiently  apparent  to  warrant  the 
conclusion  that  we  are  likely  to  see  in  July  and 
August  market  conditions  very  similar  to 
those  which  developed  just  after  the  begin- 
ning of  the  current  year.    In  other  words,  it 
may  be  predicted  that  buyers  will  come  into 
the  market  in  large  numbers,  eager  to  supply 
their  needs.   And  inasmuch  as  manufacturers 
have  evinced  decided  unwillingness  to  make  up 
goods  for^tock,  the  wants  of  distributors  will 
create  a  strain  which  is  pretty  sure  to  be  re- 
flected in  a  price  advance  wherever  scarcity 
happens  to  exist. 

This  is  an  unfortunate  situation.  It  is 
one,  however,  scarcely  inseparable  from  a 
period  wherein  merchants,  and  manufacturers, 
too,  for  that  matter,  find  themselves  caUed  on 
to  cope  with  conditions  to  which  they  are  but 
little  accustomed. 

As  Colonel  Ayres  pointed  out,  for  the  last 
twenty-five  years  we  have  been  doing  business 
on  a  rising  market.  Naturally,  it  is  no  easy 
matter  to  adjust  ourselves  to  a  period  in  which 


prices  seem  to  be  tending  more  or  less  con- 
sistently downward. 

Under  such  circumstances,  however,  the 
skilful  and  adaptable  merchant  has  the  edge 
on  his  slower  competitor.    Moreover,  as  was 
pointed  out,  during  the  meeting  above  re- 
ferred, by  W.  F.  Hypes,  general  manager  for 
Marshall  Field  &  Co.,  wholesale,  "It  is  per- 
fectly logical  and  safe  for  a  retail  merchant 
to  anticipate  his  legitimate  requirements." 
And,  as  Mr.  Hypes  further  suggested,  "If  he 
fail  in  this  he  suffers  his  own  penalty,  for  by 
withholding  his  orders  he  compels  wholesaler 
and  manufacturer  to  diminish  supply,  and  he 
is  compelled  by  later  consumer  demand  to  re- 
sume buying  in  a  rising  market  because  of  a 
scarcity  of  merchandise." 

Altogether,  this  is  a  good  time  for  mer- 
chants to  remember  that  whether  we  are  in 
for  a  period  of  price  decline  or  otherwise,  "the 
battle  is  to  the  strong." 


Taxation  Views 

A GREAT  number  of  retailers,  doubtless, 
have  noted  with  regret  the  absence 
among  Secretary  of  the  Treasury  Mel- 
lon's  recommendations  to  the  chairmen  of  the 
Ways  and  Means  and  Finance  Committees  of 
any  reference  to  a  tax  on  sales,  or,  to  use  a 
more  expressive  phrase,  a  turnover  tax. 
There  is  reason  to  believe  that  not  only  the 
Secretary  himself  but  the  Administration  is 
at  this  time  opposed  to  such  a  form  of  taxa- 
tion. Why  such  an  attitude  is  apt  to  prevail 
in  certain  quarters  has  already  been  set  forth 
in  these  columns. 

It  is  worth  noting,  however,  that  the  atti- 
tude in  the  quarters  above  mentioned  is  off- 
set in  quite  a  degree  by  developments  else- 
where. The  proponents  of  a  turnover  tax  may 


well  feel  that  the  clouds  are  breaking  when 
they  consider  the  pledge  given  on  behalf  of  the 
Chamber  of  Commerce  of  the  United  States 
that  the  misleading  referendum  on  the  subject 
taken  by  the  Chamber  some  time  ago  shall  be 
set  aside  and  a  new  questionnaire— one  to 
which  definite  answers  either  for  or  against 
a  turnover  tax  can  be  given— shall  be  sent 
out  with  a  minimum  of  delay  to  the  organiza- 
tions of  which  the  Chamber  is  composed.  It 
can  hardly  be  doubted  that  a  vote  in  favor 
of  a  turnover  tax— to  replace  the  excess  prof- 
its taxes  and  the  high  surtaxes  on  large  in- 
comes—coming from  trade  organizations  in 
every  section,  would  make  manifest  a  feeling 
among  the  country's  business  men  which  our 
national  legislators  could  ill  afford  to  ignore. 
For,  taking  into  consideration  the  extensive 
membership  of  all  the  numerous  trade  bodies 
which  make  up  the  National  Chamber,  the 
vote  for  the  tax  would  signify  votes  to  the  leg- 
islators. 

Meanwhile,  the  business  community  will 
rejoice  that  Secretary  Mellon  is  with  it  in  de- 
manding the  elimination  of  the  excess  profits 
tax  and  the  reduction  of  the  income  surtaxes, 
which,  because  they  are  so  high,  lead  to  in- 
vestment in  tax-exempt  securities  and  the 
non-payment  of  income  taxes  on  the  part  of 
those  who  are  best  able  to  pay  them.  His  sug- 
gestion of  an  additional  flat  tax  on  corpora- 
tions however,  to  yield  approximately  half  a 
million  dollars  annually,  will  be  viewed  with 
surprise,  if  not  with  apprehension. 


Forty-six  members  of  the  National  Retail 
Dry  Goods  Association  have  been  asked  by 
Harold  R.  Young,  the  organization's  Washing- 
ton secretary,  to  be  present  at  the  hearings  on 
a  sales  tax  which  will  begin  before  the  Senate 
Finance  Committee  next  week. 


1  ■       "U^w  lr.nCT  ran  we  afford  to  maintain  this  kind 
Men  of  prominence  in  many  industr.es^are  -Wm.^^  How  long 
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Prices,  Taxation  and  Tariff  Debated 
At  Meeting  of  National  Chamber 

Record  Attendance  Marks  Ninth  Annual  Convention  of  U.  S.  Com- 
merce Body  —  Leading  Figures  in  Business  and  Industrial  World 
Are  Heard — Demand  for  More  Business  in  Government  and  Less 

Government  in  Business 


AEECORD  attendance  marked  the  ninth 
annual  convention  of  the  Chamber  of 
Commerce  of  the  United  States,  held  at 
Atlantic  City  on  Tuesday  to  Thursday,  inclu- 
sive, of  last  week.  As  stated  in  last  week's 
Economist  in  connection  vi'ith  our  report  of 
one  of  the  meetings  held  on  Tuesday  evening, 
the  dry  goods  trade  was  weW  represented. 
Among  the  wholesalers  and  retailers  in  at- 
tendance were  Jesse  Isidor  Straus  of  R.  H. 
Macy  &  Co.,  New  York;  W.  F.  Hypes  of 
Marshall  Field  &  Co.,  Chicago;  W.  W.  Ever- 
ett of  Woodward  &  Lothrop,  Washington,  D. 
C;  Felix  Vorenberg  of  the  Gilchrist  Co., 
Boston ;  Alfred  B.  Koch  of  the  Lasalle  &  Koch 
Co.,  Toledo;  Edward  A.  Filene  and  A.  Lincoln 
I  Filene  of  the  William  Filene's  Sons  Co.,  Bos- 
ton; Richard  H.  Webber,  president  of  the 
J.  L.  Hudson  Co.,  Detroit,  and  president  of 
the  National  Retail  Dry  Goods  Associa- 
tion ;  C.  B.  Clarke  of  the  J.  L.  Hudson  Co. ; 
Samuel  Mundheim  of  the  Kaufmann  Depart- 
j  ment  Stores,  Pittsburgh;  Calvin  M.  Smyth, 
president  of  the  Young-Smyth-Field  Co., 
I  Philadelphia,  and  Z.  Himelhoch  of  Himelhoch 
j  Bros.,  Detroit. 

Reconstruction  Will  Be  Slow 

i  In  his  address  in  opening  the  convention 
Joseph  H.  Defrees,  president  of  the  Chamber, 
expressed  the  opinion  that  the  process  of  re- 
.  construction  would  be  slow.  He  touched  on 
the  transportation  situation  and  on  the  atti- 
tude of  labor.    He  declared  that  while  the 

I  Chamber  stands  for  the  open  shop  there  has 
been  no  secrecy  about  its  actions  in  this 
matter. 

"The  Chamber,"  he  said,  "has  come  to  be 
looked  on  as  one  of  the  foremost  institutions 
in  our  national  life." 

Referring  to  the  export  situation,  Mr.  De- 
frees  said  our  capacity  for  production  greatly 
exceeds  our  consuming  needs  and  emphasized 
the  importance  of  foreign  trade  financing  cor- 
porations.  He  referred  to  the  International 
Chamber  of  Commerce  with  which  the  Na- 
tional Chamber  is  affiliated  and  to  the  meeting 
that  is  to  be  held  in  London  this  coming  June. 

"If  We  Sell  We  Must  Buy" 

As  to  tariff  legislation  President  Defrees 
>  reminded  his  hearers  that  if  we  sell  we  must 
buy.    Especially  at  a  time  when  other  na- 
)  tions  owe  us  so  much  money  must  we  take 
'  their  products,  since  they  cannot  pay  if  they 
do  not  sell.    "Our  tariff  laws  must  be  based 
on  these  facts,"  he  added. 

The  taxation  reform  problem,  Mr.  Defrees 
I  said,  would  be  discussed  by  various  groups 
i  during  the  convention  and  on  that  point  he  of- 
fered no  direct  opinion.  He  stressed  the  idea 
expressed  at  the  front  of  the  convention  pro- 
gram that  what  is  needed  in  the  public  inter- 
est is  more  business  in  government  and  less 
government  in  business. 

Group  Meetings  Held 

During  the  afternoon  of  Wednesday  group 
meetings  were  held  under  the  auspices  of  each 
of  the  eight  departments  now  functioning 
within  the  Chamber. 


At  the  meeting  of  the  Domestic  Distribu- 
tion Department  Theodore  F.  Whitmarsh, 
president  of  Francis  H.  Leggett  &  Co.,  New 
York,  was  chairman,  and  Alvin  E.  Dodd,  man- 
ager of  the  department,  acted  as  secretary. 

Mr.  Whitmarsh  spoke  of  the  aid  that  ac- 
curate statistics  as  to  distribution  would  af- 
ford the  business  man,  whether  producer  or 
distributor,  in  the  successful  direction  of  his 
business.  He  said  the  Chamber  did  not  pur- 
pose to  duplicate  work  done  by  other  business 
associations  but  rather  to  act  as  a  clearing 
ho  use  of  the  information  which  various  or- 


In  the  Spot  Light 

Attendance  of  retailers  from  nu- 
merous centers. 

Recognition  by  speakers  of  our  in- 
ternational relations  and  their  bearing 
on  talriff  problems. 

Stress  leiid  on  importance  of  fre- 
quent turnover  and  prospect  of  con- 
tinued price  decline. 

Directors  of  Chamber  pledged  to 
immediate  taking  of  new  referendum 
on  turnover  tax. 


ganizations  obtain.  He  spoke  of  railroad  rate 
discrepancies  which  need  correction  and  also 
of  unfair  practices  in  trade.  "We  aim,"  he 
added,  "to  lessen  the  obstacles  to  freedom  of 
distribution  and  eliminate  waste  and  ineffi- 
ciency." 

What  Distribution  Means 

The  workings  of  the  Department  of  Do- 
mestic Distribution  were  outlined  by  Mr.  Dodd. 
"By  distribution,"  said  he,  "we  mean  those 
processes  in  the  travel  of  goods  from  the  time 
they  leave  the  manufacturer's  door  until  they 
reach  the  ultimate  consumer  in  the  shape  of 
something  to  wear  or  the  delivery  of  a  loco- 
motive to  a  railroad."  Distribution  included, 
he  said,  the  exchanges  whereon  cotton,  grain, 
etc.,  are  dealt  in.  He  said,  however,  that  cer- 
tain phases  of  distribution— transportation, 
for  example — were  matters  for  other  of  the 
Chamber's  departments. 

"The  department  will  aim,"  said  Mr.  Dodd, 
"to  find  methods  of  lessening  the  cost  of  dis- 
tribution. Distributors  have  to  face  the  fact 
that  there  is  a  real  desire  on  the  part  of  the 
public  for  facts  on  this  subject.  We  do  not 
expect  to  set  up  some  new  plan,  but  rather  to 
aid  in  making  more  effective  the  methods  for 
cost  reduction  which  now  exist." 

Price  Declines  in  Air 

Mr.  Dodd  expressed  the  opinion  that  we 
are  probably  in  for  an  era  of  declining  prices 
and  said  that  at  such  a  time  there  is  an  espe- 
cial need  for  accurate  information  as  to  dis- 
tribution costs  as  well  as  other'  statistics. 

"There  are  problems  common  to  all 
groups,"  he  continued,  "and  we  are  going  to 
sit  down  with  you  and  get  your  ideas  as  to 


what  are  the  functions  of  the  Chamber  in 
helping  you  to  solve  your  problems." 

Along  the  same  line  Mr.  Whitmarsh,  in 
commenting  on  Mr.  Dodd's  remarks,  said: 
"We  are  going  to  get  small  groups  together 
and  find  out  how  we  can  help  individuals  or 
trade  associations." 

Century  o£  Prices 

A COMPREHENSIVE  view  of  price  ten- 
dencies during  the  last  110  years  was 
given  by  Leonard  P.  Ayres,  vice-president  of 
the  Cleveland  Trust  Co.,  Cleveland,  Ohio.  His 
address  elicited  prolonged  applause,  and  the 
audience  expressed  their  admiration  by  a  ris- 
ing vote  of  thanks.  The  address  of  Mr.  Ayres 
was  illustrated  by  means  of  graphic  charts 
which  gave  added  clearness  and  emphasis  to 
his  remarks. 

Prices  and  History 

He  pointed  to  the  steep  advance  in  prices 
which  began  in  1810  during  the  Napoleonic 
Wars — in  which  we  took  part  through  our 
war  with  England  in  1812 — and  the  steep  de- 
cline after  their  close  in  1815.  The  similar 
advance  during  our  Civil  War,  with  an  equally 
steep  decline,  was  also  made  clear,  as  was  the 
rapid  advance  during  1916  and  the  period 
following  until  the  armistice,  the  temporary 
decline  which  then  developed,  the  recovery  in 
the  spring  of  1919  and  the  decline  which 
started  in  May  and  June  of  last  year. 

Retail  prices,  he  showed,  did  not  go  up 
in  the  same  degree  as  wholesale  prices  in  the 
movement  subsequent  to  the  breaking  out  of 
the  war  or  at  any  previous  time.  He  brought 
home  to  his  hearers  the  fact  that  every  con- 
siderable price  change  in  one  country  is  re- 
flected in  the  prices  of  other  countries. 

"We  are  all  economically  interdependent," 
he  added.  Empty  shelves  caused  the  advance 
shortly  after  the  decline  which  immediately 
followed  the  armistice.  Afterward  came  the 
collapse  1  of  speculation  in  Japan  and  various 
other  developments  which  led  to  world-wide 
price  recession. 

Greater  Need  for  Skill  in  Management 

Mr.  Ayres  said  that  the  American  pros- 
perity of  the  last  quarter  of  a  century  was 
due  in  large  degree  to  the  continued  rise  in 
prices.  Our  fathers,  he  said,  did  business 
during  a  thirty-year  period  of  falling  price. 
And  he  emphasized  the  need  of  greater  skill 
and  effort  in  business  management  during  the 
period  of  declining  prices,  to  which,  he  said, 
we  might  now  look  forward  with  at  least  a 
fair  degree  of  probability. 

"The  old  era  of  happy-go-lucky,  haphazard 
methods  in  American  business  is  gone,"  he 
said.  "The  old-time  optimism  will  not  be  suffi- 
cient to  meet  the  new  conditions." 

Mr.  Ayres  also  traced  the  course  of  wages 
since  1810,  and  said:  "If  the  worker  can 
succeed  in  producing  more  per  day,  wages  will 
not  decline  greatly.  Thus,  the  wage  trend  de- 
pends largely  on  invention  and  on  successful 
management." 

The  trend  of  securities  prices  was  also 


discussed,  quotations  of  twenty  industrials 
being  charted  for  a  period  of  years.  Such 
prices  to-day,  according  to  the  speaker,  are 
lower  than  at  any  time  in  a  quarter-century, 
and  the  only  reason  the  decline  did  not  bring 
serious  bank  failures  was  the  protection  pro- 
vided by  our  Federal  Reserve  system. 

Importance  of  Turnover 

METHODS  of  merchandising  which  will 
enable  the  distributor  to  better  meet  con- 
ditions of  market  readjustment  were  outlined 
by  W.  F.  Hypes  of  Marshall  Field  &  Co. 
"Careful  and  trained  management  and  a 
sense  of  responsibility  are  more  than  ever  es- 
sential at  this  time,"  said  he.  He  referred  to 
the  increase  in  operating  cost  and  advised  that 
it  must  be  met  by  increased  turnover. 

"In  the  new  adjustment  the  high  rate  of 
turnover  is  very  important,"  said  he.  "It  now 
has  been  made  easily  attainable.  There  is  no 
longer  need  as  a  rule  to  buy  in  large  quanti- 
ties, nor  far  in  advance.  The  business  man 
can  now  buy  for  immediate  needs  with  reason- 
able assurance  of  having  his  goods  on  time. 

"Merchants  should  concentrate  on  fewer 
sources  of  supply,  insuring  them  a  closer  con- 
tinuity of  service.    By  selecting  a  few,  and 
depending  on  them  for  their  stocks,  they  can 
order  frequently,  as  their  needs  arise,  and  can 
order  smaller  quantities  at  a  time.    This  will 
enable  them  to  turn  a  small  investment  over 
and   over   again   with   great   rapidity.  The 
merchant  must  not  get  it  into  his  head  that 
the  public  call  for  reduced  prices  is  an  oppor- 
tunity for  debasing  the  quality  of  merchan- 
dise.   Nothing  perhaps  can  prove  more  dis- 
astrous to  his  business  than  to  put  in  peril 
the  good-will  which  his  customers  bear  him. 
Quality  must  be  maintained.   Only  in  this  way 
can  the  merchant  clear  his  decks  for  an  era 
of  future  prosperity.  He  must  not  only  supply 
people  with  the  best  kind  of  merchandise  at 
prices  that  are  reasonable,  and  which  they  can 
afford  to  pay,  but  he  must  scan  every  opera- 
tion in  his  store  management  to  see  what  can 
be  eliminated.    The  highest  degree  of  effici- 
ency must  be  maintained  in  the  conduct  of  his 
store.    This  period  calls  for  a  maximum  of 
effort  of  all  employes  in  service,  and  merchants 
should  get  every  ounce  of  value  out  of  their 
organization." 

Mr.  Hypes  traced  the  conditions  prevail- 
ing during  the  greater  part  of  the  war  which, 
as  he  said,  made  it  safe  to  buy  a  long  time 
ahead  and  in  large  quantities,  and  he  averred 
that  those  retailers  who  ruthlessly  cut  their 
prices  when  the  change  came  were  able  to 
turn  the  year  with  an  inventory  based  on  the 
new  quotations  in  the  primary  markets. 

The  Public  Will  Buy 

Speaking  of  the  so-called  "buyers'  "  strike, 
Mr.  Hypes  remarked  that  "the  public  will  buy 
if  prices  are  reasonable."  He  therefore  ad- 
vised that  retailers  should  carefully  watch 
their  good  will  and  maintain  the  quality  of 
their  merchandise.  He  also  counseled  the  an- 
ticipation of  necessary  requirements,  saying, 
"If  the  retailer  withholds  orders  he  compels 
the  manufacturer  to  delay  the  production  of 
goods." 

How  Wholesaler  Helps 

"It  would  be  absurd  expense  for  a  small 
merchant  to  shop  in  a  thousand  markets, 
traveling  to  every  continent  in  the  world  for 
his  patrons'  desire.  The  wholesale  store  does 
this  shopping.  Its  branch  representatives  are 
in  all  trade  centers,  and  it  profits  by  large- 
scale  buying.  A  small  retail  merchant,  if  he 
did  all  the  shopping  himself,  would  have  a 
difficult  time  if  he  had  to  continually  repeat 
his  shopping  tours  to  the  various  manufac- 
turers when  certain  lines  of  merchandise  ran 
low. 
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"The  wholesale  store  carries  at  all  times 
open  lines  of  merchandise  on  which  he  may 
draw,  and  this  means  the  kind  of  goods  regu- 
larly in  demand,  which  is  quite  different  from 
that  merchandise  whose  style  or  character 
soon  goes  out  of  date.  Through  the  use  of  the 
wholesaler,  the  small  merchant  only  needs 
representative  quantities  of  any  given  item,  as 
he  may  re-order  as  his  needs  arise,  by  tele- 
phone, mail  or  telegraph,  thereby  eliminating 
one  of  the  greatest  expenses  of  retailing— that 
of  maintaining  heavy  stocks  and  having  the 
risk  of  being  left  at  the  end  of  a  season  with 
quantities  of  unsalable  merchandise." 

After  outlining  the  part  played  by  the 
wholesaler  in  the  distribution  of  merchandise, 
Mr.  Hypes  stated  the  best  policies  for  the  re- 
tailer to  adopt  at  this  time  as  follows :  "Elimi- 
nate waste,  reduce  expenses,  be  content  with 
smaller  profits,  seek  a  sure  source  of  supply 
and  give  close  attention  to  obtaining  a  higher 
rate  of  turnover." 

In  Defense  of  Retailer 

Called  on  by  the  chairman  for  some  extem- 
poraneous remarks,  Jesse  S.  Straus,  president 
of  R.  H.  Macy  &  Co.,  New  York,  rose  to  the 
occasion  in  a  way  which  showed  he  had  given 
considerable  thought  to  the  subject  he  decided 
to  discuss— the  criticism  of  the  retailer  now 
current  in  many  quarters  on  the  ground  that 
he  has  not  reduced  his  prices  or  that  he  has 
been  unable  to  analyze  conditions. 

Mr.  Straus  pointed  out  that  the  smaller 
retailers  depend  in  large  degree  for  market 
information  on  the  traveling  salesmen  who 
visit  them  in  their  town,  and  the  latter,  he 
said,  are  not  economists  and  give  the  opinions 
they  obtain  in  their  home  office.  He  con- 
tinued : 

"After     the     armistice  manufacturers 
preached  scarcity  and  continuation  of  high 
prices.    They  urged  retailers  to  place  orders, 
claiming  that  the  retailer  would  not  get  more 
than  50  per  cent  of  his  needs  and  would  not 
have  the  merchandise  unless  he  placed  orders 
ahead  by  months.    As  a  result,  I  believe,  a 
great  many  retailers  loaded  themselves  up  in 
anticipation  of  short  deliveries.    The  result 
was  the  cancellations  that  aroused  such  un- 
favorable comment,  and  numerous  retailers 
had  orders  filled  at  high  prices,  for  which 
credit  had  been  obtained  from  the  bank  and 
for  which,  as  it  turned  out,  the  retailer  did 
not  have  the  demand.     Consequently  these 
small  retailers  are  trying  to  market  the  goods 
at  prices  which  will  help  them  out  of  the 
difficulty.    They  are  not  to  blame.    They  got 
their  information  from  a  source  they  felt  was 
accurate.    But  the  condition,  as  I  see  it,  is 
one  reason  why  the  small  retailer's  prices  have 
not  declined." 

Another  Good  Point 

Mr.  Straus  also  drew  attention  to  another 
condition  and  one  which  in  too  many  quarters 
seems  to  have  been  overlooked.   Said  he: 

"With  the  possible  exception  of  the  smaller 
retailer,  the  top  of  the  course  of  wholesale 
prices  was  not  the  price  at  which  retailers 
placed  many  orders.  Hence  the  retail  prices 
could  not  decline  in  exact  proportion  with  the 
wholesale  prices." 

The  recent  proposals  for  the  control  of 
exchanges  trading  in  grain,  cotton  and  other 
staples  were  discussed  by  Julius  H.  Barnes, 
president  of  the  Barnes-Ames  Co.,  Duluth. 
These  discussions,  he  said,  prove  the  impor- 
tance of  a  better  public  understanding  of  dis- 
tribution needs.  He  also  offered  suggestions 
as  to  improvement  in  methods  of  marketing 
food  products. 

Rhett  Hits  Sales  Tax 

TAXATION  and  the  tariff  were  the  sub- 
jects discussed  on  Thursday,  both  at  the 
general  meeting  held  in  the  morning  and  at 


the  department  or  group  meetings  in  the  after- 
noon. 

At  the  morning  meeting  the  proposed  sales 
tax  was  actively  assailed  by  R.  G.  Rhett,  a 
former  president  of  the  Chamber  and  now 
chairman  of  its  committee  on  taxation.  His 
objections  seemed  to  be  based  on  the  idea  that 
such  a  tax  would  be  a  consumption  tax  pure 
and  simple  and  would  bear  heavily  on  the  poor 
man.  He  declared  it  would  be  unfair  to  put 
one  and  the  same  tax  on  bread  and  on  jewelry, 
for  example.  He  also  urged  that  business 
concerns  would  experience  difficulty  in  mak- 
ing the  calculations  involved  in  adding  such  a 
tax  to  their  overhead. 

Mr.  Rhett  also  stressed  the  amount  of  the 
tax  for  which  large  manufacturing  concerns 
would  have  to  provide  and  declared,  "A  turn- 
over tax  would  be  a  tax  on  production."  He 
also  said  that  the  exemption  of  stock  and  pro- 
duce exchange  transactions  would  be  unfair. 

"The  tax  on  retail  sales,  estimated  to  be 
between  $250,000,000  and  $450,000,000,"  Mr. 
Rhett  further  declared,  "cannot  fill  the  gap 
which  is  going  to  be  occasioned,  or  which 
would  be  occasioned,  by  the  repeal  of  the  ex- 
cess profits  tax.  It  is  not  going  to  remove  the 
present  10  per  cent  normal  tax  on  corpora- 
tions. We  have  all  the  consumption  tax  we 
ought  to  have  in  this  country." 

Tells  of  Referendum 

In  the  earlier  stages  of  his  address  Mr, 
Rhett  told  of  the  referendum  on  the  sales  tax 
conducted  some  time  ago  by  the  Chamber,  and 
some  of  its  results.  He  also  enunciated  the 
principle  that  "the  proper  basis  of  taxation  is 
ability  to  pay."  He  was  opposed  to  refunding 
of  the  Government's  debts,  lest  such  obliga- 
tions prove  troublesome  in  case  of  our  getting 
into  another  war.  He  advised  increasing  the 
normal  tax  on  corporations  by  5  per  cent. 

Mr.  Rhett  explained  the  ill  effects  on  in- 
dustry of  the  excess  profits  tax  and  showed 
the  extent  to  which  men  of  great  wealth  are 
evading  payment  of  income  taxes  by  investing 
in  tax-exempt  securities. 

Mr.  Rhett  did  not  discuss  any  of  the  argu- 
ments brought  forward  by  the  advocates  of  a 
sales  tax,  nor  was  there  any  speaker  on  the 
program  of  the  morning  session  to  present  the 
side  of  the  sales  tax  proponents. 

Home  Price  as  Duty  Basis 

Judge  Marion  De  Vries  of  the  United 
States  Custom  Court  of  Appeals  delivered  a 
carefully  studied  address  on  the  tariff,  in  the 
course  of  which  he  advocated  the  adoption  of 
the  domestic  price,  not  as  the  basis  for  the 
assessment  of  duties  on  imports,  but  as  a 
starting  point  from  which  to  reach  a  fair  basis 
of.  duty. 

He  referred  to  the  varying  prices 
of  similar  kind  constantly  prevailing  in  dif 
ferent  countries,  as  well  as  to  the  varying 
rates  of  exchange,  and  urged  that  assessment 
along  the  lines  he  advocated  would  be  fairer  to 
all  the  nations  from  which  we  draw  our  im 
ports.  Japan,  for  instance,  could  drive  France 
out  of  our  market  by  underselling  her. 

Most  nations,  continued  Judge  De  Vries 
have  adopted  the  method  of  home  valuation 
or  else  that  of  specific  duties.  Such  a  method 
as  the  one  he  advocated,  he  urged,  would  be 
stable,  certain  and  uniform. 

A  Farmer's  Tariff  Views 

Another  speaker  on  the  tariff  was  Harold 
J.  Sconce,  a  farmer  of  Sidell,  111.,  and  a  mem 
ber  of  the  Chamber's  committee  on  tariff,  ne 
favored  a  duty  on  wool,  but  since  the  produc 
tion  of  hides  is  not  an  industry  in  itself,  this 
product,  he  said,  might  better  be  admitted 
free.    He  said  that  while  our  tariff  should  be 
so  framed  as  to  consider  first  our  people 
needs,  we  should  assist  the  European  nations 
in  rehabilitating  their  industries. 
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At  the  several  group  meetings  Thursday 
afternoon,  taxation  and  tariff,  as  above  stated, 
were  the  subjects  of  discussion.  Ballots  for 
the  expression  of  opinion  on  each  topic,  to  be 
delivered  to  the  committees  of  the  Chamber 
for  their  guidance,  were  passed  around  and 
filled  in  after  the  discussion  and  handed  to 
the  secretary  of  the  meeting. 

Redfield  on  Tariff 

AT  the  meeting  of  Group  II,  the  Depart- 
ment of  Domestic  Distribution — the  one 
in  which  Economist  readers  are  most  directly 
interested,  and  in  which  dry  goods  men  from 
a  number  of  centers  participated — the  first 
speaker  was  former  Secretary  of  Commerce 
Eedfield,  now  president  of  the  American  Manu- 
facturers' Export  Association. 

Mr.  Redfield  scored  the  protective  system 
as  tending  to  cowardice  and  misstatements  on 
the  part  of  our  manufacturers.  "If  they  would 
look  into  their  own  factories,"  he  advised, 
"and  correct  their  shortcomings,  they  would 
find  themselves  able  to  go  out  and  face  the 
world."  Mr.  Redfield  cited  instances  of  evasive 
or  erroneous  assertions  made  by  manufactur- 
ers at  Congressional  hearings  on  the  tariff. 

He  said,  however,  that  a  tariff  framed 
over  ten  years  ago  needs  to  be  adjusted,  though 
not  necessarily  as  a  whole.  "This,"  he  added, 
"is  a  task  that  is  complex  and  vast,  as  only 
a  few  general  principles  can  be  laid  down. 
Any  tariff,  however,  should  be  based  on  actual, 
ascertained,  balanced  truths."  The  tariff 
policy,  Mr.  Redfield  also  urged,  must  consider 
our  position  as  a  creditor  nation  as  it  formerly 
did  our  position  as  a  debtor  nation. 

"A  tariff  policy  which  is  purely  selfish," 
he  added,  "will  fail,  and  ought  to  fail.  There 
is  a  difference  between  enlightened  self-inter- 
est and  selfishness."  Mr.  Redfield  also  stressed 
the  need  of  buying  abroad  if  we  are  to  sell 
abroad,  saying,  "Foreign  trade  and  domestic 
trade  are  not  opposites;  they  are  one  integral 
whole."  He  also  declared:  "A  tariff  cannot 
overcome  a  manufacturer's  lack  of  manage- 
ment, bad  location,  shortage  of  capital  or  simi- 
lar obstacles." 

How  Debts  Are  Paid 

He  then  touched  on  the  vast  sum  owed  to 
the  United  States  by  foreign  nations,  explain- 
ing that  these  debts  can  be  paid  only  in  mer- 
chandise, and  also  referred  to  the  great  ac- 
cumulations of  copper,  cotton,  wheat,  etc.,  for 
much  of  which  it  is  essential  that  we  quickly 
find  outlets  abroad. 

Especially  interesting  was  the  information 
Mr.  Redfield  gave  in  regard  to  protests  from 
Americans  in  Argentina,  Brazil  and  other 
South  American  countries  against  the  passage 
of  the  emergency  tariff,  and  as  to  the  quanti- 
ties of  American  goods  lying  in  South  Ameri- 
can ports  and  unable  to  find  a  market.  He 
suggested  that  bargaining  features  in  the 
tariff  would  tend  to  help  the  situation  and  in 
conclusion,  advocated  a  tariff  which,  while  not 
.overlooking  our  special  needs — in  relation,  for 
►example,  to  the  dye  industry,  the  making  of 
optical  glass,  and  other  forms  of  manufacture 
developed  during  the  war — would  yet  be 
framed  in  a  spirit  that  does  not  ignore  others. 

A  Novel  Suggestion 

Mr.  Redfield's  address  was  followed  by  a 
speech  from  Harry  A.  Black  of  the  Black 
Hardware  Co.,  Galveston,  Tex.,  in  the  course 
of  which  he  made  a  novel  suggestion,  viz., 
that  the  index  figures  of  wholesale  prices 
might  be  made  the  basis  for  such  partial  re- 
visions of  the  tariff  as  changes  in  conditions 
might  from  time  to  time  render  advisable. 

Mr.  Black  declared  that  in  his  line — and 
he  said  his  firm  imported  many  goods — he  had 
not  yet  seen  how  they  were  going  to  import 


any  quantity.  As  to  the  need  of  export  trade, 
he  said:  "Consumption  could  not  come  up  to 
the  capacity  of  American  mills  today  even  with 
prosperity;  so  we  have  got  to  export." 

Plea  for  Sales  Tax 

THE  discussion  on  taxation  was  opened  by 
Jesse  Isidor  Straus,  president  of  R.  H. 
Macy  &  Co.,  in  an  address  which  proved  his 
exhaustive  study  and  thorough  grasp  of  the 
subject. 

After  covering  the  general  problem  of  taxa- 
tion, Mr.  Straus  took  up  the  sales  or  turnover 
tax  as  a  substitute  for  the  excess  profits  tax. 
He  showed  how  the  latter  tax  favors  concerns 
of  high  capitalization  and  referred  to  the  un- 
certainty under  which  the  business  man  labors 
as  to  the  amount  of  tax  he  may  be  called  on 
to  pay. 

More  Influence  for  Treasury 

The  Treasury  Department,  Mr.  Straus  ad- 
vised, in. discussing  the  general  subject,  ought 
to  have  more  influence  on  the  development  of 
revenue  plans.  "Congress  invites  suggestions 
from  the  Treasury,  but  rarely  does  it  act  on 
them."  He  scored  our  present  haphazard 
methods  in  enacting  tax  legislation  and  the 
frequent  changes,  adding,  "There  have  been 
three  revisions  of  the  income  tax  in  the  seven 
years  it  has  been  in  force.  We  ought  to  find 
out  what  we  want,  put  it  in  tangible  form  and 
erect  the  machinery  to  carry  it  out."  He 
suggested  the  establishment  of  a  National 
Economic  Council  to  undertake  the  primary 
study  of  tax  problems,  such  a  body  to  be  made 
up  of  trained  men  of  wide  views  and  judicial 
minds. 

Adequate  weight  should  be  given,  Mr. 
Straus  urged,  to  the  importance  of  the  ad- 
ministrative features  of  tax  legislation.  "The 
Government  is  now  three  years  behind  in 
audits,"  he  pointed  out,  "and  business  men  are 
still  uncertain  as  to  whether  additional  pay- 
ments will  or  will  not  be  called  for.  The 
burden  of  administration,  moreover,  is  now 
largely  borne  by  the  taxpayer;  it  should  be 
transferred  to  the  Treasury." 

That  business  men  should  be  given  due 
notice  of  impending  changes  in  tax  laws  and 
that  such  legislation  ought  not  to  be  made 
retroactive,  were  further  contentions  put  for- 
ward in  the  address  of  Mr.  Straus.  He  also 
made  a  plea  for  economy  on  the  part  of  the 
Government,  adding,  "If  the  cost  of  living  is 
to  come  down,  the  cost  of  government  must  be 
reduced." 

Lower  Surtaxes  Favored 

The  surtaxes  on  large  incomes  should  be 
lowered,  in  Mr.  Straus'  opinion,  so  as  to  re- 
move the  incentive  to  invest  in  tax-exempt 
securities.  "Ten  billion  dollars  of  such  securi- 
ties are  now  in  existence,"  he  declared,  "and 
others  are  being  produced."  He  also  favored 
taxes  on  small  incomes  as  tending  to  make 
more  people  watch  carefully  the  expenditures 
authorized  by  Congress. 

Coming  to  the  definite  matter  of  a  sales 
or  turnover  tax,  Mr.  Straus  said,  "I  advocate 
such  a  tax  in  substitution  for  the  excess 
profits  tax  because  it  has  these  qualifications: 
it  is  bound  to  be  productive;  it  is  equitable; 
it  is  simple  to  collect,  and  it  is  difficult  to  evade. 

"I  advocate  a  tax  on  goods,  wares  and  com- 
modities," he  continued,  "at  all  points  of  pro- 
duction and  sale.  Such  a  tax  would  fall  alike 
6n  all  sellers  and  become  part  of  their  over- 
head. 

Would  Not  Be  a  Burden 

"I  do  not  believe  such  a  tax  would  bear 
heavily  on  people  of  ^small  incomes,  since  it 
will  amount  to  less  than  four  per  cent."  The 
most  reliable  estimate  of  the  amount  such  a 
tax  would  raise,  said  Mr.  Straus,  is  between 
two  and  two  and  a  half  billions. 


Touching  on  the  operation  of  the  sales  tax 
in  France,  Mr.  Straus  read  two  cables  he  had 
just  received  from  that  country,  showing  that 
the  amount  raised  by  the  tax  since  it  went 
into  effect  last  July  had  fallen  below  expecta- 
tions up  to  the  present  time.  He  pointed  out, 
however,  that  the  tax  has  proved  unpopular 
with  the  French  people  and  has  been  poorly 
administered.  He  also  attributed  the  disap- 
pointing yield  of  1,475,000,000  francs,  as 
against  an  estimated  yield  of  2,900,000,000 
francs,  in  part  to  the  volume  of  business  fall- 
ing below  expectations.  Mr.  Straus  also  re- 
minded his  audience  that  the  conditions  in 
France,  including  the  temper  and  attitude  of 
the  average  citizen  towards  taxation,  are 
widely  different  from  those  in  this  country. 

Results  in  France 

"It  is  fair  to  conclude,"  he  added,  "that 
opposition  to  a  sales  tax,  based  on  the  results 
of  the  French  law,  does  not  carry  weight." 

Speaking  of  the  claim  that  unfairness 
would  arise  in  the  less  amount  of  sales  tax 
that  would  be  paid  in  the  case  of  manufactur- 
ing concerns  which  perform  for  themselves  all 
the  processes  of  production  and  distribution, 
including  retailing,  Mr.  Straus  said  that  in- 
asmuch as  the  total  tax  paid  by  the  consumer 
would  not  exceed  four  per  cent,  the  advantage 
held  by  such  "multiple  process"  concerns  would 
be  slight  indeed. 

Sales  Tax  in  Canada 

R.  A.  Nixon  of  Henry  Morgan  &  Co.,  Mon- 
treal, gave  valuable  information  as  to  Cana- 
da's fiscal  policy  and  as  to  the  working  of  the 
sales  tax  in  the  Dominion. 

He  said  that  in  Canada,  as  in  the  United 
States,  the  excess  profits  tax  had  no  friends 
and  added,  "We  are  decided  as  to  wiping  out 
the  excess  profits  tax  and  the  special  tax  on 
corporations,  as  the  sales  tax  will  provide  the 
necessary  income."  Mr.  Nixon  read  a  memorial 
to  the  Parliament  at  Ottawa  from  the  Board 
of  Trade  of  Montreal,  urging  customs  duties, 
income  taxes  and  a  turnover  tax  as  the  only 
sources  of  revenue. 

C.  B.  Clarke,  of  the  J.  L.  Hudson  Co., 
Detroit,  spoke  as  representing  the  National 
Retail  Dry  Goods  Association  and  favored  the 
adoption  of  a  sales  tax  because  of  its  equity, 
simplicity,  production  of  revenue,  certainty  of 
collection  and  non-interference  with  business 
— either  as  a  whole  or  any  particular  kind 
of  business.  He  also  favored  increasing  the 
individual  income  tax  exemptions  so  as  to  re- 
lieve the  sales  tax  of  the  claim  of  unfairness 
to  people  of  small  incomes. 

Hoover  Shows  the  Way 

^  0  great  was  the  desire  to  hear  Secretary 
lO  of  Commerce  Herbert  Hoover,  who  was 
scheduled  to  speak  at  eight  o'clock,  that  fully 
an  hour  before  that  time  the  vast  auditorium 
began  to  fill  up  and  not  only  were  all  of  the 
thousands  of  seats  occupied,  but  additional 
chairs  had  to  be  brought  in  for  directors  and 
past  officers. 

Mr.  Hoover  presented  a  wonderful  review 
of  existing  conditions  in  this  country  and 
abroad,  every  sentence  being  packed  with 
sound,  solid  information  or  counsel.  He  de- 
scribed the  great  economic  difficulties  now 
prevailing,  but  viewed  the  prospect  optimis- 
tically, saying,  "We  will  grow  out  of  these  dif- 
ficulties," which,  he  said,  were  the  aftermaths 
of  the  war  destruction,  the  post-war  speculat- 
ive boom  and  the  lowered  standards  of  living 
in  Europe. 

"We  have  passed  through  a  great  storm," 
he  added,  "but  we  have  now  fundamentally 
turned  the  corner." 

Mr.  Hoover  spoke  of  the  inequalities  in  the 
progress  of  readjustment  which  prevail  in 
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dilferent  industries  and  said,  "We  must  ap- 
proach parity  before  we  can  complete  read- 
justment." 

In  this  connection  Mr.  Hoover  said: 
"Economically  the  retailer  is,  of  necessity,  the 
last  in  the  chain  to  make  readjustment.  In 
some  localities  and  in  some  lines  he  has  been 
less  responsive  to  the  necessity  of  this  read- 
justment than  the  situation  calls  for." 

Discussing  the  labor  situation,  Mr.  Hoover 
said:  "Labor  is  willing  to  take  a  reduction  of 
wages  if  it  can  be  shovra  that  the  cost  of  living 
is  coming  down."  He  urged  the  importance 
of  harder  work  on  the  part  of  all. 

Mr.  Hoover  spoke  of  the  railroads  of  the 
United  States  as  "the  keys  of  industry,"  and 
said  that  there  must  be  a  reduction  of  rates 
as  our  economic  levels  come  down. 

Building  Held  Up 

In  regard  to  the  building  situation,  he  said 
that  we  are  one  and  a  half  million  homes  short, 
and  spoke  of  a  conviction  on  the  part  of  the 
public  that  combinations  and  conspiracies  of 
all  kinds  exist  in  the  building  industry  to 
maintain  fictitious  levels. 

He  called  upon  all  Chambers  of  Commerce 
to  aid  in  the  solution  of  this  problem  through 
local  conferences  with  branches  of  the  con- 
struction industry.  He  stated  that  the  De- 
partment of  Commerce  is  doing  what  it  can 
to  secure  greater  uniformity  of  building  codes. 

Mr.  Hoover  contended  that  some  of  the  dis- 
astrous phenomena  of  boom  and  of  slump 
could  have  been  evaded  in  business  through 
the  use  of  the  statistical  records  in  various 
Government  Bureaus  relating  to  the  supplies 
of  raw  materials,  fuel  and  finished  products. 
He  also  said  that  adequate  service  of  informa- 
tion would  tend  to  curtail  speculation.  Es- 
pecially in  the  matter  of  coal,  Mr.  Hoover 
said,  knowledge  of  the  stocks  in  existence 
would  have  kept  sensible  people  out  of  the 
coal  market  and  the  buying  panic  would  have 
been  prevented.  He  also  contended  that  ac- 
curate monthly  statements  relative  to  the 
stocks  of  rubber  would  have  prevented  losses. 

Mr.  Hoover  suggested  as  a  slogan:  "Bet- 
ter Government  service  to  business." 

Foreign  Trade 

Speaking  of  our  foreign  trade  and  the 
shrinkage  in  our  exports,  he  stressed  our  need 
of  better  machinery  for  foreign  trade  and 
finance,  and  he  also  urged  foreign  investments 
by  Americans  as  being  essential  to  the  main- 
tenance of  exports.  "The  credits,"  he  said, 
"must  be  extended  from  three  to  eighteen 
months."    He  continued: 

"I  have  looked  upon  the  Edge  Act,  with 
some  possible  amendment,  as  a  great  charter 
of  the  advance  of  foreign  commerce  for  the 
United  States." 

Our  present  foreign  marketing  system 
Mr.  Hoover  likened,  however,  to  a  supply 
train  and  a  general  staff  with  no  fighting  men 
on  the  front.  "Our  competitors  hold  the  front 
line  and  naturally  we  lose  the  market  when 
competition  arises,"  he  added. 

Protection  for  Americans  Abroad 

Mr.  Hoover  was  loudly  applauded  when  he 
emphasized  the  importance  of  governmental 
protection  for  our  citizens  abroad. 

He  expressed  regret  that  the  Webb  law 
had  been  but  little  availed  of  for  the  forma- 
tion of  combinations  of  American  business 
concerns  for  export  trade. 

He  referred  to  the  subsidies  to  business 
now  being  made  by  the  German  Government 
and  also  to  the  combines  of  foreign  manufac- 
turers for  export — which,  he  said,  have  grown 
with  Government  aid.  He  also  said  that  a 
new  development  in  Europe  consists  of  com- 
binations of  buyers  of  American  commodities, 
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such  as  food,  coal,  hides,  phosphates,  etc. 

Mr.  Hoover  said  that  such  combines  call 
for  a  great  deal  of  thought,  and  he  described 
them  as  a  rising  international  danger.  Inter- 
national friction,  he  said,  does  not  grow  out  of 
the  competition  of  any  individual  merchants, 
but  arises  when  governments  are  active  in  the 
development  or  control  of  industry  and  com- 
merce. He  suggested  that  it  may  be  necessary 
for  the  Federal  Government  to  legalize  com- 
binations for  import  trade,  as  has  been  done 
in  connection  with  export  trade  under  the 
Webb  law. 

He  described  commerce  as  "an  implement 
for  the  comfort  of  people,"  and  spoke  of  the 
advantage  which  commerce  derives  from  the 
raising  of  standards  of  living  in  various 
countries. 

Mr.  Hoover  received  applause  when  he 
said:  "We  must  always  remember  that  a 
nation  is  not  a  nation  of  machines  but  is  made 
up  of  men,  women  and  children."  In  conclu- 
sion, he  said: 

"We  ask  only  equality  with  all  others — 
and  equality  abroad  to  the  opportunity  we 
offer  to  others  in  our  country.  With  the  in- 
telligence, productive  power  and  resourceful- 
ness of  the  American  people  we  will  emerge 
from  all  this,  but  the  rapidity  with  which  we 
recover  will  depend  upon  the  promptness  with 
which  we  grasp  and  well  understand  the  na- 
ture of  our  difficulties  and  upon  the  unity  and 
energy  of  our  action." 

For  New  Sales  Tax  Quiz 

THE  final  meeting,  held  on  Friday  after- 
noon, brought  a  large  attendance,  al- 
though some  of  the  delegates  had  already 
departed  for  their  home  towns,  there  evi- 
dently being  a  general  desire  to  hear  the 
resolutions  which  were  to  be  presented  and 
acted  upon.  Special  interest  was  shown  b> 
many  of  the  delegates  in  the  probable  acticn 
of  the  convention  on  the  sales  tax. 

It  so  happened  that  both  taxation  and 
tariff,  the  two  principal  topics  of  discussion 
at  some  of  the  general  nieetings  and  at  all 
of  the  group  meetings  on  the  preceding  after- 
noon, were  the  only  ones  on  which  definite 
action  was  not  taken  by  resolution.  In  both 
cases  the  resolutions  committee  recom- 
mended that  the  question  be  referred  back 
to  a  board  of  directors,  to  be  made  the  sub- 
ject of  a  referendum. 

Meyer  D.  Rothschild,  a  national  coun- 
cilor of  the  National  Jewelers'  Board  of 
Trade,  offered  two  resolutions,  one  endorsing 
a  sales  tax  and  the  other  asking  for  repeal 
of  the  excise  taxes  except  on  narcotics,  al- 
coholic beverages,  safety  matches,  tobacco, 
etc. 

The  Disappearing  Alcohol 

One  of  the  delegates  suggested  that  there 
"warn't  no  such  animal"  as  alcoholic  bever- 
ages, but  Mr.  Rothschild  reminded  him  that 
such  beverages  were  employed  for  medicinal 
purposes,  to  say  nothing  of  alcohol  used  in 

Mr.  Rothschild  referred  to  the  referen- 
dum taken  by  the  Chamber  in  regard  to  a 
sales  tax,  and  said  that  the  form  in  which 
the  questionnaire  was  framed  actually  pre- 
vented voting  for  or  against  such  a  tax. 
"But  I  figure,"  he  continued,  "that  the  votes 
showed  a  majority  in  favor  of  a  sales  tax." 

John  H.  Fahey,  a  former  director  of  the 
Chamber  and  a  member  of  the  resolutions 
committee,  reported  as  to  the  ballots  taken 
at  the  several  group  meetings,  and  said  that 
so  much  misunderstanding  as  to  their  use 
had  evidently  existed'^  among  the  delegates 
that  it  was  impossible  to  base  any  kind  of 
argument  on  the  votes.  He  read  the  results 
of  the  ballot,  however,  both  in  regard  to 
taxation  and  to  the  tariff. 


Resuming  the  discussion,  Mr.  Rothschild 
expressed  opposition  to  another  referendum, 
on  the  ground  that  it  had  already  been  made 
clear  that  the  Chamber  does  stand  for  some 
kind  of  sales  tax,  if  needed,  to  replace  the 
excess  profits  tax.  He  pointed  out  that  a 
referendum  would  take  from  fifty  to  sixty 
days,  and  that  a  hearing  on  the  sales  tax 
bill  recently  introduced  by  Senator  Smoot 
had  been  promised  and  shortly  would  begin. 

Wheeler  Gives  a  Pledge 

The  adoption  of  a  resolution  on  the  sub- 
ject was  opposed  by  Harry  A.  Wheeler,  of 
Chicago,  a  former  president  of  the  Chamber, 
who  referred  to  the  number  of  delegates  who 
had  already  left  Atlantic  City,  and  urged 
that  the  only  fair  way  was  to  hold  another 
referendum  as  speedily  as  possible.  He 
pledged  himself,  as  a  member  of  the  board 
of  directors,  to  see  that  action  along  these 
lines  should  be  taken  immediately. 

In  view  of  this  pledge,  Mr.  Rothschild 
withdrew  his  resolution  on  the  sales  tax  and 
introduced  his  resolution  for  the  repeal  of 
the  excise  taxes  above  mentioned.  He  argued 
that  such  taxes  were  discriminatory,  as  they 
worked  hardship  to  certain  industries. 

Boost  for  Luxury  Tax 

Joseph  De  Jong,  representing  the  Millin- 
ery Chamber  of  Commerce  of  the  United 
States,  took  part  in  the  discussion  which  fol- 
lowed. He  declared  his  unwillingness  to 
have  the  present  tax  taken  off  the  expensive 
hat  and  put  on  the  cheap  hat.  He  raised 
a  laugh  when  he  asked,  "Should  not  a  dia- 
mond necklace  pay  a  proportionately  higher 
tax  than  a  collar  button?" 

Realizing  that  the  debate  was  becoming 
prolonged  and  not  likely  to  get  results,  Mr. 
Rothschild  withdrew  his  second  resolution. 

National  Exposition  for  1926 

Emil  P.  Albrecht,  president  of  the  Phila- 
delphia Bourse,  explained  that  his  city  had 
decided  on  a  national  exposition,  to  be  held 
in  1926,  in  celebration  of  the  elapse  of  a 
century  and  a  half  since  the  signing  of  the 
Declaration  of  Independence.  He  urged  that 
such  a  project  could  not  be  carried  out  with- 
out the  endorsement  and  support  of  all  the 
business  men  of  the  country. 

Among  the  Resolutions 

The  resolutions  adopted  by  the  conven- 
tion included  one  in  favor  of  a  national  bud- 
get system  and  another  reiterating  the  oppo- 
sition of  the  Chamber  to  Government  owmer- 
ship  of  railroads.  There  was  also  a  resolu- 
tion condemning  avoidable  strikes,  lockouts 
and  all  combinations  that  needlessly  limit 
output  or  curtail  distribution  on  the  part  of 
the  workers,  owners  or  managers  of  industry. 

In  another  resolution  the  convention 
urged  that  laws  and  administrative  acts 
should  touch  business  enterprise  with  great 
care  and  only  to  preserve  a  fair  field  to  all. 
This  resolution  further  declared  that  indi- 
vidual initiative  should  be  stimulated  by  ac- 
tive and  free  competition  as  a  guarantee  of 
sound  national  progress. 


Gimbel  Buyer  Resigns 

After  twelve  years  association  with  Gim- 
bel Brothers,  New  York  and  Philadelphia, 
Herbert  F.  Goring  has  resigned  as  merchan- 
dise manager  of  the  women's,  misses'  and  chil- 
dren's ready-to-wear  departments,  and  has 
associated  himself  with  the  firm  of  M.  T. 
Wright,  resident  buying  office.  The  new  firm 
will  be  known  as  Wright  &  Goring,  specializ- 
ing in  ready-to-wear  and  allied  lines,  with  of- 
fices at  1170  Broadway. 
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The  World  Is  Always  Expecting  a 
Calamity  That  Never  Happens 

The  Gloom  Sprites  Keep  Bobbing  Up  and  Business  Sees  Through 
a  Dark  Glass — Misfortunes  Promised  Us  Usually  Are  Nebulous, 
but  the  Business  Man  Insists  Upon  Having  Something  to  Worry 
About — Here  Are  a  Few  Comforting  Reflections 


THE  newspapers  and  several  of  our  best 
friends  have  been  telling-  us  and  you 
for  over  two  years  that  the  world  was 
going  to  hell  fast  and  sure.  I  sat  on  my  front 
porch  waiting  for  her  to  go,  looking  as  if  my 
wife  had  just  shown  me  the  grocery  bill.  Next- 
door  neighbor,  Brown,  sat  on  his  "stoop"  lis- 
tening for  sounds  of  the  final  crash  with  a 
face  so  long  his  chin  knocked  against  his  heels. 
Across  the  street,  Smith  watched  the  skyi 
prayerfully  hoping  that  when  the  world  went 
south  some  good  angel  would  take  him  up  to 
glory. 

When  I  went  over  to  Main  Street,  which 
is  Broadway  in  the  language  of  New  York,  I 
found  everybody  I  knew,  a  lot  of  people  I 
didn't  know,  and  several  million  more  I  didn't 
want  to  know  acting  and  talking  ex- 
actly the  same  way,  only  worse.  ............... 


By  Ernest  C,  Hastings 

turned  pharmacists  to  saloonists  with  his  fa- 
mous beer  decision  as  he  retired  from  office. 
The  Flying  Squadron  has  flown  and  the  king 
still  is  in  his  counting  house. 

Less  than  a  year  ago  some  of  us  were  sure 
it  would  all  be  over  if  the  Democrats  were 
re-elected  and  the  rest  were  positive  that  the 
only  possible  salvation  for  the  world  was  a 
Republican  administration.  Again  we  were 
saved  by  a  miracle.  Immediately  we  looked 
for  something  else  to  worry  about,  and  now 
the  papers  are  beginning  to  talk  of  the  hor- 
rors of  a  Democratic  Congress  at  some  distant 
future.    In  the  meantime  changes  in  Wash- 


A  Miracle  Has  Happened 

Is  it  any  wonder  business  is  hav- 
ing such  a  hard  time  collecting  dol- 
lars from  the  public  for  the  rent 
man  and  smaller  bills?  Honestly, 
it's  a  miracle  the  ultimate  consumer 
hasn't  buried  his  salary  under  a 
brick  in  the  hearth  and  refused  to 
part  with  a  single  iron  boy  except 
on  order  from  the  sheriff. 

The  strangest  part  of  the  whole 
affair  is  that  the  things  we  most 
feared  never  happened,  and  it  won't 
make  much  difference  whether  the 
things  we  are  wailing  about  now 
happen  or  not.  I............. 

After  the  armistice  we  sat  over 
dinner  tables  inhaling  stale  smoke  and  listen- 
ing to  speeches  by  the  score  about  a  world 
scarcity  of  everything  from  peanuts  to  ele- 
phants until  we  thought  we'd  all  be  wearing 
fig  leaves  for  clothes,  living  in  caves  and 
chewing  the  rag  for  nourishment. 

Then  someone  that  forgot  the  rules  of  the 
game  opened  the  bag  and  we've  been  almost 
a  year  trying  to  get  rid  of  what  came  out. 
Innocent,  empty-looking  warehouses  disgorged 
themselves  of  undigested  raw  and  finished 
products  that  we  all  needed  and  wanted. 

Appetites  Are  Returning 

In  some  cases  the  Federal  Reserve  Banks 
gave  the  emetic,  but  this  only  hurried  the 
"coming  up."  It  would  have  happened,  any- 
way. You  can't  overfeed  man,  beast  or  busi- 
ness without  an  attack  of  gout  or  indigestion. 
Now  we're  beginning  to  get  our  appetites, 
warehouse  rents  have  come  down  and  it  looks 
as  though  we  were  about  ready  to  start  all 
over  again. 

Mr.  Palmer  and  his  Flying  Squadron — 
names  that  even  now  cause  the  timid  to  see 
red  and  the  brave  to  trernble  with  rage — had 
all  of  us  sitting  up  nights  wondering  who 
would  be  the  next  one  to  be  put  in  jail  for 
profiteering.  Every  assemblage  of  business 
men  in  the  country  agreed  that  business  and 
the  country  would  be  a  total  wreck  in  any- 
where from  a  day  to  thirty  days.  Mr.  Palmer 
returned  good  for  evil,  or,  rather,  I  should  say 


Store  Utilizes  Theater  Opening 


Progressive  retail  stores,  in  taking  advantage  of  every 
opportunity  to  keep  themselves  before  the  public,  resort  to 
novel  plans  to  carry  out  their  purpose.  The  opening  of  the 
ne-w  Majestic  Theater  in  Dallas,  Tex.,  presented  a  very  good 
opportunity,  which  v»ras  grasped  by  the  Neiman-Marcus  Co. 
of  that  city,  operating  a  women's  specialty  store. 

The  flower  of  Texas  society  thronged  the  new  theater  on 
the  opening  night.  One  of  the  acts  on  the  bill  was  put  on  by 
two  of  the  Neiman-Marcus  girls,  who  paid  tribute  to  Karl 
Hoblitzelle  and  the  management. 

All  of  the  lo(Jal  papers  devoted  space  to  this  particular 
feature. 


ington  have  brought  out  the  Federal  Trade 
Commission  to  ruin  us,  but  the  public  still 
wants  goods  and  we're  supplying  their  wants 
between  moanings. 

But  why  talk  of  the  glorious  past  or  pres- 
ent, for  they  have 'been  and  are  glorious.  Let's 
see  what's  going  to  happen  to  us  in  the  future. 

H.  G.  Wells,  in  a  national  weekly,  tells  us 
in  effect  that  civilization  has  gone  dovra  for 
the  third  time  and  that  nothing  but  artificial 
respiration  can  save  it.  Does  that  mean  cave 
dwelling  again?  If  so,  glory  be,  in  these  days 
of  elevated  rents  and  landlords  without  a 
sense  of  humor.  Civilization,  though,  can't 
be  stopped  that  way.  Men  forced  to  be  un- 
civilized in  the  trenches  of  Europe  couldn't 
get  trains  and  boats  fast  enough  to  take  them 
back  to  civilization. 

Peace  Hath  Her  Victories 

Russia  has  been  trying  to  convince  itself 
for  several  years  that  civilization  is  over, 
without  any  marked  success.  Even  those 
street  corner  orators  that  Uncle  Sam  sent  on 
an  excursion  to  Russia  would  like  to  come 
back  and  live  peaceful,  useful  lives.  Civiliza- 
tion may  end  some  day,  but  not  in  your  time 
or  mine.  Civilization  was  built  up  through 
education  and  time.  It  can  be  undone  by  a 
similar  process  only.  Should  we  start  down 
the  other  side  of  the  hill  the  change  will  be 
so  gradual  as  not  to  be  inconvenient  or  un- 
pleasant. 


Surely  Europe  will  go  into  bankruptcy,  be- 
come chaotic,  etc.    That  is  another  of  the 
ghosts  that  scare  us.    During  the  past  year 
England  has  paid  the  United  States  about 
$375,000,000  and  has  wiped  out  her  debt  to 
Argentina,  Uruguay  and  Holland,  and  made  a 
total  reduction  of  her  foreign  debt  of  close  to 
half  a  BILLION  dollars.   France  has  restored 
most  of  her  devastated  agricultural  commu- 
nities, resumed  manufacturing  of  her  more 
important  products  and  maintained  an  un- 
usually large  army  ready  for  action.  Ger- 
many OFFERS  to  pay  200  billions  in  gold 
marks  to  the  Allies.    Must  be  a  few  jitneys 
drifting  around  over  there.   And  this  in  spite 
of  the  fact  that  we  have  almost  three-fourths 
of  all  the  gold  in  the  world — ^the  basis  for 

credit  and  paper  currency. 
.............^         But  what  about  this  chaos  the 

learned  say  is  threatening  us?  Read 
your  Bible  and  your  history.  Ever 
since  Adam  and  Eve  were  chased  out 
of  the  Garden  of  Eden,  which  must 
have  appeared  rather  chaotic  to 
them,  there  has  been  a  little  chaos  in 
some  part  of  the  world,  but  it  hasn't 
hindered  or  even  slowed  up  progress. 
As  a  matter  of  fact,  it  usually  speeds 
up  civilization.  Napoleon  raised  the 
devil  for  a  few  years  in  Europe,  only 
to  end  up  at  Helena.  The  Persians, 
about  400  B.  C,  threatened  to  de- 
stroy Europe,  only  to  have  their 
10,000  men  driven  into  the  sea  by 
t  10,000  Greeks.  The  Romans  had  a 
grand  time  until  Cleopatra  got  her 
noble  barge  working.  The  Spaniards 
threatened  to  turn  the  world  upside  down  un- 
til their  Invincible  Armada  got  a  thorough 
licking  by  the  English  late  in  the  sixteenth 
century. 

Still  the  World  Rolls  Round 

All  through  history  you'll  find  the  same 
thing.  Just  when  the  stage  appears  set  for 
one  of  the  grandest  mix-ups  of  all  times,  along 
comes  something  to  change  the  whole  scheme 
of  things. 

And  the  world  moves  on. 
Just  now  we  are  pretty  much  stirred  up, 
locally,  over  the  sales  tax  and  the  tariff.  The 
former  will  only  be  another  means  of  paying 
taxes  now  paid.  What  is  the  difference  whether 
we  pay  our  taxes  as  we  buy  or  at  the  end 
of  the  year  according  to  some  more  elaborate 
plan?  They  MUST  be  paid  or  we  wouldn't 
have  a  government  to  fight  about. 

The  tariff  or  no  tariff  will  only  mean  the 
difference  between  high  prices  and  high  wages 
or  low  prices  and  low  wages.  In  the  former 
case  we'll  have  a  lot  of  money  to  spend,  but 
it  will  buy  no  more  merchandise  than  in  the 
latter  case.  Yes,  I  know  there  are  a  lot  of 
complicated  arguments  for  politicians  to  use 
and  which  no  one,  not  even  the  speaker,  knows 
anything  about.  But  the  result,  so  far  as  we 
commuters  are  concerned,  is  merely  one  of 
highness  or  lowness. 

This  article  is  not  written  as  a  last  word 
on  world  conditions.    The  last  word  won't  be 

(Continued  on  page  93) 
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Limited  Flax  Acreage  and  High 
Labor  Costs  Curtail  Linen  Output 

Irish  Farmers  Are  Not  Overanxious  to  Grow  Crop  as  Foodstuffs 
Bring  Better  Return— Russia  Is  a  Dead  Letter  in  the  Direction  of 
Flax  Production— Importers  Have  Little  Chance  of  Replacing  Stocks 

at  This  Time 


(HERE'S  little  doing  over  here  in 
linens."  Such  is  the  closing  state- 
ment m  a  letter  written  last  week 
by  a  linen  buyer  now  on  the  other  side  to 
his  assistant  in  New  York. 

The  buyer  we  quote  is  not  given  to  exag- 
geration. He  keeps  in  close  touch  with  the 
makers  of  his  goods  both  in  Great  Britain 
and  on  the  Continent,  and  is  at  all  times 
ready  to  take  advantage  of  any  favorable 
turn  in  the  market. 

What  he  found  over  there  was  about  what 
he  expected  to  find;  a  scarcity  of  desirable 
goods  and  such  lack  of  raw  material  as  to 
indicate  that  there  would  be  no  probability 
of  any  over-production  for  months  to  come. 

Linens  Are  Scarce 

The  prices  asked  for  goods  are  about 
what  might  be  looked  for  in  view  of  the  sus- 
tained demand  and  the  limited  supply. 

Linens  are  scarce  and  there  is  every 
prospect  that  they  will  continue  to  be  scarce 
for  a  good  while  to  come.  There  are  several 
reasons  for  this.  Among  these  reasons  are 
the  following: 

Flax  growing  does  not  bring  the  farmer 
as  good  a  return  for  labor  and  investment 
as  the  raising  of  foodstuffs.  Therefore,  flax 
is  not  a  favored  crop  item  in  the  rural  dis- 
tricts of  Ireland. 

Flax  cannot  be  marketed  as  readily  as 
other  products  of  the  soil.   The  farmer  must 
bring  his  flax  to  market  in  such  quantities 
as  the  spinners  can  absorb.    That  is  to  say, 
the  spinners  will  purchase  flax  only  for  their 
immediate  needs.    They  do  not  provide  stor- 
age facilities  nor  will 
they  buy  for  future 
delivery.    Each  lot  is 
bought  as  a  separate 
transaction,    and  it 
follows  that  when  a 
spinner   has  bought 
all  the  flax  he  wants 
the  farmer  who  has 
been  waiting  to  offer 
a  load  must  seek  an- 
other spinner  or  take 
the  flax  back  to  his 
farm. 

It  does  not  take 
many  such  experi- 
ences to  create  dis- 
content among  farm- 
ers and  to  cause  them 
to  consider  the  desir- 
ability of  turning  the 
area  devoted  to  flax 
to  other  crops  for 
•which  they  know 
there  is  a  ready  mar- 
ket and  a  satisfactory 
cash  return. 

Another  reason 
for  the  sciircity  of 
flax  is  found  in  the 
limited  area  devoted 
to  growing  the  fiber 
in  various  countries. 


Here's  the  situation  as  one  linen  man  sees  it: 
■  .Russia  has  always  been  the  great  flax  pro- 
ducer. Russian  peasants  grow  flax  and  ret 
it  for  a  price  that  would  be  laughed  at  in 
other  countries.  While  it  is  true  that  Russia 
is  not  producing  flax  at  this  time,  farmers 
of  other  countries  seem  to  fear  to  undertake 
its  culture  lest  they  find  when  their  crop 
is  ready  that  there  is  no  profitable  market 
for  what  they  produce. 

"The  farmer  in  every  country  is  prone 
to  follow  the  custom  of  the  country,  and  to 
raise  the  crops  he  raised  in  former  years. 
He  does  not  seek  quick  profits,  largely  be- 
cause he  never  made  them,  hence  he  goes  on 
m  the  rut  he  is  familiar  with.  While  this 
condition  lasts  the  world  must  look  for  con- 
tinued production  of  their  regular  staples 
from  farmers." 

Production  Costs  at  High  Level 

A  factor  of  considerable  importance  in 
the  linen  industry  is  the  high  cost  of  labor, 
raw  materials  and  fuel.  There  has  been  no 
slackening  in  the  demands  for  high  wages 
in  linen  mills,  in  coal  mines,  in  transporta- 
tion, nor  on  the  farms.  The  production  of 
linens  must  be  affected  by  the  unwillingness 
of  labor  in  all  fields  to  accept  a  reduced 
wage.  It  follows  that  linen  costs  vvill  include 
high  wages  until  a  change  is  eiiected.  It 
also  follows  that  curtailed  production  will 
rule  as  long  as  labor  and  other  costs  continue 
to  be  excessive. 

The  manufacturers  have  given  much 
thought  and  study  to  this  phase  of  the  linen 
situation.    They  fully  realize  that  deflation 


There  was  enough  linen  in  this  display  by  E.  Weisgerher.  display  manager  for  Lord  &  Taylor, 

to  attract  the  women. 


of  prices  must  be  accomplished  in  some  man- 
ner in  the  near  future  and  that  such  defla- 
tion means  a  lower  valuation  on  every  yard 
of  goods  and  every  pound  of  yarn  they  hold 
when  it  comes.  They  do  not  purpose  holding 
the  bag  at  that  time  if  they  can  help  it. 

The  Outlook  Here 

As  to  the  situation  in  this  country: 
Progress  in  deflation  of  linen  prices  here 
is  hampered  by  conditions  that  make  re- 
placement difficult  in  some  cases  and  impos- 
sible in  others. 

Importers  and  jobbers  who  cut  their 
prices  some  weeks  since  are  clearing  their 
shelves,  but  there  is  little  prospect  of  their 
getting  in  any  substantial  quantities  of  new 
goods. 

Speaking  of  current  conditions,  a  local 
importer  expressed  the  opinion  a  few  days 
ago  that,  due  to  the  cuts  in  prices,  he  and 
his  fellow  importers  have  a  hard  row  to 
hoe  in  order  to  make  both  ends  meet. 

"We  all  made  money  during  the  war," 
said  he,  "but  we're  giving  it  ba'-k  now.  Some 
of  us  will  lose  heavily  before  we  get  through. 
All  of  the  goods  we  are  now  selling  were 
made  months  ago,  before  any  reductions  in 
cost  of  production  had  been  put  into  effect. 

Losses  Proved  High 

"Raw  materials,  labor,  fuel,  money,  every- 
thing "-.hat  counts  in  making  up  costs  was 
at  top  levels  then  and  we  paid  for  the  goods 
accordingly.  We  believed  that  we  would 
have  to  stand  a  loss  on  some  of  them,  but 
none  of  us  expected  the  losses  we  have  faced. 

"We  are  taking 
our  medicine,  how- 
ever, and  doing  what 
we  can  to  stabilize  the 
market.  What  we 
can  do  in  the  matter 
of  replacing  the  goods 
we  are  now  selling 
none  of  us  know. 

"We  looked  for 
lower  prices  just  as 
others  looked  for 
them,  but  now  we  see 
things  in  a  different 
light. 

"Our  reports  from 
the  other  side  indi- 
cate that  the  flax  sup- 
ply for  1922  will  be 
even  less  than  that  of 
1921,  due  to  the  fact 
that  the  acreage  de- 
voted to  flax  this  year 
will  be  much  less  than 
usual.  This  is  now 
established.  It  will 
mean  that  farmers 
who  own  any  flax  will 
demand  higher  prices 
— and  if  they  are  not 
in  immediate  need  of 
money,  they  will  hold 
back  their  flax." 
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Stable  Conditions 
Rule  in  White 
Goods 

Eventual  Stiffening  of  Market  Indi- 
cated— Demand  Concentrated 
on  Plain  Goods 

IT  will  probably  be  quite  some  time  before 
the  white  goods  market  is  as  good  a  pur- 
chase as  it  is  at  present.  The  situation 
in  this  market  is  a  peculiar  one.  It  is  strong 
in  some  spots  and  weak  in  others,  without 
any  reason  except  the  wayward  changeable- 
ness  of  demand.  But  there  is  a  general  im- 
pression of  weakness  in  the  white  goods  mar- 
ket which  is  not  borne  out  by  the  facts. 

Fundamentally  the  market  is  strong.  Ex- 
tra staple  cotton  and  finecombed  yarns  are 
firm,  and  tending  to  advance  in  price. 

Combed  Yarn/  Goods  Prices  Low 

The  probability  of  advancing  prices  for 
fine  cotton  and  yarns  is  being  reflected  in  the 
attitude  of  the  mills  making  fine  combed  yarn 
cloths.  Present  quoted  prices  for  fine  combed 
yarn  goods  in  the  gray  are  low,  but  it  is  worth 
noting  that  they  are  available  only  on  spot 
goods 

For  future  delivery  the  mills  are  not 
willing  to  sell  on  the  basis  of  present  quota- 
tions. Converters,  on  the  other  hand,  are  not 
disposed  to  operate  ahead,  and  as  a  result  the 
market  has  a  quiet  appearance  which  obvi- 
ously does  not  represent  the  real  situation. 

Stif¥er  Market  Probable 

Fundamental  conditions,  therefore,  indi- 
cate an  eventual  stiffening  in  the  market  for 
fine  white  goods.  This  may  very  wall  occur 
before  the  summer  is  much  advanced.  Con- 
sumer demand,  for  sheer  white  goods  at  least, 
has  not  yet  developed,  nor  is  it  likely  to  until 
the  hot  weather  sets  in.   When  it  does  develop 


it  is  not  unlikely  that  many  of  the  white  goods 
lines,  particularly  fancies,  which  are  now  being 
offered  at  prices  which  are  literally  dirt  cheap, 
will  not  be  available  at  their  present  bargain 
level. 


In  the  meantime  the  buying  of  white  goods 
being  done  by  retailers  is  chiefly  of  a  bargain- 
hunting  sort.    They  come  into  the  market 


looking  for  something  "very  special"  and  are 
so  much  intent  on  price  that  they  have  little 
thought  left  for  quality  or  novelty.  It  is  prob- 
ably because  of  this  desire  on  the  part  of  re- 
tailers to  feature  price  that  demand  is  con- 
centrated so  much  on  plain  goods  of  medium 
quality.  Such  goods  are  well  sold  and  some 
houses  are  busy  catching  up  with  back  orders. 

It  is  on  fancies  and  the  higher  grade  staples 
that  the  situation  is  especially  spotty.  Both 
plain  and  fancy  organdies,  for  example,  are 
very  strong.  Organdies,  of  course,  are  the  big 
thing  in  dress  cottons  this  season  and  demand 
for  them  is  keen.  They  are  being  offered  in  a 
wide  variety  of  extremely  delicate  and  attrac- 
tive designs.  Swisses,  too,  are  in  active  de- 
mand. 

Voiles  Running  Slow 

Voiles,  on  the  other  hand,  are  very  slow 
at  present.  There  are  many  lines  of  em- 
broidered voiles,  lace  cloths  and  similar 
fancies  being  offered  at  less  than  one-third  of 
their  original  price.  But  some  of  the  shrewd- 
est men  in  the  market  are  of  the  opinion  that 
the  situation  on  these  lines  will  strengthen  ma- 
terially as  the  season  advances,  and  that  many 
buyers  who  are  passing  over  the  excellent  bar- 
gains now  available  will  find  themselves  left  in 
July  and  August. 

Wholesale  Prices  Are  Lower 

White  skirtings,  too,  are  quiet,  and  can  be 
bought  at  very  attractive  prices.  But  it  is 
difficult  to  say  how  demand  for  them  will  de- 
velop. Probably  it  will  pick  up  when  summer 
arrives. 

There  are  some  lines  of  staple  domestics 
which  have  been  held  rather  too  high  in 
comparison  with  the  rest  of  the  market,  and 
they  are  due  for  a  downward  revision.  They 
have,  in  fact,  been  revised  downward  in  whole- 
sale houses.  It  is  not  probable,  however,  that 
the  revisions  to  be  made  by  agents  will  be  as 
substantial  as  have  been  made  recently  by- 
many  wholesalers. 

Taking  the  white  goods  market  as  a  whole, 
it  may  be  said  with  reasonable  assurance  that 
present  wholesale  prices  are  lower  than  they 
will  be  later  in  the  season. 


Examples  of  favored  types  of  white  goods  for  immediate  selling  and  a  new  bath  towel,  courtesy  of  Mills  &  Gihb  and  Claflins,  Inc. 
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white  sales.  By  their  very  nature  these  sales 
ought  to  appeal  to  what  one  might  call  the 
justifiably  extravagant  side  of  a  woman's  na- 
ture— her  love  of  daintiness  and  elegance  and 
delicacy.  There  is  something  perpetually  al- 
luring to  a  woman — and,  for  that  matter,  to  a 
man — in  the  vision  of  delicate,  white,  foamy, 
frilly  things  such  as  a  white  sale  ought  to 
feature.  And  it  does  not  seem  as  if  this  appeal 
is  being  made  as  much  of  as  it  ought  to  be. 

Offer  Dainty  Underthings 

Some  stores,  it  is  true,  are  making  this 
kind  of  appeal  exclusively. 

A  few  of  the  New  York  stores  do  this,  and 
while  they  mention  value,  they  make  it  alto- 
gether subsidiary.  One  store,  for  instance, 
introduces  to  "Madame  and  Mademoiselle" 
lingerie  underthings  which  are  described  as 
"the  type  of  lingerie  that  woman  of  discrimi- 
nate taste  formerly  selected  from  Paris  collec- 
tions." A  sub-head  describes  the  offerings  as 
"summarizing  chic,  coolness  and  discriminate 


White  Goods  Ads 
Stress  Values 

Appeal  of  Price  Means  Something  to 
Consumer  Just  Now  and  Stores 
Follow  That  Idea 

EMPHASIS  is  placed  almost  entirely  on 
value  in  most  of  the  notices  of  May 
White  Sales  which  have  come  to  hand 
so  far.  Domestics  are  especially  featured,  and 
attention  is  drawn  prominently  to  the  low 
prices  at  which  the  goods  are  offered  as  com- 
pared with  last  year's  prices.  The  message  of 
price,  in  fact,  seems  to  be  the  one  idea  the 
ad  man  in  most  instances  has  to  put  across  for 
this  season's  white  sales. 

Good  Time  to  Buy 

It  is  true,  of  course,  that  the  white  goods 
market  at  present  offers  opportunity  for  many 
attractively  priced  features.  And  it  is  also 
true  that  the  appeal  of  price  is  a  potent  one 
for  the  average  consumer  just  now.  There  is 
no  doubt  that  the  consumer  is  insistent  on 
economical  prices.  But  there  is  danger  that 
the  retailer  in  appealing  to  the  economical 
temper  of  the  buying  public  will  overlook  many 
opportunities  to  stir  up  a  demand  which  is  not 
responsive  to  the  price  appeal. 

This  is  especially  true  in  the  matter  of 
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The  special  value  of  this  type  of  appeal  is 
that  it  is  creative — it  creates  a  demand.  Too 
many  retailers  just  now  seem  to  be  disposed 
to  follow  demand  rather  sheepishly.  Their 
announcements  say  in  effect:  "Madam,  you 
seem  to  want  so-and-so  and  if  you  will  come 
to  us  we  will  give  it  to  you  very  cheaply." 
This  is  the  tone  of  many  of  the  announce- 
ments of  May  white  sales,  and  it  does  not  seem 
calculated  to  get  particularly  good  results. 

The  way  to  push  business,  after  all,  is  to 
push  business.  And  the  white  goods  market 
at  present  offers  an  excellent  opportunity  for 
the  retailer  who  will  make  a  vigorous,  ag- 
gressive campaign  to  put  over  these  fabrics. 
There  are  many  very  attractive  lines  on  the 
market,  they  are  obtainable  at  what  are  really 
bargain  prices,  they  will  be  seasonable  for  the 
next  three  or  four  months,  and  their  coolness, 
freshness,  beauty  and  daintiness  make  them 
easy  to  play  up  for  the  summer  season.  The 
retailer  who  needs  some  features  to  liven  up 
his  summer  business  ought  not  to  overlook  the 
white  goods  market. 


William  H.  Crumley,  head  of  the  white 
goods  and  handkerchief  departments,  of  the 
Sibley,  Lindsay  &  Curr  Co.,  Rochester,  N.  Y., 
died  on  Thursday  of  last  week  at  Clifton 
Springs  Sanatorium  after  an  illness  of  about 
10  days.  Mr.  Crumley  had  been  associated 
with  the  Sibley,  Lindsay  &  Curr  Co.  for  29 
years.  He  was  born  in  Kingston,  Ontario,  52 
years  ago  and  lived  in  that  city  until  he  went 
to  Rochester. 


taste  in  a  summerized  version  of  the  vogue  for 
cotton  underthings." 

Women  Like  a  Bargain 

This  is  a  type  of  appeal  which  is  very  ef- 
fective. It  can  be  combined  with  the  price 
appeal  in  such  a  way  as  to  attract  the  sort  of 
women  who  will  not  be  drawn  by  a  bargain 
announcement,  but  who  like  a  bargain,  all  the 
same.  One  New  York  store  has  centered  its 
May  sale  announcement  under  a  very  smart 
four-column  sketch  showing  a  lady  in  negligee 
seated  at  her  boudoir  dressing  table  and  being 
waited  upon  by  a  chic  French  maid  displaying 
some  dainty  underthings. 

The  announcement  reads:  "Just  as  sum- 
mer approaches  and  women  wish  for  the 
luxury  of  an  abundance  of  silk  and  fine  cotton 
undergarments,  this  sale — unparalleled  for 
several  Mays  past,  in  pricings  and  values- 
offers  exquisitely  made  undergarments  within 
the  scope  of  every  purse."  The  combined  ap- 
peal to  vanity  and  economy  in  the  wording  of 
this  announcement  is  very  subtly  done. 
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Sales  Tax  Proposal  Fails  To  Gain 
Indorsement  of  Treasury  Officials 

Congress  Hears  Department  Is  Not  Willing  to  Recommend  a  Meas- 
ure Which  Would  Supersede  Present  "Highly  Productive  Special 
Sales  Taxes"— Smoot  Bill  Believed  to  Have  Little  Chance  This 
Session— Mellon  Not  Partial  to  Excess  Profits  Levy 


REFLECTING  the  views  of  the  Adminis- 
tration on  tax  revision,  the  Treasury 
Department  has  advised  Congress  that 
"it  is  not  prepared  to  recommend  at  this  time 
any  general  sales  tax,  particularly  if  a  gen- 
eral sales  tax  vi^ere  designed  to  supersede  the 
highly  productive  special  sales  taxes  now  in 
effect  on  many  relatively  non-essential  arti- 
cles." This  statement  indicates  that  Senator 
Smoot's  plan  for  a  general  sales  tax  will  fail 
at  this  session. 

_  The  Treasury  Department  proposes  to  re- 
tain the  miscellaneous  specific-sales  taxes  and 
excise  levies,  including  the  transportation  tax, 
the  tobacco  tax,  the  tax  on  admissions  and  the 
capital-stock  tax.  It  has  recommended  that 
Congress  repeal  taxes  on  fountain  drinks  and 
miscellaneous  taxes  levied  under  Section  904 
of  the  Revenue  Act  as  being  "unnecessarily 
vexatious." 

Would  Repeal  Transport  Tax 

The  Treasury  is  inclined  to  favor  the  re- 
peal of  the  transportation  tax,  but  a  study  of 
the  revenues  and  proposed  expenditures  showed 
that  the  gap  could  not  easily  be  filled,  because 
the  Government  derives  $330,000,000  a  year 
from  this  source. 

Mr.  Mellon  has  suggested  that  the  income- 
tax  rates  be  adjusted  to  a  maximum  combined 
normal  tax  and  surtax  of  40  per  cent  for  the 
taxable  year  1921,  and  of  about  33  per  cent 
thereafter,  not  because  it  will  relieve  the  rich, 
but  because  the  higher  surtax  rates  have  al- 
ready passed  the  collection  point.  The  higher 
rates  constitute  a  bar  to  transactions  involv- 
ing turnovers  of  securities  and  property,, 
which,  with  lower  surtax  rates,  would  be  ac- 
complished and  thus  yield  substantial  new  rev- 
enue to  the  Government. 

Secretary  Mellon  realizes  that  the  excess 
profits  taxes  have  a  tendency  to  obstruct  busi- 
ness and  should  be  replaced.  The  secretary 
believes  that  Congress  could  make  good  the 
loss  of  revenue  by  means  of  a  modified  tax  on 
corporate  profits  or  a  flat  additional  income 
tax  upon  corporations.  In  support  of  his  pro- 
posal, the  Treasury  official  contends  that  a 
flat  additional  tax  on  corporate  income  would 
avoid  determination  of  invested  capital,  a 
much  mooted  problem  of  the  day,  which  is  now 
pending  before  the  Supreme  Court.  Basing 
his  calculations  on  a  rate  of  5  per  cent  and  a 
repeal  of  the  $2,000  exemption  applicable  to 
corporations,  he  estimates  that  $400,000,000 
can  be  brought  into  the  Treasury,  or  approxi- 
mately what  the  excess  profits  tax  is  now 
yielding. 

More  Taxes  Thought  Necessary 

The  Secretary  of  the  Treasury  feels  that 
it  will  be  necessary  to  impose  new  or  addi- 
"tional  taxes  of  wide  application,  such  as  an 
increased  stamp  tax  or  a  license  tax  on  the 
use  of  automobiles,  the  two  together  yielding 
between  $250,000,000  and  $350,000,000.  In 
addition,  he  suggests  that  in  the  event  that 
governmental  economy  is  not  possible  at  this 
time,  "it  might  be  feasible  to  provide  perhaps 
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as  jnuch  as  $100,000,000  or  $150,000,000  of  ihe 
necessary  revenue  from  new  duties  on  staple 
articles  of  import,  and  the  balance  by  taking 
more  effective  steps  to  realize  on  back  taxes, 
surplus  war  supplies  and  other  salvageable 
assets  of  the  Government. 

Reduce  Current  Expenditures 

The  Secretary  intends  to  strike  hard  at 
all  tax  exempt  securities.  He  has  proposed 
legislation  by  statute  or  constitutional  amend- 
ment to  restrict  the  issues  of  these  securities 
in  order  that  money  so  invested  may  be  turned 
into  other  channels.  He  advises  that  the 
country  cannot  look  to  any  plan  for  funding 


Importers  Get  Hearing 
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The  proposed  plan  to  assess  duties 
on  imports  on  the  basis  of  American 
rather  than  foreign  valuation  was 
scored  Tuesday  by  representatives  of 
importers  before  the  House  Commit- 
tee on  Ways  and  Means  who  charac- 
terized the  idea  as  dangerous.  They 
asserted  that  the  plan  would  cause 
chaos  in  the  importing  trade. 

Thomas  J.  Doherty,  a  New  York 
importer,  predicted  unfortunate  con- 
ditions in  those  businesses  dealing  in 
foreign  made  goods  should  the  pro- 
posal find  its  way  into  the  statute 
books.  He  said  the  matter  of  appeal- 
ing the  decisions  of  customs  officials 
in  such  a  case  would  cost  a  fortune  and 
that  the  whole  customs  machinery 
would  have  to  be  remade. 


the  floating  debt  to  reduce  the  burden  of  taxes 
during  the  next  two  years.  He  believes  that 
relief  must  come  from  reductions  in  current 
expenditures. 

Soldiers'  Bonuses 

One  of  the  significant  features  of  the 
Treasury's  recommendation  on  fiscal  legisla- 
tion was  the  failure  to  take  into  considera- 
tion the  enormous  drain  on  the  Treasury  which 
would  follow  the  enactment  of  the  proposed 
soldiers'  bonus.  Congress  has  two  or  three 
bills  which  call  for  financial  rewards  to  our 
soldiers,  and,  consequently,  it  cannot  foretell 
the  amount  of  revenue  which  must  be  obtained 
to  meet  these  proposed  obligations.  Undoubt- 
edly, the  bonus  bill  holds  the  key  to  the  entire 
fiscal  situation.  The  passage  of  this  measure 
will,  as  Congressional  leaders  have  indicated, 
add  several  dollars  to  each  citizen's  tax  bill. 

Sales  Tax  Hearings  Planned 

The  Senate  Finance  Committee  will  begin 
on  Monday  of  next  week  hearings  or>  the  sales 
tax  and  other  plans  for  fiscal  legislation.  That 


the  bonus  bill  will  have  its  share  of  the  dis- 
cussion is  easily  forecast,  because  Senator  Mc- 
Cumber,  the  author  of  the  Senate  bill,  is  the 
ranking  Republican  member  of  the  committee. 

After  extended  hearings,  the  Senate 
Finance  Committee  has  reported  the  emer- 
gency tariff  and  the  anti-dumping  measures. 
It  is  expected  that  the  permanent  tariff  will 
be  ready  for  the  House  before  May  15.  The 
enactment  of  a  resolution  calling  for  applica- 
tion of  rates  from  date  of  introduction  would 
undoubtedly  nullify  the  proposed  emergency, 
for  the  President's  signature  would  hardly 
dry  before  the  permanent  schedules  would  be- 
come effective. 

Continuance  of  some  products  on  the  free 
list  is  said  to  have  been  decided  upon,  with 
the  belief  that  domestic  interests  will  be 
protected  from  unfair  foreign  competition 
through  the  anti-dumping  and  exchange  legis- 
lation carried  in  the  emergency  tariff  bill. 
The  bill  as  reported  by  the  Senate  Finance 
Committee,  however,  is  considerably  less 
stringent  in  its  provisions  than  the  anti- 
dumping and  exchange  provisions  carried  in 
the  House  measure. 

Farmers  Ready  for  Action 

Introduction  of  a  bill  to  tax  land  values 
will  be  the  signal  for  marshaling  the  lobbyists 
employed  by  the  various  farmers'  organiza- 
tions here.  It  has  been  announced  that  Con- 
gressman Keller  of  Minnesota  has  drafted  a 
measure  to  this  effect,  and  that  it  has  been 
indorsed  by  the  taxation  committee  of  mer- 
chants and  manufacturers.  The  bill  has  been 
designed  to  allow  exemptions  in  order  that 
the  "poor  farmer"  will  have  no  cause  for  com- 
plaint. 

The  purpose  of  the  Keller  plan  is,  primar- 
ily, to  raise  revenues  and  touch  sources  which 
heretofore  have  been  overlooked  for  various 
reasons,  principally  political".  The  Adminis- 
tration and  Congressional  leaders  have  ad- 
mitted that  the  public — meaning  industry  and 
trade— has  been  bled  white  with  present  modes 
of  assessments.  Mr.  Keller  insists  that  his 
bill  will  solve  the  problem  without  inflicting 
undue  hardship  on  agriculture.  The  chief  op- 
position will  come  from  the  owners  of  large 
tracts  who  are  for  the  most  part  absentee  land- 
lords. 

Expect  Strong  Support 

The  organizations  indorsing  the  bill  cn- 
ticipate  strong  support  from  retailers  and 
manufacturers  in  all  branches  of  business, 
since  it  would  allow  a  more  equitable  distri- 
bution of  the  tax  burdens.  Counter  pressure 
will  be  brought  to  bear  by  the  landlords,  so 
that  a  bitter  legislative  struggle  will  be  waged. 

The  tentative  bill  provides  for  a  1  per  cent 
tax  on  land  values.  Allowances  will  be  made 
for  improvements  and  $10,000  exemption  for 
values.  Thus,  this  exemption  will  preclude 
the  contention  that  poverty-stricken  farmers 
will  suffer.  It  is  calculated  to  yield  about  a 
billion  annually  and  is  designed  as  a  "sticker" 
tax;  that  is,  the  claim  is  made  that  it  cannot 
be  passed  or  be  added  to  costs.      W.  L.  D. 
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Helpful  Signs 
Found  in  Some 
Textile  Centers 

Federal  Reserve  Reports  on  Retailers' 
Progress — Goods  Movement 
Continues 

THE  recent  abrogation  of  railroad  work- 
ing agreements,  this  week's  20  per  cent 
cut  in  wages  by  the  Steel  Corporation, 
following  close  on  the  reduction  of  prices  by 
that  concern,  and  the  sustained  improvement 
in  the  reserve  situation  of  the  Federal  Reserve 
system  are  among  the  important  developments 
tending  to  stability  in  business. 

Federal  Reserve  Banks  reports  out  this 
week  show  sales  in  department  stores  in  most 
sections  as  compared  with  those  during  the 
first  quarter  of  1920,  the  Sixth  District  (At- 
lanta), showing  the  greatest  decrease. 

New  England  Stores  Lead 

In  New  England  24  department  stores  did 
approximately  40  per  cent  more  business  in 
March  than  they  did  in  February.  In  the  At- 
lanta district  eleven  leading  stores  did  5.6 
per  cent  less  in  March.  In  the  Cleveland  dis- 
trict sales  during  March  showed  a  drop  of 
four-tenths  of  one  per  cent  as  against  those  of 
February.  This  decrease  would  have  been 
still  more  marked  but  for  an  increase  in  Pitts- 
burgh department  store  sales  of  7.6  per  cent. 

In  the  Chicago  District  sales  in  33  retail 
stores  are  cited  as  showing  a  decrease  of  4.2 
per  cent  in  March  sales,  as  against  those  of 
March,  1920,  "an  improvement  of  2  per  cent 
on  the  similar  comparison  for  February." 

Kansas  City  reports  a  decrease  of  5.4  per 
cent  in  department  store  sales  for  March  as 
compared  with  those  of  the  same  month  last 
year.  Needless  to  say,  the  lower  prices  of  the 
present  period  should  be  taken  into  account 
in  such  comparisons. 

The  New  York  Bank  reports  March  sales 
in  37  department  stores  as  4.6  below  the  sales 
of  March  last  year  and  adds:  "Merchants  in- 
form us  that  sales  during  the  first  three 
week.-;  in  April  were  somewhat  behind  sales  in 
April  last  year,  which  were  especially  large." 

Stocks  Are  Reduced 


Retail  stocks  in  eight  Districts,  viz.,  At- 
lanta, Boston,  Chicago,  Cleveland,  Dallas, 
Kansas  City,  New  York  and  San  Francisco, 
are  reported  as  showing  decreases  in  stocks  at 
the  close  of  last  March  as  against  March, 
1920,  running  all  the  way  from  12.7  to  22  per 
cent. 

Current  reports  of  mercantile  agencies  and 
leading  wholesale  distributors  indicate  further 
gains  in  the  volume  of  business  accompanied 
by  a  reduction  of  3.7  per  cent  in  wholesale  food 
prices.  Of  the  80  commodities  of  all  kinds 
upon  which  index  figures  of  costs  are  com- 
puted, 14  advanced,  21  declined  and  the  others 
remained  unchanged. 

Raw  Cotton  Steadier 

There  has  y>een  an  increasingly  optimistic 
tone  to  the  raw  cotton  market  during  the  last 
week.  The  market  is  beginning  to  feel  more 
generally  that  about  all  of  the  possible  unfa- 
voraV>le  factors  have  been  well  discounted  in 
the  present  price  of  cotton.  Mill  stocks  the 
world  over  are  low,  stocks  of  cotton  goods  are 
low,  and  there  are  many  signs  of  the  begin- 
ning of  a  revival  of  Vmsiness  here  and  abroad. 

The  big  carryover  will  not  V>e  so  burden- 
some if  the  coming  crop  is  a  small  one,  and 
reports  of  acreage  curtailment  throughout  the 
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cotton  belt,  added  to  the  fact  that  the  weather 
so  far  has  been  generally  unfavorable  for  cot- 
ton, point  to  the  probability  of  a  small  crop. 
Besides,  it  is  recognized  that  some  settlement 
of  the  German  indemnity  question,  with  a  re- 
sulting beneficial  effect  on  the  economic  health 
of  Europe,  will  soon  be  effected. 

Gray  goods  also  have  been  more  active, 
particularly  in  the  print-cloth  division.  Sales 
of  print  cloths  at  Fall  River  last  week 
amounted  to  about  110,000  pieces,  which  is 
well  above  the  average  for  several  months. 
Prices  have  been  quite  firm.  Quotations  in 
the  New  York  market  at  the  beginning  of  this 
week  were  on  the  basis  of  6%  cents  for  5.35 
yard  38y2-inch  64x60's.  Fine  combed  yarn 
goods  are  slow,  as  the  mills  are  unwilling  to 
sell  ahead  at  present  prices  and  converters,  too, 
are  unwilling  to  contract  for  the  long  future. 
But  it  is  beginning  to  be  realized  that  mill 
prices  are  at  bottom  for  some  time  to  come." 

Cuts  in  Branded  Goods 

In  finished  cottons  the  feature  of  the  week 
has  been  the  announcement  of  price  revisions 
on  branded  domestics.    These  revisions  have 
been  expected  for  some  time,  but  they  are  not 
as  important  as  the  trade  has  been  anticipat- 
ing.   They  are,  in  fact,  rather  higher  than 
have  prevailed  in  the  wholesale  market  re- 
cently.   The  new  price  on  Fruit  of  the  Loom, 
for  instance,  is  16  cents.    Clafiins,  Inc.,  have 
offered  the  same  goods  at  ISVs  cents  in  a 
special  offering  of  domestics  for  immediate 
delivery  announced  on  Monday  of  this  week. 
The  rest  of  the  Claflin  offering  is  as  follows : 
Chapman  X,  36-inch  bleached,  lOVs  cents; 
Hero,  36-inch  bleached,  liyg  cents;  Forget- 
Me-Not,  36-inch  bleached,  121/2  cents;  Lons- 
dale, 36-inch  bleached,  141/2  cents;  Lonsdale, 
36-inch  cambric,  18^/2  cents;  Lonsdale,  36-inch 
nainsook,    18^/2    cents;    Palmer   B,  36-inch 
bleached  (20-40  yard  lengths,  unbranded,  bale 
lots  only,  about  1200  yards),  5%  cents;  Farra- 
gut,  36-inch  unbleached,  71/2  cents;  Monroe 
LL,  36-inch  unbleached,  8^/2  cents;  Black  Rock, 
36-inch  unbleached,  10^/2  cents;  Princess,  36- 
inch  unbleached,  101/2  cents;  Lockwood  B,  36- 
inch  unbleached,  III/2  cents;  Cordis,  8  ounce, 
32-inch  plain  stripe  tick,  19  cents ;  Swift  River, 
30-inch  plain  stripe  tick,  11 1/2  cents. 

Dress  Goods  and  Silks 

The  well-sold  condition  of  the  dress  goods 
market  is  indicated  by  the  announcement  this 
week  from  a  leading  house  that  it  had  sold 
up  its  broadcloth  lines  to  Sept.  1,  and  had 
only  limited  quantities  for  delivery  through 
September  and  October.  Twills,  tricotines, 
serges,  velours  and  bolivias  are  all  well  sold 
for°fall,  and  there  is  reported  to  be  an  in- 
creasing call  for  tweeds  and  homespuns.  The 
market  is  very  firm.  There  is  little  change  in 
raw  v/ool,  but  demand  is  more  active. 

Broad  silks  have  been  quiet  during  the 
last  week.  The  raw  silk  market  has  been  dull 
and  slightly  weaker. 


elaborately  are  in  demand.  Those  trimmed 
with  velvet  appliqued  on  silk  in  contrasting 
shades  are  being  featured  extensively. 

Another  Rug  Auction 

As  was  forecast  in  the  Economist's  re- 
port of  last  month's  carpet  auction,  a  second 
auction  sale  of  approximately  $4,000,000 
worth  of  rugs  and  carpetings  will  be  held  by 
the  Alexander  Smith  &  Sons  Carpet  Co.,  be- 
ginning on  Monday  next.  It  will  be  interest- 
ing to  observe  to  what  degree  of  liberality 
buyers  will  go  in  "making  their  own  prices" 
next  week. 

Here's  a  Line  On 
What  Selling 

Below  is  a  classified  list  showing  the  num- 
ber of  buyers  in  the  New  York  market,  made 
up  by  the  DRY  Goods  Economist  from  the 
"arrival"  reports  of  one  leading  paper.  This 
will  not  be  a  complete  enumeration,  there- 
fore; but  by  comparing  the  number  of  buy- 
ers -reported  from  week  to  week  and  the  de- 
partments represented  retailers  will  get  an 
idea  of  what  is  sought  in  the  market  and  from 
what  sections  the  demand  comes.  Where  sev- 
eral buyers  from  one  store  seek  the  same  class 
of  goods  only  one  is  listed.  The  first  two  days 
of  the  week  of  publication  and  the  last  four  of 
the  preceding  week  are  included. 


14 

15 

18 
37 
34 


Women's  Garments 

High-class  garment  houses  do  not  expect 
to  show  fall  sample  lines  before  June  1.  Mod- 
erate price  lines,  however,  will  be  ready 
earlier.  Prices  will,  it  is  estimated,  be  about 
15  per  cent  lower  than  those  of  last  fall. 
Tweeds  and  homespuns  are  in  principal  de- 
mand, pile  fabrics  are  also  good.  Current 
business  is  chiefly  in  sports  garments. 

There  is  a  fairly  active  demand  for  laces 
despite  the  high  prices  that  rule.  Flouncings, 
allovers  and  embroidered  nets  lead. 

The  use  of  ribbons  for  sashes  on  wash 
dresses  and  for  hat  trimmings  is  steadily 
growing,  with  the  result  that  manufacturers 
are  busy. 

Parasols   in  brilliant  hues  and  trimmed 


Lines  East 

Dress  g-oods   20 

Silks    23 

Velvet    5 

Cotton  goods   13 

Linens   and  white 

goods   

General  piece 

goods   

Domestics,  blank- 
ets, etc  

Coats  and  suits . . . 

Dresses   

Skirts    11 

Waists    28 

Furs    8 

C  h  i  1  d  r  e  n's  and 

girls'  apparel ...  12 
Gen'l  apparel  jobs  41 
General    ready  -  to 

wear    19 

House  dresses, 
negligees,  petti- 
coats, etc   8 

Corsets    7 

Sweaters  and 

bathing  suits...  14 
Muslin     and  silk 

underwear    21 

Knit  underwear ...  14 

Hosiery    24 

Infants'  wear  ....  16 

Gloves    18 

Handkerchiefs    ...  7 
Ribbons  and  laces  12 
Neckwear  and  veil- 
ings   7 

Embroidery  and 

art  needlework .  9 
Art  and  fancy 
goods,  jewelry 
and  leather  goods  21 

Toilet  goods    6 

Umbrellas    4 

Millinery    H 

Shoes    8 

Notions    12 

Men's  clothing  10 

Men's  furnishings  21 
Carpets,  rugs, 
draperies  and 
upholsteries    ...  20 

Furniture    6 

House  furnishings  12 
Miscellaneous   ....  17 

Total  by  lines.  .603 
Total  of  buyers.  908 


Middle 
"West 

11 

16 


Far  South 
West    AVest  South 


5 

10 

6 
33 
33 

9 
18 


10 

27 

15 


3 
3 

12 

7 

7 
14 

5 
12 

7 
10 


14 
5 
1 

14 
1 
7 
5 

14 


384 


54 


79 


28 


A  list  of  this  kind  will  be  included  regu- 
larly in  the  Economist's  weekly  review  of 
trade. 
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RETAIL  PRICES  ARE  DOWN  to  a  LEVEL 
Where  the  People  May  Buy  With  Confidence 


Women's  Dresses 


iftWDOon  Tracks 
SvtailDg  FTocJ  ." 
VTuhKble  Frocks 


.  teK  to  »73  »«  to  u« 
$125  tSS.SO 
S25  to  S40  (IS  to  KO 


Women's  Coats 


Women's  Sports  Clothes 


Womeil's  Suits 


Blouses 


*iooreette  Crepe  .  ... 

Tailored  Cotlon    H.vr.xo   fS.TS  "a.KHo  M.7. 

PhUlppIna.   hand-made  S7..V)  to  !^i2.'^  W-W  10  tn.i 

Oreandle.  Voile  Bft.tl9te  J8.75  lo  IIS-M  "   


Women's  Skirts 


WWte  Cotlon 


Women's  Furs 


Sudeon   Bar  3' 

ec&rfs  

Mink  Scarfs 


Taupe  Fox 
^arr»   ^  $«.50l( 


(150  s«e.w  to  SIS 

  (8S 

Scarfs  375  and  «85  S3».K  and  «W 
u^i%3to  'sow 


0.50  1 


O  fSO-C 


Millinery 


Women's  Hosiery 


Children's  Underwear 

UNION  SU/TS 


:  •.■1.00toI4.7B  »2J5t, 
TV:  lo  (t  .OO     «fte  t. 

.  11.09  to  13.15  «1.6IK. 


Women's  Underwear 


White  Sale  Lingerie 


oW'-O  11.9 


ENCR 


fsiutniM   ■   siotouj.Ts  s5.oetori.M 

Hodlcaa   »12  anJJH  ».1S 

Nlehtiowni  !l2Bn<1(14  ffl.lS 

I>r«wcr3   .  112  and  tU  I0.T5 

AMERICAN  HANDMADE  BATISTE  WITH 
FILET  OR  IRISH  LACES 

rh*m!^-r^..V.V/.'../,,.\V/..»ro5'o|s.M  ^i^ufiM.  SB 

Dfa'».'eri   /  |.1  Or,  to  M  00  n.IW  Burt  C.B5 

»04Jee«   ..  ^^  93^o»'^00   S1.9S  to  (Z.99 

CREPE  DE  CHINE 


White  Sale  House  Dresses 

APKONS,  VNIFOKMS 


^Bgvo  unlformB. .  S8 


White  Sale  Corsets 


Vu1rf«nn«   

KUphln  "Dodo''   J8 

rwnlM   |4.MtftJ8.50  Kt^o^$i.M 


6.  R.  .... 
rtnlerea 
Bmacatm  . 


White  Sale  Petticoats 

Cr»B«  dft  Chinf  or  Satin  ff^JlO  Os"*  lUfw 

■Satfn,  Ta/fetn,  Jersey  J]0.9ft  M.OS 

8a.teen                                           si  85  ok 

8aUn  or  Crepe  d«  Chlnt. 

Or*M  da  ChlAs  „  tlO-W  tl.lB 


 SecreUry  Hoover  ha*  told  the  Unitad  States  Chamber  of  Commerce  that  the 

country  has  safely  iKFsed  the  crisis  of  deflation,  the  announcement  coming  just  a 
•  th^  J*^''  ,  Wanamalfer  20  {ier  cent,  deduction  sale  of  IMfay,  1920,  which, 
prices'      '  °  "'S^"™'^^  opposition,  put  a.  breakwater  against  rising 

coming°do™^^'  ''"^'"'''^  show,  prices  not  only  stopped  going  up;  they  began 

Wholesale  prices  are  down  more  than  30  per  cent.— U.  S.  .Bureau  of  La'bor  is 
said  to  have  set  the  reduction  at  about  38  per  cent.— the  Federal  Resen-e  Boai-d 
IS  said  to  have  suggested  about  4)  per  cent ,  Dun's  report  at  kbout  30  per  cent.; 
according  to  the  various  commodities  used  as  an  index. 

Although  retail  pr,ices  were  never  as  high,  in  proportion,  as  wholusale  prices, 
iney,  too,  are  down  somewhere  around  30  per  cent,  on  the  average  on  most  of  "the 
thmgs  we  sell,  m  many  cases  more  than  half. 

Generally  speaking,  prices  in  the  United  States  are  approximately  only  50  per 
cent,  higher  than  m  1913,  while  in  Canada,  Great  Britain,  Australia,  and  Japan 
are  said  to  be  nearly  twice  as  high;  in  Siyeden  two  and  a  half,  in  Franco  three 
times,  and  in  Italy  six  times  as  high. 

Most  economists  agree  that  we  will  not  be  back  entirely 
tor  some  time  to  pre.war  prices  and  it  seems  fair  to  assume  that 
prices  today  are  Hearing  a  stable  level.  In  fact,  in  some  lines, 
prices  are  stiffening  and  advances  are  being  made  because- of 
scarcity.  '  " 

Never  for  a  moment  do  we  let  up  m  Jur  determination  to 
hold  prices  down  to  the  minimum.  Every  day  we  refuse  to  buy 
certain  merchandise  where  prices  seem  to  be  still  too  high,  and 
with  every  new  purchase  of  goods  at  lower  rates,  of  course,  our 
retail  pn^ies  go  doivn  to  the  new  basiit— the  whole  store  being  on 
the  new  replacement  basis  every  day. 


To  give  seme  tangible-idea  of  how  low  the  prices  are  in  specific  stocks  we  pre. 
sent  a  detailed  list  of  new  prices  compared  with  those  of  May  1,  1920 — on  regu- 
lar.stocks  and  special  stocks  as  they  are  now  in  this  store  at  this  time. 

In  doing  this  we  realize  that  we  again  throw  ourselves  open  to  unfair  criti- 
cism and  juggling  of  figures  by  those  who  seek  to  tw-ist  things  their  own  way, 
ju«t  as  during  cur  20  per  cent,  deduction  .sale  certain  merchants  greatly  reduced 
certain  limited  lots  of  merchandise  rn  Tin  effort  to  make  their  prices  scom  lower 
than  ours.  But  we  have  faith  that  the  public  ever  distingiiislies  between  the  true 
and  the  false,  between  a  real  and  a  sham  sei-vice. 

With  our  regular  stocks  on  the  new  low  basis  of  prices,  we  shall  offer  during 
May  at  special  prices. — still  lower — whatever  a  careful  scrutiny  of  the  market  and 
unlimited  buying  power  will  produce. 

Be  assured  that  oar  stores  in  New  York  and  Philadelphia  are  close  watchers 
on  the  markets  of  the  world,  dally  and  hourly,  and  that  the  people  who  buy  our 
goods  from  us  may  be  satisTied  that  we  will  not  let  them  pay  us  a  dollar  for  which, 
we  will  not  give  thein  a  dollar's  value. 


NOTICE 


In—compiling  and  tyring  such  a 
masa  of  figjures  errors  may  creep  in, 
although  we  tiave  exercised  great 
care.  We.  therefore,  reserve  the 
right  to  correct  such^  errors  when 
cuatotncrB  come  to  the  store,  the  list 
bemg  presented  mainly  as  a  general 
analysia. 


For  Miss  14  to  20 


Imported  dotted 

swlns   *30.5f>  S39  M 

Imported  Iln^               S3S,«)  (£6.60 

Imported  King-ham. ,.  S2o  and  JM.ao   Hs.is  and  t^S 

Cingham   . .                $13.75  sio  76  , 

H'2'vy*'BHk*r^epe'  'Jlipoo'" '"^^  S8?^-S»  and  »3S 
SOITFI-  ^ 

2^'^^   -  H2.5ft  .W2.3(. 

Tweed         .,                 J52.60  »8B.ao 

Trlcotlne     «(.50  MS.M 

■COATE— 

Polo  cloth  .  ,   SS3  M 

Camera    hkh"  I'j.BO  erb  bo 

Trlcotlne  and  twill 

cord                          S62..'jO  .  «».«) 

TrIcoUne  and  twill 

cord    J«.50    185.00   »4?-M  teVJO 

SK I RTS— 

'  Baronctte  aatin  Il*.50  m  is 

Worated  riBiinel           ,  , 

^(pln|n)  ^  ^  «13.7.1  SIB.^S 

(pleated)                      Sl»-W  «I!  TB 

Plain  worsted 

(pleated)                      J25.00  >IB.M) 

SPECIAL 

Trollcur  frocks 

or    Iricotinc                      50  «2».i» 


Young  Girls — 6  to  14  Years 

COATS-                                 '■  "**  ^'OW 

Poto  Cloth^ind  ^Tw^ed. .  »19.76  »19J5 

and  novellr  coatlnBB.         to  J37.30  »I5,0« 

Novelty    CoaUngs  $09,50  »30.5« 

DRbSSES— 
Gingham  and 

Bwlse.    Cham'bray   ind  ,  *' " 

Gingham                           tO.Ui  M.55 

Gwlss,  Chambray.  . 
Glng-ham  and 

Devonshlrp   JlS.Od  M.7S 

Linon,*Orffftndif. 

SwISB  and  Glncham.,  .,82500  tn.M 

Pongee  "!.!|i5'00  sir" 

Taf'^ta                            517.75  aii.wi 

Crepe  dP  Chine                 52S.OT  •IB.T8 

MIDDY  BL1OU6BS  of 
Jean  cloth,  inlalea 

and   kltly  cloth  J2.85  to  «l.M  to  K.io 

SPECIALS 

Pongret      Ailk  2-niecr 

drcsaea,  fa*hloned 

with     middy  blouse 

«.nd  pleatPd,   box  or 

.knife  Bklrt                      OB.50  -  %0-li 


Infants'  White  Sale 

MUSLIN  UNDERWEAR 

Rr^ular  Pj^"  Uav 
Drawers    gSr  BS* 

Saxr::,.-;:::::;::::::::::  {hS  fS 
l^^nc^sXr.   ;|" 

CombJn&tlons    Jl.K  vi.u 

CHILDRCrrS  MIDDIES 

Plain  iDdianhead   ...    12©5  «i  u 

iDU>ar  Mddlei  .Same  RaUo.  ' 

ChAmbrays,  glngrhonu    .  n.Bj  ii  75 

OrBBidle  ^2.50  90.90 

White  i^wn    52  60  Ii 

Dlcnlty   feu5 

BOYS'  surrs.  2  to  4  yrs. 

Chsmhrsv    and    Clntham   u.n 

Cjiambray  and  Glnpham   S9,fl6  U.M 

LJn?i>s.  Dotted  SwrBaes  jl^o  fS.tS 

sw£aters 

Woo]  Sweatora    ViJtr,  jj.m 

wool  stealer*  $7.95  B4.*5 

COATS—WOOL 

Polo  Cloth.    English  Tweed,  Wool 

Checks,  Homeapuna   IJS.BO  9».m 

<25  to  t27,C0  SlS.OO 

ROMPERS  AND  CREEPERS 
Chambrar  and  Glneham    H.03  tsa 

OVERALLS 
P«eBy  cloth  •  ?2  95  ft.M 

DRESSES 

N'alnsooh— lone  or  ahart   tl.W 

PETTICOATS 

Nainsooh-Ionc  or  short   Ji.M  ^i.o* 

Flannelette— lone  or  ehort   51.25  allc 

Neckwear  and  Veilings 

eilk  Twrta   tft-00and'».M     $S.oo  and^«a.5» 

nil:  a'c-f.».-.v'^-.%  «.»-dw.„ 

Half  Silk  auddy 

Ties   $2.09  41.50 

Wlndaor  Tlea 

<Cr«©a  Chins)  .75  tff  Jl.OO  .60  to  ta 
Wln<lKn-  Tien 

^(Paau^^  Crme).  »1.25  gi.os 

Gulmp^a    Iil.2,'.  .75 

Silk  T^t 

Gulmpes   11,75  li.&O 

Pleated  RuTfllnrB 

of  Ceorgelte   ^1.73  n.25 

Marabou  Scarfs  .  .  J7.S0  to  $10.50     »fl.(»0   lo  Sfi.fti) 

Silk  Chiffon  VpIIs.  $i.m  to  JS.SO  w.23  is  K.w 
Plain  ^Mi-ah 

Guimpea  of  lace  and  ' 
•rabroldcry    S3.3>  tUt 


Silks  and  Satins 

afi  In"  flaUn^Blriped  t  f  ^^'^  "  '° 

■    M  5(i  »4  sa 

'I'  In    brocaded  taf- 

J^.^      ■■■■■■■   «..V)  »*JM> 

40   n.  crepe  *e  chlno,  $4.W  to    $5.85  fl.M  to  M-tSO 

fo'"'t?*'^ar?iii'"se       ■  ^"^  ^  " 

»  In.  pports  iitln  :  :  (7.50  wIS 

M/::  Srl-  .ii,.::'S'i""^«  '^  S'S 

31  hi.  broadcLoili  silk  $5.30  tz'.ao 

SPECIALS 

32  In.  broadcloth  silk 

BlUrtlQgB   ft£(L  tlM 

30  In.  crepe  d*  chlna^ 
shIrtJnM       ...  .«.« 

31  in.  white  broad- 

-^^"^•^  r"**  *■**■''* 

06  In.    (ncoletle  3§.60  81.95 

Woolen  Dress  Goods 

"  t,  lav  '.  i?M  worr 

roli^lS"  '■  ■ 

Cr«-pe '  popilns  «  2n  SI'" 

|l?,'a,v.;v.-.-.-.v.:v,K'  SS 

Broa^gfolha     je  2i  ((.m 

SPECIALS 
Wool  a*rge    *2.v)  |i,4s 

Cotton  Dress  Goods 

Apron  flnshaiBR     ..            ''  la"  *"** 

DreM jplngham.  .SO  and  .«v      .38  and  .(* 

Printed  pirrcalea  ...        .50  to  6S       -M  MnH  m 

Plain  saleww                ji.a^  :S 

Prl^ted"*l'lk  and  col-' 
(on  linings    J2,00 

ftnported   vollw   $1  50  u 

Domeatic  voile  .:   .5C 

White  Goods 

Long  cloth   ...  $4.00  to  I^.V^K.OO  to  tt.^plece 

SPECIALS 
White  fancy  voile  85  .gg 

Laces 

Inntatlon  VenJ.-M,, 

Imliatloli  ni*t.  '4'iiL  fziw  Jf:,' 

72^'in^siik  Neiv.v::;:  ^-^i  hi* 

Crepe  Chiffon   h  !:„ 

Real  Filet   SI  25  to    15  («  o««  « 

Chanblly  rjouncInes'°lH''9,""  t,^^ 
Chaniniy  Flounclnga.  $6.96 

Dress  Trimmings 

Silk  Cord  .    .    .        -Zc^to'Jl'  1.- 

Silk  Pigtail  BraJd  ...  $1  50  i?*-  ^  V^' 

Silk  Raftall  Braid,...  11.50  i, 

E  Ik  awrt  Braid  lOr.  to  35r  fli-  L 

cSSiiM,,"':^.''...-. -.  gj-  .    !r  • 

silk  Girdles  SI  M  to  12  7"\  . 

36-ln.  Metal  CJq.Ui.  ..$16^"^  '^"^^  Vl"g  * 

Notions 

Dreaa  Shlelda    95  ti  JIM 

Spool  Eowlne  Twist..    .06  -  ■fi 

Spool  Sewlnflr  Silk  21  ■JT 

Barbour'a  Linen 

l^rWscwlnc  '  •» 

Silk    spool    J2.75  „  60 

20  yd.  Darning  Stik, 

■•pool    .  )2  M 

123  yd.  Darning  SUk.  , 

R.  M.  C.  'croiihet.' ' 

boi   ji.flo  ai  A.  , 

Darning  Wool.  card..    .12  "o* 

S-wrBiS,"?.!,.  „i?u.  «.„ 

WL^Sfe-ffiSiii •»•»■:■«• 

Braid   20  ,15 

silii'^'iir"  r;,^ii: "  "« 

Safety  Pins,  card  10  lo     .J5        on  to  la 

Pin  cubes   3Bc  " 

Snap  faMeners,  BTO3e.t1.20  Sl.M 
Silk  bolting,  i-ard     .-OOc     to  »1.23      aje   to  «5e 
  Spool  Cotton 


Elast 


ysrfl  . 


tOc 


Handkerchiefs 


Shoes 

Wanamaker  Bhoe<i  being  purchased  from  bIx 
montlis  lo  a  year  aheatl  of  the  season  were  never 
Ht  any  time  priced  on  Ine  basis  of  peak  wholesale 
price*.  Wanomnker  ehne  prices  on  May  1.  1B21. 
averaged  33  1-3%  below  the  prices  prevailing  in  our 
etock  on  May  J,  1820.  and  are  from  «  to  50%  below 
general  peak  retail  prices  of  a  year  ago.  In  addi- 
tion to  Ihia  lowering  ,or  prices  on  regular  lines, 
the  following  list  ^^^^  what  further  lowering  hae 

WOMEN'S  SPECIAL 


Uau  I.  iJte  } 

Women's  Low  i5hoep   $10  io!16 

Wornen  s  High  Plioe.s   $10      no  JlC 

Women's  Low  Shoes   SH  ioJl« 

Women's  Slippers   $12.50  to  $IS 

^£^'5  SPECIAL 

Men'a  Low  Shoes   $14 

Men  s  High  and  Low 

Sht-es   ~.   Sl^-SOto  JI« 

B0V8'  Shoes  (high)   ....to 

CHILDREN'S  SPECIAL 

Children  s   Shoea   »* 

Chlldren  s  Shoes   $4       to  $7 

Children's  Shoes   J6.50   to  $9 

DOWNSTAIRS  STORE  SPECIAL 

,-h-oTneh-(i^»w  Sboea     ...  17.l»  1 

,  Boys'  Shoes    $8.60 

.  Ha.by  Shoerf    K.M  1 

Men^a  Shoes   J7.OT 

Women's  Pumps    $S     and  Jfi.40 

Chlldi-en'a  Sbocs   S3.(^;ind  54  20  ■ 


Women's  Gloves 


Short  Ud  and 

lamb    $2.75  to 

6h6rl    kid  Krynler          J5      to  $9 

WsBhaWe  gloves    .   ,   ,  $.1      to  $4.50 
12-button   kIIK    .  ,      $2.75  and  $3.25  1 
la-buttop  ^llk   $2.60  to  $.3.75  ) 

SPECIAL 

2-claep  short  lanib 

and  ■  kid    .  .h  12.50  1 

Short    chaitic>tBette  $]  1 

Long  xibaDU)la«tt«  ...  i2.55  1 

Ifl-butu-n  atar  ||.50  and  $3  1 

Mocha  gauBtleta  .  -te  so 


Ribbons 


SaUn  Taffeta.  ^4  in.  quaJtty)  ; 

BaUn  Taffeta.  5  In.:  yO  

Other  widths  rcduood  proportionately. 
PlsJda,  5  In,,  yd.. 


Pi  aids. 


yd. 


.  TOc.  ud  M  Me! 


Moire.  5  In.  (2d  grade):  yd. 
Plain  Taffeta.  «i  In.:  >t1  . . . 
Two-tone  Lingerie,  y,  In  :  r 
Llngerfe. 

... 

Jacquard  1 

SPECIAL 

$1  SO  to  J4  U9 


Domestic  Rugs 

(9  t  12  ft.  baait) 


Pirralan  .  . 

■Wilton    $i66  to 

^Kaahan 

Wilton  JlPj.OO 

^Ajmlnater  .  t6B..50 
Bundhar 

Ifflllon    $14200 

Glendale 

ChenlHe    *192.00 

^Vorccster  ..  $140-00 

Teprac   $128  00 

D-lIlOK 

Grsfs 

Rum    $2C.50 

SPECIALS 

Reversible 

n  I  12  ft  ...  $P^,00 
Wool  aiid 

0  I  12  ft   tJSXO 

Imported 

^o'^^o'rt   115.00 

rfbi " 


CllB.OO 
$M.M 


J  ft. 


$17.50 
$<  75 


Wash  ribbon.  >4  t 


China  and  Glassware 

AH  French  china  open  stock  patterns  have 
been  reduced  20  per  cent-^for  exBtnple: 


fl86.a9 
fl7«.00 


Pianos 


Brain  bach 

Brambach,  Gra 


Emerson  uprigtil, 
Lindcman  upright 
Frederick  upright. 


PLAYER-PIANO  SPECIALS 

! 725.00  f4M.0O 

1.025.00  «14S.0O 

  $800  and  $800  «9(».M 

. .  .  $875.00  is^a.oo 

.  $800.00  tSSO.M 


Upholsteries 


Veh?t^o?tle?^s;'pr. v.: 
Novelty  Scrims  and  Nets: 


Oriental  Rugs 

12^*' It 

8  ft.  4  5383.00  $836^ 

Chinese, 
ai  ft.  5  X 

0  ft-    $086.00  I305JW 

MosouJb, 

?  l"*  ft-,  $75.00  to  $115.00       •c:*(lto  fT6.0t 

SPECIALS 

Kauka. 
0  ft.  9  X  4 
ft,  0  to  8  fL 

pft  I  6  f ti  1  1520.00  to  $440.00       tSZ.Mto  «lte.7« 

S  ft.  td  10  X 

41  f*.  $1,260  lo  $J.ljO;         MIO  to  -$1,*M 

Carpets 

Velvet,  yd."     $4.50  r^.w 

Wilton  velvet,  yd  i.-  WOO       h  's 

Eego  Wilton,  yd   ..:   $5  75  , 

SPECIAL 

Belgian  Saxony,  yd   $8.25  BS.te 

Towels  and  Towelings 

Linen    towels    doi  .  f li^wt"  to  JjB.OO  K-to't^tZl-OO 

Cra.-ii  lo^ellng.  id.  -ft1*.Tnd     .7'^  .80  and  .fft 

KUchen  towels,  do-  $9.f>a  lo  fliJW  8S.M  to  $9.tl0 

Turkish  lonels;  <H>i.  $7.80  lo  $21.00  $3.00  to  «10.!«» 

Sheets  and  Pillow  Cases 


Cotton  sheets  SI. 70  to  M  OO  »I_10  to  $2.3 

Sheetlne      T.-.c    lo  $1  45  45c    to  H.'Vo 

Fillq^  cAfvs   We  and  75c  Mc  and  46e 

MUSLIN  £Y  the  YARD 

39-ln,   bleached  muslin   50c  3«c 

I»n«dalr  bleached  muJHn   TyOr.  coc 

Vnblettchcd^muslln   49c  :?c 


Bed  Coverings 

BLANKETS-                 Ua-ul.Jito  sov. 

Plaid  Blankets,  pr.  $11.00  to  $20  00  19,00  to  IW.7B 

Whlto  Blankets,  pr.  fS.2:>  lo  >20.nO  Sa.OO  lo  |I3.7.1 

Fancy  Blankets.  ea.$KiK)  lo  $48.00  eu.ftO  to  tSE.OA 
COMFORTERS— 

Down-Filled   $22.00  tA  $30..';0  $9.75  to  Kt.OO 

Wooj-Fllled   (M-00  lo  $29.r.O  «7.M  to  $31JKI 

BEDSPREADS— 

Cotton-Fllled   $4.60  to  *14.i»  gS.AS  to  K.M 

■While -Cotton  Satin 

PlMah                       $7J0  10  $12.00  M.OO  to  t«.ls 

UHrt-welght  Dim-  _ 

idea,    ea<:h,                 $2.65  to  $10.00  sAo  to  II.M 

Floral  Printed    «  ^ 

spreads,  each           $5.50  to    $7.50  fs.ao  lo  tB.50 

Bedspread  and  Bol- 
ster Cover  Sets, 

set    .   $13.50  to  $13.00  lltt.OO  to  $11.S« 

Special  Bedding 

llau^''l»t«  KOW 

XJkTTHZSSES— 
«est,Blac«  Mixed  Hair..  9^A4)0  »4  «a 

Pure  South  American 

Horse  Hair    $50.00 

Beat  Long  Grhj  Horse 
HaJr     $02.00  S4«.(m 

Imperial  edge   ..:   f85.0(f  tSLIS 

Black   Horse  Hair   I6S.0O  HS-M 

Black  Horse  HaJr  made 

with  Imperial  •edge   $52.50  Wi.M 

Cotton  Felt,  special 

rolled  clge  .   120  00  tUt.OO 

SPRINGS— 
Upholstered  top 

boxaprings   $.'ii.,'">0  $17. M 

T\jfted  BoxsprlngS   :.  «4J,.'.0  tftS.OO 

Woven  Wire  Springs  $13.05  to  $21  818  lo  (15 
PILLOWS- 

Mlxed    Feathera    it.-,.04  Bi.ao 

White  Split  Foafhers  ...  stO.-.9 
Imported  White  Goose 

Feathers    $14.00  StI  ID 

Imported  White  Goose 

Dawm    9KI-U0  iLt.u 


Men's  Clothing 


Plac*  Suits    

Blue  SuUs   

Black  and  OxTord  Top 

KvenlBg  cioihes"  V 

Dinner  SuJLs 


Kft  lo  e;o.«tl' 


Men^s  Underwear 


IIKTS  OR  DRAWERS. 


Men's  Hosiery 


Cotton  ,..)  « 


Men's  Furnishings 


Ouil 

Silk 
Cotton 


attached  ah 


Men's  ahlrta— pprcales  cord- 
ed madras    Si  and  $2.25 

-lien  »  coat  sweaters  $18  to  tin 

Men  B  wool  dreflstng  gowns. $20  to  $30 


Boys'  Clothing 


.  $1  50 
SPECIAL 


■  5-^.50 
-  17-75 


Furniture 

Newly  manufactured  furniture  is  15  to  20 

per  cent  lower  in  price,  but  we  ha^-e  been  abU 

to  buy  certain  lots  at  much  greater  reduction 
and  are  offering  these 


SPECIAL 


Mahogany  four-poet 

btfls  ...  . .  ,  . . 
Bedroom  suites     ,  .  . . 


Linens 


Damask  the  yard.'.  $6.25"*'  ''' 
Lace  trimmed   scarfs.,  h- 


.  $4-50 

.  J2a.-> 


0*1.79 


Lamps  and  Shades 


e.75  to  i.\DO  f 
00  b,  51T5.00  « 

Housewares 


Aluminum  ware    ^'"yf  "St 

FIreless  oooisfra  "  Jo^ 

Bathroom  f uiTilsJiingB  | 10^° 

CcrtT    TRn^tn ■  

KttcHen  ribttiets  ! ! ."  i  "  " " . 

Table  oil-doll,   ,  l^H  i^' 

Soap    w,"^^ 

fo>t„„  ™„, ii^tm 

SFECTA  LS 

^Tt^ur""":  ess  K  "'■■•»•» 

StelWlcr  tnjnks  ..         30  (o   J4f»  7.^      •tZ:w  to  M  M 

ir      '  "** 
AKml'n'S^dolv 

■    '--lo  •l.U, 

Luggage 

24-ln.  Cer*htde  Suitcase*  with  top*'  '' 

,     SttapB     I3>  V)  BUM 

22- n.  Cowh  d<  Cae.a   »29.00  S10  iW 

24-in.  Cowhide  Casw,   fM.OO  fzo.M 

SPECIAL- 

IS         le-ln  cOBhjde  leatlier  ba*,.  .S210«  |f.S3 

Linoleum 

rnlirliL  so.  >d                                     54  -.,5  oa 

Primed,  fo.  yd                                      Jl.io  HUOO 

SFEC/AL 

ftSSSa'^l^.t!;;;:::;;::::::;:::  gjt  &" 


Giving  the  Public  Facts  About  Price  Reductions 


Retailers  are  awakening  to  the  importance  of  action  on  their 
part  to  overcome  the  prejudice  created  among  consumers  by  the 
claims,  emanating  from  various  sources  and  spread  broadcast,  as 
to  the  readjustment  of  business  being  delayed  by  the  store  o'wners' 
un-willingness  to  reduce  their  prices.  This  ad,  published  by  John 
Wanamaker  on  Monday  of  this  week,  shows  an  effective  means  for 
convincing  the  public  that  not  all  retailers  are  "guilty  as  charged 
in  the  indictment." 


In  this  connection  it  is  pertinent  and  proper  to  refer  to  a  news- 
paper article  recently  published  in  Wilmington,  Del.,  in  which  re- 
tailers in  that  city  took  exception  to  a  statement  in  the  recent  report 
of  the  Federal  Trade  Commission  (analyzed  in  the  Dry  Goods  Econo- 
mist of  April  23)  to  the  effect  that  "the  movement  toward  the  reduc- 
tion in  commodity  costs  is  retarded  by  the  retailer."  This  newspaper 
article  included  lists  or  tables  showing  comparisons  between  present 
prices  in  specific  stores  and  those  prevailing  at  the  corresponding 
period  a  year  ago.  The  lines  included  men's  and  women's  shoes, 
men's  and  boys'  clothing,  woolen  and  cotton  dress  goods,  hosiery, 
sheetings,  silks,  rugs,  blankets,  etc. 
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For  Spot  Delivery — 
Tear  Out  This  Page 

—check  the  items  you  need— let  us  either 
send  you  samples  for  approval— or  make  up 
an  order  and  ship  direct. 
This  merchandise  is  ready  for  ''at  once"  de- 
livery—in  any  quality  you  specify  — Prices 
are  rock  bottom. 


WASH  GOODS 

Full  Pieces 

Domino  Gingham,  27",  all  blue,  asst  

Trossach  Standard  Gingham,  27",  all  blue,  asst. 

Scout  Percale,  Light,  choice  selection,  36"  

Mignonette  Voile,  27",  spring  style  


12^/4 
11^ 


Remnants 

Aristo  Batiste,  28"   ^'^Vf 

Barfleur  Voile,  39",  dark  effects   ^^V^^ 

Pamico  Beach  Cloth,  36",  plain  shades  '^'^V^^ 

*'Lorna  Doone'*  Gingham  is^t 

extra  value,  unusual  selection  of  dress  checks 
and  small  two-color  plaids,  27",  May  shipment 

WHITE  GOODS 

Fine  white  noveltv  voiles,  embroidered  Swiss 

effects,  36"    ^^'""^^ 

Fine  white  Jacquard  skirtings,  36"   67^^^ 

Turkish  towels,  two  thread,  bleached,  22x44,  doz.  3.37^^^ 

Mercerized  table  damask,  58"   39^^z^ 

Fine  white  Madras   shirting,  32",   10-20  yard 

shorts  ••••  2714^^ 

DRAPERIES 

Lace    Cloth,    36",    fine    double    border— white, 

cream,  biege    27^^^ 

Jacquard  silk  draperies,  25"   72^/2^^ 

Casement  Cloth,  48"-49",  all  popular  shades.  .  .  .  625^^^ 


Usual  Terms 

STULL, 
MacCALLUM, 
WILCOXON  CO. 

The  Wash  Goods  House 

70-72  Franklin  St., 
New  York,  N.  Y. 


It's  no  coincidence  that  where  quality  folk 
gather 

AW.B.  (go(i/g£!J^  VELVET 

is  to  be  found  in  the  costumes  of  the  best 
dressed  women.  Its  evident  merits  appeal  to 
those  whose  influence  directs  style  tendencies 
everywhere. 

Velvets, 

Plushes, 

Velveteens, 
and  Dress 

Corduroys 

A.  Wimpf  heimer  &l  Bro.,  Inc. 

Established  1845 

450  to  460  Fourth  Ave.       At  3 1st  St.,      New  York 

Sole  Selling  Agents  for 


THE  AMERICAN  VELVET  CO. 


STONINGTON,  CONN. 


I! 
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Rodier  Showings 
Indicate  Vogue 
Of  Ratine 

Novelties  Predominate  Among  Col- 
lection of  Woolens  for  Winter 
1922— Stripes  and  Checks 
Favored 

Paris  Office  of  the  Dry  Goods  Economist 
2  Rue  des  Italiens 

The  new  Rodier  collection  of  woolens  for 
the  winter  of  1922  comprises  a  large  selection 
of  novelties,  notable  among  which  is  one  called 
"Perllaine."  This  material  is  in  reality  a 
ratine,  but  a  ratine  of  so  soft  and  supple  a 
quality  as  to  be  scarcely  recognizable  as  such. 

For  the  last  two  seasons  the  Paris  dress- 
makers have  been  using  ratine  to  a  limited 
extent,  but  this  has  been  due  more  to  a  scarcity 
of  novelties  than  to  any  strong  tendency  in 
fashions  toward  a  revival  of  interest  in  this 
fabric.  That  it  should  be  the  keynote  of  the 
new  collection  of  woolens  at  Rodier  Freres 
is  significant  and  interesting,  indicating  as  it 
does  that  this  once  popular  fabric  is  again  to 
become  a  prime  favorite. 

Solid  and  Mixed  Colorings 

The  "Perllaines"  are  featured  by  Rodier  in 
solid  colors,  in  mixed  colorings  and  in  bold 
striped  and  checked  effects  on  plain  or  on 
mixed  grounds.  They  are  also  shown  in  in- 
visible corded  striped  weaves. 

Next  in  importance  to  the  "Perllaines," 
and  of  equal  interest  from  the  point  of  view 
of  a  novelty  weave,  is  the  line  of  "Creppellas" 
which  have  been  brought  out  in  heavy  quality 
suitable  for  winter  suitings. 

"Creppella"  was  first  launched  in  a  light 
weight  for  spring  usage.  In  the  new  lines  of 
heavier  qualities,  the  weave  has  been  so  per- 
fected as  to  strongly  resemble  the  various 
crepes  which  are  so  much  the  vogue  at  the 
present  time.  These  "Creppellas,"  like  the 
"Perllaines,"  are  shovra  in  plain  colors  and 
in  invisible  striped  effects. 

New  Suitings  Shown 

A  line  of  self-tone  corded,  striped  or 
checked  cheviots  is  shown  for  suitings,  which 
are  a  development  of  the  novelty  known  by 
the  name  of  "Cotella,"  was  was  brought  out 
two  seasons  ago. 

A  third  novelty  to  which  particular  atten- 
tion is  called  is  "Popladrap,"  which  is  a  cloth 
with  a  very  fine  indistinct  ribbed  poplin  sur- 
face. This  is  offered— as,  in  fact,  are  all  the 
Rodier  novelties — in  plain  and  mixed  color- 
ings. 

A  serge  with  a  fancy  broken  stripe  in  black 
ij  silk  is  featured  for  suits  and  is  called  "Serge 
Boucline." 

"Piquellaine  Chinoise"  is  a  handsome  wool 
matelasse,  which  is  shown  in  plain  colorings 
only  and  in  one-tone  effect. 

Striped  and  Checked  Effects 

"Serjapeles"  is  a  jetted  serge,  the  beads 
being  woven  into  the  fabric.  This  is  offered 
in  all-over  and  also  in  wide-striped  and 
checked  effects. 

"^a^^ious  combinations  of  the  popular 
Kasha,"  or  camel's-hair  mixtures,  are  fea- 
tured, notably  a  "Kasha  duvetine,"  which  is 
a  Kasha  with  a  velour  surface.  This  is  be- 
ing brought  out  in  plain  colors,  also  in  striped 
and  checked  effects  in  brilliant  colors  on  plain 
colored  grounds. 

Other  novelties  in  this  line  of  camel's- 


Photos  from  Paris  office  of  the  Economist 

The  long  paneled  skirt,  the  un- 
fitted effect  of  bodice,  and  the  low 
belt  are  the  features  of  this 
Cheruit  suit  which  is  developed 
in  black  and  white  checked  cheviot. 


Charlotte  ni  o  de  i  featuring 
jacket  of  navy  blue  taffeta  over- 
laid with  strapped  bands  of  tan 
cloth.  Skirt  of  the  costume  is 
of  the  cloth. 


Jenny  coat  dress  in  Rodier 
black  and  white  checked  tiovelty. 
The  high  collar  with  tic  of  black 
taffeta  is  an  interesting  feature. 


hair  mixtures  are  "Serge  Kasha,"  which  is  a 
Kasha  with  a  diagonal  finish,  and  "Cheops," 
a  novelty  coating  which  is  featured  in  enor- 
mous checked  designs  in  two-  or  three-color 
effects,  on  a  plain  or  on  a  mixed  colored 
ground  with  a  figured  border. 

Striped  and  Checked  Effects 

For  trimmings,  "Soie  Cloky,"  which  is  a 
silk  on  the  order  of  zenana,  is  shown  in  plain 
colors,  also  brocaded  in  metal. 

Numerous  novelties  in  ribbed  effects  in 
brilliant  multi-colored  stripes  are  shown  for 
trimmings  and  vestings. 

Quantities  of  fancy  broken  stripes  are 
noted  in  odd,  geometric,  or  in  floral  designs, 
also  in  the  combination  of  a  plain  black  stripe 
with  a  group  of  hair-line  stripes  in  black. 

One  of  the  most  novel  striped  designs 
which  is  used  on  a  "Perllaine"  ground  is  called 
"Les  Grecques  Pekine,"  the  stripes  being  fig- 
ured in  a  Greek  key  design. 

The  vegetable  silk  plush,  called  "Pannecla," 
which  is  a  well-known  specialty  of  the  house, 
is  being  brought  out  in  novel  striped  effects 
for  vests  for  the  coming  season,  and  is  listed 
under  the  name  of  "Les  Gilets  Satinecla." 

New  Wool  Serge 

Very  effective  also  for  trimmings  is  a  wool 
serge  in  an  irregular  diagonal  weave  with  an 
all-over  brocaded  design  in  palm  leaf  in  metal. 

A  second  novelty  on  the  order  of  the  "Pan- 
necla," which  is  grouped  in  this  class,  is  called 
"Martella."  This  is  a  stamped  vegetable  silk 
plush,  whence  its  name  "Martella"  or  "ham- 
mered." 

The  material  known  as  "Kashavella  La- 
hore" is  offered  in  neutral  colors  figured  in 
white.  This  is  a  Kasha,  a  camel's-hair  mix- 
ture with  a  velour  finish. 

Numerous  fabrics  in  combination  weaves 
are  featured  among  the  more  extreme  novel- 
ties, in  which  class,  a  serge  with  a  "Perllaine" 
stripe  is  particularly  noteworthy. 

Among  the  other  novelties  for  which  suc- 
cess is  anticipated  for  the  coming  season  are : 
"Kasha  Duvetine"  with  a  bold  Chinese  de- 


sign, which  is  called  "Les  Incrustations  Chi- 
noises";  "Les  Mosaics  Velours,"  a  coating  in 
wool  velours  with  large  checks  in  black  and  in 
color;  "Les  Paves  Perllaine,"  is  a  "Perllaine" 
with  a  broken  stripe  formed  of  small  squares 
of  solid  color;  "Serjecla,"  a  serge  striped  in 
black  silk  woven  in  scale  effect. 

For  colors,  as  a  whole,  grays  and  gray 
mixtures,  with  dull  shades  of  olive  green,  old 
reds  almost  claret  in  tone,  and  seal  brown  are 
prominently  featured,  and  are  used  in  solid 
colors,  as  well  as  for  grounds  for  brilliant- 
colored  stripes. 

Both  stripes  and  checks  are  extensively 
used  in  black  and  white  effects,  also  in  two- 
color  combinations. 


Mills  Announce  Policy 

The  Roubaix  Mills,  Inc.,  of  Clinton,  Mass., 
announce  the  inauguration  of  the  policy  of 
selling  their  product  direct  to  the  retail  and 
cutting  trades.  The  mills  were  started  in 
1916  with  the  object  of  producing  wool  dress 
fabrics  of  a  type  which  hitherto  had  been 
imported  largely  from  abroad.  Starting  with 
20  looms,  the  enterprise  has  grown  until  it 
now  operates  150  looms  and  a  complete  dye- 
ing and  finishing  plant.  The  decision  to  sell 
direct  is  the  outgrowth  of  this  successful 
development. 

The  Roubaix  Mills,  Inc.,  specialize  on  fine 
worsteds  for  women's  wear,  such  as  Cheruit 
twill  and  stockinette,  and  on  exclusive 
woolen  suitings  and  coatings.  They  will 
open  offices  at  3-5  East  37th  Street  on  Thurs- 
day of  this  week.  Distribution  will  be  in 
charge  of  W.  Kroitzsch,  formerly  of  the  Gera 
Mills,  and  R.  Pleister  will  take  care  of  pro- 
duction. The  factors  are  the  Haas  Brothers 
Fabrics  Corporation. 


H.  R.  Arment  has  been  appointed  store 
superintendent  for  the  Rhodes  Co.,  Seattle, 
Wash.  He  succeeds  Carl  Bush,  who  resigned 
to  become  executive  secretary  of  the  Wash- 
ington State  Retailers'  Association. 
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"Sell  and  Repent 

Copyright 


In  Various  Qualities 

The  Most  Practical  Fabric 
for 

Women's 
Bathing  Suits 

Black,  White  and  Colors 

Immediate 
Deliveries 


FRED  BUTTERFIELD  &  CO.,lnc. 


361-363  Broadway,  Cor.  Franklin  Street 
New  York,  N.  Y. 

Established  Since  1838 


'  Sell  and  Repent" 

Copyright 


"Sell  and  Repent 
Copyright 


Phila.  Storepeople 
Hold  Music  Fete 

Strawbridge  &  Clothier  Chorus,  Led 

by    Herbert   J.    Tily,  Gives 

m        Interesting  Entertainment 

Ip  On  Thursday  evening  of  last  week  the 
chorus  composed  of  members  of  the  personnel 
of  the  Strawbridge  &  Clothier  store  in  Phila- 
delphia, trained  and  conducted  for  the  last 
seventeen  years  by  Herbert  J.  Tily,  general 
manager,  gave  an  extraordinarily  interesting 
and  attractive  entertainment  at  the  Academy 
of  Music,  in  their  city. 

This  entertainment,  which  embodied  a 
number  of  musical  numbers,  many  of  them  of 
the  highest  order,  was  conceived  by  Mr.  Tily 
and  arranged  by  him,  in  collaboration  with  R. 
H.  Durkin,  advertising  manager  of  the  con- 
cern, and  others.  It  was  entitled  "La  Soiree 
de  la  Reine,"  or  "A  Musician's  Dream,"  and 
was  given  in  the  costumes  of  the  period  of 
Louis  XVL  The  characters  included  King 
Louis  XVI,  Queen  Marie  Antoinette,  Benjamin 
Franklin,  the  Marquis  De  Lafayette,  and  other 
historic  characters.  Court  dances  were  also 
given  by  several  members  of  the  personnel. 

Dreams  He  Is  Gluck 

The  affair  included  a  prologue,  in  which 
Mr.  Tily  as  a  musician  and  Mr.  Durkin  as  a 
week-end  visitor  prepare  to  bid  each  other 
1  good-night.   After  Mr.  Durkin's  exit  Mr.  Tily 
:  sits  in  his  armchair  and  falls  asleep.   He  then 
!  dreams  that  he  is  Gluck,  the  celebrated  com- 
poser and  musician  at  the  court  of  Louis  XVI. 
The  royalties,  courtiers  and  others,  together 
with  the  members  of  the  chorus,  heralds  and 
i  pages,  assemble  on  the  stage,  and  Gluck  comes 
i  from  back  stage  down  to  the  front.    Here  he 
meets  Mesmer,  the  originator  of  mesmerism, 
and  Cagliostro,  the  magician,  both  of  whom 
were  prominent  in  the  reign  of  Louis  XVI. 
He  asks  their  aid  in  the  effort  to  foresee  the 
future  development  of  music — just  as  the  real 
Gluck  might  easily  have  desired  to  do. 

Such  a  glance  into  the  future  naturally 
permits  of  the  introduction  of  music  of  vari- 
[  ous  kinds,  and  in  the  first  part  of  the  program 
classical  music,  going  back  to  the  days  of 
Palestrina,  one  of  the  earliest  of  composers, 
was  presented,  followed  by  modern  music  of 
the  more  popular  character,  including  Ameri- 
i  can  songs. 

Selections  Given  from  "Faust" 

The  second  part  was  given  up  to  a  presen- 
tation of  selections  from  Gounod's  "Faust." 
The  presentation  of  portions  of  this  opera 
seems  especially  fitting  in  a  conception  from 
dreamland,  since  Dr.  Faustus  (said  to  have 
been  a  real  personage)  was  a  wandering  ma- 
gician, who,  after  receiving  his  education  at 
the  University  of  Cracow,  chose  the  "black 
art"  as  his  calling,  and  went  about  bewildering 
people  with,  his  magic. 

Good  ground  for  the  introduction  of  Frank- 
lin is  provided  in  the  fact  that  while  repre- 
senting the  American  Government  in  Paris  he 
was  one  of  a  commission  of  doctors  and 
scientists  appointed  by  the  French  Govern- 
ment to  investigate  the  claims  of  Mesmer,  who 
was  then  mystifying  Paris  with  his  hypnotic 
powers. 

Koerber  Lends  Hand 

In  the  arrangement  of  the  tableaux, 
Jerome  A.  Koerber,  display  manager  of  the 
Strawbridge  &  Clothier  store,  and  his  assist- 
ants played  a  prominent  part. 

All  the  expenses  of  the  entertainment, 
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which  ran  into  several  thousands  of  dollars, 
were  defrayed  by  the  firm,  tickets  being  sold, 
however,  to  the  public.  On  the  first  day  no 
less  than  2600  tickets  were  sold.  The  gross 
proceeds  of  the  affair  will  go  to  the  Straw- 
bridge  &  Clothier  employees'  pension  fund. 

Recreation  for  Employees 

Among  the  various  provisions  made  for  the 
health  and  comfort  of  the  Strawbridge  & 
Clothier  employees  is  an  athletic  field  of  large 
dimensions,  in  an  accessible  part  of  Philadel- 
phia. It  is  the  intention  of  the  concern  to 
make  this  athletic  field  a  recreation  center  not 
only  for  the  employees  but  also  for  the  general 
public.  During  one  or  two  summers  dances 
have  been  given  at  the  field  for  those  of  the 
store's  people  who  wish  to  participate,  and  to 
these  dances  the  public  has  also  been  admitted, 
a  limited  number  of  tickets  being  given  away 
in  the  store. 

Obviously,  without  some  such  means  of  se- 
lecting the  visitors,  the  crowd  would  become 
too  large  and  too  promiscuous.  Consequently, 
a  similar  method  will  be  employed  in  connec- 
tion with  the  recreation  center.  In  other 
words,  tickets  of  admission  will  be  given  away 
in  the  store  to  as  many  of  the  public  as  can 
be  accommodated. 

Retailers  Want 
Tax  at  Source 

Canadian    Merchants'  Association 
Does  Not  Favor  Any  Sales  Levy 
Involving  Collection  Expense 

Economist  Correspondence,  Ottawa,  Ont., 
Canada 

Canadian  retailers  are  not  in  favor  of  any 
kind  of  sales  tax  which  would  involve  expense 
to  themselves  in  its  collection,  if  one  may 
judge  from  a  statement  prepared  by  the  Do- 
minion Board  of  the  Retail  Merchants'  Asso- 
ciation of  Canada.  The  board  has  considered 
the  subject  carefully  and  from  many  angles 
and  its  findings  lead  to  the  conclusion  that  the 
most  effective  tax  as  well  as  the  one  which  will 
cost  least  to  collect  is  that  collected  at  the 
source  of  supply — from  manufacturer  or 
wholesaler. 

It  is  argued  that  taxes  levied  at  these 
points  will  be  passed  on  in  the  normal  way, 
without  disruption  to  business.  The  argu- 
ment that  they  will  be  pyramided,  says  the  as- 
sociation's statement,  is  of  no  particular  im- 
portance by  reason  of  the  analogy  between  the 
tax  collected  at  the  source  and  the  duty  levied 
on  imported  goods.  The  latter  is  added  to 
the  price  of  the  goods  as  they  go  through 
trade  channels  and  the  tax  would  be  passed  on 
in  the  same  way,  with  no  greater  pyramiding 
in  one  case  than  in  the  other. 

Attention  also  is  called  to  the  expense  of 
collection  of  the  tax  from  200,000  retailers 
and  it  is  recalled  how  the  stamp  tax  on  patent 
medicines  cost  62  per  cent  to  collect  besides 
the  sums  paid  by  retailers  in  fines  and  for 
court  proceedings  when  affixing  of  the  stamps 
was  overlooked.  Retail  merchants  are  asked 
to  get  behind  the  association  and  urge  the 
Government  to  adopt  the  plan  of  collection  at 
source. 

Business  is  now  poorest  in  the  West  and 
more  failures  are  noted  there.  The  Western 
Ontario  Retail  Merchants'  Association  reports 
with  a  good  deal  of  pride  that  of  its  600  mem- 
bers not  one  has  failed  since  Nov.  1,  1920, 
despite  the  unsettled  condition  of  business. 
People  in  this  section  are  buying  more  freely 
and  things  look  bright  for  a  fine  year. 
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Retailers  of  Britain 
H  a  ve  O  wn  T  r  ou  ble  s 

Allan  Hepworth  Asserts  Economy  in 
Store  Operation  Is  Being  Sought 
in  All  Quarters 

Department  stores  in  Great  Britain  are 
up  against  the  same  problem  of  reducing  over- 
head as  confronts  American  stores,  says  Allan 
Hepworth,  chief  accountant  and  a  director  in 
Harrods,  Ltd.,  London,  who  is  visiting  this 
country.  In  fact,  it  would  appear  that  they 
have  a  harder  problem  to  solve,  for  whereas 
on  this  side  retailers  have  been  able  to  keep 
up  a  sales  volume  little  less  than  last  year's, 
British  stores  have  felt  a  drop  in  both  money 
and  piece  volume. 

Mr.  Hepworth  would  not  say  that  a  really 
satisfactory  solution  had  been  found;  but 
stated  that  economy  in  operation  was  being 
strictly  enforced  all  along  the  line.  Harrods 
is  also  cutting  expenses  by  reducing  its  force. 

Won't  Cut  Salaries 

This  step  was  taken  because  of  the  diffi- 
culty of  making  wage  reductions  as  long  as 
there  is  a  minimum  wage  scale  and  because 
the  firm  is  opposed  to  reducing  remuneration 
unless  there  should  be  a  movement  in  this 
direction  on  a  national  scale.  The  number  of 
employees  let  go  is  not  large  in  proportion  to 
the  store's  staff  of  7000  people,  says  Mr.  Hep- 
worth, but  there  is  a  helpful  saving,  and  those 
who  remain  take  on  extra  duties  to  make  up 
the  difference  in  the  size  of  the  force. 

The  miners'  strike  and  the  wide  unemploy- 
ment in  Great  Britain  are  forcing  a  strict 
economy  among  consumers,  which  necessarily 
makes  for  slacker  business.  Nevertheless,  re- 
tailers are  not  following  the  example  of  many 
stores  in  this  country  of  holding  store-wide 
sales  at  every  opportunity.  Harrods,  for  in- 
stance, is  constantly  on  the  lookout  for  lots  of 
special  merchandise  which  it  features  in  de- 
partment sales;  but  series  of  big,  special 
events  are  not  favored. 

Bank  Rate  Reduced 

There  still  remains  considerable  uncer- 
tainty as  to  whether  the  period  of  liquidation 
is  at  an  end,  says  Mr.  Hepworth.  A  hopeful 
sign  for  better  conditions  is  the  reduction  of 
the  bank  rate  from  7  to  6^/^  per  cent.  This 
indicates,  he  thinks,  an  easing  of  the  money 
market,  which  will  make  financing  less  difficult 
especially  as  lower  commodity  prices  make  less 
capital  necessary  to  conduct  business.  Whether 
this  favorable  condition  will  last  long  is  doubt- 
ful, he  admits,  because  the  lower  rate  may  weil 
induce  a  demand  for  money  which  will  be 
bigger  than  the  supply. 


Another  Sheldon  Book 

The  new  edition  of  "Sheldon's  Manufac- 
turing Trade,"  a  list  of  manufacturers  of 
men's,  women's  and  children's  garments,  class- 
ified under  the  character  of  product  and  by 
cities  and  States,  has  just  made  its  appear- 
ance. For  those  desiring  to  get  in  touch  with 
manufacturers  of  the  lines  indicated  this  di- 
rectory of  380-odd  pages  is  particularly  use- 
ful. It  is  published  by  the  J.  D.  Sheldon  Co., 
32  Union  Square,  New  York. 


Herbert  Deterly,  who  has  been  head  of  the 
wall  paper  and  phonograph  departments  of  the 
H.  H.  Sturtevant  Co.,  Zanesville,  Ohio,  has  re- 
signed to  become  a  representative  of  the  Ohio 
Security  Co.  He  was  with  the  firm  for  twenty- 
two  years  and  was  presented  with  a  gold  watch 
on  leaving. 
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Announcing  Important  Price  Reductions 

On  Our  Novelty  Cotton 
Dress  Fabrics 


We  are  offering  at  greatly  reduced  prices 
our  entire  range  of  this  season's 

Printed  Voiles 

Printed  Organdies 

Silk  and  Cotton  Novelties 

Fine  Imported  Woven  Fabrics 

Available  in  all  the  fashionable  color 
combinations. 


JVriie  today 


5th  Ave.  at  15th  St.       New  York  City 


At  your  request  we  will  send  samples  or 
will  have  our  representative  call.  Better 
still,  if  you  are  in  New  York,  come  in  to 
see  us. 


DRY  GOODS  ECONOMIST,  MAY  7,  1921 


35 


Utility  Should  Be  Kept  in  Mind  When 
Picking  Nursery  Furniture 

Customer  Primarily  Interested  In  Securing  Things  Essential  To 
Baby's  Comfort — Luxurious  and  Ornamental  Articles  Are  Con- 
sidered Afterwards — Wares  Will  Not  Sell  Themselves  —  Little 
Effort  Needed  to^Make  Section  a  Success 


ii'Vy  ETTER  babies"  mean  more  comfort- 
Ty  able  and  more  scientific  nursery  fur- 
niture. This  is  evident  since  it  adds 
so  materially  to  both  baby's  and  mother's 
comfort  and  health.  And  yet  in  many  appar- 
ently well-equipped  infants'  departments  the 
amount  of  furniture  stock  shown  is  pitifully 
curtailed.  It  seems  rather  side-tracked.  The 
reason  most  often  given  for  its  absence  is 
that  the  space  allotted  to  the  whole  depart- 
ment is  so  limited,  or  because  the  department 
is  comparatively  new.  It  is  considered  best 
to  stock  lightly  in  this  line,  the  better  known 
and  apparently  more  necessary  wearing  ap- 
parel being  more  in  demand.  While  running 
the  department  on  limited  funds  the  furniture 
line  should  be  allowed  a  smaller  per  cent  of 
the  general  budget  since  it  ties  up  too  much 
capital.  Obviously  there  is  more  money  in- 
vested in  the  "kiddy"  coop  than  in  the  little 
dress. 

Won't  Sell  Itself 

Such  natural  reasons  for  limiting  the  fur- 
niture stock  are  to  be  considered.  Under  good 
management  they  will  soon  remove  themselves. 
But  if  this  profitable  line  of  stock  is  curtailed 
simply  because  the  buyer  does  not  realize  its 
■endless  possibilities  in  developing  and  stabil- 
izing the  department,  that  is  "a  horse  of  an- 
other color."  It  does  not  sell  itself  as  readily 
as  does  apparel.  Hence  it  is  considered  a 
"white  elephant"  and  is  set  about  as  decora- 
tion for  the  department  with  possibly  a  chance 
sale  now  and  then,  to  allow  the  bringing  in  of 
a  fresh  piece. 

Whether  limited  temporarily  from  good 
judgment  or  permanently  from  lack  of  enter- 
prise and  vision  on  the  part  of  the  buyer,  this 
section  of  the  furniture  stock  is  most  vital. 
In  fact,  the  more  limited  it  is  the  more  im- 
portant is  the  selection  of  each  piece,  keeping 
in  view  the  customer's  immediate  demands 
and  general  taste.  Kinds  and  styles  must  be 
such  as  to  enlist  interest  and  give  satisfaction. 

Necessity  Comes  First 

As  a  guide  in  such  selection  as  will  bring 
quickest  and  largest  results  first  of  all  shall  be 
considered  utility,  then  comfort  and  finally 
luxury,  these  representing  the  three  types  of 
furniture.  The  customer  will  get  what  she 
needs  first  and  later  the  less  utilitarian  and 
more  luxurious. 

Quality  in  each  case  should  be  good,  the 
best  in  the  long  run  always  proving  the  most 
economical.  Durability  and  appearance  in 
baby's  furniture  especially  depend  upon  qual- 
ity, and  the  wise  mother  expects  these  things. 

In  the  class  of  necessities  in  nursery  fur- 
niture come  bassinets  and  sleeping  baskets, 
bath  tubs  and  bathing  equipment,  nursery  and 
handy  seats,  cribs  and  "kiddy"  coops  and  cars. 

Garments  Kept  in  Order 

Furniture  not  so  absolutely  necessary  but 
which  provides  much  comfort  to  both  mother 
and  child  are  toilet  and  service  baskets  mak- 
ing the  morning  bath  complete  and  a  joy 
rather  than  a  burden.  Clothes  dryers,  ward- 
robes, costumers,  clothes  hampers  and  hang- 
ers, all  assist  greatly  in  keeping  the  numerous 
little  garments  sweet,  clean  and  in  order. 


1 —  Bobby-Bobs,  made  entirely  of  cork,  hand- 
painted  in  bright  non-poisonous  colors,  the  pair 
to  retail  at  about  $i.  From  Rees-Davis  Toy  Co. 

2 —  Play  robe  of  washable  sateen,  from  the 
Davis  Novelty  Co.  It  is  made  of  heavy  quality 
sateen,  with  cut-out  nursery  designs  applied. 

3 —  ig2i  model  auto^bassinet  of  split  willow, 
figured  sateen  down  filled  mattress  and  pillow. 
The  basinet  is  detachable  from  the  frame, 
making  it  convenient  for  shipping  and  carry- 
ing from  place  to  place.  From  Frank  J.  Far- 
ney. 

To  what  might  be  styled  the  luxury  class 
belong  dressing  tables,  auto  bassinets,  collap- 
sible rubber  tubes  with  drain  pipes,  nursery 
toys  and  play  equipment.  Soft  and  floating 
toys,  slumber  toys,  rattles  and  play  robes, 
baby  could  do  without.  But  as  mother's 
knowledge  of  what  her  child  really  needs 
broadens,  even  many  of  the  comfort  and  lux- 
ury  accessories   become  necessities.  Scale 


baskets  for  example  may  appear  with  the  first 
baby  a  luxury,  but  with  the  second  they  are 
a  necessity  as  mother  learns  that  proper  care 
means  daily  weighing  as  well  as  proper  and 
regular  feeding. 

Luxury  Becomes  Necessity 

The  dressing  table  on  which  to  set  the  bath 
tub  rather  than  bathing  baby  on  the  lap  or  on 
a  chair  will  soon  prove  to  be  in  the  necessity 
class. 

So  far  so  good.  The  furniture  has  been 
well  selected.  The  limited  or  unlimited  space 
given  it  is  being  used  to  best  advantage.  It 
invites  trade  but  it  will  not  sell  itself.  It  must 
be  demonstrated.  Its  sale,  turnover  and  profit 
depends  finally  then  upon  the  salesperson  who 
should  sell  as  scientifically  as  the  buyer  has 
bought. 

She  should  be  thoroughly  familiar  with 
each  piece,  its  name  and  use,  and  why  it  is  in 
the  department.  The  special  merits  of  each 
article  she  should  particularly  be  acquainted 
with,  as  that  is  what  will  interest  her  cus- 
tomer. Even  the  non-poisonous  paint  on  the 
heads  of  toys,  or  the  slumber  toy  or  play  robe 
that  can  be  kept  sanitary  and  yet  attractive — 
must  be  made  so. 

If  well  selected,  willingly  and  intelligently 
demonstrated  and  proceeding  from  the  neces- 
sary to  the  comfort  providing  and  then  to  the 
luxury  type,  nursery  furniture  will  not  long  be 
an  experiment  or  a  white  elephant.  It  will  not 
only  hold  its  own,  but  it  will  actually  "boom" 
the  department. 


Novel  Sales  Idea 


The  recent  showing  of  bed  spreads  in 
the  art  department  at  John  Wanamaker's, 
Philadelphia,  attracted  a  great  deal  of  atten- 
tion and  afforded  an  excellent  idea  for  imita- 
tion in  other  displays.  The  spreads  were 
shown  on  full-sized  beds,  in  the  latest  period 
designs.  The  beds  were  made  up  just  as  a 
bed  should  be  made  and  the  dresser  cover  and 
other  corresponding  bedroom  linens  in  the 
same  design  were  displayed  at  the  same  time. 
Luncheon  sets  were  shown  on  full-sized  dining- 
room  tables  with  baskets  of  fruit  or  flowers 
in  the  center. 


Miss  Rose  Rosenblatt,  toy  buyer  for 
N.  Snellenberg  &  Co.  of  Philadelphia,  has 
just  returned  from  a  tour  of  investigation 
of  foreign  toy  markets.  She  attended  the 
toy  fair  at  Leipzig,  Germany. 

C.  T.  Walker,  general  manager  of  the 
White  House,  Oklahoma  City,  Okla.,  has  re- 
tired from  that  flrm  to  become  sales  promo- 
tion manager  for  the  Scott-Halliburton  Co.  of 
the  same  city.  The  latter  firm  has  the  largest 
department  store  in  Oklahoma  and  one  of  the 
largest  in  the  Southwest,  as  well  as  one  of  the 
finest. 

C.  W.  Cornwall  has  retired  from  active 
participation  in  the  business  of  the  Cornwall 
Bros.,  Inc.,  Alexandria  Bay,  N.  Y.  The  busi- 
ness will  be  carried  on  by  John  I.  Cornwall 
and  George  R.  Cornwall.  Mr.  Cornwall  was 
widely  known  through  the  large  tourist  trade 
which  came  to  the  store  during  the  summer 
months. 
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Buy  at  Manu- 
facturers Rock 
Bottom  Prices 

FOR  years  S.  Goldin 
&  Co.,  Inc.  have  sold 
only  the  largest  users  of 
pile  fabric  coats  in  Amer- 
ica. These  wide-awake 
retailers  have  bought 
heavily  of  Goldinseal 
Coats  in  the  past— there- 
by underselling  all  their 
competitors. 

THIS  year  enlarged 
production  facilities 
enable  us  to  sell  to  new 
accounts.  You  can  make 
the  profits  that  come  from 
buying  at  manufacturers' 
rock  bottom  prices.  Seize 
your  opprtunity.  See  the 
Goldin  Line. 

Every  Coat  made  of 
Shelton  Loom  Pile  Fabrics 

A  CARD  BRINGS 
A  SALESMAN 

S.  Goldin  &  Co.,  inc 

144jWest  27th  St. 

New  York 


f-^i,  .        .         .  ■  


Side  Line  Nothing! 
They're  Bread  and  Butter 

Don't  consider  your  comfort  department 
a  side  line!  Stock  up  with  a  few 
Loupilcos  and  you'll  find,  if  you  haven't 
already,  that  they're  bread  and  butter  to 
business.  You'll  find  that  they'll  keep 
your  salesmen  on  their  toes  filling-  orders, 
your  stenog.  busy  writing  for  more,  and 
you  yourself  thanking  your  lucky  stars 
that  one  department  at  any  rate  is  hold- 
ing up  its  end  right-straight-along. 

If  Loupilcos  Sell  and  Keep  On 
Selling,  What's  the  Answer? 
Simply  This: 

Loupilcos  are  irresistible  to  customers.  They  satis- 
fy— permanently.  Just  bury  your  nose  in  one  of 
those  soft,  fluffy,  fleecy,  comfort-giving  comforts, 
sniff  the  freshness  of  materials  us^d  and  you'll 
know  why.  And  then — when  it  comes  to  price — 
there's  another  surprise  for  you  and  yours.  From 
$14.00  a  dozen  up  and  sufficient  variety  in  design 
to  satisfy  the  universe.  And  we  repeat — unless  you 
want  to  sell  your  Loupilcos  fast,  better  hide  them 
under  the  counter.  Otherwise  they're  gojie  cash- 
and-carried ! 

Sample  Dozen  Gladly  Sent — 
Write  Us  Today  ! 

No  obligation.  Just  drop  us  a  line  to  the  effect  that 
you'd  like  to  try  out  a  sample  dozen.  And  if,  by 
any  chance,  they  don't  do  the  trick,  you  can  return 
them.  L6uisville  Bedding  Company,  Incorporated. 
Louisville,  Kentucky. 

tOUPILCO 

l^COMFORTS 
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It  Would  Pay  the  Retailer  to  Give 
A  Thought  to  Stout  Wear 

Forty  Per  Cent  of  the  Female  Population  Are  Extra  Sized  and 
the  Garment  Buyer  Might  Bear  This  in  Mind — Development  of 
Idea  of  Considering  Type  Is  of  Recent  Origin  —  Saleswomen 

Should  Harmonize  with  Models 


STATISTICS  show  that  40  per  cent  of  the 
women  to-day  are  extra  sized.  This  is 
a  fact  that  should  not  be  overlooked  by 
garment  buyers.  The  opportunities  in  this 
field  are  very  big,  and  if  the  merchandise  is 
properly  handled  the  advantage  of  carrying 
odd-sized  garments  in  the  various  ready-to- 
wear  departments  is  two-fold. 

First  it  is  valuable  because  it  enables 
stores  to  meet  the  needs  of  their  customers 
and,  second,  departments  which  cater  to  cer- 
tain types  are  bound  to  bring  new  customers. 

The  business  of  manufacturing  and  selling 
stout  garments  is  still  in  its  infancy;  that  is, 
the  business  of  selling  the  correct  garment  to 
the  individual.  Extra  sizes  in  ready-to-wear 
have  been  carried  by  manufacturers  and  mer- 
chants for  many  years  but  it  has  been  only 
within  the  last  ten  years  that  the  business 
has  been  so  specialized  that  not  only  odd  sizes 
are  handled  but  the  difference  in  figures  has 
been  taken  into  consideration. 

Charts  Show  Different  Styles 

An  extensive  study  of  the  different  types 
of  stout  figures  has  been .  made  by  leading 
manufacturers  resulting  in  charts  which  carry 
measurements  of  three  general  styles — the 
straight-line  stout,  the  full  stout  and  the  odd 
sizes.  These  charts  together  with  a  sugges- 
tion for  recording  the  needs  of  certain  cus- 
tomers are  shown  on  page  45. 

In  speaking  of  specific  problems  in  regard 
to  selling  stouts,  A.  Malsin,  president  of  Lane 
Bryant,  Inc.,  one  of  the  successful  shops  cater- 
ing exclusively  to  stout  trade,  stated  in  a  re- 
cent interview  with  a  representative  of  the 
Dry  Goods  Economist  that  the  most  essen- 
tial qualification  for  a  salesgirl  in  this  busi- 
ness is  knowledge  of  the  kind  of  garment 
specially  suited  for  the  type  of  woman  she  is 
serving.  In  this  game  style  is  not  as  im- 
portant as  fit,  for  manufacturers  are  very 
conservative  in  their  styles,  and  it  is  seldom 
that  a  stout  garment  is  not  made  with  the  idea 
of  trying  to  effect  slimness. 

A  Paying  Customer 

Buyers  of  large  department  stores  handling 
stout  garments  say  that  the  stout  business  in 
the  coat,  suit  and  dress  departments  con- 
stitutes the  staple  part  of  their  business,  for 
styles  do  not  change  much,  and  a  stout  woman 
must  be  catered  to. 

Due  to  the  sensitiveness  of  many  oversized 
women  the  advisability  of  segregating  the 
stout-wear  department  has  been  discussed.  In 
some  cases  stores  such  as  L.  S.  Ayres  &  Co., 
Inc.,  Indianapolis,  the  May  Co.  of  Cleveland, 
and  Jordan,  Marsh  Co.,  Boston,  have  devoted 
entire  departments  to  stouts.  In  most  in- 
stances where  separate  departments  are  con- 
ducted the  saleswomen  are  stout  and  know  the 
need  of  the  customer  from  personal  experi- 
ence. Then,  too,  the  woman  buying  is  not 
made  to  feel  uncomfortable  by  seeing  sylph- 
like figures  around  her. 

In  departments  where  only  stouts  are 
handled,  tags  on  the  garments  indicate  the 
kind  of  figure  the  garment  was  made  for  so 
that  a  salesgirl  unfamiliar  with  the  stock  can 


easily  detect  by  numbers  whether  the  model 
is  made  for  an  average  stout  figure  not  as 
long  in  the  front  waistline,  and  not  as  full 
in  the  bust  as  a  full-form  model  size  or  whether 
it  fits  a  figure  with  smaller  bust  than  the  full 
form  but  with  large  hips  and  higher  abdomen. 

Use  Colored  Tags 

In  retail  stores  where  stout  garments  are 
handled  in  the  regular  departments  different 
colored  tags  are  used  to  indicate  a  stout  from 
a  regular  model  thirty-eight  or  forty  or  what- 
ever the  size  may  be. 

In  considering  introducing  stouts  into  a 
ready-to-wear  department,  there  are  argu- 
ments both  for  and  against  putting  them 
with  regular  merchandise.    The  argument  is 


Sketches  by  an  Economist  artist. 

At  the  upper  left  is  a  Poiret  twill  suit  in 
which  are  embodied  the  essential  long  lines  for 
the  stout  figure.  The  small  embroidered 
motif  on  the  straps  carries  the  eye  down  from 
the  shoulder  to  the  hip,  the  low  fastening  also 
aids  in  giving  length.  From  Zelickson  & 
Levine. 

At  the  right  is  shown  a  sports  suit  of  black 
and  white  Canton  crepe  with  beaded  trimming. 
This  method  of  decoration  is  excellent  as  the 
weight  aids  in  holding  the  jacket  in  straight 
lines.   From  I.  Heller  &  Co. 

Surplice  lines  with  added  length  in  the  loose 
hanging  ties  and  long  tassels  aid  in  giving  the 
desired  slender  effect  in  this  blouse  of  soft 
washable  silk.  From  Alfred  Beer  Co.,  Inc. 


often  advanced  that  women  will  not  realize 
that  they  could  be  better  fitted  in  a  stout  de- 
partment, but  rather  than  admit  that  they  are 
an  odd  size  they  will  go  to  a  regular  depart- 
ment. A  salesgirl  can  see  immediately  that 
any  one  of  the  three  classes  of  garments  just 
mentioned  would  fit  her  much  better  than  a 
regular  size  and  act  accordingly. 

By  having  these  odd  sizes  in  the  regular 
garment  department  there  is  no  need  of  draw- 
ing attention  to  the  fact  that  the  customer 
must  go  to  the  stout  department  for  what 
she  wants,  but  without  her  even  knowing  it 
the  salesgirl  can  fit  her  to  a  stout  garment 
and  the  sale  is  made. 

It  is  true  that  sales  of  this  merchandise 
are  easy  because  a  woman  who  is  hard  to  fit 
does  not  shop  around  looking  for  a  cheaper 
garment  or  the  last  word  in  style.  On  the 
contrary,  she  is  so  glad  to  find  something  that 
really  fits  she  buys  it. 

This  is  only  a  suggestion  that  if  your 
store  is  not  handling  stouts  consider  them 
immediately.    They  are  a  paying  proposition. 

Instructive  Show 
Staged  By  Store 

W.  M.  Whitney  &  Co.,  Albany,  N.  Y.,  has 
been  very  active  in  co-operating  with  schools 
for  training  teachers  of  domestic  arts.  Re- 
cently by  this  co-operation  the  firm  was  able 
to  stage  an  especially  interesting  window  dis- 
play which  contained  one  of  the  elements  most 
needed  to  attract  attention — action.  From  2 
.  to  5  o'clock  on  a  Saturday  afternoon  a  demon- 
stration of  children's  clothing  construction 
was  presented  in  a  large  window.  The  aim 
was  to  show  simple  clothing  made  with  a  mini- 
mum of  time,  trouble  and  cost. 

The  demonstration  was  in  two  parts.  Cut- 
ting the  goods  was  the  first,  done  in  a  manner 
to  emphasize  savings  in  material  and  time. 
The  second  included  principles  of  machine 
work  and  finishing.  Child  models  formed  part 
of  the  exhibit,  wearing  dresses,  aprons  and 
hats  made  by  the  State  College  students  who 
did  the  demonstrating.  In  designing  and  con- 
structing the  clothes  the  busy  mother  was  most 
considered,  shortcuts  which  gave  perfect  sat- 
isfaction in  the  finished  garment  without  loss 
of  wearing  qualities  or  attractiveness  being 
emphasized. 


Trade  Notes 


In  addition  to  the  buying  of  cloaks  and 
suits  for  Weinstock,  Lubin  &  Co.,  of  Sacra- 
mento, Cal.  W.  H,  Gray  will  now  buy  for  the 
misses'  department,  and  Mrs.  Terry,  former 
buyer  for  this  department,  will  assist  him. 

C.  A.  Weed  Co.,  of  Binghamton,  N.  Y.,  has 
appointed  Miss  Charlotte  M,  Medd,  formerly 
with  the  Erie  Dry  Goods  Co.,  Erie,  Pa.,  as 
buyer  for  the  women's  apparel  departments  to 
succeed  Mrs.  Abbott. 
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Morning,  Porch  and 
Street  Dresses 

FOR  the  little  housewife  who  wants  to 
look  just  as  attractive  at  the  break- 
fast table  as  at  dinner,  for  the  business 
girl  who  needs  a  cool,  inexpensive  little 
wash  frock  for  the  ofhce,  for  every  woman 
who  is  planning  her  wardrobe  for  a 
vacation  at  seashore  or  mountains, 
"queen  make"  Dresses  answer  every 
requirement. 

Beautifully  made  and  finished,  perfect 
fitting,  and  coming  in  ever  so  many 
dainty  summer  styles,  all  priced  so  low 
that  it  does  not  pay  to  make  them  your- 
self. Look  for  the  "queen  make"  label 
— your  insurance  of  wash-dress  quality. 

Style  1890  —  Dark  ^rounfl  voile*  with  white  polica  dots; 
■-■-liitf-  orfiarifjy  vr-Htof.  fine-  net  and  lace  collar,  and  bind- 
ings of  v^liilc  or«anfly,  make  thin  drcHH  ideal  for  Hummer 
iiforninK  and  sljct  t  wear.  Colory;  Navy  and  white, 
Hrown  and  whit'-,  Illack  and  white,  SizeH:  16-18-20.  and 
Mi  to  46,  i  ll*'  I'-adinK  Htorea  of  the  country  sell  "Quekn 
Makk"  UrcHscH.  If  vour«  cannot  Hupply  thiH  modeX  Bend 
u»  money  order  for  $7.95  anrl  we'll  Bee  that  you  receive  it. 

Write  for  attractive  new  Booklet  L  6,  shmvinft 
other  favorite  "QUEEN  M/\.KK''  styles  for  summer 

"The  House  of  Queen  Make" 

I.  GINSBERG  &  BROS. 
102  Madi  »on  Ave.  New  York  City 


MORNING,  PORCH  AND 
STREET  DRESSES 


Be  Sure  of  Your  Supply 

Of  this  Model- 
Advertised  in  the  June 
LADIES'  HOME  JOURNAL 


The  demand  for  these  specially  advertised 
styles  is  always  enormous.  The  orders  sent 
to  us  direct  alone  amount  to  many  thousands. 

While  we  make  it  a  rule  always  to  give  you 
the  profit  on  such  direct  orders,  do  not  depend 
on  them  only.  You  can  multiply  your  profits 
many  times  by  having  the  dresses  displayed 
in  your  store  at  the  time  the  advertisement 
appears — June  1st. 

Get  your  order  in  at  once,  as  we  cannot 
guarantee  deliveries  to  late  comers. 

This  will  be  a  bigger  seller  than  usual,  as  its 
splendid,  style  makes  it  suitable  for  general 
afternoon  wear,  and  its  low  price  puts  it 
within  reach  of  every  one. 

Wholesale  Price,  $5.00  each 

Giving  You  an  Excellent  Profit  On  Every  Sale 
ORDER  TODAY! 

I.  GINSBERG  &  BROS. 

102  MADISON  AVE.,  AT  29th  ST. 
NEW  YORK 
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Mixtures  of  Gray 
Wool  Find  Favor 
In  Paris 

Cloths  Sell  Well,  but  Demand  for 
Navy  Serge  Shows  Falling  Off 
— Crepes  Remain  Most  Popu- 
lar Fabrics 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

Due  to  the  increasing  vogue  for  the  plain, 
strictly  tailored  suit,  a  big  demand  is  regis- 
tered in  Paris  for  black  and  gray  wool  mix- 
tures in  fine  invisible  checked  or  striped  ef- 
fects on  the  order  of  men's  suitings.  Oxford 
cloths  are  also  selling  well,  but  the  demand  for 
navy  serge  is  limited.  From  the  fact  that  the 
French  women  are  wearing  several  styles  in 
tailored  suits,  this  decrease  in  demand  for 
navy  serge  follows  almost  as  a  matter  of 
course,  since  blue  serge  lends  itself  much  more 
readily  to  the  fancy  tailored  suit  than  to  the 
plain  mannish  styles. 

At  the  time  of  the  openings  preference  was 
given  by  all  of  the  model  makers  to  fancy 
three-piece  costumes.  This,  however,  has  had 
no  influence  on  the  choice  of  the  Parisian,  who 
has  selected  severely  plain  suits.  This  ten- 
dency has  been  noticed  for  several  seasons,  but 
never  has  it  been  so  marked  a  feature  as  now. 

Medium  Length  Jackets 

Practically  nine  out  of  ten  of  the  smart 
women  now  seen  at  the  Bois  or  at  the  races 
are  dressed  in  suits  with  jackets  in  medium 
length  in  semi-fitted  styles  with  two-button 
closing  at  the  waist  line,  and  with  medium 
short  straight  skirts. 

In  addition  to  wool  mixtures,  Scotch  plaided 
cheviots  are  also  in  good  demand,  and  are  used 
in  cape  suits,  as  well  as  in  pleated  skirts  worn 
with  jackets  in  a  plain  color.  Striped  materi- 
als have  little  representation.  Self -tone,  serge- 
striped  wool  poplins,  however,  figure  to  some 
extent  in  novelty  suitings. 

Wool  Poplins  Sell  Well 

Good  demand  is  still  registered  for  wool 
poplins  in  mixtures  and  in  plain  colors.  Nov- 
elty bordered  coatings  and  novelty  wide  fancy 
striped  and  checked  coatings  in  heavy  bures 
are  reported  to  be  selling  freely. 

Black  cheviots,  marked  off  into  two  inch 
squares  by  hair  line  stripes  in  white,  are  also 
in  demand.  Contrary  to  expectations  thus  far, 
there  has  been  little  or  no  demand  in  Paris  for 
black  and  white  pin-head  checked  cheviots. 

Silk  Crepes  Still  Lead 

From  the  yardage  point  of  view,  crepes 
still  take  precedence  over  all  other  fabrics, 
notably  canton  crepes,  crepes  de  Chine  and 
jersey  crepes. 

Satin  crepes  are  well  spoken  of,  especially 
for  the  coming  season.  Generally  speaking,  in 
crepes  as  in  satins,  solid  colors  lead,  brocades 
and  figured  effects  appearing  chiefly  in  printed 
silk  voiles  and  in  rich  metal  brocades  for  eve- 
ning wear.  Taffetas  are  used  chiefly  in  light 
evening  shades  in  changeable  effects. 

Black  and  White  Dominant 

In  colors,  yellow,  scarlet  and  green,  with 
all  shades  of  fawn  and  copper  are  in  good  de- 
mand in  crepes  for  both  day  and  evening  wear. 
Black  and  black  and  white,  however,  continues 
to  be  the  dominant  color  scheme. 


Tussahs  in  light  shades,  in  addition  to  na- 
tural colored  tussors  printed  in  brilliant  colors 
in  Persian  designs,  are  in^  some  demand. 

In  dress  cottons  organdies  are  a  big  fea- 
ture. They  are  favored  in  plain  colors,  in 
white  and  in  printed  effects.  Heavy  eponge 
in  plain  colors  is  also  extensively  used.  Cre- 
tonnes and  printed  linens  figure  conspicuously 
for  trimmings,  and  to  a  limited  extent  for  one 
piece  dresses. 


Moffit  Named  Manager 

Fred  B.  Moffit  has  been  appointed  divi- 
sional merchandise  manager  of  women's  suits, 
skirts  and  costumes  for  the  Gilchrist  Co., 
Boston,  Mass.  Mr.  Moffit  has  been  connected 
with  Mandel  Bros.,  Chicago,  and  the  Kauf- 
mann  Department  Stores,  Inc.,  Pittsburgh, 
Pa. 


Garment  Men  to  Talk 
Lower  Output  Costs 

Finding  ways  to  reduce  manufacturing 
costs  is  the  vital  topic  of  the  Twenty-fourth 
Annual  Convention  of  the  International  As- 
sociation of  Garment  Manufacturers,  to  be 
held  at  Cleveland,  Ohio,  May  10  to  13.  Meet- 
ing with  American  manufacturers  will  be 
members  of  the  Canadian  Association  of 
Garment  Manufacturers,  and  in  conjunction 
with  the  convention  is  a  textile  and  ma- 
chinery exposition. 

The  subject  of  cost  determination  and 
reduction  is  the  most  important  matter  to 
come  before  the  gathering,  followed  by  buy- 
ing and  selling  problems.  Trips  through 
several  of  Cleveland's  best  factories  will  be 
made,  and  the  Cleveland  Plan  in  the  women's 
garment  industry  will  be  analyzed. 


A  CHART  SIMPLIFYING  BOTH  YOUR  BUYING 
AND  FITTING  OF  STOUT  GARMENTS 


.'ti'craye  sioul 
figure,  not  as 
hug  in  front 
waist  line  and 
not  as  full  in  , 
bust   as   F.   F.  I 
Model  sices. 


STRATELINE  STOUT  SIZES 

SIZES    38     40     42     44     46     48  50  52 

Tape  around  Bust   41  43  45  47  49  51  53  55 

Tape  around  Hips   42  44  46  48  50  52  54  56 

Tape  around  Waist   33  35  37  39  41  43  45  47 


Full  bust, 
well-corseted 
hips,  and 
long-waisled 
in  front. 


F.  F.  MODEL  SIZES 

SIZES  381/2  4OV2  42>/2  441/2  461/2  48V2  SOVz  S2V2 

Tape  around  Bust                43          45          47          49-         51  53  55  57 

Tape  around  Hips               42          44          46          48          50  52  54  56 

Tape  around  Waist              33          35          37          39          41  43  45  47 


Figure  with 
smaller  bust 
than  F.  F, 
Model  but 
larger  hips  and 
higher  abdo- 
men. 


ODD  SIZES 


SIZES 

37 

39 

41 

43 

45 

47 

49 

51 

Tape 

381/2 

40'/2 

42'/2 

441/2 

461/2 

481/2 

501/2 

521/2 

Tape 

44 

46 

48 

50 

52 

54 

56 

58 

Tape 

around  Waist  

32 

34 

36 

38 

40 

42 

44 

46 

Urge  your  salespeople  to  make  a  study  of  the  above  chart.  Have  them  become  familiar  with 
the  three  distinct  silhouettes  illustrated.  Encourage  them  to  classify  your  stout  customers  under 
their  proper  type.  By  keeping  a  record  of  this  classification  you  can  easily  determine  which  type  of 
figure  predominates  among  your  stout  customers  and  with  this  information  you  will  always  know 
just  what  style  of  stout  garment  to  buy.  Your  salespeople  will  know  just  what  style  garment  to 
select  for  each  particular^  customer,  and  with  the  right  garment  in  stock  will  be  sure,  not  only  of 
making  a  sale,  but  a  satisfied  customer  as  well. 


STRATELINE  STOUT  FIGURE 


F.  F.  MODEL  FIGURE 


ODD  SIZE  FIGURE 


38  I  40      42     44  46 


50  52 


38'/,  40'/2|  42'/;  44'/3  46'/;|  48';'  50';';|  52 ', 


37      39     41      43      45      47     49  51 


CHART  FOR  RECORDING  STOUT  FIGURES 

The  above  chart  should  be  enlarged  to  11  x  14  inches.  If  your  sales  girls  are  familiar  with  the 
other  chart  illustrated  on  this  page  it  will  be  easy  for  them  to  check  the  sizes  in  greatest  demand 
and  thus  keep  track  of  the  styles  and  sizes  the  department  should  carry  to  meet  the  customer's 
special  needs. 
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.ABRAHAMSaiidPAYSON. 


INC 


"Jlnnart  Dresses" 

159  Madison  Avenue  'iNew^orh 

COBMER  32""  STREET 

^en  Tf.Mrahams 

vn 


PRESIDENT 
VICE-  PRESIDENT 
TDEASUDER- 


c^nnounce  their  %rsonnel  as  j'oll 


VVirs.^nna  Diike  -  designer. 

formerly  With  Slt^e  CosturriG  Co. 

Tvfiss  OGrtrudeTfarnsorimsia^m 

formerly  ivith  Samuel  JloGTsheimerrBros. 

"Mr  Julias  ^oehm  designer 

formerly  with Ma^cCohenr S.7loersheimerf3ros 

JVfiSS  (5r^/mGS  IN  CHARGE  OF  SHOTOOA 

formerly  with  QMeimerdin^er^Menchl^eich 

Mr  TVf  ^t^nQh  AANUFACTUmNG 

formerly  with  "^Samuel  9IoQrsheimerr3ros. 


II  our  dresses  are  made    on  our  own  premises 
and   under    our  direct  supervision 

QxhihU  ^oom  Mow  Open 
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Conservative  Lines 
Will  Mark  Fall 
Models 

Practicability    Is    Greatest  Virtue 
Apparel  Can  Have  in  Eyes 
o£  Public 

Manufacturers  who  are  among  the  first  to 
prepare  their  fall  lines  are  not  deviating  ma- 
terially from  styles  which  have  been  in  vogue 
for  the  past  season.  They  are  almost  all 
agreed  on  the  length  of  the  skirt.  As  gener- 
ally expressed,  skirts  will  be  somewhat  longer, 
although  not  radically  so.  The  general  ten- 
dency seems  to  be  a  modification  of  the  present 
length.  It  may  be  dropped  two  or  three  inches, 
making  a  happy  medium  between  the  former 
ankle  length  and  the  knee  length  so  much 
favored  at  the  present  time. 

Garments  made  for  general  utility  will  fol- 
low a  silhouette  which  is  practical.  Manufac- 
turers have  found  that  the  more 
practical  a  garment  is  the  more 
liked  it  is  for  general  use.  The 
waist  line  of  dresses  may  vary 
somewhat,  but  will  not  be  confined 
to  any  one  distinct  style.  Of 
course,  in  garments  for  stout 
women  the  waist  line  will  be  longer 
than  for  slim  and  young  women. 
The  straight-line  silhouette  will  re- 
main in  vogue.  Some  overskirt  ef- 
fects may  be  used. 

Sleeves  to  Vary 
A  number  of  manufacturers 
will  make  both  long  sleeves  and  el- 
bow length,  and  sleeves  fitted  at 
the  wrist  and  also  the  open  variety 
will  be  featured.  Collarless  dresses 
will  be  continued.  Embroidery  will 
be  used  elaborately. 

Among  the  materials  which  will 
enter  fall  dresses  may  be  included 
Canton  crepe,  crepe  de  Chine,  char- 
meuse,  satin-faced  crepes,  Poiret 
twill,  and  tricotines.  A  wool  fab- 
ric, resembling  somewhat  Canton 
crepe  and  which  recently  has  been 
produced  by  one  of  the  leading 
woolen  mills,  is  expected  to  meat 
with  favorable  reception  because  of 
its  draping  qualities.    There  is  a 


This  window  showing  a  bride  and  all  her  attendants  is  unusually  complete.  Even  the  aisle  cord  sug- 
gests the  wedding  procession.  The  bride  and  maids  are  gowned  in  lace,  an  interesting  color  contrast  is 
supplied  in  the  bouquets  of  roses. 


June  brides  and  their  attendants  have  been  the  theme  for  many  attractive  window  displays  during 
the  past  two  weeks  in  New  York.  The  plate  above  expresses  the  simplicity  of  the  modern  bridesmaid's 
costume  and  the  window  setting  is  in  complete  accord.  Displayed  by  L.  Weisgerber  of  Lord  &  Taylor's, 
New  York. 

variance  of  opinion  among  manu- 
facturers in  regard  to  Canton 
crepe.  Many  use  it  not  only  be- 
cause of  its  artistic  draping  quali- 
ties, but  because  they  say  it  lends 
itself  to  favorable  manipulation. 
On  the  other  hand,  some  manufac- 
turers say  they  will  not  use  Canton 
crepe  in  their  fall  line  because  they 
have  found  it  contains  many  flaws. 
They  say  they  have  received  many 
returns  because  the  material  was 
not  perfect. 

Browns,  navys  and  blacks  are 
looked  for  as  the  most  popular  fall 
sellers. 

Plush  Coats  Shown 

Manufacturers  differ  with  re- 
spect to  the  percentage  of  reduc- 
tion in  prices  of  fall  lines  as  com- 
pared with  prices  last  fall.  In  the 
higher-priced  garments  the  per- 
centage of  reduction  will  be  much 
less  than  in  the  lower  marked  lines. 
It  might  be  estimated  that  the  re- 
duction will  vary  from  10  to  30  per 
cent,  depending  upon  the  manufac- 
ture, quality  of  material,  and  so 
forth. 

Plush  coat  lines  already  are  be- 
ing shown.  These,  in  a  general 
way,  are  of  the  loose,  straight-line  silhouette, 
many  with  tuxedo  revers  made  of  a  variety 
of  furs.  Bell  sleeves  will  be  used  by  some 
manufacturers  of  this  class  of  goods.  In  cloth 
coats  it  is  expected  that  high-pile  cloths  with 
fur  trimming  and  tuxedo  shawl  collars  will  be 
shown.  Some  manufacturers  are  featuring 
the  chin  collar.  Prices  will  be  considerably 
lower  than  last  fall,  it  is  said. 

Manufacturers  of  popular  priced  suits  are 
playing  up  tweeds  and  they  look  forward  to 
a  good  demand  for  such  suits  with  36-inch 
coats.  It  is  expected  that  plush  coats  will  have 
a  good  season  because  of  their  price  appeal. 
Before  prices  reached  the  peak,  plush  goods 
could  be  bought  for  considerably  less  than 
cloth  goods.  But  during  the  period  of  infla- 
tion pile  fabrics  reached  such  levels  that  the 
difference  in  price  between  plushes  and  imita- 
tion fur  cloths  and  cloth  coats  was  so  little 
that  the  pile  fabric  coat  demand  was  not  so 
very  much  in  excess  of  the  cloth  coat  demand 
as  formerly.  During  recent  months,  however, 
pile  fabrics  have  come  down  in  price,  making 
it  possible  for  manufacturers  to  produce  pile 
fabric  coats  at  lower  costs  than  was  possible 
during  the  past  two  or  three  years. 


Above  is  illustrated  a  corner  window  of  Lord  &  Taylor's,  New  York. 
Real  palms,  ferns  and  flowers  were  used  as  a  decoration,  making  a  most 
effective  background  of  green  for  the  ivory  white  of  the  bride's  gown 
and  the  filmy  lace  of  her  veil.  Executed  by  L.  Weisgerber  display 
manager. 
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Paris  Couturiers 
Stress  Simplicity 

Chemise  Dresses  Have  Big  Follow- 
ing and  Influence  Models  for 
Winter  Showings 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

Conditions  are  not  such  as  to  warrant 
any  radical  change  as  yet  in  the  general  line 
in  garments  or  in  the  basic  principle  of  con- 
struction. Dressmakers,  therefore,  in  Paris 
in  preparing  their  new  models  for  the  ad- 
vanced buyers  are  working  on  the  lines 
which  have  been  prevalent  for  several 
seasons. 

French  women  are  buying  very  little. 
American  ^nd  English  purchases  have  fallen 
off  considerably,  and  as  the  cost  of  mate- 
rials is  still  exorbitant,  model  makers  dare 
not  create  models  too  extreme  or  too  rad- 
ically new,  but  instead  must  cling  to  the 
simple  type  which  may  be  worn  by  any  and 
all  women.  Hence  as  the  season  advances 
one  sees  the  chemise  gown  still  holding  its 
own.  In  the  chemise  dresses,  however,  effort 
is  being  made  to  introduce  novelty  not  only 
in  cut  but  in  trimming. 

Chemise  Dresses  Liked 

Chemise  dresses,  made  in  the  style  of  a 
full-length  Russian  blouse,  which  opens 
throughout  its  length,  with  the  opening  out- 
lined by  braid,  embroidery  or  a  frill  of  the 
same  or  of  a  contrasting  fabric,  are  having 
great  success  at  present  in  Paris  and  are 
serving  as  inspiration  for  models  for  the 
winter  showing. 


Tailor  dress  with  double  tier  cape  col- 
lar to  be  developed  in  broadcloth  and 
trimmed  with  open  work  bands  of  the 
cloth.  The  girdle  at  the  sides  is  bright 
scarlet  cire.  The  high  standing  collar 
is  lined  with  scarlet  crepe  and  the  but- 
tons are  of  scarlet  enamel. 


The  coat  dress  also  holds  its  popularity, 
notably  the  model  which  is  made  to  open  in 
full  length  panel  style  at  the  front  over  an 
underslip  in  a  contrasting  color.  Panels  and 
tunics  of  all  styles  are  still  good.  Panels, 
when  used,  are  invariably  of  irregular  length 
and,  in  nine  cases  out  of  ten,  extend  an  inch 
or  so  below  the  lower  edge  of  the  founda- 
tion skirt. 

Dresses  with  cape  backs,  used  in  conjunc- 
tion with  one-piece  princess  fronts,  and 
dresses  with  shoulder  to  hem  panels  at  the 
back,  are  struggling  for  recognition.  These 
have  been  endorsed  by  Callot  for  several 
seasons,  but  they  have  proved  too  difficult 
to  wear  to  be  accepted,  save  for  dressy 
afternoon  or  evening  costumes. 


Short  cape  backs  with  the  cape  in  double 
or  triple  tier  effect,  however,  are  well  spoken 
of,  and  appear  in  various  forms  on  many  of 
the  practical  tailored  gowns. 

Callot  endorses  straight-line  dresses 
made  in  draped  styles  in  princess  effect 
without  belts.  In  the  new  play  by  Monsieur 
Sacha  Guitry,  "Le  Grand  Due,"  Madame 
Jeanne  Granier  wears  three  different  cos- 
tumes from  Callot's,  all  of  which  are  built 
on  the  same  line  and  show  long,  graceful 
draperies,  or  long,  straight  panel  effects 
hung  loose  from  the  shoulders  at  back  and 
front,  and  which  extend  to  within  an  inch 
or  two  of  the  lower  edge  of  the  foundation 
skirt.  Madame  Sacha  Guitry,  whose  stage 
name  is  Yvonne  Printemps,  is,  as  usual, 
dressed  by  Madame  Lanvin,  and  wears 
several  simple  girlish  frocks. 

In  the  models  of  suits  which  are  be- 
ing prepared  for  the  advance  autumn 
showing,  in  addition  to  jackets  in  con- 
trast to  the  skirt,  the  salient  features 
are  longer,  fuller  skirts  with  flare  at 
the  lower  edge,  knee  length  or  longer 
jackets  in  semi-fitted  styles  and  a  pro- 
fuse use  of  fur  trimmings. 

In  dresses,  trimmings  generally  are 
very  simple.  Quantities  of  narrow, 
flat  silk  braids  are  used  on  georgette 
and  on  crepe  de  Chine  dresses.  These 
braids  are  either  in  self -tone  or  :  in 
white  on  black  or  white  or  navy. 

Bead  embroideries  on  crepe  de 
Chine  and  on  georgette  are  also  promi- 
nent. 


Full  length  flaring  models  in  pile  fabrics  are  among  the 
first  shown  in  New  York  houses.  The  model  at  the  left 
shows  the  use  of  fur  and  embroidered  trimming. 

At  the  right  is  a  cape  coat  trimmed  in  caracul.  This  style 
is  favored  by  both  French  and  American  couturiers.  It 
bids  fair  to  attain  high  prominence  this  winter.  From 
Wasserman,  Salzberg  &  Leto. 


Patou  Shows  Winter 
Modes 


Paris  Office  of  the  Dry  Goods  Economist,  2  Rue 
des  Italiens 

Jean  Patou  shows  fur  trimmed  winter  suits  with 
long  fitted  jackets  having  full  panel  skirts  of  ir- 
regular line  at  bottom.  Suit  skirts  are  plain  and 
hang  f^pm  fancy  yokes.  Patou  features  coats  in 
full  length  and  in  full  circular  forms  with  waist  at 
low  line.  He  also  continues  cape  effects.  This 
house  shows  coat  dresses  with  high  collars,  long 
sleeves,  low  waist  and  circular  skirts.  Much  broad- 
cloths in  lustrous  supple  qualities  are  kasha  duve- 
tines,  perllaines  and  fancy  wool  velours  are  used. 
Bottle  green  and  tan  are  leading  colors. 


Mrs.  Neil  Ross,  buyer  of  blouses  for 
the  Stewart  Dry  Goods  Co.  of  Louis- 
ville, Ky.,  has  resigned  her  position  ow- 
ing to  ill  health.  Miss  A.  E.  Meri- 
wether will  take  her  place. 

The  Dry  Goods  Alliance  has  secured 
the  services  of  B.  P.  Altmeyer,  former- 
ly cloak  and  suit  buyer  for  Wm.  Taylor 
Son  &  Co.  of  Cleveland,  Ohio. 


Coat  in  semi-fitted  effect  trimmed  zvith 
shaped  bands  in  self  fabric.  Model  fea- 
tures full  sleeves  extended  to  form  puff 
collar,  the  fullness  over  the  shoulders 
being  laid  in  fine  loose  plaits. 
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THE  SITUATION  CONFRONT- 
ING US  TODAY  MUST  BE  MET 
WITH  VALUE  NOT  WITH 

PRICE 

Before  silverware  can  be  stamped  "Sterling" 
it  must  contain  925/1000  of  the  virgin  metal. 
This  is  specified  by  the  Government. 

Before  a  corset  can  be  stamped  "Gossard"  it 
must  measure  up  to  the  highest  standard  of 
manufacture  known  in  the  corset  industry. 
This  is  specified  by  The  H.  W.  Gossard  Co. 

Every  Gossard  Corset  is  produced  under  the 
strictest  supervision  to  measure  up  to  the 
most  searching  and  stringent  specifications 
in  the  world — the  requirements  of  the  pubhc 
for  style,  comfort  and  wearing  service. 

This  means  guaranteed  value—real  doUar- 
for-dollar  value— the  assurance  to  every  mer- 
chant that  he  can  handle  Gossard  Front  Lac- 
ing Corsets  at  the  substantial  profit  that  is 
only  to  be  realized  through  public  confidence 
and  satisfaction. 

The  H.  TV.  Gossard  Co, 

Chicago   New  York    London    Toronto    Sydney    Buenos  Aires 


GOSSARD 

FRONT  LACING 

CORSETS 
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Teaser  Campaigns 
Tickle  Curiosity 
of  Public 

Idea  Is  Not  New,  but  It  Gets  Results 
— Even  Men  Are  Not  Proof 
Against  the  Fault  Women 
Are  Said  to  Possess 

ARE  you  the  sort  of  chap  who  glances 
along  a  row  of  street  car  signs,  reads 
'  something  like  this— "Tr — ex.  Watch 
It  Come,"  and  says  to  himself,  "For  the  love 
of  Mike.  Another  of  those  fool  teaser  cam- 
paigns"? If  you  are  you  needn't  feel  lonely. 
There  are  plenty  like  you.  But  that  doesn't 
change  the  fact  that  teaser  campaigns  do  pay 
their  users  with  an  encouraging  frequency. 

Just  think  back  a  minute  and  probably  you 
will  find  that,  in  spite  of  your  scornful  feeling, 
you  managed  to  pick  out  succeeding  parts  of 
the  teasers  as  they  appeared.  There  is  in 
most  people  a  strong  element  of  curiosity 
that,  perhaps  unconsciously,  envelopes  teaser 
campaigns  with  a  certain  appeal.  It  is  espe- 
cially strong  in  women,  so  it  is  said,  but  the 
number  of  men  who  possess  it  is  something 
*  astonishing. 

They  Bring  Home  the  Bacon 

Teaser  campaigns  are  old.  Furthermore 
they  are  quite  commonly  used,  particularly  in 
street  car  and  sign  board  advertising  of  na- 
tional character.  It's  an  even  chance  that 
when  you  take  the  car  to-night  you  will  see  a 
teaser  among  the  other  cards.  Try  it.  They 
get  by  because,  in  spite  of  being  rather  hack- 
neyed they  continue  to  produce  results,  which 
is  the  final  test  of  all  advertising.  It  is  hard 
to  speak  disparagingly  of  anything  that  fills 
the  bill. 

The  "Old  Lady  Gossip"  teaser  campaign 
run  by  the  Friedman-Spring  Dry  Goods  Co., 
Grand  Rapids,  Mich.,  in  connection  with  a  big 
sales  event  the  latter  part  of  1920  is  a  good 
example  of  a  teaser  campaign  that  got  the 
business.  It  was  a  newspaper  advertising 
stunt,  used  at  a  time  when  the  weather  was 
abnormally  unseasonable  and  little  life  in  re- 
tail buying  was  discernible.  According  to  ad- 
vertising manager  R.  C.  Gensel  every  bit  of 
advertising  with  which  "Old  Lady  Gossip" 
was  connected  brought  thoroughly  satisfactory 
response. 

"Old  Lady  Gossip"  Appears 

The  plan  was  simple.  About  ten  days 
prior  to  the  opening  of  the  special  sales  ap- 
peared the  first  picture  of  "Old  Lady  Gossip," 
as  reproduced  on  this  page.  This  was  fol- 
lowed by  eight  others  all  of  the  same  size, 
three  columns  by  ten  inches.  The  first  sketch 
was  varied  for  the  following  teasers,  but  all 
sketches  retained  the  same  central  figure  in 
different  attitudes. 

As  each  teaser  appeared  readers  noted  that 
■  the  vacant  space  at  the  bottom  gradually  was 
being  filled  with  a  message  of  some  sort,  so  de- 
signed as  to  keep  curiosity  going.  At  the  very 
bottom  a  line  adjured  readers  to  see  what  was 
to  come  in  the  next  day's  paper.    The  third 

teaser,  for  instance,  read,  "I  heard  .  Of 

course  this  is  strictly  confidential — but — since 

you're  such  a  good  friend  "  and  a  few 

words  were  added  at  each  appearance  of  the 
old  dame.  The  final  one,  the  night  before  the 
sales  began,  gave  the  store  name  and  men- 
tioned two  of  the  special  bargains  to  be  of- 
fered next  day. 

The  same  interest  was  carried  into  the 
daily  ads  during  the  event.    The  opening 


double  spread  and  the  succeeding  ads  showed 
the  "Gossip"  in  relation  to  different  depart- 
ments. One  day  she  appeared  with  a  pair  of 
shears  about  to  cut  lengths  of  a  special  lot  of 
ginghams.  Another,  she  shook  both  hands 
full  of  wool  scarfs.  A  third,  she  stepped  out 
in  a  pair  of  shoes  almost  as  big  as  herself. 
And  wherever  she  appeared  she  had  some- 
thing to  say  about  the  goods.  "Spats  and 
boot  tops  are  not  for  the  likes  of  me,  but — •" 
heads  one  section  of  the  opening  ad.  "I'm 
going  to  tell  you  about  a  great  saving  on 
scarfs,  folks,"  is  another.  "Being  a  woman, 
I  know  how  tickled  you  will  be  with  this  sale — 
a  saving  on  sheets  is  like  money  in  the  bank" 
makes  a  third. 

Probably  Grand  Rapids  women  are  no 
more  curious  than  others,  and  the  dollars  and 
cents  fact  that  they  read  the  teasers,  inquired 
about  them  and  finally  came  to  the  sales  and 
bought  largely  is  proof  that  no  matter  how 


"Old  Lady  Gossip" 
Is  A  -comin'  To  Town 
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I'll  Tell  You  More  Monday 


old  a  method  may  be  or  how  great  the  scorn 
heaped  upon  it  by  a  few  people  still  it  will  pull 
business  when  properly  put  across. 

Decatur  Store  Has 
Enviable  Record 

The  William  Gushard  Dry  Goods  Co.,  De- 
catur, 111.,  which  opened  its  doors  April  1, 
1896,  has  just  celebrated  its  twenty-fifth 
anniversary.  Starting  in  a  small  store  at  a 
time  when  financial  depression  was  driving 
many  old-established  houses  to  the  wall,  the 
enterprise  grew,  slowly,  at  first,  but  with  in- 
creasing rapidity,  until  now  it  occupies  a 
store  with  five  fioors  and  basement,  contain- 
ing 72,000  square  feet  of  floor  space.  This 
building  was  taken  on  a  fifty-year  lease  last 
year.  During  its  growth  the  company  took 
an  important  step  in  purchasing  the  Williams 
Bros.  Co.  of  Decatur  and  occupying  that 
firm's  quarters. 

In  connection  with  the  anniversary  cele- 
bration a  handsome  booklet  in  two  colors 
has  been  issued,  giving  a  brief  history  of  the 
business. 


Big  Time  in  Sight 
for  South  Dakota 
Retailers 

Convention    Opens    May    24 — Full 
Program  Combining  Business 
and  Pleasure  Planned 

South  Dakota  retailers  have  a  fine  con- 
vention to  look  forward  to.  It  is  coming 
on  May  24,  25  and  26  and  will  be  held  at 
Mitchell,  S.  D.  One  of  the  most  interesting 
things  on  the  program  will  be  a  moving  pic- 
ture of  "skinning  the  merchant"  through  the 
medium  of  check  raising.  How  it  is  done 
is  demonstrated  by  members  of  the  profes- 
sion now  in  the  cooler.  Its  purpose  is  to 
show  how  check  raising  may  be  prevented. 

A  large  part  of  the  program  will  consist 
of  talks  by  merchant  speakers.  Speakers 
from  outside  the  state  will  be  present,  too, 
to  discuss  broad  questions  of  which  they 
have  special  knowledge.  Some  of  the  sub- 
jects which  will  be  covered  are:  "How  to 
cut  down  sales  expense";  "How  to  handle 
credit  business";  "Co-operative  market 
days";  "Collective  advertising — does  it 
pay?";  "How  to  Organize  a  Credit  Bureau" 
and  similar  topics  of  direct  value  to  retail 
merchants. 

Short  talks  also  will  be  given  on  whether 
shoe  business  is  going  to  the  larger  cities 
and  if  so,  how  the  small  town  retailer  can 
hold  this  trade;  how  to  build  up  ready-to- 
wear  business  in  a  small  town;  how  news- 
paperman and  merchant  can  work  together. 

One  attractive  session  will  be  an  open 
forum,  led  by  a  man  of  wide  experience. 

2000  Pupils  Seek 
Awards  for  Designs 

The  contest  conducted  by  K.  I.  Litwin  of 
this  city,  with  a  view  to  soliciting  aid  in 
the  designing  of  garments  from  students  in 
art  and  design  schools,  closes  this  week  and 
the  work  of  the  judges  will  shortly  begin. 
Prizes  for  the  winning  sketches  will  range 
from  $500  to  $25,  the  total  for  the  best  ten 
designs  aggregating  $1,375. 

That  the  work  of  the  judges  will  present 
some  difficulty  is  indicated  by  the  fact  that 
the  number  of  contestants  exceeds  2000. 

Among  the  institutions  represented  are 
the  New  York  School  of  Industrial  Art;  the 
Cooper  Union;  the  Chicago  School  of  Fine 
Arts;  the  John  Herron  Institute,  Indianap- 
olis; the  New  York  School  of  Applied  and 
Fine  Arts ;  the  Fashion  Academy,  New  York ; 
the  School  of  Fine  Arts  of  the  Buffalo  Fine 
Arts  Academy;  the  New  York  School  of  Ap- 
plied Design  for  Women;  Yale  University; 
the  Academy  of  Fine  Arts  of  the  University 
of  Colorado;  the  University  of  Wisconsin  Art 
School;  the  Philadelphia  School  of  Design 
for  Women,  and  the  Cleveland  School  of  Art. 

The  contest  conditions  provide  that  each 
dress  or  design  submitted  shall  be  original 
and  may  be  a  dress  for  street  wear  or  a  semi- 
dinner  dress.  Either  a  sketch  or  a  finished 
garment  is  eligible. 

One  of  the  features  of  the  contest  is  the 
personnel  of  the  judges.  They  include  Miss 
Neysa  McMein,  the  well-known  artist;  Mrs. 
Irene  Castle,  reputed  to  be  one  of  the  best- 
dressed  women  on  the  stage,  and  Miss  A. 
Hughes,  head  of  the  costume  and  dress  de- 
partment of  Lord  &  Taylor,  New  York.  An- 
nouncement of  the  prize  winners  is  expected 
to  be  made  on  or  about  June  1. 
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and  the  Sales-helps  for  Veiling  Departments, 
which  have  been  prepared  with  the  object  of  stim- 
ulating Veiling  Sales  during  the  Summer  months. 

The  Vogue  for  Sportswear  has  been  steadily  increasing  and  the 
opportunity  to  increase  Your  Veiling  Sales  by  concentrated 
effort  is  here  now. 

Enthusiastic  merchandising  and  advertising  put  into  this  "Sum- 
mer Veils  for  Sportswear"  campaign  will  pay  big  dividends 
in  the  form  of  "Veiling  Profits." 

The  Sales- Helps 

include  Counter  Cards,  Electros,  Matrices,  Proof 
Sheets,  Advertising  Layouts  and  Copy.  No 
Charge. 
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Buyers  of  Lace 
Are  Not  Easy 
To  Satisfy 

Manufacturers   Taking   Losses  on 
Much  Merchandise— Wide  Net 
Flouncings  Hold  Favor 

"Anything  to  give  away  to-day?" 

"Not  to-day." 

"Good  day  !" 
This  just  about  sums  up  the  business  in  the 
lace  field  at  the  present  time. 

Buyers  seem  to  have  an  idea  that  they  can 
come  into  the  market  and  buy  merchandise  at 
any  price  they  vi^ish  to  name.  Unfortunately, 
this  comes  quite  near  being  the  truth. 

Prices  seem  to  have  no  relation  to  costs — 
not  even  to  replacement  costs.  In  order  to 
move  merchandise,  many  manufacturers  find 
that  they  have  had  to  take  a  loss  on  much  of 
their  merchandise.  All  of  this  in  spite  of  the 
fact  that  fashion  is  still  favoring  laces  to  a 
very  marked  extent,  and  the  demand  in  the  re- 
tail stores  seems  to  be  growing  daily.  How  long 
this  situation  can  continue  is  a  question.  It 
is  felt  that  retail  buyers  are  somewhat  unfair 
in  their  attitude  when  they  ask  the  manufac- 
turer to  take  a  loss  on  merchandise  which  is 


Small  rectangular  veils  are  the  chief  veiling 
hope  for  May  and  June  selling  as  typified  in 
this  model  hexagon  with  embroidered  corner 
motif  in  brown.   From  Weil  Bros. 


in  growing  demand,  and  for  which  the  con- 
sumer seems  perfectly  willing  to  pay  a  normal 
figure. 

Filet  Nets  in  Lead 

Wide  net  flouncings  are  still  the  leading 
feature  in  the  spring  selling,  and  some  exquis- 
ite designs  and  colors  are  being  shown.  The 
filet  nets  have  the  preference,  and  especially 
when  embroidered  in  the  more  conventional 
designs.  The  other  nets  and  the  floral  designs 
rank  next  in  favor.  Made  into  dinner  dresses 
over  chiffons  and  silks  and  girdled  with  rib- 
bons or  chiffon,  they  are  the  leading  factor  for 
informal  wear. 

Chantillys  are  showing  some  reflection  in 
this  movement  for  wide  flouncings  and  are  be- 
ing dyed  in  the  prevailing  colors  for  use  the 
same  as  the  nets. 
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In  the  narrower  laces,  only  hand  made  mer- 
chandise is  much  in  demand.  Irish  crochet, 
filets,  venises  and  vals  are  the  leading  types 
and  the  Chinese  market  is  being  drained  for 
these  products.  Very  little  hand  made  mer- 
chandise is  coming  in  from  Europe  because  of 
the  vast  difference  in  prices.  The  prices  on 
the  Chinese  laces  are  very  low  and  recently 
even  lower  levels  have  been  reached  in  some 
lines. 

Vogue  for  Guimpes 
Is  Widespread 

Soft  Cream  and  Ivory  Shades  Prove 
Popular — New  Neckwear  Ideas 
Stimulate  Interest 

New  ideas  in  hand-made  neckwear  which 
challenge  competition  with  the  marvelous 
values  in  hand-made  batiste  waists  are  now 
being  launched  by  some  of  the  more  enter- 
prising neckwear  manufacturers.  From  the 
Philippines  and  the  Madeira  Islands  are  ob- 
tained great  quantities  of  hand-embroidered 
batiste  collars  and  cuffs,  which,  under  the 
ingenious  manipulation  of  neckwear  design- 
ers, become  the  collar  and  frill  adornment 
of  dainty  summer  guimpes. 

Collars  and  frills,  exquisitely  decorated  by 
drawn  work,  are  surrounded  by  dainty  net 
flutings,  which  suggest  a  Parisian  touch,  or 
else  they  are  outlined  with  a  fine  Val  or  Irish 
lace. 

These  batiste  novelties  are  shown  chiefly 
in  white,  rivaling  in  their  sheer  crispness  the 
most  summery  organdy  styles. 

In  the  fashionable  net  and  lace  guimpes 
soft  cream  and  ivory  shades  are  much  pre- 
ferred to  white. .  Frequently  an  ecru  and  a 
cream  shade  will  be  effectively  combined,  giv- 
ing a  rich  appearance  even  to  ordinary  lace 
trimmings.  Generally  speaking,  Irish  is  the 
most  favored  lace,  but  Val,  Venise  and  filet  are 
all  represented  in  a  multitude  of  guimpe  de- 
signs for  wear  with  sweaters,  frocks  and  suits. 

It  is  astonishing  how  widespread  has  be- 
come this  vogue  for  guimpes  and  how  com- 
pletely this  type  of  neckwear  accessory  over- 
shadows every  other  item  in  the  neckwear 
field.  Collars  are  still  used  sparingly,  inter- 
est being  confined  chiefly  to  very  long,  nar- 
row tuxedos  for  wear  with  tailor-mades,  and 
narrow,  round  collars  for  wear  with  the 
round  or  the  oval  necks  of  frocks. 

Manufacturers  are  very  much  disappointed 
at  the  absence  of  the  usual  interest  in  pique 
neckwear  for  May  selling.  Their  chief  con- 
solation lies  in  the  volume  of  business  in  the 
soft,  frilly  styles. 

Salesgirls  Demonstrate 
Veils  by  Wearing  Them 

Mrs.  M.  Hoff,  manager  of  the  veiling  de- 
partment for  Livingston  Brothers,  San  Fran- 
cisco, is  noted  for  enterprising  selling  ideas. 
Recently  she  stimulated  great  interest  in  her 
veiling  department  by  having  girls  behind  the 
counter  wear  trim  black  hats  draped  with  nar- 
row chantilly  lace  veils.  This  "stunt"  was 
inaugurated  on  the  Saturday  before  Easter, 
with  the  result  that  the  total  sales  for  that 
important  day  were  greatly  augmented. 

Not  only  the  black  lace  veiling  novelties 
were  eagerly  taken,  but  interest  in  various 
types  of  draped  veils  and  veilings  by  the  yard 
soared  to  new  heights. 


Have  your  salespeople  read  the  Economist. 
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Store  Puts  "Pep" 
Into  Spring  Sale 

Wm.  Hengerer  Co.  Event  Goes  Big — 
Enthusiasm  of  Employees  Gained 
— Personal  Letters  Sent  Cus- 
tomers 

The  spring  sale  of  the  Wm.  Hengerer  Co., 
Buffalo,  N.  Y.,  which  ran  for  two  weeks,  be- 
ginning April  4,  resulted  in  a  very  good  busi- 
ness despite  the  absence  of  "stunt  stuff"  of 
any  kind,  either  in  the  advertising  or  other 
arrangements. 

The  principal  points  stressed  in  preparing 
for  the  sale  were  inculcating  in  employees  a 
rousing  enthusiasm  for  the  occasion  and  ac- 
quainting customers  with  the  excellent  values 
offered  through  extra  advertising  space,  col- 
ored folders  sent  out  accompanying  the  state- 
ments of  the  preceding  month  and  personal 
letters  from  employees. 

The  Wednesday  preceding  the  Monday  sale 
opening  a  get-together  dinner  was  held  for  de- 
partment managers  and  executives,  with  en- 
thusiasm as  the  keynote.  The  next  day  each 
department  head  held  a  separate  "pep"  meet- 
ing in  his  section.  At  this  time  merchandise 
to  be  offered  in  the  sale  was  shown  the  sales- 
people and  its  merits  carefully  explained.  The 
salespeople  were  thus  thoroughly  "sold"  on 
the  goods  before  they  had  to  meet  customers 
with  them. 

General  Meeting  Called 

A  general  meeting  of  the  entire  store 
force  was  held  Saturday  morning,  with  a  con- 
cert by  the  store  orchestra  and  addresses  by 
the  president  and  vice-president.  A  good  idea 
brought  out  at  this  meeting  was  the  showing 
of  samples  of  merchandise  from  a  number  of 
departments.  In  this  way  salespeople  got  an 
idea  of  values  in  other  than  their  own  sections 
and  were  able  to  refer  customers  to  offerings 
all  over  the  store  with  much  more  sincerity 
than  had  they  simply  read  about  the  goods  in 
the  ads. 

Another  fine  idea  was  the  Saturday  even- 
ing distribution  of  the  Sunday  advertising 
among  employees.  The  three  pages  to  appear 
next  day  were  condensed  into  one  page,  which 
told  in  brief  the  outstanding  values  to  be  of- 
fered on  Monday.  This  method  made  it  fairly 
sure  that  most  if  not  all  the  employees  would 
read  the  ads.  Many  would  be  pretty  sure  to 
overlook  the  Sunday  ad  pages. 

Customers  Get  Communications 

Two  letters  were  prepared,  one  for  selling 
and  one  for  non-selling  employees,  to  be  sent 
three  days  before  the  sale  to  customers  listed 
by  individual  employees  as  those  they  had 
served  at  a  previous  time.  Names  of  custom- 
ers were  filled  in  by  employees,  who  signed 
the  letters. 

In  monthly  statements  were  inclosed  small 
orchid  and  pale  green  folders  announcing  the 
sale  but  mentioning  no  merchandise.  Posters 
of  the  same  colors,  14  by  22  inches,  were 
placed  all  around  the  store.  The  newspaper 
advertising  consisted  of  a  three  page  ad  on 
the  first  Sunday  and  two  pages  the  following 
Sunday,  with  a  page  a  day  in  between  and  un- 
til the  end  of  the  sale.  According  to  advertis- 
ing manager  C.  L.  Pritchett  the  sale  bjought 
a  good  increase  over  that  of  1920  and  was  gen- 
erally satisfactory. 


Miss  Amy  Carpenter  is  now  glove  buyer 
for  the  Smith-Kasson  Co.,  Cincinnati,  Ohio. 
Formerly  she  was  with  H.  Jonap  &  Co.,  of  the 
same  city. 
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"Sell  Camisoles  by  the  Yard"!  ^ 


That's  just  what  you  do  when  you  sell 
Kamn'sol  Ribbon,  the  ready-to-wear  Rib- 
bon. All  that  is  necessary  to  make  a  beau- 
tiful camisole  is  about  one  and  a  quarter 
yards. 

KaniH'Sol  Ribbon  is  finished  on  both  edges 
with  patented  woven  tubular  casings, 
thereby  eliminating  the  fuss  of  turning 
over  edges  and  hemming. 

A  simple  process— run  a  gathering  ribbon 
through  the  top  tubular  border  and  an 
elastic  through  the  bottom.  Make  a  but- 
ton hole  where  the  frivolous  bow  ties  in 


front.  Join  ends,  attach  shoulder  straps 
and  the  camisole  is  complete. 

Kamn'sol  the  ready-to-wear  ribbon,  is 
made  in  white,  pink,  blue,  navy,  brown, 
taupe,  black,  and  pink  with  blue  border, 
sprightly  flowered  weaves  and  enchant- 
ing warp  print  designs. 

Kam'i'sol  is  the  only  ribbon  with  the  pat- 
ented tubular  hem.  Made  in  two  widths 
9  and  10^  inches. 

Write  for  descriptive  booklet,  prices  and 
samples. 


ERNEST  &  HERMAN  LEVY,  Inc. 

Largest  Ribbon  Manufacturers  in  the  United  States 

4th  Avenue  at  19th  Street  New  York 


TO  WEAR 


THER 


^bbon 

^^^^^  PATENTED  SERIAL  NOS.  268587  AND  383M2 


^^^^^  PATENTED  SERIAL  NOS. 
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Civilization  and  Underwear  Seem 
To  Advance  in  Same  Measure 

Once  Simply  Used  to  Give  Warmth  to  Body,  Garments  Now  Are 
Worn  Because  of  Reasons  That  Have  to  Do  with  Sanitation — Then 
There  Are  Those  Who  Like  to  Don  Pretty  Things  Even  If  They 
Cannot  Be  Shown  Off — Hence  the  Fancy  Affairs 


A GOOD  many  hundreds  of  millions  of 
people  who  consider  themselves  entirely 
respectable  manage  to  do  without  un- 
derwear quite  successfully.  It  is  nothing 
against  them.  The  peculiarities  of  their  en- 
vironment make  it  possible  and  perhaps  desir- 
able. But  in  most  countries  peopled  by  beings 
we  are  pleased  to  call  civilized  there  is  a  de- 
cided prejudice  against  going  without  it. 
Those  who  do  so  generally  are  of  the  sort  of 
individual  one  likes  to  be  up-wind  from  in 
passing. 

Underwear  is  not  worn  without  perfectly 
good  reasons,  though  few  people  stop  to 
think  of  them  when  a  supply  is  to  be  pur- 
chased. In  fact,  it  might  almost  be  said 
that  clothing  oneself  in  underwear  is  more 
or  less  of  a  habit.  It  is  the  thing  to  do  and 
it  is  done.  But  because  someone  may  get  a 
new  slant  for  his  advertising  or  selling  from 
a  brief  review  of  the  "why"  of  underwear, 
her^  it  is. 

Warmth  Came  First 

Before  anybody  knew  the  meaning  of 
sanitation  underwear  of  some  kind  was  worn 
for  warmth.  In  its  earliest  form  underwear 
was  not  like  the  article  we  have  now.  It 
was  simply  one  of  several  layers  of  clothing, 
possibly  all  of  the  same  material.  But  the 
nether  one  of  two  layers  of  skins  may  prop- 
erly be  called  underwear.  The  material  has 
nothing  to  do  with  it.  It  is  a  case  of  prox- 
imity to  the  body  in  relation  to  other  apparel. 

Though  the  first  idea  was  warmth,  to-day 
we  wear  underwear  chiefly  because  it  is  more 
healthful  and  sanitary  to  do  so.  Also  it  is 
more  comfortable.  Just  imagine  one's  skin 
rubbing  against  a  woolen  outer  garment  with 
every  movement  of  the  body  and  you  can  see 
how  a  layer  of  softer  material  acts  as  a  very 
comforting  buffer.  The  old  red  flannel,  of 
course,  is  not  classed  as  a  joy-bringer  by 
anyone  who  ever  wore  it,  and  neither  is  the 
average  scratchy,  wool  undergarment.  But 
cotton  or  silk  is  a  different  proposition. 

Sanitation  Is  Big  Point 

But  the  big  point  is  sanitation.  First, 
underwear  protects  the  skin  to  a  consider- 
able extent  from  dirt  from  the  outside.  Wear 
knee-length  drawers  on  a  dusty  day  and  you 
will  notice  quite  a  difference  in  the  color 
scheme  of  the  unprotected  skin  and  that  cov- 
ered by  underwear  and  socks.  It  is  espe- 
cially noticeable  if  the  drawer  is  of  a  knitted 
fabric  and  so  clings  fairly  closely  to  the  leg, 
keeping  dust  from  being  carried  up  by  the 
air  current. 

Secondly,  underwear  takes  up  many  of 
the  body  impurities  which  otherwise  would 
be  absorbed  by  the  outer  clothing  and  in 
time  make  it  extremely  offensive  to  the  nos- 
tril and  dangerous  to  health.  Underwear 
does  not  pass  off  these  impurities;  but  it 
holds  them  until  they  can  be  washed  off  in 
the  laundry.  Ordinarily  outer  clothing  is 
not  washed  and  in  rare  cases  is  the  inner 
side  cleaned  by  any  process.  Were  perspira- 
tion to  be  soaked  up  and  allowed  to  evapo- 
rate, leaving  behind  a  residue  of  impurities, 


there  would  be  a  very  real  danger  to  health 
through  possibility  of  infection  of  scratches 
or  abrasions  of  the  skin. 

Though  the  factor  of  health  is  uppermost, 
there  is  the  advantage  of  a  saving  of  outer 
clothing,  also.  Perspiration  is  a  destroyer 
of  fabrics.  It  is  well  known  that  hosiery 
which  is  worn  but  once  and  is  washed  imme- 
diately after  being  taken  off  will  outwear 
that  which  is  allowed  to  remain  sweat-soaked 
for  days  at  a  time.    There  is  no  standard 


Shortage  of  Silk 
Hose  Develops 

It  is  just  five  weeks  since  the  Econ- 
omist warned  hosiery  buyers  that  the 
shortage  of  full  fashioned  silk  goods 
would  very  shortly  give  rise  to  need 
of  a  substitute,  and  that  seamless  silks 
of  satisfactory  quality  would  not  be 
available  in  the  quantities  desired  un- 
less purchases  were  made  at  once. 
Exactly  that  situation  has  come  about. 
While  cotton  hose  are  plentiful,  seam- 
less silks  are  bought  up  quite  closely, 
so  that  finding  desired  kinds  for  im- 
mediate delivery  is  a  matter  of  con- 
siderable looking  about.  Despite  this 
fact,  there  seems  little  disposition  to 
buy  much  in  advance  of  requirements. 


which  will  tell  just  how  perspiration  affects 
fabrics,  for  the  chemical  composition  of  per- 
spiration varies  according  to  the  individual. 
Nevertheless,  that  it  weakens  textile  fibers 
is  an  established  fact,  and  the  carrying  off 
of  a  considerable  amount  of  the  body's  mois- 
ture through  underwear  and  laundry  is  a 
preservative  of  the  more  expensive  outer 
clothing. 

The  Matter  of  Adornment 

There  are  other  reasons  for  wearing 
underwear.  One  is  love  of  personal  adorn- 
ment. True,  it  does  not  show,  except  in 
isolated  cases ;  but  many  persons  feel  more 
like  themselves  when  they  know  they  are 
dainty  and  attractive  from  the  skin  out.  That 
is  why  so  much  embroidered,  beribboned  and 
delicately  tinted  underwear  is  sold,  espe- 
cially woven  fabric  underwear  for  women, 
which  lends  itself  to  this  purpose  better 
than  the  somewhat  prosaic  knit  underwear 
of  ordinary  use.  Still,  something  of  the  same 
sort  attaches  to  certain  kinds  of  knit  under- 
wear. For  instance,  not  so  long  ago  several 
union  suits  of  silk  and  wool — men's  suits — 
were  seen  in  the  showroom  of  an  importer 
who  sold  them  for  $200  a  dozen  to  "high- 
class"  men's  specialty  shops.  These  shops, 
the  importer  said,  retailed  them  for  $350  a 
dozen.  That,  one  might  consider,  is  evidence 
of  a  certain  vanity  on  the  part  of  the  re- 
tailers' customers  who  bought  them. 

Why  certain  kinds  of  knit  underwear  are 
worn  is  interesting,  too.    There  is  the  ques- 


tion of  its  relation  to  other  garments,  for 
instance.  This  has  to  do  with  fit,  which 
largely  is  connected  with  weight.  There  is 
-full-fashioned  knit  underwear,  of  course, 
which  holds  its  shape  just  as  does  a  full- 
fashioned  stocking.  It  does  not  stretch  and 
lose  its  form  at  each  wearing.  It  follows 
the  line  of  the  body  closely,  if  well  selected, 
and  enables  the  wearer  to  dress  himself  in 
outer  garments  with  the  assurance  that  noth- 
ing beneath  will  mar  their  fit  or  hang. 

The  same  effect,  or  almost  the  same,  may 
be  secured  by  use  of  undergarments  of  suffi- 
cient lightness  of  weight.  No  matter  how 
much  a  very  light  garment  may  stretch,  the 
thickness  of  the  fabric  is  so  little  that  it 
cannot  affect  the  things  worn  outside  it.  On 
the  other  hand,  a  heavy,  bulky  set  of  under- 
wear will  sag  and  bunch  of  its  own  weight — 
though  this  again  is  minimized  by  proper 
fitting.  But,  ordinarily,  the  lighter  the 
weight,  the  better  the  relation  with  other 
clothes. 

Lighter  Wear  Favored 

Then  there  is  the  question  of  warmth. 
This  is  of  far  less  importance  than  when 
houses  and  business  offices  were  inade- 
quately heated,  so  that  their  occupants  had 
to  dress  warmly  next  the  skin  or  wear  their 
overcoats  indoors.  There  i§  an  unmistakable 
treijd  now  away  from  underwear  which  has 
warmth  retaining  for  its  primary  use.  Every 
year  new  thousands  of  people,  especially  the 
younger  set,  discard  heavy  cotton  garments 
or  various  weights  of  wool  and  take  to  light- 
weight cotton  for  all-year  use,  wearing 
heavier  overcoats  to  give  the  necessary  pro- 
tection while  outdoors.  It  is  a  move  in  the 
direction  of  health.  Nothing  is  more  weak- 
ening and  enervating  than  the  old-fashioned 
"bundling  up"  process. 

Many  undergarments  are  sold  with  this 
one  idea  'in  mind,  nevertheless,  and  these 
fall,  roughly,  into  five  classes — heavy  cotton, 
fieeced  cotton,  light-weight  wool,  heavy- 
weight wool  and  heavy  mixed  wool  and  cot- 
ton. The  type  selected  depends  largely  on 
the  habits  and  pursuits  of  the  purchaser; 
but  in  selling  them  two  things  are  to  be 
remembered:  First,  it  is  generally  consid- 
ered that  wool  is  warmer  than  cotton,  weight 
for  weight,  because  it  is  a  poorer  conductor 
of  heat.  This  idea  has  been  doubted  at 
various  times  by  investigators;  but,  gener- 
ally speaking,  it  is  accepted  as  a  fact. 

Secondly,  there  is  the  fact  that  the  con-- 
struction  of  the  fabric  governs  to  a  large 
extent  the  amount  of  warmth  it  retains.  (No 
garment  gives  the  body  heat.  It  can  only 
hold  what  the  body  furnishes.)  A  closely 
knit  fabric  is  less  warm  than  one  having  the 
same  amount  of  material  in  it  but  more 
loosely  knit  and  of  more  loosely  spun  yarn. 
This  is  so  because  the  latter  garment  holds 
about  the  body  a  layer  of  warm  air  caught 
in  the  fabric.  It  is  true  that  the  latter  gar- 
ment allows  a  freer  circulation  of  air  and 
so  promotes  evaporation  of  body  moisture — 
which  has  a  cooling  effect;  but  this  does  not 
offset  the  other  advantage  of  circulation. 
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Art  Goods  In  Attractive  Setting  Make 
Favorable  Impression  on  Customers 

Demonstrations  Are  Splendid  for  Business,  Says  Miss  Bell,  but 
Different  Methods  Are  Needed  in  Different  Places  —  Sometimes 
There  Are  More  Visitors  Than  Buyers  —  Clean  and  Attractive 
Merchandise  Is  Main  Requisite  for  Department's  Success  Anyhow 


DEMONSTRATIONS  a  r  e  splendid 
business  builders  in  some  art  and 
gift  departments,"  says  Miss  E.  M. 
Bell,  who  for  ten  years  has  been  head  of  that 
department  for  James  McCreery  &  Co.,  New 
York,  and  in  that  time  has  seen  it  g-row — or 
has  made  it  grow — ^to  ten  times  its  original 
size.  "I  have  used  them  most  successfully, 
myself.  In  fact,  when  I  was  with  Hahne  & 
Co.,  Newark,  N.  J.,  we  made  a  specialty  of  this 
sort  of  attraction.  But  what  is  a  good  work- 
ing basis  for  a  department  in  one  city  may  not 
have  as  great  efficacy  in  another.  In  this  de- 
partment demonstration  is  a  minor  detail. 

"But  to  go  back  to  the  Newark  store.  The 
art  and  gift  department  there  had  a  studio 
annex  to  which  customers  could  bring  their 
problems  and  receive  expert  instruction.  In- 
deed, they  used  the  studio  much  as  though  it 
were  their  sewing  room.  We  had  expert  knit- 
ters, embroiderers,  silk  workers  and  novelty 
designers  to  give  the  benefit  of  their  training 
and  experience.  I  think  I  truthfully  can  say 
that  the  emphasis  placed  on  original  and  inter- 
esting demonstrations  together  with  the  ac- 
companying practical  assistance  to  individuals 
gave  the  department  its  biggest  impetus. 

Some  Demonstration.  Drawbacks 

"I  found,  however,  that  there  are  some 
drawbacks  to  the  holding  of  demonstrations," 
continued  Miss  Bell.  "In  the  first  place  they 
take  up  room  which  may  be  needed  for  other 
things.  Then,  it  has  been  my  observation  and 
that  of  other  buyers  as  well  that  it  is  pretty 
largely  the  same  group  of  women  who  come 
to  them.  They  have  plenty  of  time  and  a  love 
for  needle  work  and  allied  arts  and  spend  a 
great  deal  of  time  in  the  department.  This 
handicaps  the  customer  who  gets  in  only  oc- 
casionally and  has  little  time  to  spare. 

"With  this  in  mind,  when  I  came  to  New 
York  I  decided  to  place  less  stress  on  demon- 
stration and  more  on  the  simple  idea  of  pro- 
viding an  attractive  looking  department, 
stocked  with  a  wide  variety  of  well-selected 
goods  and  looked  after  by  intelligent,  inter- 
ested salespeople. 


A  window  display  shown  by  McCrccry's  during  a  demonstration  in  the  art  needlework  dcparfnn 


nf. 


"Here  we  carry  plenty  of  patterns  in  wide 
and  interesting  variety  for  the  customer  who 
wants  to  do  her  own  work  and  have  samples 
of  the  finished  articles  on  display.  These  ar- 
ticles, however,  are  secured  from  a  manufac- 
turer and  not  made  in  the  store.  I  prefer  to 
emphasize  things  all  ready  to  use  instead  of 
things  still  to  be  made  up. 

Scrupulous  Cleanliness  Vital 

"All  our  merchandise  is  kept  absolutely 
clean  and  is  attractively  arranged.  I  think  this 
is  one  of  the  most  important  things  in  such  a 
department.  A  customer  in  the  lingerie  sec- 
tion sometimes  will  buy  a  slightly  soiled  gar- 
ment ;  but  in  an  art  and  gift  department  every- 
thing must  be  fresh  and  inviting. 

"We  carry  a  large  selection  of  art  goods. 
Perhaps  our  greatest  development  has  been  in 
pillows.  These  always  are  in  demand  and  lend 
themselves  to  every  new  phase  of  art  em- 
broidery and  needle  work.  Knitting  materials, 
too,  are  sold  in  large  quantities.  That  art 
gained  great  impetus  during  the  war  and  since 


yarn  prices  have  declined  it  has  come  into  fur- 
ther favor.  The  lower  price  has  had  a  similar 
effect  on  all  kinds  of  goods  in  cotton  and  linen 
materials,  too.  A  renewed  demand  is  quite 
noticeable. 

Demonstrations  Do  Interest  Customers 

"In  spite  of  the  fact  that  this  department 
was  not  built  on  the  demonstration  basis,  we 
find  it  helpful  to  hold  special  demonstrations 
from  time  to  time.  It  adds  'outside  interest' 
and  then  too,  people  always  like  to  see  some- 
thing being  done.  Action  of  any  sort  is  a  great 
attraction.  At  present  we  are  trying  to  ar- 
range for  increased  space  to  allow  room  for  a 
more  comprehensive  demonstration  of  lamp- 
shades. 

"We  find  the  art  and  gift  department  very 
much  in  customers'  minds,"  concluded  Miss 
Bell.  "There  is  something  in  it  that  appeals  to 
almost  every  woman.  Ninety-five  per  cent  of 
them  are  fascinated  by  it." 

The  McCreery  department  is  on  the  third 
floor  in  direct  proximity  to  the  lingerie  and 
negligee  departments  and  the  large  and  well- 
equipped  beauty  parlors.  Its  gift  novelties 
form  an  important  and  attractive  part  of  the 
whole  stock  and  have  been  painstakingly  se- 
lected after  close  observation  of  customers'  in- 
clinations and  their  artistic  appreciation.  Much 
of  the  success  of  the  department  is  due  to  the 
staff  of  twenty-two  salespeople — three  times 
this  number  during  the  holiday  season — who 
have  been  carefully  selected.  They  are  inter- 
ested in  their  work  and  have  a  thorough  ap- 
preciation of  the  qualities  of  the  goods  they  are 
selling.   Which  is  half  the  battle. 


Domestic  pottery  affording  competition  for  any  imports.    The  three  pieces  illustrated  are  from  the 

Fulper  Pottery  Co. 


K.  E.  Vroman,  who  was  manager  and 
buyer  for  the  piece  goods  department  of  the 
C.  F.  Jackson  Co.,  Norwalk,  Ohio,  for  eleven 
years,  has  opened  a  store  at  New  London, 
Ohio,  with  a  complete  line  of  dry  goods  and 
ready-to-v/ear.  The  opening  day  was  a  real 
success,  700  people  visiting  the  establish- 
ment and  buying  freely. 
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Mr.  Dealer: — 

The  growing  de- 
mand for  these  acces- 
sories has  forced  a  ca- 
pacity production  of  West 
Electric  Hair  Curlers,  West 
Hair  Nets  and  West  Softex 
Shampoo.  You  already  know 
this  line — it  is  more  than  like- 
ly you  are  carrying  part  of  it 
now. 

Don't  neglect  the  big  increase  in  sales 
that  will  be  yours  if  you  cater  to  the 
preferences  of  your  customers — they  are 
learning  to  ask  for  West  Products  by 
name. 

And  here's  a  point  of  noteworthy  impor- 
tance— West  Products  do  not  sell  singly- 
one  calls  for  the  other  by  reputation  and  rec- 
ommendation as  well  as  by  descriptive  litera- 
ture of  the  full  line.    The  demand  for  each 
product  is  growing — are  you  ready  to  sell  them 
ah? 


The  Big  Sellers  Are  Going  To  Be 

HAIR  NETS 

"The  Quality  Product'' 

Hand  Made  Full  Head  Size 

TWICE  STERILIZED 


Three  Brands 
Beach  and 

Motor  15c 

Tourist  .  .  .3  for  50c 

Gold  Seal  25c 

Gray  and  White, 
Double  Price. 


WEST  SOFTEX 

The  Shampoo 
Exquisite 


IXTEEN  million  women  are  reading 
I  of  the  superiority  of  the  West  Net  in 


Retail 

Price 

10c 


Absolutely  ideal  in  its  de- 
lightful effect  upon  the  hair. 
It   does  more  than  any  other 
shampoo.    It  preserves  the  natural 
oil,  leaving  the  hair  soft  and  beautiful. 


leading  magazines  every  month.  They 
are  careful  dressers,  and  they  will  ap- 
preciate your  judgment  in  stocking 
the  nets  they  believe  in  through  ad- 
vertising. 


WEST  ELECTRIC  HAIR  CURLERS 

Paying  50%  Profit 

The  greatest  addition  to  your  Notion  De- 
partment because  they  are  the  preference  of 
every  woman.    Each  curler  is  made  of  a  single 
piece  of  steel,  well  rounded  and  nickel  plated,  and 
produces  the  beautiful  waves  that  fashionable  women 
admire,  without  heat  or  injury  to  the  hair. 


Each  net  is  full  head  size,  made 
by  hand  from  extra  long  hu- 
man hair  that  matches  pre- 
cisely all  shades,  and  re- 
markably   free  from 
knots  or  any  other  de- 
fects. 


WEST  ELECTRIC  HAIR  CURLER  CO. 

Hancock  Street  and  Columbia  Ave.,  Philadelphia,  Pa. 

Canadian  Distributors:  11.  B.  Hollo  way  &  Co.,  Toronto,  Canada 


West  Hair  Nets  Pay 
100  to  300% 
Profit 

Stock  the  Line 
It  Pays  To 
Sell 
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Fall  Tendencies 
Still  In  Doubt 


Early  indications  in  the  New  York  market 
of  what  the  fall  style,  fabric  and  price  tenden- 
cies will  be  are  only  a  flash,  as  it  were,  carry- 
ing a  general  idea  of  what  retailers  may  find 
on  their  first  trips.  These  tendencies  may  or 
may  not  be  in  vogue  later.  Many  of  the  style 
leaders  are  in  Paris  now  or  are  about  to  go 
there  for  models.  Some  of  the  first  fall  models 
in  coats,  suits  and  dresses  are  being  shown 
and  salesmen  for  some  houses  have  already 
left  for  the  road. 

Frederick  Haas,  of  Crown,  Inc.,  manufac- 
turers of  dresses,  gave  this  week  to  a  Dry 
Goods  Economist  staff-member  an  outline  of 
what  he  believes  will  be  some  of  the  fall  ten- 
dencies in  afternoon  and  evening  dresses, 
predicated  upon  information  from  his  Paris 
representative.  Skirts  will  be  longer  than 
they  have  been,  he  said,  but  still  will  be  about 
seven  or  eight  inches  from  the  ground.  The 
extremely  short  skirt  will  gradually  give  place 
to  a  more  moderate  style.  Sleeves  will  con- 
tinue to  be  long  and  full  at  the  wrist,  a  sort 
of  bell  effect,  which  will  be  varied  with  points, 
scallops  and  other  irregularities  to  dress  up 
the  garment.  A  long  waist  effect  will  pre- 
dominate, with  flat  back  and  front,  and  a  mod- 
erate fullness  at  the  sides.  Embroideries,  said 
Mr.  Haas,  will  be  used  generously  on  all 
dresses,  and  allover  effects  will  be  produced 
by  so  applying  the  embroidery  that  it  will  have 
the -appearance  of  being  woven  into  the  fabric, 
rather  than  applied  as  a  trimming. 

Many  brocaded  materials  will  be  used  in 
afternoon  and  dinner  dresses,  Mr.  Haas  said, 
and  these  will  include  failles,  chiffon  velvets, 
etc.  Crepes  will  continue  strong.  They  will 
include  crepe  satins  and  double-faced  mate- 
rials of  crepe  and  satin. 

In  another  week  or  two  it  is  expected  more 
definite  predictions  can  be  made  by  those  who 
are  responsible  for  the  season's  offerings.  As 
this  information  is  available,  the  Economist 
will  reflect  it  for  the  benefit  of  the  retailers  of 
ready-to-wear. 


Wanamaker  Lauded  by 
Merchants  at  Luncheon 


John  Wanamaker,  eighty- two  years  old 
and  with  an  enviable  record  as  merchant  and 
cabinet  officer  celebrated  his  sixtieth  year  as  a 
merchant  last  week.  Five  hundred  of  the 
leading  citizens  of  Philadelphia  and  a  number 
from  New  York,  including  high  public  offi- 
cials, met  at  a  luncheon  in  his  honor  in  the 
former  city  on  Wednesday.  In  the  morning  a 
gathering  of  employees  of  the  Wanamaker 
store  took  place  where  Mr.  Wanamaker  was 
presented  with  gifts  from  the  firm's  offices  in 
London,  Paris  and  Yokohama  as  well  as  a 
medal  from  the  folk  in  the  New  York  and 
Philadelphia  stores.  The  preceding  evening 
he  was  tendered  an  enthusiastic  reception  by 
the  Presbyterian  Social  Union,  of  which  he 
was  the  first  president.  Despite  his  eighty- 
two  years  Mr.  Wanamaker  takes  an  active  in- 
terest in  guiding  the  policies  of  the  business 
and  comes  to  the  office  every  day. 


Sydney  H.  Hess,  formerly  connected  with 
the  Monarch  Manufacturing  Co.,  Nashville, 
Tenn.,  has  opened  a  New  York  office  at  33 
Union  Square,  where  he  will  represent  the 
Lakeview  Garment  Factory,  Chicago,  for  the 
Eastern  territory.  The  firm  makes  aprons 
and  house  dresses. 


♦  MOW,  IF  OUR  E/APLOVEES  WERE 
TbtD  HOW  EACH  OF  US  REACHED 

HIS  PRESENT  Position  : 


Geneial  Manager 


Are  You  an  Executive? 

If  so,  here  is  an  opportunity  to  render  a  real  service — by  telling  others 
something  tangible  emd  practical  about  the  ways  and  methods  by  which  you 
advanced  to  your  present  position. 

You  may  be  a  merchant,  or  a  general  manager,  a  merchsindise  man,  or 
a  controller.  You  may  be  at  the  head  of  a  receiving  room,  or  of  a  delivery 
department.  Or  you  may  be  managing  and  buying  for  one  or  more  mer- 
chandise departments. 

As  such  you  have  a  story  that  is  well  worth  telling  and  well  worth  reading 
— a  story  that  will  encourage  the  ambitious  or  put  new  life  into  the  laggards. 

Will  you  write  this  story  for  the  benefit  of  the 
Dry  Goods  Economist  subscribers  and  readers? 

All  you  need  is  time,  a  pencil  to  jot  down  your  reminiscences  and  a 
stenographer  to  put  them  in  shape.  We  don't  ask  for  an  article  that  is  finished 
off  from  a  literary  standpoint — the  Economist's  editorial  department  will  look 
after  that  for  you,  if  necessary.  Just  give  us  the  facts  as  you  would  write  them 
to  a  business  friend.    We  must  have  these  eirticles  before  July  15,  1921. 

We  know  you  will  regard  such  work  as  a  duty,  a  service  to  yom-  fellow- 
merchants  and  fellow-workers  in  the  retail  store  industry. 

But  in  order  to  make  the  work  more  interesting  and  give  it  a  sporting 
touch  the  Dry  Goods  Economist  offers  prizes  for  the  three  best  articles,  as 
follows : 

1st  prize  $100 

2d  prize   75 

3d  prize   50 

Each  of  the  prize-winning  articles  is  to  be  publbhed  with  the  name  of  its 
author. 

Other  articles,  if  published,  will  appezui-  without  the  author's  nsmne  unless 
we  receive  his  permission  to  give  it. 

In  the  awarding  of  prizes  the  principal  features  taken  into  consideration 
will  be  the  value  of  the  facts  given  in  the  way  of  guidauice  and  suggestion  to 
store  personnel  members  who  are  desirous  of  reaching  an  executive  position. 

Prizes  will  be  awarded  by  a  jury  whose  names  will  be  announced  later. 

Open  to  All 

This  competition  is  open  to  all,  without  reservation  of  any  kind.  For 
example,  one  need  not  be  an  Economist  subscriber  in  order  to  compete. 
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Women  Want  Klix — 
Will  You  Sell  Them? 


Many  women  want  a  five-cent  fastener.  If 
it's  strong,  and  holds,  is  rust-proof  and  looks 
well,  they'll  buy  it  for  use  where  a  ten-cent 
snap  isn't  needed. 

Klix  is  a  good  snap.  Klix  won't  suffer  if 
you  compare  it  with  any  ten-cent  snap  on  the 
market  except  a  De  Long  Snap.  (Of  course, 
the  De  Long  ten-cent  snap  is  the  flattest  snap 
made,  the  spring  is  covered,  and  it  has  other 
refinements  that  make  it  the  de-luxe  snap.) 

Klix  is  a  big  seller.  It  couldn't  help  but 
sell,  because  it  looks,  wears,  and  acts  right. 
The  striking  display  card  catches  the  shop- 
per's eye  and  she  can't  help  looking  and  com- 
paring Klix  with  others.  That  is  enough  to 
make  her  buy  them. 

The  five-cent  fastener  has  a  field  of  its  own. 
Klix,  with  the  well-known  De  Long  name  to 
help  in  selling  it,  is  bound  to  be  the  leader  of 
its  class. 

Order  immediately  from  your  jobber,  or 
order  direct,  giving  your  jobber's  name. 


DeLong  Company 

ST.  MARYS,  CANADA  PHILADELPHIA,  U.  S.  A. 
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This  Week's  Wholesale  Cotton  Goods  Market 

These  prices  are  given  for  the  purpose  of  indicating  by  comparison  from  time  to  time  the  general 
trend  of  the  market.  They  are  not  the  prices  asked  for  "leaders,"  however,  and  should  not  be  con- 
tused with  the  prices  made  for  any  special  offerings. 


Solid  Colors 

Jl.ongbranch  Red  %   9 

Green  %  '  ]  g 

Orange  %   ,  g 

Queenstown  Red  %  !.'lO 

Green  %   10 

Orange    %  10 

Red  4/4  141/2 

Green  4/4  141^ 

Orange  4/4  141/, 

Loyalty  Red  %  11 

Green   %,  11 

Orange  %  11 

Red    %  14 

Loyalty    Twill  — 

American  and  Superior  Prints 

Shirtings    9% 

Grays  and  Sheplierd  Cliecks  1014 

Pink  Chambray  10 1/2 

Black  and  White  10% 

Indigo  and  White  10% 

Calcutta  and  White  10% 

Turkey  Red  and  WTiite  10% 

Turkey  Red  and  Black  10% 

Claret  and  White  10% 

Solid  Black,  Indigo  and  Cadet  Blue.  10% 

Pilgrim  and  Fremont  Prints 

Shirtings    8 14 

Grays  and  Shepherd  Checks   3% 

Pink  Chambray   9% 

Indigo  and  White   9% 

Black  and  White   9% 

Calcutta  and  White   9% 

Turkey  Red  and  White   9% 

Turkey  Red  and  Black   934 

Solid  Black,  Indigo  and  Cadet  Blue.  9% 

Percales 

Durban  Light  121/2 

Durban  Dark  14% 

Scout  Light  13 

Scout   Dark  15 

Bradford  Light  13 

Bradford  Dark  15 

Kanton  Light  141/2 

Kanton  Dark  16 

Kenmere  Light  141/2 

Kenmore   Dark  16% 


American  Cambric  Light  15 

American  Cambric  Dark*  16 

Norwood  Light  17i/. 

Norwood    Dark  1814 

Manchester   Light  18% 

iWanchester  Dark  131/2 

Ginghams 

Belle  Haven  Staple  10% 

Gordon   Staple  11  y, 

Amoskeag   121/2 

Lancaster   13 

Norwood   14% 

Grey  locks   13 1/2 

Special    13% 

Utility   15  ' 

Red  Rose  of  Lancaster  15 

Bates    isy, 

A.  P.  C  17  " 

Red  Seal  17 

Defender   18% 

Toi.e  du  Nord  18% 

No.    1600,    32   in   16 

Century   16  % 

36"  Unbleached  Cheesecloth 

Monarch  B   4% 

Tacoma  W   i% 

Saratoga  A   5% 

Stagg  BE   614 

36"  Unbleached  Gauze 

Norwood  No.  30   5 

Norwood  No.  40:   5% 

Norwood  No.  50   6 

Norwood  No.  60   6% 

Sea  Bird,  24"  White   5% 

Sea  Bird,  24"  Colored   7 

Oriental,  36"  White  Bunting   7 

Oriental,  36"  Colored  Bunting  10 

25"  Red,  White  and  Blue   7 

36"  Unbleached  Muslin 

Broncon  C   514 

Panama    6% 

^laza    6% 

Value    6% 

New  York  LL   ...  714 

Hercules  LL   7% 

Denison  XX   7% 

Savannah  Valley   9 


*Belmar     

*Farragut  LL   7% 

Gibraltar  LL   9 

Lochart  LL           9 

Spartan  LL   9 

Glenmore  LL   8% 

Pacolet   9 

Henderson    A     9 

*Monroe  LL   8% 

*Defender  LL   8% 

Poland    9-^ 

Fine  36"  Unbleached  Sheetings 

Valley  Rose   11 

Princess   10% 

Black  Rock   10% 

Pepperell  R  ]  [los^ 

Lockwood  B  lli/> 

Hadley   !  !l2% 

*Woodstock  S  !  12% 

*Montclair  D  n% 

Pequot  A  15 

Cast   Iron  15% 

Bradford   16 

Dwight  Anchor  16 

Eldorado   16 

Wamsutta   .•  30 

Coarse  36"  Unbleached  Sheetings 

Orr   10% 

Pelzer   n 

Armenia   10% 

Buckshead   12% 

Indian  Head  14% 

40"  Unbleached  Sheetings 

Pickens    AA  10% 

Lockwood  A  13% 

Pepperell  E  14 

*Montclair  A  13% 

Pequot  B  16 

Indian  Head  40"  16 

Indian  Head  48"  21 

36"  Unbleached  Drill 

Piedmont   3.00   11% 

Pacolet  2.85  12% 

Pepperell  2.85  121/3 

Special  Heavy  14% 

Dwight  2.50  16 

Pepperell  2.50  15% 


Norwood  Ducks 


Norwood, 
Norwood, 
Norwood, 
Norwood, 
Norwood, 


6  oz., 

7  oz., 

8  oz., 
10  oz., 
12  oz.. 


29". 
29". 
29". 
23". 
29". 
36". 


.14% 
.16 
.17% 
.22 
■26 1/4 
.221/4 


Norwood,  10  oz., 

Norwood,  11  oz.,  40"  24% 

Boston  Ducks 

 19 

 n% 

 23% 

 28% 


8  oz., 

9  oz., 
10  oz., 
12  oz., 


30" 
30" 
30" 
30" 


36"  Bleached  Muslins 

Gypsie  Queen   9 

Loon  Lake   9 

Swan   9% 

 101/2 

Chapman  X  10% 

Pahna   [12 

Pride  of  the  Field   "l2 

Forget-Me-Not  12% 

Fearless    12% 

gero   117/3 

Hope  13 

Bonnie   14 

Lassie   .15 

Equinox   .  .  .  .  .  '.I5V2 

Androscoggin   ;  ...  . .  151/, 

Hill    -.  isi 

Lonsdale   141/^ 

Langdon  76   171/" 

Fruit   4/4—10/20   15% 

Fruit   157/g 

Langdon  GB  19 

Dwight  Anchor  .  .  '.  .  '.  '.19 

Wamsutta   '.  !!32% 

36"  Bleached  Cambric 

B.  I.  X  ;  91/2 

EE  10% 

Cavalier    - 101/, 

HCE  :::::ii% 

Price  of  the  Field  12 

Bor.ney   [u 

Memory   15 

Imperial  No.  50  '.'.'.lciy<. 

Imperial  No.  80  17 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 


ELTE5C  WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New  York  Salesroom  61   White  St. 


WISL  I 

REB.US.  TOWEL  PAT  OFF. 

A  cotton  towel  that  absorbs,  Is  firm,  and 
full-bodied,  that  is  bleached  white  and 
Washes  white ;  that  costs  no  more  than  the 
ordinary  hucfe  towel. 

Sample   on  Bequest. 

John  R.  Lankenau  Co.,  Boston-ll,  Mass 


_  mm  Mil  1 1 II  MM— I 

"RAVELPROOF"  WPiSH  CLOTHS 
•AT  YOUR  JOBBERS  ' 

PUTNAM  KNiniNG  CO.  (i)H0E5,NY. 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
.  , .      -    —  Scrub,  Paint,  Dust  and  Pol- 

ubmgClb'chs.  Imitation  Chamois.  Iron  Holders,  Broom 
toTers,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

.  ^  Succ.  Adolf  Fricke 

FRANKLIN  ST..     NEW  YORK  CITY 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


FEATHERBONE 
GIRDELIN 
DRESS  SPECIALTIES 

The 

Warren  Featiierbone  Co. 

Three  Oaks,  Mich, 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23rd  Street 


New  York  City 


RIBBONS 


S&K  RIBBONS 

We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &  KAUFMANN,  INC. 

l9  East  IGtK  Street. New  York 


ART  NEEDLE  WORK 


RiCHZIRDSON'S 

^mM>3^  CROCI1ETIMO 
Richapdson's  lOc  Crochet  Books 
RICHARDSOn  SILK  COMPANV 
Chicago     Manufacturers    New  yopk 


NECKWEAR 


TOR  WOMEN 


ALL  THAT  THE   NAME  IMPLIES! 

POLLOCK  ^LOWEmmJMi 

40  WEST  20tKSTRfSr-NEW'YDI3K 


MILLINERY 


D.  B.FISK&CO. 

CHICAGO 


'millinery 
merchandise 

Open  thrnoul  the  year 
I    NEW  YORK 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
A»e. 


411  Fifth  Avenue     Cleveland,  Hotel  CeTeland 


GLOVES 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAP-OUT  COMPLAINTS 
ON  LEATHER  6s.  FABRIC  GLOVES 

BUTTON  STAY  CO..  6IoversviIle,N.Y 


LOVES 

English,  French,  American 

Wholesale  Department:  ' 

2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leacUng  Styles  for 
Men  and  Women. 


GATES, MILLS  &  CO.,  •'"'•^^f'^""'' 


^  a'elephonfis|^329|Qran,gj.,,y 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Nortowest  corner  21st  St. 
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Lonsdale   18% 

Berkeley  Coronet  IBV2 

Berkeley  No.  60  lIVz 

Berkeley  100  ii5 

Berkeley  Extra  28 

Berkeley  150  30 

Berkeley  180  31 

.  Berkeley  300  34 

36"  Bleached  Nainsook 

EE   10  V2 

Columbus   101/2 

HN   11 V2 

Pride  of  the  Field  12 

Cameo  1000  14 

Cameo  2000  15 

Berkeley  60  171/2 

Lonsdale   18% 

36"  Flat  Fold  Long- Cloth 
Burleigh   30 

36"  Jeans  and  Twills 

Lonsdale   21 

Hill,   flat-fold  21 

Marine  Middv,  book-fold  2i 

Pepperell  N.  G..  flat-fold  221/2 

Duretta  Cloth,  book-fold  22% 

Laconia    G.    N  24 

Wamsutta   29 

27"  Bleached  Drills 

No.   3500  15 

No.   3250  lo 

No.   30€0  17 

Peiperell   

No.   2500  2.2 

36"  Sign  Cloth 

Ad  Poster,  60  yd.  rolls  12% 

Shrunk 

Indian  Head,  27"  15% 

Indian  Head,  33"  17 

Indian  Head,  36"  19 

Indian  Head,  44"  24% 

Indian  Head,  54"  30/2 

Belfast  Linen,  27"  lo 

Belfast  Linen,  33"  1'% 

Belfast  Linen,  36"  1» 

Belfast  Linen,  44"  2o 

Belfast  Linen,  54"  31 

Tickings 

Swift  River  ticks  11  y2 

Pilomat  B  ticks  11% 

Thorndike  lettered  ticks  la 

Pilomat  D  ticks  15 

Pilomat  G  ticks  1» 

Cordis  C  ticks  18 

Cordis  B  ticks  ij 

Cordis  8  oz.  ticks  1» 


Bowling  Biook  ACA  19 

Pearl  Kiver  19 

Anioskeag    ACA  20 

Amoskeag  XX  22% 

Amoskeag  ACA,  36"  25 

Ashland  %  27% 

La  Rose  %  29 

Our  Beauty  A  %  31 

Sterling-   32% 

Pi  omat  P  23% 

Pilomat    S  281/2 

Bohemian  1000  Unbleached  23 

Bohemian  2000  Unbleached  28 

Thorndike  300  B.  F.  Ticks  22% 

Thorndike  8  oz.  B.  F.  Ticks  30 

Yankee  B.  F.  Ticks  30 

Our  Beauty  No.  4  B.  F.  Ticks  23% 

Our  Beauty  No.  3  B.  F.  Ticks  31% 

Our  Beauty  No.  2  B.  F.  Ticks  34% 

Our  Beauty  No.  1  B.  F.  Ticks  37 

Our    Beauty    3"    linen    finish  slip 

covers   37% 

Florence  B.  F.  Tick  37 

Majestic  B.  F.  Tick  40 

American  B.  F.  Tick  40 

Wide  Sheetings 

Salisbury  Bleached,     8/4  35 

Salisbury,  Bleached,  10/4  44 

Lockwood  and  Mohawk  Wide 
Sheetings 

Bleached  Brown 

42  in                                      24  23 

45  in                                      26  24 

50  in                                      30  26 

6/4                                        34  30 

7/4                                        38  34 

8/4                                        42  28 

9/4                                       46  42 

10/4                                        50  46 

]l/4                                        55  50 

Pepperell  Wide  Sheetings 

Bleached  Brown 

42  in                                      21%  20% 

45  in                                      2.3%  21% 

50  in.                                     25%  23% 

6/4                                        29  25% 

7/4                                        33  29 

8/4                                         36  33 

9/4                                        41  36 

10/4                                        45  41 

11/4                                        50  45 

12/4                                        —  50 

Norwood  Wide  Sheetings 

Bleached  Brown 

42  in                                        21%  20% 

45  in                                      22%  21% 

50  in                                      24%  22% 

6/4                                        27%  241/2 

7/4                                       32  27% 


8/4    35  32 

9/4    38  3o 

10/4    42  38 

Dwight  Anchor  and  Utica  Wide 
Sheetings 

Bleached  Brown 

42  in   28  — 

45  in   3j  28 

50  in   34  30 

6/4    38  34 

7/4    43  38 

8/4    48  43 

9/4    53  48 

10/4   .r   58  53 

11/4    66  58 

12/4    —  66 

Cheviots 

Everitt   S.    C.    28   in  14 

*Pa:ma  28  in.  F.  F   13% 

♦Norwood  28  in.  B.  F  13% 

*Rutledge  28  in.  F.  F  14 

♦Victoria  28  in.  F.  F  14 

Tropical  Parella  26  in.  F.  F  21 

Plaids  and  Checks 

♦Paramount  25  in.  Plaids   8% 

*Riverside   27   in.   P.aids  10% 

Otis  30  in.  Checks  17% 

Otis  No.  4  30  in.  Plaids  25 

Hickory  Stripes  and  Cottonade 

Thorndike  Hickory  Stripe  16% 

Pacific  Hickory  Stripe  15 

Thorndike  8  oz.  Cottonade  22% 

Denim 

No.    61  Blue  Denim  14 

No.  121  Blue  Denim  16% 

No.    31  Blue  Denim  171/2 

No.    26  Blue  Denim  20 

KB  Brown  Denim  20 

Brown  and  Drab  Ducks 

Boston  W  S  16 

Boston  O  P  .'  17 

Boston   S.    0  18 

Boston  O  H  19 

Boston  X  20 

Boston   XX  22 

Boston  XXX  24 

Boston  9  oz  27% 

Boston  10  oz  30 

Stevens'  Crashes 

Bleached  Brown 

D                                            21  20 

E                                            21  20 

A                                            25  24 

P                                            27  26 

N                                            29  28 


M    31  30 

N.  N   32  31 

F    32 

XX    37  36 

S.  R.  T   35  34 

R.    M   29  28 

No.    1   25  — 

No.   2   27  — 

No.   3   31  — 

No.   4   33  — 

Diaper  Cloth 

lU-l'ard  Pieces 

18  in  $1.15  per  piecfr 

20  in   1.25  per  piece 

22  in   1.35  per  piece 

24  in   1.45  per  piece 

27  in   1.60  per  piece 

30  in   1.75  per  piece 

Hemmed  Satin  Spreads 

standard  Eastern  Make 

No.   308,   80x90  12.50' 

No.  316,   80x90   3.00 

No.   320,   80x30   3.25 

No.   328,   80x90   4.00 

No.  332,   80x9j   3.50 

No.   336,   80x90   3.75- 

Feather  Bed  Pillows 

Per  Dozen 

BB         17x25  $9.00  Blue     stripe  ticking 

OND. .  18x26  10.50  Blue     stripe  ticking 

400         18x26  10.50  Fancy  stripe  ticking- 

700   20x28  12.50  Fancy  stripe  ticking- 
Liberty  20x28  12.50  Blue  stripe  ticking 
Special  26x28  16.50  Blue  stfipe  ticking 
1200...  22x28  19.50  Blue  stripe  ticking 
130J...  22x28  ....  Fancy  stripe  ticking 
1700...  22x28  22.50  Fancy  stripe  ticking 
2200...  22x28  30.00  Fancy  stripe  ticking 
2700...  22x28  36.00  Fancy  stripe  ticking 
2500...  22x28  45.00  Fancy  stripe  ticking; 

Cotton  Batts  in  Bales 

Special,  50  batts  to  bale..  $7.50  per  bale 
Tip-top,  50  batts  to  bale..  8.50  per  bale 
Tip-top,  67  batts  to  bale..  8.50  per  ba  © 
Tip-top,  100  batts  to  bale.  8.50  per  bale 
Prince,  50  batts  to  bale...  13.00  per  bale 
Prince,  67  batts  to  bale...  13.00  per  bale 
Prince,  100  batts  to  bale..  13.00  per  bale 
Kombatt,  17  batts  to  bale. .   13.50  per  bale 

Celtic,  50  batts  to  bale         11.50  per  bale 

Celtic,  100  batts  to  bale...  11.50  per  bale 

Baltic,  50  batts  to  bale         12.50  per  ba  e 

Baltic,  100  batts  to  bale...  12.50  per  bale^ 
White   Star,    50   batts  to 

bale    13.50  per  bale 

White   Star.   100  batts  to 

.  bale    13.50  per  bale 

Purity,  17  to  case   13.50  per  case 

Bales  packed  50  lbs.  gross. 


COATS   &  SUITS 


D  K  £  S  S  £  S 


D  R  £  S  S  £  S 


SKIRTS 


snow 
showing 


A.  L.  COHEN ; 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 
Waists-  Dresses-Coats  -  Suits  -Skirls 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  Blvd.  and  Wells  St. 
CHICAGO 


Summer  Dresses — Dotted  Swiss  Organdies. 
Cmponed  and  Domestic  Gingliams,  and  Pure  Linens. 
Prices,    $2.7.5— $16.50. 

Taffeta,    iVIignonette,   Crepe  and  Cliarmeuse.  Prices. 

^^^'I'^lf^-r-      Baronette    Satin    '*W3,    $6.75  up. 

PROMPT    „,  .,    ,  .  .  

*  SHIPMENT  'Or  sampie  assortment 

DRESS  CO.,  36  W.  32nd  St.,  New  York 


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-12G  W.  26th  St.  New  York 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on  ^ 
Silk,  Taffeta,  Georgette  ^ 
and    Crepe    de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The  Little  Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone,   Chelsea  1113 


DJR^SS; 

Made  by 

MITCHELL  BROS. 
367  W.  Adams  St. 

CHICAGO 


CO. 


Adams  Street, 
at  the  Bridge 


Good  Values 
Exclnsi-re  Styles 
Tricotlnes 
Serges 
Jerseys 
Satins 
Georgette 
Taffetas 
*15.00  to 

$40.00 
Send  for 
samples. 
Prompt 
deliveries 


DRESSES 


Tel.:  Watkins 
7350-7351 
158  W.  29th  St.    New  York 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


CHILDREN'S  WEAR 


PLA YSUITS 


YOUR  HELP  SITUATION  jo  DAY 


Can  be  solved  by  the  aid  ol  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THE  GRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 
New 
York 
City 


WAISTS 


Du'^rack-l^avis  Co. 

-p^jjgners  end  VfanuPacnirCTS  oP 

6Kclu5ive'Plou5e5^ 

21^  Wesr  Vlannoe  ^Treer 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago 


THE 

Cotton      HIRSCH-  Silk 
Waists       STRAUSS  Blouses 

CO. 

Sample!  gladly  tubmitl^d 
16  So.  Market  St.,  Chicago 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


SiONlWmX 

WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldj? Baltimore,  Md. 
*N.  Y.  Office:  1182  Broadway.  Room  906. 


KOVERA 


Patented  January  8lh  1918 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway.  N.  Y. 
Frankfort,  Ind. 


U  R 


Ttie  Economy  Camettf' 

"America's  Play  Garment" 

Is  as  well  made  as  the 
famous  OuteraU  one-piece 
work  garment,  '\ssorted 
styles.  Samples  on  request, 

Michigan  Motor  Garment 
Go,i  GreenvlllOi  Mich 


(;OTTLIEB  BROS. 

VJ      MANUFACTURING  FURRIERS 

Popular  FUR  House 

OF  AMERICA 

22-24  WEST  27S' ST.,  NEW  YORK, 
CHICAGO  OFFICE-  223  JACKSON BOUIEVABO 

W.  F  DROEfiEMUELLER 
SAN  FRANCISCO  OFFICE-  I35KEARHY  ST. 


GJ 


CORSETS 


MUSLIN  UNDERWEAR 


ACKMAN'S 

F  U  R  S 

"America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


52r 


GnEciAN-lhcco 
Maternity  and 
Post-Operation  Corset 

Grecian-Hjeco  Fabric  Modem  Hy^^icnic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  sample 

Benjamin  6  JoKnes, Newark, N.J. 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


Mail  Order  Houses 
Often  Mislead 

Report   o£   Associated  Advertising 
Clubs    Cites    Many  Instances 
Where  Copy  Has  Carried 
Wrong  Statements 

Frequently  it  has  been  stated  that  mail  or- 
der firms  obtain  the  confidence  of  their  cus- 
tomers and  so  retain  their  trade  by  paying  at- 
tention to  strict  accuracy  in  the  descriptions 
of  goods  advertised  in  their  catalogs.  While 
this  may  be  so  in  most  instances,  that  it  is  by 
no  means  universally  true  is  attested  by  a  re- 
port of  the  Associated  Advertising  Clubs  of 
the  World  which  records  a  number  of  cases 
where  it  was  necessary  to  advise  mail  order 
firms  of  misleading  and  entirely  false  state- 
ments in  their  copy. 

Some  of  the  instances  cited  were  cases 
where  fabrics  were  improperly  identified.  In 
others  the  objection  was  to  overstatement  of 
value.  An  "All  wool  serge  dress"  had  proved 
to  be  a  cotton  serge  and  an  "All  silk  poplin 
dress"  was  silk  and  cotton.  "Ramie  linen" 
was  applied  to  a  cotton  garment  and  lisle  hose 
were  described  as  "Silk  lisle." 

False  Descriptions 

In  overstating  values  a  "Silk  poplin  skirt" 
was  advertised  at  "$2.98 — elsewhere  $6  or 
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$8."  It  was  good  value  at  $2.98  but  ordinarily 
retailed  at  less  than  the  value  claimed.  The 
same  fault  was  found  with  the  description  of 
a  lingerie  set  and  one  for  a  child's  coaster. 

One  case  also  was  noted  where  a  firm  ad- 
vertised shoes  direct  from  the  factory  be- 
cause it  controlled  the  factory,  and  another 
used  a  cut  which  was  not  applicable  to  the 
goods  described.  In  several  instances  trade 
names  which  were  misleading  as  to  the  make- 
up of  fabrics  were  used. 

That  Fabulous  Exactitude 

These  offenses  are  no  greater  nor  any  less 
because  they  happen  to  be  those  of  mail  order 
firms.  They  do  indicate  that  the  vaunted  ex- 
actness of  mail  order  catalog  descriptions  is  a 
fable ;  but  they  do  more.  They  point  to  a  very 
obvious  method  of  offsetting  to  a  degree  the 
effect  of  the  mail  order  houses'  catalog  adver- 
tising. It  is  for  the  retailer  to  take  special 
pains  to  see  that  his  own  advertising  is  free 
from  the  slightest  taint  of  exaggeration,  mis- 
statement or  even  misleading  hint. 

That  customers  do  not  know  the  goods  as 
the  store  force  does  is  often  forgotten.  A 
buyer  and  his  salespeople  may  be  perfectly 
well  aware  that  a  "Silk  lisle"  hose  has  nothing 
of  silk  about  it  or  that  "Silkofab"  is  simply  a 
cotton  material  with  a  glossy  finish.  But  both 
terms  imply  a  quality  that  is  not  in  the  goods 
and  customers  are  misled.  Make  your  copy 
as  exact  in  detail  as  though  every  customer 
were  going  to  check  up  on  you.  Then  there 
won't  be  any  chance  of  your  being  misunder- 
stood. 
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(Continued  from  page  19) 

written  for  several  million  years.  These 
thoughts  are  merely  those  of  one  of  the 
crowd  that  has  had  to  listen  to  rantings  and 
railings  and  predictions  and  stories  of  coming 
afflictions  until  he  had  to  get  it  out  of  his 
system. 

If  the  reading  of  this  article  causes  you 
to  talk  a  little  more  of  the  good  times  to  come 
it  will  have  been  more  than  worth  while.  It 
will  have  played  a  big  part  in  business,  for 
what  we  need  to-day  is  more  assurance  and 
less  foreboding;  more  confidence,  less  con- 
doling ;  more  rowing,  less  drifting ;  more  facts 
and  less  fallacies. 

I  know  that  thinking  of  present,  past  and 
future  calamities  (?)  along  the  lines  men- 
tioned above  has  kept  many  gray  hairs  out 
of  my  head.  And  during  these  peculiar  times 
I  am  able  to  go  to  bed  and  sleep  for  ten  hours 
peacefully,  unless  I  ate  some  cheese  or  some- 
thing that  makes  me  dream  of  falling  from 
great  heights.  Even  then  there  is  nothing  to 
worry  about,  for  I  never  light. 


The  Superior  Underwear  Co.,  Piqua,  Ohio, 
has  leased  half  a  floor  in  the  Burns  Building 
at  323  West  Jackson  Boulevard,  Chicago,  at 
which  address  the  flrm's  offices  and  stock  room 
will  be  located  from  now  on.  The  present  ad- 
dress is  the  Lytton  Building,  14  West  Jackson 
Boulevard. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


Art  Silk  Tuxedo 
Coats  and  Sashes 

BATHING  SUITS 
THE  ROSE  KNIT  GOODS  CO'. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  Bldg.,  1270  B'way 


Wonora  Knitting  Mills 
SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26West  23rd  St.,  New  York  City 

Chicago  Rep.,  R.  GOSLING,  209  Medinah  Bldg. 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


LADIES  FULL  FASHIONED 


SI  Lie 
HOSIERY 


J.R.Beaton  Co.,I 


329  Fourth  Ave. 


nc.i 


New^brk 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladie8'SilkLi8le,$3.75 

AU  Colors 

LACE  INSERTED  HOSE 
HOSIERY        ^^^-^^  'f^^-"" 

HOtjIEKY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


socks  'for  wear 

From    Mill  "  Retailer 

9ffPie  I^r  SAMPLES  wPraCES 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 


LABELS 


.r^  ..^    k'^  ^-^/""^ . 
tWOVEN  EN6i?AVE0  EMBOSSED  &  PRINTED 

FOR   ALL  WEARING  APPAREL 

r/Eo:iNr  freeman 

404  S.WELLS  STREET  CHICAGO 


ta''d%„tr'  TheTrad,f 

the  genuine  .  W 

Racine  Feet.  The  Trade  Mark  with  a  repuutioo reputation  B 

^    RACINE  FEET  KNITTING  CO. 

■  BELOIT,  WISCONSIN 


"Made  in  U.  S.  A." 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &Co. 

Selling  Agents 
345  Broadway      New  York 

"1^0  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RlUCRSIDEKNiniNG  MILLS 

READING  PA. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAIT! 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 

149  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 


SHOES 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes  A 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO 

PHILADELPHIA,  PA. 


Ladies  COMFORT  Shoes 

Soft-Flexible  Leather 


low  SZ.B'i  Pair 

Other  Sryles  on  R^uest 
(klade  in  CX)  E  F.E  -vidths 

Sold  in  3b  Pdir  Lots  

FOB  Factorv 

THE  HELD  CORPORATION 

•*!  UNION  SQUARE     NE"W  YOR-K 


HIGH  S3  J5  Pair 


IT    BENDS    SO  EASY" 

No.  142— Glazed  Kid  Vamp,  Ihjll 
Kid    top,    7    inch   Flexible  Welt, 
Sofsliu,     Tip.     W2    inch  common 
sense  heel,  20  last. 
B-iVz  to  9;  C-4  to  9:  D, 

£-31/2  to  9  S5.75 

Add  30  cents  for  sizes  8%  and  9, 


The  HOLTERS  COMPANY. 


Men's 
Fine 
oes 

Rockland 
Quality 


An  Easy  Index — - 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 
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This  Store  Turns 
Stock  Quickly 

Buying  Policy  of  Jones  &  Co.,  Provi- 
dence, R.  I.,  Helps  and  Tastes  of 
Public  are  Accurately  Measured 

In  Providence,  R.  I.,  there  is  a  store  which 
turns  its  stock  eight  times  every  year,  which 
is  no  mean  average.  The  management  is  quite 
proud  of  the  stock  turnover  and  almost  equally 
proud  of  its  labor  turnover,  which  is  practi- 
cally nil.  Jones  &  Co.  is  the  store's  name,  and 
this  year  it  celebrates  its  thirty-fourth  anni- 
versary. 

Turnover  can  be  figured  in  several  ways 
and  each  way  will  give  a  different  result;  but 
the  store  figures  its  result  by  dividing  the 
total  sales  for  the  year  by  the  retail  value  of 
the  average  stock  carried  and  that  this  brings 
out  a  figure  of  eight  turnovers  shows  there 
is  something  about  the  merchandising  pro- 
gram which  makes  for  a  steady  and  speedy 
flow  of  goods  in  and  out. 

The  Buying  Does  It 

This  "something"  is  a  buying  policy  that 
provides  for  the  purchase  of  only  one  month's 
supply  of  goods  in  any  single  month,  except  for 
two  months  in  the  year,  plus  a  low  labor  turn- 
over that  keeps  the  same  salespeople  serving 
customers  until  they  are  well  acquainted  and 
have  a  mutual  regard  and  confidence. 
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To  achieve  this  turnover  record  a  very  close 
scudy  of  the  demands  of  customers  and  of  the 
character  of  the  goods  themselves  is  neces- 
sary. As  there  are  but  nine  departments,  and 
of  the  twenty-five  people  employed  six  are 
rated  as  department  heads,  charged  with  this 
study,  it  may  be  seen  how  thoroughly  it  is 
done.  These  department  heads  know  by  ex- 
perience not  only  what  will  sell  but  how  much 
of  a  given  article  can  be  sold. 

The  Stock  Keeps  Moving 

The  policy  of  keeping  the  merchandise 
current  moving  was  followed  even  during  the 
era  of  rising  prices,  when  there  was  a  good 
deal  of  temptation  to  buy  ahead  in  large 
quantities  and  take  profits  based  on  a  higher 
market.  Charles  W.  Bubier,  present' owner  of 
the  store,  continued  all  along  to  buy  only  as 
he  could  sell,  and  the  result  was  that  when  the 
market  broke  there  was  no  taking  of  heavy 
losses.  Furthermore,  no  reduction  sales  had  to 
be  held  and  customers'  confidence  remained 
unshaken  during  the  readjustment  period— in 
the  case  of  this  store,  a  very  short  one. 

The  management  is  convinced  that  there  is 
a  very  close  connection  between  labor  and 
merchandise  turnover.  Customers  get  to  know 
and  to  trust  the  salespeople  they  see  year  after 
year.  Salespeople  know  their  merchandise  in 
every  detail.  New  employees  are  deficient  in 
these  respects  and  turnover  slows  down  when 
they  keep  coming  and  going. 

The  Labor  Angle 
During  the  years  when  high  industrial 
wages  brought  many  changes  in  the  average 


store,  Jones  &  Co.  employed  but  one  new  girl. 
The  employees  stuck.  They  were  satisfied 
where  they  were.  It  is  believed  that  this  fac- 
tor has  helped  customer  confidence,  too,  be- 
cause seeing  the  same  faces  year  after  year, 
people  arrive  at  the  conclusion  that  it  must  be 
a  pretty  good  store  to  hold  its  employees  so 
well. 

The  advertising  policy  of  the  store  has  been 
along  very  conservative  lines.  Nevertheless, 
customers  seem  to  have  realized  that  it  never 
has  had  to  unload  a  lot  of  hoarded  goods  and 
have  bought  readily  in  response  to  advertis- 
ing lacking  sensational  elements. 

Small  Space,  Large  Sales 

The  store  has  an  area  of  slightly  less  than 
3000  square  feet.  What  can  be  done  in  such 
a  space  is  evidenced  by  the  fact  that  during 
last  year's  anniversary  sales  $12,000  worth  of 
goods  was  sold  in  two  days.  This  year  the 
figure  should  be  $15,000,  as  sales  so  far  have 
run  25  per  cent  ahead  of  1920. 

Its  window  space  is  unusually  large,  as 
117  feet  of  one  side  is  on  a  much-used  arcade, 
and  with  twenty-five  feet  front  this  allows 
big  display  opportunities.  However,'  little  in 
the  way  of  extravagant  display  is  attempted, 
the  allowance  for  flowers  and  similar  acces- 
sories being  very  small  indeed.  The  windows 
are  largely  strictly  merchandise  affairs. 

Conservative,  truthful  advertising  plus 
bread  and  butter  windows  help  business;  but 
after  all  the  big  thing  is  just  the  idea  of  small, 
frequent  buying  and  selling  the  goods  as  they 
come  in. 
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"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  CMoago 


Liberty-Belle 

HAIR  PINS 

Cabinets  Tubes 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


V  HmrNei/ 

(Human  Hair) 
COSMOS  TRADING  CQ 

229  -^255    FOURTH  AVE,-  N  Y 


REAL  HUMAN  HAIR 

INVISIBLE   -  SANITARy 

GUARANTE  EO 
SATISFACTION 

EGO  TRADING  CO. 

i.jiion  s-i..  N.  Y.  Cliy 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

•'Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boston,  Mas'- 


RETAIL  A  r  RETAIL 

SILK  HAIR 

E  M  ITTELSTAEDTiHc.  h^^M^ 


REAL  HAIR 
NETS 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 

231  West  39lh  Street  New  York  CitT 


SANITARY  NAPKINS^ 

^  I  III  II  '  rr"^^^ 
B  E  LT  S^3lg(^|ig!frr^ 

TTC  GOODS 

t \^WhX^J0^{r O R  INFANTS 
I  AND  WOMEN  r 

^r62"St8,GirarcLAve  PHILADELPHIA, 


BOOKS 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


j  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  SteeL 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  In 
your  district. 

The  ANSONIA    NOVELTY  Co. 

AHSOHIA,     CONN.  U.S.A. 


VEVERSHARP"25'5p^754 
^,,,SCISSORSS  , 


THE      x2  ,j  ^  ^ 
THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTIiY 

ITHE  EVERSHARP  SUEAR  OD, 

BRIDGEPORT  CONNECTICUT 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

Tlie     Effbee  Com- 
pany 

Mfrs.    of   Ladies   Hand  Bags 

All   Styles   and  Prices 
300-308      So.      Franklin  P 
Chicago.  111. 


-     T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Woven  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


KIRBY,BEARD  &CO.Birniingham,Eng. 

«  Hair  Pins,  Pins,    Needles,  Needle  Cases  n 


MUSIC  PUBLISHERS 


200%  Profit 

That  should  appeal  to  yon 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  /or  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


mm  ¥®u  SILL 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    NEW  YORK 


The 


SANITARY  NAPKINS 

Conveniently  and  attracUveJy  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
200  Broadway    New  York  City 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  President 

■  (J  ■  Foreign &Domestic  y 

^  NOTIONS^ 


Sole  Agents  for  the  Lightning  Needle  Co.  is 

27-33  West  23rd  Street  New  York  CilT 


KEEP  ^RA^^ 

1  L\ne  of 
ocketbcokr  Game 

Collar  Ba^  Manicurey  Etc 
A.L..  R-EEDCO. 

■37  3 -FIFTH  AVE.  NEW  YORK. 


Store  Distributes 
Valuable  Data 

Loveman,  Joseph  &  Loeb  Glean  In- 
formation in  Vital  Subjects  from 
Government  Reports 

The  Government  has  a  new  ally  in  distrib- 
uting the  mass  of  information  on  vitally  im- 
portant subjects  which  it  has  spent  many  mil- 
lions of  dollars  to  gather.  The  new  agency  is 
the  recently  established  Washington  office  of 
Loveman,  Joseph  &  Loeb,  Birmingham,  Ala., 
and  the  reason  for  its  existence  and  the  man- 
ner of  its  working  is  a  new  note  in  retailing. 

Somebody  in  the  store  conceived  the  idea 
that  a  great  part  of  the  valuable  information 
collected  by  governmental  agencies  does  not 
reach  the  people  it  is  supposed  to  benefit. 
Therefore,  as  a  move  in  the  public  interest,  as 
a  prestige  builder  and  a  business  builder  an 
office  was  established  which  takes  the  volum- 
inous Government  reports  on  a  variety  of  vital 
subjects  and  from  them  prepares  shorter, 
more  easily  read  folders  for  the  use  of  the 
people  of  Birmingham  and  surrounding  coun- 
try. 

The  first  subject  taken  up  was  "Pre-natal 
Care,"  discussing  diet  for  expectant  mothers, 
food,  clothing,  etc.  Other  topics  will  be  taken 
up  later,  especially  those  touching  on  child 
care  and  the  household.  A  special  advertise- 
ment was  run  with  the  head,  "Millions  of 
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Dollars'  Worth  of  Information  Free  For  the 
Asking,"  in  which  the  work  of  the  office  was 
outlined.  Succeeding  ads  will  tell  new  sub- 
jects to  be  reported  on  so  that  interested  per- 
sons may  write  for  the  folders.  The  Wash- 
ington address  is  printed  at  the  end  of  the  ad 
with  the  injunction  to  cut  it  out  and  paste  it 
on  the  letter  to  facilitate  mailing. 

As  soon  as  the  inquiry  is  received  in 
Washington  the  requested  matter  is  for- 
warded with  a  nice  letter.  Then  the  inquiry 
is  sent  to  the  home  store.  Here  it  is  invalu- 
able to  the  promotion  department.  All  in- 
quiries are  listed  with  names,  'phone  num- 
bers and  addresses.  Letters  are  written 
which — in  connection  with  the  first  folders — ■ 
mention  the  store's  trained  nurse  or  per- 
sonal shopper.  In  many  instances  the  person 
is  'phoned.  By  this  means  not  only  are  cus- 
tomers benefited  but  the  store  secures  the 
names  of  many  prospective  mothers,  informa- 
tion difficult  to  obtain  in  any  other  way.  Ob- 
viously, however  much  of  public  benefit  there 
may  be  in  this  system  there  is  a  business- 
building  prospect,  too.    It  is  a  good  idea. 


0.  R.  Christensen,  for  many  years  associ- 
ated with  the  H.  W.  Gossard  Co.,  Chicago,  has 
been  appointed  general  sales  manager  of  the 
Royal  Worcester  Corset  Co.,  Worcester,  Mass. 
His  permanent  headquarters  will  be  in  Chi- 
cago. 

The  Smith-Kasson  Co.  of  Cincinnati,  Ohio, 
has  appointed  Miss  Helen  Jergens  as  assistant 
buyer  of  ready-to-wear.  Miss  Jergens  was 
formerly  connected  with  the  John  Shillito  Co. 
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Omaha  Retailers 
Do  Brisk  Trade 

Business  During  April  Better  Than 
That  for  Same  Period  Last 
Year 

Omaha  Correspondence  of  the  Dry  Goods  Economist. 

Business  in  local  stores  during  April  went 
well  ahead  of  the  same  period  for  1920.  To 
keep  up  the  volume  during  May  the  usual 
white  sales  are  being  pushed  more  vigorously 
than  ever.  The  Eldredge-Reynolds  Co.  has 
used  a  lot  of  direct  advertising  of  its  jubilee 
sale,  with  excellent  results.  Five  hundred 
night  letters  were  sent  to  the  city's  society 
folk,  five  thousand  blotters  placed  on  the  desks 
of  business  women  in  downtown  stores  and 
offices  and  twenty  thousand  circulars  were  dis- 
tributed in  homes.  Besides  the  advertising  in 
the  local  dailies,  ads  were  placed  in  twenty-two 
county  papers  reaching  a  territory  within  a 
fifty-mile  radius  from  Omaha.  In  this  store 
several  men  are  forging  ahead  of  female  sales- 
people in  selling  women's  silk  knit  underwear, 
and  the  non-selling  force  is  doing  well,  too,  one 
stock  girl  getting  many  responses  from 
friends  to  whom  she  has  written. 

F.  W.  Schrimpf,  head  of  the  linen  depart- 
ment of  J.  L.  Brandeis  &  Sons  for  eight 
years,  has  resigned  to  take  charge  of  linens, 
domestics  and  yard  goods  for  T.  S.  Martin  & 
Co.,  Sioux  City,  Iowa. 


NOTIONS  &  FANCY  GOODS 

BABY  GOODS 

BABY  GOODS 

YARNS 

 '  —  —  1  —  ^  ■  — — ^  ■  1  1  —  ^  1 

SAMPLE!  ON  REQUEST 


WSDON( 
SAFEXyPINS 

VAeAPomtP/n" 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  fInISH 
LONO  TAPERING  POINTS-NON-PULLING 
CAPS  «  GUABDS  SECURELY  ASSEMBLED 


KISDON  MFG.  CO.,  Naugatuck .  Conn. 


"SELECTE"  NOTIONS 

■iinaigMiiMiiM^ 

CMALL  wares  and  fancy  goods  at 
lowest  prevailing  market  prices. 
Sole  Agent  for  D.  F.  Tayler  &  Co.'a 

PINS   AND  HAIRPINS 
GOTHAM  LEATHER  GOODS  CO. 

Small  Wares.  Fancy  Goods  &  Buttons  . 
222  Fourth  Ave.  at  18th  SUNewYork  Boston  Office  67  QiianfyStj 


Creators  of  boxed 
Gift  novelties ^^ilJ 


RCPUSLIC 
BUILDING 
CHICACCX 


PRESTO^  STUDIO  S 


_  DJ3TF31BUT0H3 
223  FirxA  AVE.  NE V  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKE.T         .  I. 


Do  you  need  a  good 

BUYER? 

display  man? 
advertising  man? 
card  writer? 

Economist  Want  ads 

BRING     BEST  RESULTS 


JSoas  3^tt)bomraft  Company 

DESIGNERS  and  MAKERS 
of 

&at6  lov  JSab?  aria  itlilabp 
31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


INFANTS'  GOODS 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles— 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Drawess. 
The  pioneer  expert  line, 
Icnown  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  new,1^ork 


BABY     N  OVE  LT  I  E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St,  N.  Y. 


Richard  G.  Krueger 

Manufacturer 
bhowroom 
and  studio: 
S95FouhthAve.  newyork 

BEND  FOR  CATALOGUE 


DOLLS   &  TOYS 


Roily  Rattle — it  Floats.)  Water  Baby — in  assorted 
Assorted  characters  at       I  styles  $2^5  to  $  1 5 

$4;  $6  &  ITS"  I 

Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

Sig.  Schwartz  Co. 
110W.32ndSt.,  N.Y. 

Send  for  catalog  10 


riginal  SANITARY  Nursery 
Playthings  for  BABY 

Send  for  a 


$25  or  $50  Rile  Assortment 


Rattledy  Rites 


It's  the  Rite  Line 

Eeo  jmoc-SCt  Snc. 

No.  119  West  42nd  St., New  York 

Opposite  Bush  Bldg. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No,  31 

J.B.TIMBERLAKE 

&  SONS.  Mfrs.r 
ilackson,  Michigan 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers*  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


PILLOWS 


^rgRf  PILLOWS 

wwMii*    assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


Pennant 
Darning  Cotton 

30yd.;8-ply;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett  &  Orswell  Co. 
Pawtucket,  R.  I. 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


FIBRE  LUSTRE 
SILK  YARN 

Now  In  Diamond 
Wound  Balls 


■'Trade   Mark  Reg." 
CARVER-BEAVER   YARN  CO., 

356  Broadway.  New  York 


INC. 


FLOOR  COVERINGS 


NAIRN 

LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveslon, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  A  gen  Is 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


'Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 
Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 
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New  Springfield 
Store  Completed 

Ohio  Establishment  Is  Five  Stories 
in  Height  and  of  Concrete 
and  Steel 

The  new  store  erected  for  the  occupancy 
of  the  Kaufmann  Store  Co.,  Springfield,  Ohio, 
is  completed  and  in  a  recent  visit  to  Spring- 
field an  Economist  staff-member  found  that 
many  of  the  fixtures  and  other  equipment  had 
already  been  installed. 

The  store  occupies  a  corner  site,  bUx»U  It. 
It  is  of  steel  and  concrete  construction,  five 
stories  in  height,  with  basement.  The  mam 
floor  is  devoted  to  furnishings  for  men  as  well 
as  for  women,  together  with  women's  neck- 
wear, fancy  leather  goods,  laces,  embroid- 
eriesi  ribbons,  handkerchiefs,  notions,  and 
men's  hats  and  caps. 

On  the  second  floor  are  the  men's  clothing 
and  boys'  clothing  and  furnishings. 

The  third  floor  is  given  up  to  domestics, 
linings,  silks,  dress  goods,  wash  goods,  and 
other  fabrics,  as  well  as  corsets,  women's  un- 
derwear, aprons  and  waists. 

Women's,  misses'  and  children's  ready-to- 
wear  and  millinery  will  be  located  on  the 
fourth  floor. 

It  is  expected  that  the  fifth  floor  will  carry 
rugs  and  draperies,  in  addition  to  the  offices. 

In  the  basement  there  will  be  the  stock- 
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rooms  and  the  receiving  and  delivery  depart- 
ments, as  well  as  lockers  for  the  employees. 

Throughout  the  store  the  fixtures  are  in 
mahogany  finished  birch.  The  cash  is  han- 
dled by  multiple  drawer  registers,  with  the 
automatic  OK'ing  telephone  system  for  charge 
sales.   The  store  is  lighted  by  500-watt  lamps. 

The  display  windows  have  walnut  backs 
and  are  equipped  with  a  modern  lighting 
system,  which  shows  colors  in  the  nearest 
possible  equivalent  to  daylight. 


Charlotte  Features 
Three-Piece  Suit 


Special  Sales  Idea  Has 
Own  Drawbacks 

However  desirable  it  may  be  to  "beat  last 
year's  sales,"  there  are  drawbacks  to  plans 
laid  with  this  end  in  view,  says  one  of  the 
leading  resident  buyers  in  New  York.  Records 
for  the  first  part  of  1920  were  made  when 
prices  were  at  their  highest  point,  and  in  order 
to  go  ahead  in  sales  for  the  corresponding 
period  of  1921  business  must  be  forced. 
Special  sale  after  special  sale  has  been  and  is 
held  by  devotees  of  the  great  god  volume. 

These  sales,  this  buyer  believes,  really  are 
brakes  on  the  wheels  of  legitimate  merchandis- 
ing. They  educate  the  public  to  buy  only 
when  prices  are  marked  down.  Such  series 
of  sales  undermine  stability.  Stores  are  full 
one  day  and  half  empty  the  next.  It  is  time 
for  retailers  to  return  to  a  system  in  which 
good  merchandise  at  fair  prices,  every  day  in 
the  week,  is  substituted  for  the  artificial  stim- 
ulus of  special  sales,  he  concludes. 


Paris  Office  of  the  Dry  Goods  Econo- 
mist, 2  Rue  des  Italiens 

CHARLOTTE  features  separate  coats  and 
three-piece  suits  in  velvet,  fur-trimmed 
and  braided.  Her  suit  jackets  cover  the 
knees,  are  unbelted  and  in  semi-fitted  effects. 
Coats  at  this  house  are  in  full  length  and 
have  bloused  or  cape  backs  or  cape  effects 
over  the  sleeves. 

Paneled  effects  and  straight,  loose  bands 
hung  from  belts  and  extending  below  the  hem 
of  the  skirt  are  still  featured  in  dresses  and 
coats. 

Afternoon  dresses  in  colored  lace  and 
georgette  are  conspicuous,  notably  in  brown. 
Full,  pointed  tunics  are  still  emphasized.  The 
waist  line  is  low  or  normal.  Marked  use  of 
heavy  silk  cords  and  tassels.  Heavy  black 
satin  and  wide  shawl  collars  are  a  pronounced 
note  everywhere. 

Madeleine  &  Madeleine  continue  the  long, 
straight  silhouette  with  flare  at  bottom  in 
coats  and  dresses.  Suit  jacket  models  gen- 
erally are  beltless.  Collars  of  dresses  are 
high.  Sleeves  are  set  in  at  normal  and  are 
long  and  wide  at  wrist.  This  house  also  uses 
much  braid,  as  well  as  stitchings  in  metal 
threads  on  wool  fabrics.  Monkey  fur  is 
favored  by  Madeleine  &  Madeleine. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


CURTAINS 


DISPLAY  FIXTURES 


HANGERS 


WRITE  FOR  CATALOG^ 


BEHLES-BLUTHENTHAL  CO. 

STORE  FIXTURES 


TENNESSEE. 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
tor  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
Insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
formation  Dept.,  239  West 
39thSt.,N.  Y. 

Wholesalers   &  Importers  Only 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


GALVA 


Illinois 


EVERYTHING  IN  FIXTURES 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  GO. 

232  West  Jackson  Blvd.,  Chicago,  111. 


3  in  1  Air  Brushes 


Made  in  all  sizea.     Better  in  every  way  for 
show  card  and  window  bacliground  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


BALDWIN 
p^kag^''  Carriers 

glTP   most   serrice  for  the 
money.    For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicago 


FLYER 


Putnam's  improved  Cloth  Chart 


Write 


THE  A.  E.  PUTNAM  COMPANY,    Washington,  la. 


<!2c^o  25 ridge  Curtatnsf 

Plain  and  Novelty  Curtalna. 
Double  Bordered  Voiles  and  Marquisettes. 
The  Unes  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  Yorfe, 
entrance  aronnd  the  corner  on. 
Tliirty-flrst  Street. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


UPHOLSTERY  MATERIALS 


Cloth 
Covered  Stock 
Boxes 

MADE  WITITWOOD    FnAME.     0I\T5  YEAES 

OF  SEIlVIf'E 
Guarantw.d  dust  proof,     I>'t  ns  estimate  on 
your   ii'-i-da.     Cat-uloK-.   on  ri-qucst. 
CLASSTONE  &  ALLEN 
4S  N.  Division  .St.  Buffalo,  N.  Y. 


furniture 
equipment 

'MANUFACTURERS  FOR  OVER50YRS. 


EISCHMANNCO 

229  fo  239  West  36tli  Street,  N,  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figtire  self- 
supporting. 
Write  ior  New  Catalog 
French 

  Wax  Figure  Company 

70  ~\Vest   Water   Si..    Milwaukee,   Wis.;  715  Medlnah 
Bldg..  Chicago.  111.  ' 


PAPER  SHREDDERS 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
wil  1  help  you  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3S47W.  4th  St. .  Cincinnati ,  Ohio.  U.  S.  A. 


The  McCaskey  register  Co. 

Al  LIANCE.  OHIO 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc.,  in  your 
adfertising  means  sure  results.bigger 
business,  better  profits.  An  exclusive 
•ervicefor  the  best  retailer  in  every 
lown.  Full  details  FREE  upon  re- 
quesL 

THE^>CONOMY  SERVICE 
231  W.  39tli  Street  New  York  City 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomfeldt  &  Rapp  Compati]! 

108  N.  Jefforson  Street 
CHICAGO,  ILL 


Stop  Hiding  Your  Merchandise.  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
•ittractive  displays.    Malie  it  easy  for  customers  to 
I'.uy— easy   for   you   to  sell. 
'/ .        .  r^.  — -'^rr?  The  S-X  Display  Racks  will 
'('S^!**^-' -"^^1^   ertve   you    lliis    service,  and 
more.     Write  for  circulars. 
SYLVAN 
SPECIALTY 
SHOP  ' 
552  W.  Lake  Sir.; 
Chicago.  Illinois 
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y4  well  arranged  display  of  millinery  by  J.  H.  Richtcr,  for  Younker  Bros., 

Des  Moines,  Iowa. 


A  striking  and  well  balanced  display  featuring  embroidered  silk  net.  By  Henry  Sherrod  for 

Stewart  Dry  Goods  Co.,  Louisville,  Ky. 
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DRY  GOODS  ECONOMIST  STORE  SERVICE  AND  EQUIPMENT  SECTION 


^^^^^^ 


BALTIMORE,  December  20,  1920. 


Speaking 
of 

STORE 
EQUIPMENT 

a  prominent 
retailer 
says — r 


PATENTEES   AND   SOLE  MAKERS 

"BRILLIANT  IDEAL" 

ALL  OLASS   SHOW  CASES 

"ALL-IN-SITE"  "FAULTLESS" 

REVOLVING    GARMENT  WARDROBES 

"EXPANSIBLE" 

UNIT    STORE  FIXTURES 


A  year  has  passed  since  you  completed  the  instal- 
lation of  our  new  fixtures  which  took  in  the  re- 
arrangement of  every  department  in  our  "building  and 
since  then  nothing  has  developed  that  would  suggest 
to  us  where  a  change  would  have  improved  or  proven 
of  added  "benefit. 

This,  in  short,  means  that  your  planning  of  the 
equipment  was  ahsolutely  perfect  hecause  it  has  heen 
my  experience  in  the  past  that  after  a  piece  of 
work  of  this  character  had  "been  completed  a  change 
would  suggest  itself  that  would  have  "been  an  im- 
provement had  it  "been  installed  originally. 

This  I  think  is  the  greatest  compliment  I  can 
pay  you,  and  when  I  add  that  our  store  is  spoken  of 
as  the  handsomest  in  Baltimore,  I  need  not  say  any- 
thing further  to  indicate  how  pleased  we  are. 

Wishing  you  a  prosperous  1921,  I  am, 

Sincerely  yours , 

Signed)  H.  J.  Cahn 

HJC/P 


M.L.HIMMEL  &  SON 

Mam  Office  and  Factories 
BALTI  MORE'MARYLAND 

CO/^PLETE  STORE  EQUIPMENT  OP  &VERV  KIIMO 


boston  sales  rooms 

20  oxford  st. 
memphis  sales  rooms 
216  Madison  Avenue 


NEW  YORK  SALES  ROOMS 

229  E.221P  ST. 
PITTSBURGH  SALES  ROOMS' 
723 '6  LIBERTY  AVE. 


( 
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Checking  Up  of  Drivers'  Reports 
Will  Obviate  Many  Returns 

Business  That  Has  Already  Been  "Sewed  Up"  Often  Slips  Away 
Through  Delivery  Lapses — Investigation  of  Drivers'  Reports  Gives 
Executive  His  Opportunity  to  Repair  Leaks,  at  the  Same  Time 

Minimizing  the  Evil 


FEW  executives  or  delivery  superinten- 
dents give  adequate  attention  to  their 
returns.  Executives  as  a  rule  are  con- 
tented to  accept  them  as  they  are,  but  this  is 
due  to  the  fact  that  they  in  a  great  many 
cases  do  not  come  in  contact  with,  or  receive 
any  reports  covering,  certain  kinds  of  returns, 
and  they  therefore  cannot  be  blamed  for  ac- 
cepting the  return  figures.  Delivery  superin- 
tendents as  a  rule  seem  only  to  vs^orry  about 
getting  the  merchandise  back  to  its  respective 
department  on  a  credit.  Many  returns  and  a 
great  amount  of  work  could  be  eliminated  with 
closer  scrutiny  and  study  of  returns. 

Drivers  have  been  known  to  return  mer- 
chandise with  various  false  reports.  This  can 
be  corroborated  by  referring  to  the  adjustment 
department  and  ascertaining  how  many  com- 
plaints about  merchandise  not  being  received 
were  adjusted  by  duplicating  the  orders.  Most 
drivers  are  honest  in  their  reports,  but  as  the 
opportunity  exists  to  "get  away  with  it,"  no 
doubt  many  take  advantage  of  it.  This  class 
of  driver  is  found  mostly  in  the  large  cities, 
but  we  dare  say  that  they  also  are  found  in 
some  of  the  smaller  centers. 

Returns  and  Disposition 

When  a  driver  returns  a  parcel  with  the 
report  "don't  want,"  "send  again,"  "will  call" 
or  "wrong  address,"  what  steps  are  taken  to 
find  out  if  the  report  is  as  stated?  Of  course, 
"wrong  address"  parcels  are  subjected  to  in- 
vestigation, but  how  about  the  others?  Usu- 
ally a  credit  is  placed  on  the  merchandise,  it 
is  dispatched  to  the  department  in  which  the 
sale  was  made,  and  that  is  about  all. 

Occasionally  a  buyer  or  salesperson  may 
assume  that  the  reason  for  the  return  is 
not  correct  and  take  it  unto  themselves  to 
inquire  further  into  the  matter. 
For  a  few  moments  there  is  quite 
a  rumpus,  especially  in  the  de- 
livery department.    The  driver 
is  hauled  over  the  coals  and  given 
a  lecture.  For  a  few  days  all  re- 
turns are  closely  watched  and 
followed  up,  but  in  a  short  time 
conditions  return  to  what  they 
svere. 


PACKAGE  NOT  DELIVERED 

Returned  by  Run  No.  

Date  

N.  

A.  

CAUSE 


_191_ 


Wrong  Addretf 

Not  at  Home 

Will  Call 

Credit 

Change  to  Charge 

Send  Monday 

Tuesday 

Wednesday 

Thuraday 

Friday 

Saturday 

Check  No. 


No.  I 

with  packages  that  are  returned  by  the  driver 
to  be  sent  out  again.  The  slip  is  filled  in  by  the 
driver  and  placed  under  the  string  of  the  pack- 
age. The  slip  is  removed  from  the  package 
v/hen  the  package  is  sent  out  again,  and  filed 
in  the  adjustment  or  complaint  bureau,  show- 
ing that  the  package  was  sent  out  and  re- 


One  Firm  Sends  Postals 

Many  concerns  realizing  that 
false  returns  are  made  by  the 
Mver,  have  adopted  the  system 
3f  sending  a  postal  card,  with 
1  reply  card  attached,  to  every 
customer  stating  that  a  pack- 
age has  been  returned  with  the 
report  (whatever  it  may  be) 
and  asking  her  to  reply  as  to 
ts  correctness.  This  system 
lias  put  quite  a  check  on  drivers 
and  helpers,  and  they  are  re- 
luctant to  turn  in  a  package 
(vith  a  false  report,  knowing 
that  it  will  be  investigated  as  to  whether  it 
is  correct  or  not. 

The  slip  herewith  illustrated  (No.  1)  is  also 
Jsed  by  a  great  many  concerns  in  connection 


REPORT  OF  DRIVER'S  RETURNS 
Date  


No. 
Re- 
ceived 

No. 
Ad- 
justed 

No. 
Ret'd 

to 
Stock 

No. 
Held 

Remarks 

Wrong  Goods  Sent. 

Claims  Credit  

Will  Call  :.. 

CALLS 


No. 
Sent 

No. 

No  Goods 

No.  on 

Repair 
Tag 

Send 
Again 

Credits 
Issued 

Remarks 

correct  address.  Experience  has  shown  that 
a  portion  were  delivered  safely  the  second 
time — corroborative  evidence  that  they  were 
turned  in  with  a  false  report  the  first  time. 
Of  course  this  method  is  not  fair  to  the  cus- 
tomer if  the  package  is  an  actual  "wrong  ad- 
dress." In  this  case  it  must  be  investigated 
when  it  is  brought  back  the  second  time  after 
the  customer  has  been  kept  waiting  for  the 
merchandise;  whereas,  if  it  had  been  investi- 
gated the  first  time  it  was  returned,  it  would 
have  been  delivered  to  her  on  the  second  trip. 

Calls  or  Credit  Returns 

Requests  from  customers  to  call  for  mer- 
chandise to  be  credited  are  also  treated  very 
lightly  in  some  establishments.  A  customer 
is  never  questioned  as  to  why  she  wished  to 
return  the  merchandise.  As  a  rule,  a  call 
is  issued,  the  goods  are  called  for,  a  credit  is 
issued  and  credited  to  her  account,  or  if  the 
sale  was  a  cash  sale  the  credit  is  kept  on  file 
until  the  customer  calls  for  a  cash  refund  or 
uses  the  credit  on  another  sale. 

Many  times  a  customer  returns  an  article 
simply  on  account  of  the  fact  that  she  was 
not  properly  instructed  as  to  its  use.  This 
is  particularly  true  of  mechanical  appliances 
or  mechanical  housefurnishings.  If  a  cus- 
tomer was  questioned  in  a  diplomatic  man- 
ner as  to  the  reason  for  wishing  to  return 
the  article,  a  great  many  returns  could  and 
would  be  eliminated. 

Saving  the  Sale 

In  many  cases  proper  instructions  per- 
taining to  the  use  of  the  article  could  be 
given  to  her  by  a  representative  from  the  de- 
partment selling  the  merchandise  in  ques- 
tion, or  an  instructor  could  be  sent  to  the 
customer's  home  to  give  a  per- 
sonal demonstration.  In  either 
case  the  sale  would  be  saved. 

The  form  herewith  illus- 
trated (No.  2)  would  also  assist 
an  executive  in  keeping  track 
of  drivers'  returns  and  minimize 
them  if  he  will  but  inquire 
about  them.  This  form  should 
be  filled  in  each  morning  by  the 
delivery  department  and  for- 
warded to  the  superintendent's 
office.  It  will  show  him  at  a 
glance  just  how  many  returns 
of  each  kind  there  were,  and 
what  disposition  was  made  of 
them.  If  he  thinks  that  the  re- 
turns are  too  heavy  he  can  have 
them  investigated. 

A  copy  of  this  form  will  also 
act  as  an  aid  to  the  delivery  su- 
perintendent. 


No.  2 

turned  and  sent  out  again. 

A  great  number  of  stores  send  all  C.  0.  D. 
"wrong  address"  parcels  out  for  delivery  a 
second  time  before  endeavoring  to  locate  the 


Twine  cutters  fastened  to  the 
packers'  desks  or  twine  cutting 
rings  furnished  to  the  packers 
will  go  a  long  way  toward  reducing  the  pack- 
ing expenses.  With  little  training,  packers 
become  proficient  enough  to  tie  a  parcel  be- 
fore cutting  the  string. 
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Each  one  of  these  fixtures 
on  the  first  floor  of  the 
Ernst  Kern  Company  store 
contains  four  complete 
Lamson  service  points 
where  any  clerk  can  handle 
any  sale. 


This  new  automatic 
central  service  sta- 
tion enables  the 
Ernst  Kern  Co.  to 
maintain  very  quick 
average  service  to 
customers  and  at  the 
same  time  to  keep 
operating  expenses 
down. 


MAY  SEVENTH,  NINETEEN  TWENTY-ONE 


FOR  THE  WIDE-AWAKE  STORE  EXECUTIVE 


115 


Boston  Store  Devotes  Entire  Building 
To  Housing  of  Service  Departments 

William  Filene's  Sons  Co.  Assign  Ground  Floor  of  New  Structure 
to  Delivery  Section — New  Method  of  Parcel  Despatch  Saves  Three 
Hours  Daily — Print  Shop,  Laundry  and  Other  Special  Branches 

Are  Housed  Under  One  Roof 


BY  reason  of  the  congestion  which  is  a 
feature  of  the  retail  district  of  Bos- 
ton, the  William  Filene's  Sons  Co.  have 
removed  their  delivery  department  to  a 
building  vs'hich  w^as  recently  completed  at 
some  little  distance  from  their  store.  This 
building  faces  the  Charles  River  and  is 
splendidly  located  for  the  purpose  for  vi^hich 
it  is  employed. 

It  is  a  six-story  and  basement  structure 
of  reinforced  concrete  and  brick.  Each  floor 
provides  14,000  sq.  ft. 

The  ground  floor  is  devoted  in  its  entirety 
to  the  delivery.  The  second  floor  contains 
an  unusually  modern  and  vs^ell-equipped  fur 
storage.  On  the  third  floor  are  a  print  shop 
and  a  laundry,  together  with  restaurants, 
kitchen  and  a  hospital  for  employees  in  that 
building.  The  print  shop  is  employed  in  the 
production  of  booklets,  leaflets,  folders  and 
other  publicity  matters,  and  also  in  getting 
out  such  forms  as  are  used  in  the  business 
when  this  print  shop  of  the  Filene  concern 
can  successfully  bid  against  prices  made  by 
outside  printing  organizations. 

The  laundry  takes  care  of  the  table- 
cloths, napkins,  etc.,  used  in  the  store's  res- 
taurants, both  public  and  for  employees, 
also  of  employees'  uniforms,  the  towels  used 
in  the  store  lavatories,  etc.  Space  is  also 
given  up  on  this  floor  to  a  department  in 
which  special  decorations  for  the  store  are 
prepared. 

The  fourth  floor  is  devoted  to  forward 
supplies  and  reserved  stock.  Manufactur- 
ing is  carried  on  on  the  fifth  floor.  The 
sixth  floor  is  devoted  to  what  may  be  termed 
"general  utility"  purposes,  including  the 
storing  of  large  lots  of  merchandise,  in 
preparation  for  the  Christmas  trade,  for 
example. 

The  front  portion  of  the  basement  is 
given  up  to  the  lockers  for  employees  and 
the  rear  portion  to  the  heating  plant  and 
the  refrigeration  plant  for  the  fur  storage. 

In  close  proximity  to  the  main  building 
there  is  a  one-story  structure  containing  the 
garage  and  car  repairing  shop. 

Parcel  Transfer 

Now,  as  to  the  way  in  which  the  parcels 
are  transferred  from  the  store  to  the  new 
delivery  department:  Over  the  store  en- 
trance on  the  side  street,  through  which 
goods  formerly  went  for  delivery,  and  half 
way  between  the  street  level  and  the  second 
floor,  there  has  been  constructed  what  is 
known  as  the  balcony.  This  balcony  is  close 
to  the  previously  existing  package  chute 
which  formerly  ran  to  the  sub-basement.  The 
chute  now  connects,  however,  with  the  plat- 
form on  the  second  floor  and  also  with  the 
platform  on  the  balcony. 

The  cash  and  CCD.  packages  come 
right  down  to  the  balcony  and  there  are 
routed  by  numbers  and  placed  in  hampers. 

The  charges  are  authorized  on  the  sec- 
ond floor,  where  indexes  of  customers  and 
their  credit  standing  are  provided.  Charge 
packages  as  to  which  additional  verification 


is  needed  are  held  in  the  index  room  until 
further  authorization  can  be  had  from  the 
credit  department  on  the  seventh  floor. 

It  will  be  asked,  how  are  the  packages 
from  the  street  floor  handled  as  well  as 
those  from  the  basement  and  sub-basement? 

All  of  the  C.  0.  D.  and  cash  packages 
from  the  street  floor  and  the  two  basements 
go  to  the  sub-basement  through  the  regular 
chute.  They  are  then  put  in  hampers  and 
brought  up  to  the  balcony  on  a  hydraulic 
elevator,  which  runs  only  to  the  balcony. 

■  A  thoroughly  satisfactory  way  of  han- 
dling the  charges  from  the  street  floor  has 
not  yet  been  worked  out.  At  present  these 
packages  have  to  be  carried  by  hand  through 
the  index  room  on  the  second  floor,  from 


New  Puncture  Proof 
Tire  Shown 

A  new  self-healing  or  puncture- 
proof  tire  has  just  made  its  appearance 
on  the  market.  This  tube  differs  from 
the  past  puncture-proof  tires  in  its  con- 
struction. 

This  type  of  tire  as  a  rule  is  con- 
structed on  a  form  and  then  turned, 
but  in  this  case  the  tube  is  constructed 
in  full  size  without  turning.  There  is 
no  expansion  after  being  blown  up. 
Moulded  into  the  surface  there  are 
about  700  circular  depressions  about 
inch  in  diameter.  When  the  tire 
is  inflated  these  depressions  are  pressed 
against  the  walls  of  the  tire.  They  add 
approximately  30  per  cent  to  the  rub- 
ber surface.  When  the  tube  is  punc- 
tured this  additional  rubber  com- 
presses itself  into  the  cut  and  automati- 
cally seals  it. 


which  point  they  go  into  the  hampers  in 
the  regular  way.  As  most  of  our  readers 
are  aware,  there  are  no  charges  in  the 
Filene  basement  and  basement  balcony. 

Parcels  Travel  Fast 

No  time  is  lost  in  routing  the  packages 
in  the  shipping  balcony,  as  that  can  be  done 
while  waiting  for  the  truck  to  arrive. 

In  loading  the  hampers  into  the  truck 
they  are  placed  in  a  long  frame  of  corru- 
gated iron  of  just  sufficient  width  to  hold 
the  hampers.  Then  one  end  of  the  frame 
is  lowered  so  that  the  hampers  slide  gently 
into  the  truck. 

The  trucks  used  are  two-ton  vehicles 
with  an  extra  large  body. 

On  arriving  at  the  delivery  department 
the  trucks  are  backed  up  against  the  plat- 
form and  the  hampers  pulled  out.  C.  0.  D.'s, 
parcel  post  and  express  deliveries  have  been 
placed  in  separate  hampers  at  the  store,  so 
that  it  is  an  easy  matter  to  transfer  these 
to   the   special   location   provided.  These 


C.  0.  D.'s  go  to  a  wire  cage,  where  they  are 
booked.  The  parcel  post  packages  go  to  an- 
other point,  where  they  are  weighed,  and 
the  express  packages  are  put  in  a  separate 
place  where  they  can  be  properly  taken 
care  of. 

Wagons  Loaded  Outside  of  Building 

Along  one  side  of  the  delivery  floor  of 
the  building  runs  a  belt  and  on  this  belt  the 
packages  that  are  to  go  in  the  concern's  own 
wagons  —  with  the  exception,  as  above 
stated,  of  the  C.  0.  D.'s — are  thrown.  Across 
an  aisle  from  the  belt  are  bins,  duly  num- 
bered, in  which  the  packages  are  placed  ac- 
cording to  the  route.  Access  to  these  bins 
is  afforded  the  drivers  by  means  of  gates 
in  a  wire  screen  which  runs  the  entire  length 
of  the  floor.  Thus  the  drivers  do  not  have 
access  to  the  delivery  department  proper, 
but  only  to  the  bin  in  which  their  own  pack- 
ages are  placed. 

Needless  to  say,  the  C.  O.  D.'s,  after  hav- 
ing been  verified,  are  put  on  the  belt,  the 
same  as  the  Other  packages,  and  go  to  the 
proper  driver,  or  are  sent  to  the  parcel  post 
weighing  location  or  to  the  express  point, 
according  to  the  way  in  which  the  C.  0.  D. 
is  to  be  forwarded. 

It  might  be  added  that  the  drivers  enter 
the  building  through  an  alley  at  the  rear 
and  not  at  an  entrance  adjoining  the  plat- 
form at  which  the  trucks  are  backed  up  and 
hampers  removed. 

Although  the  new  facilities  have  been  in 
use  only  a  short  time,  the  results  have  proved 
extremely  satisfactory.  An  Economist  staff 
member  was  informed  by  an  official  of  the 
Filene  concern  that  a  saving  of  three  hours 
per  day  has  been  effected  in  delivery.  The 
firm  delivers  by  its  own  drivers  and  wagons 
within  a  radius  of  ten  miles,  using  express 
companies  for  packages  to  be  delivered  at 
greater  distances. 

Store  Controllers 
To  Meet  June  6 

Between  three  and  four  hundred  store 
controllers  are  expected  to  attend  the  con- 
vention of  the  Controllers'  Congress  of  the 
N.  R.  D.  G.  A.,  which  meets  at  the  Hotel 
Sherman,  Chicago,  June  6,  7  and  8.  The 
organization  has  six  hundred  members. 

Perhaps  the  most  important  thing  the 
congress  has  undertaken  is  the  standardiza- 
tion of  accounting  in  retail  stores.  A  com- 
mittee was  appointed  at  the  Cleveland  meet- 
ing last  June  to  prepare  a  report  on  the 
subject.  This  will  be  presented  at  the  com- 
ing convention. 

The  aim  of  the  committee,  which  is  com- 
posed of  seven  of  the  best  men  in  the  store 
accounting  field,  is  to  produce  a  standardi- 
zation plan  which  will  be  available  for  adop- 
tion by  stores  of  all  sizes. 
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No.  412 


Hosiery  Forms 

for   showing   latest  styles 
hosiery  designs. 

Full  length  and  knee  length 
flesh  colored  Papier  Mache 
Hose  forms. 

(Knee  length  flat  foot  with 
or  without  base.) 


No.  409 
Boy's  Standing 
Figure 


Quality 

Fixtures  for 
every  part  of  your 
Window  Display. 

Our  catalogs  are  full 
of  ideas  and  show 
hundreds  of  useful  and 
practical  fixtures; 
"Built  right 
and  designed  right," 
for  the  purpose 
and 

business  of  SELLING 
your  merchandise. 


No.  546 


No.  336 
Piece  Goods 
Holder 


Ask  us  to  send  you  a  set  of  our 
catalogs  by  return  mail. 

"Windows  First" — a  safety  slogan  for 
business  encouragement. 

Hugh  Lyons  &  Company 

700  South  Street 
Lansing,  Michigan 
at  New  York  in  Chicago 

35  W.  32nd  St.  232  S.  Franklin 

Papier  Mache,  Wood  and  Metal  Display 
Fixtures 


'Make 

Buyers 

Out 

of  Passer sby" 


Latest  style  Models 
Washable 
flesh  colored 
full  enamelled  bust, 
white  jersey  covered 
bodies. 
All  standard 
sizes  in  costume 
forms. 
Junior  sizes 
complete. 

Correct  reproductions 
of  Period  Designs 
in  wood. 


Louis  XVI  Queen  Anne 

Adam  William  and  Mary 

Chippendale 


Louis  XVI  Period  Design 
Waist    and  Costume! 
No.  2203     Forms  complete  sizes.  No.  2249 


Let  Advertising  Ideas  tell  you  each  month 
all  that  is  best  in  retail  advertising — 

Copy,  layouts,  illustrations,  typographic 
effects,  headings,  signature  cuts,  campaigns. 

Each  issue  of  Advertising  Ideas  contains — 

(1)  Pages  filled  with  reproduc- 
tions and  constructive  com- 
ment of  retail  store  adver- 
tisements from  different 
sections  of  this  country  and 
Canada. 

(2)  Copy  and  editorials  culled 
from  the  newspaper  ads  of 
live  retail  stores. 

(3)  Many  special  articles  that 
will  give  you  practical  ideas 
for  putting  new  life  into 
your  store  ads. 

(4)  Lessons  for  beginners  in 
copy  writing  by  Guy  Hub- 
bart,  ten  years  chief  in- 
structor in  advertising  at 
Columbia  University. 

With  each  issue  of  Advertising  Ideas  you 
are  getting  more  than  just  a  digest  of  United 
States  and  Canadian  retail  advertising. 
Each  ad  that  appears  is  reproduced  because 
it  contains  some  novel  idea  for  your  use. 

An  advertisement  is  never  shown  merely 
because  it  is  big  or  because  it  represents 
some  big  store.  It  is  the  idea  you  want,  re- 
gardless of  the  size  or  prominence  of  the 
store. 

If  you,  in  common  with  thousands  of  other 
retail  advertising  men,  find  that  your  desk 
is  piled  high  with  business  papers  and  news- 
papers which  remain  unread  for  lack  of 
time,  there  is  a  definite  place  in  your  organ- 
ization for  Advertising  Ideas. 

Advertising  Ideas  will  save  you  a  lot  of 
"digging" — and  will  show  you  how  to  put  a 
bigger  punch  back  of  your  business. 

Advertising  Ideas  is  issued  monthly  and 
costs  but  $25  for  a  year's  service  of  twelve 
timely  numbers. 

To 

Executives — 

Advertising  Managers — 

Those  in  charge  of  advertising — 

Sample  copy  will  be  promptly  sent  when 
requested  on  your  firm's  letterhead. 

Advertising  Ideas 

239  WEST  39th  STREET 
NEW  YORK  CITY 
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Plan  Your  Seasonal 
Window  Displays 
In  Advance 

Here  Are  a  Few  Suggestions  That 
Will  Come  in  Useful  Some 
Time  or  Another 

SOME  display  men  are  often  caught  un- 
awares; that  is,  they  never  know  just 
what  merchandise  is  going  to  be  ordered 
into  the  windows.  Usually  when  such  an  oc- 
casion arises  they  do  not  happen  to  have  any 
specific  plans  in  mind  as  to  just  what  sort  of 
backgrounds  or  settings  to  use  with  these 
eleventh-hour  demands. 

Other  display  men  seize  upon  every  oppor- 
tunity that  is  offered  them  to  gather  display 
ideas  for  any  line  of  merchandise,  even  if  they 
do  not  find  occasion  to  use  them  at  once. 
These  ideas  are  studied  and  filed  away  until 
demands  are  made  on  them.    Without  a  mo- 


ing-apparel  window.  This  display  was  used 
by  E.  B.  Douglass  Co.,  Miami,  Fla.,  during 
the  recent  Palm  Fete  Week.  The  background 
represents  the  interior  of  a  Florida  home — 
white  walls  with  fluted  columns.  A  tapestry 
is  hung  on  each  wall.  Bronze  picture  mould- 
ings are  used  to  set  off  the  white  walls.  A 
large  archway  is  cut  in  the  background.  A 
painted  drop  is  hung  behind  the  background 
and  portrays  a  part  of  a  bay.  A  real  palm  is 
placed  behind  the  background  and  a  part  left 
protruding  into  the  archway.  The  floor  is  of 
black  tile  with  stripes  of  tan.  The  figure, 
talking  machine  and  floor  lamp  complete  the 
setting. 

The  lower  illustration  shows  a  recent  silk 
window  designed  by  A.  H.  Kagey,  display 
manager  for  Mandel  Bros.,  Chicago.  This 
window  is  an  excellent  example  of  the  unit 
display  idea  and  also  visualizes  some  of  the 
uses  to  which  the  silk  can  be  put.  The  mer- 
chandise was  of  green  and  corn  color.  The 
skirts,  parasol  and  hats  are  made  of  the  ma- 
terial. The  background  is  a  painted  drop 
representing  a  Venetian  scene  set  in  front  of 
the  permanent  background  of  Caen  stone. 


ment's  hesitation  their  possessors  are  able  to 
bring  forth  settings  that  will  meet  with  the 
demands  and  approval  of  everyone  in  the 
store.  To  display  managers  such  as  these 
«  we  offer  the  illustrations  herewith  reproduced. 

Three  Suggestive  Windows 

The  window  at  the  top  was  designed  by  W. 
'  H.  Joyner,  display  manager  for  B.  H.  Levy 
Bros.,  Savannah,  Ga.  This  setting,  while 
simple  in  construction,  makes  an  elaborate 
showing.  The  background  is  of  compo  board 
painted  to  represent  stone,  as  are  also  the  side 
columns. 

In  front  of  this  background  there  is  a 
semi-circle,  also  constructed  of  compo  board 
and  with  the  ends  fastened  to  the  large  center 
piece.  Inside  of  this  semi-circle  there  are 
placed  several  pots  containing  palms.  The  two 
small  figures  are  cut-outs.  Hanging  flowers 
are  fastened  at  points  of  advantage. 

The  seat  with  the  flower  basket  placed 
thereupon  completes  the  setting.  This  win- 
dow setting  can  be  used  to  good  advantage 
either  as  a  Season  Opening  window  or  with 
wearing  apparel  during  the  spring  or  summer. 

The  center  window  offers  an  idea  that  can 
be  used  in  a  twofold  manner — either  for  the 
display  of  musical  instruments  or  as  a  wear- 
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Equipment 
&  Supply 

Buyers' 
Directory 

CARD  WRITING  MACHINE— As  easy 
to  operate  as  a  typewriter — different 
sizes  and  styles  of  letter.  Write  for  de- 
tails. THE  PRINTASIGN  CO.,  702  E. 
40th  Street,  Chicago. 


DISPLAY  FIXTURES— Forms  and 
Wax  Figures  bases  equipped  with 
Frankel'.s  Patent  Felt  bottoms — we  cre- 
atf  newest  innovations.  FRANKEL 
DISPLAY  FIXTURE  CO.,  1146  Broad- 
way,  N.  Y. 


FIXTURES — DISPLAY — Our  line  con- 
sists of  metal  and  wood  forms,  wax 
figures,  hangers.  Also  valances,  artifi- 
rial  flowers.  L.  A.  FELDMAN  FIX- 
TURE CO.,  32  W.  32nd  St.,  N.  Y. 


FIXTURES — of  metal,  wood  and  glass, 
Wax  figures,  papier-macho  forms, 
valances,  etc.  Get  catalogue.  THE 
HECHT  FIXTURE  CO.,  Medlnah  BIdg., 
Chicago,  also  65-67  E.  12th  St.,   N.  Y. 


I  ABELS— WOVEN  LABELS  are  used 
^  on  every  article  of  wearing  apparel. 
Your  name  on  your  merchandise  is  a 
lasting  advertisement.  Write  for  sam- 
ple.s  and  prices.  U.  S.  WOVEN  LA- 
BEL CO.,  36  West  34th  St.,  New  York. 


1  IGHTING  EQUIPMENT  —  Macbeth 
Artificial  daylight  lamp  with  evening 
combination.  S'cn  in  leading  stores. 
Catalog.  ARTIFICIAL  DAYLIGHTING 
CO.,  Inc.,  235  W.  17th  St.,  N.  Y. 


METAL  DISPLAY  FIXTURES— for 
every  modern  merchandising  need. 
All  desirable  styles  and  finishes.  Sne- 
clal  fixtures  built  to  order.  VISEL- 
DARLING  CO.,  Inc.,  Bronson,  Mich. 


TRELLIS,  MANIFOLD  ADJUSTABLE 
varieties  of  ?fore  decoration  possible 
through  this  Birnple  folding  Trellis-,  also 
Trellis  ."^takep  and  Fan  Trellis.  EVAN 
L.  REED  MFG.  CO.,  Ste-llng,  III. 


Made  Since  1855 


Known  the  World  Over 


J  &  J  Kohn  and  Mundus  Imported 
Bentwood  Furniture 


Chosen  by  hundreds  of  leading 
stores.  Handsome,  durable,  and 
economical.    Write  for  catalogue  E. 

KOHN 

Incorporated 
25-27  West  32nd  St,    1410  So.  Wabash  Ave. 
NEW  YORK  CITY  CHICAGO 


DO  YOU  WANT  TO  DISPOSE  OF  EQUIPMENT? 

If  all  the  stores  into  which  the  Economist  goes 
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Certain  Reprints  Injure  Economisfs  Standing 


THE  Dry  Goods  Economist  again  asks 
manufacturers  and  wholesalers  not  to 
reprint  for  advertising  purposes  ar- 
ticles or  illustrations  appearing  in  its  reading 
pages. 

-  We  have  previously  published  in  these  col- 
umns a  request  of  this  same  tenor  and  for  a 
long  period  we  have  quite  frequently  run  the 
following  paragraph  on  one  or  other  of  our 
reading  pages: 

Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  pur- 
poses articles  from  the  Economist. 

The  reason  is  that  any  Economist  state- 
ment, no  matter  how  disinterested,  immedi- 
ately is  tarred  with  the  black  brush  of  bias 
when  sent  out  under  the  name  of  a  manufac- 
turer. And  the  Economist  gets  the  blame ! 

Apparently,  however,  this  request  is  at 
times  ova-looked  and  ignored.  What  is  still 
worse,  a  few  of  our  good  friends  have  accused 
us  of  adopting  an  "arbitrary  and  narrow"  pol- 
icy in  this  respect — even  after  the  reasons  for 
its  adoption  have  been  explained  to  them. 
.  Quite  recently,  for  example,  we  received 
from  a  manufacturing  concern  matter  for  an 
advertisement  to  be  inserted  in  the  Econo- 
mist, said  matter  consisting  largely  of  an 
Economist  editorial.  The  manufacturing 
concern  in  question  had  had  an  engraving 
made  of  the  editorial  and,  not  content  with 
such  reproduction,  had  by  means  of  marginal 
comments — each  connected  by  a  drawn  line 
with  some  statem.ent  in  the  editorial — given 
any  reader  good  cause  to  assume  that  the  edi- 
torial as  it  originally  appeared  in  our  col- 
umns was  written  with  that  particular  manu- 
facturing concern  in  mind.  In  short,  our  ar- 
ticle, which  had  been  prepared  and  published 
solely  for  our  subscribers,  as  a  word  of  coun- 
sel or  suggestion — was  made  to  look  like  a 
direct  "puff"  or  "write-up"  for  the  manufac- 
turing concern. 

Any  subscriber  who  read  such  an  ad  would 
have  good  right  to  feel  that  the  Economist 
was  edited  and  published  not  in  the  interest 
of  retailers  but  in  that  of  any  manufacturer 
who  might  use  our  pages  for  advertising  pur- 
poses. 

We  do  not  publish  "puflfs"  or  *Vrite-ups" 


in  the  Economist.  If  you  see  a  description 
or  an  illustration  of  a  product  or  a  pro- 
ducing process  in  our  reading  pages  you  may 
rest  assured  that  we  put  it  there  because  the 
product  or  the  process  was  new — or  we 
thought  it  was  new. 

If  it  isn't  new,  then  you  can  figure  that 
our  editorial  department  fell  down.  But  re- 
member that  even  the  most  expert  buyers  of 
merchandise  fool  themselves  or  get  fooled 
sometimes. 

And,  please  get  this : 

No  one  can  buy  a  line  or  an  inch  in  the 
Economist's  reading  pages. 

And  the  editorial  department  bows  down 
or  kowtows  to  no  advertiser  or  possible  adver- 
tiser. It  is  working  for  the  subscriber  first, 
last  and  all  the  time. 

In  that  way  we  are  also  doing  our  best — 
incidentally — for  our  advertisers,  because  we 
are  following  the  right  and  the  most  effective 


'Rah  for  Harding:: 


IN  accepting  the  invitation  to  be 
represented  in  the  deliberations  of 
the  Supreme  Council,  composed  of  the 
heads  of  the  other  great  nations  which 
fought  Germany,  President  Harding 
has  taken  a  step  which,  while  it  may 
arouse  the  jealousy  of  the  United 
States  Senate,  will  eissuredly  be  warmly 
applauded  by  the  great  majority  of 
our  citizens.  It  has  long  been  evident, 
and  especially  so  of  late,  that  the  par- 
ticipation of  this  country  is  essential  to 
a  speedy  and  enduring  adjustment  of 
the  matters  of  world-wide  importance 
that  come  under  discussion  in  the  con- 
ferences of  the  Council;  hence,  the 
representatives  of  the  Allied  Govern- 
ments voiced  the  view  of  all  thoughtful 
Americans  when  they  expressed  the 
belief  that  American  co-operation  will 
be  of  material  assistance  in  the  settle- 
ment of  the  great  international  ques- 
tions growing  out  of  the  world  war. 

It  should  be  noted,  too,  that  the 
Government  of  the  United  States  ex- 
pressly declares  its  maintenance  of  our 
traditional  policy  of  abstention  from 
participation  in  matters  of  distinctly 
European  concern. 


way  of  making  the  ECONOMIST  read  and  re- 
spected and  thereby  maintaining  its  value  as 
a  medium  that  brings  the  advertiser  results. 

IT  is  only  fair  to  say  that  when  this  attitude 
or  policy  of  ours  has  been  explained — as  it 
has,  by  letter  or  word  of  mouth,  on  numer- 
ous occasions — to  those  manufacturers  or 
wholesalers  who  have  honored  us  by  asking 
permission  to  reprint,  in  nine  cases  out  of  ten 
the  manufacturer  or  wholesaler  in  question 
has  promptly  seen  and  admitted  the  justice  of 
our  position  and  has  willingly  agreed  to  aban- 
don his  reprinting  plan. 

Probably  even  nine  in  ten  is  too  small  a 
proposition  to  accord  with  strict  accuracy. 
There  have  been  some — just  a  very  few  who 
when  the  editor  has  defined  our  position  to 
them  have  called  him  "a  crank,"  said  "he 
leaned  over  backward"  or  made  some  other 
nasty  crack.  But  that  does  not  bother  us. 
We're  working  for  the  subscriber,  and,  after 
all,  in  the  long  run  the  advertiser,  as  above 
indicated— also  benefits  by  our  so-called  "nar- 
row-minded, stiffnecked"  policy. 

Just  one  word  more  as  to  the  recent  unfor- 
tunate break  on  the  part  of  a  manufacturing 
concern  which  led  to  the  reiteration  of  the  re- 
quest with  which  this  statement  started. 

Although  we  could  keep  the  objectionable 
ad  out  of  the  Economist,  we  could  not  pre- 
vent the  advertiser  from  sending  the  "plate," 
or  engraving,  to  other  publications.  Conse- 
quently, if  you  have  seen  the  maltreated,  muti- 
lated editorial,  with  the  marginal  comments 
above  described,  please  bear  in  mind  that  it 
was  put  into  the  ad  not  only  without  our  per- 
mission, but  in  spite  of  our  request  that 
Economist  reading  matter  be  not  reprinted 
or  reproduced  for  advertising  purposes. 

NEEDLESS  to  say,  the  use  of  Economist 
articles  or  illustrations  by  retailers  is 
entirely  another  question. 

We  are  at  all  times  glad  to  have  our  read- 
ing matter  utilized  by  retail  store  owners, 
their  advertising  men,  their  display  manag- 
ers, etc.  Such  use  is  a  part  of  the  service  we 
desire  to  render. 

We'd  be  glad  to  render  a  similar  service 
to  manufacturers  and  wholesalers,  if  it  could 
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be  done  without  injury  to  the  standing  and 
reputation  of  the  Economist. 

Unfortunately,  it  can't.  It's  significant 
that  in  spite  of  all  our  efforts  to  "keep  our 
skirts  clear"  every  now  and  again  we  hear 
some  good  and  loyal  retail  subscriber  tell  us, 
•"The  Economist  is  a  good  paper,  but  it's  pub- 
lished too  much  in  the  interests  of  the  manu- 
facturer." 

Then  the  chap  goes  on  to  tell  us  that  he 
knows  we  depend  on  advertising  for  a  large 
part  of  our  income  and  of  course  he  would  do 


DRY  GOODS  ECONOMIST,  MAY  14,  1921 

the  same  if  he  was  in  the  publishing  business. 
Whereupon,  we  have  to  tell  him  a  whole  lot  of 
what  we  have  written  here.  If  he  receives 
just  after  that  a  nice  folder  or  circular  bear- 
ing a  manufacturer's  name  and  address  plus 
an  article  or  illustration,  "reprinted  from  the 
Dry  Goods  Economist,"  his  thoughts  about 
the  claims  we  made  to  him  are  good  and 
plenty.  He  is  apt  to  remark  that  he  knows  of 
three  liars:  one  is  Ananias  and  the  other  two 
are  any  representative  of  the  Dry  Goods 
Economist. 


So,  Mr.  Manufacturer  or  Wholesaler, 
please  think  twice  before  you  give  us  whAt 
you  may  hold  is  "valuable  publicity" 
through  a  reprint.  It  isn't  valuable  at  aJl. 
It  misleads  the  retailer;  it  injures  the  Econo- 
mist; and,  in  all  probability,  it  doesn't  do 
you  any  good,  either. 

Needless  to  say,  this  doesn't  apply  to  "our 
esteemed  contemporaries,"  daily,  weekly  or 
monthly.  That  is  a  very  different  kind  of 
publicity,  and  the  more  they  quote  us  the  bet- 
ter we  are  pleased.  S.  H.  Ditchett. 


Germany  Accepts  Terms 
Imposed  by  Allies 

THE  acceptance  by  Germany  of  the  Al- 
lies' demands  is  a  most  encouraging  de- 
velopment. Long  awaited  and  time  af- 
ter time  delayed,  this  action  will  go  far  to  les- 
sen anxiety  and  uncertainty  among  European 
nations  and  hasten  the  revival  of  German  in- 
dustry and  trade.  It  furthermore  spares  the 
Allies  from  the  great  outlays  which  the  occu- 
pation of  additional  German  territory  would 
involve.  It  is  admitted  in  well-informed  quar- 
ters in  the  United  States  that  the  terms  im- 
posed on  Germany  are  far  from  onerous. 
Even  Keynes,  that  highly  peculiar  English- 
man and  self-constituted  critic  of  the  Ver- 
sailles treaty,  has  admitted  the  fairness  of  the 
terms  now  imposed. 

Still  more  do  the  terms  take  on  the  appear- 
ance of  moderation  when  we  consider  those 
which  would  have  been  made  by  Germany  had 
she  been  victorious.  Along  this  line  there  is 
plenty  of  evidence  as  to  the  bitter  sacrifices 
the  Hohenzollern  Government  would  have  de- 
manded and  enforced.  Such  evidence  is 
'graphically  presented  in  the  actions  of  Ger- 
many during  the  agony  of  Belgium,  as  well  as 
in  the  statements  on  the  subject  of  indemni- 
ties which  emanated  from  authoritative  Ger- 
man sources  during  the  war. 

To  Americans  there  is  further  reason  for 
gratification  in  the  good  ground  afforded  for 
feeling  that  the  attitude  of  the  Harding  Ad- 


ministration towards  the  reparations  prob- 
lem has  proved  a  potent  influence  in  inducing 
Germany  to  realize  that  the  time  for  shuffling 
had  passed— that,  in  homely  language,  the  jig 
was  up  and  the  only  thing  to  do  was  to  come 
across. 


Retailer  Sends  Protest  to 
Federal  Trade  Board 

IT  is  always  a  source  of  deep  satisfaction 
to  the  Economist  when  merchants  take 
up  the  cudgels  in  their  own  behalf  and  go 
after  their  critics  with  a  view  of  convincing 
the  latter  that  the  criticism  is  unfounded. 
Consequently,  we  take  great  pleasure  in  print- 
ing this  letter  from  an  Oklahoma  concern  that 
does  a  big  business  in  a  small  center : 

Editor  of  the  DRY  Goods  Economist: 

Dear  Sir :  We  notice  in  the  April  23d  issue  of 
the  Dry  Goods  Economist  that  the  Federal  Trade 
Commission  had  it  in  mind  that  the  retailing  busi- 
ness was  holding  back  business. 

We  believe  if  the  Trade  Commission  would 
investigate  the  wholesale  prices  and  then  see  what 
the  retailers  are  selling  merchandise  for  they 
would  find  that  the  manufacturer,  the  wholesaler 
and  the  jobber  have  something  to  do  with  the  high 
prices. 

We  have  not  been  able  to  buy  anything  m  the 
way  of  farm  implements  of  any  description,  or 
anything  in  the  way  of  standard  auto  casings,  oil 
stoves  and  a  good  many  other  items  as  cheap  as 
we  think  they  should  be  retailed  for  to-day. 

We  believe  the  retail  merchant  to  be  more  than 


glad  to  see  the  prices  come  down,  as  we  find  in  our 
business  that  on  everything  which  has  been  re- 
duced in  proportion,  or  nearly  in  proportion,  to 
farm  products  we  have  increased  our  business  100 
per  cent  over  last  year.  There  would  never  have 
been  such  a  hitch  in  the  retail  business  but  for  the 
fact  that  most  manufacturers  are  charging  too 
much  for  merchandise.  Merchandise  cannot  be 
retailed  at  the  right  prices  if  it  cannot  be  bought 
right. 

We  are  Inclosing  a  duplicate  of  a  letter  we 
have  written  to  the  Federal  Trade  Commission. 

B.  &  O.  CASH  STORE, 
Per  Bob  Mooney,  Mgr. 

We  quote  below  two  pregnant  paragraphs 
from  the  letter  to  which  Mr.  Mooney  refers 
as  having  been  sent  to  the  Federal  Trade  Com- 
mission.   The  italics  are  ours. 

We  are  sending  under  separate  cover  some  of 
our  circulars  on  merchandise  and  we  would  be  glad 
to  send  you  the  wholesale  prices  on  any  item  that 
you  might  ask  for  and  show  you  just  what  we  are 
paying  for  merchandise,  and  if  you  think  we  are 
retailing  it  too  high,  we  would  be  glad  to  have  your 
suggestions. 

We  think  the  retailing  price  has  not  come 
down  in  a  good  many  cases  because  you  cannot  buy 
from  the  manufacturers,  jobbers,  merchants  at  the 
right  price.  They  sell  at  a  price  which  should  be 
the  retailing  price  for  to-day,  as  we  look  at  the 
situation,  and,  on  the  other  hand,  there  are  so 
many  restricted  lines  that  manufacturers  will  not 
sell  to  the  merchant  who  wants  to  sell  at  a  rea- 
sonable profit  or  at  the  price  which  it  should  be 
sold  for. 

We  hope  this  action  on  the  part  of  the  B. 
&  0.  Cash  Store  will  induce  other  retailers 
to  send  their  views  to  the  Commission. 


Labol* 


•nTnen^ 
C  om-miss  ions 


^>xi.snn.ess 


HE  AS 


WELL  AS  THE  PUBLIC  IS  A  SUFFERER  FROM  LABOR  DISPUTES 
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Arbitration  Supplanting  Litigation  in 

Commercial  Disputes 

Year's  Work  of  New  York  Chamber  of  Commerce  Committee 
Shows  Spread  of  Adoption  of  This  Method— Necessary  Legisla- 
tion Probable  in  Other  States— Recommendations  for  Lessening 

of  Cancellations 


over 


DUEING  the  past  year  the  Committee  on 
Arbitration  of  the  Chamber  of  Com- 
merce of  the  State  of  New  York  has 
handled  more  cases  than  ever  before,  includ- 
ing not  only  arbitration  cases,  but  also  medi- 
ation, conciliation  and  fact-determining  cases. 
These  furthermore  dealt  with  disputes  in  a 
very  large  number  of  lines  of  merchandise,  as 
well  as  with  freight  charges,  demurrage, 
building  contracts,  shipping  commissions  and 
advertising.  Twenty-five  countries  all 
the  world  were  involved  as  well 
as  the  United  States,  the  cases  i'-- 
coming  to  the  Arbitration  Com-  I 
mittee  from  governments,  cham-  t 
bers  of  commerce,  trade  institu-  ? 
tions  and  individuals.  The  sums 
involved  ranged  from  $2  to  over 
a  million  dollars. 

The  foregoing  is  one  of  several 
interesting  statements  contained 
in  a  report  presented  at  a  meeting 
of  the  Chamber,  held  on  Thursday 
of  last  week,  by  Charles  L.  Bern- 
heimer,  head  of  a  leading  cotton 
converting  concern  and  chairman 
of  the  committee. 


braska  and  New  Jersey  seem  to  be  sympa- 
thetic towards  such  legislation.  In  addition 
at  the  urging  of  the  committee,  numerous 
trade  bodies  have  adopted,  almost  verbatim, 
the  arbitration  forms  and  rules  of  the  New 
York  Chamber  of  Commerce. 

The  report  also  includes  a  number  of  let- 
ters of  appreciation  as  to  the  Arbitration 
Committee's  work. 

On  the  subject  of  cancellations,  Mr.  Bern- 
heimer's  report  makes  a  clear-cut  statement, 


Arbitration  Principle  Sustained 


In  his  report  Mr.  Bernheimer 
describes  as  most  gratifying  the 
experience  of  one  full  year  under 
the  New  York  State  arbitration 
law. 

He  refers  also  to  the  recent 
enactment  of  a  law  correcting  cer- 
tain inconsistencies  which  had 
arisen  under  the  Civil  Practice 
Act  of  1920,  the  latter  was  passed 
just  subsequently  to  that  of  the 
Walton-Martin  Act  providing  for 
arbitration,  and  was  amended  by 

a  bill  signed  by  Governor  Miller  i.......  

on  March  1  last,  thus  once  more 

sustaining  the  principles  of  the  arbitration 

law. 

The  report  also  cites  some  of  the  many  de- 
cisions of  the  New  York  State  Supreme  Court 
which  indicate  that  the  arbitration  law  has 
met  with  general  acceptance. 

Appreciation  from  England 

A  quotation  is  also  presented  from  a  reso- 
lution adopted  by  the  London  Court  of  Arbi- 
tration congratulating  the  chairman  and 
members  of  the  New  York  Chamber  of  Com- 
merce committee  on  the  satisfactory  result  of 
their  long-continued  and  intensive  efforts. 

Further  improvements  in  the  arbitration 
law  which  are  now  being  considered  by  the 
committee  are  set  forth  in  the  report,  to- 
gether with  court  decisions  as  to  the  constitu- 
tionality of  the  arbitration  law. 

During  the  year  the  committee  has  com- 
municated with  the  governors  of  the  various 
States  and  with  trade  bodies,  newspapers, 
etc.,  with  a  view  to  having  other  States  enact 
an  arbitration  law,  and  so  that  eventually  pub- 
lic sentiment  on  this  point  may  make  for  the 
enactment  of  Federal  legislation  along  similar 
lines.    The  States  of  Florida,  California,  Ne- 


Hard  on  the  Wholesaler 

THE  following  letter  is  typical  of  several  which  have  come 
to  our  attention  in  the  last  couple  of  months,  and  be- 
cause it  displays  a  curious  turn  of  mind  on  the  part  of  the 
merchant  who  wrote  it  to  a  New  York  wholesaler  we  print  it 
verbatim. 

Our  twenty-fifth  anniversary  will  take  place  in  a  couple 
of  nionths.  We  wish  to  offer  our  customers  prices  of  a  very 
special  nature  and  to  do  so  request  your  co-operation.  We 
believe  you  will  give  it  gladly. 

"During  the  past  year  we  bought  from  you  goods  to  the 
amount  of  $3600.  It  will  help  us  a  great  deal  if  you  will 
sell  us  20  per  cent  of  that  amount  of  goods,  billing  it  to  us  at 
30  per  cent  of  the  regular  price." 

We  don't  know  what  the  wholesaler  replied,  but  we 
imagine  he  refused  this  "co-operation."  It  seems  to  us  that 
any  retailer  wanting  to  make  a  big  splurge  before  his  cus- 
tomers and  to  take  credit  for  it  ought  to  make  his  own  sacri- 
fice instead  of  asking  some  one  else  to  do  it. 

Inaagine  for  a  moment  what  would  be  the  eflFect  on  mer- 
chandise prices  if  every  retailer  took  the  same  tack  with  every 
wholesaler  from  whom  he  buys.  It  would  amount  to  a  very 
considerable  increase  in  price  levels.  For  somebody  pays. 
The  goods  that  appear  on  one  bill  at  a  loss  go  on  others  at  a 
hidden  profit.  When  only  a  few  merchants  pursue  the  prac- 
tice all  the  rest  pay  a  little  more  to  help  them  make  a  show- 
ing.    It  doesn't  look  like  fair  business. 


tion : 

"First,  it  advises  the  insertion  in  all  writ- 
ten contracts  of  an  agreement  to  arbitrate 
future  differences  arising  thereunder. 

"Second,  it  recommends  the  adoption  of 
standard  contracts  as  exceedingly  helpful. 

"Third,  your  committee  urges  as  a  further 
preventive  standard  forms  of  letters  of  credit 
as  well  as  of  bills  of  lading. 

"Fourth,  your  committee  advises  that 
where  there  is  a  large  volume  of  continuous 
trading  by  one  group  of  a  com- 
munity, with  a  like  group  in  an- 
other community,  it  is  desirable 
to  have  a  central  body  or  agency 
located  in  each  group  which  can 
examine,  verify  and  dispose  of 
complaints  or  examine  merchan- 
dise before  shipment.  Customary 
trade  secrets  can  easily  be  safe- 
guarded. 

"Fifth,  your  committee  recom- 
mends greater  care  in  the  execu- 
tion of  orders  and  minute  atten- 
tion, akin  to  that  exercised  in 
former  'buyers'  markets,'  to  all 
the  details  and  requirements  in 
manufacture  and  examination  of 
a  finished  product  before  ship- 
ment, as  to  packing,  shipping  and 
financing. 

"Sixth,  your  committee  urges 
as  a  further  precaution,  perhaps 
more  as  a  preventive  than  as  a 
cure  of  the  cancellation  disease,  a 
return  to  the  old-fashioned  tried 
business  maxims:  Look  to  whom 
you  sell  and  from  whom  you  buy, 
when,  what  and  how  and  where; 
investigate  the  record  and  charac- 
ter of  the  person  with  whom  you 
are  dealing  as  in  the  past,  whether 
he  be  buyer  or  seller." 


as  follows:  ' 

"No  subject  discussed  among  business  men 
has  received  more  emphasis  during  the  last 
twelve  months  than  cancellations.  Cancella- 
tions have  not  been  confined  to  any  one  coun- 
try ;  the  foreign  buyer,  no  less  than  the  Amer- 
ican buyer,  has  sinned  ruthlessly  in  this  re- 
gard. 

"The  causes  of  what  may  be  properly 
called  'an  epidemic  of  cancellations'  are  easily 
discernible.  They  are  the  natural  result,  in  a 
broad  sense,  of  dishonest  and  unreasonable 
exactions,  of  a  break-down  of  moral  fiber,  of 
a  desire  to  pass  to  others'  shoulders  a  burden 
not  rightly  or  morally  belonging  there.  The 
slacking  of  employer  and  employee,  coupled 
with  the  scarcity  of  materials,  transportation 
and  strike  difficulties,  and  a  pressing  demand 
for  merchandise,  resulted  in  producing  goods 
not  always  up  to  former  high  standards  and 
a  general  laxity  in  the  execution  of  orders. 

Remedies  Prescribed 

"A  very  large  number  of  cancellation  cases 
passed  through  the  hands  of  your  committee; 
it  is  familiar  with  the  disease,  and  it  may, 
therefore,  be  permitted  to  write  a  prescrip- 


Opens  Chicago  Office 

Daniel  E.  Meyer  of  Chicago,  well  known 
in  the  fabric  glove  industry  and  trade  in  the 
Middle  West,  is  now  associated  with  the  Mo- 
hawk Glove  Corporation,  257  Fourth  Avenue, 
New  York. 

Mr.  Meyer  has  a  standing  of  thirty  years 
in  the  glove  business.  During  recent  years 
he  has  been  associated  with  E.  &  Z.  Van 
Raalte,  Thirty-second  Street  and  Fifth  Ave- 
nue, New  York,  prior  to  his  connection  with 
that  concern  having  been  with  the  Niagara 
Silk  Mills,  which  was  acquired  by  the  Van 
Raalte  firm. 

Mr.  Meyer  will  establish  a  Chicago  ofiice 
for  the  Mohawk  Glove  Corporation  in  the 
Westminster  Building,  Monroe  and  Dearborn 
Streets,  and  will  have  charge  of  the  concern's 
business  in  the  territory  served  from  that 
center. 


Franklin  Simon  &  Co.,  New  York,  have 
introduced  a  new  note  into  their  bathing 
apparel  department,  which  has  been  en- 
larged. 
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Uncle  Sam's  Efficiency  Bureau  Works 
Noiselessly  and  to  Good  Effect 

Herbert  D.  Brown,  Who  Heads  Department,  Points  Out  Some  of 
the  Things  the  Government  Is  Criticised  Unfairly  For— Taxation 
Came  Along  Like  a  Thief  in  the  Night,  but  So  Did  the  Great  War, 
and  Bills  Must  Be  Paid— Budget  Plan  Not  a  Panacea 


THE  big  brass — ^highly  polished — sign  on 
the  front  of  the  building  read,  "United 
States  Bureau  of  Efficiency."  The 
heart  of  the  writer  slowed  up  quite  a  few 
beats,  for  if  there  is  any  word  that  takes  the 
joy  out  of  life  these  days  it  is  efficiency.  We 
expected  to  find  men  with  stop  watches  at 
every  corner  timing  our  actions  or  other  men 
counting  our  steps  or  movements  to  see  if  we 
were  wearing  out  the  marble  floor  or  the  ele- 
vators unduly. 

You  can  imagine  our  joy  upon  entering 
the  building  when  we  discovered  three  men 
talking,  even  as  you  and  I,  apparently  well 
satisfied  with  life  in  general  and  theirs  in 
particular. 

And  our  joy  was  increased  on  passing 
office  after  office  without  a  sign  of 
any  of  those  efficiency  testers  which 
we've  read  about  in  the  magazines. 

An  Ordinary  Human  Being 

Then  we  met  Herbert  D.  Brown, 
chief  of  this  ill-named  bureau,  and 
immediately  lost  all  fear  of  an  un- 
pleasant afternoon.  He  was,  and  is, 
100  per  cent  human.  Wears  ordi- 
nary nose  glasses,  a  business-like 
suit,  in  short,  is  just  one  of  the 
other  unfortunate  taxpayers  of  the 
country. 

These  few  paragraphs  have  been 
served  as  a  sort  of  appetizer,  for  I 
realize  that  it's  SOME  job  to  get  a 
business  man  to  read  an  article  lab- 
eled "efficiency."  However,  if  you've 
read  this  far  a  few  paragraphs  more 
won't  hurt  you.  Now  I'm  going  to 
plunge  directly  into  some  of  the 
things  said  by  Mr.  Brown. 

The  present  criticism  of  our 
Government  is  NOT  so  much  be- 
cause of  any  mismanagement  or  mis- 
direction as  it  is  the  fact  that  we 
natives  suddenly  have  been  brought 
to  a  realization  OF  the  existence  of  Govern- 
ment by  taxes  we  never  before  knew  existed 


By  Ernest  C.  Hastings 

tax  collector  camps  on  the  trail  of  our  pay  en- 
velope. Not  knowing  the  reason  of  this,  men 
hunted  up  their  soap  boxes  and  began  hurling 
lengthy  dissertations  at  Washington  about 
wastefulness. 

Many  Cures  Advanced 

Some  one  said  a  budget  plan  would  cure 
all  evils  and  the  crowd  took  up  the  cry.  Let 
us  warn  you  against  expecting  too  much  along 
this  line  and  we'll  tell  you  why. 

Sixty-eight  per  cent  of  the  Government  ap- 
propriation for  1921  will  be  used  to  pay  debts 
connected  with  past  wars.  Twenty  per  cent 
will  go  toward  the  maintenance  of  the  army 


Newspaper  Service  Varies 


The  National  Retail  Dry  Goods  Association  is  col- 
lecting information  concerning  newspaper  rates,  cir- 
culations, etc.,  that  should  be  of  great  help  in  arriving 
at  some  equitable  ground  for  an  understanding  be- 
tween publishers  and  retailers. 

However,  we  must  all  remember  that  one  man 
can  no  more  fix  a  definite  rate  per  thousand  of  circu- 
lation for  all  newspapers  than  you  can  say  that  ALL 
stores  must  sell  soap  at  5c  a  bar. 

Just  as  there  are  different  kinds  of  soap,  so  are 
there  various  kinds  of  circulations,  for  circulation 
must  be  interpreted  in  terms  of  service,  and  service 
may  represent  merely  subscription  lists  in  one  case 
and  "subs"  plus  FREE,  art,  copy  and  cut  work  in 
another. 

There  is,  though,  certainly  some  good  work  to  be 
done  in  having  a  better  understanding  of  the  news- 
papers on  the  part  of  merchants,  just  as  the  papers 
MUST  recognize  the  problems  that  confront  the  re- 
tailer. 


only  $190,000,000  and  the  ENTIRE  upkeep 
of  said  buildings  since  1776  has  been  only 
$250,000,000.  Both  taken  together  would 
about  suffice  for  the  upkeep  of  our  AIR 
SERVICE  EIGHT  months. 

A  Post  Office  Helps  Things 

So  you  see  a  post  office  one  way  or  another 
cuts  a  very  small  per  cent  in  the  expenses  of 
Uncle  Sam.  The  strange  thing  about  those 
much-criticised  post  offices  in  small  towns  is 
that  in  every  case  where  the  building  has  ap- 
peared out  of  proportion  to  the  town  the  town 
has  bucked  up  and  made  itself  worthy  of  the 
P.  O,  If  your  town  is  a  little  backward,  you 
might  apply  for  a  new  post  office. 

Very  little  has  been  said  about  the  Bureau 
of  Efficiency  in  this  article,  and 
very  little  will  be  said.  Mr.  Brown 
said  that  last  year  the  bureau  was 
able  to  show  $30  saved  for  every 
dollar  spent.  It  was  done  by  co- 
operation, not  coercion;  no  public- 
ity; advice,  not  supervision;  labora- 
tory tests,  not  academic  treaties; 
team  work,  and  non-partisanship. 


This  Bureau  Is  Not  New 


Then  We  Woke  Up 

Prior  to  1916  our  entire  public  debt  was 
less  than  the  INTEREST  on  our  present  debt. 
Naturally  very  few  taxes  were  necessary,  and 
those  few  were  extracted  so  painlessly  that 
nobody  thought  anything  about  them. 

Then  one  fine  morning  when  we  woke  up 
with  Income  Taxes,  Excess  Profits  Taxes  and 
all  sorts  of  taxes  shadowing  us  like  homeless 
ghosts  we  developed  "raw"  places  under  our 
collars. 

These  inconveniences  had  their  inception 
during  the  war  excitement,  and  so  we  com- 
forted ourselves  with  the  thought  that  they'd 
disappear  when  the  Kaiser  was  duly  impressed 
by  our  various  arguments. 

The  Kaiser  said  there  was  no  use  fighting 
with  a  crowd  that  "didn't  know  ANYTHING 
about  military  tactics,"  signed  the  armistice 
and  took  a  long-time  lease  on  a  bungalow  in 
Holland. 

That  was  over  two  years  ago,  and  still  the 
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and  navy.  Only  twelve  (12)  per  cent  goes  for 
civil  expense,  the  only  place  we  can  hope  for 
a  saving  by  means  of  a  budget  plan.  If  we 
could  save  3  per  cent  of  that— which  is  impos- 
sible— the  effect  on  your  taxes  and  my  taxes 
couldn't  be  seen  with  one  of  Mr.  Einstein's 
most  powerful  microscopes. 

Budget  Plan  Is  Good 

Don't,  though,  think  that  a  budget  system 
is  undesirable.  It  is  a  good  idea.  We  should 
and  probably  will  have  it.  But  know  the  facts 
and  your  disappointment  will  be  so  much  less 
when  you  discover  how  little  it  will  lift  the 
tax  burden. 

What  about  the  waste  in  public  buildings ; 
half  million  dollar  post  office  at  Waukegan, 
etc.,  you  ask?  That  question,  men,  is  just 
like  playing  your  ace  out  of  turn.  You  lose 
counters  you  might  have  caught. 

Since  those  imitation  Indians  dumped 
John  Bull's  tea  into  Boston  Harbor  so  Mr. 
Washington  could  take  a  hand  in  the  running 
of  this  here  country  the  TOTAL  expenditure 
for  public  buildings  of  ALL  kinds  has  been 


You  can  see  from  this  why  we 
cannot  go  into  the  details  of  how 
Mr.  Brown  does  his  work.  It  might 
hamper  him  or  cause  friction  that 
would  eliminate  possibilities  of  sav- 
ings to  be  effected. 

The  department  is  NOT  new.  In 
fact,  it  has  been  operating  since  1913, 
although  greatly  hampered  most  of 
that  time  by  lack  of  funds  and  an- 
tagonistic sentiment.  The  first 
year  it  had  an  appropriation  of  only 
$12,000.  As  a  matter  of  fact  it  has 
only  $125,000  for  the  year  1921. 
This  is  not  so  significant,  though, 

  because  the  President,  the  Cabinet 

and  Congress  are  solidly  back  of  the 
bureau  and  believe  in  the  possibilities  for  its 
usefulness. 

Cuts  Out  Lost  Motion 

Heads  of  governmental  bureaus  are  ask- 
ing Mr.  Brown  to  come  into  their  offices  with 
his  staflt  and  help  eliminate  lost  motion  and 
extravagance.  With  a  spirit  of  this  kind  and 
a  broad-gaged  man  at  the  head  of  this  depart- 
ment, we  can  look  forward  to  many  improve- 
ments in  the  operation  of  our  governmental 
functions  at  Washington. 

Again,  though,  let  me  remind  you  that  even 
though  the  savings  run  well  into  the  millions, 
it  will  be  negligible  in  the  total  expenditure  of 
our  country,  for  it  can  apply  only  to  the  little 
12  per  cent  of  our  total  expense  mentioned 
above.  The  68  per  cent  will  decrease  as  we 
pay  off  our  present  war  debts.  The  20  per 
cent  can  be  effected  only  when  the  American 
people  decide  to  decrease  our  army  and  navy. 

There  is  just  one  little  phase  of  the  work 
of  the  Bureau  of  Efficiency  which  I  wish  to 
call  to  your  attention  before  closing.  It  is  a 
card  index  of  EVERY  governmental  activity 

(Continued  on  page  107) 
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The  hands  that  kill  the  fatted  calf  seem 
equally  successful  in  clothing  it.  At  any  rate, 
we  hear  that  several  butcher  shops  have  done 
quite  well  with  hosiery  as  a  side  line. 

*  *  * 

Bathing  Beauty:  "That  dressmaker  just 
won't  send  me  my  new  bathing  suit.  I  have 
written  to  her  twice." 

Movie  Director:  "You  should  have  en- 
closed a  stamped  and  addressed  envelope  for 
it."— "Topics  of  the  Day"  Films. 

*  *  * 

New  society  reporter  was  detailing  Mrs. 
Van  Rocks'  costume  to  his  editor.    "Blue  hat, 

gray  shoes,  gray  stockings  ."    "Go  on,'' 

said  his  boss,  "and  next  to  that?"  "Next  to 
nothing,"  said  the  new  man.  We  wouldn't 
have  fired  him. 

*  *  * 

We  just  learned  what  a  kosher  butcher 
does.  He  kills  animals  so  as  to  leave  no  blood 
in  them.  That  gives  us  a  pretty  good  idea 
where  our  barber  learned  his  trade. 


Where  is  the  kindly  soul  who  will  make 
pants  to  fit  a  small  man  with  a  husky  chest? 
Seems  like  every  "short"  suit  with  a  36  chest 
is  made  to  drape  over  a  pot  belly.  Ours  is  as 
flat  as  our  pocketbook  and  the  only  time  we 
are  thankful  for  the  extra  waist  measure  is 
Christmas. 

*    *  * 

Woman  the  other  day  told  us  the  reason 
women  are  left  standing  in  the  subway  is  be- 
cause men  think  it  is  part  of  equal  rights  to 
hang  on  to  their  seats.  Don't  believe  it. 
They've  simply  come  to  see  that  the, under- 
pinning of  the  fair  sex  is  plenty  husky  enough 
to  stand  on.   Modern  costume  has  its  uses. 


A  retailer  in  a  New  York  State  town  is 
sure  now  it  don't  pay  to  be  too  smart.  He  ad- 
vertised a  dollar  sale,  and  on  tables  near  the 
dollar  goods  he  featured  two,  three  and  four 
dollar  merchandise.  First  thing  he  knew  his 
canny  customers  were  sneaking  four  dollar 
goods  on  to  dollar  tables,  and  he  had  to  call 
the  police  to  clear  the  store  so  he  could  get  out 
even. 

*    *  * 


"Don't  you  miss  your  husband  very  much 
now  that  he  is  a  traveling  man?" 

"Oh,  no!  At  breakfast  I  just  stand  a 
newspaper  up  in  front  of  a  plate  and  half  the 
time  I  forget  he  isn't  there." 


Great  days,  aren't  they?  After  a  ten-mile 
hike  of  an  early  morning  we  sympathize 
heartily  with  the  chap  who  defined  interior 
decoration  as  ham  and  eggs. 


A  woman's  complete  outfit  —  hat,  blouse, 
jersey  suit,  gloves,  pumps,  silk  hose  and  hand- 
bag— is  advertised  at  $21.06.  The  store  is 
more  optimistic  than  we  are.  We'd  hate  to  be 
caught  out  in  the  rain  with  a  girl  clad  in 
that  rig. 

*  *  * 

This  poem  taken  from  the  house  organ  of 
Blauner's,  Philadelphia. 

A  smile  at  morn  and  a  smile  at  night 
Help  make  a  lifetime  merry  and  bright. 

—The  Spotlight. 

To  prove  that  they  mean  their  poetry  a 
photo  of  some  smiling  girl  is  reproduced  each 
month  and  a  prize  awarded  to  the  girl. 

*  *  * 

We  note  two  important  promotions  in  the 
Blauner  Store,  Philadelphia— Miss  Gekoski  to 
store  superintendent  and  Mr.  Weisbum  to 
general  superintendent. 


This  is  Herman  Neaderland  and  another 
fish  which  he  caught  roaming  around  way  out 
in  the  ocean  without  any  father  or  mother. 
Herman  weighs  205  pounds,  or  did  last  time 
we  saw  him,  and  the  fish  tipped  the  scales  at 
27  pounds.  Herman  enters  this  in  Salt  and 
Pepper's  prize  fishing  contest.  He  also  wants 
to  enter  his  fishing  pole  which  he  claims  has 
caught  1,256,7851/2  pounds  of  fish  during  its 
life.  When  Herman  isn't  fishing  or  thinking 
of  fishing  he's  over  at  Namm's  in  Brooklyn  do- 
ing twenty-four  hours  of  work  every  eight. 
Fishing,  he  says,  keeps  him  going  strong. 

*  *  * 

Max  H.  Rieser  is  making  a  fight  for  the 
Director  of  the  Columbus,  Ohio,  Chamber  of 
Commerce.  He  is  one  of  the  Busy  Blues 
whose  slogan  is  "Vote  Early  and  Often."  We 
hope  that  "blue"  has  nothing  to  do  with  blue 
laws ! 

*  *  * 

Doctor — "You  cough  with  much  greater 
ease  this  morning," 

Patient — "I  ought  to;  I  have  been  practic- 
ing all  night." 


Met  a  chap  on  the  train  the  other  day  who 
doesn't  think  a  whole  lot  of  the  fellows  we 
send  to  Congress.  Says  most  of  them  sell 
their  birthright  for  a  mess  of  mileage. 


Marry  an  old  maid,  young  man.  "Gals  is 
frivolous,  widders  bossy,  but  old  maids  is 
thankful  and  willin'  to  please." 


*  * 


Willie  says,  "if  cows  and  bees  don't  go  to 
heaven  then  all  that  milk  and  honey  the 
preachers  talk  about  must  be  canned  stuff." 


Here's  an  autobiography  of  Mark  Lans- 
burgh,  Lansburgh  &  Bro.,  Washington,  D.  C. 
It's  a  book  in  eighteen  dates.  Let's  have 
yours  written  similarly. 

1889 — Born  at  an  early  age  in  Marshall, 

Mo. 

1895 —  Discovered  that  the  back  of  a  hair- 
brush was  not  solely  made  for  holding  in  the 
bristles. 

1896 —  Ditto — the  sole  of  a  shoe,  etc.,  etc. 

1900—  Learned  that  "Old  King  Brady"  and 
"Frank  Merriwell"  were  more  interesting 
than  the  "Five  Little  Peppers"  stuff. 

1901—  My  first  cigarette— see  "1895" 
about  the  hairbrush. 

1902 —  Put  on  long  trousers,  the  first  real 
event  in  a  boy's  life. 

1903 —  Was  given  a  front  door  key. 

1904—  Went  to  Tech  High  School. 

1905 —  Earned  my  first  real  money  playing 
the  violin  for  dances;  Kubelik  and  I  both  wore 
our  hair  long. 

1908— Entered  the  University  of  Pennsyl- 
vania, at  Philadelphia. 

1912 —  Was  graduated  from  U.  of  P.  with 
degree  of  Bachelor  in  Architecture;  that's 
why  Sam,  the  carpenter,  can't  understand  my 
drawings. 

1913 —  Started  my  real  education  as  floor- 
man  in  the  Millinery  Department  at  $15.00 
per;  we  had  no  minimum  wage  in  those  days. 
First  learned  that  women  were  wild. 

1914 —  They  get  wilder  and  wilder!! 

1915 —  Was  advanced  to  the  office  under 
Mr.  Weyl;  my  disposition  gets  sweeter  and 
sweeter. 

1916 —  Took  charge  of  the  Credit  Depart- 
ment. 

1917 —  My  wife  told  me  I  was  engaged  to 
be  married.  I  entered  the  war  with  the 
"House  Guards." 

1918—  1921— Trying  to  make  the  office  force 
believe  that  the  salespeople  are  not  their  ene- 
mies, and  vice-versa. 

1989— Die  happy. 


Some  day  we'll  sell  people  what  they  want 
instead  of  trying  to  make  folks  want  what  we 
sell. 
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Retail  Bodies  To  Get  Behind  Fight  for 
Adoption  of  Turnover  Tax 

Representatives  of  National  Clothiers'  Organization  and  Dry 
Goods  Association  to  Appear  Before  Senate  Finance  Committee 
in  Support  of  Measure— Move  to  Offset  Misleading  Information 

on  Prices 


THOUGH  the  Administration  and  Con- 
gressional leaders  have  refused  to  en- 
dorse the  sales  tax  plan,  the  National 
Retail  Dry  Goods  Association  and  other  repre- 
sentative retail  organizations  intend  to  fight 
against  these  odds  during  the  next  v^^eek. 

Charles  E.  Lord  of  New  York,  a  dry  goods 
commission  merchant  and  president  of  the 
Aberfoyle  Mills  at  Chester,  Pa.,  opened  the 
fight  on  Monday,  when  he  appeared  as  the 
first  advocate  for  a  sales  tax,  in  the  hearings 
before  the  Senate  Finance  Committee.  He 
made  it  clear  to  the  Senate  that  there  was  no 
shift  of  burden  in  the  adoption  of  this  tax 
because  the  wealthy  would  have  to  pay  more 
than  the  poor  man.  Mr.  Lord  insisted  that 
it  would  simplify  the  administra- 
tion of  the  tax  law  because  retail- 
ers would  have  a  record  of  sales 
and  could  easily  furnish  the  data 
necessary  for  the  compilation  of 
tax  returns.  He  contended  that 
it  would  strengthen  government 
and  commercial  credit  and  that  the 
turnover  tax  of  1  per  cent  would 
produce  at  least  $1,500,000,000  or 
possibly  $2,000,000,000  in  reven- 
ues annually.  A  final  sales  tax, 
he  estimated,  would  yield  about  a 
half  billion  dollars. 


Washington  Office  of  the  Economist, 
816  Fifteenth  St.,  N.  W. 

The  retailers,  for  a  long  time  the  target 
of  general  charges  that  the  retail  trade  has 
not  duly  participated  in  reductions  in  prices 
that  are  proportionate  with  lowered  wholesale 
prices,  proposed  to  show  the  government  offi- 
cials that  these  allegations,  as  a  general  in- 
dictment, are  entirely  without  foundation. 
While  no  attempt  will  be  made,  it  is  claimed, 
to  deny  claims  that  unjustifiably  high  prices 
have  been  obtained  in  certain  localities  which 
have  not  been  responsive  to  the  general  read- 
justment, these,  it  is  stated,  represent  the  ex- 
ception which  prove  the  rule  that  the  retailer 


Merchants  Favor  Turnover  Tax 

A  questionnaire  sent  out  to 
representative  merchants  showed 
that  they  prefer  the  turnover  tax. 
Hugh  Satterlee,  representing  the 
Trades  Council  of  the  Manufac- 
turers' Club  of  Philadelphia,  de- 
clared that  a  turnover  tax  at  a 
uniform  rate,  not  to  exceed  1  p6r 
cent,  would  relieve  merchants  of  many  bur- 
dens.   He  expressed  wonder  how  department 
stores  and  small  merchants  could  make  ade- 
quate returns  under  the  present  system. 

Representatives  of  the  National  Retail 
Clothiers  will  appear  with  those  of  the  Na- 
tional Retail  Dry  Goods  Association  at  the 
hearings  on  May  12.  Nearly  50  representa- 
tive dry  goods  merchants  have  been  asked  to 
attend,  but  it  is  expected  that  the  committee 
will  insist  on  reducing  the  number  of  wit- 
nesses because  of  the  time  limit. 

Launch  Educational  Campaign 

In  order  to  disabuse  the  public  mind  of 
the  commonly  circulated  belief  that  retail 
prices  have  not  been  brought  into  harmony 
with  readjustment  in  connection  with  whole- 
sale prices,  members  of  the  National  Dry 
Goods  Retail  Association  have  inaugurated 
a  nation-wide  campaign  of  education.  Of  the 
firm  conviction  that  much  misleading  infor- 
mation has  been  unconsciously  disseminated 
from  responsible  quarters,  the  association  pro- 
poses to  start  its  course  of  instruction  with 
high  government  officials.  With  this  view  in 
mind,  the  association  has  been  granted  per- 
mission to  hold  conferences  on  Friday  of  this 
week  in  Washington  with  members  of  the 
Federal  Re.serve  Board,  the  Federal  Trade 
Commission  and  the  Department  of  Commerce. 


Hoover  Opposes  Uniform  Style  Idea 

Washington  Office  of  the  Dry  Goods  Economist,  816  Fifteenth  Street,  N.  W. 

Fears  that  standardization  of  styles  in  wearing  apparel 
and  shoes  will  be  undertaken  by  the  Department  of  Commerce 
are  groundless,  despite  reports  which  have  been  circulated 
recently.  It  is  learned  from  authoritative  sources  that,  though 
such  a  policy  has  been  suggested  to  Secretary  Hoover  as  a 
means  of  reducing  manufacturing  waste  and  lowering  prices, 
it  does  not  meet  with  his  approval. 

It  is  agreed  that  standardization  in  some  lines — automobile 
wheels,  for  instance — would  result  in  economies ;  but  Secretary 
Hoover  realizes  that  it  would  be  impracticable  to  extend  it 
to  include  wearing  apparel.  He  knows  that  constantly  chang- 
ing styles  are  the  life  of  retail  trade  and  that  to  prohibit  new 
styles  in  dress  would  curb  initiative  and  enterprise.  A  re- 
port was  revived  this  week  that  shoe  manufacturers  would  be 
confined  to  a  few  styles;  but  like  the  others,  it  is  untrue. 


Federal  Trade  Commission.  The  latter's  re- 
port to  the  President,  recently  published 
broadcast,  likely  will  share  in  the  discussion 
with  this  body  and  the  attitude  of  retailers 
with  regard  to  points  discussed  made  plain, 
which,  it  is  known,  throws  an  entirely  differ- 
ent light  on  the  situation  than  that  reflected 
by  the  Federal  Trade  Commission.  Inasmuch 
as  the  report  was  made  at  the  request  of  the 
President,  it  is  understood  that  he  will  be  in- 
formed of  the  result  of  the  c®nferences  the 
retail  interests  are  to  hold. 

Store  Door  Delivery  Favored 

With  all  Government  agencies  practically 
united  in  a  .drive  against  retailers'  prices,  it 
is  encouraging  to  note  that  the 
Federal  Highway  Council,  an  or- 
ganization of  industrial,  traflac 
and  highway  officials,  has  suc- 
ceeded in  directing  the  attention 
of  the  Government  to  the  advan- 
tages of  the  store-door  delivery 
system.  President  Harding,  Sec- 
retary Hoover  and  other  high 
Government  officials  have  recog- 
nized the  fact  that  transportation 
cost  is  one  of  the  deterrent  fea- 
tures in  the  price  problem.  An 
effort  is  being  made  to  enhst  the 
support  of  the  merchants,  manu- 
facturers and  others  who  are  vi- 
tally affected  by  transportation 
costs. 

The  plan  as  explained  by  S. 
M.  Williams,  chairman  of  the 
Federal  Highway  Council,  in  an 
interview  with  an  Economist 
staff -member,  said: 


has  assumed  his  share,  not  alone  in  reducing 
prices  on  new  stocks,  but  in  liquidating  high- 
priced  stocks  at  a  sacrifice. 

Bodies  to  Get  Figures 

The  association  will  be  represented  by  a 
committee  which  will  be  thoroughly  prepared 
to  lay  facts  and  figures  before  the  government 
bodies.  Once  this  is  done,  it  is  proposed  that 
the  data  be  made  public  so  that  the  consumers 
over  the  entire  country  may  be  intelligently 
acquainted  with  the  position  of  the  retail  in- 
terests. The  conferences  with  the  three  gov- 
ernment bodies  are  to  be  held  separately,  indi- 
cating that  the  subject  will  be  handled  with 
respect  to  the  relation  the  respective  govern- 
ment bodies  concerned  bear  toward  the  price 
situation,  especially  as  it  affects  the  retail 
trade.  Cost  of  money,  rediscount  rates,  credit 
and  associated  elements  of  economics,  it  is 
stated,  will  constitute  matters  to  be  discussed 
with  members  of  the  Federal  Reserve  Board. 

Wages,  production  costs,  expenses  incident 
to  operations,  including  overheads,  and  the 
relative  position  of  retail  prices  at  present 
and  during  the  pre-war  period,  as  compared 
with  the  general  commodity  price  compari- 
sons for  the  same  terms  are  said  to  be  matters 
that  will  be  discussed  with  representatives  of 
the  Department  of  Commerce,  to  be  headed 
by  Secretary  Herbert  Hoover  and  with  the 


Big  Saving  Would  Result 

"The  establishment  of  the  store  door  de- 
livery system  in  the  various  cities  is,  in  the 
judgment  of  the  Transportation  Committee  of 
the  Federal  Highway  Council,  the  first  im- 
portant step  toward  better  transportation.  A 
saving  of  many  millions  of  dollars  will  re- 
sult, because  of  the  great  reduction  in  cost 
to  the  shipper;  and,  secondly,  relief  to  the 
carriers  from  the  necessity  of  increased  ter- 
minal facilities  and  greater  efficiency  of  pres- 
ent equipment  by  reason  of  the  congestion  at 
terminals,  as  experienced  in  the  past,  and 
which  will  be  experienced  in  the  future  as 
conditions  again  become  normal. 

Baltimore's  Delivery  Cost 

"In  Baltimore  the  present  rate  for  delivery 
of  less  than  carload  lots  by  transfer  com- 
panies is  121/2  cents  per  hundredweight,  with 
a  minimum  of  15  cents  per  package.  Our 
committee  has  been  assured  this  rate  may  be 
reduced  to  IVz  cents,  and  possibly  lower  by 
proper  organization  of  the  store  door  delivery 
system.  This  will  mean  to  the  shippers  of 
Baltimore  more  than  two  million  dollars.  In 
some  cities  the  saving  will  be  greater,  and, 
after  all,  the  public  pays  the  bill."   W.  L.  D. 

It  will  pay  you  to  see  that  your  employees 
read  the  Economist. 
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Helpful  Factors 
Affect  Nation's 
Business 

Reparations  Settlement  and  Reduced 
Discount  Rate  the  Spectacular 
Events 

THE  two  outstanding  developments  to- 
day are  Germany's  acceptance  of  the 
Allies'  terms  as  to  reparation  and  the 
reduction  in  the  discount  rate  by  certain  of 
the  Federal  Reserve  Banks.  In  New  York  the 
reduction  was  from  7  to  61/2  per  cent,  while 
in  Boston  and  in  Atlanta  a  full  1  per  cent  was 
clipped  from  the  7  per  cent  rate.  Doubtless 
the  other  Reserve  Banks  will  reduce  their 
rates,  if  indeed,  they  have  not  done  so  by 
the  time  this  issue  of  the  Economist  reaches 
our  readers. 

The  easier  money  rates  have  created  sub- 
stantial increases  in  the  values  of  securities 
already. 

Cotton  Demand  Growing 

Demand  for  cotton  is  reviving.  All  de- 
velopments lend  plausibility  to  the  prediction 
made  some  months  ago  by  the  Economist 
that  cotton  would  go  above  20  cents  before 
the  summer  is  over. 

Yarns  and  gray  goods  are  more  active  and 
firmer.  Business  in  yarns  has  been  fairly 
large,  and  while  there  is  little  change  in  spin- 
ners' quotations,  the  opinion  in  the  market  is 
that  an  advance  in  prices  is  imminent.  In  the 
gray  goods,  market  demand  has  been  larger 
in  volume  and  more  general  in  character. 
Sales  of  print  cloths  at  Fall  River  last  week 
amounted  to  about  150,000  pieces.  Print 
cloth  quotations  continue  firm  on  the  basis  of 
6%  cents  for  5.35  yard  SSVa-inch  64x60's. 

Improvement  is  becoming  more  marked  in 
the  textile  situation.  Raw  cotton  was  buoyant 
and  advancing  last  week,  and  although  it  hung 
fire  at  the  beginning  of  this  week. 

Planters  Reduce  Acreage 

Reports  from  the  cotton  belt  confirm  the 
estimates  of  a  reduction  of  approximately  30 
per  cent  in  the  acreage.  The  weather  has  not 
been  too  favorable  for  planting  and  germina- 
tion. It  is  possible  that  the  new  crop  will 
not  amount  to  much  more  than  8,000,000 
bales,  which  would  make  the  world's  total 
supply  of  cotton  for  next  year  none  too  plenti- 
ful if  general  economic  rehabilitation  pro- 
gresses favorably  in  the  meantime. 

Staples  Sold  Up 

In  finished  goods  demand  is  more  active, 
especially  for  staple  domestics.  Some  of  the 
leading  houses  handling  blankets  and  outings 
have  announced  that  their  fall  lines  have  been 
sold  up  and  withdrawn.  Some  leading  lines 
of  branded  bleached  goods  are  sold  up  to  the 
end  of  July.  Percales  are  well  sold  to  the  end 
of  September.  Wide  sheetings,  sheets  and 
pillow  tu"bings  are  behind  on  delivery. 

Silks  Less  Active 

The  broad  silk  market  is  quiet.  Advances 
of  5  to  30  cents  a  yard  are  noted  on  the  fall 
lines  opened  by  Cheney  Bros,  last  week. 
Crepes  are  prominently  featured  in  the  Cheney 
lines,  bearing  out  the  forecast  made  some 
time  ago  in  these  columns  that  crepes  would 
share  with  satins  in  leadership  for  fall.  The 
lines  also  include  a  wide  variety  of  prints, 
chiefly  in  Oriental  motifs.  The  predominant 
colors  are  brown,  bronze,  henna,  rose-rust. 


heliotrope,  green  and  tan.  Among  the  staples 
shown  are  duvetyn  and  taffeta. 

The  raw  silk  market  is  weaker,  partly  due 
to  the  belief  that  the  Japanese  Raw  Silk  Syn- 
dicate will  shortly  discontinue  its  activities. 
In  anticipation  of  a  lower  market,  manufac- 
turers are  buying  from  hand  to  mouth. 

Woolens  and  Worsteds 

There  is  no  change  in  the  wool  goods  sit- 
uation. The  mills  are  well  sold  for  fall  on 
coating  fabrics,  such  as  velours,  bolivias, 
chinchillas  and  broadcloths,  on  striped  skirt- 
ings and  on  twills,  tricotines  and  serges.  The 
coating  fabrics  mentioned  are  in  especially 
heavy  demand.  There  is  a  big  demand  for 
knitted  cloths,  tweeds  and  homespuns,  and  this 
demand  has  become  more  pronounced  within 
the  last  few  weeks.  Raw  wool  is  still  quiet, 
although  demand  has  improved  somewhat  both 
here  and  abroad. 

Fabric  and  Leather  Gloves 

The  movement  of  silk  gloves  in  the  various 
localities  varies  largely  with  the  temperature, 
activity  being  greater  where  clear,  warm 
weather  prevails.  Sixteen-button  white  silk 
mousquetaires  are  rapidly  becoming  more  im- 
portant, but  moderate  spotty  business  in 
pongee,  -mastic  and  gray  tones  continues. 
There  is  a  fair  demand  for  chamois-suede 
gloves,  particularly  in  strapped  wrist  and  12- 
button  lengths. 

During  the  past  ten  days  there  has  been 
a  marked  increase  in  the  orders  for  imported 
leather  gloves  for  fall  delivery.  The  percent- 
age thus  far  averages  about  40  for  strapped 
and  slip-on  gloves  in  intermediate  lengths, 
and  about  35  for  mousquetaires,  particularly 
in  the  16-button  length.  Beaver,  brovra,  mode 
and  black  with  white  are  the  dominant  shades, 
but  gray  and  various  novelty  color  combina- 
tions are  ordered  sparingly.  Orders  for  cape 
and  mocha  gloves  are  still  far  below  expecta- 
tions, but  the  past  ten  days  has  witnessed  some 
slight  improvement. 

Veilings  and  Neckwear 

Thus  far  the  month  of  May  has  proven  a 
disappointment  to  veiling  manufacturers  and 
importers  who  are  ready  for  an  extensive  sum- 
mer business  on  draped  veils  and  on  colored 
chenille  dotted  veilings  in  lighter  mesh.  Both 
of  these  types  of  veilings  are  selling  con- 
stantly, but  thus  far  the  quantities  are  too 
small  to  make  the  total  expected.  In  bordered 
draped  veils,  the  tendency  is  toward  medium- 
sized  woven  and  chenille  dotted  effects  in 
rectangular  designs  and  in  the  more  novel 
egg  shape. 

The  craze  for  guimpes  continues  to  be  the 
outstanding  feature  in  the  neckwear  market. 
Almost  every  conceivable  type  of  guimpe  is 
selling,  but  preference  seems  to  be  for  the 
more  full-bodied  net  guimpe,  abundantly  orna- 
mented with  lace-trimmed  frills.  White  and 
cream  shades  are  in  strong  preference,  and 
Irish  is  preferred  to  the  many  other  types  of 
laces  especially  suited  for  neckwear  ornamen- 
tations. Vestings  by  the  yard,  narrow,  round 
collars  suitable  to  be  worn  around  the  oval 
necks  of  dresses  are  fairly  active. 

Men's  Clothing  Costs 

Interest  in  the  men's  clothing  trade  cen- 
tered in  Rochester,  N.  Y.,  this  week.  Follow- 
ing closely  on  the  decision  of  Dr.  W.  L.  Leiser- 
son,  impartial  chairman  of  the  Joint  Wage 
Adjustment  Board  refusing  the  manufactur- 
ers' request  for  reductions  of  25  per  cent,  but 
giving  them  cheaper  unit  production  through 
the  piece-work  system,  prices  for  fall  were 
fixed  and  the  fall  opening  was  held  on  Mon- 
day. Prices  generally  are  25  to  30  per  cent 
below  a  year  ago. 


Buyers  in  Town 
This  Week 

Interest  in  fall  ready-to-wear  is  active  in 
the  Middle  West.  Jobs  in  all  apparel  lines 
are  in  strong  demand.  Carpet  and  rug  buy- 
ers are  more  numerous  than  last  week  due  to 
the  big  auction  sale,  the  East  and  Middle 
West  '  showing  chief  interest.  From  the 
South  many  more  lines  were  called  for  than 
was  the  case  last  week.  The  falling  off  in 
lines  for  the  Southwest  is  partly  due  to  a  new 
classification  of  States. 


Middle  Far  South 
East  West  West  West  South 


TVTi^p    nippp  P*nnrlcj 

7 

10 

2 

2 

2 

19 

7 

9 

]^ 

9 

Silks 

20 

6 

2 

2 

Velvets 

4 

1 

1 

1 

16 

14 

3 

T i\ n PD wli itp  p'oorl 

13 

6 

1 

T)nTYl         1  P  Q          Vll  P  TlV- 

ets 

12 

K. 

0 

1 
j- 

1 

Q 
0 

IVEisc.  Eppnrel 

29 

27 

7 

5 

62 

00 

4 

0 

9 

FhII  apparel 

5 

21 

2 

I 

42 

28 

0 

2 

T)yp  Qppo 

44 

^4 
0^ 

a 
\) 

Skirts 

26 

8 

2 

2 

0 

1  7 

9 

■  ■ 

Children's,  girls' 

apparel 

13 

8 

2 

3 

Sweaters  and 

bathing  suits  .  . 

15 

6 

3 

Millinery 

22 

13 

2 

Furs 

12 

5 

Shoes   

8 

4 

Infants'  wear  . . .. 

19 

5 

1 

1 

Muslin     and  silk 

underwear 

21 

g 

1 

1 

House  dresses, 

negligees,  etc .  . . 

14 

5 

1 

2 

Corsets   

6 

4 

1 

Knit  underwear  . . 

17 

6 

4 

1 

20 

Iz 

4 

1 

Gloves   

12 

Q 

0 

9 

Lt 

1 

X 

Neckw'r,   veilings . 

15 

5 

1 

Ribbons  and  laces. 

23 

8 

1 

2 

Art  needlework, 

embroidery  .... 

11 

2 

2 

Leather  goods, 

jewelry,  fancy  gds 

17 

15 

1 

Handkerchiefs   .  . . 

12 

3 

4 

7 

2 

Books,  stationery. 

2 

4 

Luggage   

7 

1 

Toys,  sporting  gds. 

7 

2 

15 

13 

2 

2 

5 

Carpets,  rugs,  etc. 

44 

26 

1 

3 

House  furnishings. 

7 

1 

2 

3 

2 

Men's  clothing  . .. 

14 

8 

3 

2 

i 

Men's  furnishings 

and  hats   

36 

10 

7 

3 

5 

Boys'  cloth.,  furn. 

20 

1-0 

1 

1 

Miscellaneous  .... 

15 

10 

1 

3 

6 

Total   763 

427 

61 

44 

63 

Last  week  603 

384 

54 

79 

28 

Buyers  this  week 

.984 

Buyers  last  week 

Wilber force  Veitch 


On  Wednesday  of  last  week  there  passed 
away  at  Staunton,  Va.,  the  boyhood  home 
of  the  deceased,  Wilberforce  Veitch,  who  en- 
tered the  employ  of  Marshall  Field  &  Co., 
Chicago,  on  April  30,  1869.  The  greater 
part  of  Mr.  Veitch's  career  was  spent  as  a 
salesman  in  the  wholesale  linen  department. 
For  the  last  fifteen  years  he  had  been  a  gen- 
eral salesman,  in  charge  of  the  railroad  busi- 
ness, hotels  and  supplies  of  a  similar  nature. 
Mr.  Veitch  received  the  Field  diamond  medal 
for  fifty  years'  service  in  1918. 
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Carpet  Sale  Draws 
Large  Number 
of  Buyers 

Goods  Sell  at  Firm  Prices,  but  Pros- 
pect of  Third  Auction  Is 
Already  Seen  ^ 

ANOTHER  auction  sale  of  rugs  and  car- 
petings  was  pulled  off  this  week  by  the 
^  Alexander  Smith  &  Sons  Carpet  Co., 
with  results  that,  up  to  the  time  this  report 
was  written,  appear  to  have  fully  justified  the 
holding  of  the  sales  from  the  viewpoint  of  the 
sellers. 

By  the  way,  how  many  sales  will  the  con- 
cern hold  this  season?  We  raise  the  question 
in  all  seriousness,  because  the  answer  to  it 
should  have  an  important  bearing  on  the 
course  that  heads  of  floorcovering  depart- 
ments will  have  to  steer  in  the  event  that  the 
big  Yonkers  mill  is  pushed  to  capacity  during 
the  balance  of  the  season. 

Here  are  a  few  facts  worth  thinking  over: 
Retail  stocks  of  floorcoverings  are  not 
large.  This  is  proved  by  the  willingness  of 
buyers  to  absorb  130,000  bales  of  rugs  and 
carpets  from  one  concern  in  six  weeks.  Dur- 
ing this  period  the  other  concerns  have  not 
been  idle. 

More  than  1000  buyers  came  to  the  first 
sale,  April  4.  They  came  back  this  week  for 
more,  and  bid  prices  up  to  levels  closely  ap- 
proximating those  of  the  first  sale  in  a  quiet, 
persistent  manner  that  indicated  their  confi- 
dence in  their  ability  to  sell  the  goods  they 
were  buying. 

The  goods  that  have  been  sold  so  far  this 
season  will  be  distributed  among  so  many  re- 
tailers that  there  is  no  probability  that  any 
of  them  will  be  overstocked. 

Buyers  Must  Think 
It  is  time,  however,  for  buyers  to  give 
more  serious  thought  to  the  prices  they  are 
paying  for  the  goods  they  are  getting.  The 
management  at  Smith's  told  a  very  pertinent 


fact  when  they  stated  to  the  reporters  that 
"the  buyers  made  their  own  prices"  on  April 
4  last. 

Buyers  who  bid  goods  up  to  the  levels  now 
prevailing  certainly  did  "make  their  own 
prices"  and  if,  as  some  of  the  men  present 
at  the  sale  believe,  another  sale  is  called  early 
in  July,  they  may  find  that  the  goods  they 
have  already  purchased  will  bring  in  smaller 
profits  than  had  been  calculated. 

Output  to  Be  Accounted  For 

"What  are  the  factors  that  lead  you  to 
look  for  another  sale?"  one  man  asked  an- 
other, and  this  was  the  latter's  reply:  "The 
conditions  of  sale  stipulate  deliveries  up  to 
May  31,  1921.  The  inference  is  that  all  oi 
nearly  all  of  the  goods  offered  will  be  off  the 
looms  some  days  before  that  date.  That  leaves 
four  months'  production  of  the  Smith  plant  to 
be  accounted  for." 

This  speaker  hit  the  nail  on  the  head.  How 
is  this  great  quantity  of  goods  to  be  moved 
without  the  aid  of  a  sufficient  salesforce,  un- 
less the  services  of  the  auctioneer  are  again 
called  in? 

Another  question :  Will  one  more  sale  prove 
sufficient  to  move  the  four  months'  output? 

Think  these  facts  over,  Mr.  Carpet  Buyer, 
and  regulate  your  future  action  by  your  con- 
clusions. 

This  week's  sale  started  with  an  offering 
of  Ardsley  Axminster  rugs  in  the  6x9  ft. 
size,  the  larger  sizes  following.  Each  offer- 
ing consisted  of  a  small  number  of  lots  and 
only  a  relatively  few  duplicates. 

Prepared  for  Old  Prices 
If  the  intention  was  to  speed  up  the  move- 
ment of  the  goods  it  cannot  be  said  that  the 
plan  was  entirely  successful,  as  only  45  lots 
and  about  half  of  the  usual  number  of  dupli- 
cates were  disposed  of  during  the  first  hour. 

The  prices  obtained  were  bid  deliberately 
and  showed  definitely  that  the  buyers  present 
had  come  to  the  sale  prepared  to  pay  about  the 
same  as  they  had  paid  a  month  ago. 

Favored  patterns  brought  from  50  to  75 
cents  more  than  the  average  on  the  9  x  12  ft. 
size  in  the  Axminsters  and  proportionate  in- 
creases on  other  sizes. 


A  feature  of  the  bidding  was  the  popular- 
ity of  vivid  floral  designs.  They  easily  out- 
classed all  other  patterns. 

The  second  day's  selling  started  at  9  o'clock 
with  about  half  of  the  seats  filled.  The  others, 
however,  were  occupied  within  the  first  half 
hour. 

Following  is  the  range  of  prices,  high  and 
low,  of  the  initial  offering  of  the  lines  named, 
and  for  comparison  the  prices  obtained  a 
month  ago  the  first  time  the  same  goods  were 
put  up: 


Ardsley  Axminster 

May 


6x9 
7.6  X  9 
8.3  X  10.6 
9  X  12 

9  X  12 


High 
$15.00 
17.00 
22.25 
24.25 


Low 
$13.25 
16.00 
21.00 
22.75 


High 
$14.00 
17.75 
22.00 
24.00 


April 


Low 
$13.00 
16.00 
20.50 
20.50 


Alpine  Axminster 
22.00  21.00 


Manor  Tapestry 

8.50 

6x9 

10.00  9.00 

12.00 

7.6  X  9 

12.00  11.00 

11.50 

10.25 

8.3  X  10.6 

14.50  13.25 

15.00 

13.25 

9  X  12 

16.25  15.00 

16.00 

14.00 

Hudson  Tapestry 

7.00 

6x9 

7.75   

7.25 

7.6  X  9 

8.00  7.50 

8.25 

8.3  X  10.6 

9.75  9.00 

10.25 

9.50 

9  X  12 

12.75  11.75 

11.75 

11.50 

Katonah  Velvet 

6x9 

11.00  9.75 

10.25 

10.00 

7.6  X  9 

12.00  11.50 

12.25 

8.3  X  10.6 

15.00  14.20 

14.25 

14.00 

9  X  12 

17.50  16.35 

17.75 

15.75 

Nepperhan  Tapestry 

10.25 

9x9 

11.50  10.00 

10.75 

7.6  X  9 

13.75  12.75 

13.00 

12.50 

8.3  X  10.6 

17.75  15.50 

17.00 

16.50 

9  X  12 

19.50  17.75 

19.25 

Carlton  Axminster 

6x9 

16.50   

17.00 

16.00 

7.6  X  9 

20.75  18.75 

22.00 

20.00 

8.3  X  10.6 

27.25  25.50 

27.00 

26.50 

9  X  12 

30.00  27.00 

30.75 

27.25 

Yonkers  Axminster 

6x9 

19.50  18.00 

20.00 

18.00 

7.6  x  9 

25.00  23.00 

24.75 

24.00 

8.3  X  10.6 

32.50  30.25 

33.50 

30.00 

9  X  12 

38.00  29.75 

38.00 

31.00 

Colonial  Velvet 

6x9 

17.50  16.00 

16.75 

16.00 

7.6  X  9 

22.00  20.50 

19.25 

8.3  X  10.6 

29.00  26.00 

25.00 

24.00 

9  X  12 

33.75  28.75 

30.00 

28.75 

Cheney  Honored 
By  Silk  Men 

Association's    Board    of  Managers 
Make  Presentation  to  Former 
President  of  Body 

A TESTIMONIAL  dinner  was  tendered  to 
Charles  Cheney  of  Cheney  Bros,  at  the 
Hotel  Astor  on  Wednesday  evening  of 
last  week  by  the  board  of  managers  of  the  Silk 
Association  of  America  in  appreciation  of  his 
valuable  services  to  the  association  during  his 
many  years  as  its  president.  After  the  dinner 
Mr.  Cheney  was  presented  with  a  silver  tea 
service  and  an  engrossed  copy  of  the  resolu- 
tions adopted  by  the  association  on  the  occa- 
sion of  his  retirement  from  the  presidency. 
The  resolutions  read  as  follows: 

"Whereas,  the  Silk  Association  of  America 
has  been  fortunate  in  having  as  its  chief 
executive  for  the  past  eight  years  a  man  who 
represents  the  very  highest  business  standards, 
Charles  Cheney;  and 

"Whereas,  as  president  of  our  association, 
Mr.  Cheney  has  been  not  only  an  exceptionally 
able  and  successful  executive,  but  an  inspir- 
ation and  guide  to  the  entire  association 
through  the  stormy  times  which  the  industry 
has  weathered ;  and 

"Whereas,  his  untiring  efforts  for  further- 


ing the  interests  of  the  industry  and  the  asso- 
ciation are  largely  responsible  for  the  success 
of  both  to-day ;  it  is  hereby 

"Resolved,  That  on  this  occasion  of  his  re- 
tirement from  office,  we,  the  board  of- man- 
agers of  the  Silk  Association  of  America,  con- 
vey to  Mr,  Cheney  our  sincere  gratitude  and 
appreciation  for  the  great  service  he  has  ren- 
dered, and  take  this  opportunity  to  express 
our  earnest  desire  that,  although  he  is  step- 
ping from  office,  we  shall  not  be  deprived  of 
his  guidance  and  counsel." 

On  the  tea  service  was  inscribed  the  fol- 
lowing :  "Presented  to  Charles  Cheney  by  his 
associates  who  have  served  on  the  board  of 
managers  of  the  Silk  Association  of  America 
on  the  occasion  of  his  retirement  from  the 
presidency  of  the  association  and  in  grateful 
appreciation  of  his  unselfish  services,  1909- 
1921." 

The  presentation  was  made  by  James  A. 
Goldsmith  of  Hess,  Goldsmith  &  Co.,  who  suc- 
ceeded Mr.  Cheney  as  president. 


Living  Cost  Data 

Washington  Office  of  the  Dry  Goods 
Economist,  816  Fifteenth  St.,  IS.  W. 

Compilation  and  publication  of  dependable 
and  up-to-date  figures  on  retail  prices  and  cost 
of  living  will  be  undertaken  by  the  Govern- 
ment at  once.    President  Harding  announced 


Tuesday  after  the  cabinet  meeting  that  this 
question  was  discussed  at  the  session  and  it 
was  decided  that  the  Department  of  Commerce 
and  the  Department  of  Labor  should  co-operate 
in  presenting  this  data.  The  Department  of 
Commerce  will  supply  the  funds  and  prepare 
the  figures  with  the  aid  of  experts  from  the 
Bureau  of  Statistics,  Department  of  Labor; 
At  present,  figures  on  the  cost  of  living  are 
issued  only  semi-annually,  these  including  food 
as  well  as  commodity  retail  prices.  It  is 
recognized  that  figures  of  this  kind  are  too 
old  to  be  of  much  value  and  that  the  public  is 
demanding  more  frequent  and  current  statis- 
tics. The  principal  point  of  contention  relates 
to  comparative  reduction  in  wholesale  and  re- 
tail prices,  retail  interests  denying  the  general 
charges  that  have  been  made  that  they  have 
not  shared  proportionately  in  the  readjustment 
of  economic  conditions. 

Another  element  that  promises  to  present 
itself  with  relation  to  the  whole  subject  is  the 
matter  of  quality  of  wearing  apparel. 

"You  cannot  say  too  emphatically  that  it  is 
not  a  buyers'  strike  against  prices  so  much  as 
it  is  against  quality,"  said  Ethelbert  E. 
Stewart,  commissioner  of  labor  statistics,  in 
an  interview  with  an  Economist  staff  mem- 
ber. "One  difficulty  in  making  comparisons  of 
prices  is  that  we  have  no  assurance  that  the 
quality  being  compared  is  the  same.  Investi- 
gators from  the  bureau  have  found  that  some 
merchants  have  removed  from  their  materials 
labels  showing  their  grades." 
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Can't  Make  Linens  Without  Flax 
And  Where's  the  Flax? 

W.  H.  Webb  Outlines  Problems  Industry  Faces — Russian  Flax 
Supply  Is  Virtually  Nil  and  a  Complete  Dearth  of  Product 
Seems  in  Prospect  for  1922 


BUYERS  of  department  stores  are  coming 
to  realize  more  and  more  the  importance 
of  studying  market  conditions  and  pro- 
duction possibilities  in  the  raw  materials  that 
go  into  their  respective  products.  Not  so 
much  for  immediate  purchasing  as  to  govern 
their  actions  toward  the  placing  of  future  or- 
ders. 

This  is  particularly  true  of  men  who  must 
deal  in  piece  goods  made  of  wool,  silk,  cotton 
and  flax. 

The  first  three  we'll  pass  by  since  they 
have  been  written  up  and  down  so  often  in 
the  Economist. 

Flax  or  linen,  though,  has  been  treated 
less  liberally  due  to  the  lack  of  accurate  re- 
ports on  actual  conditions.  Therefore  this 
article  and  these  facts  are  presented  as  the  re- 
sult of  an  interview  with  W.  H.  Webb  of  the 
Old  Bleach  Linen  Co.,  perhaps  the  best  posted 
man  in  the  linen  industry  in  the  world,  and 
who  has  just  arrived  from  Ireland. 

Was  World's  Chief  Supply 

Prior  to  the  world  war  Russia  produced 
about  four-fifths  of  all  the  flax  of  the  world, 
yielding  approximately  400,000  tons  per  year, 
the  normal  world  production  being  about 
500,000  tons. 

The  Russian  supply  has  been  almost  entire- 
ly cut  off.  That  country  is  producing  now  only 
enough  for  her  own  immediate  needs,  and  the 
reserve  of  former 
years  has  entirely 
disappeared.  During 
the  year  1919  the 
flax  yield  of  the 
world  was  only  25  per 
cent  of  normal;  in 
1920,  33  1-3  per  cent 
of  normal  and  the 
acreage  planted  for 
1921  will  not  yield 
more  than  18  per 
cent  of  normal. 

This  is  due  not 
only  to  the  failure  of 
Russia  to  produce  but 
also  to  a  28  per  cent 
falling  off  in  the 
yield  per  acre  of  flax. 
Up  to  the  year  1917 
every  acre  of  flax- 
planted  land  produced 
about  435  pounds  for 

harvest,  while  from  1917  to  1919  the  yield  has 
been  just  about  315  pounds  per  acre. 

The  falling  off  in  yield  is  blamed  largely 
on  inferior  seed,  and  on  the  fact  that  many 
farmers  are  now  growing  flax  who  never  be- 
fore planted  it.  During  former  times  practi- 
cally all  flax  was  grown  by  peasants  with 
large  families  and  small  pieces  of  ground.  Al- 
most every  stalk  got  individual  attention  and 
responded  accordingly.  Now  flax  is  grown  on 
much  larger  farms  and  is  not  subject  to  the 
intensive  cultivation  of  former  years.  Natu- 
rally, this  is  resulting  in  decreased  poundage 
and  inferior  fiber. 

Rain  Spoiled  Last  Crop 

The  1920  crop,  by  the  way,  was  the  poor- 
est ever  produced  due  to  excessive  rain  over 
the  flax  belt  of  Western  Europe  and  the  fact 


that  it  had  to  be  pulled  before  becoming  en- 
tirely ripe  in  order  to  save  any  of  the  crop. 

Not  only  has  the  falling  off  in  production 
caused  increased  prices  but  the  Western  Euro- 
peans who  have  turned  their  attention  to  flax 
planting  have  had  to  pay  wages  way  in  ex- 
cess of  those  enjoyed  by  the  peasants  of  Rus- 
sia— the  backbone  of  the  flax  growing  in- 
dustry. 

The  great  linen  association  of  Ireland 
made  noble  efforts  to  save  the  'linen  situation 
in  1919  and  1920.  They  guaranteed  prices  to 
farmers  for  flax— and  to  spinners  for  yarn — 
and  for  a  time  it  looked  as  though  the  indus- 
try might  be  helped  out  of  a  bad  situation. 
Then  in  1920  the  Continental  spinners  with- 
drew from  the  agreement  and  the  VERY 
small  planting  of  1921  is  the  result. 

There  Is  No  Surplus 

It  will  be  seen  from  this  that  the  linen  in- 
dustry is  in  a  far  different  situation  from 
that  of  any  other  textile  industry.  It  has  not 
a  great  surplus  of  raw  material  to  work  up. 
There  is  sufficient  for  the  year  1921  based  on 
the  buying  of  the  past  few  years,  but  there  is 
apparently  no  chance  short  of  a  miracle,  that 
will  prevent  a  flax  famine  in  1922.  Look  at 
these  figures.  During  1916  the  United  States 
consumed  75,000,000  yards  of  linen;  during 
1920  about  45,000,000  yjirds;  during  1922, 
figuring  liberally,  the  United  States  WILL 


to  the  unemployment  insurance  of  Great  Brit- 
ain which  came  into  existence  during  1920. 
However,  payment  under  this  is  for  a  period 
not  to  exceed  six  months,  and  should  present 
conditions  continue  it  is  hard  to  predict  for 
the  future. 

There  are  the  facts,  kind  readers,  neither 
softened  nor  hardened.  Read  them  and  digest 
them.  They'll  help  you  in  guiding  your  pur- 
chases and  plans  for  the  coming  years.  Do 
not  allow  yourself  to  be  lulled  into  a  sense  of 
security  by  the  sale  of  lots  of  linens  at  spe- 
cial prices,  many  of  which  are  below  the  cost 
of  production  even  during  normal  times. 
These  distress  lots  are  the  result  of  financial 
conditions  which  demand  an  IMMEDIATE 
liquidation.  They  should  be  taken  advantage 
of  by  the  retailer  and  passed  on  to  the  public. 
The  time  is  apparently  not  far  distant  when 
such  "buys"  will  be  as  scarce  as  gold  fillings 
in  dog's  teeth. 


A  stocky  display  of  household  goods  at  Ginihel  Bros. 

BE  ABLE  TO  GET  ONLY  19,000,000  yards 
at  most  and  the  chances  are  the  yardage  will 
be  considerably  less. 

Please  do  not  understand  this  as  "scare 
stuff"  or  a  prediction  of  unheard  of  prices ;  it 
is  not.  The  linen  industry,  like  many  another, 
has  learned  that  there  are  prices  beyond 
which  none  can  go.  When  that  level  is 
reached  the  spinners  will  refuse  to  buy  flax, 
close  down  their  mills  and  simply  wait  for  a 
new  crop — -and  that  is  apparently  the  situa- 
tion that  will  prevail  in  1922.  Raw  flax  has 
already  stiffened  materially  in  price,  there 
having  been  an  increase  of  as  much  as  $160 
per  ton  during  the  past  few  weeks. 

The  linen  mills  have  not  been  working 
more  than  50  per  cent  of  the  time  since  1916 
and  at  the  present  are  only  working  one- 
fourth  of  the  time.  Fortunately,  the  work- 
men of  the  plants  have  been  kept  intact  due 


Selling  Linens  Re- 
quires Tact 

Salesmen  Must  Size  Up  Prospective 
Customer    and  Act 
Accordingly 

SELLING  linens  is  a  fine  art  these  days. 
Gone  are  the  times  when  the  sales- 
person merely  told  the  price  and  let 
the  merchandise  sell  itself.  Nowadays  one 
has  to  plan  out  a  line  of  action  to  be  applied 
to  one  type  of  customer  and  then  prepare  a 
variant  for  each  and  every  other  type. 

If  a  display  of  fine  linen  attracts  the 
attention  of  a  customer  and  causes  her  to 

pause  before  it,  that 
display  has  done  its 
full  duty.  The  task 
of  the  salesman  starts 
at  once. 

A  tactful  remark 
about  the  goods,  their 
origin,  their  rarity 
or  their  cheapness  is 
enough  to  start 
things.  Cheapness, 
when  applied  to  some 
goods,  carries  a  world 
of  disdain,  but  who 
could  apply  such  a 
meaning  to  linens, 
particularly  now? 

The  Purse  Decides 

Linens  may  be 
very  dear  or  very 
cheap.  It's  all  rela- 
tive, and  the  differ- 
ence often  depends  upon  the  condition  of  the 
family  purse,  though  the  condition  of  the 
linen  closet  at  home  sometimes  has  a  bearing 
on  the  desirability  of  the  goods  in  the  store. 

In  this  fact  is  found  the  real  opening  of 
the  alert  salesman  in  the  linen  department. 
He  will  size  up  his  prospective  customer  in- 
stantly and  have  just  the  proper  remark 
ready  to  make  when  she  has  been  sufficiently 
impressed  by  the  showing. 

Then  he  will  be  ready  to  show  how  hand- 
some another  pattern  is,  how  the  accompany- 
ing pieces  add  to  the,  attractiveness  of  a 
tablecloth,  the  sizes  of  napkins  will  form  a 
topic  on  which  a  talk  of  some  length  may 
be  built  up. 

A  discourse  on  damask  and  how  it  will 
preserve  its  pattern  and  beauty  until  long 
after  the  fabric  has  worn  out  gives  oppor- 

(Continued  on  page  22) 
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June  Marriages 
Should  Suggest 
Hope  Chest 

Many  Girls  Are  Looking  Forward  to 
Wedding  Some  Time  or  Another 
to  Capitalize  Their  Hopes 

IN  June,  the  month  of  marriages,  so  much 
attention  is  concentrated  on  the  bride 
that  everybody  is  apt  to  forget  the  much 
more  numerous  class  of  girls  who  are  not 
brides,  but  who  hope  some  day  to  be.  These 
constitute  a  very  large  part  of  any  store's 
clientele,  and  probably,  as  a  rule,  they  do 
not  get  as  much  attention  as  they  ought 
to  get. 

In  these  days  a  large  proportion  of  such 
girls  are  self-supporting.  They  work  in 
offices,  shops  and  factories.  And  most  of 
them  are  looking  forward  to  the  day  when 
they  will  get  married.  They  are  apt  to  be 
thinking  especially  about  marriage  in  the 
month  of  June,  when  so  many  other  girls  are 
getting  married. 

Probably  some  girl  among  their  acquaint- 
ances is  a  June  bride.  She  has  pridefully 
shown  them  her  trousseau,  and  this  has  re- 
minded them  of  all  the  things  they  would 
like  to  have  when  they  get  married  them- 
selves. Those  who  have  hope  chests  are 
stimulated  to  make  additions  to  them  and 
those  who  have  not  are  tempted  to  start 
them. 

Get  the  June  Spirit 

Why  not  take  advantage  of  this  marriage 
mood  of  June  to  appeal  to  all  the  girls  who 
hope  or  expect  to  be  brides?  Make  them 
special  offers  of  desirable  things  to  go  in 
their  hope  chests.  Point  out  to  those  who 
have  not  hope  chests  the  advantage  of  start- 
ing them.  Show  them  all  the  lovely  and 
useful  things  they  can  have  when  they  are 
brides  if  they  start  collecting  them  now. 
Suggest  to  them  the  pleasure  of  spending 
their  dull  evenings  working  on  intimate 
things  to  wear  when  they  are  married — 
sewing  on  the  fabric  of  their  dreams,  so 
to  speak. 

All  action  is  the  fruit  of  desire,  and  de- 
sire in  most  instances  is  the  fruit  of  sugges- 
tion. Probably  thousands  of  girls  who  never 
think  of  having  hope  chests  would  be  im- 
pelled to  start  them  if  the  idea  were  sug- 
gested to  them  in  an  emphatic  way.  One 
obvious  way  would  be  through  the  means 
of  window  display.  For  example,  a  window 
might  show  a  girl  kneeling  beside  her  hope 
chest  and  exhibiting  the  treasure  of  beau- 
tiful things  she  has  in  it.  Another  might 
contain  a  complete  display  of  all  the  things 
that  could  properly  be  included  in  a  hope 
chest. 

The  Wise  Virgins 

In  the  advertising  the  idea  could  be 
played  up  more  fully.  Contrast  could  be 
drawn  between  the  girl  who  goes  to  her  hus- 
band empty-handed  and  the  one  who  brings 
a  supply  of  things  to  adorn  their  home  and 
her  person.  The  girl  could  be  shown  how 
much  trouble  and  expense  the  accumulation 
of  such  things  now  would  save  her  in  the 
beginning  of  her  married  life,  and  how  the 
lack  of  them  might  prove  to  be  troubled  rip- 
ples on  the  bright  surface  of  the  matrimonial 
sea.  It  would  be  easy  enough  to  think  up 
a  number  of  little  human  interest  stories  on 
this  theme. 


An  excellent  example  of  how  white  goods  cm  be  effectively  shozvn.  Ths  i 
of  C.  N.  Lahlotslc,  display  manager  of  the  Stcele-Mycrs  Co.,  h ort  Wayne,  bid. 


This  windozi'  is  the  work 


Such  a  campaign  should  be  linked  up  with 
whatever  work  the  store  is  doing  in  the 
promotion  of  home-sewing.  The  store  should 
otfer  patterns  and,  if  possible,  instruction, 
to  help  the  girl  who  is  not  expert  in  sewing. 
Suggestions  could  also  be  given  for  embroi- 
dery work.  A  girl  who  could  not  be  inter- 
ested in  sewing  might  easily  be  interested 
in  doing  embroidery  work  on  table  linens 
or  bureau  scarves  for  use  eventually  in  her 
own  home. 

Stimulate  White  Goods  Sales 

While  the  particular  object  of  such  a 
campaign  would  be  to  get  across  to  the 
young  girl  the  idea  of  starting  a  hope  chest 
at  the  time  when  her  mind  is  apt  to  be  most 
susceptible  to  such  an  idea,  it  should  not 
be  forgotten  that  the  result  aimed  at  is  the 
stimulation  of  white  goods  sales.  The  hope 
chest  idea,  therefore,  is  no  more  than  a  point 
on  which  to  focus  attention.  Among  those 
whose  attention  would  be  drawn  to  it  there 
are  thousands  of  married  women  and  thou- 
sands of  girls  who  could  not  be  induced  to 
have  hope  chests.  But  these  could  be  in- 
duced to  buy  white  goods,  and  they  can  be 
so  induced  if  the  displays  of  merchandise 
are  made  varied  and  attractive. 

The  hope  chest  feature,  therefore,  should 
be  made  the  occasion  for  a  full  display  of 
table  linens,  bed  linens  and  lingerie  fabrics. 
Nor  should  the  appeal  of  price  be  forgotten, 
for  the  sake  of  those  in  whose  lives  economy 
rather  than  hope  has  become  the  dominant 
motive. 


Selling  Linens 

(Continued  from  page  21) 

tunity  to  emphasize  the  real  value  of  fine 
linens  as  contrasted  with  the  cheaper  sub- 
stitutes. 

The  salesman  who  knows  how  the  flax 
is  grown  and  prepared  for  retting,  how  the 
fiber  is  obtained  and  how  it  is  treated  can 
easily  be  taught  how  to  put  his  knowledge 
to  the  most  practical  use.  In  other  words, 
he  can  be  turned  into  a  demonstrator  and 
thus  made  of  greater  value  to  his  employer. 

The  story  of  how  each  of  the  operations 
of  spinning  and  weaving  linens  and  other 
fabrics  has  been  told  many  times  and  is 
easily  memorized.   The  Economist's  articles 


on  the  subject  have  been  profusely  illus- 
trated, so  that  each  machine  employed  took 
on  the  status  of  an  old  acquaintance  to  our 
readers. 

Study  the  Merchandise 

Encourage  your  salespeople,  Mr.  Retailer, 
to  study  their  merchandise,  especially  lines 
which,  like  linens,  must  be  appreciated  not 
only  by  the  prospective  customer  but  also 
by  the  man  whose  task  it  is  to  sell  them. 

The  store  that  has  a  collection  of  attrac- 
tive linens  in  its  stock  and  also  has  a  sales- 
man who  knows  and  appreciates  the  goods 
can  always  sell  them  at  good  prices  and, 
what  is  more  to  the  point,  can  feel  assured 
that  its  customers  will  come  back  for  more. 

Such  a  store  can  buy  linens  freely,  with 
perfect  assurance  that  they  will  remain  loyal 
to  it  in  the  acceptance  of  statements  rela- 
tive to  value,  quality  and  desirability  of  the 
goods. 

Just  Change  Wording 

Some  of  our  subscribers  are,  of  course,  , 
unable  to  handle  real  linen  goods  because 
of  the  character  of  the  trade  they  cater  to. 
To  merchants  and  department  heads  of  this 
class  we  would  say  that  the  cotton  damasks 
and  other  household  fabrics  that  are  within 
the  limits  of  their  customers'  purses  can 
readily  be  presented  by  the  use  of  the  argu- 
ments suggested  above  by  merely  substi- 
tuting the  word  cotton  for  linen  or  flax  and 
then  describing  the  beauty  and  desirability 
of  the  merchandise. 

Cotton  tablecloths,  particularly  the  fine 
and  dainty  printed  goods,  are  often  used  for 
breakfast  and  lunch  by  people  who  can  well 
afford  to  use  linen  at  all  times.  These  cloths 
are  a  variety  to  one  class  of  consumers  and 
a  necessity  to  another  class.  Thus,  there  is 
a  wider  outlet  for  them. 

Cotton  sheets,  pillow-cases  and  window 
drapes,  etc.,  are  so  common  that  especial 
mention  of  them  seems  unnecessary,  yet 
there  are  opportunities  for  the  sale  of  large 
quantities  of  goods  of  this  class,  and  many 
a  big  "book"  has  been  made  by  men  who 
specialize  on  such  goods. 

Miss  Mabel  Ainsley  has  been  promoted  to 
buyer  of  infants'  wear  in  the  basement  of  the 
J,  L,  Hudson  Co.  store,  Detroit,  Mich.,  suc- 
ceeding Mr.  McDonald.  Formerly  Miss  Ains- 
ley was  assistant  buyer  for  the  girls'  depart- 
ment. 
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The  Consumer  Pays,  Anyhow;  So  Why 

Not  Tax  Him  Directly? 

This  Retailer  Believes  It  Would  Save  Money  Through  Many 
Stages  of  Production  and  Distribution — Problem  Is  to  Procure 
,    Revenues  with  Least  Possible  Handicap  to  Industry — Of  Course, 
Consumer  Pays;  Why  Try  to  Make  Him  Think  He  Doesn't? 


A PRACTICAL,  equitable  taxing  system 
is  uppermost  in  the  minds  of  all  think- 
ing, forward-looking  business  men  and 
first  on  the  program  of  the  new  administra- 
tion, A  satisfactory  solution  of  this  prob- 
lem, making  income  and  excess  profit  taxes 
less  burdensome,  will  have  a  far-reaching 
influence  on  our  future  progress  and  devel- 
opment in  industry  and  business,  and  is  per- 
haps of  greater  importance  to  reaching  a 
more  normal  and  stabilized  condition  than 
we  can  realize  at  this  time.  It  is  a  problem 
not  only  directly  affecting  our  domestic  situ- 
ation, but  to  a  great  extent  our  world  rela- 
tions, and  should  be  considered  from  all 
angles  in  the  broadest  sense,  without  relation 
to  political  affiliations,  personal  interest  or 
selfish  purposes.  In  this  manner  only  can 
we  hope  to  succeed  in  developing  a  system 
that  will  meet  our  needs  without  working  a 
'  real  hardship  upon  anyone. 

How^  Business  Is  Handicapped 

Our  income  tax  has  proven  that  it  is  not 
practical  to  take  away  from  industry  or  busi- 
ness (and  to  a  great  extent  the  same  applies 
to  the  individual)  profits  that  are  badly 
needed  for  improvements  or  extensions  to 
meet  an  increased  demand  in  a  growing  in- 
stitution. As  a  rule  it  is  only  a  very  limited 
portion  of  a  profit  account  that  is  actually 
represented  in  cash,  the  greater  portion 
usually  being  in  goods  or  increased  facilities, 
representing  additional  capital  that  is  badly 
needed  to  meet  the  demands  of  a  growing 
business. 

Choice  of  Tw^o  Evils 

When  a  business  is  forced  to  give  up  this 
portion  of  its  income  or  profits  it  cannot  de- 
velop except  by  adding  new  capital  or  addi- 
tional credits.  It  is  not  practical  to  allow  the 
business  to  become  stationary  and  it  must 
either  increase  its  facilities  to  meet  a  grow- 
ing demand  or,  with  rare  exceptions,  give  up 
a  part  of  the  business  that  is  already  estab- 
lished, and  again  in  times  when  unexpected 
conditions  are  to  be  met  it  is  difficult  to  pro- 
vide for  sudden  changes  or  shrinkages  un- 
less a  surplus  has  been  provided  to  meet  the 
demand. 

The  present  situation  is  probably  as  good 
an  illustration  as  we  could  get  of  how  essen- 
tial it  is  for  industry  and  business  to  provide 
resources  during  a  period  of  inflation  to  take 
care  of  any  sudden  collapses  in  values. 

As  a  Boon  to  Business 

To  my  mind  to  relieve  industry  and  busi- 
ness of  the  present  income  and  excess  profit 
tax  will  have  a  tendency  to  put  new  life  into 
the  present  situation,  as  it  will  be  an  encour- 
agement for  capital  to  again  seek  investment 
and  start  new  development. 

Just  how  far  we  should  go  in  establishing 
higher  tariff  rates  will  be  one  of  the  difficult 
problems  of  solution.  We  are  in  an  entirely 
different  position  from  what  v^^e  were  a  few 
years  ago.  We  have  developed  many  lines  of 
industry  in  excess  of  domestic  requirements 
and  must  find  outside  markets  to  keep  these 


By  W.  F.  Kahlden 

General  Manager,  the  John  B.  Ragland 
Mercantile  Co.,  Kingsville,  Tex. 

in  a  prosperous  condition,  and  again  we  need 
the  world  for  a  market  to  dispose  of  our  com- 
modities or  raw  materials,  and  will  have  to 
adjust  tariffs  that  will  meet  these  new  condi- 
tions in  the  most  practical  manner.  We  can- 
not hope  to  sell  in  a  market  where  we  refuse 
to  buy  on  account  of  excessive  import  duties, 
the  exception  of  this  rule  probably  being 
that  we  should  not  hesitate  to  use  every 
means  we  can  to  protect  our  dye  industry 
as  a  matter  of  self-preservation,  so  that  we 
may  not  again  be  found  lacking  in  chemicals 
or  the  facilities  for  producing  same  in  the 
case  of  a  sudden  crisis  like  we  were  in  in 
1914,  and  I  feel  that  we  should  be  less  con- 
cerned about  granting  a  few  privileges  in 


Let's  Have  a  Tax 
Talk  from  You—! 

ALL  of  us  Kave  pretty  firmly  rooted  ideas 
about  the  taxation  question — invariably 
the  result  of  experience,  for  the  revenue  man 
distributes  his  attentions  pretty  thoroughly 
among  all  classes. 

Mr.  Kahlden  has  done  a  good  job  in  this 
article.     He  takes  the  reasonable,  temperate 

view  we    must    raise    the    money,    so  why 

dally  about  it?  His  suggestion  that  a  direct 
tax  be  levied  on  the  consumer  is  remarkable 
only  for  its  frankness,  for,  as  he  intimates 
in  his  story,  one  of  the  main  functions  of  a 
tax  plan  as  generally  conceived  has  been  to 
hide  from  consumers  the  fact  that  they  really 
did  pay! 


this  connection  to  enable  them  to  make  bet- 
ter than  average  profits  than  we  should  about 
our  own  safety. 

We,  of  course,  must  find  sufficient  rev- 
enue to  meet  our  indebtedness  and  provide 
current  funds  for  our  Government,  and  while 
this  need  is  much  larger  than  we  have  ever 
been  called  on  to  meet  in  the  past,  it  is  prob- 
ably smaller  in  proportion  than  any  other 
world  power  has  at  this  time;  in  fact,  having 
gone  from  a  debtor  to  a  creditor  nation  the 
past  few  years  should  be  quite  an  asset  in 
meeting  the  present  situation  without  any 
hardships  to  ourselves. 

Approves  N.R.D.G.A.  Plan 

The  proposed  sales  or  turn-over  tax  as 
outlined  by  the  National  Retail  Dry  Goods 
Association  is,  to  my  mind,  one  of  the  most 
practical  plans  that  has  been  proposed.  The 
suggestion  that  this  is  a  direct  tax  upon  the 
consumer  does  not  appeal  to  me,  as  in  spite 
of  all  our  political  efforts  to  place  the  burden 
of  our  taxes  upon  wealth  or  industry,  the 
greater  portion  must  be  paid  by  the  masses. 


or  consumer,  and  to  continue  our  efforts 
along  this  line  I  am  sure  would  be  futile. 

Our  present  system  has  proven  that  not 
only  does  the  consumer  pay  the  gross  amount 
of  tax,  but  under  the  present  system,  as  a 
matter  of  self-preservation,  each  individual 
business  or  industry  that  handles  the  com- 
modities or  merchandise  must  provide  for 
additional  taxes,  and  by  the  time  that  this 
amount  is  finally  collected  it  is  probably  sev- 
eral times  the  amount  the  Government  real- 
izes, so  that  a  direct  tax  that  is  really  prac- 
tical and  cannot  be  duplicated  in  this  manner 
is  probably  cheaper  in  the  end  than  the  pres- 
ent system. 

Sane  Considerations  Needed 

From  all  records  available  a  sales  or  turn- 
over tax  will  create  sufficient  revenues  to 
eliminate  the  present  excess  and  high-rate 
icome  taxes,  relieve  the  smaller  incomes  of 
this  form  of  taxes  entirely,  and  also  allow 
the  luxury  taxes  to  be  eliminated  and  at  the 
same  time  simplify  the  matter  of  collection 
and  reporting  these  taxes.  It  is  probably 
natural  that  many  difficulties  should  have 
been  created,  and  that  we  will  have  to  change 
our  attitude  regarding  our  taxing  system 
from  time  to  time  to  meet  the  larger  demands 
in  a  really  practical  manner.  However,  we 
^hould,  by  considering  the  different  pro- 
posals, be  able  to  find  a  practical  system  that 
will  be  the  least  burdensome  and  give  us  the 
greatest  opportunity  to  make  substantial 
progress  in  competition  with  the  rest  of  the 
world  and  keep  our  industries  going  to  the 
fullest  capacity. 

Bring  Back  the  Dependable  Dollar 

Only  through  this  method  can  we  hope  to 
develop  a  i-eal,  sound  prosperity,  reaching  a 
state  in  world  relations  .that  will  permit  of  a 
stabilized  basis  and  giving  us  an  opportunity 
to  feel  and  have  some  assurance  that  a 
dollar  invested  in  merchandise  oV  commodi- 
ties and  figured  in  our  profit  accounts  will 
actually  mean  a  dollar  earned. 

To  my  mind  it  is  absolutely  essential  that 
we  do  business  on  a  competitive  basis  with 
the  entire  world  to  be  prosperous,  and  our 
system  of  taxation  should  be  developed  with 
this  idea  foremost  in  our  mind  in  consider- 
ing the  most  practical  way  to  accomplish  the 
desired  results  with  as  little  handicap  to  in- 
dustry as  possible.  High  prices,  high  wages 
and  a  general  stagnation  would  probably 
again  be  our  experience  were  we  to  turn  to 
a  high  protective  tariff  for  relief. 


Thalhimer  Brothers,  for  three  generations 
located  at  Richmond,  Va.,  have  recently  closed 
a  real  estate  deal  in  that  city  involving  ap- 
proximately two  and  a  half  million  dollars. 
The  transaction  includes  the  purchase  of  prop- 
erty at  611  East  Broad  Street,  the  leasing  of 
property  at  613-617  and  at  623-627  East  Broad 
for  a  period  of  thirty  years.  The  locations  now 
held  by  the  company  were  chosen  to  assure 
them  of  space  for  ample  expansion  for  genera- 
tions to  come. 
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Your  Linen  Chest— Replenish 
It  To-day! 

You  have  probably  been  waiting  a  long  time 
for  an  opportunity  of  this  kind  to  stock  your 
linen  closet.  We  have,  sought  for  a  long  time 
to  offer  it  to  you— but  price  and  scarcity  of 

merchandise 


Order  electro- 
type by  this 
number  —  loi. 


Today  's  offers 

you  values  in  linen  unheard  of 
for  many  years. 

True  Irish  Linen  of  peerless  beauty  in  texture  and 
quahty,  suitable  for  the  household— and  sheerer - 
weaves  for  embroidery.  _ 

Household  Linen  Art  Linen 


restricted  our  offer- 
ings and  your 
purchases. 


The  illustration  part  of  this  advertising  suggestion  is  obtainable  in  electro  form, 
three  column  nezvspaper  zvidth,  upon  request  from  the  Irish  Linen  Society,  231 
West  spth  Street,  New  York  City. 

THE  newspaper  advertising  contest. is  having  a  double 
effect. 

First,  the  Hnen  buyers  and  advertising  managers  are  realiz- 
ing that  there  has  not  been  a  better  time  since  the  war  to 
revive  interest  and  activity  in  real  linens. 
Second,  linen  manufacturers  and  wholesalers  are  encour- 
aged to  increase  production  efforts  which  means  better  stocks 
and  greater  varieties  from  which  the  linen  buyer  can  select 
his  purchases. 

This  is  nearly  as  important  to  the  linen  buyer  as  his  own 
turnover— for  without  a  reasonable  variety  of  patterns, 
styles  and  sizes  to  order  from,  his  own  department's  offer- 
ings are  correspondingly  meager. 

It  is  an  endless  chain.  The  more  business  you  do,  the  better 
orders  you  place— the  better  placed  is  your  manufacturer 
and  wholesaler  to  furnish  you  with  wide  assortments  and— 
through  greater  production  —  reduce  his  overhead  and 
prices. 
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Sports  Wear  Occupies  Favored  Niche 
in  Wardrobes  of  Modern  Women 

Just  a  Decade  Ago  Special  Apparel  for  Outdoors  Was  Not  Held 
in  High  Esteem  by  Best  Society,  But  Now  the  Smartest  Dressers 
from  New  York  to  the  Riviera  Demand  This  Type  of  Clothing — 
Even  Chinese  Are  Joining  the  Parade 


SPORTS  clothes  to-day  have  attained 
heights  little  dreamed  of  ten  years  ago. 
In  the  days  when  cycling  was  a  national 
sport  for  the  gentler  sex,  divided  skirts  came 
into  vogue,  and  although  they  were  tabooed  in 
polite  society,  to-day  leaders  of  these  same 
social  circles  are  wearing  knicker- 
bockers on  the  golf  courses  of  fash- 
ionable resorts,  and,  what  is  more,  , 
they  do  not  even  take  the  trouble  to 
don  a  m  )re  formal  costume  when  off  the  green. 

This  is  an  indication  that  comfort  and 
convenience  must  be  considered  when  cater- 
ing to  women  of  the  present  age.  Not  only 
in  strictly  sports  clothes  is  this  influence  felt, 
but  it  is  reflected  in  a  great  majority  of  the 
costumes  seen  at  the  beach  and  mountain  re- 
sorts of  America. 

Outdoors  Apparel  at  All  Times 

To-day  a  woman  is  considered  well  dressed 
for  nearly  every  day  function,  either  formal 
or  otherwise,  in  clothes  that  carry  an  air  of 
the  freedom  of  out-of-doors,  whether  made  of 
the  richest  silks  or  imported  wools  or  the 
finest  of  sheer  linens.  The  costumes  assume 
an  air  of  informality  which  has  won  for  them 
the  name  "sports  clothes." 

It  is  difficult  to  draw  the  line  between 
sports  clothes  as  they  were  first  known  and 
sports  clothes  of  the  type  which  fill  the  shops 
at  this  time  of  the  year  and  which  constitute 
the  greater  part  of  a  woman's  wardrobe. 

In  former  years  sports  clothes  meant  the 
type  of  costume  designed  strictly  for  skating, 
hiking,  tennis,  golf  or  riding.  Sports  clothes 
to-day  includes  suits,  coats,  dresses,  skirt, 
blouses,  hats,  shoes,  sweaters  and  all  the  ac- 
cessories which  go  to  make  up  a  summer  ward- 
robe. 

The  American  Women  Did  It 

Palm  Beach  and  Miami  set  the  vogue  this 
year  for  all-day  sports  clothes,  and  even  on 
the  Riviera  these  costumes  were  conspicuous. 
The  independent  American  woman  who  is  a 
devotee  of  comfort  and  pleasure  is  responsible 
for  this  tremendous  vogue  for  clothes  of  this 
type.  She  has  demanded  that  her  apparel 
allow  her  freedom  of  motion  while  enjoying 
her  favorite  sports.  In  order  to  meet  this 
demand,  leaders  among  American  designers 
have  devoted  much  time  and  thought  to  de- 
veloping individuality  in  this  type  of  costume. 

Certain  houses,  in  anticipating  this  trend 
of  fashion,  have  developed  costumes  which 
border  upon  the  style  of  sports  clothes  and 
yet  carry  an  individual  air  of  smartness. 

With  the  increasing  activities  of  women 


to-day  in  out-of-door  sports  and  steadily  en- 
larging number  of  women  in  the  business 
world  a  direct  influence  has  been  brought  to 
bear  upon  the  tremendous  vogue  for  the  more 
tailored  type  of  sports  clothes. 

Women  realize  the  importance  of  being 


Mid-summer  models  developed  in  sports  silks 
and  brilliant  colors.  Copenhagen  blue  and  white 
is  the  color  scheme  in  the  dress  at  the  left, 
while  old  rose  silk  and  white  wool  makes  the 
model  at  the  right.  Both  express  the  individual 
smartness  found  in  sports  dresses  today.  From 
A.  E.  Lefcourt  &  Co. 

well  groomed  but  inconspicuously  dressed  in 
the  business  world,  and  for  this  reason  they 
seek  the  type  of  clothes  that  will  assure  this 
result. 

To  meet  this  demand  even  men's  specialty 


shops  have  introduced  departments  where 
women's  sports  or  tailored  coats  and  suits  are 
sold,  and  retail  stores  are  devoting  entire  de- 
partments to  the  type  of  merchandise  that 
comes  under  the  same  category — sports. 

Not  only  American  women  have  taken  a 
great  liking  to  sports  clothes  but  the  inhab- 
itants of  China  and  even  Egypt  are  wearing 
them,  according  to  one  of  the  largest  manufac- 
turers of  this  merchandise.  Shipments  are 
being  steadily  made  to  these  countries.  For- 
eign merchants  are  opening  departments  in 
their  shops  for  the  explicit  display  of  sports 
clothes,  and  the  sales  in  these  departments 
have  warranted  their  upkeep. 

From  reports  such  as  these  it  is  easily 
realized  that  sports  clothes  will  be  interna- 
tionally worn,  and  women  will  never  again 
submit  to  the  discomforts  of  heavily  boned 
and  tightly  laced  clothes.  One  more  step  in 
the  progress  of  civilization. 


Sports  Wear  Much  Sought 

Sports  suits  are  playing  an  important  part 
in  the  spring  and  summer  business  this  sea- 
son. According  to  a  retailer  in  New  York  who 
does  a  big  specialty  business  in  garments 
ranging  from  about  $15  to  $65,  the  staple 
tricotine,  serge  and  other  similar  cloth  suits, 
while  they  had  a  fairly  good  season,  have 
given  way  to  a  large  extent  to  sports  apparel. 

Sports  wear  is  a  term  which  is  gradually 
losing  its  individuality  in  that  practically  any 
combination  of  novelties  is  characterized  as 
sports  wear.  These  include  such  fabrics  as 
tweeds,  jerseys  and  homespuns  in  addition  to 
the  more  striking  flannels,  silks  and  plaids 
and  striped  materials. 


Buyers  Are  Coming 

Buyers  looking  for  fall  merchandise  are 
already  beginning  to  make  their  appearance  in 
the  New  York  wholesale  market.  They  are 
looking  for  a  fairly  general  line  including, 
coats,  suits,  dresses  and  skirts. 

It  is  a  little  early  to  get  a  general  line  on 
what  manufacturers  will  show  for  the  new 
season  as  most  of  them  have  not  yet  taken  up 
their  fall  work.  The  style  houses,  for  the  most 
part,  will  not  have  their  fall  models  ready  for 
a  short  time.  The  fact  that  buyers  are  seeking 
this  merchandise  so  early  gives  an  indication 
that  a  good  fall  season  is  anticipated  and  that 
they  are  going  to  be  ready  for  the  first  call  for 
heavier  garments. 
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SMMER  ,SPO 

^wAmimMimemm  the  ^Dru 


BLUE-BIRD 


Better 
Hand- Made 


BLOUSES 


"^^-XHAMD  MADE  BIOUSQ 

rmAP£  MAIM  MtlTO 


Every  Stitch  Hand  Sewed 


9  9 


SUMMER-TIME,  the  season  of  Sports  and  the  Out- 
of-doors,  is  synonymous  with  Blouse-time.  Then 
more  than  ever  the  thoughts  of  all  womankind  are  di- 
rected to  the  replenishing  of  their  wardrobe  with  Blouses, 
particularly  Blue-Bird  Better  Hand-Made  Blouses.  For 
they  have  learned  that  they  are  not  only  fashionable,  but 
economical  as  well. 

Blue-Bird  Blouses  are  wonderfully  varied  in  design  and 
there  is  a  style  for  every  type  of  woman,  for  every  activity 
and  every  occasion  of  the  Out-o-doors. 

Be  prepared  for  the  demand  for  these  Blouses.  Let  us 
send  you  a  sample  assortment  by  way  of  introduction. 
Displaying  Blue-Bird  Blouses  is  but  another  way  of  in- 
creasing sales. 

Priced  from  $3.75  to  $13.50 

KORNHANDLER  &  KANE 
36  West  32  nd  Street 
New  York 
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Telling  Your  Customers  About  Sports 
Clothes,  Helps  Stimulate  Sales 

Many  Purchase  Apparel  for  Outdoors  Without  Knowing  It — Give 
Items  a  Place  in  Advertising  for  the  Purpose  of  Telling  Prospec- 
tive Customer  What  Effect  Garments  Will  Have  Upon  Her 

Appearance 


From  times  of  Dia 
at  sports  in  drcsse 


sheer  bloi 


The  Sport  Hal 


WHETHER  the  store  merchandising  au- 
thorities admit  it  or  not  they  know 
that  every  division   of  the  store's 
stocks  has  its  distinctive  influence  on  general 
sales  volume. 

The  degree  of  value  stimulant  attributed 
to  a  division  of  stock  by  the  department  man- 
ager, merchandise  manager,  ad  man- 
ager and  so  on  sets  the  measure  of 
the  selling  value  of  that  line.  Everyone 
knows  this  but  not  everyone  pays  the  atten- 
tion to  it  that  the  importance  of 
some  lines  warrant.  A  good  ex- 
ample exists  in  the  standard 
staples  of  a  stock :  they  are  viewed 
as  goods  which  sell  well  because 
people  need  them  and  will  only 
buy  them  when  they  need  them. 

This  attitude  cuts  down  volume 
of  sales  at  times  when  it  is  most 
needed.  And  it  retards  turnover 
more  or  less  at  all  times. 

Linens,  bedding,  towels  and 
sheeting  and  many  items  of  do- 
mestics are  never  pushed  except 
during  spring  and  fall  merchan- 
dise events.  Being  staples,  there 
is  no  use  to  push  them  to  any  de- 
gree, is  the  usual  attitude,  yet 
their  very  stapleness  is  the  best 
reason  for  keeping  them  in  the 
minds  of  customers. 

Sports  Wear  a  Natural  Puller 

Sports  wear  in  most  stores  is 
hardly  considered  a  division  of 
the  store's  stocks  because  some  of 
it  is  found  in  almost  all  the  outer 
apparel  sections.  As  yet  it  is 
rarely  grouped  in  a  department 
with  "Sports  Wear"  over  the  main 
aisle.  When  such  a  section  exists 
it  seldom  has  all  the  distinctly 
sports  wear  items  in  it.  How, 
then,  is  the  store  to  get  the  extra 
sales  value  out  of  all  the  lines  hav- 
ing elements  of  sports  wear  in 
them? 

First,  by  giving  all  the  sports 
wear  items  some  special  advertis- 
ing distinction.  Any  store  with 
an  advertising  appropriation  can 
profitably  use  a  little  space  on 
sports  wear  publicity  of  an  educational  type. 
This  means  telling  the  natural  purchaser  of 
sports  apparel  what  she  can  find  in  stock,  why 
she  ought  to  find  it  and  how  to  view  what  she 
does  find.  In  other  words,  sports  wear  adver- 
tising need  not  influence  the  customer  to  buy 


By  Guy  Hubbart 

so  much  as  it  needs  to  center  her  mind  on  what 
she  has  bought.  The  advertising  can  tell  her 
what  effect  the  sweater,  the  skirt,  the  gloves, 
the  hat,  shoes  or  what  not  will  have  on  her 
general  appearance  after  the  effect  has  been 
experienced.  It  even  can  be  written  in  the 
past  tense,  as  if  designed  to  be  read  after  the 
customer  has  bought  and  while  she  is  wearing 


and  Qu, 


pract 


Elizabelh 
lional  tha 

come  by  gradual  stages  to  (he  piesent  day,  when  women 
their  sport  costumes  for  apptopriati 

Thus,  today,  woman's  sport  costumes  are  as  varied  as  her  athletic 
activities,  and  they  include  every  detail  from  hats  and  wraps  to 
tly  fashioned  shoes. 
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e  have 
choose 
smartness. 
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IVomen's  Knitted  Dresses 

■y  HESE  fr«l,  =1  trrtlfd  ,-ool  h»vt  b«.n 


Sport  Skirts 


■  roojel  of  wluiE  g>b«nline. 
Kntubg  baid  it  ipp\ieti  to  it.  in 


Misses'  -Sport  Suits 


SS9.75 


Neuiesf  Sport  Blouses 

THERE  ire  criip  (fimii.o— ™ry  .imp 
.nd   w,|l  u,lor«i— with   P«(r  P, 


SI4.74  (0  m.74<' 


Sport  Wraps 


$18.74  h  $59.75 


other  crochMcd  mockli  n  Rut- 


Herald  Square  i^^ZO 


Why?  Because  the  sports  wear  is  at  once  an 
individual  line  and  a  general  line. 

Entire  Stocks  Affected 

For  example,  there  is  regular  hosiery  in 
the  store  and  there  is  sports  hosiery;  there 
are  regular  skirts  and  sports  skirts ;  there  are 
shoes  and  there  are  sports  shoes  and  so  on  all 
through  the  stocks.  A  customer  may  buy  her 
regular  summer  or  fall  outfit  and  another  of 
sports  wear.  Or,  she  may  buy  but  one  outfit, 
part  of  it  being  sports  wear.  That 
is  why  sports  wear  affects  all 
outer  apparel  stocks.  And  that 
again  is  the  basis  for  what  is  said 
above  about  advertising  sports 
wear. 

The  clever  adman  can  give  the 
sports  wear  lines  a  departmental 
gi'ouping  in  the  store's  advertise- 
ment even  though  there  is  no  such 
department  in  the  physical  sense 
in  the  store.  (If  there  is,  so 
much  the  better.)  He  can  depart- 
mentize  the  sports  lines  in  the 
customer's  mind.  And  if  he  does 
he  will  help  the  sale  of  sports  wear 
and  help  sports  goods  to  sell  other 
goods  in  the  apparel  lines. 
What  the  Customer  Needs 
What  the  customer  needs  is 
viewpoint.  She  needs  to  know  the 
personal  meaning  of  sports  wear. 
She  may  have  worn  sweaters  all 
her  life  but  never  have  acquired 
the  idea  of  a  sports  wear  ward- 
robe. Keep  in  mind,  or  rather 
keep  out  of  mind  that  the  metro- 
politan customer  is  different.  She 
knows  just  as  much  about  the  idea 
of  sports  clothes  as  the  big  met- 
ropolitan shop  knows.  But  sports 
wear  is  sold  in  small  and  medium- 
size  cities  and  in  big  and  little 
stores.  It  is  the  average  cus- 
tomer that  the  store  must  look  to 
for  volume  in  this  division  of  its 
stocks.  And  it  is  the  average  cus- 
tomer who  needs  the  extra  view- 
point. She  cannot  get  it  unless 
she  gets  it  from  your  advertising, 
your  windows,  your  departmental 
display  and  your  selling.  The 
have    some    viewpoint    but  not 


customers 


the  sports  garment. 

This  needs  a  line  of  explanation.    Here  it    enough  always  for  the  store's  full  benefit. 

is : 

Sports  wear  if  viewed  as  a  departmental 
stock,  whether  grouped  or  scattered,  affects 
the  sales  of  every  line  of  non-sports  apparel. 


The  Sports  Wear  Idea 


In  the  first  place,  there  are  two  ways  to 
view  sports  wear.    In  the  sense  of  dress  for 

(Continued    on   page  55) 
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Two  Charmin 
New  Creations 

that  cannot  fail  to  please  everyone 


Materials  Are  of  Very 
Fine  Quality.  Work- 
manship, Style  and  Fit 
Are  Beyond  Question 


No.  505 — Very  fine  quality 
French  Voile  in  polka 
dot  pattern.  Trimmed 
with  organdie  collars, 
cuffs  and  pockets  with 
lace  medallion  inser- 
tions. Colors,  Black, 
Navy,  Brown,  Copen  and 
Taupe.  Sizes,  <ili7  7"^ 
16  to  40   -   .  ^ 


No.  507 — Very  fine  quality 
French  Voile  trimmed 
with  filet  lace.  Silk  net 
lining,  large  flowing  sash 
of  taffeta  to  match. 
Colors,  Navy,  Brown. 
Black  and  Copen. 
Sizes,  14  to  ^12.50 


DRESSES    THAT    ARE    INDIVIDUAL  FOR 
IMMEDIATE  DELIVERY 


S.  BLATE  &  SONS 


37-43  West  26th  Street 


New  York  City 
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Store  Windows  Reflect 
Spirit  of  Season 


R.  H.  Macy  &  Co.  show  a  particularly 
neat  and  artistic  display  of  sports  shoes, 
linking  it  up  zvith  a  sports  suit,  hose  and 
numerous  other  accessories  in  a  plain  set- 
ting. This  display  attracted  much  attention. 
It  was  arranged  by  IV.  A.  Malet,  display 
manager. 


.4.  D.  Hopkins,  display  man- 
ager for  the  New  York  store  of 
Ginibel  Brothers,  uses  a  sand 
floor  and  a  painted  mitslin 
background  representing  an 
Atlantic  City  beach  to  obtain 
a  remarkable  effect  in  his  dis- 
play of  bathing  apparel.  The 
wood  bulkhead,  the  paddle,  the 
life  preserver  and  the  kiddie 
playing  in  the  sand  give  a  real- 
istic touch.  The  center  figure 
is  gracefully  posed  under  a 
green  parasol.  Knitted  and  silk 
bathing  suits  of  various  colors 
furnished  a  pleasing  touch  of 
color. 


An  attractive  setting  is  presented  here  by 
J.  B.  Schooler,  display  manager  for  the 
Davidson  Bros.  Co.,  Sioux  City,  Iowa.  It 
gives  an  e.rcellent  idea  for  showing  sports 
wear  of  the  more  dressy  type,  including  such 
garments  as  silk  sweaters,  fancy  skirts  and 
various  combinations  of  sports  apparel  suit- 
able for  wear  at  fashionable  resorts. 
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UNDI    SPU  TED 

LEADERSHIP*    I IV    KINTIXXED    SPORT  CAPES 


style  llOaSE— Beautiful  light  weight  all    stvle  11027E— A  copy  of  one  of  our  high    Style  11016E— Very  good  lines  for  stout 
Pure  Mohair,  Brushed  Collar  and  Rever.    nrlLd  numbers  of  All  Pure  Worsted— A  Non-   women.     A   real   tailor-made,  perfect-fitting 
.  T>i„„  n7%,if„    T>„„..i   r!..o„  oneeing    Cape      Colors:    Jade    and    White,   fono  nf 

Navy  and  Buff,  Rose  and  Gray, 
White.  Made  in  both  striped  ( 
and  plain  effect.  Price... 


Harding  Blue  and  White,  Pearl  Gray  and 
White,  Henna  and  White,  Black  and  White, 
Rose  and  Gray,  Jade  and  White,  <tO  'JC 
Brown   and  Buff.  Price   «pO.#i> 


Black  and 

$6.50 


cape  of  pure  worsted  with  alternating  stripes 
and  trimming  of  highest  grade  Pure  Mohair. 
Colors:  Rust/Buff,  Jade/Gray,  Navy /Buff, 
Tomato/Gray,  Buff/Brown.  ^lO  CQ 
Price    «pi»J.c»v/ 


THERE  ARE  Capes  and  — CARES! 

There  are  Capes  that  will  sag — Capes  cheap  in  price  and  workmanship  Capes  that 

will  be  returned  by  critical  customers. 

Then  there  are  Capes  that  are  TRADE-BUILDERS  for  YOU— Capes  of  Superior 

Styles,  Quality,  Workmanship. 

Our  Capes  are  of  the  latter  and— at  the  LOWEST  PRICES  IN  THE  MARKET. 
DIRECT  from  Headquarters  and  be  secure  in  complete  satisfaction. 


StyJe  1471i; — One  of  the  Smartest  and 
most  popular  of  the  new  Knitted  Slip-on 
Blouses.  Made  of  Pure  Worsted  in  alter- 
nating links  and  links  and  ostrich  stitch 
and  having  collar  and  cuffs  of  fine  white 
organdie.  Closes  at  neck  with  Satin  ribbon. 
Colors:  Sky  Blue,  Turquoise,  Honeydew, 
Nile.  Pink,   Salmon,  Champagne,  00 


Orchid,  Canary.     Price  per  doz 

Fibres  for  Immediate  Delivery 
Write  for  one-half  Dozen  Assortment 


3uy 


Write  for  our  Six  Best  Selling  Styles. 


7PURE  WORSTED  SPORT  DRESS  $r  .75 
Beautiful  garment  —  cannot  picture  yet.  O 
•  Write  for  Sample 


fkniUecll 
[OUTERwear 


36  West  32nd  Street    MilU:  m-m  Suydam  St.,  Brooklyn,  N.  Y.     NCW  YOl*  Cit/ 


fkniltedl 
PUTERwear 


St.  Louis 
J.  E.  Gootee 
Statler  Hotel,  Room  318 


Los  Angeles 
Harry  A.  Kresel 
342  S.  Broadway,  Room  302 


Seattle 
J.  H.  Weist 
1516  Third  Avenue 


Boston 
David  J.  Minot 
515  Washington  St. 
Room  207 
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Lure  of  the  Outdoors  Boosts  Demand 
for  Sports  Wear  to  High  Point 

Women  Are  Well  Represented  in  Athletics  Both  on  the  Field  and 
in  the  Stands  and  They  W^nt  Apparel  to  Fit  the  Part — American 
Makers  of  Fabrics  Have  Done  Their  Share  in  Creating  Suitable 

Materials  for  These  Garments 


THE  American  people,  more  than  ever 
before,  are  becoming  an  outdoor  peo- 
ple. If  golf  alone  is  any  barometer  of 
this  fact,  consider  that  there  are  now  over 
three  thousand  golf  courses  in  this  country, 
either  public,  private  or  operated  by  hotels. 
Every  town  has  one  or  more  tennis  courts. 
The  mountains  have  their  attractions  and  the 
beaches  draw  their  crowds.  Add  to  this  the 
well-nigh  innumerable  list  of  other  sports  and 
then  conceive,  if  possible,  the  vir- 
tually unlimited  field  in  which 
sports  wear  may  be  distributed. 
Then  consider  that  women  play  as 
important  a  part  in  all  these 
sports  as  the  men,  and  thousands 
upon  thousands  of  them  partici- 
pate in  every  outdoor  sport  and 
win  their  share  of  laurels.  They 
have  their  champions  and  novices, 
their  tournaments  and  their  try- 
outs.  The  sporting  pages  of  the 
daily  papers  tell  every  day  of 
their  accomplishments. 

They  have  to  be  clothed.  And 
they  are  clothed  in  the  best. 
Cheap  sports  apparel  has  compar- 
atively little  or  no  demand.  The 
class  of  people  who  engage  in  the 
various  sports  are  those  who  have 
the  time  and  the  means  to  enjoy  them 
trade  means  prestige  and  profit. 

Those  Who  Look  On 


the  best  minds  worked  to  conceive  fabrics  and 
designs  befitting  the  outdoor  woman.  These 
conceptions  included  all  the  fabrics — silks, 
woolens,  cottons,  linens.  From  the  looms  of 
the  silk  mills  have,  been  produced  sports 
fabrics  which  have  breathed  outdoors. 
Woolen  manufacturers  have  turned  out  fabrics 
for  more  strenuous  service.  Cottons,  too, 
have  played  no  unimportant  part.  Linens 
have  their  place.     And  among  the  recent 


Daylight  Saving  Helps 


The  score  stands  "advantage  in"  for  those  cities  which 
have  adopted  daylight  saving  time,  so  far  as  sports  wear  is 
concerned.  Some  people  use  that  extra  hour  of  daylight  to 
work  in  the  garden,  according  to  the  newspapers,  but  it  is 
safe  to  say  that  the  tennis  courts,  links  and  other  places  where 
sportsmen  and  sportswomen  foregather  utilize  that  hour  to 
have  a  good  time.  That  extra  hour  utilized  by  a  half  million 
people  means  a  half  million  hours  of  play  a  day  for  retailers 
who  have  sports  wear  to  sell  to  capitalize.  Conservatively 
estimated,  there  would  be  approximately  1  35,000,000  extra 
hours  of  play  in  the  five  months  of  daylight  saving.  There 
ought  to  be  some  business  there  that  is  worth  going  after. 


the  wearer  like  many  wool  cloths  do. 

Manufacturers  of  silks  have  been  partic- 
ularly alert  in  the  production  of  novelty 
fabrics  for  sports  wear.  Several  concerns 
devote  their  entire  loomage  to  this  class  of 
material,  which  is  used  generally  for  suits, 
dresses,  skirts  and  coats.  It  is  even  adapted 
to  hats,  hand  bags  and  other  accessories.  Some 
of  these  materials  are  mixed  with  wool  or 
artificial  silk,  producing  a  pleasing  combina- 
tion. Silk  lends  itself  particu- 
larly well  to  the  application  of 
color.  Beautiful  plaids  and  stripes 
are  woven  into  the  cloth  in  bright 
colors  which  blend  well  with  the 
base  of  the  fabric.  Silk  is  also 
much  desired  because  it  embodies 
the  grace  of  outdoor  life.  It  is 
subtle,  yet  sturdy.  The  silhouette 
of  the  outdoor  costume  has  a  cer- 
tain grace  in  contrast  to  the  many 
artificialities  of  the  more  formal 
fashions.  It  permits  of  freedom 
of  motion,  and  in  silk  is  the  more 
beautiful  because  it  follows  the 
natural  lines  of  the  figure. 


Their 


Those  who  engage  in  sports  are  only  a 
small  percentage  of  those  who  wear  sports  ap- 
parel. The  spectator  class  is  the  majority 
class.  But  they,  too,  must  be  clothed  in  suit- 
able fashion.  It  is  to  this  class  that  great 
attention  must  be  shown. 

From  the  sportsman  and  sportswoman  on 
the  field  of  contest,  and  the  spectator  in  the 
stand,  one  passes  to  a  third  class,  a  later  de- 
velopment in  the  realm  of  the  outdoordoms — 
the  average  woman.  She  is  to  be  found  in 
the  mountains,  at  the  seashore,  motoring, 
walking,  in  the  city  streets.  She  is  every- 
where, but  she  has  felt  the  infiuence  of  the 
sports  atmosphere,  and  on  leaving  her  home 
or  bungalow  she  is  garbed  for  the  outdoors. 

Created  Need  for  New  Fabrics 

Probably  the  first  to  see  and  to  take  ad- 
vantage of  the  commercial  possibilities  which 
lie  ahead  for  the  development  of  wearing  ap- 
parel for  this  American  woman  was  the  maker 
of  cloths.  The  field  gave  a  wide  range  for 
the  use  of  imagination  and  creative  ideas,  and 


comers  into  the  field  are  knitted  fabrics, 
which  apparently  have  come  to  stay. 

Fabric  Makers  Do  Part 

Scotch  cheviots,  tweeds  and  homespuns 
are  most  favored  for  sports  wear  suits  for 
women.  Simplicity  of  design,  enhanced  by 
bright  nature's  coloring,  fancy  plaids  and 
harmonious  weaves  and  blends  go  to  make  up 
the  real  sports  wear  suit.  There  was  a  time 
when  these  fabrics  were  produced  only  in 
England  and  Scotland.  But  in  more  recent 
years  manufacturers  in  this  country  have  per- 
fected many  weaves  and  patterns  which  have 
met  with  popular  favor.  Tweeds  and  home- 
spuns for  many  years  were  periodical  visitors 
in  the  realm  of  fabrics  in  this  country,  but 
they  are  now  a  twelve  months'  utility  fabric 
every  year.  The  popular  demand  for  jersey 
cloth  suits  in  the  last  two  or  three  years  has 
influenced  the  production  of  knitted  fabrics, 
especially  adaptable  for  outdoor  wear. 

These  fabrics  in  heavier  weights  are  used 
extensively  in  sports  great  coats.  And  to  the 
list  may  be  added  a  cloth  made  of  camel's 
hair,  a  fabric  which  is  warm,  light  and  service- 
able. It  is  an  ideal  coat  for  summer  wear  to 
ward  off  the  chill  and  yet  it  does  not  overheat 


Cotton  Apparel  for  Outdoors 

While  many  dainty  frocks  suit- 
able for  sports  wear,  meaning,  of 
course,  outdoor  wear,  have  been  created  from 
cotton  fabrics,  one  of  the  most  utilitarian  uses 
for  cotton  in  actual  sports  wear  is  in  khaki, 
gabardine  and  such  materials,  for  camping, 
hiking,  etc.  A  glance  through  the  grand 
stand  at  any  sporting  event  will  show  a  fair 
sprinkling  of  cotton  garments,  in  such  ma- 
terials as  ginghams,  voiles,  organdies,  Swisses, 
embellished  in  simple  fashion  with  dainty 
conventional  frills. 

Models  Are  Simple 

Simplicity  is  the  keynote  in  all  sports  wear. 
A  striking  example  of  how  simplicity  has 
superseded  elaborate  adornment  is  seen  by 
comparing  the  woman  motorist  of  ten  years 
ago  with  her  present-day  prototype.  Formerly 
she  was  practically  submerged  in  coating  and 
veiling  and  wrapped  in  an  elaborate  headgear 
and  goggles.  'To-day  she  motors  almost  as 
she  would  walk,  with  modest  coat  and  hat  and 
possibly  a  veil  for  face  protection.  The  com- 
parison applies  to  dress  for  all  sports — sim- 
plicity in  design  with  all  the  outdoor  sugges- 
tion left  to  the  coloring  of  the  material.  This 
is  the  effect  which  the  fabric  manufacturers 
have  learned  to  perfect  in  their  production  of 
materials  for  the  latter-day  sportswoman. 
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So  Many  Sports  — 
And  Just  So  Many 
Smart  Heim  Costumes 


^askionable^.  coiorfuL, 
tasteful  — -  our  new  display 
of  exclusive  styles  reflects  the 
popularity  of  knitted  clothes 
for  sport. 

^lowin^  Gapes,  stunning 
Presses  and  Sl^over  Suits, 
appropriate  for  a  number  of 
s^rts, 

,^I^jjnsu^eaters!^  —  qf course! 
^or  every  occasion^. 

S,  ^eims  Sons 

29^est36'^  St,  Wew'^ark 

fParis         J^ondon  Zurich 

74  Faubourg  St.  Honore  168  Regent  Street  14  Freigutstrasse*:^ 
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What  the  Shops  Are  Featuring  for  Out  of  Doors 


For  sports  suits  silk  cannot 
be  surpassed.  Its  color,  its 
softness  and  its  durability  are 
all  desirable  qualities.  Brilliant 
green  is  featured  in  the  coat 
at  the  left  of  this  group  while 
the  skirt  of  white  is  plaided 
with  narrow  green  braid.  From 
William  Bloom  &  Co. 


In  the  center  Canton  crepe, 
the  favored  fabric  of  the  hour, 
expresses  smartness  in  the  rust 
colored  suit  embroidered  in  self 
tones.  The  mandarin  jacket 
and  pleated  skirt  have  won 
great  favor  this  season.  From 
A.  Beller  &  Co. 


Knitted  fabrics  have  been 
among  the  most  successful  for 
sports  clothes,  for  the  slender 
Imes  so  well  liked  by  American 
women  are  easily  achieved  in 
this  pliable  material.  At  the 
right  of  the  group  is  a  model 
developed  in  Copenhagen  blue 
and  decorated  with  motifs  of 
white  yarn.  From  Philip  Man- 
gone  Co. 


Sketched  by  an  Economist  artitt 


Frocks  of  knitted  silk  in  a 
novel  open  work  stitch  are  now 
seen  in  many  Fifth  Avenue 
shops.  The  model  shown  is  in 
ivory  white  cut  on  simple  lines 
featuring  the  favored  tie  back 
effect  and  panel  front.  From 
Claire  Belle,  Dresses. 


Striped  vests  of  linen  and 
ratine  with  fluffy  net  ruMes  at- 
tached made  attractive  center 
pieces  for  sports  wear  windows 
at  Lord  &  Taylor's  last  week. 
The  hat  of  tan  suede  was 
among  the  accessories. 


As  summer  approaches  linen 
comes  into  its  own  and  frocks 
of  tips  cool  fabric  appear  in 
the  shops.  An  added  attrac- 
tion is  offered  to  these  dresses 
in  knitted  silk  jackets  of  con- 
trasting shades.  They  may  be 
worn  with  many  costumes  but 
are  particularly  appropriate  for 
the  model  above,  from  J.  Wise 
Co.,  Inc. 
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CORSELETTE 


|VERY  woman  who  stops  to 
think  realizes  that  if  one  is  to 
preserve  good  figure  lines, 
one  must  wear  a  corset.  Any  wom- 
an, young  or  old,  who  goes  long 
without  a  corset,  will  find  that  her 
figure  will  settle  and  spread  so  that 
she  cannot  enjoy  the  fashionable 
dresses  of  the  day. 

But  there  are  figures,  and  there 
are  occasions  which  require  less  cor- 
seting,  and  for  these  has  been  de- 
signed  the  Warner  Corselette.  It 
is  just  the  thing  for  morning  wear, 
for  motoring,  riding,  dancing,  bath' 
ing  and  all  sports  wear.  It  gives 
one  the  smart  appearance  which 
comes  from  smooth  bust  contour  and 
confined  abdomen.  It  solves  at  once 
the  problem  of  keeping  the  figure 
trim-looking  andcomfortableand  sup- 
porting the  hose  without  a  wrinkle. 

Price  $]2.00  doz.  up 


The  Warner  Brothers 
Co.,  Inc.,  New  York, 
Chicago,  San  Francisco, 
New  Orleans,  Montreal 
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Some  Suggestions  for  Field  and  Links 


Steamer  coats  follow  the 
lines  of  fashion  with  rag  Ian 
sleeves  and  full  flare  skirts. 
At  the  left  of  the  group  is  a 
model  in  double  faced  rough 
wool  material  suitable  for 
ocean  voyages  or  country 
motoring.  From  Milstcin  & 
Grad. 


Knickers  for  golf  have  come 
into  vogue  and  now  are  com- 
monly seen  at  the  fashionable 
resorts.  In  the  center  of  the 
group  is  an  outfit  of  plaid 
tweed  and  knitted  wool,  very 
new  and  extremely  smart. 
JProm  the  M.  Cowen  Co. 


Top  coats  in  English  wor- 
steds modeled  on  novel  lines 
with  cape  sleeves  and  shawl 
collars  and  with  narrow  fabric 
belts  are  among  the  newest 
models  shown  for  early  fall. 
From  the  Dartmoor  Coat  Co. 


Sketched  by  an  Economist  artist 


Accessories  are  often  respon- 
sible for  th^  success  of  a  cos- 
tume and  today  flannel  middies 
such  as  the  one  shown  at  the 
left  are  much  in  vogue.  From 
Nathan  Schuss  &  Co. 

The  sweater  above  is  of 
heavy  knitted  silk  in  black  and 
white  and  because  of  the  con- 
trast it  offers  to  both  white 
flannel  and  silk  skirts  it  has 
been  a  wonderful  seller.  From 
S.  B.  Davega  Co.  The  hat  of 
green  organdy  embroidered  in 
white  wool  is  also  from  this 
shop. 


Separate  skirts  constitute  a 
large  part  of  sports  costumes 
today.  They  not  only  provide 
variety  but  they  express  indi- 
viduality. The  model  above  is 
made  of  heavy  white  silk  crepe 
with  inserts  of  openwork  in 
deep  blue.  From  Bloomfield 
Co.,  Cleveland. 


52 


DRY  GOODS  ECONOMIST,  MAY  14,  1921 


THE  SPORT  IS  GOOD 

WHEN  THE  CORSET  IS  RIGHT 


Style  3341.  For  the  devel- 
oped figure.  Elastic  top — 
also  has  elastic  at  the  back 
to  hold  the  lower  part  of  the 
figure,  at  the  same  time  giv- 
ing freedom  of  movement. 
Front  laced. 


Belt  for  girlish  figure — Slen- 
der and  elastic — also  made 
in  brocaded  satin  and 
Grecian-Treco.  This  garment 
is  very  good  for  bathing,  as 
it  suppresses  the  abdomen. 

All  our  corsets  —  both 
Grecian-Treco  and  Cus- 
tom Finish  models — are 
RedElacd. 

BIEN-JOLIE 
RedElacd 
Grecian-Treco  Corsets- 
Custom  Finish  Corsets. 


You  will  have  a  continuous  call 
for 

SPORTS  CORSETS 

right  through  the  summer  months. 
The  demand  will  be  not  for  one 
particular  model  but  for  a  wide 
range  of  styles  to  meet  definite 
comfort  and  figure  requirements. 

The  BIEN-JOLIE  Sports  Line 
was  designed  with  these  definite 
requirements  in  mind. 

The,  GRECIAN-TRECO 
FABRIC — of  which  many  of  these 
new  Sports  Models  are  made — is 
durable  and  hygienic.  Its  elastic- 
ity allows  perfect  freedom  to  every 
muscle  and  its  porous  texture 
makes  the  corset  comfortably  cool. 

All  BIEN-JOLIE  Corsets  are  de- 
signed with  the  utmost  care  for 
detail. 

Alert  Buyers  recognize  BIEN- 
JOLIE  as  the  most  practical  and 
logical  SPORTS  CORSET  on  the 
market. 


BENJAMIN  &  JOHNES 

NEWARK,  NEW  JERSEY 

New  York  Display  Suite:  358  FIFTH  AVENUE 
At  34th  Street 


Style  970.  Pink  satin  girdle 
with  rosebud  trimming  for 
all  sports  wear  and  dancing. 
For  slender  figure.  Comes 
also  in  batiste.  Elastic  in- 
serts at  the  back  and  elastic 
gores  in  front,  at  the  top. 


Style  3320.  Grecian-Treco. 
Particularly  good  for  horse- 
back riding  and  motoring. 
Back  laced.  Cut  in  the  groin 
in  such  a  manner  as  to  give 
freedom  to  the  limbs.  Has 
a  flexible  top  to  insure  com- 
fort when  stooping  and  sit- 
ting. 

BIEN-JOLIE 
Brassieres  and  Bandeaux 


fW^{  tl  "fl  /   II  *lf        9  "1  (     J  •!      i  «  Hi""*''''     a  11  0  0  M  u  11  u  u  <' 
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A  Little  Atmosphere  in  Sports 
Wear  Section  Helps  a  Lot 

People  Play  All  the  Year  Round,  but  Summer  Season  Brings  Call 
for  Outdoors  Apparel  to  Highest  Peak  —  Individuality  Is  Consid- 
ered Essential  to  Success  of  Department  Featuring  Offerings 


Is  it  advisable  for  a  department  store  to 
operate  a  special  department  devoted  to 
the  sale  of  sports  wear?  We  will  not 
attempt  to  answer  this  question,  which  has 
been  submitted  to  us  on  a  number  of  occasions, 
but  will  endeavor  to  set  forth  the  experience 
of  some  stores  which  have  found  it  to  be  ad- 
visable and  profitable  in  more  ways  than  one, 
and  to  suggest  a  few  of  the  points  which  this 
experience  has  taught  them  are  essential  in  its 
operation.  This  article  refers  more  particu- 
,  larly  to  wearing  apparel  which  is  used  in  play 
or  which  should  appeal  to  the  ath- 
letic woman. 

A  sports  wear  business  is  as 
constant  as  sports.  There  are 
sports  for  every  month  of  the 
year,  but  the  summer  season  lends 
itself  more  admirably  to  the  use 
of  sports  wear.  Sports  apparel 
became  popular  for  general  use  in 
1914  or  1915  and  has  gradually  be- 
come an  important  element  in  the 
garment  trade,  and  while  it  has 
had  individual  and  specialized  at- 
tention it  has  not  yet  been  gener- 
ally reckoned  as  of  sufficient  indi- 
vidual importance  to  warrant  the 
operation  of  a  separate  depart- 
ment in  which  to  sell  it.  There 
are  exceptions,  of  course.  Where 
it  has  been  tried  out  it  has  proved 
entirely  satisfactory. 

Sports  wear  should  not  be  con- 
fused with  sporting  goods.  It  is 
not  necessary  to  have  the  depart- 
ments closely  connected.  But  a 
sports  wear  department  might 
well  be  located  in  close  proximity 
to  the  regular  ready-to-wear  de- 
partment. In  any  event,  it  should 
be  marked  by  its  individuality.  If 
not  entirely  segregated  from 
other  departments,  it  should  be  separated  by 
lattice  work  or  some  other  form  of  separation. 
The  decorations  should  be  different  and  should 
be  of  such  a  nature  that  the  atmosphere  in  the 
department  would  tell  what  it  contained  with- 
out any  outward  sign  or  direction.  College 
pennants,  a  canoe,  a  camp  outfit,  reminders  of 
golf,  of  tennis,  and  other  sports  should .  be 
seen  in  different  parts  of  the  department. 

It  is  not  necessary  to  utilize  large  space 
in  a  sports  wear  department.  The  arrange- 
ment of  stock  is  a  matter  which  must  be  de- 
termined by  the  clientele  and  the  caliber  of 
the  business  transacted  in  the  other  depart- 
ments of  the  store.  If  possible,  such  garments 
as  dresses,  blouses,  silk  skirts,  silk  sweaters, 
etc.,  should  be  kept  under  glass,  preferably  on 


hangers.  Coats  and  suits  could  be  hung  on 
reels  on  the  floor,  but  if  it  is  possible  to  ob- 
tain the  space,  a  much  better  effect  results  by 
keeping  them  in  cabinets.  A  very  neat  ap- 
pearance is  presented  by  a  floor  on  which  no 
stock  is  shown,  but  which  can  be  devoted  to 
special  displays  such  as  a  miniature  golf  green, 
or  a  tennis  net  carelessly  draped  over  the  net 
poles,  or  a  few  filled  golf  club  bags.  When  a 
woman  visits  a  sports  wear  department  she 
usually  knows  about  what  she  wants,  and  the 
suggestion  which  is  often  necessary  in  the 


Talk  Sports  in  Daily  Ads 

Sports  wear  has  become  such  a  general  and  necessary  part 
of  the  American  woman's  wardrobe  it  is  desirable  to  keep 
before  her  at  all  times  suggestions  which  she  may  find  inter- 
esting. A  sports  wear  department  is  not  an  uncommon  or 
unknown  thing  in  the  progressive  department  store.  If  the 
department  is  important  enough  to  exist,  it  surely  is  of  suf- 
ficient importance  to  mention  in  the  daily  advertising. 

It  is  suggested  that  a  small  portion  of  the  daily  advertising 
in  local  papers,  say  one  column  four  or  five  inches  deep,  or 
double  column  two  or  three  inches  deep,  be  set  off  by  a  heavy 
rule,  and  some  suggestive  offering  or  an  announcement  of  a 
scheduled  sports  event  be  noted  in  that  space.  It  should  be 
used  every  day.  A  calendar  of  events  for  the  week  might  be 
featured  with  reference  to  articles  of  apparel  carried  in  the 
department  particularly  timely  and  suitable  for  the  events 
scheduled.  Most  men  turn  to  the  baseball  score  every  day. 
Take  sports  events  in  which  the  local  woman  is  interested 
and  make  it  a  point  to  tell  her  something  about  them  in  a 
regular  set  space  every  day,  and  she  is  impelled  to  look  for  it. 
It  takes  a  little  time  to  get  the  drawing  influence  started,  but 
as  soon  as  it  takes  root  as  a  permanent  news  feature  in  the 
advertisement  the  women  of  the  town  will  look  for  it  just  as 
the  men  look  for  the  baseball  score. 


regular  wearing  apparel  department,  is  not  so 
necessary  in  the  sports  wear  section. 

More  Than  One  Man's  Job 

It  is  essential  to  have  a  buyer  or  merchan- 
dise man  whose  entire  time  and  attention  is 
devoted  to  this  department.  It  is  not  well  to 
have  this  merchandiser  do  all  the  buying,  how- 
ever, according  to  the  experience  of  some  of 
the  stores  who  operate  separate  departments. 
One  man  cannot  buy  everything  that  is  re- 
quired in  the  section.  He  should  have  the  co- 
operation of  the  various  buyers  in  the  store, 
such  as  the  buyer  of  coats  and  suits,  the  dress 
and  waist  buyer,  the  knit  goods  buyer,  the 
shoe  buyer,  etc.  He  should  have  the  authority 
to  ask  the  coat  and  suit  buyer  to  purchase 


such  coats  and  suits  as  he  may  need  for  his 
department,  and  the  same  applies  to  the  buy- 
ers of  the  other  departments,  upon  whom  he 
might  find  it  necessary  to  call  for  merchan- 
dise. He  should  have  the  authority,  however, 
to  stipulate  to  the  respective  buyers  just  what 
he  wants.  He  should  know  what  he  wants  and 
clearly  define  it  to  the  buyer  whom  he  dele- 
gates to  purchase  it. 

Section  Has  Advertising  Value 

A  question  arises  in  this  connection.  The 
knit  goods  buyer,  for  instance, 
complains  that  he  should  carry  the 
sweaters  that  the  sports  wear  man 
wants  in  his  department.  Ex- 
perience shows  that  the  develop- 
ment of  the  sports  wear  depart- 
ment carries  along  with  it  a  de- 
velopment of  the  regular  depart- 
ments which  carry  a  general  line 
of  sweaters  or  suits,  etc.  The 
sports  wear  department,  as  it  de- 
velops, establishes  itself  with  the 
shoppers  who  seek  the  better 
grade  of  goods,  and  their  business 
is  felt  throughout  the  other  de- 
partments. In  starting  a  sports 
wear  department  it  should  be 
started  with  the  conviction  that  it 
is  going  to  be  the  best  sports  wear 
center  in  the  community,  and 
when  it  ihas  been  established  as 
such  it  "carries-on"  by  its  own 
reputation ;  it  advertises  itself.  It 
becomes  as  popular  locally  in  the 
realm  of  those  who  want  sports 
wear  as  the  name  Spaulding  has 
become  among  those  who  want 
sporting  goods. 

The  question  of  salespeople  is 
an  important  one.  It  is  essential 
to  employ  girls  in  this  department 
who  know,  in  addition  to  the  line  of  mer- 
chandise they  are  called  upon  to  sell,  some- 
thing about  sports — what  to  wear  on  dif- 
ferent occasions  requiring  sports  wear,  and 
also  something  about  the  games  popular 
among  women.  A  sales  girl  should  be  the 
great  exponent  of  service,  because  it  is  she 
who  stamps  the  mark  of  the  store  upon  the 
customer  as  one  which  has  or  has  not  what 
she  wants,  or  which  do6s  or  does  not  serve  her 
with  some  degree  of  intelligence.  An  experi- 
ment which  has  been  tried  out  very  success- 
fully in  one  of  the  leading  sports  wear  stores 
of  the  country  places  a  sales  girl  at  the  dis- 
posal of  a  customer.  The  girl  remains  with 
the  customer  until  she  has  completed  her  buy- 
ing.   If  the  customer  wants  a  suit  at  $150,  a 
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.SPOI<rSWEA^ 


■'The  Bathing  Brassiere 


The  three  Garments  pictured 

above  are  specially  adapted  to  those 
spheres  of  activity  in  the  daily  life  of 
the  outdoor  woman,  as  their  names 
imply. 


There  are  models  for  wear  at  all  other 

«< 

occasions,  too,  the  line  being 

complete  in  needed  variety,  of  wonder- 
ful quality  in  both  material  and  work- 
manship. 


The  H.  &  W.  Co.,  Inc. 

170  5th  Avenue,  New  York 


Factory  and  General  Offices: 
69  Clinton  St.,  Newark,  N.  J. 


Chicago  Salesroom: 
21-31  South  Franklin  St. 


Pacific  Coast  Rep. 
B.  F.  WELLINGTON, 
125  Stockton  St.,  San  Francisco,  Cal. 
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tie  at  50  cents,  a  skirt  and  a  pair  of  hose,  the 
same  girl  attends  to  her  requirements.  The 
customer  is  not  annoyed  by  being  shifted  from 
one  sales  girl  to  another.  This  sort  of  con- 
centrated service  is  possible  because  all  of  the 
articles  sought  are  in  the  sports  wear  depart- 
ment. 

Carry  Lower  Priced  Goods 

Even  the  best  sports  v^^ear  departments 
carry  some  merchandise  at  a  lov^^er  price  than 
is  established  as  the  store's  standard.  The 
store's  name,  however,  is  not  carried  on  these 
garments.  A  distinguishing  label  with  some 
name  such  as  "Rufenuf,"  or  "Campfire,"  or 
"Hike-It,"  is  used  in  the  cheaper  grades,  but 
some  of  this  class  of  goods  is  always  in  de- 
mand. The  store  in  mind,  however,  does  the 
biggest  part  of  its  business  in  the  higher 
grades  of  apparel. 

Some  buyers  of  sports  wear  cling  to  the 
idea  that  they  must  carry  considerable  Eng- 
lish sports  wear  in  order  to  have  a  good  de- 
partment. This  idea  has  been  dissipated, 
however,  by  buyers  for  some  of  the  best 
stores,  who  are  of  the  opinion,  that  while 
England  may  have  some  excellent  cloths,  the 
best  garments  are  made  in  this  country,  either 
from  imported  cloths  or  from  American-made 
fabrics,  some  of  which  are  considered  among 
the  highest  grade  available. 

In  order  to  maintain  a  degree  of  exclusive- 
ness  and  distinction  in  a  sports  wear  depart- 
ment it  has  been  found  advantageous  to  keep 
an  eye  open  for  new  and  small  manufacturers 
who  will  make  garments  according  to  specifi- 
cation and  make  those  models  only  for  the  re- 
tailer who  furnishes  the  specifications  and 
designs.  When  a  manufacturer  becomes  a  big 
factor  in  that  line  he  makes  his  garments  for 
stock,  or  for  anybody  who  wants  them,  one 
retailer  explained.  By  changing  to  the  smaller 
manufacturers,  carefully  investigated  and  se- 
lected, excellent  results  have  been  obtained,  it 
was  said. 

Higher  Mark-ups  Used 

A  turnover  of  about  five  or  six  times  a 
year  is  considered  good  in  the  sports  wear 
department.  The  mark-up  in  this  section  is 
Slightly  higher  than  in  the  regular  depart- 
ments, and  where  a  rejgular  mark-up  of  35  to 
45  per  cent  is  the  practice  in  the  regular  de- 
partments, 40  to  50  per  cent  on  the  selling 
price  is  not  considered  too  much  on  sports 
wear  lines.  Sometimes  a  greater  variation  is 
made.  In  buying  sports  wear  it  is  advisable 
to  buy  in  small  quantities  as  needed,  but  al- 
ways to  have  on  hand  sufficient  stock  to  meet 
normal  requirements.  Contrary  to  the  prac- 
tice of  the  regular  wearing  apparel  depart- 
ment only  a  small  variety  of  models  is  carried 
in  the  sports  wear  department.  The  silhouette 
is  the  simplest  and  most  comfortable  for  the 
wearer.  Utility  is  the  prime  element  to  be 
considered.  Variety  is  obtained  in  the  color- 
ing of  the  materials.  Even  in  dresses  and 
skirts  this  applies  more  or  less,  although  in 
these  garments  it  is  possible  to  get  a  greater 
variety  of  fabrics  and  styles  than  in  suits  and 
coats. 

Watch  Sporting  Events 

Keep  in  touch  with  local  conditions  that 
may  have  any  effect  on  sports,  especially  if 
there  are  any  high  schools  or  colleges  in  the 


community.  To  what  extent  does  the  city  ad- 
ministration support  local  sports  in  providing 
tennis  courts,  golf  links?  School  meets,  base- 
ball games,  football  games,  basket  ball,  and 
other  sports  in  a  town,  all  mean  the  drawing 
of  crowds  to  witness  them  and  create  sources 
of  business  for  sports  wear.  Keep  posted  on 
these  events.  Call  attention  to  them  in  your 
local  advertising  and  capitalize  each  one  by 
linking  it  to  your  merchandise  displays  and 
personal  messages  to  your  patrons.  Your 
windows  are  the  mouthpiece  of  your  store. 
They  should  talk  to  your  local  citizens  of  the 
sporting  events  in  town  with  an  appropriate 
display.  A  special  display  man  could  well  be 
employed. 

In  a  Western  department  store  which  has 
devoted  two  floors  in  an  adjoining  building 
to  sports  wear  the  sales  girls  are  dressed  in 
sports  clothes.  Buyers  from  the  shop  are  in 
the  market  at  all  times  buying  sports  wear 
exclusively. 

Department  stores  generally,  as  well  as 
specialty  stores,  are  showing  an  increasing 
tendency  to  feature  sports  wear,  and  almost 
any  day  one  can  find  one  or  more  advertise- 
ments of  strictly  sports  apparel.  It  is  thought 
by  some  of  the  leading  buyers  that  the  time 
is  not  far  distant  when  those  stores  which 
can  afford  the  space  will  devote  at  least  a  small 
portion  of  a  floor  to  an  exclusive  sports  wear 
department. 

If  any  buyer  contemnlating  this  departure 
will  communicate  with  the  "Apparel  Merchan- 
dising" department  of  the  Dry  Goods  Econo- 
mist we  shall  be  glad  to  furnish  him  with  any 
information  requested. 


Telling  Customers 


(Continued  from  page  43) 

sports,  outdoor  and  otherwise,  and  as  a  dis- 
tinctive type  of  dress. 

What  the  store  can  best  concentrate  on  is 
the  second  idea — a  phase  of  dress  which  takes 
nothing  from  and  adds  much  to  the  general 
attire  of  the  person  who  devotes  much  time  to 
clothes. 

Why  does  the  sports  suit,  coat,  hat,  shoe 
appeal  to  women — whether  or  not  she  skates, 
skiis,  golfs,  rides,  rows  or  walks?  The  same 
way  the  gowns,  hats  and  shoes  of  the  stage 
appeal  to  her  whether  or  not  she  goes  in  for 
amateur  theatricals  or  is  a  devotee  of  the  the- 
ater. Because  there  is  a  personal  distinction 
to  sports  wear!  And  this  means  something 
more  than  mere  comfort,  greater  freedom  of 
movement,  more  warmth,  more  color,  more  at- 
mosphere, all  of  which  are  attributes  of  sports 
wear.  Personal  distinction  means  individu- 
ality in  dress. 

Sports  wear  gives  this  individuality  and  in 
a  unique  and  desirable  manner. 

Some  women,  and  men  too,  never  wear  any 
but  sports  shoes  except  for  dress  occasions. 
Any  every  day  shoe  they  buy  will  reflect  the 
sports  idea.  This  is  true  in  less  measure  of 
every  other  it6m  of  sports  wear.  And  it  sug- 
gests better  than  anything  else  the  burden  of 
the  sports  wear  advertising  and  selling  story 
so  far  as  selling  the  average  customer  goes. 

Give  the  customer  the  sports  wear  idea. 
She'll  do  the  rest — is  doing  it  every  day. 


Sports  Type  Shoes 
Come  to  Fore 

"Black  and  White"  Season  Edict  o£ 
Fashion  World  Finds  Reflection 
in  Footwear 

There  has  probably  never  been  a  season 
when  women's  footwear  of  the  sport  type 
played  such  an  important  part  as  it  will  this 
summer.  Shoe  manufacturers  with  factories 
equipped  for  making  this  class  of  merchandise 
have  been,  and  still  are,  rushed  with  orders. 
Due  to  delay  by  the  merchants  in  placing  or- 
ders, there  has  been  a  scarcity  of  good  quality 
sport  shoes  in  the  wanted  styles,  for  the  open- 
ing of  the  white  season. 

There  never  has  been  a  year  when  there 
were  so  many  beautiful  patterns  in  women's 
sport  shoes.  Oxfords  and  one-strap  pumps 
are  dividing  the  honors  for  general  sports 
and  outdoor  wear,  with  white  predominating. 

White  fabrics,  buckskin  and  nubuck  and 
white  kid  are  widely  used  in  combination  with 
a  variety  of  shades  and  colors.  Perhaps  the 
most  striking  combination  of  the  season  is 
the  white  with  wing  tip,  lace  stays  and  fox- 
ings  of  light  green,  which  is  very  widely  fa- 
vored. 

The  wing  tip  seems  to  be  the  most  gen- 
erally accepted  trimming.  But  the  ball  and 
saddle  strap  models  are  very  attractive  and 
will  be  in  good  demand. 

Fashion  dictators  having  decreed  that  this 
will  be  a  "black  and  white"  season,  some  very 
handsome  footwear  has  been  made  up  in  white 
with  black  trimmings.  Black  kid,  calf  and 
patent  leather  wing  tips  and  other  patterns 
and  black  stitching  are  being  very  effectively 
used. 

White  oxfords  and  strap  pumps  in  combi- 
nation with  several  light  shades  of  tan  also 
will  be  fashionable. 

In  the  matter  of  heels  for  sport  footwear, 
the  range  is  all  the  way  from  the  perfectly 
flat  heel  of  the  rubber-soled  shoe  and  the  flat 
walking  heel  up  to  the  military  and  Cuban 
heels  10/8  to  14/8's  high,  with  a  general 
average  of  12/8's. 

Of  course,  the  plain  white  sport  shoes  are 
a  staple  line  of  merchandise  and  will  have 
their  usual  prominent  place  in  the  style  world 
for  those  who  don't  take  kindly  to  the  attrac- 
tive new  patterns. 


An  Economist  staff-member  saw  a  neat 
all-wool  summer  sports  sweater  in  the  market 
recently  made  in  solid  colors,  either  Harding 
blue,  buff,  silver  gray,  burnt  orange,  navy  and 
honeydew,  and  which  wholesales  at  $2.50.  It 
has  a  rope  sash  set  in  sleeves  and  a  tuxedo 
front. 

Miss  Adele  Brandwyn  has  succeeded  Miss 
Rose  Gossard  as  buyer  of  waists  and  kimonos 
for  R.  H.  Macy  &  Co.,  Inc.,  New  York.  Miss 
Brandwyn  formerly  was  with  I.  Magnin  &  Co., 
San  Francisco,  Cal. 

Mrs.  Maurice  Spector  has  succeeded  Henry 
Kamholz  as  buyer  of  dresses  for  the  Blum 
Store,  Philadelphia. 
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DIMMER  .SPOKTSWE^ 


ATHING— the  premier  sport  of  the 
Summer  season — is  doubly  enjoy- 
able when  the  bather  is  clad  in 
"Ocean  Maid"  apparel. 


The  Value  and  Quality  of  "Ocean  Ma /d"  bath- 
ing suits  are  quickly  apparent,  when  viewed  in 
all  their  beauty  of  coloring,  their  exclusive  de- 
sign and  masterful  workmanship. 

The  line  is  being  shown  by  our  representatives, 
as  well  as  in  our  New  York  showrooms. 

— or  Samples  with  complete  description  sent 
anywhere  on  request. 


The  Ocean  Bathing  Suit  Co. 

110-116  W.  22nd  Street,  at  6th  Ave.,  New  York 
Established  1883 


MALLORY  SERVICE 
Means  the  Newest — First 

We  are  constantly  producing  new  models  designed  to  realize 
the  utmost  in  profitable  turn-over.    You  should  be  one  of  those 
to  receive  our  advance  notices  of  the  latest  innovations. 
A  card  today  will  place  you  on  our  mailing  list. 

No.  399E  Illustrated 

A  smart  NEW  Model 

Tuxedo,  of  Mohair  yarn,  in  a  novelty  Shetland  stitch.  ,'^^^,"9^1^,1^ 
sl^m-        Lame  in    contrasting    colors.      Made    m    Black    and  White, 
Navy  and  Tan,  Henna  and  White.  Jade  and  White,  Tan  and  Navy. 
Copen  and  Tan. 

Manufactured  by  the  MALLORY  CONSOLIDATED  KNITTING  MILLS.  Inc. 


K  Cee  JAallory  Co.  ma 

3v/edters  md  Knitted  Specidties 
Fourth  Avenue ,  NewYorK  Citv 
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Inspiration  for  innumerable  sports  wear  models  is  furnished  by  this  effectively  costumed  chorus  which  appears  nightly  in  "The  Right  Girl" 

Knitted  Outer  Wear  Seems  Assured  of 
Continued  Popularity  for  Sports 

Fashion  Puts  Seal  of  Approval  on  Apparel  Which  Proves  at  Once 
Modish  and  Serviceable — Designers  Strain  Every  Effort  to  Meet 
Fancies  of  Enthusiasts  of  Field  and  Links 


EVERY  retailer,  particularly  those  who 
boast  of  their  sports  wear  stocks,  should 
be  adequately  prepared  on  and  after 
June  1,  to  offer  milady  a  wide  variety  in  outer 
knitted  wear.  From  the  beginning  of  the 
outdoor  season  in  Palm  Beach  every  indica- 
tion has  pointed  to  its  popularity.  Never  has 
there  been  such  a  season  for  bright  colored 
sweaters,  led  by  the  now  favored  tuxedo  style, 
worn  in  combination  with  separate  skirt  and 
blouse.  Even  white  sweaters  have  found 
favor,  either  with  novelty  colored  sports 
skirts  or  white  skirts.  With  the  sweaters 
sports  hats  to  match  are  worn.  Smart  capes 
in  a  number  of  popular  colors  have  been  found 
particularly  desirable  at  the  southern  resorts, 
which  lead  the  styles  worn  later  in  the  sea- 
son at  the  northern  seashore  and  mountain 
playgrounds.  Good  looking  sweaters  can  be 
bought  from  $2.50  for  all  wool,  up  to  as  high 
as  a  store  cares  to  pay  for  the  highest  grade 
thread  silk  variety. 

One  of  the  best  sellers  for  the  store  cater- 
ing to  a  medium  class  of  trade  is  the  wool 
jersey  or  knitted  dress  or  suit,  which  can  be 
purchased  in  a  number  of  grades  from  about 
$9.75  up,  depending  upon  the  material  and 
tailoring.  For  outdoor  wear  models  in  this 
line  have  been  very  much  in  demand  and  it  is 
expected  they  will  continue  to  be  popular  dur- 
ing the  summer  season.. 

Push  Knitted  Outer  Wear 

Retailers  in  the  past  have  not  merchan- 
dised their  knitted  outerwear  as  intensively 


as  they  have  their  other  wearing  apparel  de- 
partments, with  the  result  that  they  are  cred- 
ited with  an  average  turnover  of  only  about 
one  and  a  half  times  annually,  whereas,  it  is 
claimed,  four  turnovers  a  year  are  possible 
with  very  little  added  effort  but  closer  atten- 
tion. A  display  of  knitted  wear  at  the  en- 
trance of  the  store,  each  article  bearing  a  card 
directing  an  interested  shopper  to  the  depart- 
ment in  which  it  is  carried,  is  suggested  as  a 
means  of  at  least  bringing  patrons  to  the 
stock.  It  is  not  practicable  to  carry  all  lines 
in  one  department  as  they  are  so  varied. 

In  addition  to  the  serviceability  of  knitted 
outer  wear  it  is  easily  packed  in  a  bag  or 
trunk  and  needs  no  pressing,  as  it  does  not 
wrinkle  or  crease;  it  is  light  and  warm  in 
wool  garments,  and  in  silk  it  is  beautiful  in 
the  many  shades  in  which  it  is  obtainable.  It 
lends  itself  to  many  uses,  can  be  worn  either 
for  actual  sports  or  athletic  purposes,  or  for 
outdoor  dress  where  style  and  fashion  play  a 
part. 

Knitted  Goods  Have  Vogue 

The  increasing  vogue  for  sports — golf, 
tennis,  and  other  outdoor  games,  has  in  re- 
cent years  prompted  the  best  designers  to 
produce  garments  from  the  knitting  needle 
which  years  ago  were  unknown.  It  is  not  so 
long  ago  that  knitted  outer  wear  was  confined 
to  cardigan  jackets  and  slip-on  sweaters  for 
football  players.  Later  they  were  worn  by 
those  who  looked  on,  and  the  slip-on  gave 
way  to  the  sweater  coat  made  of  wool.  When 


silk  sweaters  were  first  introduced  buyers 
looked  at  them  with  skeptical  eyes.  But  they 
found  their  way  into  the  best  stores,  and  silk 
fiber  came  into  use  for  knitted  garments  to 
be  sold  in  imitation  of  the  thread  silk  gar- 
ments. To-day  every  ready-to-wear  store  or 
department  carries  knitted  sweaters,  capes, 
coats,  dresses,  suits,  caps,  scarfs,  and  other 
articles  of  apparel  for  every  day  outdoor 
wear. 

With  anticipation  for  the  biggest  sports 
wear  season  ever  experienced  in  the  retail 
business,  accentuated  in  part  probably  by  the 
National  Association  of  the  Sweater  and 
Knitted  Textile  Industry's  extensive  educa- 
tional propaganda,  every  possible  opportunity 
lies  ahead  for  those  retailers  who  have  the 
nerve  and  the  merchandising  "know  how"  to 
capitalize  the  situation  before  them. 


General  Notes 


Modeled  after  exclusive  shops  on  Fifth 
Avenue  a  new  building  for  women's  wearing 
apparel  will  be  erected  by  Herzberg  Bros., 
Omaha,  Neb.  The  cost  will  be  $200,000  and 
the  four-story  building  is  to  be  ready  by 
Sept.  1. 

William  Loweth,  formerly  with  Blooming- 
dale  Bros.,  New  York,  and  Edward  Schoen- 
bardt,  for  fifteen  years  connected  with  the 
New  York  office  of  Sanger  Bros.,  have  joined 
the  resident  buying  organization  of  Baer  & 
Lilienthal  as  heads  of  the  silk  and  dress  goods 
and  cotton  goods  divisions  respectively. 
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2303.  Fibre  Silk  Scarf— fancy  lace 
design,  with  contrasting  border,  10" 
wide,  60"  long  and  72"  long; 
4-incii  fringe  at  eacli  end.  Made  in 
all  up  to  date  shades. 


969-1,.  Fibre  Silli  Tuxedo 
Sweater — Lace  weave — Tuxedo 
model  —  Turnover  pocltets  — 
French  cuff — Cross-over  belt. 
Each  garment  fitted  to  form.  f,M'- 
Made  in  all  the  latest  shades 
—including  Honeydew  Toma- 
to.  Pheasant,  Mrs.  Harding  r'f: 
Blue. 


2309.  Fibre  Silk  Brocaded  .Tricolette 
Scarf,  8"  wide— 69"  and  72"  long,  in- 
cluding 4"  fringe.  Can  also  be  had  in 
Brocaded  Tricolette  Sash  5"  wide,  81" 
long,  including  12"  fringe. 


AnnetteMlGrmanii 


/firHlS  striking  illustration  is 
TIT.  used  in  one  of  a  series 

of  advertisements  ap- 
pearing in  Vogue.  Harper  s 
Bazar,  Fashion  Art,  Photo- 
play and  other  prominent 
publications.  A  large  demand 
for  Annette  Kelermann 
•Two-in-One"  ^vill  be  the  re- 
sult When  women  come  in 
and  ask  to  see  the  "Tw^-m- 
One"  will  your  salespeople  be 
able  to  reply  

"Yes  Madame" — > 

ASBURY  MILLS 

Makers    of    the  famous 
Annette  Kellermann  Bath- 
ing Suits  and  Swimming 
Tights. 

New  York  Office:  200  Fifth  Ave. 

"RcRistercd   Trade  Mark. 


PORT 
KIRT 
FECIAL 

A  fortunate  purchase  of  such  well 
known  fabrics  as  Fantasy  Tally- 
Ho,  Snow  Fait  and  Rob-Bin- 
Hood,  etc.,  in  sport  shades,  en- 
ables us  to  make  this  special  lot 
offer — 

1  2  skirts  to  each  lot,  as  samples, 
assorted    tailored    and  pleated 
styles    and    assorted  materials, 
values  up  to  $14.50. 
Returnable  if  not  satisfactory.  - 

No  520 — We  illustrate  one  number 
in  'this  lot  made  of  the  new  ROB- 
BIN  -  Hood  brocaded  Jg^YO 
satin    T 

Itzkowitz  Bros.j  Inc. 

245-251  7th  Ave.,  cor.  24th  St. 
New  York  City 


•4?. 
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Novel  Waist  Ideas 
Are  Handicapped 

Manufacturer  Charges  Retailers  Will 

Not  "Take  a  Chance"  on 

New  Departure 

The  statement  has  been  repeated  time  and 
time  again  that  all  that's  necessary  to  stimu- 
late a  good  blouse  business  are  novelties,  and 
more  novelties.  Of  course,  there  are  two 
sides  to  every  tale,  but  a  manufacturer  voiced 
his  opinion  to  an  Economist  representative 
recently  and  offered  what  seemed  to  be  a  logi- 
cal reason  why  novelties  and  new  ideas  are 
not  presented  in  large  enough  number  by 
manufacturers  to  arouse  any  particular  con- 
sumer interest.  There  may  be  some  retailers 
who  will  differ  with  him.  The  manufacturer 
in  question  spoke  about  in  this  fashion : 

He  Takes  3.  Chance 

"When  a  manufacturer  produces  a  novelty 
blouse,  staple  or  otherwise,  he  is  taking  a 
chance.  It  may  prove  a  good  seller  or  it  may 
not.  Is  it  not  reasonable  to  expect  that  the 
retail  waist  buyer  will  also  take  a  chance  and 
try  to  sell  them  to  his  customers?  I  am  not 
talking  about  freak  styles — but  good  sensible 
garments.  The  retailer  won't  take  the 
chance,  however,  and  the  manufacturer  is  not 
encouraged  to  go  ahead  and  make  what  he 
knows  the  retailer  won't  buy.  The  result  is 
that  most  of  the  waists  and  blouses  that  are 
made  are  of  the  common  garden  variety,  and 
naturally,  when  a  woman  looks  for  something 
new  she  cannot  find  it.  There  is  one  excep- 
tion. And  that  has  been  brought  about  by  the 
backwardness  of  buyers.  A  few  of  the  manu- 
facturers of  high  grade  blouses  have  gone 
into  the  importing  business  and  sell  only 
Paris  garments  which  they,  in  reality,  are 
only  jobbing. 

Opening  for  New  Ideas 

"Many  waist  manufacturers  have  become 
dress  manufacturers,"  he  continued.  "Here 
they  find  an  outlet  for  their  new  ideas.  The 
dress  buyer  is  a  different  type  to  the  waist 
buyer.  Many  retailers  and  department  stores 
do  not  employ  a  regular  waist  buyer.  They 
either  include  waists  in  one  of  their  other  de- 
partments or  send  a  stock  clerk  to  pick  up  a 
given  number  of  waists  at  a  given  price  to 
sell  at  a  given  price.  They  are  handicapped 
from  the  start  because  they  are  not  given  the 
privilege  of  using  merchandising  sense  in  se- 
lecting new  offerings." 

The  Svelte  Figure 
Merits  Attention 

Retailers  Can  Create  a  Favorable 

Impression  by  Catering  to  This 

Particular  Type 

It  is  unfortunate  for  some  women  that  they 
are  not  proportioned  just  right  to  be  molded 
into  a  perfect  36  or  38  or  other  regular  size 
garment,  and  manufacturers  of  necessity  have 
not  given  this  type  much  attention.  Every 
effort  is  directed  to  please  the  woman  of  regu- 
lar lines.  Styles,  materials  and  silhouettes 
are  created  and  adapted  for  her  alone.  The 
stout  woman  is  beginning  to  receive  some  real 
attention  at  the  hands  of  the  manufacturer 
and  the  retailer.  Some  manufacturers  confine 
their  operations  to  making  stouts.  Now,  how- 


ever, retailers  are  gradually  realizing  the  im- 
portance of  conducting  a  special  department 
for  sveltes. 

What  Do  You  Do? 

This  is  the  point:  What  do  you  do  for 
the  woman  who  is  exceptionally  tall  or  unusu- 
ally short,  or  whose  breadth  or  girth  cannot 
be  readily  accommodated  by  your  regular 
stock?  It  is  folly  to  force  a  garment  and 
create  a  dissatisfied  customer.  Her  dissatis- 
faction is  not  of  a  day's  duration,  nor  is  it 
confined  to  her  alone.  She  never  forgets  it 
and  she  does  not  hesitate  to  express  her  feel- 
ings to  all  her  friends.   If  she  cannot  be  fitted 


In  featuring  price  reductions  in  women's 
ready-to-wear  many  merchants  throughout 
the  country  are  resorting  to  a  comparison  of 
prices  now  asked  with  those  which  prevailed  a 
year  ago. 

One  of  the  first  and  probably  the  most  ex- 
tensive comparison  was  noted  recently — a  full- 
page  advertisement  by  John  Wanamaker  of 
New  York.  Several  other  retailers  have  fol- 
lowed this  example. 


easily  with  the  aid  of  ordinary  alterations  to 
the  garment  selected,  it  is  economically  more 
profitable  to  lose  the  sale.  Suggest  to  the 
woman  that  in  the  dress  goods  department 
there  are  many  attractive  materials  which  she 
might  have  made  up  by  a  good  tailor  or  dress- 
maker. Help  her  select  a  suitable  pattern,  or 
suggest  an  attractive  silhouette,  and  advise 
her  how  it  could  be  adapted  to  her  figure, 
pointing  out  the  reason  for  each  suggestion. 
If  your  store  has  a  custom  department,  see  if 
you  can  interest  her  in  having  her  garment 
made  there.  In  this  way  you  will  convince 
the  customer  of  your  interest,  and  you  have 
immediately  created  a  friend  for  the  store. 


Cuts  in  merchandise  from  early  spring 
prices  are  claimed  to  be  from  one-quarter  to 
one-half,  which  brings  the  final  prices  more 
within  the  range  which  prevailed  before  the 
high  prices  were  reached.  Some  retailers  are 
advertising  horizontal  reductions. 

The  following  schedule  includes  some  of 
the  offerings  made  by  retailers  in  the  various 
cities.  Those  followed  by  a  star  were  specially 
featured. 


Coats,  Capes 
Wraps 

Philadelphia,  Pa. 

Blauner's  $  6.00— $25.00* 

Snellenburg,  N.  Co.  15.00* 
Gimbel  Bros.  10.75—  59.75 

Jos.  G.  Darlington  &  Co.  45.00—  97.50 


Suits 


$  9.75— $19.75 
15.00 


Dresses 


Waists 


Skirts  Hoiisedresses 


i  7.00— $35.00*  $  0.47—$  2.93*  $  0.77—$  6.50  $3.00— $5.00 

15.00*  5.75   

12.75—  75.00   

  4.75—  9.95     10.00—  14.95    2.25—  4.35 


Boston,  Mass. 

Conrad  &  Co. 
Wm.  Filene's  Sons  Co. 
Gilchrist  Co. 
R.  H.  White  Co. 

Ottawa,  Canada 

Ritz  Fashion  Shops 
Bryson  Graham,  Ltd. 
The  Daly  Co.,  Ltd. 
Murphy-Gamble  Co., 
Ltd. 

Spartanburg,  S.  C. 

The  Aug.  W.  Smith  Co. 

Birmingham,  Ala. 

Burger,  D.  G.  &  Co. 
Drennen  Co. 

Kansas  City,  Mo. 

Adler's 

Harzfeld's  Parisian 
Kline's 


35.00 
39.50 
9.95 

29.75—  37.50 


30.00—  35.00 


65.00 

16.75—  29.75 
15.00-  45.00 


16.95—  22.50    5.75 

18.50—  22.50*  1.50—   2.00  14.7.5* 

8.98  .99—  1.39   

15.00—  45.00   


1.35—  6.75 


39.50* 
24.75 


14.40—  52.50* 


39.50—  89.50 


69.75—  80.00 
25.00-  72.00 
22.00—  35.00 


45.00 
29.50 
39.50* 

39.50* 


20.00 


Omaha,  Neb. 

Burgess-Nash  Co.  5.00—250.00 
Eldridge-Rejmolds  Co.  125.00—  19.75 

Detroit,  Mich. 

Newcomb,  Endieott  Co.  50.00—  75.00 

Himelhoch  Bros.  &  Co  

Kline's  25.00 

Chicago,  lU. 

Chas.  A.  Stevens  &  Bros.  65.00—  95.00 
Rothschild  &  Co,  18.75—  29.75 
Boston  Store   

Portland,  Ore. 

Olds,  Wortman  &  King  12.50—150.00 

Emporium  17.50—125.00 

Roberts  Bros.  14.95—  50.00 

Dallas,  Texas 

Neiman-MarcuR  Co  


39.50—  98.50 
19.95 


35.00—  55.00 
44.00—  65.00* 
25.00—  35.00 


11.50—225.00 
10.00—  65.75 


37.50—  49.50* 
35.00-'  65.00* 


45.00—  85.00 

34.75* 

35.00* 


22.50—225.00* 
19.75—  95.50* 
14.95—  50.00 


5.00 


1.85 
5.95 

2.25—  7.50 


3.95—  5.95 


e.95—  14.95 


39.50-  49.50*  5.95 
14.95*  4.95 


21.00-  29.00  12.50* 
19.75_  44.00     10.00—  25.( 
15.00—  55.00*   


12.95—  17.95 
4.95 


16.50—100.00* 
8.75—  89.75* 


39.50               2.98-  8.98 
25.00-  49.50*     5.00—  12.75* 
35.00   


45.00—  75.no*   

14.75-  18.75  3.95  6.95 
11.97  3.69   


18.95—175.00  1.75—  45.00  5.00—  38.50 
14.95—  85.00  2.99—  25.00  9.8.5—  35.00 
  1.45-,  10.00      3.75—  22.50 


17.00—  39.00*  14.50 


New  York  City 

Franklin  Simon  &  Co. 
Bonwit,  Teller  &  Co. 
Best  &  Co. 

Oppenheim,  Collins  & 
Co. 

Stewart  &  Co. 


58.00  30.50—  75.00 

58.00—125.00  29.50—  95.00 

16.50—110.00  29.75—  89.50 

25.00—  48.00  16.00—  50.00 

28.00-  95.00*  18.00—  55.00* 


18.50-  45.00    3.95-  29.50 

16.75-' 65.00  '15.95 


9.75—  45.00  5.00 
28.00—  38.00   


Apparel  Prices  Near  Normal 
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LIBERTY 

Men's  and  Boys'  Pajamas  and  Nightshirts. 
Women's  and  Girls'  Gowns  and  Pajamcis 
and  Children's  Sleeping  Garments. 


We  specialize  in  Flannelette  Nightwear 
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Higher  Ad  Costs 
Start  Store  On 
New  Plan 

Mansfield  Firm  Gets  Out  Weekly 
Publicity  Pamphlet  and  Also 
Puts  Uncle  Sam  to  Work 

High  advertising  costs  have  deterred  more 
than  one  merchant  from  doing  vv^hat  he  would 
like  in  the  direction  of  wider  publicity.  Nev- 
ertheless, many  stores  have  increased  their 
appropriations  for  advertising,  believing  that 
with  conditions  as  they  are  it  is  a  vital 
need.  Not  all  of  the  additional  appropria- 
tions have  been  applied  to  buying  newspaper 
space,  however.  A  good  deal  has  gone  into  in- 
creased direct  mail  advertising.  In  this  di- 
rection the  R.  B.  Maxwell  Co.,  Mansfield,  Ohio, 
has  taken  some  interesting  steps. 

Big  Ad  Space 

This  firm  uses  larger  newspaper  space  and 
also  does  a  great  deal  more  direct  mail  work.- 
For  the  latter  a  multigraph  is  used.  On  it  a 
weekly  pamphlet  is  made  up  on  the  outside  of 
which  is  the  legend,  "YOU  and  the  R.  B. 


Set  for  the  fDnrtb  Snnday  in  March  our  minds 
naturally  turn  to  Spring  wear. 


are  making  thingn  interestiim  in  the  Suit 
department.  The  materia]5  are  serge  and 
tricotine.  The  models  are  cleverly  braided 
and  embroidered.  THE  COATS  are  SHORT 
and  the  bolerb  is  again  in  favor. 


THE  PLAIN  TATL(tRF,D  SUFTS  ARE 
FAVORED  IN  ALL  THE  FASHION  (TEN- 
TERS,  THE  IWATERIAI.S  ARE  SERGE 
and  TRICOTINE.    PRICEtl  $25  UPWARD 


ITIOHPT 
UAJL  SERVICE 
GIVEN' 


INTERESTING  SPRING  MILLNERY 
WILL  MAKE  A  VISIT  WELL  WORTH 
WHILE.  Interestin^r  smal)  shapes  of  cello 
phane,  coolie  tan  satin  and  ^orgette  crepe 
are  developed  in  an  endless  array.  A  pond 
Kmge  priced  $5,  S7.00  and  510. 


THE 

R.  B.  MAXWELL 

COMPANY 

"IHoet  ma  at  MaxwelPi" 
MANSFIELD.  OHIO 


UAIL  szaivict 
aiv£w 


Maxwell  Co."  This  is  distributed  through  in- 
sertion in  the  Sunday  morning  papers  from 
Cleveland  and  Chicago  which  circulate  in 
Mansfield.  Inside  are  little  paragraphs  of  in- 
teresting chat  about  new  goods,  special  offer- 
ings and  odds  and  ends  of  things  for  the 
housewife.  For  instance,  the  first  thing  that 
struck  the  reader's  eye  Easter  morning  was 
— a  recipe  for  "Pork-Turkey." 

Graduates  Get  Notice 

Some  of  the  pamphlets  are  illustrated. 
Others  have  outside  pages  with  a  dash  of 
color.  Still  others  are  printed  with  brown  ink 
for  variety.  A  little  pamphlet  on  very  stiff, 
gray  paper  is  addressed  to  the  graduating 
class  of  the  Mansfield  High  School,  recount- 
ing the  store's  attractive  offerings  suitable  for 
graduation.  Another  headed,  "Have  You  A 
Kiddie  In  Your  Home?"  is  devoted  entirely 
to  infants'  wear.  This  sort  of  thing  is  found 
to  establish  a  most  effective  contact  with  cus- 
tomers.   Readers  of  the  Sunday  paper  can 


hardly  fail  to  take  note  of  the  small  inclosed 
pamphlet  which  falls  out  as  the  paper  is  un- 
folded. 

The  firm's  newspaper  advertising  space 
has  been  increased,  too ;  but  more  than  that,  it 
has  been  made  more  productive.  Straight 
selling  talk  and  more  attractive  cuts  and  ar- 
rangement are  emphasized  and  brought  out 
forcibly  by  the  use  of  plenty  of  white  space. 
This  is  done  on  the  theory  that  a  story  that 
compels  attention  is  more  productive  of  busi- 
ness than  one  which  uses  more  words  but  is 
less  pointed  and  gets  a  smaller  audience.  The 
ad  reproduced  on  this  page  is  an  example  of 
the  newer  advertising  done  by  the  firm. 


First  Floor  Helps 
Sales  Upstairs 

J.    L.    Brandeis    &    Sons  Showed 
Samples  o£  "Specials"  and  Cus- 
tomers Used  Elevators 

If  upper  floor  space  is  so  much  less  valu- 
able than  that  on  the  first  floor  because  fewer 
people  go  upstairs,  why  not  use  a  little  of  the 
main  floor  space — valuable  as  it  is — to  help 
the  upper  floors  along? 

J.  L.  Brandeis  &  Sons,  Omaha,  Neb.,  did 
it  quite  successfully  a  few  weeks  ago.  There 
was  a  problem  as  to  how  to  get  customers  up 
to  the  china  and  glassware  department  on  the 
fifth  floor.  The  first  step  in  its  solution  was 
to  arrange  a  three  day  sale  of  odds  and  ends 
of  merchandise  in  this  department,  every  item 
priced  at  $1.  No  newspaper  advertising  was 
used,  but  in  a  bargain  square  on  the  first 
floor  samples  of  the  fifth  floor  goods  were  ex- 
hibited. None  of  these  articles  were  sold.  If 
a  customer  wanted  one  of  them  she  was  told 
where  she  could  get  it — on  the  fifth  floor.  The 
result  was  that  numbers  of  people  sought  the 
upper  floor,  and  in  the  three  days  over  3000 
pieces  of  the  special  merchandise  were  sold. 

Chance  Customers 

That  is  that.  It  might  be  more.  Hardly 
a  day  passes  when  any  floor  is  barren  of  goods 
being  sold  as  specials.  Sometimes  these  are 
advertised.  Sometimes  they  are  not,  the  sec- 
tion in  which  they  are  sold  depending  for  sales 
on  chance  customers.  The  latter  is  more  likely 
to  be  the. case  when  the  number  of  articles  to 
be  sold  is  small. 

These  specials  bring  a  profit  or  at  least  are 
got  rid  of,  making  room  for  new  goods.  They 
serve  this  purpose.  But  they  might  serve  an- 
other in  bringing  additional  customers  to  the 
department  and  to  other  sections  on  the  floor. 

The  Printed  Word  Has  Limits 

If  there  were  one  space  on  the  main  floor, 
a  bargain  square,  a  table  or  a  small  display 
case,  where  every  day  were  shown  samples  of 
special  offerings  on  upper  floors,  don't  you 
believe  many  more  customers  would  go  up- 
stairs, seeing  the  actual  goods  instead  of  a 
printed  description  in  the  paper?  There  is 
nothing  like  seeing  and  feeling  to  sell  goods. 
The  printed  word  isn't  in  it. 

It  is  not  a  new  idea.  Many  stores  have, 
from  time  to  time,  done  it  spasmodically, 
whenever  a  special  occasion  arose.  But  the 
great  thing  is  to  have  people  know  that  they 
can  go  any  time  to  a  certain,  fixed  place  and 
see  what  "specials"  are  on  sale  on  other  floors. 

The  high  sales  value  of  the  space  so  used 
is  a  possible  objection.  Offsetting  this,  how- 
ever, is  the  advertising  done  not  only  for  the 
goods  themselves  but  for  the  other  floors.  A 
large  space  is  not  needed,  either,  as  long  as  it 
is  always  the  same.    It's  worth  a  trial. 


Chamber  Helps  Put 
Over  Dollar  Day 
In  Great  Style 

Merchants  of  Jackson,  Mich.,  Agree 
to  Code  of  Rules  Covering  Event 
— Papers  Make  Special  Rates 

For  merchants  in  those  towns  which  have 
not  yet  held  a  dollar  day  the  very  successful 
one  held  by  Jackson,  Mich.,  retailers  offers 
some  suggestions  of  interest.  For  the  first 
time  this  event  was  staged  under  the  auspices 
of  the  Chamber  of  Commerce.  A  meeting  of 
merchants  to  consider  plans  for  the  day 
brought  out  the  need  for  real  leadership  in- 
stead of  the  go-as-you-please  methods  pursued 
in  other  years  and  the  Chamber  responded, 
placing  in  charge  Howard  F.  Merrill,  assistant 
secretary  of  that  body. 

The  first  step  was  to  get  merchants'  signa- 
tures to  a  Dollar  Day  contract,  the  provisions 
of  which  offer  pointers  to  those  retailer 
groups  which  have  not  made  such  contracts 
part  of  their  programs.  Briefly,  it  provides 
that  all  offerings  shall  be  real  bargains  in 
staple  or  seasonable  goods,  offered  at  less  than 
the  retail  market  price;  that  bargains  will  be 
in  as  great  variety  as  stocks  will  permit ;  that 
no  Dollar  Day  goods  will  be  laid  aside  before 
the  regular  opening;  that  all  goods  will  be 
marked  correctly;  that  all  advertising,  either 
general  or  of  specific  items  will  be  withheld 
until  specified  dates  shortly  before  the  event, 
and  that  the  best  efforts  to  advertise  the  day 
will  be  put  forth. 

C  of  C  Lends  a  Hand 

In  return  for  this  part  of  the  agreement 
the  Chamber  of  Commerce  agreed  to  furnish 
official  window  cards  and  publicity  matter  and 
to  print  the  names  and  addresses  of  all  par- 
ticipating merchants  one  day  before  the  sale. 
Signatures  to  this  contract  were  obtained 
with  no  difficulty  and  it  was  well  lived  up'to. 

There  was  no  common  publicity  in  the 
papers.  This  was  confined  to  window  cards, 
pennants,  signs  for  country  roads  and  banners 
'for  street  cars,  etc.  Each  merchant  ran  all 
his  own  advertising,  and  newspapers  made 
special  rates.  This  kept  the  general  publicity 
cost  low.    It  amounted  to  only  $320. 

Shoplifters  Drop  in 

Only  one  thing  was  overlooked.  That  was 
protection  from  shoplifters.  Such  events,  sure 
to  draw  crowds,  are  equally  sure  to  attract 
professional  crooks.  Small  articles  and  even 
whole  bolts  of  silk  were  taken.  In  the  future 
plain  clothes  men  will  be  on  guard,  and  similar 
events  in  other  towns  should  be  so  protected. 

A  point  particularly  stressed  was  the 
necessity  for  all  stores,  large  and  small,  par- 
ticipating. A  number  which  did  not  believe  it 
possible  to  join  the  movement  were  persuaded 
to  make  such  reductions  as  would  bring  them 
into  the  fold.  And  the  day  was  a  success. 
Enforcement  of  traffic  rules  had  to  be  aban- 
doned. The  secretary  of  the  Chamber,  on  a 
tour  of  investigation,  was  able  to  make  prog- 
ress only  by  taking  to  the  street.  A  few  stores 
reported  no  increase  in  sales,  but  in  a  group 
of  all  sizes,  selected  at  random,  the  average 
increase  for  the  day  was  47  per  cent.  And  the 
best  of  it  was  that  business  before  and  after 
the  sale  fell  off  so  little  in  most  stores  as  not 
to  be  noticeable. 


The  Universal  Looms,  Inc.,  silk  manufac- 
turers, of  Easton,  Pa.,  recently  have  opened 
a  sales  office  at  303  Fifth  Avenue. 


DRY  GOODS  ECONOMIST,  MAY  14,  1921  rjg 

The  Corset  Bends  to  Will  of  Wearer, 
Becoming  a  Thing  of  Circumstance 

'Personality,  of  Course,  Enters  Into  Its  Consideration  by  Women 
—Designers  Must  Keep  on  the  Alert  in  Order  to  Meet  Demand  of 
Clientele  Who  Continually  Become  More  Exacting 


THERE  was  a  time  when  the  corset  was 
looked  upon  as  a  formidable  affair  and 
women  accommodated  themselves  to  its 
unrelenting-  rigidity  without  question.  Now, 
however,  the  corset  accommodates  itself  to 
the  woman  and  her  particular  needs,  and  just 
as  there  is  personality  and  individuality  in 
outer  apparel  without  the  acceptance  of  a 
fixed  "type"  or  style,  just  so  there  is  in  cor- 
sets. 

This  has  been  rather  overdone  perhaps  in 
the  past  few  seasons  and  many  women  show 
the  ill  effects  of  too  "temperamental"  corset- 
ing. A  rapidly  increasing  diaphragm  is  the 
danger  signal  which  has  warned  many  a 
woman  that  the  top  of  her  corset  has  reached 
a  little  too  low.  A  frantic  attempt  is  made  to 
correct  this  by  the  selection  of  corsets  having 
a  slightly  higher  bust  line  and  brassieres  with 
snugly  fitting  diaphragm  belts.  Otherwise 
the  girls  go  right  on  being  just  as  "indi- 
vidual" as  their  fancies  dictate. 

What  They  Think  They  Are 

^  "Type"  is  the  keynote  of  all  fashions  for 
women,  smart  women  carry  a  mental  picture 
of  themselves  as  they  think  they  are  in  cor- 
sets and  all  wearing  apparel  as  well  as  with 
handbags,  jewelry  and  accessories.  Per- 
fumes are  looked  to  as  mediums  for  self-ex- 
pression. 

The  corset  being  the  very  foundation,  the 


penciled  outline  over  which  the  picture  is 
painted,  it  naturally  is  of  prime  importance 
that  it  conform  to  the  demands  made  upon  it 
and  yield  to  the  moods  of  its  wearer. 

This  naturally  calls  for  most  exact  and 
careful  designing,  the  most  pliable  materials 
and  very  few  stays.  There  is  a  tendency 
toward  a  slightly  confined  waistline,  with  a 
larger  hip  line.  This  will  be  noticeably  evi- 
dent by  fall,  but  until  women  have  completely 
changed  their  minds  they  will  not  accept  any 
radical  change  in  corsets. 

Women  Hold  Strong  Opinions 

With  the  greater  freedom  women  have  at- 
tained, has  come  emancipation  from  whimsi- 
cal dictates  of  fashions.  In  the  selection  of 
apparel,  house  furnishings  or  a  new  automo- 
bile, women  of  to-day  recognize  no  law  but 
their  own  sweet  will. 

Corsets  as  they  are  accepted  to-day  meet 
with  almost  universal  approval  and  in  their 
selection  women  have  a  greater  latitude  than 
they  have  had  at  any  time  in  the  history  of 
corsetry. 

The  sportswoman  who  plays  golf  or  motors 
in  the  morning,  shops  with  grandeur  in  the 
afternoon,  and  dances  in  the  evening,  recog- 
nizes the  corset  as  her  most  faithful  ally. 

To  meet  these  individual  requirements, 
designers  are  kept  on  the  alert.  They  must 
exert  all  their  ingenuity  to  create  new  modes 


which  conform  with  the  demand. 

Among  these  new  models  one  notes  a 
smart  swimming  "corset,"  a  new  buttoned  up 
corset,  a  "slip-on"  of  pink  taffeta  and  a  riding 
corset. 

The  swimming  corset  is  made  of  elastic 
and  brocaded  coutil  with  an  understrap  to 
hold  it  in  place  and  is  fastened  with  three 
snap  fasteners.  The  buttoned-up  model  is 
shown  in  rose,  pink  brocades  in  a  small  chrys- 
anthemum pattern.  It  has  adjustable  shoul- 
der straps  of  narrow  pink  ribbon  in  the  same 
pattern,  also  adjustable  hose  supporters  of  the 
ribbon.  At  the  second  or  side  front  supporter 
the  skirt  of  the  corset  is  finished  with  a  fancy 
tab  trimmed  having  the  same  lace  trim  as  is 
seen  at  the  top,  the  garment  is  laced  in  the 
back  and  buttons  up  the  front. 

Pink  Taffeta  Model 

The  pink  taffeta  model  is  adorable  and 
shows  an  exquisite  combination  of  silk  and 
lace.  It  is  called  the  "chemise  corset"  from 
having  an  unusually  long  skirt  and  a  fitted 
brassiere.  The  brassiere  is  of  net,  low  cut 
and  sharply  pointed  at  the  shoulder,  neck  and 
arms.   Eyes  are  finished  with  a  narrow  edge. 

It  has  a  conventional  front  fastening,  but 
no  back  lacer,  a  beautifully  curved  steel  in  the 
back  center,  curving  gracefully  far  down  into 
the  skirt.  There  are  two  other  steels  to  the 
side. 

The  skirt  is  finished  with  a  four-inch  ac- 
cordeon  pleated  net  flounce  which  matches  the 
brassiere  at  the  top.  An  elastic  riding  corset 
is  made  step-in  style  with  an  elastic  casing  or 
"sling"  for  the  upper  part  of  the  leg. 

Corsets  for  Sports 

The  increasing  number  of  women  going  in 
for  athletics  and  outdoor  sports  is  creating  a 
new  kind  of  corset  clientele  and  all  kinds  of 
new  sports  models  are  being  de- 
\  signed  for  their  benefit. 

\  It  is  up  to  the  corset  department 

\         manager  to  recognize  this  and  fea- 
\       ture  sports  corsets  along  with  dis- 
\     plays  of  other  sports  and  outdoor 
\  wear. 

/         A  special  window  of  sports  mod- 
els  showing  the  particular  garment 
^  for  a  particular  use  will  interest  a 

large  number  of  women.  The  window  should 
be  arranged  to  represent  a  tennis  court,  or  a 
golf  course  and  the  window  card  should  carry 
the  announcement  of  the  suitability  of  the 
corsets  for  such  wear. 


Trade  Notes 

H.  W.  Richter,  auditor  of  the  Sands  Bros. 
Dry  Goods  Co.,  Helena,  Mont.,  has  resigned  to 
go  into  business  for  himself.  He  is  succeeded 
by  J.  H.  Young. 

Bruce  W.  Elliot  has  resigned  as  advertis- 
ing manager  for  the  J.  H.  C.  Petersen's  Sons 
Co.,  Davenport,  la.  He  is  succeeded  by  Miss 
Mae  Huseboe,  who  has  been  his  assistant. 
Mr.  Elliot  expects  to  take  a  position  in  the 
East. 


A  group  of  garments  which  typifies  the  demand  of  the  out-of-door  1921  woman:  From  left  to  right. 
The  Royal  Worcester  Corset  Co.  shows  a  white  satin  model  for  the  bride.  The  front  stay  is  concealed 
beneath  a  stripping  of  the  satin  with  snap  fasteners.  The  Mary  Jean  Co.,  Inc.,  have  the  second  model,  a 
new  lace  woven  elastic  step-in  which  laces  in  the  back.  The  lacer  extending  to  within  about  6  in.  of  the 
bottom  of  the  skirt.  '  . 

The  third  is  a  low  bust  model  having  an  unusual  feature  in  the  carefully  designed  elastic  topping. 
The  husk  is  only  about  6  in.  long,  the  unboned  front  extending  abqve  the  stay  at  top  has  a  hood  and  eye 
fastener.    From  the  Geo.  C.  Batcheller  Co. 
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Thomson's  "Glove-Fitting"  Corsets r— Surely 

TT/ILL  this  be  the  dialogue  in  your  Corset 
yy  Department,  or  will  you  have  to  disap- 
point your  clientele  and  send  them  elsewhere? 
The  demand  is  daily  becoming  greater  for 

THOMSONS 

Glove -'(fitting" 

CORSETS 

Let  your  store  be  known  as  one  that  carries  a 
full  line  of  these  perfect  fitting  corsets— they 
will  add  to  your  high  reputation  as  well  as  to 
your  profits. 

Geo.  C.  Batcheller  &  Co. 

130  Fifth  Avenue,  New  York 


301  West  Monroe  St., 
Chicago 


B.  F.  Wellington, 
San  Francisco 
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Brassiere  Field 
Continues  to  Gain 
In  Importance 

Sales  Can  Be  Increased  by  Simply 
Suggesting  Idea  of  Utility 
to  Customer 

THE  chart  reproduced  on  this  page,  made 
by  G.  M.  Poix,  Inc.,  showing  the  approxi- 
mate yearly  expenditure  made  by  women 
for  clothing  and  what  appears  to  be  the  rela- 
tively small  proportion  spent  for  brassieres 
and  bandeaux,  offers  an  opportunity  to  the 
corset  and  brassiere  department  manager  to 
make  comparisons  of  her  own  department  with 
the  allotments  as  figured  in  the  chart. 

Commenting  on  this  in  an  article  accom- 
panying the  illustration  the  Poix  firm  says : 

"A  woman  spends  less  for  her  brassieres 
than  for  any  other  item  in  her  wardrobe.  Per- 
haps this  is  why  she  doesn't  select  them  as 
carefully  as  she  should.    Designers  here  and 


abroad  deplore  the  lack  of  attention  that  some 
women  give  to  this  very  important  garment." 

Brassiere  Demand  Grows 

On  the  face  of  it,  the  black  space  in  the 
circle  indicating  brassiere  expenditures  seems 
small,  compared  with  the  larger  space  allotted 
to  undergarments;  however,  it  reveals  the 
really  interesting  development  of  the  brassiere 
and  its  increased  importance. 

Of  "undergarments"  there  are  four  sepa- 
rate and  distinct  divisions,  representing  as 
many  industries,  corsets,  knitted  underwear 
and  silk,  muslin  underwear. 

The  Brassiere  and  Underwear 

There  are  some  manufacturers  who  make 
both  silk  and  muslin  underwear,  but  this  is 
not  done  on  a  large  scale.  The  combined  four 
then  classified  as  undergarments  indicate  that 
the  brassiere  is  of  almost  equal  importance 
with  corsets  or  silk,  muslin  or  knitted  under- 
wear. 

As  a  matter  of  fact,  recent  comparisons  of 
corset  and  brassiere  and  bandeaux  sales  as 
made  from  this  office  reveals  that  as  regards 
relative  profits,  brassieres  and  bandeaux  are 
almost  equally  important  with  corsets,  and 
that  they  also  are  a  factor  in  interesting  new 
customers  for  corsets. 

The  average  price  paid  for  a  corset  to-day 
is  about  $6.  Of  the  lower  and  medium-priced 
corsets,  $4  is  the  average.  Of  high-priced 
garments  $10  is  a  conservative  estimate.  In 
fashionable  departments  and  smart  shops  $25 
is  a  reasonable  average. 

The  life  of  the  average  $6  corset  is  said  to 
be  about  three  months.  During  the  life  of 
that  corset,  its  average  owner  will  have  bought 
three  brassiere  bandeaux  at  an  average  cost 
of  $1.65,  making  an  average  total  of  $5. 

Sell  Higher  Priced  Garments 

Brassiere  bandeaux  being  one  of  the  latest 
additions  to  Milady's  wardrobe  naturally  are 


greatly  a  matter  of  education.  Not  infre- 
quently one  overhears  in  the  department  a 
customer  saying:  "Yes,  I  suppose  I  should 
wear  one,  though  I  never  have,"  or,  "I'm  so 
slender  I  don't  have  to  wear  a  brassiere,"  or, 
"I've  no  bust,  I  don't  need  a  bandeaux." 

Every  woman,  whether  stout  or  slender, , 
needs  some  kind  of  supporting  garment  con- 
tinuing from  the  top  of  her  corset.  A  part 
of  the  necessary  education  in  corset  and 
brassiere  salesmanship  is  the  development  of 
the  idea  of  the  brassiere  and  its  duties  to  the 
customer  who  does  not  wear  one  already. 

Thought  a  Necessary  Evil 

A  few  years  ago  the  function  of  the 
brassiere  was  considered  wholly  utilitarian, 
without  regard  for  its  charm  or  attractive- 
ness. There  are  still  a  large  number  of  women 
who  look  upon  it  as  a  necessary  evil,  and  re- 
fuse, therefore,  to  consider  it  as  an  attractive 
accessory. 

These  women  are  excellent  prospects 
through  whom  profits  may  be  increased.  Sell 
such  customers  the  idea  of  beauty  and  dainti- 
ness, as  they  seek  in  purchasing  other  wear- 
ables. The  stout  woman,  who  is,  after  all, 
the  best  customer  for  these  goods,  requires 
careful  handling.  She,  more  than  any  other, 
must  be  educated  to  an  appreciation  of  "line" 
and  attractiveness  combined. 

Twenty-five  cents  is  very  little  to  add  to 
75  cents,  the  average  woman  will  not.  consider 
the  extra  quarter  if  she  gets  what  she  wants ; 
25  cents  is  not  much  on  an  individual  sale,  but 
on  a  hundred  sales  it  goes  a  considerable  way 
toward  making  "the  day." 

Are  Actual  Necessities 

Brassieres  are  as  necessary  to  most  women 
as  shoes  and  stockings.  Fancy,  high-priced 
shoes  which  sell  in  such  large  numbers  are  a 
matter  of  recent  development.  Silk  stockings 
are  a  matter  of  education,  also,  covering  not 
more  than  a  quarter  of  a  century,  and  silk 
underwear  has  replaced  plain,  less  expensive 
cotton  garments  in  the  last  little  while. 

Brassieres  are  in  their  first  evolution.  It 
will  increase  your  profits  to  help  them  to  "evo- 
lute." 


The  H.  &  W .  Co.  show  a  new  brassiere  de- 
signed for  general  utility.  It  is  of  pink  bro- 
cade with  detachable  elastics. 


Report  Tells  of 
Belgian  Corset 
Industry 

Prior  to  War  Manufacturers  Enjoyed 
Good  Trade  with  United  States — 
Native  Demand  Big 

A  Department  of  Commerce  report  from 
Brussels  under  a  recent  date,  on  "The  Corset 
Industry  in  Belgium"  gives  valuable  informa- 
tion on  this  subject,  as  follows: 

The  development  of  the  corset  industry  in 
Belgium,  caused  largely  by  the  inability  of  the  ' 
Paris  market  to  supply  local  demand,  took 
place  between  1870  and  1900,  during  which 
period  the  industry  increased  from  16  fac- 
tories employing  94  hands  to  approximately 
100  factories  with  2000  workers.  Owing  to 
the  saturation  of  the  market  about  1900,  pro- 
duction has  not  extended  since  that  date.  The 
industry,  originally  centering  in  Brussels,  has 
shown  a  tendency  toward  removal  into  locali- 
ties where  labor  was  abundant,  especially  to 
the  lace-producing  districts.  At  the  outbreak 
of  the  war,  Brussels  possessed  8  prosperous 
corset  factories,  and  in  1915-1916  exports  to 
Holland  from  the  larger  plants  continued, 
though  the  smaller  plants  were  obliged  to  de- 
crease their  personnel  by  90  per  cent. 

After  the  Germans  began  to  requisition 
cloth,  only  three  factories,  two  of  them  Ger- 
man-owned, _  were  able  to  continue  quantity 
production.  In  1917  the  largest  Brussels 
plant  was  sequestrated,  its  stocks  were  con- 
fiscated and  the  factory  occupied,  while  the 
remaining  plants  •ontinued  work  with  only 
10  per  cent  of  their  normal  personnel.  At  the 
time  of  the  Armistice  only  the  two  German 
factories  were  running. 

Of  the  accessories  required  by  the  indus- 
try, Belgium  produced  fabrics,  busks,  springs, 
bindings,  braid,  laces,  garters,  embroideries, 
etc.  It  is  only  metallic  articles,  such  as  eye- 
lets, that  must  be  ordered  abroad,  though  one 
eyelet  factory  has  recently  been  opened  at 
Brussels.  Comparative  prices  of  corset  fab- 
rics before  the  war  and  at  present  (July, 
1920)  are  as  follows: 

1914  1920 
Francs.  Francs. 
Prices  per  meter 

Pure  cotton  satins  and  ducks .  1      -  4.50  12-22 

Mercerized  cotton  satins   3      -  5  17-30 

Linen  and  cotton  satins   3-5  * 

Pure  cotton  figures   1.50  -  3.50  12  -  22 

Imitation  silk  figures   3.75  -  6.50  20  -  40 

Pure  silk  figures   6      - 12  30  -  50 

*No  longer  obtainable. 

A  continuous  supply  of  these  materials  in 
colors  cannot  be  counted  on  at  present,  and 
the  trade  has  to  be  satisfied  with  any  design 
or  shade  available.  The  cotton  and  mixed 
(linen  and  cotton)  ducks  in  ecru  and  white 
formerly  used  in  cheap  productions  are  no 
longer  on  the  market.  Hand-made  laces  are 
very  generally  produced  throughout  Flanders, 
while  machine-made  laces  are  produced  at 
Brussels  and  Cuesmes,  and  embroideries  at 
Vilvorde. 

Belgian  corset  houses,  prior  to  the  war, 
enjoyed  a  favorable  market  in  the  United 
States,  but  the  native  demand  has  at  the  same 
time  absorbed  relatively  large  shipments  of 
French  and  American  products.  The  ad 
valorem  tariffs  on  corsets  in  Belgium  are  as 
follows:  For  stitched  corsets  without  orna- 
ment or  embroidery,  15  per  cent;  corsets  of 
other  materials  than  silk,  18  per  cent;  silk 
corsets  ornamented  and  embroidered,  20  per 
cent.  The  Belgian  corset  industry  can  also 
profit  by  a  drawback  on  imported  accessories. 
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Some  Operations  Recorded  in  Glove 
Market  Are  Shrouded  in  Mystery 

All  Is  Not  Gold  That  Glitters  and  a  Lot  of  "Marvelous  Value" 
Merchandise  in  Retail  Field  Is  Not  Exactly  Wonderful  —  Certain 
Disquieting  Rumors  Pervade  Market  and  Proceed  Only  from  Mis- 
information—Here's a  Case  of  a  Retailer  Who  Had  a  Great  Idea 


Mystery  surrounds  many  of  the  current 
operations  in  the  glove  market.  In  retail 
stores  throughout  the  country  "cat  and  dog" 
sales  jostle  elbows  with  special  offerings  of 
regular  merchandise  at  surprisingly  low  fig- 
ures, perplexing  both  the  wholesaler  and  the 
retailer  of  gloves  and  causing  much  unwar- 
ranted worry  over  the  possibility  of  further 
substantial  reductions  in  glove  prices  for  fall. 

In  many  cases  the  source  of  this  "mer- 
chandise at  a  price"  is  so  completely  hidden 
that  it  is  virtually  impossible  to  ascertain  the 
specific  causes  which  influenced  its  disposal 
at  figures  far  below  either  wholesale  or  retail 
replacement  costs.  However,  an  Economist 
representative  has  discovered  illuminating  in- 
stances which  indicate  that  although  the 
period  of  convalescence  is  not  quite  over,  con- 
ditions in  the  glove  field  are  not  as  serious  as 
many  of  the  special  glove  sales  might  lead  the 
pessimistic  to  conclude. 

Special  Sales  Often  Misleading 

As  proof  that  many  of  the  so-called  mar- 
velous retail  glove  values  "are  not  what  they 
seem"  there  is  the  typical  instance  of  a  search 
for  exceptional  glove  values  to  celebrate  a 
Golden  Anniversary  Sale. 

A  certain  representative  glove .  firm  was 
appealed  to  by  a  well-known  retail  merchant 
for  special  glove  values  to  be  featured  upon 
this  special  Golden  Jubilee  occasion. 

In  his  desire  to  co-operate  in  making  this 
I  event  a  success,  the  wholesaler  made  price 
concessions  on  several  of  his  leading  brands, 
only  to  have  them  waved  aside  with  slight  con- 
sideration.    Then    the    wholesaler  supple- 
!  mented  these  concessions  by  offering  to  con- 
!  tribute  a  substantial  sum  toward  the  adver- 
i  tising  expenses  of  this  special  event.   But  this 
offer  also  was  rejected  without  any  evidence 
of  appreciation. 

"Menders"  for  Golden  Anniversary 

After  the  patience  of  the  wholesaler  had 
been  practically  exhausted  the  retailer  asked 
to  be  shown  "menders"  at  around  $7  per 

i  dozen,  which  he  might  make  a  feature  of  at 

f  $1.19  per  pair. 

Here  was  this  merchant's  idea  of  giving 
"golden  glove  values"  to  celebrate  the  firm's 

H  Golden  Anniversary  in  business. 

I  No  doubt  some  odd  lots  of  second-rate 
merchandise  were  secured  at  this  price  and 
the  announcement  of  "extraordinary  glove 
values  at  $1.19"  probably  caused  some  com- 
petitor to  worry.  Or  perhaps  this  retailer 
was  influenced  to  abandon  these  tactics  for 
sounder  merchandising  methods — more  worthy 
of  a  firm  of  such  standing. 

Exceptional  Value  Spurned 

The  wholesaler  in  this  particular  instance 
was  so  chagrined  that  he  decided  to  experi- 
ment in  handling  the  next  customer  to  find 
out  whether  other  retailers  in  their  search 
for  gloves  at  a  price  entirely  ignored  real 
merit  in  gloves. 

A  standard  grade  of  fine  French  kid  glove 
which  is  sold  regularly  at  $27.50  per  dozen 


was  put  before  this  buyer,  and  she  was  asked 
if  she  could  use  300  dozen  of  these  gloves  at 
$11  per  dozen. 

With  scarcely  a  glance  at  these  handsome 
gloves,  the  buyer  in  question  replied  that  she 
must  have  better  value  than  that!  As  a  mat- 
ter of  fact,  this  particular  wholesaler  had  not 
the  faintest  idea  of  selling  one  dozen  of  these 
gloves  for  less  than  the  regular  price  of 
$27.50  per  dozen. 

How  News  Does  Travel 

Later,  he  was  very  much  nonplused  to 
find  that  this  same  glove  department  manager 
had  spread  the  news  broadcast  that  this  com- 
pany was  selling  its  best  quality  French  kid 


Sketched  in  Paris  for  the  Economist 

Dress  featuring  tunic  front  with  shoulder 
to  hem  panel  at  the  hack.  The  latter  is  a  fea- 
ture much  talked  of  for  the  fall. 

gloves  with  handsome  two-tone  embroidery  at 
$11  per  dozen. 

Incidentally,  many  other  disturbing  ru- 
mors in  the  glove  market  have  an  equally  thin 
substance  for  their  foundation.  Unfortunate- 
ly, where  self-confidence  is  lacking  in  a  mer- 
chant such  gossip  may  seriously  undermine 
a  legitimate,  constructive  merchandising 
policy. 

The  Economist  has  studied  the  market  to 
ascertain  to  what  extent  leather  glove  mer- 
chandise of  desirable  quality  and  style  has 
been  sold  at  ridiculously  low  figures.  There 


are  certainly  many  instances  to  record.  Here 
and  there,  where  actual  financial  embarrass- 
ment was  threatened,  where  unwarranted 
cancellations  were  abundant,  or  where  the 
wholesaler  had  decided  to  clean  up  odd,  broken 
lots  of  standard  merchandise  at  a  price,  a 
great  many  glove  department  managers 
have  obtained  what  could  really  be  termed 
phenomenal  values. 

Lots  Used  to  Leaven  Price 

The  majority  of  these  lots  of  merchandise 
have  been  used  to  leaven  the  price  of  gloves 
already  in  stock,  purchased  at  a  very  high  fig- 
ure, so  that  a  lower  average  selling  price 
could  be  established  which  would  net  a  small 
average  profit.  This  was  legitimate  merchan- 
dise practice,  which  benefited  the  wholesaler, 
the  retailer  and  the  consumer. 

Incidentally,  under  the  most  normal  con- 
ditions it  is  customary  at  this  period  of  the 
season  to  clean  up  the  "leavings"  of  leather 
glove  stocks  for  spring  and  use  such  merchan- 
dise to  stimulate  action  during  this  minor 
period  in  leather  glove  selling  at  retail. 

Qlove  Riffraff  Dwindling 

Under  the  stress  of  catering  to  the  urge 
for  lower  prices,  undoubtedly  many  represen- 
tative merchants  have  been  tempted  to  use  as 
a  bait  exceedingly  undependable  merchandise, 
perhaps  disguised  as  regular  goods,  despite 
the  dangers  of  thus  alienating  good  custom- 
ers and  impairing  the  store's  good-will. 

The  temptation  also  has  been  unusually 
strong  this  season,  because  of  the  surplus  of 
"riffraff"  leather  glove  merchandise  imported 
from  various  questionable  foreign  sources  in 
Czecho-Slovakia,  Germany  and  Italy. 

Not  Worthy  of  Advertising 

Not  long  ago  the  office  of  the  ECONOMIST 
was  visited  by  a  European  who  explained  in 
broken  English  that  he  wished  to  advertise  in 
these  pages  several  thousand  dozens  of  lamb 
gloves  at  a  ridiculously  low  figure.  Even  un- 
der the  most  casual  examination,  the  defects 
in  these  gloves  were  so  apparent  that  the 
Economist  management  would  not  consider 
accepting  such  advertising. 

Under  pressure,  the  owner  of  these  gloves 
admitted  that  they  had  been  unsuccessfully 
presented  to  several  of  the  New  York  depart- 
ment stores  for  "table  offerings  in  basements." 
The  Economist  was  in  no  way  surprised  at 
their  rejection  by  the  retailers  in  question. 

Track  Cleared  for  Action 

Fortunately,  most  of  the  surplus  inferior 
glove  merchandise  has  now  been  absorbed  and 
the  fever  for  selling  any  old  kind  of  leather 
gloves  at  "pre-war  figures"  seems  to  be 
abating. 

In  other  words,  the  leather  glove  system  is 
now  almost  cleared  of  "impurities,"  so  that  a 
regular  fall  season  glove  business  may  be  con- 
ducted on  a  regular  basis  of  profitable  opera- 
tion both  for  the  wholesaler  and  for  the  re- 
tailer. 

Each  day  sees  a  greater  percentage  of  re- 

( Continued  on  page  139) 
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Salesmen  en  route — Don't  fail  to  see 
"lHJmT-J^i^"  Pall  novelties 


THOSE  NUMBER! 
READY  FOR  PR(i 

STYLE, 

QUALITY  and 

VALUE 

Our  ship  by  return  service  assuij 
No  need  to  carry  heal 
— -we'll  cars 

Strap  wrist  chamoisuede 
glove  made  with  two  tone 
embroidery  and  self  gore. 
Colors:  White,  Mode, 
Brown,  Pongee,  Black  and 
Platinum  Grey. 

On  figure  —  12  button 
chamoisuede  glove  made 
with  self  embroidery.  Col- 
ors: Mode,  Pongee,  White 
and  Platinum  Grey. 

16  button  chamoisuede 
made  with  imperial  spear 
point.  Colors:  Pongee, 
Mode,  Beaver,  Grey  and 
Mastic. 


WIMELBi^l 

*' America's  LarV 

39  Union  Square 

''The  House  t 


DRY  GOODS  ECONOMIST,  MAY  14,  1921 


93 


Rank  and  File  of  Business  World 
Stand  Behind  Turnover  Tax 


Gross  Sales  Levy  Would  Eliminate  Luxury  Taxes  Which  Are  Sources 
of  Continual  Annoyance,  Banker  Asserts  —  Adoption  of  Measure 
Would  Reduce  Cost  of  Living  20  Per  Cent — Burden  on  Consumer 
Would  in  the  End  Be  Much  Lighter 


THERE  has  been  a  nation-wide  expres- 
sion from  the  merchants  and  other  busi- 
ness men  of  the  country  in  favor  of  a 
turnover  or  gross  sales  tax.  This  has  been 
manifested  by  the  large  number,  of  referenda 
reporting  great  majorities  in  favor  of  this 
form  of  taxation  and  by  the  resolutions  of  hun- 
dreds of  associations  of  merchants  and  deal- 
ers throughout  the  country  recording  the  same 
verdict. 

It  may  be  unhesitatingly  affirmed 
that  the  rank  and  file  of  all  business  in 
the  United  States  endorse  this  move- 
ment, and  if  Congress  could  hear  from 
each  one  of  this  vast  army  it  would 
change  promptly  from  the  position 
which  seems  at  the  moment  to  be  as- 
sumed in  Washington,  unfavorable  to 
the  adoption  of  this  ,  great  business-like 
measure. 

Political  Opposition  Factitious 

Too  much  attention  should  not  be 
given,  however,  by  merchants  to  this 
last-mentioned  opposition.  It  is  purely 
political,  and  the  slogan  is  given  out  by 
party  leaders  for  the  benefit  of  those 
constituents  who  do  not  understand  the 
subject. 

It  is  the  result  of  fear  in  one  party 
that  the  other  party  will  have  something 
on  it  through  working  against  the  sup- 
posed interest  of  the  little  man. 

The  fact  is  that,  proportionately,  the 
little  man  would  benefit  far  more  than 
any  other  class,  if  the  taxes  were  re- 
formed and  the  turnover  tax  put  in 
operation  on  the  lines  proposed.  This 
would  eliminate  all  the  various  excise 
so-called  luxury  taxes,  soda  water,  candy, 
"movie"  tickets,  etc.,  etc.,  which  are  lev- 
ied at  exasperatingly  high  rates  and  are 
a  continual  annoyance  to  70  per  cent  of 
the  whole  people. 

A  reduction  of  20  per  cent  in  the  cost 
of  things  would  be  effected  because  the 
present  system  adds  23  per  cent  to  such 
cost,  while  the  turnover  tax  would  add 
only  3  per  cent. 

The  tax  is  a  perfectly  fair  one,  be- 
cause the  man  who  spent  the  most  would  ' 
pay  the  most,  and  the  effect,  if  any, 
would  be  to  put  a  premium  on  thrift  and 
saving. 


Dry  Goods  Men  Back  Tax 

The  dry  goods  fraternity  has  ex- 
pressed itself  more  universally  in  favor 
of  this  movement  than  probably  any 
other  industrial  division,  and  it  is  fair 
to  assume  that  the  most  complete  under- 
standing of  the  subject  is  possessed  by 
readers  of  this  paper. 

Nevertheless,  the  tax  subject  is  a  some- 
what complicated  one,  and  a  statement  of  the 
particulars  of  the  proposed  turnover  tax  plan 
may  not  be  out  of  place  in  this  article. 

Briefly,  it  is  this: 

Everyone,  whether  citizen  or  alien,  doing 
business  in  this  country,  under  which  he  shall 


By  Jules  S.  Bache 

receive  moneys,  must  take  out  a  license  at  the 
nearest  tax  collector's  office — for  which  the 
charge  should  be  a  nominal  one,  viz.,  $1  per 
annum. 

That  license  will  compel  him  to  keep  books 
of  account  of  his  business  transactions,  and, 


What  a  Turnover  Tax  of 
1%  Would  Mean 


Here  is  what  it  would  amount  to  on  a  suit  of 
men's  clothing  retailing  at  $60: 

(Furnished  by  William  Goldman  of  New  York) 

Tax  atl% 

1.  Raw  wool  in  the  grease,  value  about 

$6.50   $0,065 

2.  The  wool  dealer  has  the  wool  scoured 

and  sells  it  to  the  spinner,  at  say  $8.00.  .080 

3.  The  spinner  converts  it  into  yarn  and  sells 

it  to  the  cloth  manufacturer  for  say 

$10    *.100 

4.  The  cloth  manufacturer  weaves  it  into 

cloth  which  he  sells  for  about  $4  a  yard, 

3  1/3  yards   1.333 

5.  Trimmings,  linings,  etc.,  have  a  value  of 

about  50  per  cent  of  the  value  of  the 
cloth  and  have  gone  through  the  same 
processes  of  conversion  as  the  wool  has 
to  the  finished  cloth.  The  tax  on  these 
would  therefore  be  50  per  cent  of  the 
sum  total  of  the  foregoing  taxes  or. . . .  1.891 

6.  These  materials  are  converted  into  a  suit 

of  clothes  by  the  manufacturer,  who 
sells  it  for  $40    4.000 

7.  The  suit  is  sold  at  retail  for  $60   6.000 

Total  tax  on  price  for  consumption.  .$1.5674 
Or  2.61  per  cent  of  the  price  to  the  consumer. 
*More  than  50  per  cent  of  all  cloth  does  not  go 
through  the  process  of  spinning  (the  third  step  in 
the  foregoing  table).  The  majority  of  cloth  is 
known  as  "wool  goods,"  which  is  carded  at  the  mill 
which  conducts  all  the  processes  from  raw  wool 
to  finished  cloth. 

On  a  Pair  of  Men's  Shoes  Retailing  at  $7.00 

(Furnished  by  R.  P.  Hazzard,  of  Gardiner,  Me., 
Jan.  11,  1921) 

Tax  at  1% 

1.  Raw  hide,  raw  material,  etc  $1.56  $0.0156 

2.  Tanner  sells  leather  for    2.82  .0282 

3.  Leather  and  findings  are  sold  . .  3.13  .0313 

4.  Manufacturer  sells  pair  of  shoes 

to  jobber   3.88  .0388 

5.  Jobber  sells  to  the  retailer   4.67  .0476 

6.  Retailer  sells  to  consumer   7.00  .0700 

Total  tax   $0.2306 

Or  3.3  per  cent  of  the  retail  price  to  the  con- 
sumer. 

(From  the  Rothschild  Tax  Primer.) 


at  the  same  time,  constitute  him  an  agent  of 
the  Federal  Government  for  the  collection  of 
taxes. 

Method  of  Making  Returns 

At  the  end  of  each  month  he  must  send  to 
the  Tax  Bureau  from  which  he  has  taken  out 
his  license  a  statement  of  the  amount  of  goods 


sold  by  him,  accompanied  by  a  check  for  1 
per  cent  of  the  gross  amount. 

At  the  end  of  the  twelve  months  he  shall 
present  a  consolidated  statement,  correcting 
any  errors,  whether  of  over-  or  under-pay- 
ment.  The  1  per  cent  mast  be  paid  by  him, 
whether  he  has  collected  it  or  not,  although  it 
is  contemplated  that  he  shall  collect  the  tax, 
and  if  he  fails  to  do  so,  and  prefers  to  absorb 
the  amount,  he  must  pay  it  nevertheless. 

Persons  doing  a  business  under 
which  they  collect  less  than  $6,000  per 
annum,  or  $500  per  month,  need  pay  no 
tax,  unless  they  have  collected  it.  I 
should  make  it  a  larceny  to  collect  a  tax, 
no  matter  how  small,  and  not  account 
for  it  to  the  Government. 

This  exemption  of  up  to  $6,000  per 
annum  is  recommended  both  for  eco- 
nomic and  political  reasons.  I  believe 
that  there  are  so  many  small  dealers  in 
this  country  who  do  less  than  $6,000  per 
annum  that  it  would  cost  as  much  to 
supervise  their  payments,  and  collect 
the  amount  they  owe,  as  would  be  col- 
lected. And,  above  all,  it  would  exempt 
a  very  large  percentage  of  our  farming 
community,  and  100  per  cent  of  the  la- 
bor, since  labor  receiving  more  than 
$6,000  per  annum  would  hardly  come 
under  the  heading  of  labor,  and  if  it 
does,  it  is  capitalistic  labor,  which 
should  pay. 

Simplicity  a  Big  Feature 

Can  anyone  find  a  simpler  proced- 
ure? Can  anything  be  seen  in  it  which 
is  left  to  anyone's  judgment  or  imagina- 
tion? Can  anyone  fail  to  pay  under  it 
because  he  did  not  understand  its  pro- 
visions? Where  can  any  injustice  be 
created  by  it?  Think  of  the  injustices 
it  will  cure,  by  the  elimination  of  the 
present  taxing  methods. 

The  thing  to  remember  in  any  prob- 
lem which  may  come  up  is,  that  while 
the  merchant  pays  the  tax  he  treats  it  as 
part  of  his  overhead  and  passes  it  along 
in  the  price  he  charges  his  customers. 

The  apprehension  of  the  dealer  who 
makes  only  2  or  3  per  cent  profit  on  his 
turnover  that  his  small  profit  will  be 
thus  measurably  cut,  if  he  has  to  pay  1 
per  cent  on  the  transaction,  is  un- 
founded. 

Irrespective  of  his  profit,  he  would 
add  the  1  per  cent  to  his  bill  as  the  Gov- 
ernment tax  and  it  would  be  paid  by  the 
buyer.  As  everyone  in  his  line  would 
do  the  same,  he  would  not  suffer  from 
his  competitors. 

It  is  a  consumption  tax,  all  to  be  paid 
eventually  by  the  consumer,  but  so  light  in  its 
final  incidence  that  it  will  not  be  felt. 

Tables  have  been  carefully  prepared  show- 
ing the  final  percentage  on  a  large  number  of 
representative  products.  These  demonstrate 
that  the  average  percentage  which  will  be 
added  to  final  prices  is  not  over  3  per  cent. 
On  some  things  it  is  much  less.   On  an  article 

(Continuerl  on  page  142) 
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STAMTOM  BROT 

12-14-16  E.  22d  St.,  New  York  Established  1869  Chicago  Office,  232  S.  Wells  St 


co>jside:fl 

THE. 

IPOINTS 


THIS         THIS  ? 


The 

Modern  Way 

or  the  Old  Way 

The  safe — satisfactory  way  of  pin  ticketing  your  mer- 
chandise or  the  old — trouble  making — finger  poison- 
ing— goods  damaging  way — 

The  rounded  points  of 

NOESTING  PIN  TICKETS 

enter  between  the  fibres  of  merchandise — cannot 
prick  fingers  and  be  the  cause  of  blood  stains — They 
should  be  used  by  every  modern  dry  goods  and  de- 
partment store. 

ytaedmg  PinTlcket 

SOLE  OWNERS  AND  MANUFACTURERS 

Mount  Vernon  ^  N  . 


to  you  in 


iOUl'S 


If  you  send  us  gloves  to  be  cleaned  they'll 

come  galloping  back  in  twenty-four  hours.  And 
they'll  finish  the  race  in  perfect  condition.  That's 
service. 

That's  Eyre  Service,  we  should  have  said.  Eyre 
service  isn't  like  a  new  restaurant  that  starts  in 
well,  but  after  a  few  weeks  begins  to  cut  down  por- 
tions and  quality.  Ever  since  the  house  was  estab- 
lished in  1834  we  have  been  keeping  up  our  reputa- 
tion for  speed  and  thoroughness. 

Go  into  Bamberger's,  Centemeri's,  Higbee's,  Snel- 
lenburg's  or  Lord  and  Taylor's  and  ask  who  does 
their  glove  cleaning.  "Eyre,"  will  be  the  answer. 
Eyre  always  is  the  answer  to  correct  glove  handling. 
Send  for  the  little  booklet. 

A.  D.  EYRE  (SI  CO. 

Largest  Kid  GloVe  Cleaners  in  the  United  States 
Jersey  City.  N.  J.  Clevelai^a,  O. 

HopRi^sAve.  2  1 32-36  W.  1  5tK  St. 


First  Mortgage  8%  Bonds 

Secured  by  direct  first  mortgage  on  the 
land,  buildings,  fixed  machinery  and 
equipment  of  a  large  company,  which  is 
a  leader  in  its  field.  The  advantageous 
location  of  the  plant  assures  an  increase 
in  the  safety  of  the  bonds. 

Large  earnings  are  expected  to  increase 
by  20%  in  the  near  future. 

Strong  sinking  fund  provisions. 

Price  99V2  and  interest 

Write  for  Circular  XQ-30 

A.  B.  Leach  &  Co.,  Inc. 

Investment  Securities 

62  Cedar  Street,  New  York 
105  S.  La  Salle  St.,  Chicago 


Philadelphia 
Minneapolis 


Boston 
Scranton 


Cleveland 
Hartford 


Albany 
Pittsburgh 
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Southern  Dry  Goods  Wholesalers 
Look  to  Future  with  Confidence 

Association  Convenes  at  Chattanooga— Furnishings  and 
Notions  Section  of  Organization  Formed— Jobbers  Oppose 
Release  of  Mill  Quotations  for  Publication 

Economist  Special  Correspondence,  Chattanooga,  Tenn. 


THE  tenth  annual  convention  of  the 
Southern  Wholesale  Dry  Goods  Associa- 
tion, held  at  Chattanooga,  Tenn.,  May  3 
to  5,  was  the  largest  and  most  successful  ever 
held  by  that  organization.  Few  of  those  pres- 
ent but  felt  sure  of  a  return  to  normal  busi- 
ness this  fall  when  crops  begin  to  move  and 
international  and  domestic  problems  now 
troubling  us  are  on  the  way  to  solution. 

It  was  the  consensus  of  opinion  that  the 
"buyers'  strike"  has  ended  and  that  if  busi- 
ness ideas  are  adjusted  to  the  new  conditions, 
freight  rates  reduced  and  wage  scales  revised 
trade  will  move  forward  steadily  and  safely. 

One  of  the  important  moves  of  the  gather- 
ing was  the  creation  of  a  furnishings  and  no- 
tions organization  as  a  subsidiary  of  the  par- 
ent body,  to  look  after  members'  interests  in 
these  divisions.  Walter  C.  Barnwell  of  the 
Ragan-Malone  Co.,  Atlanta,  Ga.,  who  was 
most  active  in  urging  the  need  of  the  sub- 
sidiary, was  elected  its  chairman.  According 
to  Mr.  Barnwell,  the  purpose  of  the  new  as- 
sociation is  to  secure  better  recognition  of  the 
importance  of  notions  and  furnishings  lines, 
to  stimulate  interest  in  them  and  to  help  in 
solving  salesmen's  problems. 

Mill  Prices  Misleading 

The  jobbers  went  on  record  as  being 
opposed  to  the  release  of  mill  quotations  on 
merchandise  prices  for  publication.  The 
ground  was  taken  that  statements  of  mill 
prices  are  misleading  to  both  retailers  and 
consumers  and  does  no  manner  of  good. 

Another  subject  discussed  was  the  prac- 
tice of  some  producers  of  selling  their  goods 
to  different  classes  of  distributors,  such  as 
jobbers,  chain  stores  and  retailers.  This 
practice  was  disapproved,  for  the  plain  reason 
that  the  producer  following  it  is  competing 
directly  with  his  wholesale  distributors  when 
he  sells  retail  organizations.  The  association 
went  on  record  also  as  urging  the  readjust- 
ment of  freight  rates,  holding  that  this  is  an 
essential  of  restoration  of  pre-war  averages 
in  living  and  in  business. 

Datings  for  Quotations 

Because  spring  crops  are  not  commercially 
available  until  the  period  of  April  to  June  and 
fall  crops  until  the  September  to  December 
period,  a  resolution  was  passed  that  the  asso- 
ciation request  manufacturers  to  base  their 
quotations  on  April  1  and  Oct.  1  datings  with 
2-10  as  a  minimum  and  a  minimum  on  be- 
tween-seasons'  shipments  of  60  days,  2-10.  It 
was  also  resolved  to  request  manufacturers  of 
brovra  cottons,  tickings,  drills,  denims  and 
kindred  lines  to  include  in  their  quotations 
freight  allowance  to  destination  or  freight  up 
to  $1.90  a  hundredweight. 

Lastly,  the  association  "viewed  with  con- 
cern" the  possible  inclination  to  bring  false 
strength  to  the  market  by  curtailment,  allot- 
ment, advance  in  price  and  withdrawal  of  old- 
time  agreements,  all  of  which  must  tend  to- 
ward obstruction  of  economic  laws  and  a  loss 
of  the  mutual  confidence  and  co-operation  of 
pre-war  days.  "It  should  be  the  duty  of  both 
buyer  and  seller  to  produce  and  distribute 
that  we  may  serve  the  world  as  we  should  be 
served,"  the  resolution  concludes. 


During  the  convention  there  were  many 
strong  addresses  on  financial  and  economic 
conditions.  John  C.  Howell,  a  noted  New 
York  statistician,  predicted  a  return  of  stable 
business  by  early  fall  and  much  higher  prices 
for  cotton  unless  a  crop  of  13,000,000  bales  is 
produced,  in  which  case,  he  asserted,  it  could 
not  be  sold  for  more  than  5  cents  a  pound. 

Dr.  H.  A.  Morgan,  president  of  the  Uni- 
versity of  Tennessee,  delivered  a  splendid  ad- 
dress on  the  agricultural  situation  as  affecting 
business  and  the  urban  population.  He  de- 
clared it  is  time  for  business  men  to  see  farm- 
ing in  its  true  light  as  the  basic  industry  of 
the  country. .  It  is  up  to  them,  he  declared,  to 
help  the  farmer  to  an  education,  better  prices 
for  his  products  and  increasing  fertility  of  his 
soil.  Unless  the  farmer  is  treated  with  more 
respect  by  business  interests  the  day  will  come 
when  America  will  witness  one  of  the  greatest 
economic  revolutions  of  its  history.  Dr.  Mor- 
gan asserted. 

1922  Holds  Much  Promise 

"The  Government  will  throw  considerable 
merchandise  on  the  market  this  fall,"  said 
T.  L.  Anderson  of  the  Anderson  Bros.  Co., 
Richmond,  Va.,  "but  it  can  be  absorbed  with- 
out changing  to  a  great  extent  conditions  in 
any  market."  Mr.  Anderson  believes  1922  will 
be  plain  sailing,  as  the  "buyers'  strike"  is 
already  over. 

Walter  C.  Barnwell  of  Atlanta,  in  his  re- 
port on  returned  goods,  declared  that  when 
jobbers  have  a  surplus  of  goods  they  should 
notify  manufacturers  and  try  to  unload  on 
them,  thereafter  notifying  the  secretary  of 
the  jobbers'  body  to  find  out  if  any  member 
can  use  the  merchandise.  This  method  of 
getting  rid  of  a  surplus  will  help  stabilize 
prices,  he  said. 

Following  a  spirited  discussion,  the  asso- 
ciation voted  in  favor  of  a  sales  tax,  after  a 
committee  had  reported  on  the  question.  J. 
D.  Bell  of  Lynchburg,  Va.,  said  he  knew  of 
but  one  business  organization  which  has  not 
indorsed  it — the  National  Association  of 
Credit  Men.  An  attempt  to  secure  indorse- 
ment of  a  limited  sales  tax  was  unsuccessful. 

Cincinnati's  Jobbers  Attend 

A  new  move  was  opening  the  association's 
doors  to  jobbers  of  Cincinnati,  Ohio,  some  of 
whom  were  present  at  the  convention.  It  was 
said  that  jobbers  of  this  city  feel  a  closer  re- 
lationship with  the  Southern  jobbers  than 
with  those  of  Chicago  and  St.  Louis. 

Norman  H.  Johnson,  secretary  of  the  asso- 
ciation, in  his  annual  report  praised  the 
work  of  the  association  in  glowing  terms  and 
announced  that  new  members  had  brought  its 
membership  up  to  159. 

Sydnor  Heads  Body 

Without  opposition  E.  B.  Sydnor  of  the 
Richmond  Dry  Goods  Co.,  Richmond,  Va.,  was 
elected  president  for  the  ensuing  year,  suc- 
ceeding A.  T.  Dosser  of  the  Daniel  Briscoe 
Dry  Goods  Co.,  Knoxville,  Tenn.  Other  officers 
are:  Vice-Presidents — J.  T.  Beal  of  the  Beal- 
Burrow  Dry  Goods  Co.,  Little  Rock,  Ark., 
and  David  Rothschild  of  David  Rothschild  & 


Co.,  Columbus,  Ga. ;  treasurer,  W.  R.  Northern 
of  the  Strause  Bros.  &  Co.,  Inc.,  Richmond, 
Va.,  and  secretary,  Norman  H.  Johnson,  editor 
of  the  Southern  Merchant,  Richmond,  Va.  The 
last  two  gentlemen  were  re-elected. 

At  the  invitation  of  Murray  Brown  of  the 
Goodall-Brown  Dry  Goods  Co.,  Birmingham, 
Ala.,  that  city  was  chosen  as  the  gathering 
place  for  the  next  convention,  in  1922. 

Retailers  to  Hear 
Leading  Ad  Men 

Chester  A.  Brown  to  Open  Division's 
Meeting  at  Assoc.  Ad  Clubs' 
Convention  June  14 

When  Chester  A.  Brown,  advertising  man- 
ager for  L.  S.  Plant  &  Co.,  Newark,  N.  J.,  and 
president  of  the  Associated  Retail  Advertis- 
ers, calls  to  order  the  meeting  of  that  division 
of  the  Associated  Advertising  Clubs  of  the 
World  at  Atlanta,  Ga.,  on  Tuesday,  June  14, 
the  advertising  men  and  women  gathered 
there  will  sit  back  and  let  soak  in  addresses 
by  some  of  the  foremost  advertising  experts 
in  the  country. 

On  the  morning  program  comes  first  Paul 
Findlay  of  the  California  Fruit  Growers'  Ex- 
change, whose  topic  is  "Merchandising."  He 
is  followed  by  Ernest  C.  Hastings,  managing 
editor  of  the  Dry  Goods  Economist,  with 
"Robinson  Crusoe — Advertiser,"  and  then  by 
Miss  Bertha  Berger  of  Sherman  &  Lebair, 
New  York,  speaking  on  "Color  Harmony." 
After  each  talk,  a  fifteen-minute  period  is 
allotted  for  discussion. 

Frank  A.  Black  of  the  Wm.  Filene's  Sons 
Co.,  Boston,  Mass.,  opens  the  afternoon  fire- 
works with  "Advertising  Ideals."  The  three 
speakers  who  follow  are:  Gordon  Schonfar- 
ber  of  the  Gladding  Dry  Goods  Co.,  Provi- 
dence, R.  I.,  on  "Displays  as  a  Part  of  the 
Advertising  Program";  Arthur  Freeman  of 
the  Affiliated  Retail  Stores,  New  York,  on 
"Institutional  Advertising  Versus  Purely 
Price  Appeal,"  and  Harry  Levey  of  the  Harry 
Levey  Service  Corp.,  New  York,  on  "The  Pos- 
sibilities of  Film  Advertising  in  Retail  Sales 
Promotion." 

The  advertising  association  believes  it  is 
not  very  good  logic  to  buy  advertising  space 
to  tell  people  about  goods  without  preparing 
salespeople  to  give  to  customers  who  answer 
the  ads  the  attention  and  information  neces- 
sary to  make  the  sale.  The  association,  there- 
fore, is  planning  a  practical  and  thorough 
educational  course  for  retail  salespeople,  as 
one  means  of  making  advertising  more  effec- 
tive. One  of  the  features  of  the  convention 
will  be  the  presentation  of  a  report  of  store 
conditions  and  the  proposed  educational  course 
by  Charles  H.  Mackintosh  of  Chicago,  who 
is  a  man  of  broad  experience  in  educational 
work  and  who  has  had  the  co-operation  of 
hundreds  of  advertising  managers  and  news- 
paper publishers  in  the  movement. 


Trade  Notes 


Charles  Margoleis,  for  four  years  manager 
of  the  Erie  Dry  Goods  Co.,  Erie,  Pa.,  now  is 
buyer  of  house  dresses,  aprons,  petticoats, 
sweaters,  waists  and  muslin  and  silk  under- 
wear in  the  basement  department  of  L.  S. 
Ayres  &  Co.,  Indianapolis,  Ind. 

Miss  Vera  Roesner  now  is  buyer  of  waists, 
underwear,  petticoats  and  sweaters  for 
Irwin's,  Cincinnati,  Ohio,  succeeding  Miss  L. 
Rappaport,  who  is  connected  with  the  Em- 
porium, Columbus,  Ohio. 
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REG.  U.S.  PAT  OFF. 


ANCHOR  BRAND 


On  To 
PkilaJelpliia 

In  October,  1916,  the  right 
mill  was  found,  in  Phila- 
delphia. The  Universal 
Hosiery  Company  had  been 
producing  good  hosiery 
there,  and  selling  it  to  good 
people.  (In  fact  there  were 
orders  on  hand  which  it 
was  necessary  to  turn  down 
because  Gotham  dealers 
needed  all  the  new  produc- 
tion.) 

So  at  once  the  production  of 
pure  silk  full  fashioned 
Gotham  Hosiery  was 
doubled— 900  dozen  in  the 
New  York  mill,  and  900 
dozen  in  the  Philadelphia 
mill  each  week. 

That  was  a  big  relief  to  the 
men  who  had  been  writing 
letters  to  merchants,  apolo- 
gizing for  inability  to  de- 
liver. 

How  production  grew  from 
then  on  will  be  told  next 
week. 

ii 


Grcrfham  Silk  Hosiery  (S-"*^ 

MANUFACTURERS 

516-Fifth  Ave.     New  York 

Mills!  Philadelphia  and    New  York 


The  Best  Feature  an 
Underwaist  Could  Have! 

— is  the  ability  of  the  Buttons  to  stay  sewed! 

And  we  want  every  one  of  our  customer- 
merchants  to  capitalize  on  this  salient  sales 
point. 

CURITY  WAIST: 

'More  Than  An  Underwaist — A  National  Necessity" 

Made  for  Boys  &  Girls 

— made    for    boys    in     — for  girls — in  dainty 
sturdy  twill  and  batiste.      cambric    and  finest 
twill. 

Sizes  2  to  1 4 

Our  patented  method  of  stitching  in  addition  to 
the  regular  stitching  gives  each  and  every  but- 
ton a  bull-dog  grip  to  the  waist.  They  CAN'T 
pull  out! 

Send  for  Sample  Dozens  at  our  expense. 

The  Thos.  P.  Taylor  Co. 

Bridgeport,  Conn. 


SECURITY  WAISTS 


DO  YOU  WANT 
TO  DISPOSE  OF 
OFFICE 
FIXTURES? 


The  stores  into  which  the  Econo- 
mist goes  represent  the  highest 
type  of  retail  store. 

They  can  all  use  office  fixtures  and 
equipment. 

Your  advertisement  in  Economist 
"Wants"  is  the  surest  way  to  reach 
your  prospective  customers. 
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Customer  Has  Right 
To  Know  Content 
Of  Underwear 

Court  Ruling  on  Improper  Labeling 
Does  Not  Affect  Retailer's 
Duty  to  Customers 

THAT  underwear  brands  and  labels  which 
misrepresent  the  material  content  of 
the  garments  to  which  they  attach  do 
not  deceive  and  do  not  constitute  unfair  meth- 
ods of  competition  when  the  meanings  of  such 
brands  and  labels  are  well  known  in  the  trade 
is  the  substance  of  a  decision  recently  handed 
down  by  the  United  States  Circuit  Court  of 
Appeals. 

The  decision  was  given  in  the  case  of  a 
manufacturing  firm  which  was  cited  by  the 
Federal  Trade  Commission  for  unfair  compe- 
tition through  the  use  of  false  and  misleading 
brands  and  labels  and  against  which  an  or- 
der to  cease  and  desist  was  given.  The  names 
complained  of  were,  "Men's  Natural  Merino 
Shirts,"  "Men's  Gray  Wool  Shirts,"  "Men's 
Natural  Wool  Shirts,"  "Men's  Natural  Wors- 
ted Shirts",  and  "Australian  Wool  Shirts." 
The  ground  on  which  the  complaint  was  made 
and  the  order  given  was  that  the  underwear 
so  labeled  contained  only  a  small  amount  of 
wool  and  was  labeled  with  intent  to  deceive 
the  trade  and  the  general  public  into  the  be- 
lief that  the  underwear  was  composed  wholly 
of  wool. 

Names  Known  to  Trade 

The  defense  of  the  manufacturer  was  that 
the  brands  and  labels  he  used  and  which  were 
cpmplained  of  had  been  in  use  for  twenty 
years  and  were  well  known  to  the  trade ;  that 
the  fact  that  the  merchandise  was  mixed  wool 
and  cotton  was  well  known  also  and  that  un- 
derwear from  foreign  countries,  labeled  in  the 
same  manner,  is  imported  into  the  United 
States,  coming  into  competition  with  domes- 
tic underwear. 

The  court  held  that  obviously  there  was  no 
element  of  unfair  competition  in  the  branding 
and  labeling  complained  of  because  of  the  gen- 
eral use  and  understanding  of  such  terms.  It 
did  not,  however,  say  that  no  deception  re- 
sulted from  the  practice.  Witness  this  part 
of  the  decision:  "Assuming  that  some  are 
misled  because  they  do  not  understand  the 
signification  of  the  labels  or  because  some  re- 
.tailers  deliberately  deceive  them  as  to  their 
meaning  the  result  is  in  no  way  connected 
with  unfair  competition  but  is  like  other  mis- 
description or  misbranding  of  products." 

Customers  Are  Not  Deceived 

Apparently  all  the  decision  does  is  to  es- 
tablish the  point  that  in  the  use  of  such  names 
there  is  no  unfairness  as  between  manufac- 
turer and  manufacturer,  since  customers — 
who  are  not  consumers — are  not  deceived. 
With  no  intention  of  going  into  this  point  one 
must,  nevertheless,  wonder  whether  consum- 
ers' rights  are  not  jeopardized  by  allowing  the 
above  labels  to  be  used  without  accompanying 
descriptions  of  the  material  content  of  the 
goods,  by  the  retailer,  at  least. 

During  the  period  between  July  1,  1919, 
and  June  30,  1920,  the  Federal  Trade  Com- 
mission took  action  against  a  number  of  other 
manufacturers  on  the  grounds  above  cited. 
The  recent  decision  makes  the  orders  issued 
by  the  commission  of  no  value.  The  firms  re- 
strained by  such  orders  are  at  liberty  to  con- 
tinue the  practices  complained  of.  In  view 
of  this  it  is  peculiarly  interesting  to  note  that 
at  the  convention  of  the  National  Association 
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of  Hosiery  and  Underwear  Manufacturers  at 
Philadelphia  last  week  a  resolution  was  ap- 
proved favoring  attaching  to  merchandise 
such  labels  as  will  indicate  clearly  to  the  pur- 
chasing public  the  character  of  its  component 
materials,  and  condemning  misrepresentation 
of  goods. 

Labels  Tell  Tales 

Retailers  who  "deliberately  deceive"  their 
customers  are  in  the  minority.  They  know  it 
doesn't  pay.  Nevertheless,  many  of  them, 
perhaps  most  of  them,  seem  quite  willing  to 
let  the  customer  be  deceived  by  the  labels  on 
the  underwear  into  thinking  they  are  getting 
something  they  are  not.  Probably  it  is  sim- 
ply a  question  of  thoughtlessness.  The  re- 
tailer may  not  have  taken  fully  to  heart  his 
responsibility  to  his  customers. 

In  a  number  of  cities  pure  advertising 
clubs  are  enforcing  strict  truth  in  advertising 
copy.  More  than  this,  they  go  beyond  the 
question  of  plain  mis-statement  and  see  to  it 
that  nothing  shall  give  customers  an  impres- 
sion that  may  be  misleading.  For  instance  in 
the  case  of  a  fabric  which  when  first  mark- 
eted was  made  of  wool  but  which  is  now  pro- 
duced in  both  wool  and  cotton,  the  goods  made 
of  cotton  cannot  be  advertised  under  the  name 
of  the  original  wool  fabric  without  a  specific 
statement  that  the  advertised  article  is  made 
of  cotton.   A  case  in  point  is  outing  flannel. 

Purity  in  Advertising 

This  rule  does  not  obtain  everywhere  be- 
cause not  every  city  has  an  advertising  club 
interested  in  keeping  retail  publicity  free 
from  reproach;  but  there  is  no  just  reason 
why  it  should  not  apply  universally.  It  hurts 
no  one  and  helps  the  customer.  Likewise, 
there  can  be  no  adequate  reason  for  a  retail- 
er's failing  to  advertise  his  "Merino  shirts" 
as  "Mixed  wool  and  cotton,"  and  the  same 
with  his  other  knitted  underwear  and  hosiery 
in  which  two  materials  of  different  character- 
istics are  combined. 

A  seller  has  no  right  to  assume  that  his 
customers  are  acquainted  with  the  meaning  of 
trade  designations.  It  is  his  function  to  tell 
the  buyer  what  he  is  getting.  Whatever  the 
courts  may  say  about  the  fairness  or  unfair- 
ness of  competition  within  "the  trade"  has 
nothing  to  do  with  the  relation  between  re- 
tailer and  consumer.  If  the  retailer  knows 
what  he  is  getting  so  should  his  customers. 

To  come  right  out  in  an  ad  and  say,  "Me- 
rino (cotton  and  wool)  union  suits 
$2.50"  is  not  going  to  hurt  the  sale  of  those 
goods.  What  if  the  other  merchants  in  tovra 
are  not  willing  to  do  it?  If  there  is  any  fear 
that  their  ads,  without  mentioning  the  compo- 
sition of  the  goods,  will  pull  better  because  of 
that  fact  it  is  quite  easy  to  use  just  enough 
space  to  tell  your  customers  what  "Merino" 
actually  is.  That  puts  it  up  to  the  other  fel- 
lows. 

Outlets  for  Hosiery 
Steadily  Increase 

The  variety  of  distributors  of  hosiery  and 
underwear  seems  endless.  Outside  the  well- 
known  channels  of  department  store  and  spe- 
cialty store  sections  there  are  shops  that  sell 
nothing  but  hosiery — two  very  successful 
ones  of  the  Gotham  Silk  Hosiery  Co.  are  in 
New  York — shops  that  specialize  on  hosiery 
and  knit  underwear,  five  and  ten  cent  stores, 
shoe  stores,  and  now  several  new  kinds.  A 
large  chain  of  waist  shops  has  added  hosiery 
as  well  as  woven  fabric  underwear  to  its  line, 
a  chain  of  shoe  stores  has  taken  up  the  sale  of 
underwear  and  lastly,  in  one  town  a  butcher 
shop  or  two  form  a  grotesque  link  in  the  hos- 
iery distributing  chain. 
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Hosiery  Men  Back 
Extension  of  Open 
Price  Plan 

National  Association   of  Manufac- 
turers Convenes  at  Philadelphia 
— Open  Shop  Favored — Re- 
tailers Get  a  Few  Raps 

Endorsement  of  the  open  price  plan's  ex- 
tension from  the  cotton  hosiery  field  to  in- 
clude all  branches  of  hosiery  and  light  under- 
wear was  one  of  the  important  developments 
of  the  seventeenth  annual  convention  of  the 
National  Association  of  Hosiery  and  Under- 
wear Manufacturers,  held  at  Philadelphia  last 
week.  This  is  of  special  interest  because  of 
attacks  which  have  been  made  recently  on 
open  price  associations,  opponents  declaring 
that  such  associations  tend  to  hold  up  prices 
and  check  competition. 

Possibly  such  charges  are  not  lacking  in  a 
sort  of  general  justice;  but  unquestionably 
the  open  price  plan  has  a  valuable  function  to 
perform  in  acquainting  manufacturers  with 
the  prices  at  which  others  actually  are  sell- 
ing goods  and  so  preventing  buyers  quoting 
figures  below  those  really  offered  them  and  so 
driving  down  the  price.  When  John  Jones 
tells  manufacturer  Bill  Smith  that  Henry 
Brown  has  sold  him  200  needle  mock  seam  cot- 
ton hose  at  $2.75,  Bill  Smith  is  able  to  get  the 
figures  and  learn  that  John  Jones  is  an  awful 
liar  and  that  the  price  was  $2.87^/2.  And,  as 
an  agent  said  the  other  day,  competition  is 
not  based  on  price  alone  and  open  price  re- 
ports have  nothing  to  do  with  quality  and 
service. 

Out  for  Open  Shop 

The  association  went  definitely  on  record 
as  favoring  the  open  shop  and  pledged  itself 
to  further  the  establishment  of  this  principle, 
describing  the  closed  shop  as  industrial  slav- 
ery. Retailers  came  in  for  the  usual  knocking 
in  regard  to  failure  to  reduce  their  prices 
more  rapidly,  S.  D.  Bausher,  president  of  the 
association,  wielding  the  hammer. 

Comparison  of  distributing  costs  by  con- 
cerns having  similar  selling  problems  was  ad- 
vocated by  Dr.  Paul  H.  Nystrom,  director  of 
the  Retail  Research  Association,  who  de- 
clared that  introduction  of  economies  and  im- 
provements into  present  systems  of  distribu- 
tion will  certainly  prove  more  successful  than 
an  attempt  to  establish  entirely  new  methods. 
Other  speakers  were  Frank  H.  Burgher  of 
Bliss,  Fabyan  &  Co.,  New  York,  who  talked  on 
"Trade  Associations"  and  Roy  A.  Cheney,  sec- 
retary of  the  Knit  Goods  Manufacturers  of 
America,  who  spoke  on  "The  Open  Price 
Plan." 

Sales  Tax  Favored 

Resolutions  favored  reduction  of  railroad 
expenses  and  freight  rates,  protection  of 
American  dyes,  a  tariff  offsetting  cheaper 
production  in  foreign  countries,  abolition  of 
the  excess  profits  tax  and  revision  of  the  in- 
come tax  and  adoption  of  a  general  sales  tax. 

Officers  of  the  association  were  unani- 
mously elected  as  follows:  S.  D.  Bausher, 
Glorie  Underwear  Mill,  Reading,  Pa.,  presi- 
dent; D.  L.  Galbraith,  World-Star  Knitting 
Mills,  Bay  City,  Mich.,  and  G.  Oberlander, 
Berkshire  Knitting  Mills,  Reading,  Pa.,  vice- 
presidents,  Ernest  Blood,  John  Blood  &  Bro., 
Philadelphia,  Pa.,  treasurer,  and  C.  B.  Carter, 
Philadelphia,  secretary. 


^  Progressive  department  heads  have  their 
salespeople  read  the  Economist. 
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HERE  are  a  great  many  types  of  men,  but 
their  underwear  needs  can  be  supplied  from 
a  stock  of  a  few  types  of  garment. 

Lawrence  All-Seasons  Knit  Underwear  consists  of 
garments  to  satisfy  the  all-year-round  ideas  of  all  men. 
Athletic  shirt  and  trunk;  full  athletic  union  suit;  quar- 
ter-sleeve, sock-length;  long  and  short  sleeve,  ankle 
length,  and  so  on  down  the  list — including  separate 
garments  in  the  same  styles. 

But  of  them  all  we  prefer  to  emphasize  the  sock- 
length,  quarter-sleeve  union  suit.  Not  for  any  reason 
except  that  it  is  a  better  buy  for  any  man. 

The  Wholesaler's  Salesman 
knows  the  whole  sales-story 


The  Lawrence  Manufacturing  Co. 

For  over  Sixty  Years  makers  of  the  Finest  Quality  Light  and  Medium  Weight  Bal- 
briggan  Shirts,  Drawers  and  Union  Suits  for  Men  and  Boys.  Also  Makers  of 
Lawrence  Women's  Flat  Knit  Union  Suits,  Vests  and  Bloomers,  and  (^^^  Fibre  Hose. 

LOWELL,  MASS. 

E.  M.  TOWNSEND  &  CO.,   Selling  Agents 


345  Broadway 


BOSTON 


PHILADELPHIA 


New  York  City 

CHICAGO 


ll 


i 


i; 


I 


DRY  GOODS  ECONOMIST,  MAY  14,  1921 


103 


Conditions  in  Textile  Industry  Show 
Signs  of  Steady  Improvement 

Liquidation  Is  About  Completed  and  Consumption  Is  Outstripping 
Production— Cotton  Goods  Market  Pretty  Certain  to  Hold  Firm 
While  Prices  of  Raw  Product  Seem  on  Upward  Trend — European 
Situation  Affects  Entire  Outlook 


THINGS  are  decidedly  picking  up  in  the 
textile  markets.  It  was  pointed  out 
some  months  ago  by  the  Economist 
that  the  textile  situation  was  fundamentally 
strong,  that  prices,  generally  speaking,  had 
been  revised  to  a  level  lower  than  production 
costs  warranted,  and  that,  with  temporary 
fluctuations  due  to  the  variation  of  supply  and 
demand,  the  trend  would  be  upward  as  the 
year  advanced.  This  forecast  was 
conditioned  upon  an  improvement 
in  the  European  economic  situa- 
tion, following  the  settlement  of 
the  German  indemnity  question, 
which  we  expected  to  see  happen 
by  May  1. 

The  German  indemnity  is  still 
in  the  air,  and  European  eco- 
nomic conditions  are  more  or  less 
in  the  same  predicament.  Never- 
theless, the  textile  situation  in 
this  country  is  showing  a  steady 
improvement.  This  improvement 
is  due  to  many  factors,  one  of  the 
most  potent,  perhaps,  being  the 
more  confident  feeling  of  business 
men  regarding  the  immediate 
lousiness  outlook.  But  the  chief 
reason  for  improvement  in  the 
textile  situation  is  simply  that 
liquidation  has  been  pretty  thor- 
oughly completed  and  that  con- 
sumption of  goods  during  recent 
months  has  been  running  well 
ahead  of  production.  This  is  evi- 
denced by  the  fact  that  buyers 
iiave  been  and  are  continually 
running  up  against  the  difficulty 
■of  getting  various  lines  of  goods 
■when  they  want  them. 

The  present  well-sold  condi- 
tion of  many  cotton  goods  lines  is 
■an  index  to  the  general  strength  of  the  mar- 
-ket.  Fall  ginghams  are  entirely  sold  up,  and 
most  of  the  fall  production  of  outings  and 
blankets  is  also  under  order,  some  of  the  lead- 
ing lines  being  completely  sold  up  and  with- 
•drawn.  Wide  sheetings,  sheets  and  pillow 
■cases  are  very  difficult  to  obtain,  and  in  some 
-cases  orders  placed  in  January  and  February 
are  still  undelivered.  Some  of  the  leading 
lines  of  branded  bleached  muslins  are  sold  up 
-and  withdrawn. 

These  things  are  perhaps  sufficient  answer 
to  the  many  buyers  who  are  anxious  to  know 
if  the  cotton  goods  market  will  hold  firm  for 
:fall.  It  is  a  pretty  safe  bet  that  it  will.  There 
is  no  particular  reason  why  it  shouldn't  and 
.several  good  reasons  why  it  should.  In  the 
■first  place,  as  already  noted,  stocks  have  been 
liquidated  and  production  after  many  months 
of  severe  curtailment  is,  on  the  whole,  behind 
demand.  In  the  absence  of  export  business, 
production  can  catch  up  quickly  enough,  but 
•excessive  production  under  present  conditions 
is  not  to  be  expected. 

Price  Levels  Low 

Moreover,  present  prices  represent  a  very 
drastic  decline  from  the  level  of  last  year,  and 
■are  on  a  comparatively  lower  level  than  com- 


modity prices  in  general.  The  general  com- 
modity price  level  on  May  1  of  this  year  was 
36.7  per  cent  lower  than  on  May  1  of  last 
year,  whereas  cotton  goods  prices  are  more 
than  60  per  cent  lower.  Indications  point  to  a 
slowing  up  of  the  decline  in  the  general  com- 
modity price  level — to  the  approach  of  stabil- 
ization— and  in  this  case  it  would  be  logical 
for  cotton  goods  to  rise  to  meet  it. 


Watch  Your  Mailing  List 

There  is  a  tendency  at  present  to  increase  direct-by-mail 
advertising, — not  at  the  expense  of  newspaper  space  but  as 
an  extra  means  of  getting  business. 

As  this  becomes  more  and  more  a  fact,  your  mailing  list 
will  increase  in  value. 

Guard  it  carefully.  When  you  send  it  to  a  manufacturer 
specify  in  your  letter  or  agreement  that  it  is  to  be  used  ONLY 
for  the  purpose  for  which  it  is  loaned.  Also  set  a  DEFINITE 
time  when  it  MUST  be  back  in  your  office. 

Not  long  ago  a  merchant  sent  a  good  live  list  to  a  manu- 
facturer to  be  circularized.  It  was  done  but  the  merchant 
neglected  getting  his  list  home.  Recently  the  manufacturer 
failed.  Evidently  the  mailing  list  was  sold,  for  a  day  or  so 
ago  everybody  on  the  merchants'  list  received  a  solicitation 
for  business  from  a  semi-mail  order  house  located  in  New 
York. 

In  addition  to  specifying  the  event  and  the  time  that  your 
mailing  list  is  to  be  used,  put  in  a  few  fake  or  fictitious  names 
with  addresses  so  that  anything  sent  to  them  will  come  to  you. 
Thus  you  will  know  if  your  names  and  addresses  have  gone 
astray. 

Don't  think  that  because  YOU  can  make  up  a  mailing  list 
fairly  easy  that  an  outsider  can  do  the  same  thing.  He  can't. 
Every  live  name  you  have  is  worth  real  money;  treat  it  as  such 
and  don't  leave  it  lying  around  promiscuously. 


Finally  there  is  nothing  in  the  raw  ma- 
terial or  labor  situation  to  promise  any  reduc- 
tion of  costs  in  the  near  future.  Wages  in  the 
cotton  textile  industry  are  stabilized  for  some 
time  to  come. 

Wages  Are  Stabilized 

Some  of  the  Fall  River  manufacturers  have 
announced  recently  that  the  present  wage 
schedules  will  be  continued  probably  until  Dec. 
1,  and  it  is  not  likely  that  wages  in  the  in- 
dustry will  be  reduced  further  until  the  gen- 
eral cost  of  living  shows  a  more  substantial 
decline.  There  is  no  prospect  of  a  further 
substantial  decline  in  the  cost  of  living  in  the 
near  future. 

Raw  Cotton  to  Be  Higher 

As  to  raw  cotton,  the  opinion  has  been 
frequently  expressed  in  these  columns  that  it 
will  rise  as  the  year  advances,  and  recent  de- 
velopments in  the  market  serve  merely  to  con- 
firm this  opinion.  Within  the  last  few  weeks 
cotton  has  advanced  about  two  cents  a  pound, 
and  while  the  advance  may  be  temporary,  it 
seems  to  indicate  the  beginning  of  an  upward 
trend  in  cotton  prices.  Even  this  advance 
brings  cotton  only  to  about  the  level  of  July, 
1914,  and  such  a  level  is  obviously  too  low. 


The  big  carryover  and  the  economic  chaos 
of  Europe,  which  have  been  the  chief  depres- 
sants of  cotton  prices,  do  not  look  so  menacing 
now  as  they  did  some  time  ago.  Reliable  re- 
ports indicate  a  reduction  in  the  cotton  acre- 
age of  about  30  per  cent,  with  a  still  greater 
reduction  in  the  use  of  commercial  fertilizer, 
and  even  if  the  growing  season  is  favorable 
the  crop  is  likely  to  be  a  small  one. 

The  European  situation  looks 
better.    The   settlement   of  the 
I     German      indemnity  question, 
I     which  is  a  necessary  prelude  to 
t     the   economic    rehabilitation  of 
Europe,  may  be  effected  by  the 
time  this  issue  of  the  Economist 
is  off  the  press,  and  a  reviving  de- 
mand for  cotton  from  European 
textile  centers  is  bound  to  follow. 
In  addition,  the  recovery  of  the 
automobile   industry  which  can 
consume  about  1,000,000  bales  of 
cotton,   will   strengthen  greatly 
the  position  of  the  market. 

In  wool  goods  we  do  not  an- 
ticipate so  much  likelihood  of  a 
rising  market.  Wool  goods  are 
relatively  higher  than  cottons. 
Nevertheless,  the  situation  at 
present  indicates  a  shortage  of 
goods  and  a  temporarily  higher 
market,  at  least  early  in  the  sea- 
son. There  is,  of  course,  the  pos- 
sibility that  the  fall  distribution 
of  ready-made  garments  will 
prove  to  be  far  short  of  present 
estimates;  in  which  case  the  cut- 
ters who  have  ordered  piece 
goods  in  anticipation  of  a  healthy 
i  fall  demand  for  garments  will 
...,.....,..,..,..J.  have  to  get  from  under  in  some 
way,  and  a  break  in  the  market 
can  hardly  be  avoided. 

But,  on  the  other  hand,  it  must  be  con- 
sidered that  few  cutters  have  been  able  to 
place  orders  for  piece  goods  to  the  full  extent 
of  their  estimated  requirements  for  the  fall 
season,  and  that,  in  spite  of  this,  the  market 
is  pretty  thoroughly  sold  up.  Consequently, 
except  the  cutters  are  far  astray  on  their  esti- 
mates of  fall  business,  there  is  likely  to  be  a 
shortage  of  many  lines.  This  applies  partic- 
ularly to  coating  materials,  such  as  velours, 
bolivias,  chinchillas  and  broadcloths,  to  striped 
skirtings,  and,  in  a  lesser  degree,  to  twills, 
tricotines  and  serges. 

As  pointed  out  some  time  ago  by  the 
Economist,  suits  will  not  be  worn  much  next 
fall,  and  suitings,  therefore,  are  in  compara- 
tively slight  demand.  However,  there  is  a  big 
call  for  knitted  cloths,  tweeds  and  homespuns 
for  sports  wear,  and  the  demand  for  these 
fabrics  is  on  the  increase.  It  may  be  said  of 
wool  goods  on  the  whole  that,  barring  a  fail- 
ure in  the  distribution  of  ready-to-wear,  indi- 
cations point  to  a  firm  and  higher  fall  market. 

Silk  Prices  Advanced 

The  prospects  of  the  silk  market  were 
dealt  with  in  detail  by  the  Economist  a  few 
weeks  ago.    The  opinion  then  expressed  that 

(Continued  on  page  142) 
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REG.  U.S.  PAT.  OFF. 


White  Sandman  Sleeper 


Grey  Sandman  Sleeper 


Sandman  Step-In 


You'll  Want  the 
Whole  Sandman  Family 

HAVE  you  seen  the  whole  Sandman  Family?  Have  you  examined  them 
closely  and  seen  what  wonderful  garments  they  are?  They  are  the  best 
that  money  can  buy.  They  make  a  right  profit  for  you.  We  advise  you  to  get 
prices  on  them  now.  You  will  find  that  your  Children's  Department  will  not 
be  complete  this  Fall  without  a  good  supply  of  every  one  of  the  Sandman  gar- 
ments. 

Sandman  garments  are  soft  and  fine  though  substantially  knit  from  own 
yarn  evenly  spun.  They  launder  up  very  soft  and  give  the  kind  of  wear  every 
mother  is  looking  for.  Every  garment  is  full  sized-not  undersized.  They 
are  comfortable  in  every  part— children  like  them.  Sandman  garments  give 
the  ultimate  satisfaction  to  the  consumer.    The  whole  line  is  a  winner. 

Grey  Sandman  Sleeper 

All  Sandman  Sleepers  have  the  big  broad  flap  which  is  just  as  deep  as  the  drop 
seat  No  cold  air  can  get  in— double  thickness  over  the  kidneys.  The  feet 
are  tailored  to  fit— right  size.  Plenty  of  room  at  the  armpits.  Crotch  of  spe- 
dal  design  to  insure  comfort.  "Flatlock"  Seam  throughout.  Full  sized-sell 
a  size  5  for  a  5  year  old  child.   Sizes  6  months  to  10  years. 

White  Sandman  Sleeper 

Never  have  you  seen  such  a  fine  finish  to  a  sleeping  p"^ent  as  has  the  White 
Sandman  Sleeper.  It  is  a  garment  of  the  finest  grade.  White  Sandman  Sleep- 
ers have  all  the  advantages  of  any  Sandman  Sleepers.  Here  is  a  garment 
which  will  delight  the  most  fastidious  customer.  White  Sandman  Sleepers  are 
made  up  in  two  weights-extra  heavy  winter  weight  and  ordinary  winter 
weight.  , 

Sandman  Nightie 

Sandman  Nighties  come  in  sizes  32,  34  and  36  for  Infants  and  1  and  2  year 
old  children.  They  are  distinctive  garments  of  the  ^^^h^^^  fj"^^^,^^^^;^^^^^^^^ 
have  a  big  demand  this  Winter.  They  can  be  drawn  up  at  the  bottom  so  as 
to  prevent  exposure  of  the  baby's  feet.    Sandman  Nighties  are  white  m  color. 
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"Behind  Counter" 
Fires  Another 
Barrage 

Contributor  Has  Something  to  Say 
o£  Educational  Systems  in  Vogue 
— Suggestions  Advanced 

SOME  weeks  ago  was  published  in  the 
Economist  an  article  contributed  by  a 
person  who  preferred  to  remain  anony- 
mous. Perhaps  he  or  she  feared  a  bomb  in 
the  mail  from  some  outraged  psycho-analyst 
— the  type  of  store  executive  the  article  hit 
rather  hard.  We  have  received  another  com- 
munication from  the  same  individual,  and 
though  we  are  unable  to  publish  it  in  its  en- 
tirety we  give  here  a  few  of  the  salient  points. 

There  is  a  great  deal  of  waste  money  and 
effort  in  an  expensive  educational  system, 
says  "Behind  the  Counter,"  for  the  very  sim- 
ple reason  that  a  large  proportion  of  the  peo- 
ple given  merchandise  and  selling  instruction 
in  the  educational  department  leave  the 
store's  employ  before  they  have  had  time  to 
show  results.  The  young  man  who  becomes 
a  plumber  or  carpenter  does  so  with  the  inten- 
tion of  making  that  job  his  life  work.  More 
often  than  not  a  department  store  position  is 
taken  as  a  temporary  expedient,  especially  in 
the  case  of  girls,  who  generally  have  some  ex- 
pectation of  marriage. 

The  Expensive  Labor  Turnover 

The  labor  turnover  increases  in  proportion 
to  the  size  of  the  store  to  a  large  extent,  fre- 
quently passing  the  one  hundred  per  cent 
mark.  How  is  it  possible,  then,  to  maintain  a 
costly  educational  system  and  apply  it  effec- 
tively? 4  The  training  floats  out  of  the  store 
just  about  as  fast  as  it  is  absorbed  and  made 
useful. 

It  is  unfair  to  criticize  in  a  destructive 
sense  only.  Therefore  a  substitute  for  the 
highly  developed  educational  system  is  sug- 
gested here,  one  that  not  only  may  be  made 
very  effective  but  costs  little  to  carry  out.  It 
is  based  on  the  idea  that  the  department  man- 
ager is  most  interested  in  the  success  of  his 
department,  is  better  acquainted  with  its 
needs  than  anyone  else  and  knows  more  about 
the  goods  he  has  bought  and  their  selling 
points  than  any  educational  director  possibly 
can  know. 

One  Good  Way  to  Hire 

The  common  sense  and  practical  way  to 
hire  an  employee  for  any  department  is  to 
have  the  department  head  pass  on  the  indi- 
vidual. When  a  vacancy  occurs  in  his  depart- 
ment he  should  notify  the  superintendent,  who 
will  send  several  applicants  for  positions  to 
be  "inspected"  after  a  preliminary  interview 
to  determine  their  general  qualifications. 

The  person  selected  should  be  sent  first  to 
the  store  school  for  instruction  in  system. 
The  first  few  mornings  should  be  devoted  to 
training  in  making  out  the  various  forms  and 
instruction  in  handling  such  things  as  re- 
turns, exchanges,  etc.  Afternoons  should  be 
spent  in  observation  of  selling  within  the  de- 
partment, in  charge  of  an  experienced  sales- 
person. After  the  usual  talks  on  courtesy  and 
similar  matters  in  the  class  room  the  new  em- 
ployee is  ready  to  begin  selling. 

Education  Without  Inquisition 

It  will  be  seen  that  all  of  the  store  wide 
educational  system  is  not  condemned.  Part 
•of  it  is  useful.   But  the  part  devoted  to  edu- 


cation in  the  "fine  points"  of  selling  and  mer- 
chandise and  to  conducting  an  inquisition  into 
the  prospective  employee's  past  life,  religion, 
health  record,  number  of  teeth,  shape  of  head 
and  all  the  rest  of  that  sort  of  stuff  is  waste. 

How  to  teach  the  merchandise,  then? 
Through  the  department  manager.  Assistant 
department  managers  generally  are  selected 
from  the  best  salesmen,  and  in  their  turn  be- 
come buyers.  Therefore  they  are  better 
qualified  to  get  results  than  persons  who  are 
full  of  good  theory  but  who  never  have  had  to 
apply  it.  If  the  department  head  holds,  two 
or  three  mornings  a  week,  a  sort  of  school  for 
part  of  his  salesforce  in  which  he  gives  prac- 
tical instruction  in  his  merchandise  and  the 
best  ways  to  sell  it  he  will  end  up  by  having  a 
force  that  can  shove  out  the  goods  as  fast  as 
he  buys  them.  They  won't  know  merchandise 
in  general;  but  they  will  know  the  things 
they  work  with,  and  they  can  catch  the  en- 
thusiasm of  the  man  who  bought  them. 

Make  Executive  a  Teacher 

It  may  be  said  that  a  department  head 
may  be  a  poor  teacher,  however  good  a  buyer 
and  salesman  he  is.  It  is  a  valid  objection. 
But  is  there  any  reason  why  he  shouldn't  be 
taught  how  to  teach?  If  a  tenth  of  the  effort 
now  spent  on  the  salesforce  were  directed  at 
the  department  head  he  certainly  would  de- 
velop quickly.  He  has  the  intelligence  to  de- 
velop, or  he  wouldn't  be  holding  his  position. 
And  the  expense  of  such  effort  would  bring  a 
return  for  some  time  instead  of  drifting  out. 
Buying  staffs  do  not  change  with  anything 
like  the  rapidity  of  the  employee  turnover. 

.  "Behind  the  Counter's"  Challenge 

Educational  work  is  all  right.  It  brings 
results.  The  question  is  only  one  of  getting 
it  done  by  the  people  best  qualified  to  do  it 
and  with  less  expense  than  complicated  sys- 
tems bring  in  their  train. 

These  are  some  of  the  ideas  of  "Behind 
the  Counter,"  who  goes  so  far  as  to  make  the 
statement  that  practically  all  the  executives  of 
the  big  stores  are  opposed  to  many  of  the 
"newfangled  stunts"  of  employment  and  edu- 
cation. That  is  for  these  executives  to  say. 
We'd  like  to  know,  in  confidence,  what  they 
really  think. 


Uncle  Sam's  Bureau 


(Continued  from  page  16) 

since  1913.  From  this  index  we  can  learn,  for 
instance,  of  the  Government's  activities  relat- 
ing to  cotton — from  the  selection  of  seed  to 
market  conditions  for  the  finished  cloth  at 
home  and  abroad;  it  can  tell  you  of  accidents 
to  workers;  the  reclamation  of  land;  the  life 
history  of  insects ;  the  conditions  of  National 
Banks;  the  condition  of  prehistoric  man  and 
modern  man's  activities  in  education,  in  agri- 
culture and  commerce,  and  thousands  upon 
thousands  of  other  things  that  your  Gov- 
ernment has  done  and  is  doing  to  help  its 
people.  Not  only  can  it  tell  you  what  has 
been  done  in  any  given  field  of  inquiry  or 
research,  but  it  can  also  tell  you  when  and 
by  what  agency  of  the  Government  the  work 
was  done. 

Use  this  bureau.  It  can  help  you.  And, 
it  is  FREE. 

P.  S. — Mr.  Brown  said  he'd  be  glad  to  have 
any  of  you  merchants  visit  him  next  time 
you're  in  Washington.  Take  advantage  of  his 
invitation.  He  smokes  darn  good  cigars.  I 
had  two  of  them  and  they  didn't  even  make 
me  dizzy. 

The  interests  of  Friedman  &  Moss,  silk 
manufacturers,  have  been  bought  by  Fried- 
man &  Pfeffer,  Inc.,  who  are  opening  offices 
at  27  East  Thirtieth  Street, 


Tily  Makes  Good 
Sales  Tax  Point 

Philadelphia  Store  Executive  Says 
Consumer  Should  Be  Taxed  Ac- 
cording to  What  Civilization 
Gives  Him 

An  argument  in  behalf  of  a  sales  or  turn- 
over tax  which  apparently  has  not  come  from 
any  other  source  was  offered  a  few  days  ago 
by  Herbert  J.  Tily,  general  manager  of  Straw- 
bridge  &  Clothier,  Philadelphia. 

Said  Mr.  Tily,  in  the  course  of  conversa- 
tion with  an  ECONOMIST  staff -member : 
"Taxes  should  be  levied  on  the  consumer  ac- 
cording to  the  demand  he  makes  on  civiliza- 
tion. 

"'What  does  civilization  do  for  me?'  the 
taxpayer  should  ask  himself,  and  inasmuch  as 
all  commodities  are  the  product  of  labor  made 
possible  by  the  Government,  which  maintains 
civilization,  the  consumer  ought  to  be  willing 
to  pay  his  share  of  the  cost  of  governmental 
functions  and  activities. 

"Everything  the  consumer  desires  or  de- 
mands," continued  Mr.  Tily,  "is  made  avail- 
able by  labor,  whether  it  be  food,  or  clothing, 
or  the  means  of  amusement,  or  transportation, 
or  whatever,  and  a  tax  on  what  the  consumer 
derives  from  labor  comes  pretty  near  being 
the  fundamental  tax. 

"It  may  be  asked.  What  about  the  miser, 
whose  demand  on  civilization  is  kept  as  close 
as  possible  to  the  irreducible  minimum? 

"The  answer  is :  Tax  the  miser  when  he  is 
dead — by  means  of  an  inheritance  tax. 

"But,  as  I  said  before,"  added  Mr.  Tily, 
"let  each  normal  citizen  pay  to  the  Govern- 
ment a  sum  in  accordance  with  the  demand  he 
makes  on  the  civilization  for  whose  mainte- 
nance the  Government-  functions.  And  in  no 
better  way  can  this  zz  accomplished  than  by 
means  of  a  tax  on  whatever  the  individual 
uses  or  consumes — in  short,  a  tax  on  the  prod- 
ucts of  labor,  which,  after  all,  are  the  sole 
form  of  wealth,  as  wealth  is  considered  from 
an  economic  standpoint." 

Employees  Clubs  to  Form 
National  Association 

A  national  association  of  employees'  clubs 
is  to  be  organized  at  a  conference  in  New 
York,  May  25.  Membership  is  to  consist  of 
clubs  of  industrial,  financial  and  mercantile 
organizations  having  for  their  purposes  so- 
cial, athletic,  educational  activities ;  thrift, 
sick  benefits,  insurance,  etc.  The  purpose  of 
the  association  will  be  to  secure  interchange 
of  service  and  information  between  member 
clubs  such  as  will  increase  their  value  to  indi- 
vidual members  and  to  aid  club  executives  in 
successful  management  of  their  organiza- 
tions. 

Reports  will  be  issued  covering  activities 
being  conducted  successfully  by  employee  club 
organizations  and  research,  counsel  and  as- 
sistance in  proposed  undertakings  will  be  pro- 
vided. To  the  specific  purposes  given  above  is 
added  the  general  purpose  to  promote  co- 
operation and  good  feeling  among  employees 
and  between  employees  and  employers  gen- 
erally. 


Mrs.  Jack  Carberry,  who  recently  resigned 
as  buyer  of  women's  cloaks  and  suits  for  J. 
L.  Brandeis  &  Sons  of  Omaha,  Neb.,  has  been 
succeeded  by  Miss  Mae  Fiske,  formerly  of 
Young-Quinlan  Co.  of  Minneapolis. 
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Radmoor  Hosiery 
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Radmoor's  interpretation  of  the  sportswear  vogue 
expressed  in  their  new 

SILK  SPORT  HOSE 

(Fashioned  Leg — Seamless  Foot) 

$12.00  Dozen  for  Women's 
$8.00  Dozen  for  Men's 

Made  of  silk — in  an  attractive  drop-stitch  effect. 
Solid  and  two-tone  combinations. 

Solid  colors:  Black,  White,  Navy,  Seal  Brown, 
Cochin,  Moccasin,  Tobacco. 

Two-toned  effects — shades  of  Grey,  Blue,  Brown, 
Kelly  Green,  Purple,  Scarlet,  etc. 

Ladies'  styles  packed  quarter  dozen  boxes,  deliv- 
ered two  weeks  after  receipt  of  order.  Men's — 
packed  in  half  dozen  boxes — four  weeks'  delivery. 

If  samples  are  requested — specify  No.  6600  for 
women's  and  No.  5500  for  Men's  styles. 

Samples  not  reiurnabk 

'^dmoor  Mills 


2nd  and  Westmoreland  Sts. 


Philadelphia,  Pa. 


Thomas  E.  Brown  &  Sons 
Glen  Knitting  Company 
Brown-Phelps  Hosiery  Co. 

Branch  Offices: 

2  I  St  and  Clearfield  Sts..  220  Pacific  Bldg., 

Phila.,  Pa.  4th  and  Market  Sts. 

San  Francisco,  Cal. 
Room  802,  American  Woolen  Bldg., 
225  Fourth  Ave.,  New  York 
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Shoe  Merchant's  Stock  Keeping  Plan 
Consigns  Every  Detail  To  Paper 

Val  Richter  of  Washington,  D.  C,  Has  System  Which  Is  Regarded 
Highly — Chart  Calling  for  Exhaustive  Information  About  Mer- 
chandise Does  the  Trick  and  Results  Can  Be  Seen  at  a  Glance 


"Know  and  know  that  you  know"  is  an 
excellent  business  axiom.  Guesswork  is 
dangerous.  It  leads  to  the  bankruptcy  court. 
For  a  merchant  to  know  his  stock  is  as  im- 
portant as  to  know  what  his  bank  balance 
is,  they  both  amount  to  about  the  same  thing. 

The  how  of  complete  stock  knowledge  is, 
however,  frequently  a  problem.  Every  mer- 
chant realizes  why  such  information  is  im- 
portant, even  vital,  but  how  to  secure  it  is 
the  question. 

There  is  just  one  way  to  do  it.  Keep 
records  and  keep  them  in  detail. 

Just  how  one  shoe  merchant — who  is,  ac- 
cording to  all  indications,  heading  for  the 
success  goal — keeps  track  of  his  stock  is  out- 
lined in  the  following  story,  with  a  chart 
used  by  this  merchant  to  help  illustrate  the 
subject. 

He  Know^s  the  Game 

Meet  Val  Eichter,  dealer  in  shoes,  1304 
F  Street,  N.  W.,  Washington,  D.  C.  Mr. 
Richter  has  had  a  lot  of  experience  in  the 
shoe  buying  business,  having  been  connected 
with  various  large  stores  in  diiferent  locali- 
ties, his  last  position  as  buyer  having  been 
with  Lansburgh  &  Bro.,  Washington,  D.  C. 

Just  about  a  year  ago  Mr.  Richter  took 
the  big  plunge  and  went  into  business  for 
himself.  He  took  along  with  him,  in  addi- 
tion to  the  capital  required  to  start  his  busi- 
ness, a  thorough  knowledge  of  merchandise, 
a  pretty  wide  acquaintance  in  Washington 
and  a  stock-keeping  system  that  he  had 
worked  out  during  his  various  years  as 
buyer  in  different  stores. 

Best  System  Ever 

"I  suppose  there  are  others  just  as  good," 
modestly  proclaims 
Mr,  Richter;  but  a 
merchandise  and  ad- 
vertising man  who 
has  had  experience  in 
many  stores  says  it  is 
the  best  he  ever  saw, 
and  he  does  not  be- 
lieve there  is  one  bet- 
ter. 

And  here  it  is, 
outlined  in  detail  and 
illustrated  for  the 
benefit  of  our  read- 
ers. 

The  chart  must  be 
studied  carefully,  as 
that  is  an  important 
feature  of  the  infor- 
mation that  is  offered. 

Each  style  of  shoes 
purchased  is  given 
its  own  number,  as 
indicated  on  the  chart 
by  Style  200.  The 
date  of  purchase  is 
listed  in  the  upper 
right-hand  corner,  as 
indicated  by  the  let- 
ters D.  0.— "date  or- 
dered." Additional 
purchases  are  listed 


according  to  dates  in  the  spaces  left  for  them, 
following  the  initial  purchase,  shown  as 
March  24  in  the  chart. 

Just  below  the  letters  D.  0.  will  be  seen 
letters  P.  O.,  meaning  number  of  "pairs  or- 
dered." Below  this  D.  R.  is  inserted,  so  that 
the  date  on  which  various  purchases  made 
are  "received"  can  be  recorded.  Immediately 
beneath  this  listing  in  the  column  PR  is  let- 
tered in,  to  be  followed  by  figures  showing 
how  many  pairs  have  been  received,  and  the 
dates  on  which  received. 

Shoes  Briefly  Described 

In  the  chart,  as  will  be  seen,  four  lots 
have  been  received,  totaling  thirty-four 
pairs,  and  under  dates  of  May  30,  June  3, 
June  10  and  July  1,  A  generous  space  is 
left  in  the  upper  right-hand  corner,  and 
here  is  listed  a  brief  description  of  the  shoes, 
a  cipher  showing  what  they  cost,  figures  giv- 
ing retail  selling  price,  make-up,  etc.  These 
details  may  be  filled  in  as  completely  as  de- 
sired, but  a  shoe  merchant  will  find  that  put- 
ting down  in  black  and  white  every  bit  of 
data  and  information  he  is  at  all  likely  to 
need  is  the  best  plan  possible.  Trusting  to 
memory  is  a  bad  plan.  It  places  an  unneces- 
sary tax  and  strain  on  the  mind,  and  memory 
is  so  tricky,  one  can  never  be  entirely  sure 
about  facts. 

Style  Range  Listed 

Returning  to  the  left-hand  side  of  the 
chart  we  find  letters  listed  indicating  range 
of  widths,  listed  under  the  style  number.  In 
a  line  following  the  word  style  a  range  of 
sizes  is  listed,  running  from  one  and  a  half 
to  nine,  inclusive. 

As   merchandise   is   ordered   a   dot  is 
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placed  on  the  chart  underneath  the  size  num- 
ber shown  and  opposite  the  width  initials. 
The  merchant  then  knows  at  a  glance  how 
many  of,  say.  Style  200  he  has  ordered  and 
what  range  of  size  and  width  is  covered  or 
embraced  by  the  order  just  placed. 

Forms  a  Perpetual  Inventory 

'  As  the  shoes  are  received  from  the  mill 
and  placed  in  stock,  a  diagonal  line  is  run 
through  the  dot,  as  the  shoe  received  has 
ceased  to  be  merely  an  order  and  is  then 
actual  stock  in  the  house. 

At  the  same  time  that  this  line  trans- 
forms the  "on  order"  to  an  "in  stock"  nota- 
tion, dates  are  entered  in  the  D.  R,  column 
at  the  upper  left. 

The  next  step  in  the  chart  system  quali- 
fies it  as  a  perpetual  inventory. 

Sales  Checked  Daily 

Each  morning,  following  the  previous 
day's  sales,  the  pairs  sold,  style,  size  and 
width  are  taken  from  the  sales  checks,  which 
must  be  filled  out  by  each  salesperson  so 
that  all  of  this  data  is  carried  on  each  and 
every  check  and  entries  are  made  on  the 
chart. 

The  dot  showing  that  shoes  are  ordered 
has  already  been  turned  into  a  diagonal 
stroke,  making  it  an  "in  stock"  record,  and 
after  shoes  are  sold  another  line  is  drawn 
through  this  one,  turning  it  into  an  X,  the 
complete  record  showing  that  shoes  were 
ordered,  received  and  sold.  Inasmuch  as 
each  notation  is  entered  in  a  column  show- 
ing its  size,  width,  etc.,  the  general  condi- 
tion of  the  store's  stock,  as  regards  supply 
of  each  particular  style,  size  and  so  on,  is 
seen  at  a  mere  glance  at  the  chart. 

  However,    to  be 

complete,  a  record 
must  take  into  con- 
sideration the  possi- 
bility of  a  pair  of 
shoes  being  returned. 
If  such  a  thing  hap- 
pens, a  horizontal  line 
is  drawn  above  the 
previously  completed 
sale  record  and  a 
study  of  the  chart  will 
show  how  this  is 
done.  Note  the  col- 
umn opposite  size 
51/^-AA  and  the  cross. 
It  is  always  pretty 
certain  that  a  pair  of 
shoes  that  have  been 
returned  ultimately 
will  be  sold  again,  and 
the  notation  in  51/2- 
AA  shows  what  is 
done  when  the  shoes 
are  again  sold,  a  line 
being  drawn  across 
the  "return"  line.  In 
case  a  pair  of  re- 
turned shoes  remains 
unsold  the  horizontal 
line  stands  until  the 
shoes  are  sold. 

(Continued  on  page  138) 
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Why  We  Sell 


THEY   were   the   original   snap.     No   other   has  ever 
measured  up   to  its  standard  and  can't — ^because 
Koh-i-noor,  alone,  contains  the  patented  Waldespring 
and  the  Ball-shaped  socket,  essential  for  security. 

Their  qualities  of  workmanship  and  material  justify  our 
including  them  among  the  leading  products  on  which  we 
are  glad  to  render  Colonial  Quality  service. 

Prices  are  guaranteed — order  Koh-i-noor  Snaps  from 
us  and  have  them  shipped  with  the  rest  of  your  goods. 


Also  national  distributors  for  Fashionette  Hair  Nets, 
Lady  Dainty  Shell  Hair  Pins,  Baby  Dimples  Safety  Pins, 
Gold  Medal  Bias  Tape,  Vassar  Elastic,  Mymans  Collar 
Bands,  Tulip  Snap  Fasteners,  Hairlox  Hairpins. 


SAMSTAG  &  HILDER  BROS. 

1200  Broadway,  New  York 


BOSTON  CHICAGO  ST.  LOUIS 

67  Chauncy  St.        212  W.  Adams  St.  507  N.  12th  St. 
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She  Uses  Good  Ideas 
And  Makes  Gift 
Section  Pay 

Miss  Bloomenthal  Never  Turns  Sales- 
man Down — Buys  on 
Large  Scale 

A PESSIMIST  says,  "It  can't  be  done." 
An  optimist  says,  "It  can  be  done." 
A  peptimist  says,  "It  can  be  done; 
I  have  done  it  already." 

Miss  S.  A.  Bloomenthal,  art  and  gift  de- 
partment manager  at  Hochschild,  Kohn  & 
Co.,  Baltimore,  Md.,  is  a  "peptimist."  She 
has  done  it  already. 

This  story  of  "How  to  Make  a  Gift  De- 
partment Pay"  is  not  a  theory,  it  is  a  state- 
ment of  facts,  and  Miss  Bloomenthal  herself 
has  told  us  how  she  has  done  it. 

Given  Free  Rein 

"You  see,  it's  my  shop,  and  I  just  love  it," 
she  began.  "Oh,  of  course,  Hochschild,  Kohn 
&  Co.  own  it  and  they  make  heaps  and  heaps 
of  money  on  it,  but  I  feel  just  like  it  was  all 
mine.  You  see,  I  am  working  for  a  very 
wonderful  firm,  and  they  have  allowed  me  to 
do  just  as  I  saw  fit,  and  it's  up  to  me  to  make 
good — so  I  do — that's  all  there  is  to  it, 

"How  do  I  do  it?  Well,  that's  interest- 
ing," said  Miss  Bloomenthal.  "You  see,  I 
came  here  eleven  years  ago.  I  was  a  bundle 
wrapper  or  something  then;  later  on  I  got 


"Almost  Natural"  Flowers 


Timely  "ad"  used  by  Hochschild,  Kohn  & 
Co.  for  a  spring  flower  sale. 

to  be  assistant  to  the  department  manager 
and  about  a  year  ago  my  firm  intrusted  the 
department  to  my  management,  and  it  has 
been  a  wonderful  year! 

How  She  Got  Into  the  Swim 

"In  the  first  place,  I  have  all  of  the  most 
interesting  advertisements  of  other  depart- 
ments, both  in  and  out  of  Baltimore,  cut  out 
of  the  papers  and  pasted  into  a  big  book,  and 
any  particular  line  or  idea  that  I  wish  to 
follow  up  or  develop  I  blue-pencil  and  write 
such  notes  as  I  care  to  make  right  into  the 
margin.  I  plan  my  sales  far  in  advance  and 
specialize  on  a  few  items  rather  than  a  num- 
ber of  things. 

"I  then  buy  these  items  in  large  quanti- 
ties, which,  of  course,  makes  it  possible  to 
offer  them  at  a  lower  price.  I  buy  out  quan- 
tities of  manufacturers'  samples  and  have 
special  sales  of  them  about  twice  a  year.  I 
always  plan  sales  on  a  big  scale  and  of  timely 
merchandise.  My  flower  sale,  'To  Herald  the 
Spring,'  was  held  on  March  14.  It  was  tre- 
mendously successful.  I  will  have  a  sale  of 
pillows  a  little  later  on. 

"Where  it  is  possible  I  make  the  selling 
agent  give  us  the  exclusive  sale  of  the  line 
in  Baltimore,  and  this  is  possible  generally 


In  line  with  the  demand  for  novelties  featur- 
ing the  new  Harding  blue  comes  letter  paper 
of  distinctive  design  and  the  proper  color.  In 
six  styles.    From  Coyle  &  Gilmore  Co. 

when  you  buy  in  large  enough  quantities.  We 
also  make  several  items  ourselves  on  rather 
a  large  scale.  Much  of  our  embroidery  and 
stamped  linens  are  from  our  original  designs. 
1  take  the  head  designer  with  me  sometimes 
when  I  go  to  New  York  and  we  make  an  in- 
tensive study  of  designing  there.  We  get 
many  of  our  ideas  from  the  Metropolitan 
Museum.  One  of  the  best  designs  we  have 
ever  produced  was  copied  from  a  bronze 
figure,  a  warrior  knight  in  a  coat  of  mail 
astride  a  great  horse. 

What  She  Does  in  New  York 

"We  have  some  more  and  very  handsome 
laces  made  up  from  our  original  designs  and 
these  are  used  both  for  demonstration  and 
to  sell.  We  sell  quantities  of  expensive  em- 
broideries. I  go  to  New  York  as  frequently 
as  I  can  and  study  departments  and  mer- 
chandise. One  other  thing,  I  have  never  yet 
passed  up  any  salesman.  I  always  look  at 
his  line.  He  is  sure  to  give  me  some  good 
ideas,  and  sometimes  he  has  just  the  very 
merchandise  I  have  been  looking  for,  and 
we  demonstrate  anything  and  everything 
that  needs  to  be  demonstrated. 

"Our  classes  are  so  large  that  we  can  no 
longer  hold  them  in  the  department.  We 
have  fitted  up  a  space  on  another  floor,  where 
there  are  usually  from  40  to  60  women  and 
girls  in  attendance. 

"I  have  41  assistants;  yes,  it  requires  41 
people  to  take  care  of  the  trade,  and  they  are 
'all  busy  most  of  the  time.  We  have  two 
workrooms  above  this  floor.  Seven  women 
are  employed  there  now,  and  I  have  quanti- 
ties of  work  done  by  home-workers.  There 
are  several  hundred  on  our  payroll  who  work 
for  me  on  a  piece  basis.  They  do  all  kinds 
of  needlework,  tatting,  hemstitching,  cro- 
cheting. They  make  all  kinds  of  pillows, 
baskets  and  boxes  and  beaded  bags  and  nov- 
elties and  lampshades. 


A  desirable  number  for  the  art-needlezvork 
department.  A  marked  pattern  on  silk  moire 
in  any  one  of  four  shades  comes  with  instruc- 
tions for  the  making  of  an  attractive  bead  bag. 
From  Dritz-Traum  Co. 


Greeting  Cards 
Carry  Sunshine 
And  Profits 

Louis  D.  Neill  Thinks  Business  Is 
Easily  Built  Up — Assorted 
Stock  Does  Trick 

"A  real  sunshine  distributor"  is  the  little 
greeting  card.  Increasing  numbers  of  people 
are  realizing  the  amount  of  pleasure  derived 
from  reception  of  these  small  tokens  of  affec- 
tionate remembrance  and  Louis  D.  Neill,  who 
owns  the  Little  Krafts  Shop  at  Ithaca,  N.  Y., 
likes  to  think  of  them  in  that  way.  Mr.  Neill 
has  considerable  esteem  for  the  greeting  card, 
too,  more  especially  for  the  ones  he  sells— and 
he  sells  a  lot  of  them. 

"During  the  last  five  years,"  says  he,  "my 
sales  of  greetmg  cards  have  jumped  from  two 
or  three  thousand  a  year  to  enough  to  supply 
everyone  in  the  city  with  four  of  them.  There 
are  more  than  sixteen  thousand  people  in 
Ithaca,  exclusive  of  students  at  Cornell  Univer- 
sity, so  that  makes  a  mighty  fair  business. 
And  several  other  stores  sell  these  cards, 
which  goes  to  show  something  of  the  increase 
in  their  use. 

Select  Cards  for  Different  Classes 

"I  find  it  necessary  to  carry  a  stock  well 
assorted  as  to  price  and  variety.  It  is  hard  to 
understand  why  a  certain  card  will  sell  splen- 
didly in  one  store  and  be  a  flat  failure  in  an- 
other. I  can't  find  any  particular  reason  for 
ten  and  twenty-five  cent  cards  being  the  best 
sellers,  either;  but  it  is  so.  In  general,  there 
is  a  certain  kind  of  card  which  appeals  to  a 
definite  class  of  customer  and  to  no  others. 
That  is  why  I  make  a  point  of  wide  selection ; 
but  in  order  to  avoid  too  wide  scattering  i 
have  made  a  careful  study  of  the  kinds  of 
people  who  come  in,  and  make  my  purchases  in 
proportionate  quantities.  That  is,  I  know  my 
trade  intimately. 

"In  selling,  the  great  things  are  sympathetic 
salespeople  and  attractive  display.  By 
'sympathetic'  I  mean  the  kind  of  person 
who  is  really  interested  in  helping  customers 
select  the  card  bearing  the  sentiment  appro- 
priate to  the  situation  and  to  the  person  to 
whom  it  is  to  be  addressed.  Obviously  a  card 
suitable  for  a  grandmother  is  not  satisfactory 
for  a  young  girl.  The  salesperson  should  read 
a  number  of  her  cards  and  know  her  stock. 

Flowers  and  Pictures  Aid  Selling 

"Cards  are  not  attractive  unless  displayed 
properly.  Putting  them  out  any  old  way  or 
where  they  may  be  mussed  up  and  soiled  is  a 
poor  way  to  show  them.  I  find  that  there  is 
a  good  deal  of  value  in  a  vase  of  flowers  or  a 
framed  picture  set  among  the  card  boxes.  It 
catches  the  eye,  breaks  up  the  monotony  and 
has  a  distinct  psychological  value,  too." 

Mr.  Neill  thinks  building  up  a  greeting 
card  business  is  nothing  difficult.  Perhaps  he 
thinks  so  because  he  did  it  so  successfully. 


During  the  past  year  lamp  shades  sold  out- 
right and  demonstrated  for  copying  have  been 
one  of  the  largest  sources  of  revenue  to  the  art 
and  gift  department.  They  promise  even  bet- 
ter for  this  year.  Silk  shades  are  the  most  in 
demand  and  offer  the  largest  profit,  although 
parchment  has  come  into  prominence  for 
shades  and  offers  possibilities  for  many  other 
things  besides  the  frames  for  these  novelties. 
Parchment  by  the  piece,  stamped  designs  and 
water  colors  put  up  in  boxes,  all  afford  excel- 
lent profits. 
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Perfumes  Called 
Potent  Vehicles 
For  Expression 

Different  Scents  Mingle  with  Varied 
Personalities,  Mme.  Jaquet 
Avers — Actresses  Are  Con- 
noisseurs 

Madame  Jaquet,  who  has  been  representa- 
tive for  an  exclusive  line  of  imported  perfumes 
and  toilet  articles  for  more  years  than  she 
cares  to  tell,  and  who  is  one  of  the  best-in- 
formed women  in  this  country  regarding  per- 
fumes, says:  "A  few  years  ago  rouge  was 
roundly  condemned  by  people  of  refined  taste, 
and  perfume  was  considered  almost  vulgar. 
To-day  there  is  no  clearer  index  to  the  caliber 
of  one's  mind  and  the  refinement  of  one's  body 
than  is  found  in  the  scents  and  perfumes  used. 

"The  saleswoman  who  sells  these  success- 
fully must  recognize  this  and  be  able  to  index 
her  customers  mentally  as  they  come  to  her 
counter.  To  be  able  to  offer  the  right  thing  to 
the  right  person  is  a  fine  art  which  comes  only 
with  practice  and  knowledge." 

The  unskilled  saleswoman  will  find  helpful 
suggestions  in  Madame  Jaquet's  observations 
which  she  says  applies  to  the  modern  woman. 

Fragrance  Distributed 

"Sachet  is  a  universal  commodity.  It  is 
used  by  many  people  of  many  countries  and  is 
of  more  importance  from  the  sales  vievirpoint 
than  any  other  article  for  the  toilet.  Every 
refined  woman  knows  the  pleasure  of  layers  of 
fine  lingerie  which  exude  the  delicate  fragrance 
of  her  favorite  sachet. 

"Young  girls  especially  should  use  sachet. 
It  is  an  expression  of  youth.  Rose  should  be 
the  young  girl's  favorite  scent,  a  delicate,  fra- 
grant rose,  and  it  should  be  used  sparingly. 

"Different  personalities  are  expressed  by 
different  perfumes,  and  when  a  woman  once 
discovers  the  odor  that  is  her  component  part, 
she  seldom  uses  any  other. 

"Actresses  particularly,  being  extremely 
temperamental,  will  use  one  scent  for  one  part 
and  another  for  another  part  they  are  to  in- 
terpret, and  say  that  perfumes  more  than  any- 
thing else  help  them  to  create  and  live  the 
part. 

An  Aid  to  Song 

"One  famous  song  bird  who  is  now  at  the 
Metropolitan  rushed  in  here  a  few  days  ago 
and  inquired  for  .  'I  can't  find  it  any- 
where; I  must  have  it,'  she  cried.  'I  cannot 
sing  without  it.' 

"Violet  scent  is  used  by  very  delicate,  ro- 
mantic women.  Lily-of-the-valley  and  Gar- 
denia belong  to  cold,  dispassionate,  self-satis- 
fied women,  and  the  over-generous,  deeply  in- 
tense woman  will  invariably  select  some  highly 
odorous  flower. 

"Bouquet  odors  are  used  by  a  large  ma- 
jority of  women,  and  when  in  doubt  the  sales- 
woman should  always  offer  them." 


Demand  for  Toilet 
Wares  Falls  Off 

Spring  business  in  toilet  ware  has  fallen 
considerably  behind.  Buyers  have  held  off 
placing  their  orders  in  anticipation  of  lower 
prices  of  raw  materials  and  consequent 
lower  prices  for  finished  products.  Also  it 
was  expected  that  manufacturers  would 
have  large  stocks  of  finished  goods  on  hand 


and  these  could  be  bought  later  in  the  sea- 
son at  a  lower  price. 

Chief  of  the  many  factors  determining 
the  price  of  toilet  wares  is  the  price  of  raw 
materials  and  the  difficulty  experienced  in 
supplying  sufficient  of  these  materials  to 
meet  the  demand.  Even  in  normal  times  the 
production  of  celluloid  novelties  is  behind 
the  demand  and  the  reason  for  this  lies  in 
the  fact  that  raw  materials  require  a  con- 
siderable period  of  time  for  their  manufac- 
ture and  cannot  be  produced  at  a  moment's 
notice. 

Fabricators  of  toilet  ware  articles  say 
that  unless  they  receive  the  early  co-opera- 
tion of  their  customers  they  will  be  unable 
to  fill  orders  for  fall  delivery,  and  the  holi- 
day and  Christmas  rush  business  may  pre- 
cipitate a  serious  situation  in  these  lines. 
Some  of  them  in  anticipation  of  orders  which 
they  feel  are  sure  to  come  are  laying  in 
stocks  of  finished  good.  Others  feel  they 
cannot  afford  to  gamble  and  are  simply 
marking  time. 

From  our  own  investigations  we  do  not 
believe  there  will  be  any  appreciable  de- 
cline in  prices  for  some  time  to  come  and 
buyers  would  do  well  to  make  some  inquiry 
and  place  orders  in  anticipation  of  a  rea- 
sonable consumer  demand. 


Mahogany  display  stand  zvhich  helps  to  sell 
brushes.    Sold  by  Gibson-Thompson  Co. 


An  old-fashioned  brush  with  a  new  fash- 
ioned feature,  a  double  row  nail  brush  on  either 
side  of  the  back.  From  the  Imp  Brush  Co.,  Inc. 

A  patented  novelty  curling  iron,  made  of 
specially  treated  aluminum  and  designed  to 
give  a  loose  natural  curl.  The  spiral  grooved 
portion  when  heated  to  the  utmost  curls 
a  strand  of  hair  thoroughly,  insuring  it  a  great 
permanence.  The  handle  is  of  ebonised  wood. 
The  curler  will  retail  at  $3.  From  the  J.  A. 
Mariner  Corp. 


Here  Is  One  Way 
To  Make  Perfume 

Recipe  Five  Hundred  Years  Old  Is 
Basis  of  Well-Known  Present 
Day  Scent 

Recipes  for  making  perfumes  and  toilet 
preparations  have  been  handed  down  from 
father  to  son  in  certain  families  in  European 
countries  since  the  beginning  of  civilization. 

The  following  method  is  described  as  hav- 
ing been  used  five  hundred  years  ago  by  a 
French  perfume  maker  and  it  is  the  basis  of 
one  of  the  most  exclusive  lines  on  the  market 
to-day. 

"Gather  petals  of  roses,  violets  or  other 
flowers  soon  after  they  are  open  and  when 
quite  dry  from  any  moisture.  For  making 
sufficient  to  fill  a  three-pound  glass  jam  jar  a 
good  sized  pie  dish  and  a  sheet  of  wadding  are 
required. 

"Cut  the  wadding  into  rounded  pieces  to  fit 
the  jar.  First  place  a  sheet  of  wadding  in  the 
pie  dish  and  pour  on  a  quantity  of  the  best 
Lucca  oil.  Be  sure  to  see  that  the  cotton-wad 
becomes  thoroughly  soaked  with  the  oil  and 
when  eight  or  a  dozen  pieces  are  ready  in  this 
way  fetch  the  dry  petals  which  have  been  left 
on  a  tray. 

"First  sprinkle  a  thin  layer  of  salt  on  the 
bottom  of  the  jar,  then  cover  with  flower 
petals.  On  top  of  this  place  a  sheet  of  oil- 
soaked  wadding,  then  more  salt,  petals  and 
wadding  until  the  jar  is  quite  full. 

"When  the  jar  is  sealed  air  tight,  it  should 
be  removed  to  a  warm  place,  if  possible  where 
there  is  sunshine.  The  more  the  sun  shines  on 
the  petals  the  more  fragrance  will  come  from 
the  flowers. 

f'The  jar  must  remain  sealed  for  14  days. 
Stir  the  contents  vigorously  with  a  large 
spoon.  Tip  the  jar  and  leave  it  so  the  oil  will 
trickle  gradually  into  a  large  mouthed  bottle. 
This  scent  will  keep  almost  indefinitely  in  a 
well-stoppered  bottle." 


Rubber  Industry  Big 


Though  rubber  was  not  known  in  Europe 
until  the  18th  Century,  it  is  to-day  one  of  the 
most  important  industries  in  the  world  and  is 
a  common  commodity. 

India  rubber  is  simply  the  sap  or  juice  of 
certain  trees  or  plants  which  grow  in  various 
parts  of  Africa,  Portugal,  India  and  Amer- 
ica. Seeds  of  the  best  trees  are  taken  every 
year  to  favorable  climates  and  their  growth  is 
being  extended.  When  the  tree  reaches  its 
prime,  the  rubber  gathers  and  rings  are  cut  in 
its  bark..  Soon  the  sap  begins  to  flow  from 
these  openings  and  trickles  down  into  pots 
placed  at  the  foot  of  the  tree. 

A  good  tree  yields  about  twenty  gallons  of 
juice,  or  forty  pounds  of  rubber  in  a  season. 


A  "Baby  Shop"  has  been  opened  at  Astoria, 
Ore.,  by  Mrs.  F.  W.  Hill  and  Miss  Clara  Swan- 
son.  Garments  for  infants  and  youngsters  up 
to  six  years  will  be  carried  with  special  atten- 
tion to  stamped  infants'  wear. 

J.  Hamburger  and  D.  Rodenberg  have 
opened  offices  as  manufacturers'  agents  for 
Western  New  York  at  the  Hotel  Iroquois,  Buf- 
falo, N.  Y.  Mr.  Hamburger  was  for  eighteen 
years  the  representative  in  New  York  State 
of  A.  Steinhardt  &  Bro, 
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WM.  E.  WRIGHT  SAYS 


"A  true  bias  is  to  the  man  who  knows  about 
textiles  what  'plumb,  level  and  square'  is  to  a 
mason. 


Threads  on  equal  angle— degrees  each  way. 


"Goods  cut  on  a  true  bias  becomes  flexible,  elastic 
and  obedient  to  the  will  of  the  person  who 
handles  it.  Bias  bindings  and  facings  lie  flat- 
always  supposing  the  bias  is  exact. 


Note  difference  in  angles  of  threads  as  magnified. 


"A  bias  not  exactly  true  is  very  annoying  to  the 
worker.  It  stretches  unevenly,  one  edge  more 
than  the  other  to  the  dismay  of  the  garment 
finisher  or  the  home  sewer. 

"We  had  to  make  special  machinery  to  get 
Wright's  Tape  always  on  a  true  bias,  but  we  con- 
sider the  result  worth  the  expense." 

Send  for  Color  Card  of 

WMGifSiyiMiiii 

showing  our  full  line  of  fast  colored  percales, 
also  Wright's  E-Z  Trim.  You  will  find  this 
card  to  be  a  great  convenience  in  making  up 
your  orders.  It  shows  our  I2  plain  and  6 
striped  colors  of  Tape  and  6  colors  of  E-Z 
Trim. 

Wm.  E.  Wright  &  Sons  Co.,  Mfrs. 

315-317  Church  Street  New  York 


J  Agencies 

CHICAGO  ST.  LOUIS 

R.  C.  Taft  L.  F.  Sherman 

223  W.  Jackson  Blvd.       613  N.  Broadway 

PHILADELPHIA 
Ja».  F.  McCarriar 
1011  Chestnut  Street 


Id  D.  8.  Pat.  Off. 


More  Popular  than  Ribbon 

Because  of  its  greater  convenience  and 
economy. 

It  does  not  have  to  be  removed  from  the 
garment  for  laundering. 

Silk  Finish— Washable 

Colors:     White,     pink,     light  blue, 
lavender. 

Attractively  packed  in  sanitary,  trans- 
parent envelopes.  Nickel  bodkin  at- 
tached, if  specified. 

Full  10-Line  Width 

Provides  41  threads  instead  of  the  37 
found  in  ordinary  9-line  braids. 
This  added  width  gives  greater  strength 
and  durabihty  with  less  curling  or 
stretching,  and  makes  a  much  better 
appearance  in  the  garment. 
Customers  are  quick  to  recognize 
the  added  value  in  "Jewel"  Braid. 

Sold  by  Jobbers 
If  your  jobber  hasn't 
' '  JeweV '  write  us  for  the 
name  of  the  nearest  one. 

RHODE  ISLAND 
TEXTILE  COMPANY 
PAWTUCKET,  R.  I. 

American  Mills  Co.  of  New  York 
Exclusive  Sales  Agent  for 
Jewel  Brand  Products 
438  Broadway,  New  York  City 
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For  organdie  hats,  which  are  to  have  so 
great  a  vogue,  Broisat  has  created  a  striking 
organdie  flower,  tinted  by  hand  and  of  a  color- 
ing and  form  suggesting  the  passion  flower. 
For  the  organdie  frock  he  presents  a  novel 
girdle  garniture  in  an  oblong  cluster  of  bluets 
from  which  are  pendant  narrowest  lame  rib- 
bons, tipped  by  a  charming  conceit,  tiny  bead 
berries. 

*  *  * 

Black  lace  is  much  featured  by  the  garment 
manufacturer  on  evening  apparel  mostly  of 
simple  lines  with  color  used  in  the  ribbon 
girdle. 

*  *  * 

Yardleys,  an  old  English  perfume,  is  being 
offered  in  this  market  for  the  first  time. 

*  *  * 

Cordovan  and  brown  have  taken  the  place 
of  gray  in  hosiery.  Mahogany,  cordovan, 
African  and  some  lighter  shades  of  brown 
are  selling  in  quantities. 

*  *  * 

Capes  are  destined  to  a  place  of  distinction 
in  the  development  of  winter  wraps.  Collars 
will  be  bf  both  fabric  and  fur,  the  latter  being 
quite  high  and  full  with  newly  devised  shap- 
ings. Opossum,  lynx,  squirrel,  caracul,  beaver 
and  nutria  probably  will  outrival  other  furs. 
The  shawl  collar  on  surplice  lines  will  prevail 
in  fabric  collars.  Belts  will  be  used  across  a 
fairly  full  back,  frequently  disappearing  into 
a  slash  under  the  arm,  but  the  long  line  will 
be  maintained  for  the  front  closing. 

*  *  * 

Rubber-soled  shoes  are  a  boon  for  tourists. 
Lord  &  Taylor's  are  showing  striking  black 
and  white  buckskin  oxfords  with  black  rubber 
soles  for  men. 

*  *  * 

From  Berlin,  of  all  places  in  the  world, 
comes  the  report  of  a  fashion  parade  for  men, 
and  the  feature  of  the  parade  was  the  male 
mannequin.  Think  of  Germany,  the  home  of 
the  decorative  aluminum  cravat  and  the  cellu- 
loid collar,  featuring  the  male  mannequin,  as 
he  is  described  by  a  fashion  correspondent: 
"Dressed  in  a  dashing  traveling  suit  of  brown 
with  trousers  creased  to  a  knife  edge,  an 
almost  brimless  emerald  green  hat  and  sharply 
pointed  leather  shoes!"  The  parade  was  held 
in  one  of  the  halls  attached  to  the  Berlin 
Zoological  Gardens. 

*  *  * 

Colored  handkerchiefs  to  match  shifts  are 
affected  by  well-dressed  men.  These  are  in 
both  silk  and  lawn,  with  a  checkerboard  pat- 
tern all  over  the  middle  and  plain  colored 
edge,  others  are  in  bandana  patterns  and 
various  fancy  designs. 

*  *  * 

Predominating  colors  in  men's  shirts  are 
blue,  purple,  heliotrope  and  gray. 

*  *  * 

No  more  loss  of  pearls  and  semi-precious 
stones  from  broken  bead  thread.  A  local 
manufacturer  has  produced  a  chemically 
treated  silk  thread  which  it  is  said  can  sup- 
port a  weight  of  20  pounds.  It  sells  for  25 
cents  in  62-inch  lengths  and  comes  in  five 
colors.  It  is  not  necessary  to  use  a  needle  for 
threading,  since  the  silk  is  firm  enough  to  go 
through  any  size  bead. 


"Faunie"  is  the  name  of  a  new  doll  which 
is  one  of  six  fairy-like  numbers  similar  to 
the  Rose  O'Neill  kewpie  line.  The  little  com- 
position figures  standing  on  pedestals  are  sug- 
gestive of  youth  and  mirth.  They  are  de- 
signed by  Miss  Le  Gallienne,  daughter  of 
Richard  Le  Gallienne,  the  poet. 

*  *  * 

Soft  voiced,  she  gave  her  order:  "Mush- 
rooms on  toast  and  orange  Pekoe,  please." 
Just  as  you  would  expect,  at  the  little  round 
table  in  the  corner  of  the  tea  room  sat  a  pale 
blush  rose  of  a  woman,  wearing  a  small  gray 
turban  of  putty-colored  Canton  crepe  with  a 
softly  drooping  azure  blue  coque  feather.  Her 
cape  of  the  same  gray  material  and  lined 
with  canton  the  shade  of  the  feather,  hung 
straight  from  the  shoulders,  with  a  collar  but- 
toned about  the  neck  and  turned  back  with  the 
becoming  blue  next  the  face. 

*  *  * 


Grandmother  no  longer  has  a  monopoly 
on  woman's  privilege  to  smoke  a  pipe. 
Women's  amber  and  French  briar  pipes  to 
retail  at  $25  and  up  are  finding  ready  cus- 
tomers. 

*  *  * 

Most  women  are  smoking  now.  Don't  you 
think?  This  calls  for  the  cigarette  tongs  seen 
in  smart  shops. 

*  *  * 

Tea  rose  is  the  leading  shade  for  organdy 
and  sheer  summer  frocks.  Jade  takes  second 
place  and  the  still  fashionable  henna  third 
place.  Pink  and  azure  blue  are  the  accepted 
shades  in  summer  millinery.  Azure,  by  the 
way,  is  correctly  pronounced  asure — as  in 
Asia. 

*  *  * 

Bead  weaving  has  become  almost  a  na- 
tional pastime.  Large-sized  tapestries  show- 
ing really  exquisite  designs  are  now  offered 
to  the  trade.  One  just  arrived  from  Czecho- 
slovakia shows  a  huge  peacock  reproduced  in 
the  most  natural  and  realistic  coloring.  The 
patterns  are  on  the  market. 

*  *  * 

One  of  the  season's  smartest  chapeaux  i& 
of  leaf  brown  suede,  having  a  crown  made  of 
the  cut-out  suede  in  imitation  of  oak  leaves 
and  showing  a  light  tracery  of  the  veining  as 
seen  in  leaves.  The  brim  is  hand  laced  at  the: 
edge  ivith  brown  braid. 

*  *  * 

Grapefruit  glasses,  clear  crystal  white  and 
shallow  footed,  just  the  size  to  accommodate 
the  delicious  juicy  hemisphere  retail  at  $20 
a  dozen  and  up. 


Best's  showed  a  window  display  of  dashing 
lingerie  this  week.  The  score  or  more  pieces 
were  of  pale  gray  georgette,  cross-barred 
with  red  and  trimmed  with  red  picot  gray 
ruffles  and  red  ribbons. 

*  *  * 

Smart  sports  shoes  are  of  white  and  red 
combination  calf.  With  these  are  shown 
white  silk  stockings  with  dime-size  red  polka 
dots. 

*  *  * 

Straw  hand-bags  are  the  last  word.  One 
particularly  smart  one  is  of  green  straw 
about  7  inches  wide  by  5  deep,  with  a  huge 
daisy  on  either  side  made  of  brown  raflfta. 
The  frame  is  of  tortoise  shell. 

*  *  * 

Sterilized  safety  pins  made  their  appear- 
ance recently;  they  are  put  up  in  onion  skin 
wrappers,  which  keep  them  absolutely  clean. 

*  *  * 

A  new  hair-net  package  is  made  envelope 
style  with  the  net  over  an  inside  card.  The 
edges  extend  over  the  top  of  the  card  so  the 
net  may  be  seen  at  a  glance  without  removal 
from  the  wrapper. 

*  *  * 

Head-band  novelties  for  evening  wear  show 
a  dashing  touch  of  color,  the  smartest  are  of 
lame  bands  in  gold  and  silver,  with  drooping 
clusters  of  cherries,  currants,  grapes  or  of 
single  blooms,  pendant  in  sprays  at  the  nape 
of  the  neck. 

*  *  * 

A  new  lamp  for  the  nursery  has  a  shade 
made  like  the  frame  of  a  box  about  10  x  16 
inches  and  8  inches  deep,  and  a  slender  round 
wooden  standard.  The  lamp  is  finished  in 
gray  enamel  and  has  gay  little  nursery  figures 
in  relief  on  the  shade,  which  hangs  low,  so 
that  the  light  is  reflected  only  over  the  top. 

*  *  * 

Wooden  soap  bowls  filled  with  delicately 
scented  bath  soap  in  a  variety  of  shades  are 
in  this  market  again.  They  are  from  France, 
the  first  in  five  years. 

*  *  * 

Apple  and  cherry  blossoms  bloom  in  the 
windows  along  the  Avenue.  They  are  wafting 
their  delicate  fragrance  in  the  back  yards 
of  some  merchants  who  never  know  they  are 
there. 

,  *    *  * 

The  glass  wash  bowls  used  in  the  guest 
rooms  of  Italy's  first  families  are  a  long  way 
off,  but  faithful  reproductions  in  opalescent 
glass  with  .copied  designs  from  original  bowls 
are  shown  here. 

*  *  * 

An  orange  made  of  English  bone  china  and 
knobbed  with  an  orange  blossom  fashions  a 
marmalade  jar  that  stimulates  the  appetite. 
It  retails  at  about  $7.50. 

*  *  * 

A  novelty  bead  pendant  conceals  a  soft, 
flat  soapstone  saturated  with  perfume.  One 
chain  and  pendant  is  in  soft  old  tones  of 
Madonna  blue  and  Chinois  red,  with  a  flat, 
square  pendant.  It  has  not  the  appearance 
of  a  perfume  bottle,  yet  there  breathes  from 
it  a  delicate  fragrance  as  of  rain-wet  roses. 


122 


OUR  COMPLETE  LINES  OF 

Fancy 


Leather  Goods 


FOR  THE  COMING  TOURIST  AND  HOLIDAY  SEASONS  ARE 
NOW  READY. 

ATTRACTIVE  LINES  FOR  BUYERS  OF 

LEATHER  GOODS 
STATIONERY    TOILET  GOODS 
ART  GOODS     MEN'S  FURNISHINGS 

TO  INSURE  COMPLETE  AND  PROMPT  DELIVERIES  V^/E  SUG- 
GEST THAT  BUYERS  PLACE  THEIR  ORDERS  NOW. 

SHOWN  AT  OUR  SALESROOM  AND  BY  OUR  REPRESENTA- 
TIVES ON  THE  ROAD. 
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Here's  the  Ballet  Qirl  Perfiume  Light 

they're  Ml  talklmig  aboiut 


BELTS  OF  LEATHER  FOR  WOMEN  AND  CHILDREN 


HAUSER  <&  WEIL 


MANUFACTURERS 


IMPORTERS  EXPORTERS 


OFFICE  AND  FACTORY 

142  FIFTH  AVENUE 
COR.  19TH  STREET 


NEW  YORK 


SALESROOM 

329  FIFTH  AVENUE 
NEAR  33RD  STREET 


ere  de  Parfum 

5     Novel ' 


A  dainty  lamp — when  illuminated  diffuses  your 
favorite  perfume,  evaporated  by  the  heat  of  the 
electric  bulb. 

Ballet  girl,  hand  decorated  in  six  of  the  most 
modern  colors.     Retails  at  $  1 0  each. 
Immediate  deliveries. 

Send  for  Booklet  and  Discounts. 

FULPER  POTTERY  COMPANY 

Flemington,  N.  J. 

New  York— 251  Fifth  Ave.  Chicago— Republic  I  Idg. 

Cor.  28th  SL 


MlMi 


ThemioMne 

"The  Thermometer  Beautiful 

It's  an  adornment  to  any  home  or  office.  Guar- 
anteed absolutely  accurate.  The  flag  travels  around 
raised  dial  and  points  to  temperature.  Made  in 
many  artistic  styles  and  fin- 
ishes. Liberal  profit  to  dealers. 
Write  for  catalog  and  prices. 

^  MFG.  CO.  O 

Brooklyn,  N.  Y. 


Kwik-Bind  Shirt  Waist  Girdle 
House  Dress  Girdle 
Kimono  Girdle 
Belt 


lOc 


Samples  and  lilcrature  sent  on  request 

KWIK-BIND  STRAPS,  Norwalk,  Conn.,  U.  S.  A. 


DO  YOU 
NEED  A 
MERCHANDISE 
MANAGER? 

Only  one  in  a  thousand  of 
the  readers  of  a  daily  news- 
paper is  trained  to  fit  posi- 
tions above  the  grade  of 
salesman. 

Practically  every  reader  of 
the  Economist  is  a  store  ex- 
ecutive or  buyer.  That  ex- 
plains the  unusual  quality 
of  the  replies  to  Economist 
"Wants." 

DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 
4900  Biyant 
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York  Store  Makes  Toy  Section 
a  Paying  One  All  Year  'Round 

P,  Wiest's  Sons  Has  Department  Located  in  Basement- 
Sales  Compared  with  Those  of  Last  Year  Double  in  Volume 
—Diversified  Stock  Kept  on  Hand  at  All  Times 


THAT  an  all-the-year-'round  toy  depart- 
ment on  a  large  scale  can  be  successfully 
conducted  in  a  store  of  medium  size  in 
a  city  of  47,500  is  abundantly  proved  by 
what  has  been  accomplished  in  this  way  by  P. 
Wiest's  Sons,  York,  Pa. 

The  department  in  question  is  located  in 
the  basement.  It  has  the  advantage  of  being 
close  to  the  foot  of  the  broad  double  stairway 
leading  into  the  basement,  besides  being  in 
close  proximity  to  the  elevator.  This  toy  de- 
partment occupies  nearly  all  of  the  rear  por- 
tion— about  one-half — of  the  basement.  It 
runs  back  from  the  stairway  fully  80  feet  and 
has  a  width  of  50  feet.  The  other  10  feet 
of  the  basement's  width  at  this  point  and  some 
space  in  the  rear  are  occupied  by  the  house 
furnishings.  In  the  front  part  of  the  base- 
ment are  china,  glassware,  lamps,  etc. 

Sales  Volume  Doubles 

W.  W.  Lease,  who  has  charge  of  the  toys, 
told  an  Economist  staff-member  recently  that 
the  sales  in  the  department,  as  compared  with 
last  year,  had  doubled  in  volume — that  is,  in 
dollars  and  cents — during  the  first  three 
months  of  1921.  And,  as  everyone  knows,  with 
the  activity  prevailing  and  the  prices  ruling 
at  the  corresponding  time  in  1920,  such  a  gain 
as  has  been  made  this  year  shows  that  there 
are  big  opportunities  in  toys  and  dolls  for  the 
wide-awake  dry  goods  or  department  store. 

Asked  as  to  the  prices  up  to  which  he  can 
sell  goods  to  the  public  of  York  and  vicinity, 
Mr.  Lease  said,  "Dolls  up  to  $25,  pianos  up 
to  $15,"  and  so  on.  Some  show  pieces  he  had 
coming  in,  he  said,  cost  as  high  as  $39.  Among 
the  good  sellers  Mr.  Lease  mentioned  juvenile 
books.  Here,  however,  he  drew  the  line  at 
those  selling  for  a  moderate  price.  "The 
higher-priced  juveniles,"  he  continued,  "are 
all  right  in  a  book  department.  There  they 
will  sell  well.  But  my  experience  is  that  they 
don't  move  freely  in  a  toy  department." 


This  "Figiviji 
rag  doll  has  bright 
red  worsted  hair. 
From  The  Century 
Doll  Co. 


This  fellow  with 
composition  body  is 
all  togged  out  in  a 
bright  knitted  suit.  A 
squeeze  results  in  a 
loud  "Mama."  From 
The  Girling  Toy  Co. 


Games,  Mr.  Lease  finds,  sell  freely.  Elec- 
tric trains  are  also  a  good  item. 

Toys  in  Great  Variety 

Asked  as  to  the  methods  by  which  such 
successful  results  had  been  obtained,  Mr. 
Lease  said:  "Advertising  and  a  big  stock." 
And  the  stock  his  department  carries  is  a  big 


T_h  e  ''Kara  Alice-in-W ondcrland  dolls 

Princess"  is  a  are  charming  character  fig- 

dark-hued    Indian  ures.  Alice,  the  Mad  Hatter, 

maid.     Retails,  Tweedledum  and  Tweedle- 

$1.50.  _    From   the  dee,  are  a  few  of  the  num- 

American   Ocarina  bers.  Retail,  $6-$7.so.  From 

&  Toy  Co.  M.  J.  Chase. 

one,  or,  to  put  it  more  accurately,  it  is  a  widely 
assorted  one.  There  are  toys  in  infinite  va- 
riety, and  there  is  also  a  wide  range  of  dolls 
for  the  customer  to  choose  from. 

It  is  also  noteworthy  that  there  are  on  sale 
a  number  of  the  units  in  each  line,  so  that  the 
forward  stock,  while  far  from  unwieldy,  looks 
sufficiently  full  and  complete.  Articles  of  each 
kind  are  carefully  classified,  or  segregated,  so 
that  it  is  easy  for  the  customer  to  make  selec- 
tion. 

It  would  be  difficult  to  overemphasize  the 
range  of  selection  offered  in  this  toy  depart- 
ment. In  fact,  a  comparison  of  the  Wiest  line 
with  that  of  the  great  majority  of  New  York 
City  toy  departments  would  be  all  to  the  ad- 
vantage of  the  York  (Pa.)  concern.  And,  as 
said,  to  the  extent  and  range  of  his  stock — 
big  line  and  big  assortments — Mr,  Lease 
largely  attributes  the  rapid  recent  growth  of 
his  department. 

How  to  Make  It  Go 

It  is  not  a  new  department,  at  that. 
Rather  is  it  an  old-established  one.  But  until 
a  recent  period  the  department  was  conducted 
on  a  small  scale,  except  during  the  pre-Christ- 
mas  period.  So  it  seems  clear  that  plenty  of 
floor  space  and  a  complete,  widely  diversified 
stock  the  year  'round  exert  a  highly  favorable 
influence  on  toy  selling,  and  make  toys  a  de- 
partment well  worth  while  to  the  store  that 
has  the  amount  of  space  to  devote  to  this  line. 
This  was  further  borne  out  by  a  remark  made 
by  Mr.  Lease: 


"The  summer  season  is  a  good  season  for 
toys,"  he  said.  "Children  have  to  have  toys, 
and  the  store  that  has  the  right  goods  will  sell 
them,  especially  if  it  will  strive  to  win  and 
maintain  the  interest  of  children  and  of  their 
parents  in  its  toy  section. 

"During  the  holiday  season  we  have  a  toy 
window  in  right  along.  We  also  have  a  Santa 
Claus  and  a  Santa  Claus  Home,  right  here  in 
the  basement,  and,  believe  me,  it  is  no  easy 
matter  to  handle  the  crowds, 

"We  also  run  a  toy  ad  at  frequent  intervals 
during  the  year,  besides  showing  toys  in  a 
window  at  suitable  times. 

The  Search  for  Novelty 

"Another  important  thing  is  to  keep  posted 
as  to  the  new  things  in  toys.  I  visited  the 
Toy  Fair  in  New  York  and  am  all  the  time 
looking  out  for  novelties.  But  I  make  sure 
that  the  new  things  are  going  to  be  good,  or 
suitable,  for  our  trade.  It  doesn't  follow  that 
every  new  thing  is  going  to  sell  well  every- 
where. For  instance,  we  can  sell  some  of  those 
toys  that  lend  themselves  to  the  building  up 
of  various  forms  of  constructions,  while  others 
don't  go  so  well. 

"Personally,  I'm  not  strong  for  toys  that 
are  too  complicated  either  in  their  make-up  or 
in  what  they're  supposed  to  do.  You've  got 
to  study  the  minds  of  the  children ;  have  what 
they're  likely  to  want;  treat  them  kindly  and 
considerately  and  intelligently  when  they  come 
to  you,  and  you  can  then  be  pretty  sure  they'll 
come  back  to  you.  Or,  to  put  it  more  accur- 
ately, perhaps,  they'll  make  their  parents 
come  and  bring  them  with  them.". 


Toys  Should  Have 
Educational  Value 

C.  R.  Hoyme  Says  Success  of  Industry 
Depends  Upon  Production  of 
Worthy  Merchandise 

C.  E.  Hoyme  of  the  Hoycraft  Manufac- 
turing Co.  believes  that  a  real  American  toy 
industry  must  have  as  its  basis  the  educa- 
tional idea  as  well  as  the  characteristic 
American  ingenuity  and  business  acumen. 

"There  is  no  longer  any  demand  for  the 
cheaply  constructed  toy,  produced  in  the  first 
fiurry  of  national  activity.  American  manu- 
facturers realize  this  more  fully  every  day. 

"They  know  that  success  lies  not  only  in 
producing  toys  possessing  lasting  features 
of  construction,  but  also  those  with  an  edu- 
cational value.  The  manager  of  an  up-to- 
date  toy  department  knows  that  there  is  an 
ever-growing  demand  for  this  particular 
feature. 

"A  significant  light  is  thrown  on  toy  de- 
velopment when  we  consider  for  a  moment 
Webster's  definition  of  'toy,'  and  then  think 
that  to-day  there  is  an  entirely  different 
meaning  in  the  word.  Mr.  Webster  described 
the  toy  as  a  "gewgaw,  a  trinket,  something 
designed  or  used  for  play  or  diversion,  some- 
thing of  little  value  or  importance,  a  trifle.' 
This  no  longer  holds  true,  and  the  favored 
toy  is  that  which  offers  points  of  real  value. 

"If  American  toy  manufacturers  gain  a 
flrm  foothold  in  the  toy  industry  it  will  be 
due  to  an  appreciation  of  a  more  thoughtful 
demand,  to  the  exercise  of  imaginative  intel- 
ligence and  to  an  intensive  study  of  the 
child  himself. 

"In  connection  with  our  manufacturing 
establishment  we  have  a  research  depart- 
ment where  we  devote  special  study  to  the 
question  of  the  child,  his  need  in  toys  and 
his  reaction  to  our  special  creations." 
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Two  snappy  new  Roadsters  that  reflect  quality 
from  every  angle.  They  are  equipped  with  our 
famous  long  distance  steel  spring  motor  and  fin- 
ished in  bright  attractive  colors. 

Latest  type  disc  wheels  are  standard  equipment. 

We  are  packing  our  Mechanical  Boats  in  a  new 
assortment.    A  post  card  will  bring  full  particulars. 

KINGSBURY  MANUFACTURING  CO. 

Keene,  New  Hampshire 
NewYork  Office  and  Salesroom:  U-IS  Union  Square  West,NewYork 
Represented  by  RIEMANN,  SEABREY  CO. 


I 
f. 

i 
i 


^^^^^^^ 


KEYSTONE  MOUIEGRAPH 

With  Non-inflammable  Film 
Retailing  at  $2.00,  2.50,  5.00,  9.00,  17.00,  25.00 

"Ask  the  buyer  who  bought  in  1920" 

The  widest  range  of  machines  made  for  the  better  trade, 

with 

Cataloged  Film 

^,  •  ,-vi  T.  <-=ii  A/Tr-Holc  Standard  and  Narrow  Film.  Standard  Electric  parts. 
Ihots'iart  Pic?ur«  Ma^^  iTckford,  Chaplin,"  Arbuckle  Films.  Positive  guar- 
ante^     Slfdes!^  Complete  sfiow  outfit.    Theatre  tickets,  operators  badges,  etc. 

Send  for  Catalog 
_     ..^^^      MA       S3  Wafcliam  St. 

KEYSTONE  MFG.  CO.,    s^ton,  Mass. 


If  You  Do  Not  Know  Where  to  Buy  These  Toys 


A  letter  or  card  mentioning  those  lines  in  which  you  are  interested  will  bring  to  you 
without  obligation  the  proper  Source  of  Supply. 


Aeroplanes 


Balloons 


Balls 


Boats 


Books 


Celluloid  Toys 


Children's  Vehicles 


Christmas  Tree 
Ornaments 


Coaster  Wagons 


Construction  Toys 


Dolls 


Doll  Houses 


Doll  Outfits 


Drums 


Educational  Toys 

Kites 

Rubber  Toys 

Electric  Toys 

Mechanical  Toys 

Sand  Toys 

Furniture 

(Children's  and  Dolls) 

Miniature  Railways 

Sleds 

Games 

Noise  Makers 

Soldiers 

-loliday  Decorations 

Paper  Toys  and 
Novelties 

Stuffed  Animals 

Horses 

Phonographs  (toy) 

Toy  Vehicles 

Iron  Toys 

Playground 
Apparatus 

Wooden  Toys 

TOYLAND  SECTION 

DRY   GOODS  ECONOMIST 

239  W.  39th  STREET  NEW  YORK 
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American  Toy  Industry  Stands  Ready 
To  Meet  Fair  Competition 

Manufacturers  Assert  Germany  Has  Temporary  Advantage  Due 
to  Exchange  Rate — Duties  Based  on  Domestic  Values  of  Imports 
Called  a  Remedy  for  Condition— Dolls  Made  in  U.  S.  Have  a  Per- 
sonality That  Is  Lacking  in  Papier  Mache  Products  from  Europe 


THE  general  activity  in  the  American  doll 
and  toy  industries  in  the  past  few  weeks 
would  indicate  that  the  talk  of  pessim- 
ism in  these  trades  regarding  German  compe- 
tition has  been  greatly  exaggerated.  ^ 

As  a  matter  of  fact  the  large  number  of  re- 
ceivers appointed  for  large  and  small  toy 
firms  during  the  past  year  indicated  clearly 
unhealthy  conditions.  Of  135  doll  manufactur- 
ers in  business  a  year  ago  only  about  thirty- 
two  are  in  operation  now.  Toy  manufacturing 
failures  are  at  about  the  same  ratio.  But,  this, 
manufacturers  say,  is  due  in  part  to  the  sift- 
ing out  and  eliminating  process  which  occurs 
in  every  new  industry,  and  competition  from 
foreign  markets  at  no  time  has  so  menaced  the 
American  industry  as  have  certain  manufac- 
turers who  took  advantage  of  the  shutting  off 
of  foreign  markets  to  launch  an  inferior  prod- 
uct on  the  trade  at  home. 

The  Fittest  Will  Survive 

In  the  doll  and  toy  trades,  whether  domestic 
or  imported,  it  is  a  case  of  the  survival  of 
the  fittest. 

American  manufacturers  say,  "We  welcome 
competition,  not  unfair  competition,  as  exists 
today  because  of  the  low  value  of  the  German 
mark  and  from  inferior  merchandise  which 
is  offered  at  competitive  prices  with  our  su- 
perior product.  But  dollar  for  dollar  compe- 
tition and  all  things  being  equal  we  can  hold 
our  own." 

The  representatives  of  the  manufacturers' 


association  have  argued  before  the  Senate  Fi- 
nance Committee  in  favor  of  the  so-called 
American  valuation  of  imports  clause  in  the 
emergency  tariff  bill  which  has  already  passed 
the  House. 

The  toy  makers  declare  they  were  given  to 
understand  that  the  committees  would  hear 
only  arguments  from  tariff  experts  and  are 
somewhat  disturbed  because  the  importers 
were  given  a  hearing  last  week. 

Manufacturers  scout  the  statement  of  im- 
porters that  the  proposed  exchange  valuation 


These  toys  are  electrically  welded  through- 
out, enameled,  dipped  and  baked  and  decorated 
by  hand.  The  motor  is  flat  steel  spring.  The 
roadster  will' run  150  ft.  at  a  winding  and  the 
trucks  will  carry  100  //.  ThcM  are  from  the 
Ktngbury  Mfg.  Co. 


A  miniature  electrical  railway  layout,  from  the  Lionel  Mfg.  Co. 


plan  will  prevent  importations.  They  believe 
the  revised  tariff  regulation  would  but  even 
up  the  situation  more  fairly  in  favor  of  the 
United  States. 

Want  Special  Legislation 

They  are  not  optimistic,  however,  as  to  any 
early  actual  results. 

"We  do  think,"  said  J.  L.  Amberg,  of  the 
firm  of  Louis  Amberg  &  Son  and  president  of 
the  Doll  and  Stuffed  Toy  Association,  "that 
some  special  legislation  should  be  passed  to 
end  this  ruinous  competition." 

Mr.  Amberg  recently  investigated  condi- 
tions in  the  toy  trades  in  Europe.  He  asserts 
that  although  German  marks  can  be  bought 
in  this  country  at  about  1.58  a  mark,  the  pur- 
chasing power  of  the  mark  in  Germany  is 
about  eight  cents  in  our  money.  He  thinks 
Congress  should  put  an  arbitrary  valuation  on 
the  mark  for  purposes  of  German  import  val- 
uation, or  the  ad  valorem  duty  on  German  toy 
imports  should  be  based  on  an  American  whole- 
sale valuation. 

"American  manufacturers,"  he  declares, 
"have  not  asked  the  exclusion  of  German  toys, 
they  are  willing  to  have  Germany  compete  in 
this  market,  provided  that  the  conditions  of 
competition  can  be  equalized. 

f      The  Buyer  Holds  Back 

According  to  the  American  Produced  Toy 
Company,  the  greatest  hardship  to  the  toy 
manufacturers  have  come  through  the  delay  of 
the  American  buyer  to  place  orders  in  the  ex- 
pectation of  cheaper  prices  on  American  made 
goods.  He  has  been  influenced  by  increased 
importations  from  foreign  countries  rather 
than  from  any  actual  competition  from  those 
countries. 


J.  C.  Rubens  of  Effanbee  Co.,  who  made 
a  coast  to  coast  tour  delivering  an  illustrated 
lecture  in  department  stores  on  dolls  and  their 
history,  covering  a  period  of  5000  years,  said : 
"There  can  be  no  reasonable  comparison  of 
German-made  dolls  with  those  made  in  Amer- 
ica. 

"In  America  we  have  laws  that  compel 
sanitation  in  manufacture.  Our  dolls  are  made 
in  factories  that  comply  with  Government 
regulation.  Our  composition  dolls  are  made 
of  new  wood  pulp,  hot  pressed.  In  Germany 
no  such  sanitation  sur- 
rounds the  making  of  toys. 
Contracts  are  let  out  for 
the  making  of  parts  and 
the  manufacturer  is  noth- 
ing but  an  assembler  of 
these  parts. 

"German  composition 
dolls  are  made  of  papier 
mache ;  old  papers  are 
gathered  from  all  sorts  of 
sources,  macerated,  stuck 
together  in  layers  and  cov- 
ered with  paint.  Compo- 
sition heads  made  here  are 
not  like  those  made  in 
Germany.  There  the  heads 
are  made  in  potteries  and 
are  easily  breakable. 

"The  trouble  with  us  here,"  continued  Mr. 
Rubens,  "is  that  we  are  snobs.  In  France  or 
England  or  Germany  when  one  makes  a  pur- 
chase in  a  shop  or  a  store,  whether  it  be  a  toy 
or  a  trinket,  a  hat  or  gown,  one  never  hears, 
"This  is  imported';  instead  the  salesperson 
says,  'This  is  no  imported  trash.  It  is  made 
right  here.' 

"In  America  the  conclusive  argument  used 
in  selling  is,  'This  article  is  imported.'  Nine- 


_  A  baby  doll  from  the  Averill  Mfg.  Co.  It 
IS  body  stuffed  and  has  wood  pulp  composi- 
tion head,  movable  eyes,  natural' hair  and  teeth 
and  cries  "Mama." 
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At  Home  and  Outdoors 


TRADE    A\ARK  REGn 


I  FLOATING  I 

I  TOYS  I 

I  Children  and  Mothers  prefer  them  | 

I  because  of  their  close  resemblance  | 

I  to  the  original  subject  and  their  j 

I  lasting  qualities.  | 

I  Dealers  call  for  ^^^ISQoloid  | 

I  FLOATING  TOYS  because  they  | 

I  are  ready  sellers  at  lOc,  15c.,  25c,,  | 

I  and  50c.,  and  are  put  up  attrac-  | 

I  tively.  I 

I  ^/sco/oij  FLOATING  TOYS  | 

I  are  sold  by  all  wholesale  houses.  | 

I  Pacific  Novelty  Co.  | 

I  41-51  E.  11th  St.  New  York  | 

I  Cor.  University  Place  1 

I  Makers  of   VISCOLOID  | 

■  Rattles,  Animals,  Dolls  and  H 

m  Playthings  of  all  descrip-  | 

g  tions.  B 

iuilllllllllllllUIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIU^ 


DRY  GOODS  ECONOMIST,  MAY  14,  1921 


133 


tenths  of  all  the  materials  used  in  these  'im- 
portations' are  made  in  America.  We  send 
them  to  France  and  England  to  be  made  up 
and  then  boost  trade  for  those  countries  by- 
setting  their  'importations'  ahead  of  our  own 
goods. 

The  Standards  Are  Higher 

"The  standard  has  been  raised  100  per  cent, 
by  the  American  manufacturer.  Our  public 
do  not  want  cheap  inferior  dolls  and  toys. 
They  seek  dependable  educational  goods  such 
as  are  made  here. 

"How  can  you  compare  a  stiff-jointed, 
wooden-looking  doll  that  crumbles  at  your 
touch,  dressed  in  a  piece  of  cheap  tarleton, 
glued  to  the  body  and  a  little  piece  of  a  hat 
in  front,  with  the  American  dollies  in  their 
smart  "come  off  and  on"  frocks,  designed  by 
high-priced  modistes,  and  caps  and  hats  well 
made  in  exact  copy  of  the  smart  headwear 
sold  in  shops  for  infants  and  small  children. 

"We  challenge  any  country  to  produce 
dolls  of  quality  and  workmanship  similar  to 
ours  at  the  price,"  said  Mr.  Rubens. 

Mark  Harris  of  the  Lionel  Co.,  manufac- 
turers of  miniature  trains  and  railway  equip- 
ment, said,  "We  have  nothing  to  fear  from 
competition.  We  are  right  now  planning  an 
extensive  selling  campaign  for  our  goods  in 
European  countries.  We  soon  will  open  of- 
fices in  the  leading  cities  of  these  countries 
and  have  every  reason  to  believe  that  we  will 
find  a  market  for  any  reasonable  output. 

Business  Moves  Lively 

"We  are  placing  orders  now  for  mid-season 
and  Christmas  delivery.  Business  for  March 
went  ahead  of  March  of  last  year.  Some  of 
our  largest  orders  are  coming  from  buyers 
who  have  returned  from  the  European  mar- 
i  kets." 

For  the  last  eight  or  ten  months,  imports 
I  of  German  toys  have  been  exceedingly  heavy. 
Government  statistics  show  a  big  increase  last 
year  over  the  previous  year.  For  the  twelve 
I  months  ended  Dec.  31,  1919,  the  imports  of 
1  dolls  were  valued  at  $1,232,344,  while  last  year 
I  doll  imports  amounted  to  $2,839,532.  Other 
i  toys  imported  in  1919  were  valued  at  $1,719,- 
!  975,  as  against  $7,898,162  in  1920. 

Buyers  Go  to  Europe 

The  number  of  buyers  visiting  the  German 
'  toy  market  this  spring  broke  even  pre-war 
records  and  for  a  time  conditions  were  any- 
thing but  encouraging. 

Within  the  past  few  weeks,  however,  the 
tide  of  public  opinion  has  turned  towards 
American-made  goods.  Buyers  are  extremely 
reticent  concerning  their  experiences  with  pre- 
vious importations  and  many  who  went  abroad 
have  returned  to  place  their  orders  with 
American  manufacturers. 

One  order  this  week  from  a  large  store  in 
the  middle  West  called  for  110  dozen  dolls  of 
a  single  number  at  $36  a  dozen.  Another 
order  for  a  mid-summer  sale  called  for  50 
;  dozen  of  one  number.  Ordinarily  orders  are 
not  as  large  as  they  were  previously,  but  there 
are  more  of  them,  many  stores  having  realized 
the  possibilities  of  toys,  opened  up  new  de- 
partments and  others  enlarged  their  space. 


Clear  the  Decks 

R.  A.  Hopf  of  the  Averill  Mfg.  Co.,  said 
yesterday,  "Our  largest  orders  are  coming 
from  buyers  who  went  abroad.  A  member  of 
our  firm  who  is  on  the  road  wired  us  yester- 
day: 'Increase  production,  get  ready  for  rush 
of  business  in  July  and  August.' 

Mr.  Hopf  said,  "Germany  cannot  compete 
with  America  in  the  production  of  quality  mer- 
chandise, but  in  cheap  toys,  such  as  novelties 
and  Christmas  tree  ornaments,  she  has  much 
the  best  of  it." 


There  are  several  conditions,  however, 
which  tend  to  offset  any  advantage  the  Ger- 
man producer  may  enjoy,  and  it  is  apparent 
buyers  have  begun  to  realize  this  fact. 

Uncertainty  of  deliveries  is  one  serious 
consideration.  Unreliability  of  the  merchan- 
dise and  deterioration 
in  long  journeyings 
through  delivery  is 
another. 

Breakage  is  a 
serious  problem. 
Faults  in  manufac- 
turing, such  as  eyes 
that  stick  and  limbs 
that  will  not  work 
and  paint  that  peels, 
as  occur  here,  are 
corrected  by  the 
American  manufac- 
turer at  his  own  ex- 
pense. Such  faults 
in  imported  goods 
are  repaired  in  doll 
hospitals  here  at  the 
merchant's  expense. 
Lack  of  character 
and  personality,  es- 
pecially in  dolls,  is 
complained  of  in  im- 
ported goods. 

The  American  doll 
industry  is  but  15 
years  old,  as  against 
the  250  years  Ger- 
many has  been  mak- 
ing dolls.  But  in  that  15  years  American 
vision  has  realized  the  needs  of  the  child. 
Germany  will  find  it  difficult  to  make  dolls  and 
toys  that  will  supplant  America's  own  make  in 
the  hearts  of  her  boys  and  girls. 


Here's  the  type  of  doll 
that  American  children 
prefer.  Of  course,  its  of 
domestic  manufacture. 
From  Fleischaker  & 
Baum. 


German  Toy  Men 
Have  High  Hopes 

Sonneberg    Commerce  Chamber 
Issues  Report  on  Industry — Value 
of  Mark  Affected  Trade 

The  toy  situation  in  Germany  is  reviewed 
by  Howard  W.  Adams,  representative  of  the 
Department  of  Commerce  at  Berlin,  in  a  re- 
port to  the  Bureau  of  Foreign  and  Domestic 
Commerce. 

"The  Chamber  of  Commerce  at  Sonne- 
berg,  the  principal  center  of  the  German  toy 
manufacturing  industry,  has  just  issued  a 
report  on  that  industry  in  the  Sonneberg 
district  for  1920,"  the  review  says. 

"According  to  this  report  a  strong  for- 
eign demand  for  toys  set  in  toward  the  end 
of  1919,  along  with  the  depreciation  of  the 
mark  at  that  time,  a  demand  growing  heavier 
during  the  first  months  of  1920  and  reaching 
its  climax  in  a  veritable  scramble  for  pur- 
chases when  the  mark  reached  its  lowest 
point. 

Production  Below  Demand 

"However,  owing  to  the  lack  of  raw  ma- 
terials and  the  reduced  hours  of  labor,  pro- 
duction was  not  able  to  keep  pace  with  the 
inflow  of  orders. 

"As  a  result,  only  a  comparatively  small 
proportion  of  the  orders  had  been  filled  when 
the  improvement  in  the  mark  later  on  in  1920 
slowed  up  the  demand. 

"So  far  as  the  German  market  is  con- 
cerned," the  report  continues,  "the  decreased 
purchasing  power  of  the  mark  had  left  to 
the  domestic  consumer  but  little  means  for 
the  purchasing  of  articles  such  as  toys. 


"German  dealers,  at  the  time  of  making 
their  purchases  in  the  latter  part  of  1919 
and  the  early  part  of  1920,  had  expected 
that,  owing  to  the  heavy  foreign  demand, 
the  manufacturers  only  would  be  able  to 
make  partial  delivery. 

Order  Beyond  Reqmrements 

"In  order  to  insure  the  filling  of  their 
orders  to  the  approximate  extent  of  their 
needs  the  German  dealers  placed  orders  well 
in  excess  of  their  actual  requirements. 

"Then  came  the  sudden  turn  in  the  mar- 
ket, as  indicated  above.  As  a  consequence, 
the  German  dealers  were  confronted  with 
the  prospect  of  a  complete  delivery  under 
their  orders. 

Foreign  Orders  Canceled 

"This  became  all  the  more  likely  by  rea- 
son of  the  fact  that  the  improvement  in  the 
mark  had  raised  the  price  of  German  toys 
for  the  foreign  buyers  to  such  an  extent 
as  to  leave  them  a  doubtful  margin  of  profit 
and  caused  the  cancellation  of  a  large  num- 
ber of  foreign  orders. 

"Big  stocks  were  accumulated  by  both 
manufacturers  and  dealers  in  Germany  dur- 
ing the  ensuing  months.  It  was  only  during 
the  few  weeks  prior  to  Christmas  that  a 
gradual  relief  of  the  situation  was  experi- 
enced. 

"In  its  report  the  Sonneberg  Chamber 
of  Commerce  further  observes  that  the  com- 
petition being  offered  in  foreign  countries 
should  not  be  under-estimated,  reports  from 
abroad  indicate  that  such  competition  is  not 
dangerous,  especially  since  the  quality  of 
German  toys  has  shown  a  marked  improve- 
ment over  the  goods  produced  during  the 
period  of  the  war." 


Alice  in  Wonderland 
Staged  for  Children 

Alice  in  Wonderland  is  so  vivid,  so  real  to 
most  children,  it  takes  only  a  very  little  camou- 
flage actually  to  bring  her  out  from  the  pages 
of  the  book  in  which  she  lives  and  make  her 
live  in  fact  right  in  the  children's  midst. 

Alice  recently  came  to  make  her  home  in 
the  toy  department  at  Gimbel  Brothers, 
Philadelphia.  She  is  a  pink,  curly  haired 
little  girl,  as  young  as  the  law  allows.  She 
wears  darling  little  Empire  frocks  and  cun- 
ning shoes  and  stockings,  and  she  sits  in 
the  yard  among  "all  the  little  beasties"  at 
Alice's  house. 

Alice's  house  is  just  as  you  know  it  should 
be  if  you've  read  the  book.  It  is  a  regular 
house  about  ten  feet  long  by  six  feet  wide. 
It  has  a  porch  in  front  and  a  door  and  win- 
dows on  either  side  with  white  curtains,  and 
there  is  a  chimney  and  a  dove  cote  too. 

There  is  a  white  wooden  picket  fence 
around  the  house  and  a  stoop.  Alice  sits  in 
the  yard  and  chats  with  the  children.  She 
tells  them  bits  of  her  Wonderland  experiences 
and  incidentally  about  the  live  rabbits  and 
chicks  in  her  yard,  which  are  for  sale.  This 
delights  the  children,  they  hang  about  in  large 
numbers  and  depart  in  most  instances  with 
either  a  live  or  a  "still"  pet  and  a  copy  of 
Alice  in  Wonderland. 


The  vogue  for  sports  wear  has  stimulated 
the  production  of  summer  apparel.  Some  man- 
ufacturers have  specialized  only  in  one  big  line 
such  as  skirts.  Many  new  novelties  are  avail- 
able. One  skirt  maker  is  featuring  a  line  of  ' 
flannel  coats,  some  of  them  in  blazer  stripes 
and  others  in  white  with  a  high  colored  tuxedo 
front  jacket.  These  are  particularly  desirable 
with  some  of  the  flannel  skirts  that  are  being 
shown  in  white  and  colored  stripes. 
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Back  to  the 
Old  Price— 


HERE'S  some  real  news! 
Bubble  Books  ''that  sing" 
are  now  selling  at  the  price  that 
made  them  famous — $1.25. 

"Good  stuff,"  you  say — well, 
we're  just  as  glad  as  you  are. 
When  you  can  offer  a  book  with 
wonderful  colored  illustrations, 
new  fairy  stories  and  three  real 
phonograph  records  for  the  price 
of  one  record  or  story  book  alone 
— it  means  real  business  for  you. 

When  you  sell  one  Bubble 
Book,  you  create  a  steady  cus- 
tomer. Invariably  they  continue 
to  buy  until  they  have  the  com- 
plete series  of  twelve.  That's 
why  we  say,  "When  you  sell  one, 
you  sell  a  habit." 

Bubble  Books  are  an  all  year 
round  proposition — backed  by  a 
house  with  104  years  of  honest 
merchandising.  For  a  minimum 
investment  and  a  maximum 
turnover  you  can't  beat — 


"that  Sing" 


HARPER  & 
BROTHERS 


Bubble 

Book 

Division 

130  West  42nd  St. 
NEW  YORK 
CITY 


Good  Profits  in 
Toy  Phonographs 


These  are  wonderful 
little  "music  makers" 
that  the  little  folks  love 
to  own — and  they  are 
in  good  demand  all  the 
year  round. 

They're  built  strong 
and  durable  to  with- 
stand rough  handling 
— such  as  kiddies 
usually  give  their 
Toys. 


Baby  Cabinet 

Complete  with  50  needles;  mahog- 
any finish;  size  closed  17x9x10 
inches. 


Baby 


Ebony  enamel,  nickel  trimmings; 
size  81/4x51/2x71/2  in.  (Complete 
with  50  needles.) 


WRITE  US 
TODAY 

for  our  special 
proposition  for 
selling  these  Toy 
Phonographs.  It's 
interesting,  profit- 
able and  sure  to 
please. 


The  Baby  Cabinet 
and    Baby  Models 

are  attractive  instru- 
ments that  "look 
and  work  just  like 
big  phonographs." 

They  are  equipped 
with  a  5  V4  -inch 
turntable  and  play 
Little  Wonder,  Bub- 
ble Brook  and  other 
regular  disc  records 
up  to  7  inches,  re- 
producing with  a 
clear,  strong,  life- 
like tone  that  is 
really  remarkable  in 
a  Toy. 


G  A  R  F  O  R  D 
MODEL  E  IS  A 
REAL  PHONO- 
GRAPH THAT 
WILL  BUILD 
PROFITS  FOR 
YOU. 


GARFORD  MODEL  E  . 

Complete  with  200  needles. 
Size  12  X  15  X  19. 

Has  the  celebrated  Artois  Re- 
producer and  will  play  Any  Disc 
Record  made  in  America. 


Strong  and  compact  for  outdoor  use. 

Reproduces  with  a  clear,  smooth  tone  that  rivals  the  most 
expensive  instruments. 

THE  GENERAL  PHONOGRAPH  MFG.  CO. 

(Formerly  named  The  Garford  Mfg.  Co.) 
ELYRIA.  OHIO 

One  of  the  world's  largest  makers  of  high  grade  spring 
motors  and  phonograph  parts. 
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The  Mechanical  Doll  Strongly  Believes 

It  Pays  to  Advertise 

The  Blond  Haired  Plaything  Has  Not  a  Very  High  Opinion  of  a 
Buyer  and  Window  Dresser  Who  Let  Opportunities  Slip  Through 
Their  Fingers— She  Thinks  Toys  Should  Be  Displayed  with  Other 
Lines  and  Exhibits  in  Spirit  of  the  Seasons 


THE  mechanical  toy  doll  leaned  wearily 
against  her  neighbor.  Her  blond  head 
once  held  so  proudly  dropped  wearily. 
Her  cheeks  once  fresh  as  a  rose  were  blanched 
and  pale. 

"I'm  sick  of  living,"  she  moaned,  "life  is 


ness  and  the  grief  of  our  heirs. 

"And,  finally,  they  plant  a  ton  or  so  of 
granite  immediately  above  our  swelling  bos- 
oms to  keep  the  grave  from  bursting  with  our 
pride,  and  in  letters  of  stone  they  carve  upon 
it  an  advertisement  of  our  manifold  virtues. 


_  "The  days  of  real  sport."    This  window  of  the  Sibley,  Lindsay  &  Curr  Co.,  Rochester    N  Y 
enlivened  crowds,  even  bringing  smiles  to  the  face  of  the  confirmed  grouch.     The  settings  voer'e 
designed  by  display  manager  E.  Dudley  Pierce.   The  weather  beaten  board  fence  makes  a  realistic 
background. 


just  one  window  display  after  another.  You'd 
think  Miss  Parlo  or  that  window  dresser 
Larkin  would  think  of  something  different 
once  in  a  while.  I've  been  in  that  side  window 
about  a  dozen  times  this  year  and  every  time 
I've  been  plumped  down  with  all  you  other 
dolls  like  a  lot  of  wooden  Indians  at  the  big 
chief's  funeral. 

"Never  anything   original,   or  a 
single   individual    idea.    That  pair 
don't  know  ABC  about  advertising  ■ 
that  will  sell  dolls  and  toys." 

"Well,  what  do  you  know  about 
it?"  inquired  her  neighbor. 

It  Pays  to  Advertise 

"I  know  that  the  most  wonderful 
dolls  in  the  world  will  not  sell  them- 
selves, and  that  they  have  got  to  be 
displayed  and  advertised  intelligently. 
Of  course,  I'm  only  a  mechanical  doll, 
but  I've  been  observing  things  from 
my  perch  here  in  this  awful  toy  de- 
partment and  the  side  window  since 
the  22nd  of  last  August  and  I've 
learned  a  few  things." 

And  here  the  mechanical  doll  dis- 
played the  wisdom  of  Solomon.  "We 
all  advertise.  When  we  come  into  the 
world,  red  and  toothless  and  bald,  our 
first  inarticulate  gurgle  advertises 
most  effectively  for  board  and  lodg- 
ing and  when  we  die — ^flowers,  tears, 
hearses  with  plumes,  and  horses  with 
black  fringe  around  them,  mourners 
and  carriages  and  cars  and  eulogies 
and  preachers  all  talk  of  our  great- 


So  life  begins,  my  dear,  with  a  help  wanted  ad 
and  ends  with  a  testimonial,  and  all  is  ad- 
vertising." 

"You  have  observed  a  good  deal,"  acqui- 
esced the  neighbor,  "and  how  do  we  advertise, 
pray?" 

"We  don't!"  snapped  the  mechanical  doll, 
"it  is  only  by  accident  that  any  doll  in  this 


graveyard  finds  a  home.  What  Miss  Parlo 
and  that  window  dresser  Larkin  don't  know 
about  advertising  dolls  would  fill  an  encyclo- 
pedia!" 

"When  I  think  of  that  baby  week  sale  and 
the  way  they  neglected  us  dolls  I  could  weep. 
A  toy  department  ought  to  run  hand  in  glove 
with  the  infants'  department  all  the  year 
'round.  But  for  a  baby  week  just  think  of 
the  possibilities  for  dolls. 

Why  they  should  have  had  dolls  to  repre- 
sent all  the  stages  of  infant  life  up  to  six 
years  of  age  and  had  a  proper  setting  to 
show  us  off.  The  play  idea  is  gaining  ground 
all  over  the  country.  Here  it  is  May — ^of 
course  the  May-pole  dance  is  old  but  it  is  very 
pretty. 

"Now,  I  think  a  clever  idea  for  a  doll  dis- 
play for  May  would  be  to  have  them  repre- 
sent classic  dancers  showing  an  interpretive 
dance  in  a  woodland  or  garden  scene.  The 
garden  would  be  easier  to  create  perhaps  than 
a  woods.  The  garden  wall  made  of  card- 
board  would  make  the  background  and  tall 
hollyhocks  should  grow  along  the  wall.  Grass, 
green  yarn  makes  a  very  good  imitation  of 
real  grass  and  blue  flag  lilies  lend  realism  to 
any  garden  scene. 

The  Pipes  of  Pan 

"On  one  side,  perched  on  a  great  boulder. 
Pan  should  blow  a  fairy  like  note  from  his 
silver  pipes,  the  dolls  should  be  dressed  and 
posed  like  Greek  dancers  all  in  white  with 
garlands  in  their  hair. 

"Of  course  stuffed  animals  and  waterfalls 
and  all  the  things  in  the  toy  department  need 
to  be  advertised,  too,  and  there  are  any  num- 
ber of  fascinating  ways  they  can  be  shown 
and  advertised  along  with  dolls. 

"A  really  corking  idea,  for  just  this  par- 

(Continued  on  page  137)  . 


AMERICAN  WOODEN  TOYS  MADE  TO  SELL  AT  lo  CENTS 
The  Ford  standardization  plan  of  production  is  employed  throughout  in  making  these  toys.   For  instance^ 
the  solid  blocks  which  form  the  bodies  of  the  trains  and  the  hoods  of  the  automobiles  are  all  of  the  same 
standard  sized  timber  and  are  equally  made  up  by  one  or  tzvo  simple  operations  on  the  shaping  machines. 
The  wheels _  on  the  trains  and  the  driver's  wheel  on  the  automobile  are  zvooden  buttons. 

The  railroad  set  consisting  of  baggage  and  passenger  cars  is  cleverly  advertised  as  "the  road  to  happi- 
ness." Every  unit  is  well  constructed  and  painted  in  at  least  three  bright  colors,  .which  makes  it  especially 
attractive  and  acceptable  to  children. 
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DRESS  COTTONS         WHOLESALE  DRY  GOODS  LININGS 


LINENS 


3om 


■tOlSTIIIED  TRADE  MARK 

Clafuns  Incorporated 

NEW  YORK 


•TRADC 


MARK 


CLAFLiNS  Incorporated 

H.  P.  Bonties,  President,  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


<  l^ilberta  ► 


The  Gilbert  Mannfac- 
taring  Company's 
Linings  converted  and 
distributed  solely  by  us. 

Complete  range  of  everything  carried 
in  a  Lining  Department. 
CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


MADEIRA 

Hand  Embroidered  Linen* 

with  the  Projr«»$  Br»n<l  Label  «te 

«.  guarantee  of  quality.  Hue  work- 
manship and  attractive  designs. 


Handkerchiefs,  Napkins,  Luncheon  Sets  and 
Covers,  and  a  large  variety  of  Novelties. 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK  Cot.  22nd  St. 


SPERQ 

^— Sottori  Goods-^ 

"Best  ik  the  Woblo" 
Richard  Haworth  and  Company,  Limited 

SPERO    MILLS    ON    MANCHESTER    SHIP  C«N.L 
THE    MODEL   FACTORIES  OF  LANCASHIRE 


Write  for  our  latest 

Special  Catalogs 
E  1921 

To  Dealers  only. 


Wholesale  Dry  Goods  and  General  Merchandise 


HE. 


East  26«^  ST 


DERRTVALE 

If  it's  "DerryA^ale 
it's  "Irish  Linen 

DERRYVALE  LINEN  COMPANY 
23  East  Street,  N.Y. 


"HOOSIER" 

The    beat    36-inch  brown 

domestic    In  America 
Buv  1*  Mb;  sell  it 

by  the  bolt 
Sold  by  all  wholesalers 
Indlane  Cotton  Mills 
Cannelton,  Ind 
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INDEX 

Buyers'  Merchandise  Guide 


IRISH  LINEN  SOCIETY 

^fj^^p-^.^y^^'-'^^ST     IRELAND  '  ^--'^ 

A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  or  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND    IM-  . 
PROVEMENToF  IRISH  LINEN  | 
231  WEST  39tm  STREET.  NEW  YORKj 


DRESS  GOODS 


Art  Needlework 


Pages 
....137 


BRADFORD  NEW  YORK 

BKAUfL»KU  -     o    ^  Successors 

W.  W.  Rycrof  t  &  Co.  to 

Stavert  Zigomala  &  Co», 

66  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 
Imported  Mohairs,    Sicilians,  Wool  and 
Cotton  Dress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings  


Baby  Goods   

Blankets  136 

Books  

Braids  and  Tnmminqs  Ti' 

Button  Machines   139 

Children's   Dresses   138 

Children's   Wear   13° 

Coats  and  Suits   138 

Corsets   13» 

Curtains   '^^ 

Display    Fixtures   142 

Dolls  and  Toys   i^i 

Dress  Cottons   

Dress   Goods   13b 


Dresses 


.138 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it  s  the 
quick  way  of  finding  their  addrea* 
and  line. 


Floor   Coverings    141 

Furs   


Pages 

Millinery   137 

Music  Publishers   140 

Muslin  Underwear   138 


Neckwear   137 

Notions  and  Fancy  Goods. .  140,  141 

Paper  Shredders   142 

Pillows  141 

Playsuits   138 

Resident   Buyers   136 

Ribbons   136 


Selling  Agents   136 

Shoes   139 

Silks   136 

Skirts   138 

Store  Equipment   142 


DRESS  LINENS' 


''Old  Bleach'' Linen  CoIjp 

^iffe^     PURE  IRISH  LINEN 
LINEN  DAMASKS 


23-25  Easl  QG™  Street      New  York 


Gloves 


137 
139 


.137 
.142 


Hosiery   

Knit  Goods   139 

Labels   139- 

Laces  and  Embroideries   137 

Linens   1,6 

Linings   


Towels   

Upholstery  Materials 


Waists   138 

Wash  Cloths  and  Towels   137 

White  Goods   136 

Wholesale  Dry  Goods   136 

Woolens   136 


Yarns 


.141 


WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  Franca,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

45  East  20th  St.   N.  Y.  City 


WOOLENS 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  foi 

Sporting  Suits 
Pallerns  and  Prices  on  AppUcatian. 

S.,  A.  NEW  ALL  &  SONS 

(D.G.E.) 
Stornoway,  SCOTLAND. 

Sialt  Shade  Desired. 


BLANKETS 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  A.B.C.  5th  Edition  &  Bentley's 
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SELLING  AGEN  rs 


WHITE  GOODS 


HorrOCkses'^r  Excellence 
^^^^      IN  NAINSOOKS 
AND  FINE  COTTONS. 


U.S.A0ents- 

Wright  K  Graham  Co., 
IIO.Franklin  St..  New  York. 

Canadian  Atfent  — 
d.  E  Ritchie. 

59l,St.. Catherine  St,W  Monlreal.Qu. 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agenta 
86  to  88  Worth  Street 


Fftt.  Office 


PERCALES-FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Catting-Up  Trade 


RESIDENT  BUYERS 


Make  "That"  Department  Improve 

What  if  it  is  falHng  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be- 
hind the  display  man  with  suggestions. 
The  Dry  Goods  Economist  Is  at  your  sei- 
vice  Get  out  the  last  half  dozen  numbers, 
act  now  and  watch  the  department  improve. 


KING  PHILIP  MILLS 

The  Home  of 

NAINSOOKS  I 

S.  H.  Howe.  Selling  Agent 


New  York 


lEAL  SERVICE  S^' 
EADY  TO  WEAR 
BUYING 

TTithout  a  cent  of  added  cost  to 
Vomens  Misses.and  Childi'ens 
READY  TO  WEAR 

•A.B.  LOEWY(J^.5;/^y%'»j 

mo  Broadway  NewYotl 


RIBBONS 


S&K  RIBBONS 

Q^Lny    Cr-- SILKS 

and  SPORT  SILKS 

SMITH  G-KAUFMANN,1NC. 

"lO  East  16 tK  Street. New  York 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK.  MERCHANDISE  IN  AMERICA 

Adams  and  Wells  Sts.  Chicago 


ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  While  Merchandise" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 

44-46  E.  25th  St.,      New  York 


An  Easy  Index- 
That  is  what  you  will  find  th 
Buyers'  Merchandise  Guide 
as  you  check  over  the  trad 
marks  and  names. 


(Outcomes  ot  the  War 


United  States  Emerges  as  Leader  of 
Civilization,  with  Asia 
Coming  Strong 

America  and  the  Race  for  World  Dominion ;  by 
A.  Demangeon.  Translated  by  Arthur  Bartlett 
Maurice.  Doubleday,  Page  &  Co.,  New  York. 

This  work,  by  the  Professor  of  Geogra- 
phy at  the  Sorbonne  University,  Paris,  was 
published  in  France  under  the  title,  "Le  De- 
clin  de  I'Europe"  (The  Decline  of  Europe"). 
A  more  accurate  title  for  the  translation,  if 
the  title  was  to  be  changed  at  all,  would  have 
been,  "America  and  Japan  and  the  Race  for 
World  Dominion,"  seeing  that  to  the  expan- 
sion of  Japan  during  the  recent  war  about  as 
much  space  is  given  as  is  devoted  to  that  of 
the  United  States.  Again,  conditions  in  the 
Asiatic  power,  as  well  as  in  our  own  country, 
are  outlined  in  the  chapter  on  "The  Financial 
Power,"  and  the  same  is  true  in  relation  to 
the  chapters  entitled  respectively  "Sea  Power" 
and  "Industrial  Power," 

As  stated  in  the  introduction,  the  aim  of 
the  writer  has  been  "to  consider  the  shifting 
of  wealth  that  has  been  one  of  the  vital  re- 
sults of  the  war,"  but  he  considers  this  "not 
from  its  social  aspect,  but  from  the  broader 
view  of  internationalism."  And  he  has 
reached  the  conclusion  that  "we  are  behold- 
ing the  shifting  of  the  world's  center  of  grav- 
ity; the  passing  of  the  money  power  to  the 
peoples  of  America  and  Asia." 

It  will  thus  be  seen  that  Professor  De- 
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mangeon  is  deeply  impressed,  as  are  certain 
other  writers — some  of  whom  possibly  were 
led  by  his  work  to  study  the  subject  for  them- 
selves— with  the  probable  results  of  the  re- 
cent world  cataclysm.  It  is,  naturally,  of  di- 
rect importance  for  Americans,  as  well  as  all 
other  peoples,  to  give  attention  to  pronounce- 
ments when  they  come  from  authoritative  and 
well  balanced  sources. 

It  is  to  be  noted  that  Professor  Deman- 
geon has  made  an  amazingly  keen  study  of 
his  subject.  He  has  delved  into  an  almost  be- 
wildering number  of  sources  for  his  facts  and 
figures,  and  of  these  he  presents  an  array 
that  renders  his  work  of  exceptional  value, 
independently  of  whether  the  reader  agrees 
with  or  dissents  from  the  author's  conclu- 
sions. This  book,  moreover,  has  the  especial 
interest  and  advantage  of  presenting  a  view 
of  industrial  and  financial  America  from  the 
standpoint  of  a  foreign  observer  and  thinker. 

Altogether,  it  would  seem  to  be  a  fore- 
gone conclusion  that  this  work — which  is  said 
to  have  stirred  the  continent  of  Europe  as 
have  few  other  post-war  books — will  be  wide- 
ly read  in  the  United  States. 


Any  article  or  line  of  merchandise  de- 
scribed or  illustrated  in  the  Economist  is  re- 
ferred to  or  shown  solely  in  the  interests  of 
the  retailer.  Is  it  new  in  itself?  Does  it 
faithfully  represent  a  new  tendency?  Is  it 
trade  news  that  the  retailer  ought  to  know? 
These  are  among  the  acid  tests  applied  by  the 
editor  to  every  item  that  goes  into  our  reading 
pages. 
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(Continued  from  page  135) 

ticular  season  when  baseball  is  just  opening 
up  would  be  to  specialize  on  baseball  goods 
and  outdoor  and  sporting  supplies  along  vi^ith 
the  dolls  and  stuffed  toys. 

"The  diamond  should  be  laid  out  in  the 
window  and  monkeys  in  baseball  outfits 
might  be  shown  as  players  arranged  about 
the  diamond  to  represent  some  interesting 
stage  in  the' game. 

"The  grandstand  with  its  wire  shield 
should  be  to  one  side  with  a  large  audience  of 
boy  and  girl  dolls  posed  to  represent  extreme 
interest  in  the  game. 

Show  a  Few  Little  Autos 

"Little  stuffed  dogs  could  hang  about  the 
grounds  underneath  the  grandstand  and  toy 
automobiles  could  be  parked  in  rows  along  the 
board  fence. 

"Well,  you  certainly  have  got  brains !  How 
did  you  learn  so  much?"  inquired  the  neigh-  * 
bor. 

"Observation  my  dear— observation  of  the 
little  simple  everyday  foibles  and  fancies  and 
likes  and  dislikes  of  the  great  human  family 
— men  and  women  are  but  little  children 
grown,  you  know. 

"We're  always  going  over  people's  heads; 
it's  the  little  homey  everyday  things  that 
count,  when  all  is  said  and  done  and  we  learn 
as  we  go  along,"  the  doll  concluded,  again  giv- 
ing evidence  of  great  wisdom. 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 


LTEJT  WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  clotli. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New  York  Salesroom  61   White  St. 


A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  huck  towel. 

Sample  on  Request. 

John  R.  Lankenau  Co.,  Boston-11,  Mass 


"RAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Q)H0E5,NY. 


Sanitary 

CleaningCloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 

.  . .  Scrub,  Paint,  DustandPol- 

ubingCkihs.  Imitation  Chamois.  Iron  Holders,  Broom 
Weri,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  R1TZENTHALF.R 

■n\/  rn. Adolf  Fricke 

riVi  FRANKLIN  ST..     NEW  YORK  CITY 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


Manufacturers  of 


FEATHERBONE  Dress  SpecialUes 
GIRDELIN  Dress  Belting 

Three  Oaks,  Mich. 

New  York  Chicago       San  Francisco 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W,  23rd  Street 


New  York  City 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  re8ults,bigger 
business,  better  profits.  An  exdusire 
service  for  the  best  rcttailer  in  every 
town.  Fu]l  details  FREE  upon  re- 
quest. 

THE  ECONOMY  SERVICE 
231  W.  39th  Street  New  York  City 


ART  NEEDLEWORK 


FANCY  LINENS 

EMBROIDERY  MATERIALS 

"Peri-Lusta"   FSTH  ''Crystal" 
Mercerized        lljE  -  Artificial 
COTTONS        ^JTl^  SILK 
Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


RICHZIRDSON'S 

PURE  MERCERIZED 
SILKS  COTTONS 
for  SEWING 

HUR  embroidering 

BSJU&J^  CROCHETING  V" 

Richardson's  lOc  Cpochct  Books 
RICHARDSON  SILK  COMPANY 
Chicate    Manafarturers    New  VorK 


NECKWEAR 


*POR,  WOMEN 

ALL  THAT  THE   NAME  IMPUESI 

POLLOCK  &^LOWEmmJMf 

40  WEST  20tti  STREET-NEW  ^DRK 


MILLINERY 


AND 

'millinery 
merch  anoi  s  b 

Open  thrnoul  the  year 
,)    NEW  YORK 
411  Fifth  Avenue 


D.  B.FISK&CO. 

CHICAGO 

Branch  salesrooms — open 
during  market  season, 

St.  Louis,  1013  Washington 
Ave. 

Cleveland,  Hotel  Clereland 


GLOVES 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELtMINATES   FASTENEB  TEAR-OUT  COMPLAINTS 
ON  LEATHER  6^.  FABRIC  GLOVES 

BUTTON  STAY  CO..  6IoversviIIe,N.Y 


GLOVES 

English,  French,  American 

'Wholesale  Department:  ' 

2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO., 


Johnstown, 
N.  Y. 


=■   I  S.M.HOHL  i^E.iiEV/  YORK. 


TelepIiones|  6329  an,e 

Lewis  &  Locke 

Importers 


KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Nortliwest  corner  21st  St. 
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Stock  Keeping  Plan 

(Continued  from  page  115) 

In  the  ruled  space  at  the  bottom  of  the 
chart  a  daily  entry  is  made,  showing  num- 
bers of  pairs  sold,  and  this  is  totaled  monthly 
in  the  space  left  for  the  grand  total.  If  a 
merchant  wishes  to  keep  track  of  the  number 
of  pairs  of  shoes  returned,  so  as  to  see  how 
mil  "sold"  his  merchandise  is,  this  can  be 
done  in  columns  extended  at  the  extreme 
right  of  the  space  at  the  bottonj  of  the  chart. 
The  record  filled  out  covers  a  period  of  three 
months,  and  shows  seven  pairs  sold  in  June, 
seven  sold  and  one  returned  in  July,  one  sold 
and  one  returned  in  August,  the  transaction 
dealing  with  fifteen  pairs  of  shoes,  thirteen 
pairs  of  which  stayed  sold,  two  being  returned, 
turned. 

A  How  a  Style  is  Killed 

'  When  the  merchant,  for  any  reason,  de- 
cides to  discontinue  handling  a  certain 
style,  he  simply  places  an  X  mark  opposite 
'  the  style  number  to  be  eliminated,  and  the 
number  thus  killed  is  transferred  to  another 
§tyle.  For  example,  if  he  decided  to  kill 
the  200  shown  in  the  chart  he  would  make 
it  200X  and  start  a  new  style  with  200. 

Every  Monday  morning  the  records  are 
verified  by  the  heads  of  stock,  who  call  off 
the  sizes  direct  from  stock,  and  every  pair 
of  shoes  listed  must  appear  on  the  shelves 
and  vice  versa.  Any  shortage  of  stock  can 
be  quickly  traced  by  a  record  of  this  sort, 
and  if  by  chance  a  dishonest  salesperson  is 


on  the  staff,  he  cannot  rifle  the  stock  for 
more  than  a  week  without  detection.  Mere 
inaccuracies  of  sales  checks,  etc.,  are  also 
caught  in  this  manner.  The  record  really 
gives  a  complete  photograph  of  all  stock  in 
the  shelves  and  also  due  from  the  manufac- 
turer, and  shows  best  selling  sizes  and 
widths,  gives  info;rmation  as  to  numbers  of 
pairs  that  can  be  sold  and  tells  where  pur- 
chases from  factory  should  be  increased  or 
decreased. 

First  Aid  to  Buyer 

Carefully  preserving  these  records  and 
consulting  them  from  time  to  time  will  show 
a  shoe  buyer  when  to  order  boots,  oxfords, 
pumps,  white  shoes,  etc. 

Inventory  can  also  be  checked  directly 
against  this  record,  and  it  will  insure 
against  overlooking  or  miscounting. 

An  additional  record  that  will  be  found 
of  especial  value  may  be  kept  in  the  back 
of  the  chart  book — these  chart  pages  are 
carefully  filed  and  preserved  in  a  loose-leaf 
ledger  made  for  them — this  record  to  cover 
high-  and  low-heel  styles,  in  shoes  of  the 
various  types  and  styles,  sizes,  colors,  etc. 
From  the  daily  chart  pages  this  record  may 
be  made  up  weekly.  It  will  prove  an  aid  in 
buying. 

An  additional  feature  in  stock  keeping, 
not  indicated  by  the  chart,  but  that  has  been 
found  of  inestimable  value  by  Mr.  Richter  is 
classifying  stock  by  numbers  and  grouping 
it  carefully  with  this  as  a  guide. 

For  example,  in  his  stock  he  lists  boots 
from  1  to  99;  low  shoes,  100  to  199;  evening 


slippers,  200  to  299;  children's  shoes,  300  to 
399;  niiscellaneous,  including  house  shoes, 
tennis  shoes,  etc.,  400  to  499.  When  a  new 
salesperson  is  employed,  the  first  thing  to 
do  is  to  familiarize  him  with  stock  classifi- 
cation numbers,  so  that  when  Mrs.  Smith 
comes  in  for,  say,  a  pair  of  evening  slippers 
he  can  go  directly  to  that  portion  of  stock 
carrying  numbers  200  to  299,  and  have  only, 
then,  to  find  style,  color  and  size  before  the 
customer  is  served. 

There's  a  lot  of  figure  work  and  detail 
in  the  telling  of  this  stock  keeping  and  buy- 
ing story;  but  once  the  system  is  thought 
out  and  installed  money  and  time  and  nerves 
and  temper  will  be  conserved  thereby,  and, 
incidentally,  business  increased  in  the  long 
run,  because  knowing  the  stock  means  quick 
and  good  service  to  the  customer,  and  that 
is  exactly  what  every  customer  wishes — nay, 
demands ! 

Guesswork  is  dangerous  because  it  is  un- 
certain. Know  and  know  that  you  know,  but 
don't  burden  your  memory  with  the  whole 
load  of  acquired  knowledge. 

Let  pen  and  ink  and  paper  play  their 
part ! 


The  business  of  Moshontz  Bros  &  Co., 
Cleveland,  Ohio,  dress  manufacturers,  has 
been  incorporated  under  the  name  the  Mo- 
shontz Bros.  Co.  Sol  Bloomfield,  president  of 
the  Bloomfield  Co.,  Cleveland,  has  acquired  an 
interest  in  the  firm  and  has  been  elected  presi- 
dent and  general  manager.  The  two  firms  are 
in  no  way  connected  through  this  development. 


COATS    &  SUITS 


DRESSES 


DRESSES 


U  R 


A.  L.  COHEN  showr. 

"The Merit, "New York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 
Waists-  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  BWd.  and  Wells  St. 
CHICAGO 


□dresses 

'  for  Girls,  Flappers  &  Juniors 

Specializing  on 
Silk,  Taffeta,  Georgette 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies, 
Novelty  Doited  Swisses, 
Voiles,  Batistes  and  Nets 

The   Little   Goddess   Dress  Co. 
6-8  W.  18th  St.,  near  Sth  Ave.,  New  York 

Phono,   Chelsea  1113   


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-12GW.  26thSt.  New  York 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  T  r  i  m  s  —  Folders, 
etc.     Supplied  exclusively 
to  one  mercliant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


DR^SS; 

Made  by 

MITCHELL  BROS. 
367  W.  Adams  St. 

CHICAGO 


CO. 


Adams  Street, 
at  the  Bridge 


Good  Values 
Exclusive  Styles 
Trlcotine« 
Serges 
Jerseys 
Satins 
Georprette 
Taffetas 
$1.5.00  to 

.$40.00 
Send  for 
samples. 

Prompt  ^ 
deliveries     158  W. 


DRESSES 


Tel.:  Watkins 
7350-7351 
29th  St.     New  York 


(;OTTLIEB  BROS. 

MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  27"' ST..  NEW  YORK. 
CHICAGO  OFFICE  -  223  JACKSON  BOULEVARD 

W.  F.  OROEfiEMUELLER 
SAM  FRANCISCO  OFFICE-  135  KEARNY  ST. 

I,  HAIMA»0  


ACKMAN'S 

F  U  R  S 

"America's  Leading  Far  Line" 

NEW  YORK,  35  W.  35th  Street 

CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


CHILDREN'S  WEAK 


FLAYSUITS 


WAISTS 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE   NEW  YORK 


sIoneWall 

WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldg.,  Baltimore,  Md. 
"N.  Y.  Office:  1182  Broadway,  Room  906. 


I^OVERALLS 


m>Q.  us  pot-  0  - 
Patented  January  Sth  19 1 8 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco.  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway.  N.  Y. 
Frankfort,  Ind. 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


■v  The  Economy  GannenT 

L\  "America's  Play  Garment" 

Vi  Is  as  well  made  as  the 
famous  Outerall  one-Dlece 
work  garment.  .Assorted 
styles.  Samples  on  requesll, 

Michigan  Motor  Garment 
Go.i  Greenvllloi  Mich 


SKIRTS 


Cotton 
Waists 


THE 
HIRSCH-  Silk 

STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


CORSETS 


GnECIAN-TfJECO 

Maternity  and 
Post-Operation  Corset 

Grecian-Tbeco  Fabric  Modem  H)';^ienlc 
Helps  Nature-does  not  resist  her. 

SEND   FOn  SAMPLE 

Benjamin  fi  JoHnes.Newark.N.J. 


MUSLIN  UNDERWEAR 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


The  Quicker  Way 

Instead  of  hunting  nround  for  their' 
letter  or  card  lock  through  thei 
Buyers'  Merchandise  Guide — it's  the' 
quick  way  of  finding  their  nddre«»« 
and  line. 
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Some  Operations 


(Continued  from  page  89) 

liable  retail  merchants  joining  the  ranks  of 
those  who  are  booking  fair-sized  orders  for 
fall  delivery.  Conservatism  is  still  the  watch- 
word, as  it  undoubtedly  should  be,  but  the 
spirit  of  caution  is  being  reinforced  by  re- 
newed confidence  and  faith  in  the  prospects 
for  a  substantial  fall  glove  business. 

From  a  fashion  standpoint,  gloves  will 
continue  to  occupy  an  important  position 
which  is  certain  to  furnish  splendid  oppor- 
tunities for  turnover  to  the  glove  department. 
As  long  as  fashion  pulls  a  strong  oar  for 
gloves  the  price  issue  must  be  secondary,  and 
this  merchandise  fact  should  not  be  over- 
looked. 

Certainly,  experience  in  the  silk  hosiery 
field  this  spring  and  summer  proves  this  mer- 
chandising point  conclusively.  Retailers  are 
now  paying  a  premium  to  obtain  full-fashioned 
silk  hose  which  they  refused  to  buy  at  lower 
prices  earlier  in  the  season,  simply  because 
the  fashion  for  short  skirts  has  multiplied  the 
sale  of  silk  hose  and  the  retailers  have  de- 
manded deliveries  which  the  wholesalers  are 
unable  to  make.  This  situation  has  also  been 
complicated  by  strikes  among  hosiery  mill 
workers  in  Pennsyvania. 

Better  Days  Coming 
With  a  multitude  of  unusual  sleeve  styles 
in  advance  fall  fashions,  ranging  in  length 
from  three  inches  to  the  wrist,  the  glove  is 
destined  to  be  one  of  the  most  vital  accessor- 
ies of  dress  throughout  the  fall  and  winter 


season,  thereby  providing  opportunities  for 
selling  various  standard  grades  of  leather  and 
fabric  gloves  at  prices  which  will  '-allow  both 
the  wholesaler  and  the  retailer  a  moderate 
margin  of  profit. 

This  promising  prospect  makes  it  more 
than  ever  advisable  for  the  retail  merchant 
who  is  interested  in  the  future  of  his  glove 
department  to  refrain  from  undermining  the 
confidence  of  his  trade  during  this  dull,  but 
nevertheless  important  "off-season." 

Britons  Refrain 
From  Free  Buying 

Public  Watches  for  Further  Price 
Declines — Labor  Troubles  Hit 
Purchasing  Power 

London  Office  of  the  Dry  Goods  Economist, 
11  Haymarket,  S.  W.  1 

Probably  the  greatest  difficulty  in  the  re- 
tailing field  right  now  is  the  fact  that  those 
people  who  are  able  to  buy  are  unwilling  to  do 
so  because  of  their  belief  that  a  further  de- 
cline in  prices  is  to  come.  When  the  first 
break  brought  prices  below  the  high  point 
there  was  a  very  fair  response  to  retailers'  of- 
ferings of  goods  at  reduced  prices.  Now, 
however,  the  effect  of  the  cut-price  sales  seems 
to  have  worn  off.  Consumers  are  pleased  no 
longer  with  reductions  that  show  a  big  drop 
from  the  high  point.  They  want  cuts  from 
present  prices. 


Manufacturers  are  insistent  that  no  such 
move  is  possible  in  their  division.  If  this  is  ' 
true,  there  is  likely  to  be  a  considerable  period 
in  which  the  public  will  refrain  from  normal 
buying  while  they  are  being  convinced  of 
price  stability.  The  large  degree  of  unem- 
ployment has  a  good  deal  to  do  with  decreased 
consumer  buying,  of  course.  Those  who  still 
are  at  work  do  not  know  when  they  will  be 
laid  off  and  are  not  spending  more  than  they 
absolutely  have  to. 

The  miners'  strike  is  increasing  this  diffi- 
culty. In  some  crowded  textile  centers  there 
is  no  way  of  storing  up  coal  against  such 
emergencies,  and  where  mills  so  situated  have 
not  been  forced  to  close  down  they  have  cur- 
tailed their  operations  even  more  than  prior 
to  the  strike,  when  they  were  running  on  part 
time  as  a  general  thing. 

Just  before  the  strike  there  were  encour- 
aging signs  of  better  trade  in  the  Nottingham 
district.  A  few  orders  had  been  received 
from  the  British  colonies  and  the  demand  for 
lace,  colored  and  striped  nets  for  millinery 
purposes  and  for  veils  and  veilings  was  some- 
what improved.  The  strike  has  meant  a  set- 
back when  it  could  not  be  afforded.  Most  of 
the  hosiery  mills  in  this  section  are  in  a  poor 
way,  2500  workers  at  least  having  been  out  of 
work  for  eight  months  or  more. 

Scotch  Business  Hit 

Scottish  retail  trade  also  is  falling  off, 
with  renewed  demands  for  still  lower  prices. 
Retailers  are  not  buying,  therefore,  and 
woolen  mills  are  facing  a  rather  difficult  situa- 
tion. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


SHOES 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


Art  Silk  Tuxedo 
Coats  and  Sashes 

BATHING  SUITS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y,  Office,  409  Wilson  BIdg.,  1270  B>ay 


Wonora  Knitting  Mills 

SWEATERS 
BATHING  SUITS 

For  Immediate  Delivery 

26  West  23rd  St.,  New  York  City 

Chicago  Rep.,  R.  GOSLING,  209  Medinah  Bldg. 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


LADIES  FULL  FASHIONED 


J.R.Beaton  Co.J  nc. 


329  Fourth  Ave. 


New"Ybrk 


SOCKS  FOR  WEAR 

Trom.    Mill       Ret  ailer 

9}(?i.£r  SAMPLES  wPmCES 
I  S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 


LABELS 


[WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 


FOR  ALL  WEARING  APPAREL 
404  S.WELLS  STREET  CHICAGO 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladies'SilkLi8le,$3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 

HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


ufacturers  oi  "SiJ'T^B  .  ^ 

the  genuine 

Racine  Feet.  The  Trade  Mark  with  a  reputatioi>"Plltatlon  ■ 

RACINE  FEET  KNITTING  CO. 
BELOIT,  WISCONSIN 


I 


COWiS 


'Made  in  D.  S.  A. 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.Townsend  &Co. 

Selling  Agents 
345  Broadway     New  York 

"No  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RlWi^SIDEKNi™  MILLS 

RCADIN&  PA 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITI 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 
S.  MENKIN,  Inc. 

149  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


Ladies  COMFOJRT  Shoes 

Soft-Flexible  Leather 


LOW  t2.8^  Pair 

Other  Styles  on  Request 
Made  in  CD  E  EE  'vidths 

Sold  in  3b  Pair  Lots  

FOBFactorv  HiCHS3J5i^.r 

THE  HELD  CORPORATION 

tl  t;N10N  SQ.UARE     MEW  YORK 


BENDS    SO  EASY' 

No.  14a— Glazed  Kid  Vamp,  Dull 
Kid    top,    7    inch   Flexible  Welt, 
Sofsliu.     Tip,     W2    inch  common 
sense  heel.  20  last. 
6-4%  to  9;  C-4  to  9;  D, 

£-31/2  to  9  $5.75 

Add  30  cents  for  sizes  SVz  aiuj  9. 


The  HOLTERS  COMPANY^ 


Men's 
Fine 


Shoes 


Rockland 
Quality 


An  Easy  Index- 
That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 
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Bits  of  News  Gleaned  From  Here  and  There 


James  M.  Looby,  formerly  with  H.  Batter- 
man  Co.,  Brooklyn,  N.  Y.,  has  been  appointed 
buyer  of  women's  coats,  suits,  skirts  and 
dresses  by  the  Houghton  &  Button  Co.  of  Bos- 
ton, succeeding  Frank  Flynn. 

Miss  L.  Rappaport,  now  connected  with 
the  Emporium,  Columbus,  Ohio,  has  been  suc- 
ceeded at  Irwin's,  Cincinnati,  by  Miss  Vera 
Rosener  as  buyer  of  waists,  sweaters,  under- 
wear and  petticoats.  _ 

Blum's,  Inc.,  Baltimore,  Md.,  has  appointed 
Jerome  C.  Geiger  as  ready-to-wear  buyer.  Mr. 
Geiger  was  formerly  with  Butler  Bros. 

The  A.  Treckler  Store  in  Grand  Rapids, 
Mich.,  has  appointed  H.  R.  Manuel  buyer  and 
manager  of  the  women's  ready-to-wear  de- 
partment. Mr.  Manuel  was  formerly  buyer 
and  manager  of  the  women's  ready-to-wear  de- 
partment of  the  J.  H.  C.  Petersen's  Sons  Co., 
Davenport,  Iowa. 

Mrs.  Neil  Ross,  buyer  of  blouses  for  the 
Stewart  Dry  Goods  Co.  of  Louisville,  Ky.,  has 
resigned  her  position  owing  to  ill  health.  Miss 
A.  E.  Meriwether  will  take  her  place. 

The  Dry  Goods  Alliance  has  secured  the 
services  of  B.  P.  Altmeyer,  formerly  cloak 
and  suit  buyer  for  Wm.  Taylor,  Son  &  Co.  of 
Cleveland,  Ohio. 

Charles  A.  Stevens  &  Bros.,  Chicago,  have 
opened  an  exclusive  sports  wear  department. 
It  is  on  the  fourth  floor,  connecting  with  the 
regular  ready-to-wear  department. 


Block  &  Kuhl  Co.,,  Peoria,  111.,  has  ap- 
pointed Miss  Mabel  C.  Bunch  as  buyer  and 
manager  of  the  stout  wear  department. 

A  combination  offering  was  made  recently 
by  Best  &  Co.,  which  included  a  hand-made 
batiste  blouse  at  $8.95,  with  skirt  to  match  at 
$10.75.  This  is  one  of  the  first  cases  that  has 
been  noted  where  a  retailer  featured  skirts 
and  blouses  together. 

June  weddings  are  only  a  few  weeks  away. 
It  is  necessary,  in  order  that  retailers  be  in 
a  position  to  meet  the  demand  for  trousseaux 
that  they  be  ready  in  a  short  time  with  ample 
stocks.  June  brides-to-be  usually  do  their 
shopping  a  month  to  six  weeks  before  the 
event.   Retailers,  take  notice. 

Rejane  Costume  Co.,  Inc.,  a  new  organiza- 
tion manufacturing  dresses,  is  located  at  6 
East  Thirty-second  Street.  Joseph  G.  Simon 
is  president,  George  Hamburger  is  secretary, 
the  other  partners  being  Ben  Diamond  and 
Nicholas  Cozzilino. 

Charles  B.  Zimmerman,  who  has  been  until 
recently  with  Weinstein  Bros,  operating  a 
ready-to-wear  store  in  Troy,  Schenectady  and 
Cohoes,  N.  Y.,  is  now  associated  with  the  buy- 
ing and  merchandising  departments  of  the 
Hudson  Cloak  &  Suit  Stores,  which  operate 
a  chain  with  headquarters  at  Boston,  Mass. 

The  fifth  anniversary  of  E.  D.  Farmer  as 
head  of  the  J.  S.  Bailey  Co.,  Brooklyn,  was 
celebrated  by  a  get-together  dinner  of  the 


store's  buyers'  association  at  which  Mr. 
Farmer  was  presented  with  a  gold  watch  and 
chain.  Twenty-two  buyers  were  present  and 
eight  guests,  including  Mrs.  A.  D.  Bailey, 
president  of  the  organization,  who  predicted 
great  expansion  during  the  next  ten  years. 

The  New  York  Gift  Exchange,  manufac- 
turers' representatives,  opened  offices  at  225 
Fifth  Avenue  on  May  1.  The  general  man- 
ager is  Jules  Neufeld,  formerly  manager  of 
the  Nevraian  Publishing  and  Art  Co.  Asso- 
ciated with  him  is  Mrs.  Page  Eaton,  until  re- 
cently head  of  the  art  and  gift  division  of  the 
Bush  Terminal  Sales  Building. 

The  G.  C.  Willis  Dry  Goods  Co.  of  Cham- 
paign, 111.,  has  appointed  Miss  Anna  Marz  as 
buyer  of  ready-to-wear.  Miss  Marz  was  for- 
merly with  Mike  Plant  &  Co.  of  Danville,  111., 
as  assistant  buyer  and  manager  of  the 
women's  ready-to-wear  department. 

A.  Schlesinger  of  New  York  and  Chicago, 
has  been  appointed  buyer  and  manager  of  the 
women's  ready-to-wear  store  of  W.  M.  Stern- 
berg in  St.  Louis,  Mo. 

Mrs.  Claudia  De  Witt,  formerly  manager 
and  buyer  for  the  blouse,  lingerie,  hosiery  and 
novelty  goods  department  of  the  Rosenthal 
Apparel  Shop  of  Wichita,  Kan.,  has  been  suc- 
ceeded by  Miss  Katherine  Kolstad.  Mrs.  De 
Witt  resigned  her  position  in  order  to  assist 
her  husband  in  the  buying  of  women's  ready- 
to-wear  for  his  new  shop  in  Tulsa,  Okla. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS' 


"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  CMoago 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street        Boston,  Mat>. 


k  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Aluminum,  Steel  and  Lined  Steel. 
Put  up  in  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  in 
your  district. 

The  ANSONIA   NOVELTY  Co. 


AHSOHIA,  CONN. 


U.S.A. 


DO  ¥®U  SELL 

QUALITY  PIIKST 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N  EW  YOR  K 


Liberty-Belle 

HAIRPINS 


Cabinets 


Tubes 


Bundles 


Bulk 


HUMP  HAIR  FIN  MFG.  CO.,  CHICAGO 


REAL  HAIR 
NETS 


EMITTELSTAEDT.NC 


8^86  UNIVERSITY  PL 
NEW  YORK  CltY 


VEVERSHARP"15^5p^75. 
^  SCISSORS 

THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

ITWE  EVERSHARP  SUEAR  GO. 

BRIDGEPORT  CONNECTICUT 


The 


SyBandJ 


Haiprietrl 


COSMOS  TRADING  CQ 

229-^255    FO0»TH  AVE..  NY. 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 
231  West  39th  Street  New  York  City 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 

Mfrs.    of   Ladies   Hand  Bag3 

All  Styles  and  Prices 
300-306      So.      Franklin  F 
Chicago.  111. 


SANITARY  NAPKINS 

Conveniently  and  attracUvely  packed;  hair 
dozen  and  dozen  cartons;  indiyidual  transparent 
envelopes;  and  compressed  in  individual  Iwxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE      COMPANY  j 
aOO  Broadway    New  York  City  J 


REAL  HUMAN  HAIR 

INVISIBLE  -  SANITARY 

GUARANTE  ED 
SATISFACTION 


EGO  TRADING  CO. 

Union   .Sq.,   N.    Y.  City 


SANITARY  NAPKINS 

APRONS-KNICKERS^ 

BE  LT  S S^f^SM^'^  ^ 

PT^^.^^k'*!"*^^^^  goods 


FOR  INFANTS 
AND  WOMEN  r 

62"St8,GipapdAve  PHILADELPHIA. 


T.  B.  M.  GATES 


432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Woven  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


KIRBY,  BEARD  &  CO.  Birniingham,Eng. 

«  Hair  Pins,  Pins,    Needles,  Needle  Cases  » 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


BOOKS 


MUSIC  PUBLISHERS 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  President 


Q      Foreign &Domestic  -^-G 


EsUUbhW  im 


NOTIONS 


Sole  Agents  for  the  Lightning  Needle  Co-c^ 

27-33  West  23rd  Street  New  York  City 


WHEN  IN  DOUBT- 

Look  it  up  in  the  Buyers' 
Merchandise  Guide—  the 
name,  the  address  or  the 
breuid. 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


200%  Profit 

That  should  appeal  to  yoa 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  lor  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


KEEPER. 


Al/o 


[and  Tooled^r.^-e'^  £?  Ba^ 

"Umeral  Line  of 
.  ocHetbcDk/  Game 

Collar  Ba^  Manicurev  Eti 
A.I-.     R.EEO  CO. 

•37  3- FIFTH  AVB.  NEW  YORK 
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Cleveland  Stores 
Make  Drive  For 
''Better  Homes" 

Merchants  Feature   Furniture  and 
Decorations  in  Merchandising 
Announcements  for  Week 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building 

Many  Cleveland  merchants  observed  "Bet- 
ter Homes  and  Good  Furniture  Week"  last 
week.  They  started  off  the  week  with  a 
twenty-six-page  section  in  a  Sunday  morning 
paper  with  both  advertising  and  editorial  ar- 
ticles on  furniture  and  home  decorating. 
Special  displays  were  made  in  almost  all  of 
the  department  stores  and  in  all  of  the  furni- 
ture stores,  both  in  show  windows  and  in  de- 
partments. 

The  Halle  Bros.  Co.,  by  reason  of  their 
new  display  window,  were  able  to  offer  some 
of  the  most  artistic  arrangements  ever  seen 
in  Cleveland.  This  window  is  considered  one 
of  the  finest  in  America.  It  was  designed  to 
give  the  effect  of  a  complete  room,  and,  being 
a  corner  window,  it  gives  the  impression  of 
spaciousness  so  necessary  for  furniture  dis- 
plays. The  window  is  designed  after  the 
Georgian  period  with  paneling  of  rich  wood, 
mellowed  to  give  a  soft,  artistic  background, 
and  to  throw  out  in  high  relief  the  pear  wood 


carvings  over  mantel  and  doors.  These 
carvings  are  worthy  of  comment  for  they  are 
natural  forms  of  fruits  and  flowers  in  the 
style  of  the  famous  wood-carver  of  the 
eighteenth  century,  Gringling  Gibbon,  who 
did  the  carving  in  St.  Paul's  Cathedral  in 
London. 

Halle  Bros.  Display 

The  window  was  planned  by  the  Halle 
Bros.  Co.  to  permit  room  settings  of  fine  fur- 
niture where  the  beauty  of  historic  pieces 
and  rich  fabrics  might  have  the  correct  at- 
mosphere. They  have  found  that  it  is  not 
suitable  for  the  ordinary  type  of  merchandise, 
such  as  suits,  wraps  and  gingham  frocks;  but 
it  shows  men'^s  wear  to  very  good  advantage. 
The  Halle  Bros,  have  always  followed  the 
policy  of  having  all  of  their  window  display 
the  same  kind  of  merchandise  in  the  same 
manner,  the  only  difference  being  in  color  and 
color  harmonies,  accessories  and  other  small 
variations.  They  hold  to  this  policy  with  all 
their  windows  save  this  new  corner  window, 
and  this  gives  additional  emphasis  to  the  dis- 
plays in  the  room  setting.  It  is  an  interest- 
ing fact  that  every  article  displayed  in  the 
window  during  the  first  week  it  was  installed 
was  sold. 

Furniture  Draws  Well 

The  May  Co.  also  has  new  display  space  for 
their  furniture  department.  Instead  of  utiliz- 
ing one  of  their  show  windows,  however,  they 
have  erected  at  the  rear  of  their  furniture 
floor  seven  display  rooms,  all  connecting,  and 
each  representing  a  complete  room  in  a  home. 
There  is  a  double  living  room  in  the  center 


with  mantel,  windows  and  appropriate  fix- 
tures. Extending  to  the  right  there  are  din- 
ing-room, bedroom  and  library  and  to  the  left 
there  are  dining-room,  bedroom  and  breakfast- 
room.  They  have  found  that  these  have  a 
great  drawing  power  and  value  them  even 
more  than  their  show  windows  for  adequate 
furniture  displays. 

The  May  Sale,  which  is  an  annual  occur- 
rence at  the  May  Co.,  concentrated  this  week 
on  furniture  in  observance  of  the  "Better 
Furniture  Week,"  and  offered  some  very  at- 
tractive merchandise  as  sale  prices. 

Special  Sales  Pushed 

William  Taylor  Son  &  Co.,  who  carry  noth- 
ing but  wicker,  willow  and  reed  furniture, 
held  special  sales  throughout  the  week. 

"To  bring  the  American  home  back  to  the 
American  people"  was  the  motive  of  this 
Good  Furniture  Show  Week,  and  in  connection 
with  its  observance  Ross  Crane  and  Miss 
Evelyn  Hansen  of  the  Art  Institute  of  Chi- 
cago, were  brought  to  Cleveland  to  lecture  on 
interior  decorating,  better  homes  and  the  art 
of  dress.  These  lectures  were  free  to  the 
public. 

Weinstock,  Lubin  &  Co.  of  Sacramento, 
Cal.,  has  appointed  Victor  Chambers  their 
store  superintendent  as  buyer  of  cloaks  and 
suits  to  take  the  place  resigned  by  Mr.  Gray. 
Mr.  Chambers  will  also  be  mail  order  opera- 
tions manager  and  will  have  a  seat  on  the 
Board  of  Managers.  It  is  understood  that 
Mr.  Chambers  will  leave  shortly  for  a  trip 
East  to  study  market  conditions. 


INOTIOJNS  &  FANCY  GOODS 


BABY  GOODS 


BABY  GOODS 


YARNS 


,  SAMPLES  ON  REQUEST 


RISDON( 
SAFETXPINS- 

"ghe  A  Point  Pin- 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LONG  TAPERING  POINTS- NON-PUUINQ 
CAPS  U  GUARDS  SECURELY  ASSEMBLED 


KISDON  MFG.  CO..  Naugatuck .  Conn. 


"SELECTE"  NOTIONS 


CMALL  wares  and  fancy  goods  at 
lowest  prevailing  market  prices. 

■  Sole  Agent  for  D.  F.  Tayler  &  Co.'s 
I  P/ffS  AiSD  HAIRPINS 

■  GOTHAM  LEATHER  GOODS  CO. 

=  Small  Wares.  Fancy  Goods    Buttons  « 

m  222  Fourth  Ave.  at  ISlhSUNew  York  Boston  Offior  67  QanpcySt  j 


Creators  of  boxed 
Gift  NOVKLTiBSs^i^ti 


»3.-«    PRESTOM  STUDIOS 

C/licACO.  ^w>^<S!^e<»^<«^  ^(K)  DI3THIBUTOH5 

223  nrxrt  AVE.  NEW  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKET     R  .  I. 


HEW  •WBI-'^YOIU 


BEADS 

Fringes  Spangles  Trimmings 
Tassels  Necklaces  Girdles 

PEARLS 

Leaders  of  the  World 

R0SENBER6&G0.,lnG. 


36  W.  38th  St. 


New  York 


Jgoag  Eitiftomratt  Company 

DESIGNERS  and  MAKERS 
of 

3l9iibbon  J^obeltiest 
dStttsf  for  SSabp  anb  iHilalip 

31  Union  Square      New  York  City 

Phone  Stuyvesant  370 


INFANTS'  GOOD  Si 

Crib  and  Carriage  Pads 
— Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Drawens. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  new,1^york 


BABY     IM  OVE  LT  I E  S 

Coat  Hangers,  Trin- 
ket BoxeB,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W-  31sl  St,  N.  Y. 


Richard  G.  Krueger 
395  Fourth  Ave.  new  york 

sentj  for  catalogue 


DOLLS   &  TOYS 


Roily  Rattle— it  Floats. 
Assorted  charactera  at 

$4;  $6  &  $750 


Water  Baby — in  assorted 
rtyl«$225lo$15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

Sig. Schwartz  Co. 

110W.32ndSt.,  N.Y. 

Send  for  catalog  10 


■  i  ■ 

Original  SANITARY  Nursery 
Playthings  for  BABY 

m  ■ 

$25  or  $50  RiteAssortmen! 

It's  the  Rite  Line 

%ttx  jWor^fet  31m. 

No.  H9  West  42nd  St., New  York 

s           Opposite  Bush  Bldg. 

"STORK" 
BABY  GOODS 


Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO.  §1' 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TIMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  .the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


PILLOWS 


^^ARTPILLOWS 

wwwi*    assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


Pennant 
Darning  Cotton 

30  yd.;  8-ply;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett  &  Orswell  Co. 

Pawtucket,  R.  I. 


WHEN  IN  DOUBT— 


Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the  I 
brand.  | 


YOUR  HELP  SITUATION  jo-DAY 


Can  be  solved  by  tiie  aid  of  the 
"GRAPHIC  SERVICE  " 
WRITE  for  furtiier  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 

New 
York 
City 


FLOOR  COVERINGS 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  onr  warehouses,  located  at 
Chicaso,  St.  Louis,    Kansas  City,    Denver,  GalTeston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  A  gents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


'Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


142 

Conditions  in  Textiles 

(Continued  from  page  103) 

the  market  was  firm  and  tending  higher  has 
since  been  confirmed  by  the  announcement  of 
a  leading  silk  house  that  prices  on  its  fall 
lines  have  been  advanced  5  to  30  cents  a  yard. 
In  the  fall  showings  of  this  house,  by  the  way, 
crepes  are  a  noticeable  feature.  It  is  becom- 
ing more  and  more  apparent  that  crepes  will 
share  with  satins  the  leadership  for  fall. 

A  Piece  of  Advice 

As  to  buying  policy  for  fall,  the  piece  goods 
buyer  should  take  to  heart  the  following 
opinion  expressed  recently  by  V.  R.  Waldo  of 
F.  A.  Patrick  &  Co.,  Duluth,  Minn.: 

"There  is  no  reason  now  as  there  was  dur- 
ing the  war  for  ordering  far  ahead  of  require- 
ments in  order  to  have  goods  on  hand  at  the 
time  they  would  be  needed,  but  neither  is 
there  any  reason  for  hesitating  to  buy  goods 
that  will  be  needed  for  next  fall  business.  In 
fact  the  merchant  who  hesitates  too  long  will 
find' it  impossible  later  to  get  the  very  desir- 
able numbers  now  offered  at  prices  made  at- 
tractive purposely  because  the  same  class  of 
goods  hung  fire  last  fall  on  account  of  the  ex- 
cessively high  price,  whereas  they  are  moving 
freely  now  in  large  volume  at  the  new  low 
price." 
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Paris  Office  of  the  Dry  Goods  Econo- 
mist, 2  Rue  des  Italiens 

The    first    advanced    winter  coat 
models  shown  by  Alice  Bennard,  Dre- 
coU,  Premet,  Renee  and  Agnes  are 
three-quarter  and  full  length.  Cape 
Wi-aps  in  vested  effects  are  emphasized. 
These  are  made  in  heavy  wool  fabrics, 
velvet  or  satin.     Fur  trimmed  coats 
generally  are  full  Ifength,  belted  at  the 
hips  and  have  circular  skirts.  Straight 
line  coats  with  shoulder  capes,  hoods 
or  bloused  backs  also  are  shown.  Suits 
have  jackets  finger  length  or  longer  in 
vested  box  styles  or  in  semi-fitted  ef- 
fects with  belt  at  the  hips  and  full  flare 
peplums    of    irregular    length.  Suit 
skirts  measvire  nine  to  ten  inches  off 
the  ground  and  from  a  yard  and  a  half 
to  a  yalrd  and  three-quarters  in  width. 
Many  are  in  fancy  yoke  styles  closing 
at  the  side.     Back,  invariably  with  flat, 
deep  points  extending  several  inches 
below  the  lower  edge  of  coat  jacket. 
Suit  skirts  long  at  the  sides  are  marked 
note  everywhere.     A  big  season  in 
velvets,  broadcloths  and  fancy  satins 
is  indicated  for  Paris. 


Rank  and  File 


(Continued  from  page  93) 

with  eleven  turnover  taxes  to  be  paid  on  each 
operation  from  raw  material  to  ultimate  con- 
sumer, the  percentage  to  be  added  is  only  S^i 
per  cent  on  the  final  price. 

The  two  tables  appended  showing  final  per- 
centage on  a  suit  of  clothes  and  on  a  pair  of 
shoes  will  give  the  reader  an  idea  of  how  the 
tax  works  out  in  actual  use. 

The  Merchant's  Duty 

The  opposition  at  Washington  is  the  usual 
political  proceeding.  Education  of  the  public 
as  to  the  actual  situation  and  demonstration 
of  the  inestimable  benefit  of  such  a  system  to 
every  individual  voter  will  change  the  attitude 
of  Congressmen. 

It  is  only  necessary  for  every  thinking  per- 
son to  become  thoroughly  posted  and  to  post 
his  neighbors,  and,  finally,  to  inform  his  Con- 
gressman of  the  real  sentiment  throughout 
the  country,  to  bring  about  action  which  will 
lift  this  great  burden  from  the  nation's  in- 
dustries and  will  establish  a  sound  business 
system  of  taxation  which  will  hurt  no  one, 
but  will,  on  the  contrary,  prove  to  the  great 
advantage  of  everyone. 


William  D.  Campbell,  formerly  with 
Brown,  Thompson  &  Co.,  Hartford,  Conn.,  is 
now  with  Shartenberg's,  New  Haven,  Conn., 
as  buyer  of  piece  goods. 


George  L.  Emrich,  formerly  Western  ad- 
vertising manager  of  McCall's  Magazine,  has 
become  president  and  publisher  of  the  Fashion 
Art  Magazine,  a  Chicago  publication  devoted 
to  the  activities  and  interests  of  the  Middle 
West. 


The  new  advertising  manager  for  the 
Furchgott  store,  Jacksonville,  Fla.,  is  W.  F'. 
Cahall,  formerly  with  Wm.  Laubach  &  Sons, 
Easton,  Pa.   He  succeeds  H.  D.  Clark. 


It  will  pay  you  to  see  that  your  employees 
read  the  Economist. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


CURTAINS 


HANGERS 


WRITE  FOR  CATALOG  <^ 


BEHLES-BLUTHENTHAL  CO. 

STORE  FIXTURES 

TENNESSEE. 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
Insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

HEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Iriformation  Dept.,  239  West 
39thSt..N.  Y. 

Wholesalers   &  Importers 


Only 


DISPLAY  FIXTURES 


BEST  STEEL 
DISPLAY  RACKS 

R  ag — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 

GALVA  Illinois 


^^^^^^^^^^ 

EVERYTHING  IN  FIXTURES 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO. 

232  West  Jackson  Blvd.,  Chicago,  111. 

m 

3  in  1  Air  Brushes 

Made  in  all  sizes.    Better  in  every  way  for 
show  card  and  window  background  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl,,  Chicago 


BALDWIN 
p^kag^**  Carriers 

give  moBt  service  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madieon  Street,  Chicago 


FLYER 


Putnam's  Improved  Cloth  Chart 


Write 


THE  A.  E.  PUTNAM  COMPANY,    Washington,  la. 


<iBcl^o  2£»citi5e  Cuttainjef 

Plain  and  NoTelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fiftli  Ave.,  New  York, 
entrance  around  the  corner  on 
Thirty-flrst  Street. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


UPHOLSTERY  MATERIALS 


Do  you  need  a  good 

BUYER? 
DISPLAY  MAN? 
ADVERTISING  MAN? 
CARD  WRITER? 

ECONOMIST  WANT  ADS 

BRING     BEST  RESULTS 


furniture 
equipment 

'MANUFACTURERS  FOR  OVFR50YRS. 


EISCHMANNCO 

229  to  239  West  36th  Street,  H.  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 
PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,  NEW  YORK 


WAX  FIGURES 


The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 
French 
^    Wax  Figure  Company 
70  West  Water  St.,   Milwaukee,  Wis.;  715  Medinah 
Bldg.,  Chicago,  111. 


PAPER  SHREDDERS 


Make  Your  Show  Windows  Pay  Your  Renl 

Our  line  of  Period 
Display  Fixtures 
wil  1  help  jrou  make 
effective  Window 
Displays. 
Send*  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547  W  .  4thSt..Cincinnati.Ohio.  U.S.  A. 


ASK  TO  St<E  THE  "MCCASKEV  TRIP." 
WRITE  rOR  CAMPLCS  AND  PRICeS 

The  McCaskey  register  Co. 

Al  I^IANCE.  OHIO  . 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  results.bigger 
business,  belter  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  detail*  FREE  upon  re- 
quest. 

the1;conomy  service 

231  W.  39th  Street  New  York  City 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  ,  excelsior. 
Send  for  leaflet.  ^ 

Blomfeldi&Rapp  Company 

108  N.  Jefferson  Street 
CHICAGO.  ILL. 


Stop  Hiding  Your  Merchandise,  Display  It. 

Give  your  merchandise  a  chance  to  sell  it.self,  thru 
attractive  displays.    Make  it  easy  for  customers  to 
Buy— easy   tnr   you   to  sell. 
The  S-X  Display  Raclis  will 
give   you    this   service,  and 
more.    Write  for  circulars. 
SYLVAN 
SPECIALTY 
SHOP  ' 
552  W.  Lake  Sir., 
Chicaeo.  Illinois 
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For  kids  wash  clothes 

RENFREW 
DEVONSHIRE 

ft  Yam-Dyed  ^   T     ^\  T   fj  •Outwears 
Fabric       ^  L^\y    1     n.  Galatea" 


The  Genuine  has  "  RENFREW  DEVONSHIRE  CLOTH  "  stamped  on  the  selvag* 


The  economical 
cotton  cloth 
Wears  like  iron 

SINCE  1867 
Also  makers  of 
RENFREW    COLORED  DAMASK 
RENFREW    NUVOGUE  FABRICS 
RENFREW  GREAT  WHITE  FABRICS 


F.    U.    STEARNS    &  COMPANY 

SELLING  AGENTS 
9  Thomas  Street  New  York 
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LEADERSHIP! 

— the  reward  for  rigid  adherence  to 
High  Standards. 

"OLD  BLEACH"  Pure  Irish  Linens 
maintain  their  lead  by  sheer  Merit. 

— Pure  selected  flax  yam — Fine  ar- 
tistic designs — ^Sun-Bleached — and 
prepared  for  attractive  display  with 
the  famous  "OLD  BLEACH"  Finish. 

These — with  exact  costing  and  strict 
Mill  efficiency — give  what  you  need 
most  in  this  "Buyers'  Market"  — 
VALUE ! 

The 

"OLD  BLEACH"  LINEN  CO.,  Ltd. 

Eeg.  Trade  Mark 

23-25  East  26th  Street        -:-        New  York 

Canadian  Representative:  W.  H.  STELEY 
22  West  Wellington  Street,  Toronto,  Ont. 
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R.  B.  Bunting — Floorcoveiings,  draperies  and 

other  home  goods;  linens 
W.  D.  Darbt — Silks,  woolens,  worsteds,  cottons 
Gu8  Henning — Store  service  and  equipment 

C.    K.    MoDbrmxjt,  Jr.— Knit   underwear  and 
hosiery 

Miss  Jack  Skblbt — Laces,  embroideries,  ribbons, 
tnmmmgs 


DEPARTMENT  EDITORS 

J.  E.  BOLLAND — Women's  and  misses'  apparel 
Miss  Mat  Hallett — Fashions  as  they  influence 
merchandise 

Gut  Hubbart — Retail  advfertising,  and  "how  to 
sell  it"  articles 

Leopold  Minstbr — Store  and  office  manage- 
ment ;  accounting  and  system 

Mrs.  Bernicb  Todd— Corsets,  brassiSres ;  fancy 
goods ;  toys 


J.  L.  Carqill — Shoes ;  men's  wear  ;  boys'  wear 

Mrs.  Bbiatricb  Hastings — Gloves ;  veUlngs ; 
women's  neckwear 

Miss  Helen  Lehman — Children's  and  infants' 
goods,  knit  outerwear ;  store  educational 
work 

G.  A.  VanMeter — ^Women's  apparel 


London  Office,  11  Haymarket,  S.W.I — John  C. 


Washington  OfHce,   816  Fifteenth  St.,  N.W. — 
William  L.  Dalbt 


Paris  Office,  2 
Hubbard 


Rue  des  Italiens — Misa  Laura 
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In  Next  Week's  Economist 

Our  Regular  Carpet  Feature,  which  Is  Published  Every  Fourth  Week — 
A  full  report  of  the  recent  Smith  auction  sale  of  rugs  and  carpets  will  be  presented  together  with  an 
article  dealing  with  the  problems  which  face  the  carpet  buyer  of  a  small  store. 

Jules  S.  Bache  will  throw  further  light  upon  the  workings  and  effect  of  a  turnover  tax. 
The  merchandise  manager  will  be  interested  in  a  special  calendar  drawn  up  for  his  benefit. 
Also,  Men's  Wear  Feature. 

* 

If  it's  of  interest  to  the  trade  it's  in  the  Economist 
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J  Letter  of  Appreciation 


COINCIDENT  with  the  opening 
of  our  Fall  Hnes  and  with  the 
occupancy  of  our  new  show 
rooms,  we  take  this  occasion 

—to  thank  the  8000  dealers  for  the 
splendid  cooperation  that  has  helped 
us  build  this  great  business  in  so 
short  a  time, 

— and  to  pledge  our  every  effort  to 
deserve  a  continuance  of  this  cooper- 
ation. 


OUR  Fall  Hnes  are  highly  favored 
and  we  have  a  large  booking  of 
orders.  We  are  sure  you  will  be  in- 
terested in  our  notable  showings  of 

DOUBLE  SILK  GLOVES 
THREAD  AND  GLOVE  SILK  HOSIERY 
GLOVE  SILK  UNDERWEAR 
IMPORTED  SUEDE  FABRIC  GLOVES 


VAN  RAALTE  COMPANY 

Fifth  Avenue,  30th  to  31st  Streets,  New  York,  N.  Y. 

105  S.  Dearborn  Street.  Chicago,  111.       12  West  Street,  Boston,  Mass.       25  Kearney  Street,  San  Francisco,  Cal. 
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To  Make  an  Effective  Agency  More  Effective 


To  those  unfamiliar  with  the  situation 
it  may  seem  strange  that  the  Secre- 
tary of  Commerce  is  now  asking  Con- 
gress for  an  additional  appropriation  of 
more  than  $600,000  for  his  Department.  The 
need  for  governmental  economy  has  been  so 
stressed  of  late  and  is  so  keenly  realized  by 
the  great  majority  of  our  citizens  that  many 
may  at  first  thought  be  inclined  to  wince 
at  a  demand  for  even  so  small  a  sum  as 
Mr.  Hoover  asks  for — small,  that  is,  when 
compared  with  the  vast  outlays  for  which 
the  Federal  Government  is  now  compelled 
to  provide.  Mr.  Hoover,  however,  has  studied 
the  needs  of  his  Department  with  unusual 
care,  and  he  has  brought  to  light  conditions 
which  indicate  that  increasing  the  funds  of 
his  Department  by  the  sum  named  is  not 
only  essential  but  will  also  prove  a  mighty 
good  investment  when  viewed  in  the  light 
of  the  results  it  will  produce  for  American 
business. 

Therefore,  we  are  at  one  with  the  Secre- 
tary in  his  request  for  the  additional  appro- 
priation, and  we  believe  the  facts  we  are 
about  to  adduce  will  create  a  similar  view 
on  the  part  of  our  readers. 

FEW  business  men  realize  the  extent  and 
variety  of  the  work  which  the  Depart- 
ment of  Commerce  is  charged  with  carrying 
on.  It  includes  the  collection  and  distribu- 
tion of  voluminous  data  as  to  population, 
manufactures,  etc.,  effected  by  the  Bureau  of 
the  Census,  this  important  Bureau  being  one 
of  the  several  subsidiaries  or  divisions  of  the 
Department.  Of  equal  arduousness  and  im- 
portance is  the  work  of  the  Bureau  of  For- 
eign and  Domestic  Commerce.  In  that  divi- 
sion are  collected,  compiled  and  published 
statistics  relating  to  imports  and  exports, 
these  being  given  in  detail  and  classified 
according  to  an  almost  endless  number  of 
commodities  as  well  as  in  relation  to  the 
countries  from  which  the  goods  come  or  to 
which  they  are  shipped.  These  statistics  are 
issued  monthly,  and  associated  with  them 
are  figures  relating  to  other  features  of  for- 
eign trade — for  example,  the  import  prices 
and  export  prices,  imports  and  exports  of  gold 


and  silver,  merchandise  in  bonded  ware- 
houses, etc. 

The  Bureau  of  Foreign  and  Domestic 
Commerce  also  has  under  its  jurisdiction  a 
num^ber  of  representatives  abroad,  whose 
duty  it  is  to  study  trade  conditions  in  the 
country  or  district  to  which  they  are  as- 
signed. Through  the  State  Department  the 
Bureau  obtains  reports  from  the  United 
States  consular  officers.  Reports  from  these 
various  sources  are  published  daily,  especial 
attention  being  given  to  the  presentation  of 
news  as  to  opportunities  for  the  sale  of 
American  products  abroad. 

We  have  not  space  here  to  more  than 
touch  the  edge  of  the  services  rendered  to 
American  business  by  this  Bureau.  Some 
idea  of  their  extent  and  diversity  is  afforded 
by  the  fact  that  some  time  ago  the  Economist 
published  four  lengthy  articles  in  which 
these  activities  were  set  forth. 

Passing  hastily  on  to  the  other  Bureaus 
included  in  the  Commerce  Department,  we 
mention  the  Bureau  of  Standards.  This  was 
originally  established  for  the  purpose  of 
taking  care  of  the  physical  standards  of 
weights  and  measures.  With  the  spread  of 
science  the  need  for  standards  has  multiplied 
— in  connection  with  electricity,  heat,  light, 
chemistry,  etc.  The  Bureau  is  a  laboratory 
for  the  working  out  of  many  of  the  problems 
of  American  industries.  Besides  being,  as 
it  is  at  present,  at  the  services  of  manufac- 
turers and  others  for  technical  examination 
of  grades,  qualities,  fineness,  strength  and 
other  characteristics  of  products  and  com- 
modities of  all  classes,  the  Bureau  can,  with 
adequate  funds,  be  made  a  powerful  factor 
in  the  simplification  of  output  and  the  elimi- 
nation of  waste. 

There  are  also  the  Bureau  of  Fisheries 
and  the  Bureau  of  Lighthouses,  the  duties 
of  which  are  made  fairly  clear  by  their 
names.  There  is  the  Coast  and  Geodetic 
Survey,  whose  principal  duty  is  the  survey 
of  the  coast  of  the  United  States,  which, 
counting  in  Alaska  and  including  the  inden- 
tations and  convolutions  of  the  littoral  of 
its  tidal  rivers,  islands,  bays,  sounds  and 
gulfs,  measures  no  less  than  91,000  miles. 


The  scope  of  the  Survey  extends  much  fur- 
ther than  this,  however,  since  it  now  includes 
all  coasts  under  the  jurisdiction  of  the 
United  States.  The  Survey  includes  divi- 
sions devoted  to  computing,  chart  construc- 
tion, instruments,  and  tides.  For  example, 
the  Tidal  Division  furnishes  to  mariners  in- 
formation as  to  high  and  low  tides  in  from 
3000  to  4000  ports  all  over  the  world. 

The  Bureau  of  Navigation  has  general 
supervision  of  the  merchant  marine  and  in 
certain  matters  it  also  has  general  super- 
vision of  merchant  seamen.  It  has  to  decide 
questions  connected  with  the  issuance  of 
registers  and  licenses  of  vessels  all  the  way 
from  transatlantic  liners  to  motor  boats.  It 
is  charged  with  the  enforcement  of  certain 
laws  related  to  navigation  and  with  the  com- 
piling of  reports  as  to  their  operation.  It 
has  direct  relations  with  Collectors  of 
Customs. 

There  is  also  the  Steamboat  Inspection 
Service,  among  whose  duties  are  the  inspec- 
tion of  the  hulls  and  machinery  of  steam 
vessels  and  the  administration  of  the  laws 
as  to  equipment  of  passenger  vessels  with 
boats,  rafts,  watertight  bulkheads,  life- 
saving  apparatus  and  fire-fighting  apparatus. 
Obviously,  the  lives  of  those  nearest  and 
dearest  to  any  of  us  may  depend  at  some 
time  or  other  on  the  efficiency  of  this  agency 
of  the  Commerce  Department. 

/^UR  space  permits  us  to  touch  merely 
a  few  of  the  high  spots  relating  to  the 
work  of  the  Department  and  its  subdivisions. 
Yet  surely  we  have  said  enough  to  indicate 
something  of  the  vast  scope  as  well  as  of 
the  importance  of  the  work  now  carried  on 
in  behalf  of  the  business  interests  of  this 
country. 

Wide  as  is  this  scope  and  vital  as  is  the 
need  for  the  services  rendered,  the  Commerce 
Department's  functions  sadly  need  to  be  ex- 
tended. 

This  is  true  especially  as  regards  the 
gathering  and  dissemination  of  statistics  and 
other  information  relating  to  domestic  indus- 
try and  commerce.  The  appellation,  "Bureau 
of  Foreign  and  Domestic  Commerce,"  has 
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hitherto  been  a  good  deal  of  a  misnomer; 
largely  because  of  lack  of  funds,  little  study 
or  investigation  has  been  devoted  to  such 
matters  as  production  and  stocks  on  hand 
of  basic  commodities.  Yet  it  is  apparent 
that  undue  speculation  could  be  avoided 
through  accurate  knowledge  as  to  the  supply 
of  coal,  for  instance,  or  in  the  case  of  raw 
materials.  Statistics  of  this  character  are 
now  collected  and  published  by  the  Bureau 
of  the  Census  in  relation  to  cotton  and  to 
leaf  tobacco.  It  is  obvious,  however,  that 
the  business  community  would  derive  infi- 
nite advantage  from  the  carrying  forward  of 
such  activities  in  connection  with  wool,  coal, 
petroleum,  iron  and  steel,  textiles,  and  other 
basic  industries. 

For  example,  would  not  the  speculation 
in  cotton  goods,  which  was  so  rampant  in 
1918  and  1919,  and  proved  a  powerful  factor 
in  boosting  prices  to  a  point  something  like 
300  per  cent  above  those  of  1914,  have  been 
kept  within  due  bounds  had  distributors  pos- 
sessed authoritative  information  as  to  the 
available  supply? 

WE  say  "authoritative  information." 
And  this  brings  us  to  another  essen- 
tial of  the  Department's  work,  and  one  which 
Secretary  Hoover  undoubtedly  has  had  in 
mind  in  making  his  request  for  increased 
funds.  It  is,  unfortunately,  a  fact  to-day 
that  the  accuracy  of  figures  collected  and 
compiled  by  the  Department  of  Commerce 
(as  of  the  statistical  work  of  other  Govern- 
mental agencies  at  Washington)  is  fre- 
quently open  to  question.  Serious  errors 
were  recently  acknowledged  in  the  monthly 
statistics  relative  to  imports  and  exports. 
And  the  cause  of  these  mistakes  was  that 
the  work  had  of  necessity  to  be  intrusted  to 
an  employee  who  was  in  receipt  of  the 
princely  salary  of  nine  hundred  dollars  per 
annum ! 

Is  it  any  wonder,  then,  that  Secretary 
Hoover  is  asking  for  more  funds  with  a  view 
to  making  certain  that  accuracy  shall  be 
inherent  in  the  figures  got  out  by  his  De- 


partment? Here,  indeed,  is  a  case  of  "what 
is  worth  doing  at  all  is  worth  doing  well." 

Again,  figures  are  of  little  value  unless 
they  are  issued  promptly  and  thus  made  avail- 
able at  the  time  they  are  needed.  At  present 
in  the  Commerce  Department,  as  in  other 
Government  agencies,  statistics  and  other 
information  in  most  instances  come  out  so 
far  behind  the  time  at  which  they  ought  to 
be  published  as  to  be  of  little  use  to  the 
business  men  to  whom  they  might  have 


Domestic^  or  Foreign 
Market  Value? 


Counted  as  Profits 


'pmS  week's  decision  of  the  United 
States  Supreme  Court  to  the  effect 
that,  in  computing  excess  profits  taxes, 
increased  value  of  capital  assets  must 
be  considered  by  a  corporation,  is  of 
vital  importance  to  numerous  concerns. 

The  decision  disposes  of  the  plea 
that  such  appreciated  value  ought  to  be 
construed  as  invested  capital  and  added 
to  invested  capital,  and  holds  that  such 
items  must  be  considered  and  com- 
puted as  profits  and  are  therefore  sub- 
ject to  taxation  under  the  excess  profits 
act.  The  constitutionality  of  the  law 
is  also  sustained. 


proved  so  valuable.  This  delay  is  far  from 
being  directly  the  fault  of  the  Department. 
It  is  the  result  both  of  underpaid  employees 
and  of  an  insufficient  number  of  employees. 

The  remedy  for  the  existing  condition  is 
obvious.  It  can  be  expressed  in  two  words: 
More  money. 

We  sincerely  hope,  therefore,  that  Con- 
gress will  grant  the  needed  funds  to  the 
Commerce  Department.  We  are  satisfied 
that  the  results  obtained  under  Secretary 
Hoover's  direction  will  vastly  exceed  in  value 
the  amount  of  the  appropriation  and  that 
the  outlay,  as  suggested  at  the  outset  of  this 
article,  would  be  not  a  mere  expense  but  a  re- 
munerative investment. 


IMPORTERS  will  dcJubtless  find  difficulty 
in  agreeing  with  the  views  expressed  by 
Judge  Marion  De  Vries  of  the  United 
States  Customs  Court  of  Appeals  as  to  the 
feasibility  and  advisability  of  assessing  duties 
on  imports  on  the  value  or  price  prevailing 
here  instead  of  on  the  foreign  market  value. 

Reference  was  made  in  our  issue  of  May  7 
to  the  Judge's  utterances  on  this  subject  as 
presented  during  the  recent  convention  of  the 
Chamber  of  Commerce  of  the  United  States. 
Going  into  the  matter  in  more  detail,  with  a 
copy  of  his  address  before  us,  it  is  to  be  noted 
that  Judge  De  Vries  stresses  the  fact  that  "so- 
called  free  trade  England  legally  prescribes 
home  valuation  in  the  levy  and  collection  of 
import  duties."    He  also  urges  that  the  do- 
mestic market  price  is  a  more  certain  and 
uniform  basis  of  tariff  valuation  than  foreign 
market  value.    He  stresses  the  difference  in 
market  values  of  similar  goods  in  different 
countries,  and  he  points  out  that  a  tariff  valua- 
tion based  on  the  foreign  market  valuation  re- 
sults in  a  different  basis  for  the  assessment 
of  duties  and  in  "a  different  amount  of  duties 
collected  upon  the  same  goods  when  imported 
from  the  several  different  countries."   He  de- 
clares, therefore,  that  "instead  of  a  uniform 
basis,  as  to  every  country,  of  tariff  valuation, 
upon  the  same  article,  we  have  as  many  vari- 
ant bases  and  different  amounts  of  duty  col- 
lected as  there  are  countries  of  exportation." 

"Every  financial  panic,"  he  adds,  "every 
commercial  upheaval  or  depression,  every 
political  disturbance  occurring  in  any  foreign 
country  exporting  to  this  country  registers  a 
change,  and  often  radical  changes,  as  is  to- 
day occurring  in  the  valuation  basis  and  con- 
sequent amount  of  our  import  duties." 

With  different  prices  prevailing  for  similar 
products  in  different  countries  the  rate  of  duty 
necessarily  varies  according  to  those  prices 
when  duties  are  collected  on  foreign  market 
value.   This,  Judge  De  Vries  points  out,  gives 

^Continued  on  page  20) 


Uncle  Sam:    "Some  jigsaw  puzzle,  this  re-grouping  of  my  governmental  agencies!     But  we  11  be  able  to  solve  it. 
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Senate  Committee  Hears  Retailers' 
Arguments  for  Turnover  Tax 

C.  B.  Clarke  Appears  Before  Body  in  Behalf  of  Merchant  Organi- 
zations— Non-Essentials  and  Special  Excise  Levies  Opposed  — 
New  Englanders  Enthusiastic  for  Plan — Hoover's  Idea  of  Edu- 
cating Public  on  Prices  Meets  with  Approval  of  Trade 


ORGANIZED  merchants  of  the  country 
have  submitted  a  plan  of  tax  revision  to 
the  Senate  which  is  designed  to  bring 
adequate  revenue  without  imposing  un- 
due hardships  upon  the  Government  for  col- 
lection, or  on  the  retailer  or  consumer  for 
payment.  They  have  suggested  the  substi- 
tution of  a  turn-over  or  sales  tax  on  all  sales 
of  goods,  wares  and  merchandise,  to  make  up 
the  deficiency  caused  by  the  repeal 
of  the  excess-profits  tax,  the  low-  •  " 
ering  of  the  surtaxes  and  indi-  t 
vidual  income  and  the  elimination  t 
of  excise  taxes  which  have  been  • 
proposed  because  of  the  existing  | 
inequities  and  inequalities.  t 
The  arguments  of  the  mer-  f 
chants  were  presented  by  C.  B.  | 
Clarke,  controller  of  the  J.  L.  t 
Hudson  Co.,  Detroit,  who  ap-  ? 
peared  in  behalf  of  the  National  I 
Retail  Dry  Goods  Association,  the  ■ 
National  Association  of  Retail  ? 
Clothiers,  the  National  Shoe  Deal-  I 
ers'  Association  and  the  National  I 
Garment  Retailers*  Association.  ? 
Senators  questioned  Mr.  Clarke  f 
as  to  the  effects  of  excess-profits  I 
tax  upon  prices.  He  impressed  ? 
them  with  the  fact  that  the  aboli-  ? 
tion  of  excess-profits  would  allow  I 
lower  prices  because  it  would  ? 
eliminate  many  uncertainties  \. 
and  eventually  reduce  overhead 
charges. 

Clarke  Submits  Plan 

The  plan  which  the  Association  evolved  and 
adopted  by  referendum  to  the  N.  R.  D.  G.  A. 
and  since  ratified  by  the  three  co-operating 
associations,  was  submitted  by  Mr.  Clarke. 
Briefly,  the  retailers  proposed  that  all  income 
should  be  divided  into  three  classes.  A  4  per 
cent  tax  on  income  received  from  salaries  and 
wages  for  manual  or  mental  effort  was  pro- 
posed for  the  first  $4,000  and  8  per  cent  on 
the  remainder  above  the  exemption,  allowing 
$2,500  for  the  head  of  a  family,  and  $500  for 
children  or  dependents.  Of  direct  application 
to  business  the  merchants  suggested  a  tax  on 
all  business  with  no  further  tax  when  dis- 
tributed to  the  investor.  The  organization 
suggested  a  tax  of  10  per  cent  on  business  in- 
come with  an  exemption  of  $5,000,  making  no 
attempt  to  define  business.  They  further  sug- 
gested a  normal  tax  of  10  per  cent  on  all  other 
income  outside  of  salary  and  business,  with 
the  application  of  surtaxes  on  it  and  on  no 
other  individual  income  at  the  rates  of  the 
1913  Act  with  an  exemption  from  the  surtax 
of  $20,000,  and  beginning  with  a  1  per  cent 
on  such  incomes  between  $20,000  and  $50,000, 
increasing  the  rate  so  that  all  income  above 
$500,000  shall  pay  a  surtax  of  6  per  cent. 

Sales  Tax  Arguments  Offered 

The  Senate  Finance  Committee  was  ad- 
vised that  the  removal  of  the  transportation 
tax  would  reflect  itself  in  the  reduction  of 
commodity  prices.    The  abolition  of  the  tax 


Washington  Office  of  the  Dry  Goods  Econ- 
omist, 816  Fifteenth  St.,  Washington,  D.  C. 

on  so-called  non-essentials  and  all  special  ex- 
cise taxes,  the  capital  stock  tax  and  special 
stamp  tax  was  urged  by  the  retailers'  com- 
mittee. It  was  stated  that  the  revenue  lost  by 
the  elimination  of  these  discriminating  taxes 
would  be  replenished  by  the  adoption  of  a 


OPPOSE  THIS  BILL! 


sales  tax.  Replying  to  a  suggestion  of  Senator 
Jones  of  New  Mexico,  Mr.  Clarke  informed 
the  Senate  that  it  would  be  impossible  to  at- 
tach stamps  to  every  sale  of  merchandise  be- 
cause of  millions  of  transactions  which  are 
completed  annually. 

The  retailers  made  it  clear  to  the  commit- 
tee that  a  sales  tax  applied  to  all  dealers,  rather 
than  any  class  of  dealers,  would  be  fairer, 
more  equitable,  and  simpler  in  administration 
and  collection,  because  it  would  necessitate  no 
differentiation  in  sales  and  no  determination 
at  time  of  the  sale  as  to  what  is  taxable.  Mr. 
Clarke  emphasized  the  fact  that  under  the 
organized  retailers'  tax  recommendation  the 
tax  content  of  the  present  sales  dollar  would 
be  reduced  from  23  cents  to  about  16  cents. 
He  said  that  the  sales  tax  would  provide  a 
constant  flow  of  money  into  the  Treasury  in- 
stead of  in  quarterly  installments,  because  the 
retailers  could  make  their  tax  returns  from 
their  monthly  statements.  It  would  do  away 
with  the  special  sales  taxes  which  have  been 
so  burdensome  and  obnoxious. 

New  Englanders  See  Harding 

New  England  retailers  were  so  enthusiastic 
about  the  sales  tax  that  they  explained  their 
position  to  President  Harding  in  a  brief  con- 
ference Friday.  They  also  talked  it  over  with 
Secretary  of  the  Treasury  Mellon,  who  out- 
lined the  financial  situation  in  such  a  manner 
as  to  change  their  presentation  to  the  Senate 
Committee.  The  President  and  Treasury  chief 
were  advised  as  to  the  price  condition  con- 
fronting the  retailers  of  the  country.  The 


Administration  ofiicials  showed  sympathy  but 
did  not  commit  themselves  to  any  plan.  Charles 
F.  Bacon,  president  of  Chandler  &  Co.,  Bos- 
ton, as  chairman  of  the  Massachusetts  Retail 
Dry  Goods  Association,  endorsed  the  sales  tax 
plan  of  the  National  Association  and  suggested 
a  15  per  cent  profits  tax  as  proposed  by  the 
Longworth  bill.  He  was  followed  by  Felix 
Vorenberg  of  the  Gilchrist  Co.,  Boston,  and 
Guy  Cox,  chairman  of  the  tax 
committee  of  the  Boston  Chamber 
of  Commerce.  T.  C.  Mirkil,  sec- 
retary of  the  National  Shoe  Re- 
tailers' Association,  filed  a  brief 
in  favor  of  the  sales  tax  and  pro- 
posing internal  revenue  revision 
similar  to  the  dry  goods  organi- 
zations. George  W.  Mitton, 
president  of  the  Jordan-Marsh 
Co.,  Boston;  C.  Hudson  Johnson, 
president  of  Burrows  &  Sanborn, 
Lynn,  and  Arthur  Madison,  sec- 
retary of  the  Association,  were 
the  other  members  of  the  New 
England  delegation. 

Walter  W.  Liggett,  represent- 
ing the  committee  of  manufac- 
turers and  merchants  on  Federal 
taxation  and  the  Farmers'  Fed- 
eral Tax  League  of  America,  op- 
posed the  passage  of  the  Sraoot 
bill,  and  urged  the  land  values 
tax  as  a  substitute.  He  declared 
that  the  committee  of  manufac- 
turers and  merchants  represented  30,000  of 
the  leading  business  firms  of  the  country  who 
believed  that  the  sales  tax  would  increase  the 
final  cost  of  most  commodities  from  5  to  50 
per  cent,  and  the  inevitable  result  would  be  a 
deplorable  reduction  in  the  volume  of  busi- 
ness. 

H.  C.  McKenzie,  tax  representative  of  the 
American  Farm  Bureau  Federation,  opposed 
the  program  of  the  retailers  and  protested 
against  the  enactment  of  a  sales  or  turn-over 
tax,  the  repeal  of  the  excess-profits  tax  and 
the  lowering  of  the  surtax  brackets. 

Hoover's  Idea  Well  Liked 

Retail  merchants  of  the  country  believe 
that  Secretary  of  Commerce  Herbert  Hoover 
has  solved  one  of  the  fundamental  problems 
of  the  trade  with  the  suggestion  that  the 
public  should  be  enlightened  as  to  legitimate 
margins.  They  have  agreed  to  co-operate 
with  the  Government  in  the  compilation  of 
price  statistics  in  order  that  the  buyers'  con- 
fidence may  be  restored  and  trade  returned  to 
normal  channels.  The  campaign  of  education 
will  be  undertaken  immediately  with  the  firm 
conviction  that  public  criticism  of  the  retail 
prices  will  disappear  if  the  representations  of 
the  merchants  are  supported  by  official  Gov- 
ernment figures. 

Secretary  Hoover  told  the  large  delegation 
from  the  National  Retail  Dry  Goods  Associa- 
tion, the  National  Shoe  Retailers'  Association 
and  the  National  Retail  Clothiers'  Associa- 
tion, who  conferred  with  him  here  Friday  of 

(Continued  on  page  41) 


np  HE  Interstate  Commerce  Committee  of  the  United  States  Senate 
announces  that  it  will  begin  hearings  on  the  Capper  "Truth  in 
Fabric"  bill  on  June  ist. 

This  measure  has  at  various  times  been  discussed  in  the  Economist. 
It  would  require  the  manufacturer  to  stamp  on  the  back  or  selvage  of 
each  yard  of  any  woven  fabric  purporting'  to  contain  wool  a  statement 
as  to  the  raw  materials  the  textile  contains.  Any  article  of  apparel 
made  from  such  fabric  would  have  to  bear,  in  addition  to  the  stamp, 
a  tag,  sewed  on,  containing  the  same  information. 

The  National  Sheep  and  Wool  Bureau  of  America  has  organized  a 
strong  advocacy  for  this  bill.  Dry  goods  men  ought  strongly  to 
oppose  it.  Write,  therefore,  at  once  to  Washington,  to  the  Senators 
composing  the  committee,  setting  forth  your  reasons  for  opposing  the 
measure.  These  Senators  are:  Albert  B.  Cummins,  chairman;  Charles 
E.  Townsend,  Robert  M.  La  FoUette,  Miles  Poindexter,  George  P. 
McLean,  James  E.  Watson,  Frank  B.  Kellogg,  Bert  M.  Femald,  Jos. 
S.  Frelinghuysen,  Davis  Elkins,  ElUson  D.  Smith,  Atlee  Pomerene, 
Henry  L.  Myers,  Oscar  W.  Underwood,  Josiah  O.  Wolcott  and  A.  O. 
Stanley. 
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Why  Not  Convert  Waste  Space  in  Store 
Into  Revenue  Raising  Department? 

There  Are  Many  Firms  Who  Give  a  Lot  of  Valuable  Room  to 
"Trimmings"  of  All  Kinds  Which  Will  Never  Make  the  Cash  Reg- 
ister Work  Overtime — Here  Are  Cited  the  Examples  of  a  Few 
Concerns  Who  Converted  an  Arid  Desert  Into  a  Fertile  Plain 


THOSE  of  us  just  a  few  years  before  or 
after  forty  remember  the  good  old  gen- 
eral stores  of  our  home  town.  The 
store  whose  owner  when  he  wanted  to  add 
more  merchandise  or  a  new  department  merely 
drove  a  few  more  nails  in  the  wall  and  hung 
department  number  20  there,  or,  if  the  walls 
were  full,  he  put  hooks  in  the  ceiling.  Happy 
was  the  merchant  of  the  day  whose  first  floor 
resembled  a  cave  cut  through  a  mountain  of 
goods,  leaving  baskets,  hams,  pickles,  lan- 
terns,* calico  and  all  human  needs 
bristling  from  sides  and  roof  like 
toys  on  a  grotesque  Christmas 
tree. 

Those  were  the  happy  days 
because  merchants  weren't  wor- 
rying about  advertising,  mer- 
chandising, overhead,  sales  per 
square  foot,  etc.,  through  the 
usual  list  of  retail  troubles. 

A  Strange  Discovery 

Why  do  we  have  these  troubles 
now?  Because  we  took,  in  some 
cases,  hundreds  of  little  stores 
and  put  them  under  one  roof  in 
the  belief  that  merchandise  could 
be  sold  for  less  by  this  method. 
It  could  be,  and  was  until  we 
started  "stunting,"  then,  like  the 
boy  who  ate  too  many  green 
apples,  things  suddenly  began  to 
happen. 

And  the  most  startling  thing 
that  occurred  was  the  discovery, 
about  the  end  of  the  war,  that 
department  stores  MUST  show  a 
profit  of  from  26  to  30  per  cent 
upon  the  selling  price  in  order  to 
continue  in  business.  The  aver- 
age for  1919  was  30  per  cent. 

Some  men  said  that  we  had  merely  over- 
stepped the  law  of  diminishing  returns,  but 
this  is  not  borne  out  by  facts,  for  these  costs 
apply  pretty  generally  to  stores  doing  from 
half  a  million  to  twenty-five  millions  per 
year.  So  it  isn't  a  question  of  how  MUCH 
is  sold,  but  of  HOW  it  is  sold.  We  did  over- 
step a  law  of  diminishing  returns,  but  not 
the  one  first  thought  of. 

Observe  the  Change 

Go  back  to  the  little  store.  About  the 
only  space  not  used  for  selling  was  a  small 
office,  four  feet  square,  used  by  the  proprie- 
tor for  his  crude  bookkeeping.  And  such  a 
place  was  usually  full  of  hams  or  potatoes 
or  something  which  gave  the  merchant  a  good 
excuse  for  not  using  it. 

Visit  most  any  of  our  modern  stores  and 
you'll  find  entire  floors  given  over  to  offices, 
recreation  rooms  and  all  sorts  of  rooms  in 
which  not  a  dollar's  worth  of  goods  is  sold 
or  kept. 

Therein  lies  one  of  our  chief  troubles. 
We've  long  since  overstepped  the  safety  line 
in  the  amount  of  space  that  can  be  *given  in 
ANY  store  building  to  NON-SELLING  ac- 
tivities.   What  is  more,  we've  GOT  to  get 


By  Ernest  C,  Hastings 

back  to  safer  ground,  if  the  department  store 
idea  is  to  continue. 

Fortunately,  no  serious  damage  has  been 
done  as  yet.  It  is  true  many  department 
stores  have  been  compelled  to  give  up  their 
grocery  section  and  a  few  other  departments 
because  of  being  unable  to  compete  with 
chain  and  other  store  prices.    Not  a  dan- 
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gerous  condition;  but  one  that  should  make 
you  think. 

The  remedy  is  so  obvious  that  it  scarcely 
needs  mention.  However,  here  it  is:  SELL 
MORE  PER  SQUARE  FOOT  OF  YOUR 
TOTAL  FLOOR  SPACE. 

Just  Two  Ways 

This  can  be  done  in  two  ways :  First,  by 
cutting  your  non-selling  sections  or  spaces 
to  a  minimum;  second,  either  by  enlarging 
your  present  departments  through  adding 
allied  lines  or  by  installing  new  departments. 

The  latter  will  make  the  quickest  show- 
ing on  the  result  sheet,  but  the  former  will 
give  you  less  worry,  because  of  the  fact  that 
you  will  be  handling  lines  of  which  you  know 
something.  In  either  case,  do  it  without  in- 
creasing your  buying  or  selling  force,  if  it 
is  at  all  possible — and  it  will  be  in  nine 
cases  out  of  ten. 

Examine  Your  Store 

Now,  don't  swing  back  in  your  comfort- 
able office  chair  and  say,  "It  can't  be  done." 
It  can.  I've  seen  it  done  in  many  stores. 
Helped  to  do  it,  as  a  matter  of  fact.  While 
the  thought  is  on  your  mind  walk  through 
your  store,  and  you'll  be  surprised  at  the 


hundreds,  perhaps  thousands,  of  square  feet 
which  is  not  being  used  extensively  and 
which  you  can  make  produce  thousands,  if 
not  hundreds  of  thousands  of  dollars. 

Farmers  have  made  wheat  double  its 
yield  per  acre,  by  study.  Surely  you  can  do 
as  much  with  your  business,  BY  STUDY. 
You  have  no  limitations  except  the  number 
of  hours  you  are  willing  to  use  your  brain, 
plus  a  small  amount  of  physical  effort. 

Let  me  mention  the  results  obtained  by  a 
few  stores  who  have  awakened  to 
the  possibilities  of  the  unused 
corners. 

The  Rowland  Dry  Goods  Co. 
of  Bridgeport,  Conn.,  have  a  small 
place  in  their  basement  not  more 
than  ten  by  fifteen  feet  where 
they  sold  9400  pounds  of  coffee 
last  year  at  a  profit.  Teas  were 
also  sold  in  quantities  at  the  same 
counter.  Three  people  did  the  job. 
Not  bad  for  EXTRA  business. 

Floor  Made  Utilitarian 

Lansburgh  &  Bro.,  Washing- 
ton, D.  C,  had  a  sixth  floor  given 
over  to  fitting  rooms,  school  room, 
recreation  porch  and  restaurant. 
The  fitting  rooms  were  moved 
elsewhere,  the  school  room  re- 
duced in  size  and  the  porch  in- 
closed with  glass  so  it  could  be 
used  the  year  through.  The  space 
thus  gained  was  turned  into  a 
Bargain  Sixth  which  will  do  in 
excess  of  half  a  million  dollars 
this  year. 

The  Edward  Malley  Co.  of 
New  Haven,  Conn.,  had  a  little 
room  in  the  basement  about  the 
size  of  your  home  parlor  that  was  good  for 
nothing,  apparently.  They  turned  it  into  a 
little  bargain  ready-to-wear  shop  and  over 
50,000  iron  boys  will  roll  into  it  the  first  year. 

A  mid-Western  store  had  a  balcony  which 
was  a  white  elephant  until  they  established  a 
talking-machine  department  on  it,  and  then 
the  balcony  became  one  of  the  most  profitable 
sections  in  the  store. 

Doughnuts  Made  Money 

A  Southern  store  put  one  of  those  visible 
doughnut  machines  in  the  basement  in  a  space 
five  by  eight  and  collected  $12,000  the  first 
year. 

Another  store  below  Mason  and  Dixon's 
line  took  a  space  four  by  eight  feet  on  one 
of  the  floors  and  made  a  photograph  depart- 
ment of  it.   Result  last  year  was  $6,000. 

A  New  York  store  had  a  little  waste  space 
under  a  stairway.  It  was  transferred  into  a 
jewelry  repair  section  and  took  in  $7,000  the 
first  twelve  months. 

A.  I.  Namm  &  Son  of  Brooklyn  turned  a 
subway  entrance  forty  by  forty  feet  into  a 
music  department  which  returned  $25,000  in 
one  year.  The  same  store  converted  the  space 
under  a  narrow  balcony  into  an  optical  de- 
partment which  will  result  in  $35,000  worth 

(Continued  on  page  96) 


Often  a  doctor  is  retained  by  the  year  to  preserve  a  man's 
health  and  a  lawyer  to  keep  him  out  of  trouble;  but  the 
newest  thing  in  that  line  is  a  retailer  paid  a  flat  rate  to  keep 
a  family  of  youngsters  in  clothes  and  shoes.  At  least,  an 
offer  was  made  to  the  store,  which  had  to  refuse  it. 

A  Spokane  theater  proprietor  wrote  the  Crescent  store  of 
that  city  somewhat  as  follows:  "As  the  father  of  seven 
children,  ranging  from  six  months  to  thirteen  years  of  age,  I 
am  constantly  worried  to  buy  clothes  and  shoes  for  them.  I 
don't  mind  paying  for  them,  but  I'm  a  busy  man  and  my  wife 
also  is  busy.  My  idea,  to  get  away  from  the  continual  grind, 
is  this:  Would  the  Crescent,  for  a  flat  sum  per  annum,  agree 
to  clothe  and  shoe  my  children? 

"They're  just  natural,  human  kiddies  and  wear  out  their 
clothes  in  the  usual  speedy  fashion.  We  would  benefit  by 
relief  from  the  buying  grind,  the  Crescent  would  gain  seven 
steady  customers  and  maybe  the  scheme  might  be  developed 
with  other  overworked  fathers  and  mothers  in  Spokane.  1 
should  like  your  opinion,  for  I'm  serious  about  it.  Unless 
you  have  personally  tried  to  keep  a  septet  of  babies  suitably 
covered  in  these  strenuous  times — in  the  words  of  Sliake- 
speare,  'You  don't  know  nothing  yet.*  " 

The  store  had  to  decline,  though  sympathizing  deeply. 
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German  Textile  Industry  Is  Having 
A  Hard  Time  Getting  Its  Stride 

Manufacturers  Have  Cut  Prices  of  Stocks  Radically  and  Retailers 
Have  Followed  Suit  but  the  Consumer  Is  Not  Buying — Farmers 
Dislike  Government  Control  of  Flax — Republic  Has  Hopes  of  Re- 
storing Trade  with  United  States 


THE  sudden  decline  of  prices  in  Germany 
has  hit  the  textile  industry  hard.  In 
all  lines  of  the  trade  work  is  much  cur- 
tailed and  many  factories  have  closed  down. 
The  districts  of  Saxony,  Niederlausitz  and 
Munchen-Gladbach  are  especially  hard  hit. 
Holders  of  stocks  in  most  cases  are  willing  to 
make  considerable  sacrifices  in  order  to  get 
trade  moving  more  briskly,  but  their  efforts 
are  not  meeting  with  much  success.  Manu- 
facturers are  selling  at  rock-bottom  prices  and 
many  have  cut  their  stocks  below  replacement 
values.  Even  then  manufacturers  and  mer- 
chants (from  those  of  raw  cotton  to  those  of 
the  finished  article)  are  unable  satisfactorily 
to  dispose  of  their  accumulated  stocks.  Pro- 
duction has  been  cut  down  to  the  level  of  firm 
new  orders  and  thousands  of  operatives  have 
in  consequence  been  thrown  out  of  work. 

Wool  stocks  are  heavy  and  what  is  worse 
have  been  bought  at  the  top  of  the  market  with 
little  compensation  in  the  matter  of  exchange. 
Prices  of  tops,  yarns,  and  piece  goods  are  com- 
pletely out  of  joint  when  compared  with  those 
ruling  for  wool;  and  yarns  and  pieces  in  par- 
ticular are  being  sold  at  less  than  actual  pro- 
duction cost.  Woolen  goods  of  better  quality 
have  been  reduced  20  to  30  per  cent.  Nearly 
everything  used  in  mills  has  fallen  anywhere 
up  to  25  per  cent,  some  things  even  more. 
Many  practical  members  of  the  trade  feel  that 
before  business  can  revive  manufacturers  must 
be  able  to  put  upon  the  market  blue  serge  at 
the  German  equivalent  of  $2.50  to  $3.  As 
these  were  sold  at  a  little  over  $8  a  year  ago, 
it  can  be  seen  how  precipitate  is  the  decline. 
Many  manufacturers  are  offering  goods  at  less 
than  half  the  price  current  a  year  ago  and  are 
meeting  with  little  response. 

In  the  linen  trade  the  abstinence  from 
buying  and  the  high  cost  of  raw  materials 
have  had  disastrous  results.  Raw  linen  is 
falling  and  prices  should  soon  become  rea- 
sonable. Still  there  is  little  buying,  and 
the  slump  is  causing  labor  troubles.  The 
excessive  prices  at  which  spinners  are  forced 
to  sell  their  yarn  is  having  a  serious  effect 
on  sales,  and  the  majority  of  the  public 
has  taken  to  buying  cotton  instead  of  linen 
goods. 

Flax  Industry  Under  Scrutiny 

The  fate  of  the  German  flax  industry  was 
recently  under  discussion  by  the  Agricul- 
tural Committee  of  the  Imperial  Economic 
Council.  Many  farmers  are  rebelling  against 
the  continuance  of  Government  control. 
Open  competition,  they  urge,  would  secure 
for  them  much  better  prices,  and  they 
threaten  to  abandon  altogether  the  produc- 
tion of  flax  unless  they  are  left  free.  The 
authorities  fear,  on  the  other  hand,  that 
many  farmers  may  be  reluctant  to  take  the 
risk  of  growing  flax  if  deprived  of  the  se- 
curity which  comes  from  control.  It  is, 
therefore,  contemplated  to  fix  contracts  on 
the  basis,  possibly,  of  a  minimum  price. 

The  industry  has  organized  itself  into  a 
mutual  insurance  federation;  it  hopes,  in 
the  event  of  a  falling  market,  to  be  able  to 
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keep  going  by  manufacturing  at  the  same 
time  the  cheaper  foreign  raw  material.  The 
German  Flax-Growing  Society  will  continue 
henceforth  as  a  private  body  and  will  en- 
deavor to  develop  suitable  lands  belonging 
to  the  State.  In  the  meantime  the  Agricul- 
tural Committee  has  recommended  unani- 
mously the  decontrol  of  flax  for  1921.  It 
has  also  invited  the  General  Economic  Com- 
mittee to  recommend  the  decontrol  of  linen 
yarn  as  from  Oct.  1,  1921. 

Germany  Looks  to  America 

Germany  is  fighting  against  overwhelm- 
ing odds  to  restore  her  export  trade,  which 
was  the  life  of  the  nation  before  the  war. 
She  places  great  dependence  on  relations 
with  America,  since  America  does  not  seem 
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to  side  so  heartily  with  France  and  England 
in  their  evident  intention  of  destroying  Ger- 
many. It  is  contended  here  that  the  Repara- 
tions Commission  made  terms  hard  for 
Germany  to  fulfill  for  the  very  purpose  of 
giving  France  an  excuse  for  permanently 
occupying  more  German  territory.  Mr.  J.  M. 
Keynes,  the  distinguished  British  economist, 
agrees  with  Germany  that  the  Allies'  terms 
are  difficult  of  fulfillment.  "Nobody  would 
seriously  argue,"  says  Mr.  Keynes,  "that 
Germany  could  continuously,  year  after 
year,  maintain  her  exports  at  a  value  of,  say, 
more  than  40  per  cent  of  her  imports."  The 
only  means  Germany  has  of  paying  an  in- 
demnity is  in  securities  and  goods.  Germany's 
holdings  of  international  securities  available 
for  this  purpose  are  meager.  The  bulk  of 
the  payment  must  be  in  the  form  of  goods. 
The  only  goods  which  there  is  any  prospect 
of  Germany  being  able  to  export  in  large 
quantities  are  goods  in  which  competition 
is  the  most  severe — namely,  woolen  goods 
and  cotton  goods  and  iron  and  steel.  Assum- 
ing that  Germany  can  produce  the  goods, 
what  will  be  the  effect  on  the  countries  in 
which  they  are  "dumped"? 


"Germany  was  the  greatest  producer  in 
Europe  before  the  war,"  writes  Francesco 
Nitti,  former  Italian  Minister  President,  in 
a  recent  issue  of  II  Resto  del  Carlino  "but 
to-day  we  find  her  production  hampered  by 
the  position  which  is  forced  upon  her. 
France's  thirst  for  indemnity  is  conceived  on 
such  a  scale  as  would  preclude  us  all  from 
using  anything  not  made  in  Germany." 

Factories  Looking  Up 

Germany's  exports  are  only  one-quarter 
of  those  of  peace  times,  yet  the  manufac- 
tories are  working  40  to  50  per  cent  of  peace 
time's  capacity. 

America  has  a  golden  opportunity  in  the 
future  trade  relations  with  Germany,  as 
Germany  is  willing  and  anxious  not  only 
to  favor  America  in  this  respect,  but  also 
to  use  her  good  offices  in  securing  for 
America  entree  to  the  great  Russian  trade. 
Before  the  war  Germany  was  the  largest  con- 
sumer of  American  materials.  It  is  doubtful 
if  this  position  ever  again  can  be  attained. 
Yet  the  trade  resumption  with  America  al- 
ready shows  promising  growth.  Up  till  the 
present  slump  attending  the  big  fall  in 
prices,  Germany  was  the  second  largest  pur- 
chaser of  American  cotton. 

The  cotton  bought  by  Germany  from  Amer- 
ica last  year  was  worth  about  $34,000,000  as 
compared  with  $8,160,000  in  1913.  The 
amount  was  376,071,268  pounds  as  compared 
with  591,342,062  pounds  in  1913.  Germany 
manages  to  pay  for  these  exports  through 
credits  she  has  established  in  Holland  and 
Denmark.  Then,  as  explained  in  a  previous 
article,  large  consignments  of  raw  materials 
are  sent  to  German  manufacturers  under  an 
arrangement  by  which  the  finished  goods  re- 
main the  property  of  the  American  exporter, 
the  manufacturer  receiving  a  stipulated  per- 
centage of  the  price  realized  by  the  manufac- 
tured article  as  payment  for  his  services. 

Despite  her  export  efforts,  German  Gov- 
ernment finances  are  in  a  deplorable  plight. 
The  Imperial  floating  debt,  including  treas- 
ury bills,  now  amounts  to  173,980,000,000 
marks.  This  figure  shows  that,  in  spite  of 
increased  receipts,  the  State  cannot  yet 
frame  a  favorable  balance  sheet.  Direct 
taxation,  although  not  yet  fully  collected, 
is  already  so  high  that  it  has  a  paralyzing 
effect  on  trade. 

An  increase  is  out  of  the  question.  The 
country  has,  in  fact,  reached  a  point  where  the 
less  the  Government  demands  in  theory  the 
more  it  is  likely  to  get  in  practice. 


Recently  a  New  Jersey  retailer  advertised 
and  sold  as  Anderson  ginghams  goods  which 
were  not  those  of  the  Wm.  Anderson  Textile 
Manufacturing  Co.  Suit  was  brought  by  that 
concern,  and,  despite  the  defendant's  claim 
that  it  had  been  a  mistake,  judgment  was 
given  in  favor  of  the  plaintiff.  It  cost  the 
retailer  the  amount  of  the  court  costs  and  $200 
in  fees  to  the  plaintiff's  counsel.  It  pays  to 
be  careful  about  the  use  of  trade  names. 
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Domestic  or  Foreign 
Market  Value? 

(Continued  from  pag'e  16) 

a  decided  advantage  to  the  foreign  country 
which  sells  the  goods  at  the  lower  price, 
whereas,  under  American,  or  domestic,  valua- 
tion the  duty  levied  upon  the  products  of  each 
country  would  be  the  same  as  on  those  of  other 
countries.  The  situation  would  be  analogous 
to  the  collection  of  specific  duties.  According 
to  the  Judge,  the  vast  majority  of  the  great 
trade  nations  of  the  world  long  ago  adopted 
and  have  since  adhered  to  either  home  valua- 
tion or  specific  duties. 

As  stated  in  our  issue  of  May  7,  Judge  De 
Vries  was  careful  to  assure  his  hearers  that 
American  valuation  does  not  necessarily  mean 
fixing  duties  at  the  value  of  the  similar  Ameri- 
can products  or  at  the  American  selling  price 
of  the  foreign  products.  "It  simply  means 
that  the  American  value  shall  be  taken  as  the 
point  from  which  the  calculation  shall  be  com- 
menced," and  in  this  connection  reference  is 
made  to  the  provision  in  the  existing  law  for 
assessing  duties  on  consigned  goods  in  cer- 
tain cases. 

It  is  clear,  however,  that  Judge  De  Vries 
is  strongly  in  favor  of  changing  our  present 
system.  And  this  is  where  he  will  doubtless 
encounter  strong  opposition  on  the  part  of 
American  importers. 

The  views  of  some  of  the  representative 
importers  have  already  been  presented  in  the 
Economist,  and  we  ourselves  cannot  shut  our 
eyes  to  the  grave  difficulties  which  such  a 
change  would  involve.  For  example,  how  as- 
certain the  domestic  value  of  articles  which 
are  not  manufactured  in  this  country  and 
which  had  not  previously  been  imported? 

Still  more  serious  is  the  question  as  to  how 
merchants  would  be  able  to  place  orders  abroad 
for  articles  to  be  delivered  months  later  if 
they  had  no  definite  knowledge  as  to  the  price, 
or  value,  on  which  the  duties  are  to  be  as- 
sessed. Since  in  many  lines  the  duty  will 
amount  to  60  per  cent,  or  even  more,  the  ques- 
tion of  the  value  on  which  it  is  to  be  assessed 
is  obviously  one  of  prime  importance. 

Dry  Goods  Trade 
Is  Improving 

Movement    of    Fabrics    and  Dress 
Accessories  Indicates 
Confidence 

FINISHED  cottons  are  spotty.  There  has 
been  a  small  but  steady  improvement  in 
the  export  demand.  Home  demand  still 
runs  chiefly  to  staple  domestics,  prints  and 
percales — all  of  which  are  well  sold  ahead. 
One  of  the  leading  brands  of  wide  sheetings 
has  V>een  reduced  about  10  per  cent,  bringing 
its  price  more  in  line  with  the  general  level  on 
similar  goods.  Additional  lines  of  branded 
bleached  muslins  have  been  withdrawn  from 
sale. 

Wash  goods  demand  is  concentrated  largely 
on  small  checks  in  ginghams,  voiles  and  lawns, 


on  fine  Swisses,  crepes  and  plisses,  and  on 
colored  organdies.  There  is  also  a  good  de- 
mand for  fine  cambrics,  nainsooks,  zephyrs 
and  yam-dyed  batistes. 

Dress  Goods 

There  is  not  much  doing  in  the  wool  goods 
market,  apart  from  some  activity  on  dress 
goods  for  immediate  delivery.  Current  de- 
mand runs  largely  to  striped  skirtings  and  to 
black-and-white  checked  suitings.  Knitted 
cloths,  tweeds  and  homespuns  are  active  for 
sports  suits.  Increasing  importations  of 
Scotch  and  English  tweeds  have  been  a  fea- 
ture of  the  market  recently.  For  fall  delivery 
the  mills  are  well  sold  on  the  favored  staples 
already  enumerated  more  than  once  in  these 
colunms.  The  raw  wool  market  is  slightly 
firmer,  but  demand  is  still  light. 

Silks  Picking  Up 

Broad  silks,  after  a  temporary  lull,  are  be- 
ginning to  pick  up  again.  A  good  advance 
business  is  reported  by  houses  which  have 
salesmen  on  the  road.  Among  the  fabrics  for 
fall  satin  crepes  are  attracting  increasing  at- 
tention. Prices  for  fall  seem  bound  to  hold 
firm,  independently  of  what  the  raw  silk  mar- 
ket may  do.  The  raw  silk  market  has  become 
somewhat  more  active  and  prices  are  now  less 
irregular.  Buying,  however,  is  still  very  cau- 
tious. Quotations  in  the  New  York  market  at 
the  beginning  of  this  week  were  on  the  basis 
of  about  $5.70  a  pound  for  Sinshiu  No.  1. 

Women's  Garments 

Quiet  rules  in  the  ready-to-wear  market, 
due  to  the  general  unwillingness  of  buyers  to 
place  orders  until  they  can  see  more  complete 
lines.  Few  if  any  of  the  leading  houses  have 
finished  the  preparation  of  their  fall  samples 
as  yet,  and  practically  all  of  the  new  creations 
are  being  closely  guarded.  A  sign  of  the 
times  may  be  found  in  the  many  expressions 
of  favor  for  three-piece  suits  for  fall,  and  for 
larger  coats. 

Dress  Accessories 

The  movement  in  women's  neckwear  con- 
tinues fairly  satisfactory  but  it  is  largely  re- 
stricted to  fitted  guimpe  and  vestee  styles  in 
net  and  lace.  Some  entirely  new  ideas  in 
white  with  black  trimming  are  finding  favor 
as  a  high  novelty  for  summer.  White  organdy 
guimpes  and  collars  embroidered  in  black  dots 
are  being  particularly  well  received. 

Veilings  in  allover  pin-dotted  chenille  ef- 
fects continue  a  dominant  feature.  Some  im- 
provement is  noted  in  the  position  of  veilings 
with  white  and  light  grounds,  especially  in 
sections  where  warmer  weather  prevails. 

Importers  of  veilings  just  back  from 
French  centers  are  showing  draped  veils  in 
novel  shapes  with  odd  panel  arrangements  to 
be  worn  in  the  back  and  long  sloping  egg- 
shaped  drapes  to  trail  over  one  side  of  a  hat. 
In  these  novelties  all  black  and  black  with 
white  are  conspicuous,  but  brilliant  tones,  in- 
cluding peacock  and  orange,  are  well  repre- 
sented. 

Gloves 

The  demand  for  silk  gloves,  particularly  in 
16-button  length,  continues  "spotty,"  being 
most  active  where  the  weather  is  most  favor- 
able. There  is  a  noticeable  improvement  in 
the  position  of  white  silk  mousquetaires  but 
in  some  sections  the  color  vogue  is  holding 
on  tenaciously. 

Chamois-suede  prices  for  fall  show  a  weak- 
ening tendency,  averaging  from  10  to  25  per 
cent  below  the  spring  quotations.    Silk  glove 


prices  for  fall  are  only  a  trifle  lower  than  for 

spring. 

Reports  from  France,  where  some  of  the 
skin  fairs  are  now  being  held,  show  that  the 
prices  of  skins  in  the  hair  are  considerably 
higher  than  the  importers  expected  and  there 
is  little  bidding  on  the  lots  offered.  Even  the 
prices  of  skins  in  the  white  show  an  unex- 
pected tendency  toward  stiffening. 

Ribbon  Sashes  Lead 

Wide  ribbon  sashes  are  still  the  leading 
feature  of  the  ribbon  market,  and  many  of  the 
plants  are  turning  out  quantities  of  this  type 
of  merchandise. 

The  handkerchief  situation  is  unsettled, 
with  much  of  the  holiday  buying  not  yet  done 
and  manufacturers  looking  for  a  large  imme- 
diate delivery  business  later  in  the  season. 


Buyers  in  Town 
This  Week 

The  demand  for  coats  and  suits  from  East- 
ern stores  improved  during  the  past  week 
while  the  call  for  jobs  of  apparel  fell  off.  The 
call  for  fall  apparel  is  for  sample  garments 
for  fall  catalogs  by  those  stores  which  issue 
such.  A  fair  number  of  buyers  came  to  the 
rug  and  carpet  auction  the  latter  part  of  the 
week,  but  there  is  a  marked  falling  off  under 
this  head.  Demand  for  piece  goods  declined, 
also,  though  linens,  white  goods  and  domestics, 
especially  the  latter,  picked  up  noticeably. 
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Novelties  in  white  goods  for  current  selling:  Left  to  right,  Clafiins  Inc.,  A.  L.  Reid  Co.  and  Selros  Dress  Fabric  Co. 


ing  over  as  an  investment,  for  they  are  bound 
to  appreciate  materially  in  value  later  on.  We 
have  seen  fancy  white  voiles  offered  for  25 
cents  which  formerly  sold  for  90  cents.  Such 
exceptional  values  are  not  likely  to  be  seen 
again  for  a  long  time  to  come. 

Cottons  Within  Reach  of  All 

At  such  prices  these  goods  should  make 
a  strong  appeal  to  the  consumer's  prevailing 
mood  of  economy.  Compared  with  current 
prices  on  some  other  dress  cottons,  they  ought 
to  prove  irresistibly  attractive  if  they  are 
brought  to  the  attention  of  the  consumer  in 
the  right  way.  The  fabrics  and  designs  are 
beautiful  in  themselves.  They  suggest  dainty, 
cool  and  lovely  summer  things.  And  they 
make  no  strain  upon  even  the  slenderest 
pocketbook. 

Now  is  the  right  time  to  lay  in  an  assort- 
ment of  them  and  play  them  up.  Summer  will 
bring  a  reviving  demand  and  a  diminution  of 
existing  stocks.  As  a  result,  purchases  can- 
not be  made  later  as  advantageously  as  they 
can  at  present.  It  is  the  early  bird  that 
catches  the  worm,  and  the  retailer  who  will 
get  in  ahead  of  the  procession  and  push  fancy 
white  goods  now  will  reap  a  substantial  profit 
on  his  venture. 


C.  Mulholland  Dies 


Charles  Mulholland,  linen  buyer  for  Gim- 
bel  Bros.,  Philadelphia,  Pa.,  died  suddenly 
on  Tuesday,  May  3,  at  the  age  of  fifty-one. 
Mr.  Mulholland  was  born  in  Ireland,  Sept. 
2,  1870,  and  learned  the  linen  business  in ' 
that  country  through  the  apprentice  system. 
Coming  to  Philadelphia  in  1892,  he  joined 
the  firm  of  Sharpless  Bros,  and  remained 
there  until  it  dissolved.  He  entered  the  em- 
ploy of  Gimbel  Bros,  twenty-two  years  ago 
and  rose  to  head  of  the  linen  department. 
He  was  a  prominent  Mason.  A  wife  and  one 
daughter  survive  him. 


Current  offerings  from  Clafiins  Inc.,  Mills  &  Gihh,  Inc.,  and  Selros  Dress  Fabric  Co. 


Retailer  Can  Sell 
More  White  Goods 
If  He  Tries 

Following  Line  of  Least  Resistance 
and  Blaming  Weather  Won't 
Liven  Slow  Moving  Lines 

THE  head  of  a  large  cotton  goods  house 
said  to  one  of  his  salesmen  recently: 
"For  the  past  three  years  or  so  you 
have  only  been  an  order-taker,  and  you  have 
got  into  the  habit.    It  is  about  time  for  you 
to  start  in  learning  to  sell  goods  again." 

After  watching  the  activities  of  the  wash 
goods  market  for  a  time  one  begins  to  wonder 
whether  retailers  haven't  dropped  into  the 
same  sort  of  habit  as  the  road  salesmen.  Are 
retailers  actually  trying  to  sell  goods,  or  are 
they  simply  following  the  line  of  least  re- 
sistance and  meeting  demand  as  they  find  it? 

It  is  no  part  of  the  retailer's  business,  of 
course,  to  sell  people  what  they  do  not  want. 
And  with  changing  fashions,  demand  from 
season  to  season  runs  in  different  currents 
which  the  retailer  must  follow  more  or  less. 
But  the  retailer  naturally  influences  to  a  large 
extent  the  trend  of  demand  in  his  own  com- 
munity, and  in  many  cases  he  is  only  too  apt 
to  accentuate  a  prevalent  demand  for  certain 
lines  instead  of  turning  it  toward  other  lines 
which  might  offer  better  values  to  his  cus- 
tomers. Very  often  this  is  a  subconscious 
process  on  the  part  of  department  heads  and 
their  salespeople. 

The  Matter  of  Ginghams 

Let's  take  as  a  specific  example  the  pres- 
ent vogue  of  checked  ginghams  and  colored 
organdies.  There  will  be  a  certain  proportion 
of  customers  in  the  wash  goods  department 
who  will  ask  definitely  for  these  fabrics.  But 


there  will  also  be  a  certain  proportion,  per- 
haps a  greater  proportion,  who  will  come  in 
looking  for  material  for  wash  dresses  with- 
out any  settled  idea  in  their  minds  as  to  just 
what  kind  of  material  they  want.  And  is  it 
not  a  fact  that  in  the  majority  of  instances 
these  women  will  be  induced  to  buy  ginghams 
or  organdies  by  the  recommendation  of  the 
salesperson  that  "these  are  all  the  style  this 
season,  madam?" 

This  is  what  we  mean  by  following  the 
line  of  least  resistance  and  accentuating  a 
prevalent  demand,  instead  of  taking  up  slower 
lines  which  present  equal  or  better  values  and 
making  a  real  effort  to  sell  them.  It  might  be 
argued  that  there  is  no  particular  point  in 
making  an  effort  to  sell  some  lines  when 
others  can  be  sold  without  any  particular  ef- 
fort. But  there  is  a  point  in  it.  The  point 
is  that  lines  which  are  not  in  active  general 
demand  are  available  in  quantities  for  imme- 
diate delivery  at  prices  which  permit  oppor- 
tunity for  a  large  and  profitable  turnover. 

Don't  Blame  the  Weather 

We  are  thinking  particularly  of  fancy 
white  goods.  They  are  as  slow  as  molasses, 
while  plain  goods  and  some  colored  fancies 
are  going  like  hot  cakes.  There  is  no  par- 
ticular reason  for  this.  The  weather,  of 
course,  has  not  been  in  their  favor,  and  they 
will  undoubtedly  pick  up  with  the  advent  of 
real  summer  weather.  But  the  weather  can 
hardly  be  held  altogether  to  blame.  Neither 
is  it  a  question  of  value,  for  fancy  white  goods 
offer  about  the  best  value  obtainable  in  the 
cotton  goods  market  at  present.  It  just  hap- 
pens that  they  are  neglected  for  the  moment. 

Push  the  Goods  Novt^ 

But  we  cannot  help  feeling  that  this  tem- 
porary neglect  furnishes  an  excellent  oppor- 
tunity for  the  live  retailer  who  will  take 
these  goods  now  when  they  are  slow  and  play 
them  up  vigorously.  They  are  available  at 
such  low  prices  that  even  if  they  could  not  be 
cleared  out  quickly  they  would  be  worth  carry- 
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The  circus  has  been  in  town  and  we  en- 
joyed it,  all  but  the  pink  lemonade.  That  lost 
its  savor  when  we  read  the  other  day  that  the 
first  of  the  shade  was  made  in  a  dry  emerg- 
ency from  water  in  which  a  bareback  rider 
had  wrung  his  pink  tights. 


Mrs.  Harding  is  beginning  to  have  her 
troubles  with  the  President.  Recently  he 
went  to  a  lodge  meeting  and  didn't  get  home 
until  WAY  after  midnight.  Wonder  what 
excuse  he  gave! 

*  *  * 

Dogs  would  soon  become  very  unpopular  if 
they  quit  wagging  their  tails  when  we  come 
home.  Everybody  likes  to  be  received  with  a 
smile. 

*  *  * 

New  York  department  store  recently  sold 
%  pound  of  mattress  for  a  wig.  Sure,  it  was 
a  hair  mattress. 

4f-       *  * 

The  Holden  &  Stone  Co.,  Pittsfield,  Mass., 
in  advertising  its  seventy-fifth  anniversary, 
gives  an  interesting  touch  by  reproducing 
photographs  of  Gilbert  Davis,  founder  of  the 
firm  and  of  Marshall  Field,  who,  according  to 
the  ad,  began  his  career  as  a  clerk  under  Mr. 
Davis. 

*  *  * 

Ethel— Who  was  that  new  girl  I  saw  you 
with  last  night? 

Jack— That  wasn't  a  new  girl.  That  was 
my  old  girl  painted  over. 

— The  Stover  Striver. 

*  *  * 

When  advertising  men  of  the  country 
speak  of  the  stores  as  public  institutions  do 
they  have  in  mind  the  POOR  house  or  the 
county  jail? 

*  *  * 

"I  had  oxtail  soup  for  lunch  and  it  set 
me  thinking.  Did  it  ever  occur  to  you  the 
queer  uses  to  which  the  terminal  appendage 
can  be  put? 

"Kangaroos  walk  with  and  monkeys 
swing  by  their  tails.  The  beaver  uses  his 
for  a  trowel,  but  the  peacock's  is  simply  for 
decoration. 

"Some  animals  express  emotion  with  their 
tails;  the  cat's  tail  swells  in  anger  and  the 
dog's  wags  you  a  smile.  The  hornet  carries 
the  sharpest  tail  and  the  firefly  the  most 
sentimental;  the  latter  uses  hers  to  wink  at 
the  man  in  the  moon. 

— "E.  H.  Buchorn, 
L.  S.  Ayres  &  Co." 

*  *  * 

There  is  aeroplane  success  which  hasn't 
much  to  stand  on  but  thin  air.  Then  there's 
«tep  ladder  success  with  a  good  flat  board  at 
the  top. 


M.  K.  Rodman  of  the  Daniels  &  Fisher 
Stores  Co.,  Denver,  Colo.,  writes  us  this  let- 
ter: "I  notice  in  your  issue  of  April  9  a  head- 
ing: 'How  we  made  our  first  dollar.'  What 
is  bothering  me  now  more  than  anything  else 
is — how  are  we  going  to  make  our  LAST  dol- 
lar?"  Yes,  and  keep  even  a  part  of  it. 

*  *  * 

"Union-suit  Bill  Passes,"  headlines  an 
esteemed  contemporary.  It  was  only  a  story 
of  a  bill  legalizing  suits  against  labor  organi- 
zations ;  but  for  a  moment  we  got  excited,  be- 
cause we  wear  shirts  and  drawers — one  of 
each. 

*  *  * 

The  mayor  of  a  French  village  has  for- 
bidden the  presence  of  musical  instruments  in 
any  public  building.  Music  is  dangerous  to 
morals,  he  thinks.  We  know  it  is.  Maybe, 
he,  too,  has  a  youngster  who  has  started  to 
wail  on  the  violin. 

*  *  * 

"The  happiest  man  I  met  in  London," 
says  an  English  newspaper  man,  "was  J.  F. 
McGrath  of  Lawrence,  Mass.,  one  of  the 
American  merchants  visiting  here.  He  had 
lost  his  luggage  and  went  to  bed  at  the  hotel 
with  a  hatbox  containing  a  silk  hat  and  an 
American  flag."  A  hat  box  isn't  our  idea  of 
a  comfortable  bedfellow. 


Nothing  like  sport  clothes  to  make  a 
woman  young.  Hollywood  grandmothers  take 
their  daughter's  offspring  out  for  an  airing 
and  you  remark,  "Ooh,  look  at  the  twins!" 


For  OLE,"  u  %^ 


If  some  doctor  could  invent  something  to 
make  bowlegs  straight,  he'd  clean  up  a  for- 
tune in  these  days  of  short  skirts. 

*  *  * 

Now  that  shoe  prices  are  down,  women 
again  are  buying  a  pair  to  match  each  im- 
portant costume.    Pa's  troubles  never  end. 

*  *  * 

Just  when  everybody  thought  Uncle  Sam 
was  going  to  settle  the  indemnity  fight,  Mr. 
Hughes  sent  a  cable  to  Heine  to  see  Mr.  Lloyd 
George. 

*  *  * 

They'll  have  to  change  the  name  of  the 
Emergency  tariff  if  it  isn't  passed  pretty 
soon. 

*  *  * 

Buying  "terms"  is  like  buying  interest  on 
stocks.  Pretty  unsound  business  method  un- 
less one  isn't  worrying  about  the  principal. 

*  *  * 

Usually  the  more  PRIVATE  a  man's  of- 
fice is  the  LESS  he  knows  about  his  business. 

*  *  * 

Now  stores  are  making  up  shopping  coins 
that  combine  beauty  with  utility.  Why  not 
stud  them  with  diamonds  so  they  can  be  used 
as  stick  pins  or  bar  pins? 


Norway  has  the  right  idea  about  prohibi- 
tion—rationing the  natives.  If  father  gets 
a  quart  and  mother  a  quart  and  each  child  a 
pint,  how  fast  some  families  would  grow. 
And,  the  most  wanted  job  in  the  country 
would  be  superintendent  of  a  children's  home. 

*  *  * 

No  merchant  should  forego  a  five  minute 
resume  of  the  shoppers  that  flow  into  his 
store — especially  if  the  establishment  is  a 
large  one.  Like  the  good  playwright  who 
angles  around  the  lobby  when  the  theatre 
crowd  files  out,  he,  too,  can  learn  from  the 
mouth-to-mouth  criticisms  that  are  bound  to 
make  for  the  improvement  of  his  business. 

*  *  * 

Out  of  town  folks  wonder  why  New  York- 
ers are  so  forceful.  It  is  because  the  weak 
ones  get  killed  off  traveling  in  the  subway. 

*  *  * 

The  White  and  Wyckoff  Viewpoint,  a 
house  organ,  speaks  of  the  Dry  Goods  Econo- 
mist as  "The  World's  Foremost  Trade  Jour- 
nal." Why  not  include  MARS  too,  Mr.  Edi- 
tor? 

4f      *  * 

A  soft  bed  means  flabby  muscles  both  men- 
tally and  physically.  Avoid  the  job  that's 
easy.  If  you  can't  use  all  your  power  in  the 
job  you've  got,  get  a  trailer  or  get  out. 


I'd  rather  have  a  man  give  me  a  kick  and 
shove  me  back  into  the  fight  than  to  take  me 
aside  and  put  arnica  on  my  bruises. 


If  you  want  to  read  a  good  old-fashioned 
Brigandage  story  get  "King  of  the  Moun- 
tains" by  About.  Plenty  of  "rough  stuff"  in 
it. 

*  *  4f 

When  the  cop  motorcycles  alongside  as 
you're  "letting  her  go"  you  know  just  how  the 
sailors  felt  when  a  torpedo  struck  the  ship  in 
the  boiler  room. 

*  *  * 

Now  that  Germany  has  decided  to  pay, 
we've  got  to  watch  that  she  does  not  stop 
payments  on  her  checks. 


If  it  were  only  as  easy  to  move  the  mer- 
cury up  as  it  is  to  move  the  clock  ahead. 
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Subdued  Shades 
Mark  New  Textile 
Color  Card 

Grays    and    Browns    Favored  for 
Woolens — Blues    in  Turquoise 
Hues  Also  Take  Prominent 
Place 

The  Textile  Color  Card  Association  of 
the  U.  S.  has  just  issued  the  fall  card  for  1921. 
It  includes  twenty  colors  for  woolens  and  cor- 
responding shades  for  shoe  leather  and 
hosiery. 

The  tendency  in  these  twenty-four  colors 
is  toward  gray  and  brown  with  a  hint  of 
green  in  the  three  wools  called  "Forest,"  "Bag- 
dad" and  "Balsam,"  and  a  cast  of  red  in  the 
four  browns,  "Saddle,"  "Friar,"  "Lama"  and 
"Mocha." 

In  these  two  groups  there  is  a  noticeable 
indication  of  subdued  coloring  which  will  have 
a  direct  bearing  upon  fall  and  winter  fashions. 
Dull  shades  such  as  shown  on  the  card  will 
call  for  fur  trimmings  and  that  in  turn  will 
raise  the  cost  of  garments. 

Golden  Browns  Featured 

Out  of  the  fifty-six  colors  represented  in 
the  silk  division  of  the  card,  twenty-one  border 
on  golden  browns,  varying  from  buffs  to 
morro,  which  is  a  deep  mahogany. 

The  hint  of  red  noted  in  the  wool  and 
leather  shades  is  repeated  in  these  silk  colors. 
This  tendency  will  influence  dress  accessories 
such  as  feathers,  fans  and  millinery  and  bril- 
liant shades  will  predominate. 

Blues  Are  Well  Liked 

Blues  in  the  turquoise  shades  are  next  in 
prominence  on  the  card.  There  are  nine  of 
these,  shading  from  a  pale  elf  green  to  a  deep 
matrix.  Other  blues  include  two  navy  and  a 
midnight,  which  is  next  to  black.  Four  shades 
in  the  well-knovra  Alice  blue  and  a  shade 
called  "Orient"  complete  the  blues.  Gray  and 
taupe  have  small  representation  in  three 
shades,  zinc,  pelican  and  grebe,  while  the , re- 
maining colors  are  three  brilliant  purples  with 
two  pale  lavenders,  three  golden  yellows,  two 
pinks,  which  are  of  the  apricot  cast,  and  a 
pale  yellow  shade. 

Users  of  the  color  card  are  advised  to 
specify  the  card  from  which  colors  are  selected 
since  it  is  impossible  to  produce  the  exact  dyes 
each  season,  making  it  difficult  to  duplicate 
colors  each  season. 


French  Color  Card 


From  France  comes  a  new  color  card  is- 
sued by  the  Chambre  Syndicale  des  Fleurs  et 
Plumes  de  Paris. 

The  American  influence  now  dominating 
the  French  capital  is  apparent  in  the  names 
noted  on  this  card.  For  instance,  the  second 
in  prominence  is  "Jazz  Band."  This  name  in- 
dicates a  group  of  reds  on  the  henna  shade 
while  another  group  of  six  reds  shading  from 
pale  rose  to  deep  garnet  which  has  been  dig- 
nified with  the  name  of  "Banjo"  while  three 
shades  of  lavender  are  known  as  "Hesitation." 

Six  Shades  of  Blue 

Six  shades  of  Alice  blue,  called  "Venitian," 
are  shown  first  on  the  card,  followed  by  the 
jazz  band  variety  and  then  six  greens  in  vary- 
ing shades. 

Following  these  in  prominence  are  six 
grays  shading  from  pearl  to  deep  mouse.  The 


banjo  reds  complete  the  groups  in  which  six 
shades  are  shown. 

The  lesser  shades  include  three  elks 
brovras,  three  orange  yellows,  three  turquoise 
blues,  three  leaf  greens,  three  terra-cotta  reds, 
three  lemon  and  citron  yellows,  three  Pekin 
browns,  three  royal  purples,  three  deep  blues 
called  admiral,  three  cherry  reds  and  three 
taupes  called  "Ours"  (bear). 

As  a  whole,  this  French  card  shows  more 
intensity  in  color  and  brighter  shades  than  the 
American  card  just  issued  by  the  Textile  Color 
Card  Association. 

Dey  Comes  Out  for 
Turnover  Tax 

Syracuse  Merchant's  Views  on  Fiscal  Prob- 
lem Presented  in  Home  Town  Paper 

In  a  recent  interview  published  in  one  of 
the  newspapers  of  his  city — Syracuse,  N.  Y. 
— Donald  Dey  of  Dey  Bros.  &  Co.  expressed 
himself  as  strongly  in  favor  of  a  turnover  or 
sales  tax. 

In  the  course  of  his  remarks  Mr.  Dey  fav- 
ored the  elimination  of  most  of  the  excise 
taxes  and  the  luxury  taxes,  as  well  as  modifi- 
cation of  high  surtaxes  on  large  incomes. 

"The  Government,"  said  he,  "could  collect 
the  full  amount  of  a  sales  tax,  which  is  not 
the  case  with  our  present  taxation,  system. 
Under  the  sales  tax  all  would  be  treated  alike 
and  customers  would  be  free  from  annoy- 
ance." 

Mr.  Dey  also  called  attention  to  the  reduc- 
tion in  retail  prices  in  the  local  stores,  say- 
ing: 

"In  some  lines,  as  for  instance  Fruit  of  the 
Loom,  the  reduction  is  very  marked,  this 
brand  of  bleached  muslin  selling  at  20  cents 
as  against  49  cents  a  year  ago.  In  most  other 
lines  the  reductions  are  very  noticeable  al- 
though not  so  great." 

The  interview  was  good  publicity  for  the 
Dey  store  as  well  as  a  defense  of  retailers  in 
general. 

F.  Bernheimer  Dies 
in  66th  Year 

Deceased  Was  Founder  of  One  of 
Baltimore's  Best  Known 
Stores 

Ferdinand  Bernheimer,  founder  of  the 
Bernheimer  Bros,  department  store,  Baltimore, 
Md.,  died  of  heart  disease  Saturday,  May  14, 
after  many  years  of  ill  health.  He  was  sixty- 
six  years  old. 

Mr.  Bernheimer  was  born  at  Hartford, 
Conn.,  coming  to  New  York  at  an  early  age 
and  beginning  his  business  career  selling 
newspapers  after  attending  the  public  schools 
for  several  years.  He  went  to  Baltimore  at 
the  age  of  twelve  and  obtained  employment  in 
a  dry  goods  store,  where  he  learned  the  fun- 
damentals of  the  business. 

After  some  years  he  became  connected 
with  the  store  of  S.  Sondheim  as  a  salesman. 
Here  he  learned  the  cutting  of  women's  cloaks, 
and  it  was  the  money  earned  after  hours  in 
the  practice  of  this  trade  which  enabled  him 
to  go  into  the  dry  goods  business  for  himself 
as  partner  in  a  new  firm.  Five  years  after 
establishing  this  connection  he  formed  his 
own  company,  taking  into  partnership  his 
brother  Henry,  the  firm  of  Bernheimer  Bros, 
being  established  in  1887.  Mr.  Bernheimer 
was  active  in  both  business  and  social  life,  be- 
ing a  member  of  the  Merchants'  and  Manufac- 
turers' Association  and  the  Phoenix  and  Sub- 
urban clubs. 


Z.  Van  Raalte, 
Noted  Veiling  Man, 
Dies  Suddenly 

Beginning  Career  as  Newsboy,  De- 
ceased Had  Varied  and  Success- 
ful Business  Career 

Zealie  Van  Raalte,  vice-president  of  the 
Van  Raalte  Co.,  New  York,  died  suddenly  on 
Monday,  May  16,  at  his  residence  in  this  city. 
He  would  have  been  fifty-four  years  of  age  in 
June. 

Mr.  Van  Raalte  was  born  in  New  York, 
June  17,  1867.  He  acquired  his  early  educa- 
tion in  the  public  schools,  leaving  at  the  age  of 
eleven  to  begin  his  business  career  as  a  news- 
boy. During  his  early  years  he  was  employed 
in  various  capacities  in  New  York  stores,  one 
of  them  being  the  old  Ridley  store  on  Grand 
Street. 

His  entrance  into  the  wholesale  busi- 
ness came  when  he  took  a  position  as  ribbon 
salesman  for  L.  Erstein  &  Bro.,  Inc.,  in  1892. 
He  remained  with  that  organization  until 
1904,  acquiring  an  interest  in  the  business 
during  this  period. 

His  next  step  was  to  secure  an  interest 
in  the  firm  of  S.  Oppenheimer  &  Levy,  in 


Zealie  Van  Raalte 


which  his  elder  brother  was  a  partner.  Eight 
years  later  the  name  was  changed  to  E.  &  Z. 
Van  Raalte,  and  in  1919  Mr.  Van  Raalte  real- 
ized the  ambition  of  his  life,  the  formation  of 
a  great  corporation  bearing  his  name. 

The  establishment  of  the  first  complete 
veiling  plant  in  this  country,  with  no  equal 
in  the  world,  was  one  of  his  accomplishments. 
He  was  also  the  first  man  to  recognize  the 
possibilities  of  advertising  veilings,  and  those 
who  laughed  at  first  'finally  came  to  his  way 
of  thinking.  Not  content  with  a  single  prod- 
uct, he  added  to  his  business,  in  1917,  lines  of 
silk  gloves  and  glove  silk  hosiery  and  under- 
wear. 

Mr.  Van  Raalte  was  well  known  and  well 
liked  in  the  trade  and  regarded  by  his  em- 
ployees as  a  friend  rather  than  as  an  em- 
ployer. He  was  active  in  charitable  work, 
being  a  trustee  of  the  Hebrew  Infants'  Home. 
He  is  survived  by  his  wife.  Rose,  whom  he 
married  in  1893,  two  daughters  and  two  sons, 
Benjamin  and  Arthur,  both  of  whom  are  con- 
nected with  the  Van  Raalte  Co.,  and  by  five 
grandchildren. 
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This  beautiful  Counter  Display  Card,  showing  the  various  uses  of  "Slynx  de  Laine,''  was  gotten  out  to  stimulate  your 
sales.    Sent  free  on  request.   Princess  Textile  Mills,  Inc.,  225  Fifth  Avenue,  New  York. 
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Judicious  Use  of  Illustrations 
Renders  Ads  More  Eloquent 

Cuts  Make  It  Easy  for  Customers  to  Visualize  Merchandise  Offered 
and  Tell  a  Clearer  Story  Than  the  Best  Copy— Buyers  Know  Their 
Value — A  Few  Drawings  on  a  Page  Are  More  Effective  Than  More 

Generous  Supply 


IT  is  well  known  that  a  very  large  majority 
of  people  are  eye-minded.  Psychologists 
say  that  from  85  to  90  per  cent  of  people 
receive  their  most  pointed  impressions  through 
their  eyes.  With  this  in  mind,  it  is  easy  to 
understand  why  by  far  the  greater  number  of 
advertising  men  are  strongly  in  favor  of  using 
cuts  in  their  ads.  They  know  that  their  cus- 
tomers get  their  strongest  impressions  through 
that  medium,  and  what  they  are  looking  for  is 
response  to  their  advertising  appeal. 

Women's  Pictorial  Interest 

Researches  which  have  been  made  by  na- 
tional advertisers  lead  to  the  conclusion  that 
pictorial  interest  is  stronger  in  women  and 
children  than  in  men.  Some  psychologists 
say  that  as  the  race  has  progressed  beyond 
the  stage  when  language,  signs  and  pictures 
were  the  most  important  means  of  communi- 
cation other  means  have  developed  in  many 
abstract  directions  quite  beyond  the  pictorial 
stage,  and  men  who  have  been  most  active  in 
this  process  seem  to  have  lost  something  of 
their  earlier  pictorial  interest. 

This  detracts  in  but  small  measure  from 
the  value  of  cuts  in  advertising,  however,  since 
90  per  cent  or  more  of  purchases  in  the  aver- 
age department  store  are  made  by  women. 
That  the  use  of  cuts,  well  selected  and  well 
placed,  is  an  extremely  important  factor  in 
bringing  a  maximum  of  returns  for  advertis- 
ing expenditure  is  indicated  by  regarding  the 
opinions  of  a  number  of  advertising  men  for 
leading  stores  in  widely  scattered  parts  of  the 
country. 

Most  Ad  Men  Favor  Cuts 

These  opinions  vary  to  some  degree  as  to 
details.  Not  one,  however,  is  unfavorable  to 
the  use  of  cuts,  and  almost  all  commend  their 
employment,  some  with  certain  reservations. 
These  are  chiefly  as  to  how  the  illustrations 
should  be  used  and  as  to  what  departments 
derive  the  greatest  benefit  from  them.  The 
value  of  illustrations  is  generally  admitted. 

Ad  men  agree  on  certain  very  definite 
values  in  illustration.  First  is  that  people 
want  pictures.  They  like  to  see  what  they  are 
offered  without  having  to  go  to  the  store  to 
look  at  the  actual  goods.  An  illustration  helps 
them  visualize  the  merchandise  as  no  amount 
of  copy  can.  The  copy  describes  the  goods  in 
detail;  but  when  it  has  been  read  still  it  is 
Jiecessary  for  the  reader  to  go  through  a 
mental  process  to  build  up  an  image.  An  il- 
lustration provides  the  image  with  no  mental 
effort,  and  it  is  a  more  accurate  one  than  the 
best  piece  of  copy  could  inspire. 

Beautify  and  Focus  Interest 

The  look  of  the  thing  is  another  important 
point  to  consider.  Good  cuts  add  to  the  at- 
tractiveness of  a  store's  advertising.  Much 
can  be  done  by  judicious  selection  and  ar- 
rangement of  type;  but  illustrations,  if  they 
are  well  drawn  and  placed  with  an  eye  to  the 
harmonious  effect  of  the  whole  advertisement, 
necessarily  add  a  certain  quota  of  beauty  to  it. 
Thus  cuts  draw  a  reader's  attention  to  the 


By  Arthur  Wiesenberger 

Head  of  the  Bureau  of  Research  and  Infor- 
mation of  the  National  Retail  Dry  Goods 
Association 

advertisement  in  which  they  are  used. 

They  draw  attention  to  things  within  the 
ad,  too.  In  a  page  of  type  a  cut  stands  out 
and  catches  the  reader's  eye  even  before  the 
head  line.  In  so  doing,  it  focuses  her  atten- 
tion on  a  particular  piece  or  group  of  mer- 
chandise. In  other  words,  it  helps  get  the 
copy  read. 

So  far,  it  may  be  seen  how  illustration 
agrees  with  the  cardinal  principles  of  adver- 
tising. It  attracts  attention  whether  well  or 
badly  done,  and  if  well  done  also  arouses  in- 
terest in  the  merchandise  and  helps  create 
desire. 

Not  Too  Many  Cuts 

How  to  use  illustrations  is  the  subject  of 
some  difference  of  opinion.  However,  several 
points  are  stressed  by  so  many  that  it  seems 
as  though  they  may  be  accepted  as  embodying 
a  satisfactory  standard  for  the  employment  of 
cuts.  One  of  these  is  that  there  should  not 
be  too  many  cuts,  as  a  general  thing.  It  is 
admitted  that  on  special  occasions  there  may 
be  good  reasons  for  taking  another  course; 
but  for  ordinary  advertising  a  few  cuts,  well 
distributed,  are  considered  more  profitable. 
One  store  makes  it  a  rule  to  use  only  as  many 
cuts  as  there  are  columns  in  the  ad. 

Only  high-grade  art  work  is  worth  using. 
Slovenly  drawing  and  poor  proportion  detracts 
seriously  from  the  appearance  and  pulling 
power  of  a  cut.  Size  of  cuts,  too,  is  a  matter 
for  careful  consideration.  As  they  are  to 
stand  as  representing  the  merchandise  they 
should  be  large  enough  to  admit  of  detail  be- 
ing shown.  One  store  has  used  successfully 
cuts  in  which  patterns  of  lace,  fabrics  and  rugs 
were  plainly  illustrated.  This  is  in  line 'with 
another  point:  that  illustrations  have  a  more 
important  function  than  that  of  bettering  ap- 
pearance. They  are  salesmen,  and  that  role 
must  be  considered  in  their  selection. 

Illustrate  Actual  Goods 

Frequently  customers  who  have  been  at- 
tracted by  a  cut  will  come  to  the  store  and 
ask  for  the  article  pictured.  When  such  an 
article  is  not  available  the  customer  feels  ag- 
grieved, and  with  some  cause.  The  cut  was 
presented  to  her  as  an  illustration  of  the 
goods  on  sale,  and  not  as  a  symbol.  At  least, 
that  is  likely  to  be  her  feeling.  Consequently 
it  is  better  to  use  drawings  of  goods  actually 
on  sale.  It  is  true  that  a  single  drawing  can- 
not show  all  the  dresses,  for  instance,  which 
are  advertised;  but  if  there  is  a  supply  of  the 
style  from  which  the  illustration  was  made 
there  can  be  no  embarrassing  complaints. 

Buyers  Know  Their  Value 

What  departments  benefit  most  by  the  use 
of  illustrations?   Here  again  there  is  consider- 


able variation  in  ideas.  One  store  says  it 
uses  cuts  freely  for  everything  from  silk 
dresses  to  tin  pans.  In  another  the  advertis- 
ing man  says  that,  though  he  recognizes  the 
value  of  illustrations,  he  won't  admit  it  to  the 
buyers  for  the  very  reason  that  he  doesn't  want 
the  latter  merchandise — pots  and  pans — to 
disfigure  his  pages.  It  is  worth  noting  that 
a  number  of  buyers  are  strongly  in  favor  of 
the  free  use  of  cuts,  many  of  them  stating 
that  they  would  prefer  an  illustration  and  a 
price  with  mighty  little  description.  The 
buyer  is  after  business  first,  last  and  all  the 
time,  and  when  he  takes  this  sta!nd  it  can  be 
for  only  one  reason — cuts  bring  him  home  the 
bacon. 

One  advertising  man  gives  his  opinion  that 
illustrations  may  be  used  profitably  in  any  de- 
partment where  a  specific  article  is  adver- 
tised. It  seems  to  be  the  general  consensus 
of  opinion,  however,  that  the  departments 
most  benefited  by  picturing  of  their  mer- 
chandise are  the  following :  Apparel  and  other 
fashion  goods,  jewelry,  furniture  and  base- 
ment and  popular-priced  goods.  Shoes,  house 
furnishings,  floor  coverings  and  draperies  as 
well  as  cabinet  musical  instruments  also  have 
their  advocates. 

Not  Vital  to  Good  Ads 

That  the  majority  of  advertising  men  fa- 
vor so  strongly  the  use  of  cuts  is  no  indica- 
tion that  good  advertising  cannot  be  done  with- 
out their  assistance.  By  no  means.  There  are 
stores  which  never  have  used  cuts  or  have 
used  them  only  on  rare  occasions,  and  they 
have  records  of  many  years  of  successful  busi- 
ness. Their  advertising  pages  pull  business 
and  pull  it  well. 

B.  Altman  &  Co.,  New  York,  do  not  use 
illustrations  in  their  ads,  while  Marshall  Field 
&  Co.,  Chicago,  spend  many  thousands  of  dol- 
lars every  year  to  back  their  belief  that  an 
appeal  to  the  eye  is  most  effective.  Yet  both 
stores  are  in  the  first  rank  of  retailing. 

But  They  Increase  Results 

One  advertising  man  says:  "My  experi- 
ence has  convinced  me  that  an  illustrated  an- 
nouncement will  bring  results  when  an  unil- 
lustrated  one  will  not.  When  we  want  a  big 
day  on  a  given  item  we  rely  very  largely  on 
a  good  illustration  to  bring  it."  Another  man 
thinks  the  same.  "The  direct  results  obtained 
from  the  use  of  cuts,"  he  says,  "especially 
those  which  picture  garments,  are  from  a  third 
to  a  half  greater  than  in  those  advertise- 
ments in  which  only  general  copy  is  used." 

Stores  which  do  not  allow  the  use  of  cuts 
in  their  advertising,  despite  the  inclinations 
and  convictions  of  their  advertising  managers, 
do  so,  doubtless,  for  reasons  for  which  they 
have  excellent  grounds.  But  that  good  cuts 
well  placed  and  used  in  moderation  are  not 
only  attractive  but  are  sellers  of  merchandise 
seems  to  be  the  view  with  the  greatest  weight 
of  opinion  behind  it. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 
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F.  Schumacher  &  Co. 


G§3 

'V' 


New  Location 
at 

60  WEST  40th  ST., 
NEW  YORK  CITY 

MANUFACTURERS, 
IMPORTERS, 
and    JOBBERS  of 

DECORATIVE  DRAPERY 

and 

UPHOLSTERY  FABRICS 

TO  THE  TRADE  ONLY 


BOSTON  PHILADFXPHIA  CHICAGO 

420  BOYLSTON  ST.  FINANCE  BLDG.  HEYWORTH  BLDG. 


The  simplicity  of  modern  undergarments  is  a 
strong  incentive  for  home  sewing.  ^  The  saving 
thus  gained  is  invariably  placed  in  the  quality 
of  the  material. 

This  merchandising  trend  suggests  the  advisability 
of  having  a  complete  and  adequate^stock  of  the 
finer  grades  of  nainsooks. 

Ask  your  jobber  about  these 
brands,  he  knows  their  value 

Packed  in  12  and  40  yard  pieces 
36  to  39  inches  in  width 


"Mae  Flower"  Nainsook 
1 2  yd.  pieces,  3  6  in.  wide. 

"Everyday" 
40  yd.  pieces,  double  fold, 
36  in.  wide. 

"Best  Maid  in  America" 
40  yd.  pieces,  36  in.  wide, 
double  fold. 

'Tuji"  Nainsook  "Cherry  Blossom" 

Mercerized,  1 2  yd.  pieces,  and  "Grandma" 

36  in.  wide.  12  yd.  pieces,  39  in.  wide. 

BUY  THROUGH  YOUR  JOBBER 


"Bridal"  Wreath 
12  yd.  pieces,  36  in.  wide. 

"Baby"  Nainsook 
12  yd.  pieces,  36  in.  wide. 

"Family"  Nainsook 
12  yd.  pieces,  36  in.  wide. 

"Goodnishtie" 
12  yd.  pieces,  36  in.  wide. 


S.  H.  HOWE 

SELLING  AGENT 
48  LEONARD  ST.,   NEW  YORK 


as 


The 

Tootal 

Broadhurst 

Lee  Co. 


MANUFACTURERS 
OF 
FINE 
COTTON  GOODS 


387  FOURTH  AVENUE  AT  27th  STREET 
NEW  YORK  CITY 
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Paris  Cables  Indicate  Latest  Movements 

in  World  of  Fashion 


Tendency  Toward  Longer  Suit  Jackets  in  Semi-Fitted  Effects 
Manifest — Top  Coats  Are  Full  Length  with  Exaggerated  Flare  at 
Lower  Edge  —  Broadcloths  Stand  High  in  Favor  of  Couturiers 

Paris  Office  of  the  Dry  Goods  Economist,  2  Rue  des  Italiens 


FROM  Madeleine  &  Madeleine  come  ex- 
tremely long  models,  even  below  the 
knee,  with  flaring  peplums  set  on  below 
the  hips.    Here  wide  belts  define  the  waist 
line  of  the  coats,  either  about 
the  hips  or  below. 

These  models  are  open 
from  the  neck  to  the  belt  with 
rolling,  notched  or  shawl  col- 
lar. The  sleeves  are  strictly 
tailored,  long  and  tight  and 
set  in  at  a  normal  armhole. 

0  n  e-p  i  e  c  e  dresses  are 
worn  with  these  coats  or  nar- 
row skirts  with  high-collared 
blouses.  Vests  of  linen,  silk 
and  wool  are  necessary  acces- 
sories. 

The  redingote  reappears 
in  semi-fitted  models  with  accentuated  full- 
ness below  the  hips.  Again  the  armhole  is 
normal  but  the  sleeve  admits  of  a  slight  flare 
at  the  wrist. 

In  suit  jackets,  DrecoU 
sponsors  full  box  styles,  as 
well  as  semi-fitted  effects  with 
low  waist  line  and  full  circular 
peplums  varying  from  seven- 
eighths  to  knee  length.  Jack- 
ets open  over  straight  panel 
waistcoats  made  in  a  contrast- 
ing material,  and  as  a  rule 
are  without  fastenings.  The 
fitted  style  of  jacket  buttons  to 
the  vest  at  either  side  of  the 
high  standing  collar  and  at  either  side  of 
the  lower  belt. 

A  strictly  tailored  suit  from  this  house  is 
shaped  to  the  figure  by  a  series  of  four  curved 
darts  run  horizontally  from  under  the  arm 
seam  below  the  bust  to  the  waist  line,  giving 
a  distinctly  corseted  effect. 

Fur  Trimming 

Fur  trimming  for  coats, 
wraps  and  dressy  costumes  is 
promised.  Dyed  rabbit  and 
dyed  squirrel  are  the  leading 
pelts  by  reason  of  their  rela- 
tively low  cost.  A  South  Amer- 
ican fur  called  "Wiscathe," 
which  is  a  cross  between  opos- 
sum and  chinchilla,  is  also  well 
liked. 

Lanvin  continues  the  use  of 
speckled  monkey  fur.     In  ap- 
pearances, this  pelt  is   similar  to  gazelle, 
which  is  also  being  used. 

Cape  Coats  Emphasized 

Top  coats  are  built  on  three  distinctly  dif- 
ferent lines,  one  is  of  full  length  in  fitted 
effects  with  irregular  line  at  the  hem,  an- 
other seven-eighths  in  length,  full,  circular 
and  unbelted  with  great  fullness  at  the  lower 
edge;  the  third  is  full  length  and  straight, 
with  cape  back  effect. 

Sleeves  of  coats  shown  by  Drecoll  are  in 
raglan  effect  in  fancy  line.  Collars  are  gen- 
erally inconspicuous,  either  in  shawl  style  or 


in  straight  band  effect,  buttoning  snugly 
around  the  throat  and  closing  at  the  side. 

Capes  and  Wraps 

Capes  in  all  lengths  are 
featured  for  fall.  They  are 
cut  circular,  very  full  and 
made  of  velvet,  satin  or 
broadcloth.  Wide  bands  of 
fur  trim  them.  Double-tier 
effects  are  prominent.  Cape 
wraps  feature  pointed  panels 
at  the  sides  which  extend 
within  an  inch  of  the  ground, 
the  wrap  itself  being  three- 
quarter  length. 

Pinafore  in  Tailored  Dresses 

In  tailored  dresses  long  lines  predominate 
with  a  decided  circular  flare  to  the  skirt  below 
the  hips.  They  are  made  with  high  choker 
collars,  button  down  the  center  of  the  back 
and  are,  in  effect,  much  like 
the  old-fashioned  pinafore, 
fitting  snugly  to  the  figure 
over  the  hips.  Callot  and 
Madeleine  &  Madeleine  em- 
phasize this  line. 

Princess  lines  are  noted 
in  draped  dresses  of  satin 
and  chiffon;  with  them  are 
worn  capes  to  match. 

Collars  and  Sleeves 

Agnes  shows  coat  dresses 
with  high  collars  and  long  sleeves,  the  latter 
made  either  with  a  flare  at  the  wrist  or  with 
the  fullness  caught  into  a  tight  wrist  band. 

In  dresses,  two  distinct  types  are  shown. 
One  model  features  the  exaggerated  chemise 
with  slip-over  tunic  hanging  perfectly  straight 
from  shoulder  to  hem  and  buttoning  down  the 
center  back.  The  second,  a 
dress  with  separate  skirt  and 
bodice,  is  knee  length.  This 
latter  type  of  dress  is  made  in 
two  fabric  combinations,  the 
skirt  of  wool  and  the  blouse  of 
crepe  de  Chine  or  crepe  Can- 
ton. These  models  are  made 
with  high  collars,  buttoning  at 
the  side  front  and  closing  from 
the  shoulder  down  the  side  to 
the  lower  edge  of  the  tunic. 
They  are  belted  at  the  hips  and 
often  pleated. 

Fabrics  and  Trimmings 

All  houses  concur  in  the  use  of  ratines, 
broadcloths,  satins,  velvets,  velveteens,  heavy 
silk  crepes,  perllaines,  combinations  of  plush 
and  velvet,  velvet  and  duvetyn  and  novelty 
camel's  hair  mixtures  from  Rodier  called 
"Kasha  Vela"  and  "Kasha  Duvetines." 

Black  is  still  the  favorite  color  and  will 
be  strongly  featured  in  this  country.  Grays, 
golden  browns,  tans,  olive  greens  and  brovra 
are  conspicuous. 

Embroideries  in  brilliant  colors  are  passe. 


Self-tones  are  noted,  but  the  favored  trimming 
is  braid.  Novelty  embossed  metal  braids,  cire 
and  silk  Hercules  are  used  pro- 
fusely on  suits  and  dresses  in 
self-tones. 

Fancy  novelties  in  metal 
belts  and  ornaments  of  colored 
bone  and  pyroxylin  in  quaint 
oblongs  and  dagger  shapes  are 
taking  the  place  of  beads. 

There  is  a  decided  tendency 
toward  longer  and  fuller  skirts; 
in  fact,  all  but  suit  skirts  are 
seven  inches  from  the  floor  and 
often  panels  hang  much  longer, 
lar  hem  line  predominates. 


The  irregu- 


Short  Lengths  of  News 

Miss  Helen  Juergens  is  taking  the  place 
temporarily  of  P.  G.  Clark  who  resigned  as 
ready-to-wear  buyer  of  the  Smith-Kasson  Co., 
Cincinnati. 

Henry  Kamholz,  who  resigned  his  position 
to  become  fur  buyer  for  Gimbel  Bros.,  Phila- 
delphia, has  been  succeeded  by  Mrs.  Maurice 
Spector  as  buyer  of  dresses  for  the  Blum 
Store  of  that  city. 

W.  H.  Hatch  has  resigned  as  merchandise 
manager  of  the  women's  apparel  sections  of 
the  Meigs  &  Co.  store,  Bridgeport,  Conn., 
to  become  manager  of  the  Jerome  E.  Sage 
store,  Hartford,  Conn.  Formerly  Mr.  Hatch 
was  women's  garment  buyer  for  the  Callan- 
der, McAuslan  &  Troup  Co.,  Providence,  R.  I. 

The  Globe  Knitting  Works,  Grand  Rapids, 
Mich.,  has  purchased  an  interest  in  the  Rob- 
ischon  &  Peckham  Co.,  New  York,  selling 
agents,  who  have  handled  the  mill's  line  for 
fifteen  years.  Heads  of  the  selling  company 
also  are  large  stockholders  in  the  knitting  mill 
firm. 

L.  N.  Levinson  who  resigned  as  manager 
of  the  entire  women's  ready-to-wear  depart- 
ment of  Lipman,  Woolfe  &  Co.  of  Portland, 
Ore.,  will  enter  into  the  specialty  shop  busi- 
ness on  the  Pacific  Coast.  Mr.  Levinson  has 
been  succeeded  by  W.  H.  McGee  formerly 
with  the  A.  T.  Lewis  &  Son  Dry  Goods  Co.  of 
Denver,  Col. 

Neal  Murphy,  who  resigned  as  general 
merchandise  manager  of  the  ready-to-wear 
departments  of  the  Mabley  &  Carew  Co.  in 
Cincinnati,  Ohio,  owing  to  his  ill  health, 
has  been  succeeded  by  Fred  L.  Harwood, 
formerly  connected  in  a  similar  capacity  in 
large  stores  in  the  Middle  West  and  on  the 
coast. 

W.  H.  Higgins,  for  fifteen  years  active 
manager  of  the  Smith  &  Higgins  department 
store,  Atlanta,  Ga.,  has  purchased  half  interest 
in  the  firm  held  by  his  partner,  J.  R.  Smith. 
The  business  will  be  conducted  under  the  pres- 
ent firm  name,  however,  A  previous  notice 
made  ;t  appear  that  Mr.  Higgins  was  becom- 
ing part  owner  of  the  company  for  the  first 
time.  This  was  an  error,  as  he  has  been  a 
partner  for  many  years. 
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A  Few  Interesting  Skirt  and  Blouse 
Creations  for  Summer  Season 


Models  on  This  Page 


From  left  to  right— A  supremely  attractive  interpreta- 
tion of  the  art  of  the  American  Indian,  is  shown  m  this 
American  designed  blouse.  The  model  is  of  Brest  colored 
georgette  trimmed  with  Indian  designs,  fashioned  of 
georgette  and  brown  and  white  beads.  The  luxurious 
sash  has  beaded  fringe.   From  Edward  L.  Mayer. 

The  second  blouse  of  French  blue  georgette  has  a 
crocheted  collar  of  blue  silk.  The  jabot  front  and  tie 
girdle  adds  to  its  daintiness.   From  Ruby  Waist  Co. 

For  midsummer,  a  skirt  of  oyster  white  silk,  is  an- 
important  addition  to  one's  wardrobe.  This  model  has 
box  pleats  and  a  novelty  pocket  at  the  right  side.  From 
the  Mutual  Skirt  Co.,  Inc. 

A  new  and  interesting  note  is  struck  in  the  following 
tailored  blouse  of  white  crepe  de  Chine.  Heavy  embroid- 
ery of  blue  and  black  silk  is  used  in  a  formal  design,  sug- 
gestive of  applique.   From  Son  &  Ash. 

The  accompanying  skirt  is  of  navy  blue  serge  and  gray 
homespun.  The  box  pleats  across  the  front  are  followed 
by  a  panel  of  homespun  over  which  a  band  of  serge  is 
artfully  appliqued.   From  Star  Skirt  Co. 

A  trig  blouse  for  sports  or  tailored  wear  is  shown  in 
the  last  sketch.  Built  of  habutai  silk,  its  ruMes  of  striped 
plaiting  reflect  that  jaunty  air  ruMes  alone  can  give. 
From  Monroe  Froelich. 

The  skirt  shown  with  this  blouse  is  of  striped  Scotch 
tweed,  in  russet  and  lavender.  It  is  suggestive  of  the 
trend  of  fashion  for  autumn  sports  skirts.  A  charming 
effect  is  achieved  by  the  use  of  brown  leather  on  belt  and 
pockets.    From  David  Crystal  &  Co. 


Selected  from  the  Econo- 
misfs  Garment  Depart- 
ment and  drawn  by  an 
Economist  artist. 
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The  "Opportunity  Sale"  Brings  Profit 
Both  to  Store  and  Customer 


R.  H.  Macy  &  Co.  Let  Public  in  Upon  a  Particularly  Good  Pur- 
chase and  Points  Out  the  Whys  and  Wherefores  in  Their  Ads  — 
Storepeople  Also  Allowed  to  Take  Advantage  of  Merchandising 
Scoop — Sioux  City  Establishment  Puts  Over  Similar  Idea 


"An  Opportunity  Sale"  is  the  term  applied 
by  R.  H.  Macy  &  Co.,  New  York,  to  a  special 
sale  by  virtue  of  which  the  public  is  given  an 
opportunity  to  share  in  an  opportunity  which 
the  store  has  been  able  to  take  advantage  of 
in  a  timely  purchase  of  merchandise  which 
can  be  offered  at  a  good  price  to  the  store's 
customers.  Macy's  is  a  cash  store,  and  as  it 
does  a  big  volume  of  business  it  has  available 
cash  at  all  times  to  take  advantage  of  special 
offerings  of  merchandise  by  manufacturers. 

Let  us  assume  that  an  especially  good  pur- 
chase of  dresses  has  been  made.  If  the  quan- 
tity is  large  it  is  featured  in  many  ways.  It 
is  advertised  in  the  newspapers  which  reach 
the  particular  class  of  trade  that  those  dresses 
would  appeal  to.  The  ad  is  set  up  and  phrased 
to  appeal  directly  to  a  given  class.  The  line 
of  dresses  is  gone  over  carefully  with  a  view 
of  determining  the  particular  type  and  class 
of  women  it  will  interest,  and  the  money  they 
have  to  spend.  An  appropriate  ad  is  studied 
and  aimed  directly  at  them  through  well 
chosen  mediums  and  at  the  psychological  time 
for  the  particular  merchandise  offered. 

Window  Displays  Help  Out 

If  special  attention  is  to  be  given  to  the 
sale,  window  displays  are  arranged  in  con- 
junction with  the  advertising  in  the  local 
papers.  The  best  numbers,  not  more  than 
three  or  four  of  them  in  a  window,  are  se- 
lected and  given  as  much  care  as  if  they  were 
Paris  models  being  shown  at  the  opening  of 
the  season.  In  Macy's  store  there  is  a  special 
squad  of  salespeople  who  are  called  upon  to 
serve  in  any  department  in  which  their  service 
might  be  required.  On  the  occasion  of  this 
dress  sale  a  number  of  the  special  squad, 
sufficient  to  meet  the  demand,  is  posted  in  the 
dress  department  to  assist  the  regular  staff. 
The  special  squad  is  composed  of  salespeople 
who  can  sell  dresses  or  pins  or  shoes  just  as 
well  as  they  sell  sewing  machines  or  carpets 
or  sporting  goods.  The  selling  force  is  now 
adequate  to  meet  the  anticipated  rush  of  cus- 
tomers at  the  time  set  for  the  opening.  Extra 
stock  clerks  are  provided,  the  packing  room 
force  is  supplemented  by  additional  help  for 
the  dress  turnover,  and  extra  cashiers  aid  in 
making  change  for  a  large  number  of  cus- 
tomers. All  of  these  details,  of  course,  depend 
upon  the  nature  and  size  of  the  sale  to  be 
conducted,  and  may  require  many  or  few  ad- 
ditional people  to  carry  it  through  system- 
atically and  smoothly  and  with  every  con- 
venience to  customers. 

Lower  Mark-up  Allowed 

As  a  usual  thing  the  mark-up  on  this  sale 
of  dresses  can  be  somewhat  lower  than  the 
regular  mark-up  in  the  dress  department. 
This  is  due  to  the  fact  that  the  dresses  were 
purchased  at  an  exceptionally  low  price  and 
can  be  sold  quickly  if  priced  low.  It  follows 
the  rule  generally  applied  which  allows  of 
lower  mark-ups  on  quick  turnover  and  looks 
to  volume  for  profit. 

At  the  Macy  store,  like  most  of  the  big 
department  stores,  the  help  is  given  an  oppor- 


tunity to  take  advantage  of  this  sale,  but  it 
must  do  its  shopping  before  the  opening  hour. 
"The  people  who  work  for  us  are  our  best 
customers,"  said  an  executive  of  the  store  to 
an  Economist  representative.  "We  want  it 
that  way,  because  we  want  our  customers, 
whether  they  work  for  us  or  not,  to  be  our 
best  salespeople  and  advertising  mediums. 
They  are,  therefore,  advised  of  any  sale  that 
might  interest  them,  and  are  instructed  to  do 
their  buying  before  nine  o'clock  on  the  day 
of  the  sale.  They  are  given  the  pick  of  the 
stock.  But  they  must  be  through  and  ready 
to  serve  the  public  the  minute  the  doors  open." 


Sketch  from  Paris  Office  of  tlie  Economist. 


Straight  coat  in  broadcloth  trimmed  with  fur 
and  ivith  fluted  bands  of  the  broadcloth,  featur- 
ing straight  box  lines  and  rounded  lower  front 
edges. 

If  the  manager  of  the  department  under- 
estimates the  demand  which  will  be  made  on 
the  stock,  the  manufacturer  from  whom  the 
dresses  were  obtained  is  advised  of  the  situa- 
tion, and  if  he  cannot  supply  any  more  of  the 
dresses  immediately,  those  customers  who  are 
unable  to  get  one  of  the  dresses  are  advised 
that  if  they  will  leave  their  name  and  address 
the  store  will  endeavor  to  get  more  of  the 
garments  and  will  advise  them  immediately 
when  they  are  available.  It  is  the  aim  of  the 
store  always  to  give  the  public  what  it  adver- 
tises. Manufacturers  have  been  known  to 
scour  their  customers,  retailers  in  the  city, 
and  take  off  their  hands  such  of  the  particular 


kind  of  dresses  Macy  was  offering  as  were 
available  at  the  time.  If  the  manufacturer 
has  them  in  stock,  they  are  immediately  put 
into  a  taxicab  and  shipped  to  the  Macy  store 
and  added  to  the  already  diminishing  stock. 

Another  Successful  Sale 

One  of  the  best  examples  of  an  opportunity 
sale  that  has  come  to  our  notice  is  one  which 
was  conducted  a  short  time  ago  in  the  Econ- 
omy Basement  of  the  Davidson  Bros.  Co.  of 
Sioux  City,  Iowa.  This  sale  was  pronounced 
by  A.  H.  Goldberg,  manager  of  the  basement 
department,  as  one  of  the  most  successful  he 
had  ever  held.  The  most  striking  feature  of 
the  sale  was  a  style  revue,  a  feature  which  is 
not  generally  known  or  used  in  basement  de- 
partments. In  this  instance  seven  living 
models  selected  from  the  store's  employees 
displayed  the  garments  offered  for  sale  in  the 
basement  between  the  hours  of  10  and  11 
o'clock  in  the  morning  and  2  and  3  o'clock  in 
the  afternoon  of  the  day  of  the  sale.  Music 
was  furnished  to  give  an  added  touch  to  the 
shows.  The  windows  on  the  Pierce  Street 
side  of  the  store  were  devoted  to  a  display  of 
the  apparel  on  sale.  It  was  a  one-price  event. 
Garments  were  sold  for  $14.85  which,  accord- 
ing to  the  store,  were  made  to  sell  for  $20 
to  $35. 

Here  is  how  it  started.  Mr.  Goldberg 
came  to  New  York  for  some  specials,  but  he 
found  more  than  he  started  out  for.  He  there- 
fore sent  the  following  telegram  back  to  Sioux 
City: 

"Intended  leaving  home  on  Century  to- 
day, but  have  been  offered  wonderful  lot 
women's,  misses'  wraps  and  coats  from  promi- 
nent maker  retiring  from  business.  Stock 
invoices  wholesale  eleven  thousand  four  hun- 
dred seventy-five  dollars.  Option  given  me  is 
sixty-two  hundred  dollars.  Awaiting  your 
wire  permission  to  buy.  Lot  in  addition  coats, 
wraps,  suits,  dresses,  etc.,  already  bought. 
Never  was  so  enthused  about  a  lot  of  coats 
and  wraps  as  am  on  this  lot,  as  styles  are  up 
to  the  minute  and  we  can  sell  them  for  less 
than  cost  of  materials.  Wire  immediately,  as 
I  have  option  until  to-morrow." 

The  firm  sent  the  following  wire  imme- 
diately to  Mr.  Goldberg: 

"Glad  to  know  you  had  successful  buying 
trip.  We  are  prepared  to  give  you  all  support 
in  way  of  advertising,  windows,  etc.,  on  your 
return." 

Needless  to  say,  Mr.  Goldberg  went  to  it, 
and  one  week  after  he  sent  his  wire  the  sale 
was  staged,  under  the  glaring  title,  "Living 
Model  Style  Revue  and  Sale." 

Papers  Herald  Event 

Full-page  ads  in  the  local  papers  an- 
nounced the  "unique  event."  The  page  was 
bordered  with  sketches  of  the  garments  to 
be  sold.  There  was  sufficient  descriptive  mat- 
ter in  connection  with  the  sketches  to  give  the 
reader  a  good  idea  of  what  was  to  be  offered 
for  $14.85. 

On  the  opening  day  the  crowds  were  just 
what  Mr.  Goldberg  had  expected,  and  every 

(Continued  on  page  68) 
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Give  women  the  quality 
they^ve  never  had 
before 


Women  want  the  tailoring, 
style,  quality,  they  find  in 
Hart  SchafFner  &  Marx  coats 
for  women*  Youll  meet  a 
long  felt  need  if  you  give  it 
to  them 


OUR  Women's  line  for  fall  and 
winter,  1921,  will  be  ready  to 


time  to  make  arrangements  to  see  it 


Hart  SchafFner  &  Marx  coats 
for  women  aren't  restricted 
to  only  the  men's  stores  that 
sell  our  goods;  any  good  store 
for  women  can  handle  them 


Hart  SchafFner  &  Marx 


Now  is  the 


Chicago 


New  York 
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Uniform  Styles 
No  Longer  Hold 
Sway 

No  Particular  Suit  Mode  Will  Pre- 
dominate for  Fall,  According 
to  A.  E.  Lefcourt 

The  sanity  and  practicability  of  the  Amer- 
ican woman  decrees  a  more  general  line  of 
garments  to-day  than  ever  in  the  past,  accord- 
ing to  A.  E.  Lefcourt  of  A.  E.  Lefcourt  &  Co., 
who  is  a  strong  advocate  of  American  styles 
for  American  women,  and  who  believes  that 
Paris  fashions,  as  such,  have  no  place  in  the 
wardrobe  of  our  women  here.  Paris  styles, 
unless  very  much  modified,  are  not  generally 
available,  he  said.  American  women  are 
gradually  getting  away  from  the  uniform 
idea,  especially  in  suits.  The  days  when  long 
coats  prevailed  during  a  season,  or  when  short 
coats  held  sway,  and  every  woman  demanded 
a  suit  coat  of  that  particular  style,  have 
passed,  said  Mr.  Lefcourt,  who  added  that  the 
merchant  who  caters  to  the  average  American 
demand  must  be  in  a  position  to  sell  a  short 
coat  suit  to  the  woman  who  wants  it,  or  a  long 
coat  suit  to  the  woman  who  prefers  that  par- 
ticular type. 

Mr.  Lefcourt  said  that  in  making  up  his 
fall  line  he  is  following  this  principle,  and 
that  no  particular  style  will  predominate  as 
an  outstanding  feature  of  the  coming  sea- 
son's offerings.  It  is  his  opinion  that  a  mod- 
erately short  skirt  will  continue  in  use  prin- 
cipally because  of  is  practicability,  but  for  the 
woman  who  desires  a  skirt  a  trifle  longer, 
sufficient  depth  is  allowed  in  the  hem  to  per- 
mit of  dropping  it  two  or  three  inches.  Navy 
blue  will  be  the  prevailing  color  for  suits  for 
fall  and  browns  will  hold  second  place,  accord- 
ing to  Mr.  Lefcourt,  and  wool  fabrics  will  be 
preferred  to  worsted  materials.  Mr.  Lef- 
court's  opinion  in  this  connection  differs 
somewhat  with  the  belief  expressed  by  some 
manufacturers,  that  twills  and  tricotines  will 
predominate. 

He  declared  that  retailers  who  look  for  de- 
liveries of  fall  merchandise  in  July  and  Au- 
gust should  place  a  substantial  portion  of 
their  orders  early  in  June,  so  as  to  make  it 
possible  for  the  manufacturer  to  produce  the 
merchandise  and  make  the  required  delivery. 
They  should  use  careful  judgment,  however, 
he  said.  In  the  past  few  seasons  retailers 
have  deferred  placing  their  orders,  and  deliv- 
ery consequently  has  been  somewhat  delayed. 
Those  manufacturers  who  make  up  merchan- 
dise only  on  order  are  not  in  the  same  position 
to  make  delivery  as  manufacturers  who  carry 
stocks. 


Pile  Fabric  Coats 
Gain  in  Favor 

Straight  Line  Models  Most  in  De- 
mand— Wraps  Fail  to  Run 
Strong 

Fifty  per  cent  off  last  year's  prices  estab- 
lishes a  new  level  for  pile  fabric  coats,  com- 
monly known  as  plush,  and  brings  them  back 
to  a  1917  basis,  according  to  a  leading  factor 
in  the  market.  Reports  received  from  road 
men  who  have  been  out  for  two  weeks  show 
a  very  good  demand  in  all  sections.  The  pop- 
ular sellers  run  from  $15  to  $35,  with  a  fairly 


good  calling  for  garments  as  low  as  $9.75  and 
some  above  the  $35  mark.  A  few  fur-trimmed 
numbers  run  as  high  as  $100.  The  good  de- 
mand now  and  the  low  level  of  prices  is  at- 
tributed in  part  to  the  fact  that  buyers  did 
little  else  but  nibble  early  in  the  season,  and 
they  now  are  said  to  be  placing  orders  for 
what  they  know  they  will  need. 

With  few  exceptions  the  demand  seems  to 
be  for  straight  line  models.  Wraps  in  pile 
fabrics  have  not  met  with  much  favor.  One 
reason  is  that  plush  coats  are  usually  pur- 
chased by  women  who  will  wear  them  two  or 
three  seasons  and  a  straight  line  garment  is 
more  staple  and  suitable  for  continued  use. 
The  wrap  may  be  in  style  next  season  or  it 
may  not. 

Short  coats,  36  inches,  are  sold  for  resale 
to  young  women  and  girls  who  look  for  a 
certain  degree  of  snap,  but  for '  the  older 


Sketched  by  an  Economist  artist 

Small  hats  are  among  the  early  fall  models 
with  leather,  felt,  velvet  and  duvetyn  as 
mediums  through  which  the  mode  is  expressed. 

1.  In  developing  this  model  the  Patrician  Hat 
Co.  has  used  dark  blue  duvetyn  with  white 
leather  flowers  appliqued  with  gray  yarn.  The 
facing  and  band  are  of  white  georgette. 

2.  Henna  duvetyn  embroidered  in  gray 
angora  forms  the  brim  while  the  same  mate- 
rial, finely  tucked,  makes  the  crown  of  this 
model.    From  Vogel  Brothers. 

3.  Hyland  Bros.  Co.  meets  the  early  demand 
for  fall  chapeaux  with  felt.  This  model  made 
of  white  felt  is  decorated  with  burnt  orange, 
hand  crocheted,  chenille  flowers  and  green 
leaves.  White  grosgrain  ribbon  shot  with 
green  binds  the  edge. 

4.  The  Jardine  Hat  Co.  uses  panne  velvet  in 
a  smartly  tailored  shape  and  adds  a  military 
air  in  the  standing  pompon  of  black  moire 
ribbon. 

woman  who  wants  a  coat  100  per  cent  for 
utility  the  longer  garment  holds  sway. 

In  connection  with  pile  fabric  coats,  re- 
tailers are  referred  to  an  article  on  pile  fabrics 
in  the  ECONOMIST  of  April  16  on  page  39. 
If  you  will  refresh  yourself  with  the  facts 
contained  in  the  article  you  may  find  them 
helpful  in  making  a  sale. 


Give  Seasonal 
Millinery  Idea 
A  Chance 

If  Retailers  Display  Models  Too  Far 
Ahead  They  Are  the  Chief 
*  Sufferers 

SELF-PRESERVATION  is  the  first  law  of 
nature,  and  milliners  are  only  human, 
therefore  the  great  Ego  is  uppermost  in 
their  mind.  To  preserve  both  themselves  and 
their  business  they  are  constantly  trying  to 
get  ahead  of  their  competitors,  and  since  con- 
tinual change  of  styles  is  the  life  of  the  mil-  \ 
linery  trade,  manufacturers  are  apt  to  rush 
each  season. 

Not  only  manufacturers  but  retailers  over- 
look their  obligations  to  the  trade  in  sticking 
to  the  "four-season"  idea  which  has  been 
struggling  for  recognition  for  several  sea- 
sons. 

To-day,  May  21,  when  midsummer  mil- 
linery should  be  displayed  exclusively,  one 
finds  in  many  shops  velvet,  velour  and  felts 
given  great  prominence.  Naturally  the  dis- 
play of  new  and  advanced  models  will  create 
a  desire  for  the  same  in  the  minds  of  the  con- 
sumer. When  such  a  desire  is  once  stimu- 
lated, the  seasonable  stuff  is  dead;  that  is, 
when  women  begin  wearing  felt  hats  in  the 
middle  of  May  there  will  be  little  sales  for 
organdies. 

Educate  the  Women 

Don't  show  your  hats  out  of  season.  If 
the  woman  doesn't  know  that  she  looks  better 
in  straw,  to  say  nothing  of  its  advantage 
when  the  summer  sun  is  in  the 
ascendancy,  educate  her. 

Women  do  not  like  to  let  any-  - 
one  get  ahead  of  them.  If  they 
believe  their  neighbors  are 
wearing  smarter  or  more  ad- 
vanced clothes  than  they,  off 
they  go  to  find  what  is  new  in 
the  market. 

Women  have  often  been  ac- 
^  cused  of  controlling  the  market, 

but  if  they  can't  find  what  they 
want  they  will  soon  be  satisfied 
with  what  they  can  get. 

Therefore,  it  is  the  retailer 
who  is  to  blame  for  rushing  the 
season.  If  a  woman  sees  a  white  hat  in  Janu- 
ary or  a  felt  hat  in  May  she  will  not  be  satis- 
fied until  she  has  purchased  it. 

Show  Winter  Lines 

To-day,  manufacturers  are  showing  their 
winter  lines.  Felts  are  first  to  be  displayed, 
but  this  is  no  reason  thet  the  retailer  should 
make  a  special  effort  to  let  the  public  know  he 
has  these  models.  But  "there's  the  rub." 
With  advanced  stocks  on  the  shelves  and  cus- 
tomers asking  for  felts  such  as  so-and-so 
across  the  street  is  showing,  temptation  is 
too  great,  and  out  comes  the  advanced  models 
and  sale  is  made. 

Paris  has  a  bad  infiuence  on  midsummer 
millinery,  for  "over  there"  everyone  is  wear- 
ing felt  and  fabric  hats,  and  buyers  returning 
from  the  fashion  center  spread  the  news  that 
felt  is  the  thing,  and  that  is  enough.  Felts 
are  in  demand  and  must  be  made. 


R.  S.  Fisher  has  become  head  of  the  linen 
department  of  J.  L.  Brandeis  &  Sons,  Omaha, 
Neb.  Formerly  he  was  with  the  McAlpin 
Co.,  Cincinnati,  Ohio. 
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Bayers- 


these  BUNGALOW  APRONS  are  good 
buys: — because  they  sell 


style  No.  780  D 

Good  quality  plaid 
gingham  trimmed 
with  ric-rac  sash  tie- 
back  and  wide  girdle. 
$10.00  per  doz. 


Style  No.  710  D 

64  count  standard 
percale  trimmed 
with  white  piping  on 
neck,  sash  and  sleeves 
— in  a  wide  range 
of  patterns  of  at- 
tractive stripes  and 
plaids. 

$9.00  per  dozen 


Style  No.  740  D 

Good  washable  check 
gingham  in  blue  black 
lavender,  pink,  trim- 
med with  contrasting 
colored  Chambray  to 
match. 

$12.00  per  doz. 


Style  No.  T15  D 

Good  quality  striped 
gingham ;  blues  and 
grays  ;  trimmed  with 
white  piping  on 
sleeves,  sash  and 
neck — ^generously  cut. 
$9.00  per  dozen 


Terms:  3/10  or  2/30 

Satisfaction:  Can't  be  computed 
in  terms 

CRITERION  SPECIALTY  CO.,  INC. 

20-26  West  22nd  St.,  New  York  City 


Remember  the  name 


it  means  good  business 


BATHING  APPAREL 

"MILBURY  ATLANTIC" 

A  Line  of  Distinction 

Not  cheap  merchandise  but  goods  of  quality  that 
give  service,  with  prices  as  low  as  inferior  goods. 

Fully  one  hundred  ami 
fifty  different  atylea  of 
ladies'  suits  in  Surf 
Satin,  Mohairs,  Cotton 
Jersey,  Wool  Jersey, 
Wool  and  Silk,  all  Silk, 
from  $18.00  to  $175.00 
per  dozen. 

Men's  suits,  fully  on« 
hundred  different  styles. 
Cotton,  Mixed  Wool  and 
Cotton,  all  Worsted  Silk 
and  Wool,  all  Silk,  from 
$10.50  to  $99.00  per 
dozen. 

At     least  seventy-flv« 

different  styles  of  Misses, 
Boys  and  Children,  from 
$7.50  to  $96.00  per 
dozen. 

One  hundred  different 
styles  Ocean  Millinery 
of  exquisite  designs. 
Seventy  -  five  different 
styles  of  Bathing  Shoes. 
All  made  in  our  own 
mills. 

Send  for  net  price  lists 
and  shall  be  pleased  to 
submit  samples  to  rep- 
utable dealers. 

The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  New  York 

MILLS — Rahway,  N.  J. 


Largest  Assortment  in 

Outerall  Playsuits 

You  will  also  find  uiieiiualltd  values  in  the  Outerall  line, 
due  to  volume  production  in  our  eight  £actories.  y\re  you 
ready  for  the  bi^  vacation  season  demand?  The  nearest 
Ijranch  will  send  latest  samjdes. 

MICHIGAN  MOTOR  GARMENT  COMPANY,  Greenville,  Mich. 


R.  M.   Beardslee,  Manager — Brandhes: 


New  York,  377  Broadway. 
Chicago,  1016  Medinah  Bldg. 
Kansas  City,  319  W.  Ninth  St. 
Milwaukee,   606  Mayer  Bldg. 
Indianapolis,  466  Massachusetts 
Ave. 


Observatory 


Des     Moines,  607 
Bldg 

Spr  ngfield,    Mass.,    147  Dwight 
St. 

Cl-veland,     Ohio,     221  Marion 

B  d<?. 


Ill  iiiiiiiiiiiiiiiniiiiiiiiiniiiniiiiiiiiiiii!it  iiniiiiiii  liiillllillilllinilll  inlnliilllllg 


JAMES  ELLIOTT  &  COo,  Inc. 

370  Emadway,  K  Yo 

Manufacturers  and  Importers 

Table  Damasks,  Napkins,  Crashes, 

Staple  and  Fancy  White  Goods, 

Quilts,  Satin  and  Crochet 
Irish  Linens. 

GRANITE  LINEN  COMPANY 

Manufacturers 

Huck  Towels,  Name  Towels,  Towelings, 
Homespun  Damask,  Napkins,  Art  Crashes,  Etc. 

vniihiiiiiiiilllliiillllliri.< 
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SUSQUEHANNA  SILK  MILLS 


MAKERS  OF 


^  This  group  includes  a  complete  line  of  various  silks  in 
standard  weaves,  especially  made  for  the  manufacturing 
and  dry  goods  trade. 

WHOLESALE  ONLY 

New  York  City,    149   Madison  Avenue 


BOSTON: 
99  Chauncy  Street 
PHILADELPHIA 
1211  Arch  Street 


Brianch  Offices 


Cor.  32nd  Street 
CHICAGO 
230  So.  Wells  Street 
ST.  LOUIS 
503  North  Twelfth  Street 


Abuse  of  Trade 
Mark  Names  Is 
Frequent 

Ad  Men  Are  Inclined  to  Misuse  Cer- 
tain Registered  Terms  Through 
Lack  of  Information 

IN  ancient  times  a  military  campaign  was 
about  the  only  thing  that  would  bring  new 
words  into  a  language  with  any  degree  of 
rapidity.  Now,  though,  each  month  sees  trade- 
mark names  appearing  in  our  magazines  which 
may  become  generic  or  dictionary  terms  in  a 
short  time. 

A  manufacturer  produces  something  new 
and  gives  it  a  peculiar  trademark,  say,  "Jig- 
go."  Soon  other  similar  lines  spring  up  and 
almost  before  one  knows  it  the  entire  assort- 
ment is  called  "Jiggo"  instead  of  the  one 
original  product. 

Such,  undoubtedly,  is  the  penalty  for  good 
advertising,  and  it  often  leads  to  unintentional 
misrepresentation  on  the  part  of  the  merchant. 

We  mention  this  to  you  at  this  time  for 
two  reasons.  First,  to  protect  you,  and,  sec- 
ond, to  protect  your  customer. 

The  Ad  Man  Doesn't  Know 

We  have  had  several  instances  called  to 
our  attention  recently  where  manufacturers 
have  been  on  the  verge  of  instituting  legal 
proceedings  against  retailers  for  applying 
their  trademarked  name  to  merchandise  they 
did  not  produce.  Investigation  on  our  part  has 
proved  in  every  instance  that  the  retail  adver- 
tising man  did  not  know  the  name  so  used 
was  trademarked  and  thought  it  was  merely  a 
new  way  of  calling  attention  to  an  old  prod- 
uct. It  is  laudable  for  any  advertising  man 
to  look  for  new  ways  of  telling  his  advertising 
story,  but  you  should  urge  him  to  be  exceed- 
ingly careful  in  taking  names  which  he  picks 
up  from  advertising  pages  and  using  them.  It 
may  result  in  a  lawsuit  that  would  be  very 
expensive  to  you,  even  though  you  were  to 
win. 

Then,  too,  we  do  not  believe  there  are  any 
merchants  in  the  country  who  would  willingly 
sell  a  product  under  the  wrong  brand,  because 
so  doing  is  very  apt  to  reflect  detrimentally  on 
the  merchant.  The  customer  is  apt  to  find 
out  sooner  or  later  that  she  did  not  get  what 
she  asked  for,  and  she  will  naturally  feel  that 
she  was  deceived  in  her  purchase.  Nothing 
is  so  likely  to  bring  about  the  loss  of  a  cus- 
tomer as  to  have  her  feel  that  she  has  been 
cheated. 

Your  Name  Your  Trademark 

There  is  also  a  moral  reason  why  we  should 
protect  each  other's  trademark.  In  your  com- 
munity your  name  is  your  trademark.  You 
spend  hundreds  of  thousands  of  dollars  in  ad- 
vertising it  to  the  public,  and  you  safeguard  it 
in  every  way  you  can  from  any  influence  that 
might  injure  your  reputation.  You  can  readily 
appreciate  how  unfair  it  would  be  for  a  man 
to  open  another  store  in  your  town  and  use 
'your  name,  so  as  to  get  the  benefit  of  your 
advertising  and  selling  efforts.  Even  though 
he  maintained  your  standard  of  service  and 
merchandise,  he  would  be  taking  something 
away  from  you.  If,  however,  he  were  lax  in 
some  of  the  things  about  which  you  are  par- 
ticular he  would  be  doing  your  name  a  posi- 
tive injury. 

The  trademarked  name  of  a  manufacturer 
is  his  name.  We  might  call  it  the  nickname  by 
which  he  is  known  to  the  public.  He  educates 
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customers  to  expect  a  certain  quality  and 
standard  under  that  trademark.  Any  other 
line  of  merchandise  sold  under  the  same  name 
injures  him,  just  as  the  use  of  your  name  by 
another  in  your  town  would  hurt  you. 

Even  if  you  were  able  to  sell  unnamed 
merchandise  under  a  branded  name  without 
detection  you  would  be  fostering  chaotic  con- 
ditions in  business. 

Advertising  is  the  language  of  business, 
and  if  it  is  spoken. poorly  or  deceptively  it  is 
sure  to  hurt  business  in  general  and  to  reflect 
on  the  man  who  is  careless  in  his  choice  of 
words. 

We  have  no  interest  in  any  trademark  or 
trade  name  of  any  kind  which  would  lead  us 
to  write  this  article.  It  is  purely  to  protect 
you,  your  business  and  the  business  of  the 
country  that  we  urge  the  utmost  care  in  the 
use  of  trademark  names  in  your  store's  pub- 
licity. 


Senate  Hears— 


(Continued  from  page  17) 

last  week,  that  Federal  investigators,  working 
independently,  have  proved  conclusively  that 
there  are  many  instances  where  retailers  in- 
sist upon  peak  prices,  despite  the  general 
trend  toward  lower  levels.  He  indicated  that 
price  adjustment  would  be  a  slow  process  in 
which  it  would  be  difficult  to  determine  proper 
levels.  He  made  clear  to  the  retailers  that 
this  administration,  unlike  its  predecessor, 
had  no  sense  of  regulation  but  preferred  to  let 
economic  processes  work  a  solution. 

Many  Holdouts  in  Trade 

The  Secretary,  in  explaining  to  the  mer- 
chants that  "nobody  wants  to  condemn  the 
whole  of  any  trade,"  refused  to  recede  from 
his  position  that  there  are  many  retailers  who 
are  holding  out  for  high  prices  despite  the 
marked  reduction  in  wholesale  quotations.  He 
advised  them  that  independent  investigation 
of  the  retail  trade  conducted  by  special  agents 
showed  that  in  every  town  there  were  many 
merchants  who  had  marked  their  goods  down 
while  others  in  the  same  locality  endeavored 
to  dispose  of  stocks  at  prices  out  of  propor- 
tion with  prevailing  wholesale  costs.  Retail- 
ers were  informed  that  in  the  descending 
prices  manufacturers  are  under  great  pres- 
sure on  account  of  the  character  of  buying. 
He  stressed  the  fact  that  the  producer  receives 
the  full  force  of  competitive  buying  and  the 
jobber  is  in  practically  the  same  position. 

It  is  significant  to  note  that  Secretary 
Hoover  is  cognizant  of  the  fact  that  there 
are  limitations  upon  the  enterprising  retailer 
in  checking  the  damaging  activities  of  certain 
profiteering  firms.  He  believes  that  the  only 
way  to  get  these  insurgents  down  to 
fair  prices  is  to  tell  the  public  to  shop  around 
with  care.  Hoover  is  of  the  opinion  that  the 
public  itself  is  largely  responsible  for  high 
prices  because  of  its  failure  to  bring  the  un- 
fair merchant  to  terms. 

In  proposing  the  fullest  publicity  as  to 
retail  prices,  the  Secretary  told  the  retailers' 
delegation  that  the  lack  of  adequate  informa- 
tion as  to  prices  during  the  last  three  years 
was  the  principal  cause  of  the  present  eco- 
nomic difficulty.  He  insisted  that  with  accur- 
ate information  at  hand,  retailers  and  manu- 
facturers could  have  prepared  themselves  for 
the  readjustment,  as  this  data  would  have  al- 
lowed erection  of  safeguards  or  permitted  ex- 
pansion. 

For  Service  o£  Business 

Secretary  Hoover  impressed  upon  the  dele- 
gates that  the  gathering  of  price  informa- 
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tion  was  purely  for  the  service  of  business 
and  not  for  price  control. 

Richard  H.  Webber,  president  of  the  J.  L. 
Hudson  Co.,  Detroit,  presented  the  retailers' 
argument  to  the  Secretary  and  to  Assistant 
Secretary  Huston.  These  officials  were  told 
that  retailers'  stocks  were,  as  a  whole,  liqui- 
dated, therefore,  retailers  are  in  a  position  to 
take  every  change  in  the  market  and  pass  it 
on  to  the  public.  He  explained  that  competi- 
tion had  become  keener  than  heretofore  in  the 
retail  field  and  the  consumer  would  obtain  the 
benefit  of  this  development.  The  support  of 
the  Department  of  Commerce  was  asked  to 
counteract  the  harmful  influence  which  the 
publication  of  the  Federal  Trade  Commis- 
sion's report  on  retail  prices  exercised  over 
the  buying  public.  Secretary  Hoover  asserted 
that  the  Administration  would  do  its  part 
toward  restoring  confidence  of  the  retailer 
buyer. 

New  England  Merchants'  Status 

Administration  and  Congressional  leaders 
have  manifested  unusual  interest  in  the  data 
prepared  by  C.  Hudson  Johnson,  president  of 
Burrows  &  Sanborn,  Lynn,  Mass.,  as  to  the 
exact  financial  status  of  representative  mer- 
chants in  the  New  England  States.  The  sta- 
tistical exhibit  which  he  has  agreed  to  fur- 
nish in  detail  to  Secretary  of  Commerce 
Hoover  and  the  Senate  Finance  Committee 
shows  a  side  of  the  retail  merchant's  problem 
which  is  unknown  to  the  average  legislator 
and  consumer. 

The  compilation  represents  the  business 
of  71  of  the  best  department  stores  in  New 
England,  doing  a  business  from  $71,000  to 
$3,000,000.  The  data  was  taken  for  the  last 
six  months  in  1919  and  1920.  Of  the  71  re- 
porting stores,  35  of  the  most  profitable  were 
selected  for  the  purposes  of  a  special  exhibit. 
Mr.  Johnson  found  that  in  the  six  months' 
period  of  1919  they  did  a  business  aggregat- 
ing $15,500,000,  which  represented  an  average 
profit  of  6.9  per  cent.  In  1920,  for  the  same 
period,  with  an  increased  volume  of  $500,000, 
the  net  loss  was  $700,000,  or  4.2  per  cent  for 
the  35  stores. 

Small  Retailers  Lose 

Classifying  these  stores  according  to  the 
amount  of  business,  it  was  found  that  the 
smaller  retailers  in  the  first  group  lost  with 
one  exception,  and  here  a  profit  of  5  per  cent 
was  reported.  In  the  medium  sized  stores 
only  one  reported  a  gain,  and  this  amounted 
to  five-tenths  of  one  per  cent.  In  the  larger 
group  3  stores  reported  earnings  of  2.3  per 
cent.    All  others  lost  heavily. 

Senator  Walsh  of  Massachusetts  directed 
the  attention  of  the  Senate  Finance  Commit- 
tee to  the  fact  that  these  figures  proved  con- 
clusively that  others  besides  farmers — par- 
ticularly merchants — sustained  heavy  financial 
losses.  He  pointed  out  that  these  New  England 
stores  had  marked  down  their  prices  $3,000,- 
000  during  the  period  covered  in  1920.  Mr. 
Johnson  told  Secretary  Hoover,  Secretary 
Mellon  and  Senate  leaders  that  the  figures 
show  that  merchants  have  placed  merchandise 
on  replacement  values  and  that  not  many  retail 
concerns  were  making  profits.  The  New  Eng- 
land merchants  stated  that  the  figures  were 
representative  of  conditions  in  other  parts  of 
the  country.  Government  oflficials  were  told 
that  almost  all  stores  covered  by  the  survey 
in  New  England  were  without  large  cash  re- 
serves and  cannot  take  losses  over  a  long 
period.  They  must  do  capacity  business  to 
meet  their  overhead. 


M.  Martin  &  Co.,  manufacturers  of  mus- 
lin underwear,  have  opened  a  new  office  in 
Chicago,  712  Medinah  Building. 


42 


DRY  GOODS  ECONOMIST,  MAY  21,  1921 


"Ideas  go  Booming 
through  the  World 
Louder  than  Cannon"* 


(Paxton) 


Send  for  our  New  Booklet 

''Twelve  new  Ideas 
for  Decoration 


9  9 


SWISS-,. 


^        >  •      J  * 


See  to  it  they  do  a  Bit 
of  "Booming"  for  Your  Department! 


Here  are  two  more  ideas  ready  to 
go  to  work  for  you. 

All  they  want  is  an  opportunity — 
just  a  chance  to  be  seen  in  j'our  de- 
partment. 

Then,  in  return,  they  will  create  for 


you  that  best  of  all  advertising— the 
endless  chain  of  over-the-teacup 
comment. 

Put  them  to  work  now.  Make  up 
and  display  a  sample  curtain  and  bed- 
spread as  described  below. 


Bedspread  for  a  Man's  Room 


For  a  single  bed,  you  need : 
2?4  3'ds.  Tuscan  Net. 
5  yds.  deep  cream  sateen. 
4>4  yds.  cream-colored  silk  or  cotton 
fringe, 

4  inches  wide;         yds-  cream-colored 
fringe,  lyi  inches  wide. 

The  Tuscan  Net  in  this  bedspread  is  45 
inches  wide,  so  for  a  single  bed  you  need 
only  one  width.  Sateen  _  comes  one  yard 
wide,  so  you  need  two  widths. 

Lay  a  piece  of  the  net,  2^  yards  long, 
on  a  "flat  table.  Over  this,  in  the  exact  cen- 
ter, lay  2^  yards  of  the  sateen  right  side 
down.  Split  another  2^4  yards  of  the  sateen 
through  the  middle  length,  and  join  a  half 


width  on  either  side  of  the  center  piece. 
This  will  make  a  lining  slightly  wider  than 
the  net,  the  purpose  being  to  leave  enough 
material  to  tuck  in  at  the  sides  of  the  bed. 

At  the  top  of  the  spread,  lay  a  piece  of 
sateen  one  yard  wide,  and  Vz  yard  deep. 
On  top  of  this,  lay  net  the  same  size  and 
sew  both  to  the  original  spread,  forming 
a  pillow  sham.  Thus,  in  the  spread  itself, 
the  net  will-  be  over  the  sateen,  while  in  the 
sham,  the  sateen  will  be  over  the  net,  so 
that  the  net  will  be  on  top  when  the  sham 
is  turned  down. 

At  the  edge  of  the  net,  down  the  long 
sides  of  the  spread,  sew  your  4-inch  fringe, 
allowing  it  to  hang  straight  at  the  sides 
of  the  bed.  Around  the  three  edges  of  the 
sham,  sew  your  narrow  fringe. 


Ecru  Tuscan  Net  Curtain  with  Ribbon  Trimming 


For  this  curtain  you  need: 

2]/2  yds.  Ecru  Tuscan  net. 
12^  yds.  stiff  brown  grosgrain  ribbon, 
1/2  inch  wide. 
7  yards  of  same  ribbon,  i  inch  wide. 

Cut  your  2!^  yards  of  Tuscan  net  in  half, 
lengthwise.  Hem  the  raw  long  edge,  and 
one  short  edge  of  each  half.  Make  your 
hem  the  exact  width  of  four  squares  of  the 
mesh. 


Draw  your  narrow  ribbon  all  around  the 
edge  of  the  four  hemmed  sides,  through 
every  other  mesh.  Repeat  this  2  inches 
inside  this  row.  Run  your  wide  ribbon 
about  6  inches  inside  the  inner  row  of  nar- 
row ribbon.  Finish  with  2  flat  bows  of 
the  rest  of  your  wide  ribbon,  drawn  through 
the  meshes  of  the  net  at  the  inner  corners 
formed  by  the  ribbon. 

You  will  now  have  a  pair  of  curtains 
ready  to  be  hemmed  at  the  top,  for  a  cur- 
tain rod. 


Ribbon  of  any  soft,  pastel  shade  is  ap- 
propriate for  this  curtain.  The  golden- 
brown  is  particularly  harmonious  with  the 
ecru  net. 

Any  simple  over-drapery  may  be  used  in 
combination  with  these  curtains.  The  one 
in  the  picture  is  of  cool,  lilac-colored  linen, 
with  green-and-white  morning  glories  ap- 
pliqued  on  the  flower  edges. 


QUAKER  LACE  CO. 
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Prices  of  Ribbons 
Expected  to  Hold 
Present  Levels 

Wide  Range  of  Merchandise  In  De- 
mand— Vogue  for  Fringed 
Sashes  Continues 

IN  normal  years  practically  all  of  the  sum- 
mer business  in  ribbons  would  have  been 
placed  before  the  present  time.  However, 
owing  to  the  late  and  hand-to-mouth  buying, 
orders  are  still  being  received  in  quantity  and 
for  fairly  large  amounts. 

The  unstable  conditions  in  the  silk  field 
made  buyers  hesitate  to  place  their  orders  as 
early  as  usual.  Due  also  to  economic  condi- 
tions, they  bought  only  in  quantities  sufficient 
for  immediate  demand.  As  a  result  of  this, 
orders  have  been  received  throughout  the  past 
four  months,  and  will,  no  doubt,  continue  dur- 
ing the  coming  two  months. 

There  have  been  no  changes  on  the  price 
sheets  since  Jan.  1,  and  the  prediction  is  that 
there  will  be  no  fluctuations  from  this  price 
during  the  rest  of  the  year.  Fall  merchan- 
dise is  coming  in  at  the  January  prices,  and 
as  long  as  raw  silk  holds  firm  and  the  cost  of 
labor  continues  high,  there  seems  no  possi- 
bility of  lower  prices  and  no  reason  for  higher 
ones. 

Wide  Ribbon  Range  Sought 

The  range  of  merchandise  in  demand  is 
very  complete,  and  practically  all  types  of  rib- 
bons are  in  use  for  summer  wear.  There  has 
been  a  slight  falling  off  in  the  demand  for  rib- 
bon sashes  due,  no  doubt,  to  the  acceptance 
of  tulle  and  chiffon  for  the  prevalent  lace  af- 
ternoon and  dinner  dresses.  However,  the 
past  few  days  have  shown  a  revival  in  sash 
ribbons  and  particularly  in  the  soft,  supple 
satins  and  taffetas. 

The  vogue  for  fringed  sashes  on  street 
dresses  and  suits  knows  no  diminution.  It 
continues  to  be  the  leading  note  in  practically 
all  ribbon  departments. 

One  manufacturer,  noting  this  great  de- 
mand, has  sent  out  a  booklet  showing  exactly 
how  to  make  the  beautiful  fringes  which  com- 
plete these  sashes.  Several  thread  silk  houses 
co-operating  in  this  work  have  wound  the  silks 
on  25-yard  spools  especially  for  this  sale.  In 
this  way  a  woman  may  buy  as  many  colors  as 
necessary  to  harmonize  with  the  ribbon  used 
and  in  whatever  quantity  the  colors  in  the 
design  may  call  for. 

The  Work  Amuses  Them 

A  special  latch  needle  is  used,  which  makes 
unnecessary  the  threading  and  rethreading  of 
the  ordinary  large-eyed  needle,  and  as  a  con- 
sequence the  work  may  be  done  very  quickly. 
Women  find  this  a  fascinating  occupation  and 
at  the  same  time  can  complete  a  sash  in  an 
hour  or  two. 

The  great  increase  in  the  sales  of  eight- 
and  nine-inch  ribbons  is  due  very  largely  to 
the  promotion  of  these  sashes.  Two  yards 
makes  a  sash,  but  so  many  customers  wish 
several  sashes  that  the  demand  grows  indefi- 
nitely. This  business  also  runs  almost  en- 
tirely in  the  high-priced  ribbons,  which  means 
large  profits  for  the  department. 

The  bag  vogue  is  still  great,  and  many 
departments  report  large  sales  in  this  mer- 
chandise. These  ribbons,  too,  are  of  the  high- 
1  priced  type,  and  while  not  so  much  is  required 
I  for  a  bag,  still  the  sales  have  grown  through- 
out several  seasons. 

Fads  of  this  kind,  if  followed  up  closely 
by  buyers,  can  be  made  to  produce  extremely 


valuable  results  and  practically  all  the  large 
stores  have  seized  upon  these  sashes  and  bags 
as  money  makers. 

Many  department  heads  have  found  it  ad- 
visable to  limit  the  made-up  articles  shown  in 
their  departments  to  one  or  two  of  established 
vogue.  Some  departments  have  limited  their 
displays  to  ribbon  bags  and  sashes,  and  have 
made  only  these  two  articles  in  their  work 
rooms  for  sale  over  the  counter  and  also  on 
order  for  the  customer.  They  have  found  this 
more  profitable  and  a  better  investment  than 
trying  to  make  the  scores  of  articles  that  are 
displayed  in  some  departments. 

However,  while  some  have  hit  upon  this 
as  the  solution  of  their  troubles,  others  still 
consider  it  necessary  to  include  boudoir  caps 
and  slippers,  nightgown  bags,  sofa  pillows, 
baby  clothes  and  all  the  other  nuni,erous  ar- 
ticles which  may  be  made  from  ribbons.  This, 
no  doubt,  is  a  question  which  each  department 
will  have  to  settle  for  itself. 

Another  new  phase  which  gives  promise 
of  much  added  business  for  ribbon  houses  is 
the  facing  back  of  the  new  fur  coats  with 
gorgeous  wide  ribbons.  Usually  only  the 
most  expensive  and  most  decorative  of  ribbons 
are  used  for  this  purpose.  The  brocaded  vel- 
vets, tinsel  brocades,  plain  tinsels  and  warp 
prints  are  particularly  adapted  to  this  new 
use.  During  the  recent  fur  fashion  show 
nearly  all  of  the  most  exquisite  fur  garments 
were  shown  with  plain  colored  linings  dec- 
orated in  this  way  with  gorgeous  ribbons  in 
both  wide  and  narrow  widths.  If  this  fashion 
persists  through  the  coming  season,  it  will 
mean  a  decided  increase  in  sales  and  much 
added  prestige  for  ribbons. 

One-Hour  Sales 
Lure  Shoppers 

Baker-Flick  Co.  of  Camden,  N.  J., 
Use  Word  of  Mouth  Adver- 
tising to  Advantage 

Door  to  door — by  word  of  mouth — by  sam- 
ples of  sale  goods  placed  in  people's  hands  to 
examine:  that  was  one  of  the  effective  ways 
the  Baker-Flick  Co.,  Camden,  N.  J.,  adver- 
tised their  recent  Fifty  Hour  Sale,  through 
the  medium  of  the  male  employees  mobilized 
in  crews  under  management  of  store  execu- 
tives.  But  let  us  start  at  the  beginning. 

The  Baker-Flick  Co.,  feeling  the  need  of 
doing  something  to  put  a  kick  into  their  busi- 
ness went  out  and  bought  a  lot  of  merchan- 
dise at  special  prices.  Then  they  decided  to 
offer  it  to  their  customers  at  cost,  slightly  be- 
low cost  or  slightly  above.  Anyway,  at  prices 
representing  substantial  savings.  The  sale 
was  announced  as  a  clearance  of  $25,000 
worth  of  goods  during  fifty  hours  of  selling, 
or  at  the  rate  of  $500  an  hour.  The  idea  was 
to  sell  each  hour  as  much  regular  goods  as 
possible — all  reduced  in  price — but  to  pass 
over  the  counter  at  least  $500  worth  of  the 
special  purchases. 

Varied  Sections  Represented 

For  each  hour  there  were  from  three  to 
ten  articles  advertised.  These  were  so  se- 
lected as  to  represent  departments  in  widely 
scattered  sections  of  the  store,  for  an  even 
business  everywhere  was  desired.  Each  time 
the  clock  struck  the  beginning  of  a  new  hour 
something  different  went  on  sale,  and  at  each 
hour-sale's  end  new  signs  were  posted,  show- 
ing prices  higher  than  the  hour-sale  prices 
but  lower  than  those  regularly  asked. 

Advance  advertising  started  a  week  be- 
fore the  sale  opened.   A  variety  of  teaser  cam- 


paign  was   adopted,   starting   with  "Fifty 

hours  ,"   followed   by    "Fifty-hours — one 

week,"  etc.  On  the  Friday  preceding  the  sale 
the  ads  told  what  it  all  was  about  and  on  Sat- 
urday it  was  announced  that  the  store  would 
be  closed  on  Monday  to  prepare  for  the  event. 

Spread  News  of  Event 

On  Monday  to  the  women  was  left  the  task 
of  getting  things  in  shape.  All  men  employ- 
ees were  assigned  to  crews  to  operate  under 
the  direction  of  executives.  These  squads 
started  out  to  tell  the  story  of  the  sale  per- 
sonally to  every  housekeeper  in  the  city  and 
in  suburban  towns.  With  them  they  carried 
samples  of  the  most  striking  bargains.  There 
is  nothing  like  seeing  and  feeling  goods  to 
arouse  the  desire  for  possession.  Also  the 
men  had  four  page,  newspaper  size  circulars, 
one  of  which  was  left  at  each  home.  While 
the  men  were  going  from  house  to  house  the 
women  called  their  acquaintances  on  the 
'phone  to  tell  them  about  the  sale,  quoting 
prices  and  assuring  them  of  prompt  personal 
service. 

The  circulars,  by  the  way,  showed  the 
goods  which  were  to  be  on  sale,  in  sections  ac- 
cording to  the  hours  when  the  special  sale 
price  would  obtain.  Each  section  was  headed 
with  a  set  of  clock  hands  showing  the  hour  for 
that  one  lot.  The  windows,  too,  were  used  to 
work  up  interest.  Usually  the  windows  are 
simply  arranged.  This  method  was  changed 
entirely  for  the  time  being.  Each  window 
was  given  over  to  one  day's  specials,  and  every 
conceivable  kind  of  merchandise  from  brooms 
to  choicest  silks  was  placed  on  show.  A  big 
clock  of  composition  board  provided  the  back- 
ground in  each  case  and  the  price  of  each  item 
and  the  hour  of  its  sale  was  indicated.  To- 
gether these  windows  provided  a  valuable, 
complete  catalog  of  the  sale  merchandise. 

Sale  Was  Extended 

So  successful  was  the  sale  that  after  the 
fifty  hour  period  was  up  it  was  advertised  for 
another  week.  Fortunately,  it  was  possible 
to  obtain  additional  quantities  of  special 
goods  to  meet  the  extended  demand.  The 
best  success  of  the  event  lay  outside  the  dis- 
posal of  the  "sale  merchandise,"  however. 
Everything  in  the  store  was  reduced  in  price 
and  after  the  hour-sale  in  any  given  depart- 
ment was  finished  customers  still  bought 
freely  of  regular  goods,  marked  dowm.  Con- 
sequently, a  large  quantity  of  this  merchan- 
dise was  moved  at  profitable  prices. 

"For  the  first  few  days  it  was  necessary 
to  have  police  protection  to  handle  the  crowd," 
says  advertising  manager  Wm.  H.  Dryden. 
"It  has  proven  to  us  that  even  in  the  face  of 
adverse  conditions  you  can  do  business  if  you 
really  try." 


Plans  of  New  Store 


On  January  25  a  fire  left  nothing  of  the 
Michael  Bros,  store,  Athens,  Ga.,  but  bare 
walls.  The  next  day  architects  were  con- 
sulted and  preliminary  plans  for  a  new 
building  were  under  way.  The  retail  end 
of  the  business  was  reopened  at  a  local 
hotel,  where  it  still  is  conducted,  and  busi- 
ness went  on  steadily,  though  in  abbreviated 
form.  Now  the  new  store  is  on  its  way  to 
completion  and  by  early  fall  will  be  ready 
to  accommodate  customers  as  before.  It  will 
be  a  handsome,  four-story  building  on  a  cor- 
ner site,  one  side  of  which  is  on  a  sloping 
street,  allowing  plenty  of  light  to  enter  the 
basement.  Two  floors  will  be  occupied  by 
the  retail  division  and  the  others  by  the 
wholesale  branch.  A  mezzanine  will  contain 
the  firm's  offices,  rest-rooms  and  beauty  par- 
lors. 
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Gloves 

FOR 

IMMEDIATE 
SELLING 

Prompt  deliveries  are  guaranteed 
on  gloves  that  will  quickly  sell 
for  immediate  wear. 

'^^ea^J^i^/t^  quality,  style 
and  value  backs  every 
order  filled. 


i6  button  Mous- 
quetaire  heavy 
Tricot  silk  glove 
made  with  Paris 
Point  embroidery. 
Has  the  double 
tip  feature.  Col- 
ors :  White,  Pon- 
gee, Mode,  Bea- 
ver, Black, 


Strap  wrist  chamoisuedc  gkjvc  made  with 
two  tone  embroidery  and  self  gore.  Col- 
ors: White,  Mode,  Brown,  Pongee,  Black 
and  Platinum  Gray. 


1 6  button  Mousque- 
taire  heavy  Milanese 
silk  glove  made  with 
Five  Row  embroid- 
ery. Has  the  double 
tip  feature.  Colors: 
White,  Pongee,  Mode, 
Beaver  and  Platinum 
Gray. 

WIRE  -TELEPHONE  -  WRITE 

Our  ship  by  return  service  gets  you  the 
goods  in  a  hurry. 

Salesmen  en  route  —  Don't 
fail  to  see  ^^J^j?^^" 
Fall  novelties. 


"America's  Largest 
Stock  Glove  House" 


WIMELBACHER  &  RICE 


39  Union  Square 


New  York  City 


"The  House  that 
Carries  Your  Stock" 
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Do  You  Strongly  Stress  the  "Repeat 
Sale"  Idea  In  Your  Daily  Ads? 

Here  Are  Two  Practical  Methods  of  Advertising  the  Customer 
"To  Call  Again" — Each  Example  Has  a  Definite  Purpose  Back  of 
It — The  Appeal  of  an  Ad  Corresponds  to  the  Tune  of  a  Song,  So 

Find  the  Right  Music 


SPECIAL  method  of  treatment  is  the  theme 
of  this  particular  page  of  comment.   In  a 
sense  the  advertisements  reproduced  here 
are  secondary  to  the  subject,  which  is  "How 
the  Repeat  Element  Is  Put  Into  the  Daily 
Advertisement." 

By  repeat  element  is  meant  an  appeal 
calculated  to  bring  customers  into  the  store 
more  than  once  by  virtue  of  something  fea- 
tured in  the  advertisement. 

It  is  natural  to  suppose  that  store  manager 
and  adman  always  hope  for  repeat  sales  on 
every  advertisement  run  by  the  store,  and  it 
is  natural  to  expect  the  same  from  each  of 
the  individual  values  described  in  the  adver- 
tisement. 

But  expecting  something  to  happen  is  one 
thing;  making  it  happen  is  another.  We  are 
dealing  here  with  the  latter — a  method  rather 
than  a  condition. 

The  Ad  Speaks  for  Itself 

It  is  not  important,  so  far  as  the  theme  of 
this  article  is  concerned,  what  is  in  the  adver- 
tisement; the  important  point  is  how  it  was 
put  in — how  it  was  presented  to  the  pros- 
pective reader  of  the  advertisement. 

Furthermore,  each  advertisement  speaks 
for  itself  on  the  basis  of  how  it  makes  its 
appeal,  because  the  reviewer  has  nothing  to 
go  by  but  what  is  apparent  in  the  advertise- 
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of  the  store  on  the  main  floor. 
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By  Guy  Hubbart 

ments.  He  has  received  no  data  regarding  the 
specific  or  general  success  of  the  .advertise- 
ments, no  information  as  to  the  merchandising 
systems  or  policies  back  of  them. 

He  sees  only  what  the  customers  of  the  re- 
spective stores  saw.  He  doesn't  know  whether 
or  not  the  store  managements,  department 
managers  or  the  admen  themselves  expected 
anything  further  from  the  advertisement  than 
the  regular  daily  store  representation  expected 
of  any  advertisement  any  day  by  any  store. 

Had  Definite  Purpose 

It  is  quite  likely  that  neither  of  the  au- 
thors of  these  advertisements  was  conscious  of 
any  extraordinary  or  special  appeal  in  them. 
It  is  apparent  that  each  advertisement  had 
back  of  it  a  definite  purpose,  as  has  every  ad- 
vertisement that  is  above  the  average  in 
attractiveness,  originality  and  pulling  power. 

It  is  because  of  this  lack  of  consciousness 
of  special  appeal  that  the  subject  is  interesting 
and  of  practical  value  as  a  theme  for  analysis. 
Also,  there  is  another  reason  for  studying  the 
special  appeal  of  a  store's  advertisements: 
there  comes  a  time  when  the  appeal  loses  its 
power  if  new  elements  are  not  introduced. 
We  are  all  familiar  with  popular  songs  whose 
popularity  died  out,  either  gradually  or  sud- 
denly. The  appeal  of  an  advertisement  corre- 
sponds to  the  tune  of  a  song  not  to  the  words. 
What  is  discussed  from  here  on  is  the  adver- 
tising tune. 

Copy  Style  in  Waites'  Ad 

What  is  the  element  in  a  daily  retail  ad- 
vertisement that  brings  in  repeat  purchases 
from  customers? 

It  depends  on  the  store  and  its  ways  of 
telling  about  its  daily  offerings.  The  repeat 
element  in  the  two  advertisements  reproduced 
here  are  quite  different  but  their  effect  is  the 
same  in  the  long  run. 

In  the  first — Waites',  Pontiac,  Mich. — re- 
peat value  is  brought  about  by  featuring  a 
special  phase  of  the  •buying  impulse.  The 
method  used  has  nothing  much  to  do  with  the 
items  which  make  up  the  advertisement.  But 
the  way  it  is  done  has  a  lot  to  do  with  repeat 
sales.  Personal  copy  entitled  "Little  Talks" 
is  what  does  the  trick.  The  adman  talks  about 
his  goods  from  the  personal  angle  rather  than 
the  mere  merchandise  angle.  Yet  he  says 
plenty  about  the  goods.  He  interprets  what 
he  has  to  advertise  for  Monday,  April  11,  as 
if  it  were  of  real  importance  to  the  prospective 
purchaser.  And  isn't  it?  Why  advertise  at 
all  if  the  customer's  interest  goes  no  deeper 
than  "I  will  buy  a  coat  to-day."  The  Waites' 
adman  starts  off  this  way  about  a  coat  in  the 
upper  right-hand  corner,  first  item: 

"You  will  think  twice  before  you  put  aside 
your  coat  for  summer — if  it  is  of  black  satin. 
Many  women  depend  on  a  satin  coat  for 
warmth  during  the  summer  evenings.  They 
are  marked  from  $35  to  $125  and  will  be  found 
on  the  second  floor."    The  repeat  element  is 


illustrated  by  the  first  sentence  of  this  item. 
It  appears  in  similar  vein  in  the  other  twenty- 
five  items  of  the  advertisement.  r 
When  •  a  woman  finds  that  a  store  knows 
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Edster  apparel  cleverly  fashioned 
for  women  requirini^  "large  sizes" 
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New  "extra  size'Mresses 
designed  by  specialists! 


how  she  thinks,  she  has  real  confidence  from 
then  on  in  what  the  store  says  to  her.  The 
Waites'  adman  gains  the  repeat  element  by  a 
distinctive  style  in  copy. 

Off  Store's  Feature  Page 

Careful  study  of  the  different  sections  of 
the  advertisement  of  the  Pelletier  Co.,  Sioux 
City,  Iowa,  will  show  another  method  of  get- 
ting the  repeat  element  into  a  daily  advertise- 
ment. This  is  a  season  advertisement  and  is 
so  skillfully  merchandised  as  to  items  fea- 
tured that  it  sold  goods  long  after  its  date  of 
publication. 

It  is  true  of  any  advertisement  that  it  has 
these  methods  in  it,  but  the  advertisement 
which  emphasizes  one  method  is  most  likely 
to  pay  the  biggest  returns  on  its  cost.  Each 
of  those  we  use  as  illustrated  here  is  a  good 
example. 

It  is  worth  money  to  a  store  to  so  feature 
each  item  advertised  that  repeat  sales  are 
brought  into  the  store.  This  is  true  even 
though  the  store  has  an  advertisement  every 
day  of  the  week. 
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IRELAND-VALUER  GLOVES 


Style  No.  X931  (below)— Val- 
uer. 12-button,  Marion  qual- 
ity, overseam  sewn.  White 
only.     Price  per  dozen, 


$40.00 


7? 


Style  No.  902  (above) — Vallier. 
2 -clasp  overseam.  Real  Kid, 
quarter-inch  welt,  four  rows 
of  contrasting  embroidery. 
Colors:  black,  white,  brown, 
grey,  mode,  champagne  and 
beaver.     Price  per  dozen. 


$28.50 


Style  No.  955  (upper  left)  — 
Vallier.  2-clasp  overseam, 
Marion  quality,  two-tone  em- 
broidery. Colors:  black/white, 
white,  beaver,  tan,  grey,  mode, 
champagne  and  brown.  Price 
per  dozen. 


'X'HE  CALL  FOR  KID  is  constant— 
provicleci  your  gloves  are  riglit  in  leathers, 
making,  styling  and  price. 

Ireland- Vallier  Gloves  are  merdianJise 
tliat  instantly  attracts.  Over-tke-counter 
selling  effort  is  reducecl  ty  Vallier  Gloves. 

Prices  subject  to  change 


IRELAND  BROTHERS 


JOHNSTOWN  NEW  YORK 

New  York  Salesroom:  50  Union  Square 
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''Baby  Health  Week"  Goes  Over 
Big  in  Des  Moines  Store 

Younker  Brothers  Emphasize  Educational  Aspect  in  Five- 
Day  Event  —  Local  Clubwomen  Help  Idea  Along—Novel 
Window  Displays  Attract  Passersby 


BABY  HEALTH  WEEK  at  Younker  Bros., 
Inc.,  Des  Moines,  Iowa,  was  staged  at 
the  expense  of  much  valuable  floor  space, 
a  lot  of  hard  work  and  no  inconsiderable  sum 
of  money.  But  already  its  results  are  so  ap- 
parent that  plans  are  on  foot  for  a  similar 
event  for  1922 — and  a  bigger  one. 

Baby  Health  Week  lasted  five  days,  and 
during  that  time  the  merchandising  idea  was 
almost  entirely  lacking.  It  was  the  educational 
aspect  that  was  stressed,  and  by  so  doing  it 
was  made  easy  to  secure  the  co-operation  of 
local  clubwomen  and  health  organizations. 
More  than  a  hundred  of  the  former  gave  their 
entire  time  to  the  event,  and  the  Des  Moines 
Playground  Association,  Public  Health  Nurses 
and  Campfire  Girls,  as  well  as  schools  and  col- 
leges, lent  their  aid. 

Clubwomen  Lend  a  Hand 

The  clubwomen  were  invaluable  in  their 
capacities  as  lecturers  at  sessions  where 
mothers  gathered  to  learn  better  ways  of  child 
care  and  training  and  as  hostesses.  On  all 
floors  of  the  store  they  lent  an  air  of  social 
hospitality.  They  did  clerical  work  and  cor- 
respondence and  helped  the  nurses  in  caring 
for  mothers  and  babies.  The  Play  Ground 
Association  gave  workers  to  care  for  older 
children  of  mothers  busy  having  their  babies 
scored.  The  public  schools  permitted  both 
teachers  and  pupils  to  participate  in  the  week's 
program  and  the  Public  Health  Nurses  as- 
sisted the  physicians  and  nurses  employed  by 
the  store. 

One  of  the  features  was  the  judging  of 
over  300  babies  by  a  staff  of  seven  physicians 
and  fifteen  nurses.  Five  hundred  were  en- 
tered, but  many  were  too  old  or  too  young 
to  be  eligible.  The  babies  came  from  Des 
Moines  and  many  other  parts  of  the  State  for 
the  mental  and  physical  examination. 

Educational  Talks  Given 

Lecture  and  entertainment  programs  were 
presented  throughout  the  week,  two  sessions 
a  day  being  given  on  the  third  floor,  where 


Campfire  Girls  giving  a  demonstration  in  "Moth, 
Younker  Bros.,  Inc.,  Des  Moines,  Iowa,  during^  Baby 
all  are  alive  and  kicking. 


the  infants'  and  children's  departments  are 
located.  Here  are  some  of  the  subjects: 
Choosing  Books  for  Children,  Directed  Play, 
Prenatal  Care  of  Mothers,  Care  of  the  Eyes, 
Choosing  the  Layette,  Teaching  Obedience, 
Developing  Observation  in  Children,  After  the 
Nurse  Leaves,  Stories  to  Tell  Children,  Infant 
Nutrition,  Diet  for  Growing  Children,  and 
Contagious  Diseases.  These  indicate  the  wide 
scope  and  practical  character  of  the  talks. 

Perhaps  more  interesting  to  the  general 
public  than  the  instruction  of  mothers  was 
the  window  program.  Each  day  a  fresh  ex- 
hibit was  uncovered.  On  Monday  the  window 
especially  devoted  to  the  event  showed  "A 
Cross  Section  of  a  Des  Moines  Play  Ground," 
with  children  of  several  nationalities  playing 
in  sand  piles  and  negotiating  long  slides. 
Tuesday's  window  showed  Campfire  Girls  giv- 
ing a  demonstration  of  "Mothercraft" — wash- 
ing, dressing  and  feeding  babies  before  an 
intensely  interested  audience. 

Baby  Clothes  Contest  Display 

The  Wednesday  window  showed  the  en- 
tries in  a  contest  for  old-fashioned  baby 
clothes.  Old  layettes  came  from  all  over  the 
State,  and  in  more  than  one  instance  had  been 
used  by  babies  born  before  the  Civil  War. 
Some  of  the  garments  were  eighty-five  years 
old.  This  window  was  an  especially  strong 
collector  of  crowds.  On  Thursday  a  local 
dairy  company  gave  a  window  demonstration 
of  the  proper  method  of  bottling  milk  and 
feeding  babies.  Two  tiny  infants  were  used 
in  this  display  and  people  outside  the  window 
enjoyed  immensely  the  feeding  and  putting  to 
bed  of  the  little  chaps. 

Aside  from  the  scoring  of  the  infants,  the 
greatest  interest  centered  in  the  "Personality 
Contest,"  which  drew  so  many  entries  that  it 
was  necessary  to  change  the  scene  from  the 
store's  tea  room  to  a  local  theater.  In  this 
contest  merchandise  prizes  were  offered  for 
the  following  baby  qualities:  Prettiest  smile, 
reddest  hair,  prettiest  dimples,  bluest  eyes, 
blackest  hair,  thickest  hair,  baldest  head,  rosi- 
est cheeks,  black- 
est eyes,  smallest 
hand,  curliest 
hair,  prettiest 
mouth,  baby  most 
resembling 
a  kewpie,  and  the 
fattest  baby. 

Over  four  hun- 
dred babies  were 
entered  in  the  va- 
rious classes. 
Prizes  for  the 
highest  mental 
and  physical 
scoresinthe 
main  contest 
were  silver  lov- 
ing cups,  and  a 
large  cup  was 
presented  the 
sweepstakes 
baby.  In  all  the 
contests  the  en- 
rollment from 
outside  Des 
Moines  was  most 
gratifying. 
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The  event  was  of  the  sort  that  appeals  to 
editors  and  feature  writers,  and  there  was 
plenty  of  newspaper  publicity.  To  get  the 
week  even  better  talked  about  the  store  ad- 
vertised a  "Modern  Madonna"  contest  and  a 
layette  contest.  In  the  first  was  sought  a 
picture  of  the  "Modern  Iowa  Madonna"  who 
best  typified  modern  motherhood.  A  $15  prize 
was  offered,  the  picture  chosen  to  be  repro- 
duced on  the  Baby  Health  Week  Poster.  The 
search  went  to  every  corner  of  Iowa  and  over 
300  pictures  were  sent  in,  coming  froin  more 
than  100  localities. 

Layette  Contest  Scores 

The  layette  contest  offered  prizes  of  $10 
for  the  best  modern  layette  made  by  a  mother 
for  her  baby,  the  best  old-fashioned  layette  at 
least  twenty  years  old,  the  best  layette  made 
by  a  Campfire  Girl,  and  the  best  one  made  by 
a  philanthropic  group  for  charity.  This  con- 
test supplied  a  lot  of  fine  material  for  a  win- 
dow. 

Another  good  feature  was  the  digging  up 
of  pictures  of  prominent  local  business  men, 
taken  in  their  baby  clothes.  Such  well-known 
persons  as  E.  T.  Meredith  and  Henry  C.  Wal- 
lace, late  and  present  secretaries  of  agricul- 
ture, were  included.  These  pictures  got  a  big 
Sunday  newspaper  feature  story. 

Younker  Bros,  made  an  earnest  effort  to 
let  no  mother  be  disappointed  or  leave  the 
store  with  a  complaint.  Letters  and  'phone 
calls  were  given  most  careful  attention,  and 
when  a  baby  was  eliminated  from  the  contest 
because  of  its  age  a  friendly  letter  explained 
the  matter  punctiliously. 

As  has  been  said,  the  merchandising 
thought  was  submerged.  But  that  does  not 
mean  the  store  derived  no  benefit  from  the 
week's  work.  Far  from  it.  The  contact  with 
the  women  and  the  organizations  who  helped 
make  it  a  success  cemented  a  friendly  feeling 
of  immeasurable  value.  Down  to  the  last 
salesgirl  it  was  the  spirit  of  the  week  to  make 
friends  and  to  hold  them  by  disappointing  as 
few  as  possible.  Following  this  policy  to  the 
letter,  the  results  were  such  as  hardly  any 
other  method  would  be  able  to  accomplish. 


Culbertson's  Secures 
Additional  Space 

Economist  Correspondence,  Spokane,  Wash. 

Culbertson's,  formerly  the  Culbertson, 
Grote-Rankin  Co.,  has  taken  a  big  step  toward 
realizing  the  ideal  of  being  the  largest  retail 
establishment  in  the  Northwest.  An  option 
has  been  secured  on  the  stock  of  the  Empo- 
rium, and  the  ten-year  lease  recently  signed 
on  the  Emporium  store  property  has  been 
taken  over  by  Culbertson's.  It  is  said  that 
there  is  a  provision  for  extension  of  the  lease 
and  the  building  of  a  new  structure  on  the 
property  within  the  next  ten  years. 

The  corner  property  thus  secured  has  a 
frontage  of  70  feet  on  one  street  and  140  feet 
on  another.  This,  added  to  the  present  Cul- 
bertson frontage,  gives  that  firm  a  total  of  570 
feet  on  three  streets.  An  eight-story  addition 
with  90  feet  front  is  nearing  completion  on 
property  obtained  two  years  ago.  It  will  be 
ready  for  occupancy  in  a  month  or  two. 

During  Child  Welfare  Week  over  5000 
women  attended  lectures  in  the  Crescent  store, 
and  the  enthusiastic  response  by  local  women 
has  been  so  gratifying  that  a  series  of  lec- 
tures on  health  will  be  given  there  throughout 
the  summer,  commencing  on  Friday,  under 
the  auspices  of  the  Red  Cross. 


er  Craft"  in  a  window  of 
Health  Week.  The  babies 


The  Bon  Marche,  Portland,  Ore.,  has  ap- 
pointed Miss  Bertha  Stole  as  buyer  of  ready- 
to-wear. 
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Sills:r-SiockirL^s  fhcit"Wear 

Dozens 
Upon  Dozens 

In  the  Philadelphia  mill, 
told  about  last  week,  the 
Gotham  plant  only  occupied 
the  first  two  floors  in  1916 
and '17. 

Then  new  machinery  began 
to  arrive,  and  as  expiring 
leases  permitted,  the  proc- 
ess of  spreading  out  began. 

It  wasn't  long  before  all 
four  floors  of  the  first  build- 
ing were  full  of  busy  ma- 
chinery, and  then  the  sec- 
ond building  was  called  into 
service. 

So  today,  four  full  floors  in 
one  building  and  three  in 
the  second  are  producing 
pure  silk,  garterproof.  Gold 
Stripe  Hosiery— and  if  it 
were  not  for  existing  leases, 
all  five  floors  of  the  second 
building  would  be  occupied 
now— to  try  to  keep  pace 
with  the  demand. 

And  the  original  900  dozen 
a  week  coming  out  of  Phil- 
adelphia is  now  2800  dozen 
—and  still  they  come! 
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Gotham  SilkHosienj  (g.^"^ 

MANUFACTURERS 

516-Fifth  Ave.     New  York 

Mills!  Philadelphia  and    New  York 


"More  Than  a  Merchandise  Fair— More  Than  a  Vanity  Fair" 

Make  Your  PJans  to  Attend 

This  stupendous  merchandise  exhibit  where 
leading  manufacturers  will  show  in 

The  Greatest  Wholesale 

Mart  in  the  World 

their  newest  and  staple  products  suitable  for 
department  stores,  specialty  shops  and 
bazaars  from  July  1 8th  to  August  1  3th. 

Under  One  Roof 

In  individual  rooms  where  you  may  inspect, 
compare  values  and  prices  and  then  purchase 
with  this  complete  knowledge,  the  goods  you 
need  for  the  Fall  and  Holiday  Season. 

Many  Wares  Never  Before 

Brought  to  Your  Attention 

including  Fabrics,  Wearing  Apparel,  Millinery, 
Shoes,  Notions,  Novelties,  Small  Wares,  Toys, 
Sporting  Goods,  Holiday  Cards,  Art  Needle- 
work, Gifts,  Housefurnishings,  etc.,  etc. 

Send  for  admission  cards  to  the  Fashion  Revues- 
Wednesday,  evening,  July  20th,  Knit  Wear 
Wednesday  evening,  July  27th,  Evening  Wear 
Wednesday  evening,  Aug.  3rd,  Millinery 
Wednesday  evening,  Aug.    10th,  Wearing  Ap- 
parel. 


ENTIRE 
WEEKS 

from 
July  18th 
to 

Aug.  13th 


FASHION 
SHOWS 

July  20th 

July  27th 
Aug  3rd 

Aug.  10th 


Write  for  an  N.  R.  M.  B.  A.,  Inc.,  Courtesy  Membership 

Card 

Arrangements  have  been  made  with  the  National  Retail 
Merchants'  and  Buyers'  Association,  In<:.,  to  supply 
those  who  plan  to  attend  the  EXPO  with  Membership 
Cards,  without  cost  to  them,  good  until  Sept.  1st,  en- 
titling them  to  the  following  privileges: 

Reduced  hotel  rates  while  in  New  York. 
Reduced  theater  ticket  prices. 

Privileges  of  Imperial  Commercial  Library  Service. 
The  use  of  the  N.R.M.  Clubroom  in  Hotel  Imperial. 

GEORGE  T.  KEEN,  Manager 


HOTEL  IMPERIAL 

'TheyNorltJs'Greatest  Exposition  rlotel 
BROADWAY  AT  SPtSSandSTREETS  MY 
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Why  Not  Arrange 
Hosiery  Stock 
This\Vay? 

Method  Saves  a  Lot  of  Time  and 
Energy — Objections  to  System 
Are  Not  Particularly  Valid 

JUST  as  a  half  dozen  men  all  may  be  good 
and  honest  in  different  ways  and  degrees, 
so  any  six  methods  of  stock  arrangement 
may  be  good  and  useful.  Nevertheless,  one  of 
the  six  men  is  bound  to  be  a  bit  better  than 
his  five  companions  and  one  v^^ay  of  arranging 
hosiery  stock  must  be  better  than  any  other. 
Without  claiming  that  it  is  the  best  possible 
method,  the  plan  of  arranging  hosiery  on  the 
shelves  strictly  according  to  sizes  has  so  much 
virtue  in  it  we  can't  understand  why  more 
stores  haven't  adopted  it. 

Naturally,  all  ways  of  stock  keeping  adopt 
the  size  arrangement  to  some  degree.  Other- 
wise there  would  be  the  same  amount  of  con- 
fusion attending  the  wearing  of  an  orange 
.ribbon  at  a  Cork  fair.  But  in  some  stores  it 
is  size  that  governs  all  positions  of  stock,  re- 
gardless of  price,  color  or  brand,  and  there 
are  logical  reasons  for  advocating  this  sort  of 
arrangement,  especially  in  the  average  store. 

The  Important  Point — Size 

The  tnain  reason  is  this :  No  matter  how 
much  a  customer  wants  to  pay  for  her  stock- 
ings, no  matter  whether  she  intends  to  buy 
silk,  cotton  or  wool,  she  wants  hose  of  just 
one  size.  She  doesn't  wear  a  size  ten  silk 
and  a  size  nine  cotton  hose.  She  wears  one 
or  the  other,  and  that's  the  only  size  that 
interests  her — except,  of  course,  when  she  is 
buying  for  several  people  at  one  time. 

Suppose  Mrs.  Jenks  finds,  one  day,  that  her 
stocking  supply  needs  a  few  replacements. 
She  has  her  mind  set  on  a  couple  of  pairs  of 
medium  grade  silk  stockings,  a  few  of  lisle 
and  perhaps  a  particularly  good  pair  of  the 
former  material  for  special  occasions. 

She  goes  to  Blank's  store  and  asks  her 
favorite  salesgirl  for  the  things  she  has  in 
mind.  She  mentions  no  price,  but  the  sales- 
girl shows  her  two  or  three  qualities  of  silk 
stockings,  all  in  black.  Mrs.  J.  selects  the 
grade  she  wants  and  then  mentions  the  fact 
that  she'd  like  only  one  black  pair,  the  others 
in  some  color,  ajie  isn't  certain  just  what. 

Unnecessary  Movement 

The  salesgirl  pulls  down  three  or  four  more 
boxes,  stepping  here  and  there  to  get  the 
right  grades  and  colors,  getting  in  other  girls' 
way  and  stepping  on  their  feet.  By  the  time 
the  customer  is  satisfied  as  to  her  silks  and 
has  got  her  cottons  by  much  the  same  process 
the  salesgirl  has  removed  boxes  from  half  a 
dozen  different  shelves  and  piles,  moving  about 
unnecessarily  in  the  process — unnecessarily 
because,  if  all  the  size  ten  hose  were  in  one 
section,  no  matter  what  their  price  or  color, 
she  would  have  had  to' move  not  one  step  to 
get  whatever  Mrs.  Jenks  might  want. 

Are  These  Objections  Valid? 

The  question  was  put  to  a  buyer  the  other 
day  as  to  what  he  thought  of  the  scheme  for 
his  department.  He  agreed  that  it  would  be 
a  good  deal  more  convenient,  but  he  raised 
objections  on  two  grounds.  First,  he  said  that 
two  different  classes  of  women  bought  cotton 
and  silk  hose,  and  he  didn't  like  the  idea  of 
mixing  them  at  the  counter — because  they 
:  themselves  might  not  like  it.  Secondly,  he 
thought  it  would  detract  from  the  appearance 
of  the  department  because  there  would  in- 
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evitably  be  all  kinds  of  confusion  of  box  colors 
and  labels.  He  preferred  a  system  where 
each  make  of  hose  was  kept  by  itself,  simply 
because  it  looked  better.  That  a  customer 
might  call  for  one  particular  brand  he  ad- 
mitted was  no  objection  to  the  "size"  arrange- 
ment, since  her  pet  brand  would  be  located 
under  her  size  on  the  proper  shelf. 

The  Other  Side 

It  doesn't  seem  as  though  the  first  objec- 
tion is  particularly  strong."  To  a  certain  ex- 
tent it  is  true  that  there  is  some  difference 
between  the  silk  and  cotton  hose  buyers.  But 
it  is  not  a  very  big  one.  Many,  many  women 
who  wear  silk  a  good  deal  of  the  time  also 
wear  cotton.  Furthermore,  the  silk  vogue  is 
so  wide  that  those  who  wear  cotton  chiefly 
often  buy  silk  for  "best"  wear.  There  is 
bound  to  be  a  mixed  crowd,  then,  whatever 
separation  of  qualities  is  made.  And  we  don't 
think  women  are  as  particular  as  all  that. 

As  to  the  looks  of  the  thing,  the  buyer  was 
right.  It  would  produce  a  sort  of  scrambled 
appearance.  But  in  stores  where  it  is  now 
being  used  the  shelves  certainly  don't  look  bad 
enough  to  drive  customers  away.  Not  by  any 
means.  There  is  an  advantage,  too,  in  this 
mixing,  for  those  stores  which  do  not  care  to 
give  too  much  prominence  to  any  one  brand  or 
to  any  brand  at  all. 

In  stores  where  the  volume  of  business  is 
very  large  and  the  stock  likewise,  it  is  de- 
sirable, often,  to  separate  the  stock  according 
to  the  material  of  which  it  is  made.  But  even 
in  these  cases,  the  "size"  system  might  easily 
be  used  within  the  separate  divisions  as  well 
as  though  there  were  no  sort  of  separation. 

May  Help  Overhead  Problem 

It  is  not  altogether  a  matter  of  the  sales- 
person's convenience,  either.  It  is  a  question 
of  saving  time  and  effort  in  making  a  sale. 
When  a  half  minute  is  saved  on  each  sale  by 
each  salesgirl  the  total  saving  amounts  to 
something  in  the  course  of  a  day.  A  given 
number  of  girls  can  wait  on  more  customers, 
or  on  the  same  number,  with  less  hurry  and 
consequently  better  salesmanship.  Or  fewer 
girls  can  do  the  same  work.  It  is  something 
to  think  about  in  these  days  when  merchants 
are  lying  awake  nights  thinking  of  means  to 
cut  overhead  expense. 

Minnesota  Retailers 

Keep  Eye  on  Solons 

The  Minnesota  Retail  Dry  Goods  Asso- 
ciation reports  a  very  successful  legislative 
period  from  the  standpoint  of  bills  defeated 
which  would  have  been  harmful  in  their 
effect  on  retailers.  A  list  of  the  measures 
killed  shows  well  the  value  to  the  retail 
trade  of  organizations  which  sit  at  the  legis- 
lative door  and  keep  out  "tramp"  bills. 

Here  are  some  of  the  measures  defeated: 
A  profiteering  bill;  a  cost-price  bill;  a  day- 
of-rest  bill;  a  "truth-in-fabric"  bill;  a  $70 
exemption  garnishment  bill;  a  bill  requiring 
that  the  manufacturer's  name  appear  on  all 
articles  of  apparel;  a  bill  requiring  publica- 
tion of  wholesale  holdings  of  necessaries  of 
life;  a  bill  limiting  women  workers  to  an 
eight-hour  day  and  forty-eight  hours  a  week; 
a  bill  to  prevent  shoe  dealers  from  selling 
corrective  foot  devices,  and  a  bill  requiring 
a  license  to  sell  firearms  and  prohibiting 
their  sale  except  on  a  sheriff's  permit. 

A  particularly  gratifying  feature  of  the 
work  is  that  it  was  done  at  very  small  ex- 
pense, the  total  amount  being  less  than  $250. 
Wholesalers  of  Minnesota  rendered  valuable 
assistance  in  helping  defeat  the  above  meas- 
ures, as  well  as  several  relating  to  sale  of 
food  products. 


51 

History  Repeating 
Itself  in  Hosiery 

"  :  M 

Speaking  of  demand  and  not  of  price,  the 
way  the  hosiery  market  is  going  produces  a 
marked  resemblance  to  the  course  -followed 
during  the  post-war  period.  Then,  after  a 
period  marked  by  a  general  lack  pf  ' interest 
due  to  a  belief  that  prices  inevitaMy  slnust 
take  an  awful  slump,  interest  in  buying  re- 
vived and  swept  upward  with  a  sp'^ed  that 
made  many  kinds  of  legwear  hard  to  get  under 
any  terms  or  conditions.  Full-fashioned  ^ilk 
hose  led  the  field,  followed  by  mock-se$.m  gqods 
in  a  great  spurt,  then  by  seamless  silks  and 
mercerized  cottons.  Even  the  low  end  goods 
had  begun  to  feel  the  first  real  actiyity  in  a 
long  while  wh«n  the  bursting  of  the  silk  bubble 
stopped  the  rush.  ;i 

The  Deadly  Parallel 

Look  at  the  parallel  condition  now.  For 
some  months  after  the  slump  retailers  had 
little  or  no  interest  in  buying  hosiery.  Good 
and  bad  hose  alike  were  a  drug  on  the  market, 
and  many  mills  had  to  close  down  for  lack  of 
orders.  Then  came  a  return  of  active  con- 
sumer interest.  Full-fashioned  silks  were  in 
big  demand — and  the  Philadelphia  strike  cur- 
tailed the  supply  greatly.  Just  this  week  the 
Economist  referred  an  order  for  only  a  small 
quantity  of  full-fashioned  goods  to  three  of 
the  largest  New  York  hosiery  jobbers — and 
all  three  had  to  turn  it  down  with  appropriate 
regrets.  Only  one  had  goods  to  fill  even  a 
part  of  the  order — a  few  dozen  of  blacks  in  a 
cheap  number. 

Full-fashioned  hose  being  scarce,  atten- 
tion turned  to  mock-seam  and  seamless  silks 
as  substitutes  —  just  as  happened  before. 
These,  too,  are  scarce  enough  in  good  grades 
to  make  supplying  all  demands  no  easy  mat- 
ter. Lately  several  of  the  largest  manufac- 
turers of  fiber  silks  reported  that  their  entire 
production  is  sold  up — and  it  may  be  remem- 
bered that  one  of  the  results  of  former  silk 
hose  scarcity  was  a  big  call  for  fiber  goods. 

History  Repeats  Itself 

It  really  begins  to  look  as  though,  if  mills 
are  unable  to  speed  up  sufficiently  to  catch  up 
with  the  renewed  call  for  silks,  the  old  story 
of  substitute  following  substitute  will  come 
along  again  and  mercerized  cottons  will  feel 
the  next  spurt  of  demand.  This  is  no  proph- 
ecy, but  they  say  history  repeats  itself,  and 
the  parallel  drawn  above  is  fairly  obvious. 


Trade  Notes 


Miss  B.  Horan  has  been  appointed  buyer 
of  hosiery  for  the  Kaufman  Department 
Store,  Trenton,  N.  J.,  succeeding  Miss  Mary 
G.  Clancy. 

The  Globe  Knitting  Works,  Grand  Rapids, 
Mich.,  have  purchased  an  interest  in  the  Rob- 
ischon  &  Peckham  Co.,  New  York,  distribu- 
tors for  this  and  other  well-known  underwear 
mills.  This  is  a  sort  of  reciprocity,  as  the 
officers  of  the  latter  firm  have  for  some  time 
held  large  interests  in  the  Globe  company. 

The  Niblick  Dry  Goods  Co.,  Decatur,  Ind., 
has  purchased  a  two-story  brick  building 
adjoining  its  present  quarters,  which  will 
give  the  store  a  corner  location  44  by  132 
feet.  The  building  is  to  be-remodeled  when 
it  is  vacated  by  the  present  occupant  shortly. 
The  dry  goods  firm  was  founded  in  1840. 
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mi 


FIBRE 

LMC 

HOSE 


'  LIGHT Y  and  giddy  hosiery  is  all 
very  well  in  the  springtime  of 
woman's  life. 

But  when  summertime  brings  commonsense, 
and  a  need  crops  up  for  hosiery  that  looks 
well  and  wears  well  coincidently  .  .  . 

that's  the  time  for  (LM^  Fibre  Hose. 

And  did  it  ever  occur  to  you  that  most  of  the 
women  who  shop  in  your  store  are  well  past 
the  springtime? 


The  Lawrence  Manufacturing  Co. 

For  over  Sixty  Years  makers  of  the  Finest  Quality  Light  and  Medium  Weight  Bal- 
briggan  Shirts,  Drawers  and  Union  Suits  for  Men  and  Boys  Also  Makers  of 
Lawrence  Women's  Flat  Knit  Union  Suits.  Vests  and  Bloomers,  and  @)  Fibre  Hose. 


LOWELL,  MASS. 

E.  M.  TOWNSEND  &  CO..  Selling  Agents 


345  Broadway 


BOSTON 


PHILADELPHIA 


New  York  City 

CHICAGO 


Hi 
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Smile,  Suggest  and  Sell  Proves  Good 
Slogan  for  Stationery  Section 

Fancy  Goods  Line  Is  Profitable  One,  Says  Miss  Jean  Van  Tassel, 
Buyer  for  Department  in  Lord  &  Taylor's  —  Use  of  Daily  Want  , 
Slips  Keeps  the  Needs  of  Customers  Constantly  in  View 


ABUNDANCE  of  merchandise  in  artistic 
arrangement  is  one's  first  and  lasting 
impression  of  the  attractive  stationery 
department  on  Lord  &  Taylor's  first  floor. 
One  is  persuaded  to  buy  through  the  strong, 
silent  appeal  of  the  department  itself.  Whether 
in  the  box  paper,  engraving,  favor  or  fancy 


I  supervise  the  arrangement  of  the  merchan- 
dise and  then  expect  it  kept  as  planned. 
Colors,  lines,  groups  and  their  relative  values 
are  of  infinite  importance  in  the  creation  of 
a  department  such  as  we  v^^ish  ours  to  be. 

"The  ream  goods  are  kept  in  these  drawers 
back  of  the  engraving  counters,  each  quire 


Effective  display  of  complete  line  of  stationery  as  arranged  by  Ralph  E.  Wills  for  H.  Herpol- 

sheimer  Co.,  Lincoln,  Neb. 


goods  section  each  article  tells  the  tale  of  judi- 
cious selection  and  display. 

"Our  department  slogan,"  said  Miss  Jean 
Van  Tassel,  "expresses  our  ideals.  It  is 
S.  S.  S. — and  it  means  smile,  suggest  and  sell. 
When  we  have  something  of  special  interest 
and  value  to  our  customers  we  announce  a 
special  sale,  but  our  general  policy  is  to  make 
each  day  a  special  sale  day. 

"Since  I  became  buyer  of  the  stationery 
department,  three  years  ago,  it  has  been  en- 
larged materially,  particularly  along  the 
fancy  goods  line.  I  consider  this  a  highly 
profitable  line  if  one  is  cautious  in  buying.  By 
this  I  mean  buying  in  small  lots,  one-half 
dozen  or  so,  and  then  studying  how  the  line 
sells.  This  avoids  stocking  up  on  unsalable 
merchandise. 

Shows  How  Wind  Blows 

"I  always  buy  at  least  three  of  a  number 
— never  less.  The  sale  of  the  first  article  is 
an  indication  that  some  one  wants  that  par- 
ticular item.  When  the  second  one  sells  I 
know  that  the  article  can  be  developed  into  a 
good  seller  and  the  third  remains  as  a  sample. 
Meanwhile  I  order  more,  and  in  this  way  build 
up  the  line. 

"When  ordering  novelty  lines  I  try  to  have 
something  a  little  bit  different  from  my  com- 
petitor. Perhaps  so  slight  a  difference  as 
changing  the  position  of  the  pencil  on  a  bridge 
set  to  a  more  practical  position  will  sell  more 
merchandise.  There  is,  however,  a  dangerous 
channel  to  be  avoided  in  the  origination  of 
such  ideas.  If  one  goes  too  far  in  working 
out  her  own  thoughts  the  offerings  are  apt  to 
become  too  individual  and  not  practical  enough 
to  meet  the  approval  and  taste  of  the  buying 
public. 

"Beauty  and  order  are  closely  connected. 


wrapped  in  tissue  paper.  As  the  paper  is 
shown  from  the  sample  book,  it  thus  goes  to 
the  customer  in  perfect  condition.  The  full 
description  on  the  sample  sheet  includes  the 
number  of  the  drawer  in  which  each  style  is 
kept.  The  customer's  choice  can  be  located 
at  once. 

"The  systematic  and  conscientious  use  of 
the  'daily  want  slip'  by  each  salesperson  I 
find  most  valuable,  and  for  this  reason  insist 
upon  it.  It  reads,  'You  are  constantly  receiv- 
ing valuable  information  from  our  customers, 
vitally  necessary  to  our  department.'  This 
slip  is  intended  to  be  a  convenient  means  of 
preserving  such  information. 

"This  heading  on  the  slip,  we  consider,  is 
more  than  just  words.  Every  night  the  slips 
with  wants  of  customers  recorded  are  handed 
in  with  the  tally  card.  To  all  slips  I  give  my 
personal  attention.  Each  one  receives  a  reply 
so  that  the  salesperson  handing  it  in  may  know 


what  disposition  has  been  made  of  her  effort 
to  give  better  service  through  the  use  of  the 
want  slip.  If  her  slip  is  not  returned  with 
special  comment,  as  'on  order,  will  be  in  in 
July,'  or  'new  novelty  to  replace,'  she  knows 
that  the  slip  has  been  filed  and  the  order  given. 
Through  our  combined  and  interested  atten- 
tion to  these  slips,  I  am  able  to  keep  in  con- 
stant touch  with  my  customers  and  give  them 
what  they  want. 

Stock  Room  System  Important 

"We  consider  our  stock-room  methods  of 
equal  importance  with  department  methods. 
In  order  that  department  and  stock-room  sup- 
plies may  be  kept  in  perfect  harmony,  the 
stock-room  clerk  issues  daily  schedules  indi- 
cating the  condition  of  his  stock — what  is 
low,  etc.  His  records  are  kept  so  correct  and 
up-to-date  that  an  inquiry  from  the  depart- 
ment can  be  answered  at  once.  He  knows  at 
all  times  how  many  of  each  number  are  in 
reserve  stock. 

"Because  I  so  firmly  believe  that  the  suc- 
cess of  a  department  depends  upon  the  recog- 
nition of  the  different  individualities  in  it, 
I  try  to  place  my  clerks  in  so  far  as  is  possible 
according  to  their  own  choice.  If  one  by 
disposition  prefers  the  favor  stock,  why  con- 
fine her  to  box  papers,  or  why  keep  in  leather 
goods  a  saleswoman  adapted  in  every  way  to 
the  engraving  department?  If  they  are  not 
in  just  the  right  place,  I  consider  that  they 
are  to  a  large  extent  wasting  their  own  as 
well  as  my  and  the  customer's  time. 

Salesforce  Swaps  Ideas 

"Once  a  week,  after  store  hours,  I  have 
my  whole  force  together  for  a  conference  or 
department  meeting,  which  lasts  about  a  half 
hour.  At  this  time  we  exchange  ideas  as  to 
better  department  methods.  We  discuss  slow- 
selling  sections,  and  often  as  a  result  change 
the  arrangement,  if  we  think  it  is  at  fault.  In 
this  way  we  watch  every  square  foot  of  space 
to  make  it  produce  to  best  advantage. 

"Because  of  my  desire  to  have  all  in  my 
department  thoroughly  informed  as  to  the 
merchandise  not  only  of  their  ovra  sections 
but  of  the  entire  department,  I  make  out  each 
morning  what  I  call  the  'Daily  News  Letter.' 

(Continued  on  page  67) 


Stationery  display  of  box  paper  and  calendars  in  setting  of  silver  wreaths  and  red  sprays,  spinet 
desks  and  background  of  gray  veloiir.    Arranged  by  William  Buteman,  display  manager  for  Forbes 

&  Wallace,  Springfield,  Mass. 
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POPULARITY 

is  gaged  by  the  indorsement  of  the 
many — not  the  voice  of  the  few. 

ARROW  HUMAN  HAIR  NETS 

are  daily  growing  more  and  more  popular 
with  the  great  mass  of  women  shoppers,  the 
country  over,  who  demand  a  durable,  re- 
liable, hair  net  for  10c. 

Absolutely  invisible  because  they  are 
made  to  match  any  shade  of  hair,  flawless 
because  they  are  hand-woven  by  only  the 
most  skilled  labor.  ARROW  HUMAN 
HAIR  NETS  are  thoroughly  sterilized  and 
packed,  singly,  in  sanitary  envelopes.  Cap 
or  fringe  shape  at  10c  each. 

ARROW  SILK  HAIR  NETS 

and  FACE  VEILS 
are  adjusted  by  a  silk,  elastic,  cord— hence 
require  neither  pinning  nor  tying.  Of 
strong,  closely-woven  silk  mesh,  in  any  de- 
sired shade,  packed,  singly,  in  sanitary  en- 
velopes, they  are  retailed  at  10c  each. 


We  Sell  Thru  Jobbers  Only 


Raufmann  Brothers 


Importers 
111  Fifth  Ave.,     New  York,  N.  Y. 


S/ie  Arrow 

hand  made 

imporlteU 

HUMAN  HAIR  NET 

CAP  SHAPE 
inVisibU  durable  sanilarij 

cNo  99  CoLor 


On  Your  Counter 
Pulls  For  You 


The  reel 
that  "reels  in"  customers 


Now  that  women  have  learned  of 
'  Re  elastic  from  the  pages  of  their 
favorite  magazines  —  now  that 
they  are  famiUar  with  the  handy 
key-winding  reel — wise  merchants 
give  them  what  they  want. 
It's  far  easier  to  sell  Reelastic  than  any  other  brand. 
Many  women  demand  it.  Others  just  say  "elastic, 
please,"  but  they,  too,  are  gratified  when  the  clerk  offers 
them  Reelastic. 

That's  the  result  obtained  by  years  of  powerful  national 
advertising— which  started  with  the  first  national  cam- 
paign ever  launched  to  promote  garter  elastic.  Steady, 
appealing  national  advertising  has  lifted  Reelastic  out  of 
the  rut  of  ordinary  brands,  until  today  it  dominates  its 
field. 

Give  this  a  thought !  You  have  to  sell  some  sort  of  elastic. 
Why  not  the  easiest  selling  brand,  that  your  customers 
knoiv  bv  name  and  reputationf 


TRADE  MARK 

Non-Elastic  Skirt  Belting 

Because  it  is  "made  on  a  curve"  so  as  to  fit  the  figure 
without  the  slightest  sign  of  wrinkling  or  bunching, 
Curvedge  is  a  "best-seller"  on  any  notion  counter. 

Curvedge  is  made  in  two 
styles.  In  the  "Sta-Up" 
Curvedge  non-rust  stay  sup- 
ports are  set  in  the  fabric, 
which  keep  it  from  crushing 
or  wrinkling  when  worn.  In 
the  J'plain"  Curvedge  these 
stays  are  omitted. 
Both  styles  are  supplied  in 
iy2,  2,  2^/2  and  3  inch  widths 
in  both  black  and  white. 
Each  roll  carries  full  12 
yards,  and  is  priced  to  make 
it  a  profitable  seller  for  you. 

Order  from  your  jobber. 

Reelastic  and  Curvedge  are 
made  by 

The  American  Mills  Co.  of  New  York 

438  Broadway,  New  York  City 
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New  Method  for 
Waterproofing 
Is  Launched 

Electro  Chemical  and  Electrolytic 
Process  Makes  Proofing  Perma- 
nent and  Improves  Fabric 

A  large  handler  of  textile  fabrics  recently 
showed  to  an  Economist  staff-member  a 
piece  of  worsted  serge  which,  he  said,  had 
been  subjected  to  the  action  of  water  for 
seven  hours  without  becoming  moistened  or 
even  dampened.  The  portion  of  the  piece  to 
which  he  drew  attention,  he  added,  had  been 
loosely  folded  into  a  bag-like  form;  then 
water  had  been  poured  into  it,  and  in  this 
condition  the  piece  had  remained  throughout 
the  entire  night.  Not  a  drop  of  water,  how- 
ever, had  penetrated  the  fabric.  Further- 
more, there  was  nothing  in  the  appearance  of 
the  goods  to  show  the  severe  treatment  to 
which  it  had  been  subjected.  Some  water- 
proofing !  the  Economist  man  had  to  admit. 

The  same  dealer  also  showed  us  a  sample 
of  cotton  of  a  scrim-like  weave  which  had 
been  treated  by  the  same  waterproofing  proc- 
ess. He  poured  water  slowly  onto  this  fabric 
and  in  spite  of  its  loosely  woven  character,  the 
liquid  ran  off — not  through — "like  water  off 
a  duck's  back." 

An  Electrolytic  Process  . 

Inquiry  as  to  the  waterproofing  method 
employed  brought  out  the  statement  that  it  is 
a  patented  process  of  an  electrolytic  character, 
the  invention  of  Alfred  0.  Tate;  furthermore, 
that  the  treatment  of  fabrics  by  the  process 
in  question  is  now  being  carried  on  at  Crans- 
ton, R.  I.,  by  a  company  of  which  Mr.  Tate  is 
president. 

Under  the  Tate  process  waterproofing  is 
accomplished  not  by  any  mechanical  or  chem- 
ical method  of  filling,  or  closing,  the  pores 
that  exist  in  fibers  or  yarns,  as  has  been  the 
process  heretofore  usually  employed. 

Proofing  Agent  Fixed 

The  pores  through  which  a  textile  fiber  ab- 
sorbs moisture  are  naturally  of  extreme  mi- 
nuteness— visible  only  under  the  microscope. 
Chemical  reaction  under  which  a  water-re- 
pelling substance  is  deposited  on  a  fiber,  so  as 
to  form  a  coat  or  veneer,  has  been  employed, 
but  it  is  obvious  that  as  soon  as  the  coating 
or  veneer  begins  to  wear  off  the  pores  again 
begin  to  resume  their  absorptive  functions. 
It  is  obvious,  then,  that  to  secure  a  perma- 
nent waterproofing  means  must  be  provided 
either  for  filling  the  pores  to  such  a  depth  as 
will  prevent  the  wearing-off  of  the  filling,  or 
veneer,  or  the  proofing  agent  must  be  so  firm- 
ly anchored  to  the  fiber,  through  chemical 
combination,  that  it  will  not  wear  off. 

In  the  Tate  electrical  process  the  micro- 
scopic pores  in  woolens,  worsteds,  cottons, 
silks,  etc.,  are  filled  to  an  extreme  depth  with 
insoluble  metal  salts,  and  there  is  also  ef- 
,  fected  a  chemical  combination  between  the 
1  salts  and  the  fiber.    The  process,  therefore, 
embraces  both  electro-chemical  and  electro- 
;  lytic  phenomena   generated  simultaneously, 
and  the  insoluble,  water-repellent  substances 
are  so  firmly  anchored  to  the  fiber  that  they 
cannot  be  displaced  by  mechanical  friction — 
in  short,  are  practically  inseparable  from  the 
fabric  itself. 

Fabrics  May  Be  Dry  Cleaned 

We  further  learn  that  the  proofing  is  not 
affected  by  the  action  of  solvents,  such  as 


gasoline,  benzine,  alcohol,  ether,  etc.  As 
a  result,  all  textiles  treated  by  the  process 
may  be  subjected  to  dry  cleaning  or  may  be 
washed  in  neutral  soa,p  solutions  without  im- 
pairing their  waterproof  qualities. 

Fibers  thus  treated  also  become  mildew- 
proof.  This  naturally  prolongs  the  utility  of 
fabrics  used  for  tents,  avraings,  flags,  sails, 
etc.,  which  are  exposed  to  the  elements.  In 
the  case  of  cotton  dress  goods,  being  rendered 
moisture-proof,  these  do  not  become  "raggy" 
and  limp  when  worn  in  a  damp  atmosphere, 
as,  for  example,  at  the  seashore.  It  is  further 
claimed  that  the  process  has  the  effect  of 
fastening  many  fugitive  dyes  and  rendering 
them  impervious  to  the  dissolving  action  of 
water. 

Adds  Little  to  Weight 

It  is  also  asserted  that  the  Tate  method 
of  waterproofing  adds  to  the  weight  of  a  fab- 
ric in  far  less  degree  than  the  ordinary 
method  of  filling  the  microscopic  pores  of  a 
fiber  or  of  coating  the  fiber  with  a  water- 
repellent  material. 

We  have  not  gone  into  this  subject  from  a 
technical  standpoint.  Nor  do  we  claim  to 
be  sufficiently  expert  in  matters  of  this  kind 
to  be  able  to  offer  a  definite  opinion  as  to  the 
merits  of  the  Tate  process.  The  editors  of 
the  Economist  feel,  however,  that  it  is  worth 
while  to  call  the  attention  of  our  readers  to 
this  form  of  waterproofing  as  a  matter  of 
news,  more  especially  as  it  is  now  being  ap- 
plied to  fabrics  on  a  commercial  scale. 

Since  the  above  was  written  we  have  been 
shovra  by  another  concern  several  other  fab- 
rics to  which  the  process  had  been  applied 
and  in  each  case  the  claims  made  for  the  pro- 
cess appeared  to  be  fully  substantiated. 

Regards  Store  As 
Public  Trusteeship 

R.  J.  Goerke  Refutes  Reserve  Board's 
Assertion  That  Retailers  Are 
Holding  Up  Prices 

"The  ideal  method  of  operating  a  modern 
department  store  is  to  regard  the  business  as 
a  trusteeship  for  the  public  and  as  a  medium 
which  links  the  buying  public  with  the  neces- 
sities of  life  on  the  basis  of  the  greatest  pos- 
sible economy  and  advantage  to  purchasers," 
says  R.  J.  Goerke,  head  of  the  Goerke  Co., 
Newark,  N.  J.,  and  the  Goerke-Kirch  Co., 
Elizabeth,  N.  J.,  in  a  letter  to  W.  G.  P.  Hard- 
ing, chairman  of  the  Federal  Reserve  Board, 
refuting  that  body's  statement  that  the  re- 
tailer is  holding  up  prices. 

It  is  practically  impossible,  says  Mr. 
Goerke,  to  get  a  10  per  cent  net  profit  on  sales. 
He  quotes  from  the  report  of  the  Associated 
Dry  Goods  Companies,  a  chain  of  eight  big 
stores — two  of  which  are  in  New  York — 
whose  profits  in  1920  on  $75,000,000  business 
were  only  $2,149,068,  or  less  than  3  per  cent 
on  sales.  The  Mercantile  Stores  Corp.,  he 
says,  in  the  same  year  did  a  business  of  $50,- 
000,000  in  twenty-one  stores,  with  a  profit  of 
$1,133,318,  or  about  2  per  cent  of  gross  sales. 

Mr.  Goerke  observes  that  in  the  stores  of 
which  he  is  head,  general  reductions  average 
35  per  cent  from  one  year  ago. 

"Merchants  have  created  an  unfavorable 
psychology  in  the  minds  of  the  buying  public," 
he  says,  "by  announcements  of  'great  reduc- 
tions,' which  probably  mislead  the  consumer 
into  the  notion  that  regular  prices  are  very 
high.  Actually,  such  goods  are  bought  on 
some  special  basis,  and,  instead  of  represent- 
ing a  loss  to  the  merchant,  show  the  regular 
marginal  profit." 


Chicagoans  to  See 
Gowns  of  Many 
Periods 

Pageant  of  Progress  Will  Present 
an  Array  of  Styles  Showing 
High  Points  in  History 

Not  the  least  interesting  feature  of  the 
Pageant  of  Progress  to  be  staged  on  Chi- 
cago's municipal  pier,  July  30  to  August  14, 
will  be  the  display  of  costumes  of  many  ages 
showing  progressively  the  advances  which 
have  been  made  in  the  art  of  dress  from  Cleo- 
patra up  to  Victoria — and  almost  back  again, 
according  to  some  individuals  with  a  bluish 
cast  of  mind. 

The  display  will  be  arranged  with  utmost 
attention  to  correctness  of  detail  and  will  in- 
clude the  apparel  of  both  men  and  women  as 
well  as  such  important  accessories  to  good 
looks  as  coiffeurs — from  wigs  to  bobbed 
tresses — and  other  beauty  aids  and  additions, 
including  the  manifold  uses  of  cosmetics. 

Cleopatra  will  be  the  central  figure  of  this 
section  of  the  pageant,  since  it  is  said  that 
our  style  history  starts  with  this  eminent  if 
somewhat  shady  personage  and  her  period. 
In  the  lady's  train  will  be  a  gentleman  of 
Byzantium,  one  from  the  Renaissance  period, 
a  Louis  Fifteenth  courtier,  perhaps  Queen 
"Bess"  in  a  stiff  and  uncompromising  collar 
and  in  sharp  contrast  a  very  modern  bit  of 
femininity  in  abbreviated  skirt  and  tailored 
hat. 

The  chief  purpose  of  the  costume  exhibit 
is  to  show  the  educational  value  of  dress. 
Mrs.  Minna  Schmidt,  who  is  in  charge  of  this 
section,  believes  that  dress  shows  unmistak- 
ably the  characteristics  as  well  as  the  fadS  of 
the  time  in  which  it  appeared.  "Fashions  re- 
sult directly  from  the  needs  of  the  different 
periods,"  says  Mrs.  Schmidt.  "The  modern 
woman,  for  instance,  is  typically  business  like 
and  the  simple,  yet  stylish,  suit  in  which  she 
goes  arrayed  is  typical  of  her  enlarged  place 
in  touch  with  world  aft'airs,  just  as  the  flimsy 
garments  of  Far  Eastern  women  reflect  the 
seclusion  and  general  lack  of  contact  of  the 
women  of  that  part  of  the  world." 

The  costume  section  is  but  a  comparatively 
small  part  of  the  whole  pageant,  but  it  will  be 
one  of  the  most  interesting  divisions.  All 
parts  will  be  well  worth  seeing,  from  their 
different  angles. 

Suburban  Business  Men 
Act  to  Hold  Trade 

Mount  Vernon,  N.  Y.,  is  near  enough  to 
New  York  to  be  almost  a  suburb  of  the  big 
town.  People  can  get  to  the  city  so  easily 
that  it  is  a  constant  temptation  to  do  a  lot  of 
their  shopping  there.  To  keep  this  trade  at 
home  an  organization  known  as  the  Merchants' 
and  Manufacturers'  Association  with  325 
m,embers,  120  of  whom  are  retailers,  is  work- 
ing to  make  local  stores  more  attractive  to  the 
public  and  to  stimulate  interest  in  them. 
Eight  events  of  special  character  are  planned 
for  this  year.  The  most  recent  was  a  window 
trimming  contest,  which  resulted  in  keen  com- 
petition among  the  stores.  The  winners  of 
the  three  prizes  were:  S.  J.  Clark's — florist; 
Joseph  Fried — millinery;  and  the  Little  Folks' 
Shop.  Those  receiving  honorable  mention 
were:  The  York  Shoe  Store;  the  House  of 
Flowers;  Lillian's — millinery,  and  Granger  & 
Frazier — confectionery. 
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2687  Baker 


Casseroles  — Bakers  — Pie  Plates, 


MIDDLETOWN 
SILVERWARE 

Dominates 
In  Sales 

— Because  it  is  so  clearly 
and  unmistakably  a  better 
value  than  any  other  of  its 
kind ; 

— Because  it  is  as  fine  in  ' 
quality  as  money  can  buy ; 

—Because  the  patterns  in 
which  it  is  made  are  the 
most  varied  and  tasteful 
produced. 

Leading  dealers  everywhere  feature 
MIDDLETOWN  Casseroles,  Bakers 
and  Pie  Plates  because  they  have  found 
there  is  no  other  that  enjoys  such  a 
large  sale. 

The  national  advertising  we  give 
them  undoubtedly  influences  the  sale 
of  MIDDLETOWN  products,  but  it  is 
their  inherent  quality  and  dominant 
value  and  exquisite  design  that  is  the 
backbone  of  their  popularity.  Write 
for  catalog. 

The  Middletown  Silver  Co. 
of  Middletown,  Conn. 

New  York  Office:  366  Fifth  Avenue 
World'*  Largfl  Producert  of  Pyrex  Lined  SilverWarm 


•QR1PFA5T  || 


Basch 
Gripfast 
Skirt  Belting 

Special  12-Piece  Offer 

With  every  first  order  for  our 
1 2-piece  assortment  of  the  best 
selling  styles,  sizes  2",  2'/^"  and 
3",  we  offer  an  attractive,  prac- 
tical 

Oxidized  Display  Stand 

(as  illustrated) 

Cost  of  assortment  $23.60 

Retail  Value  $46.80 


Basch's  Grip-Fast  Belting  on 
Oxidized  Display  Stand 


Other  Basch  Specialties 

Basch's  Gripfast  Belts 
Basch's  Stay  Rite  Belting 
Basch's  Plain  Dress  Belting 
Basch's  Reddy-Maid  Skirt  Belts 
Basch's  Super-Snap  Fasteners 
Write  for  samples 


Place  Grip-Fast  where  your  cus- 
tomers can  see  and  examine  it. 
To  show  it,  is  to  sell  it. 

NO  RISK: — If,  after  30  days,  you 
and  your  customers  do  not  agree 
with  us  that  Grip-Fast  is  a  de- 
cided improvement  in  skirt  belt- 
ing, the  unsold  full  reels  can  be 
returned  to  us  at  our  expense. 


TRADE 


.w. 


MARK 


23-25  E.  21st  St., 
New  York 


Foreign  Representative, 

D.  E.  Bronson  Co., 
15  East  26th  St.,  N.  Y. 


Sole  Canadian  Mfrs.  for  Gripfast  Skirt  Belting: 
Eisman  &  Co.,  9  Temperance  St.,  Toronto,  Ont. 


WHEN  YOUR  TRADE  BUYS 


THE  ^e'^^tlUM^  BRUSHES 


—it  gets  ABSOLUTE  SATISFACTION  and  you 
build  a  PERMANENT  DEMAND  that  assures 
STEADY,  GENEROUS  PROFITS.  ' 

Thousands  of  women,  monthly,  are  reading  the 
attractive  BRUSH  advertisements  appear- 

ing in  leading  national  publications. 

Imported  bristles,  securely  vulcanized  into  solid  rubber 
backs,  give  X^^^.  BRUSHES  the  permanent  stiffness 
that  is  their  strongest  selling-point. 

The  new  /Ww<»a:  line  includes  hair, 
bath,  complexion,  nail,  and  barber's 
shampoo  brushes— all  of  which  retail 
from  $1  up. 


Monarch  Brush  Company 
TROY  NEW  YORK 


Me2^  Bath  Brush 
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News  Brevities  of  General  Trade  Interest 


E.  C.  Farrington  took  his  place  on  May  1 
as  assistant  merchandise  manager  of  nine  de- 
partments of  the  Shepard  Stores,  Boston, 
Mass.  Mr.  Farrington  started  as  a  stock  boy 
in  1892  and  rose  to  the  managership  of  the 
furniture  and  drapery  department,  from  which 
place  he  stepped  into  his  present  job. 

Miss  Mary  Frebert,  who  recently  resigned 
as  millinery  buy^r  for  Leiter  Bros.,  Hagers- 
town,  Md.,  has  been  succeeded  by  Mrs.  Anna 
Worsley  of  New  York. 

A.  H.  Goldberg,  buyer  of  ready-to-wear 
for  the  Davidson  Bros.  Co.,  Sioux  City,  Iowa, 
Tias  resigned.  He  will  leave  his  position 
June  1. 

H.  H.  Spring,  with  the  Newcomb,  Endi- 
cott  Co.,  Detroit,  Mich.,  as  buyer  of  basement 
muslin  underwear,  house  dresses,  hosiery  and 
furnishing  goods,  has  resigned.  '  His  place  has 
been  filled  by  A.  P.  Kennedy,  formerly  his 
assistant. 

Mrs.  A.  G.  Hulse,  who  several  months  ago 
resigned  as  buyer  of  notions  for  the  Newcomb, 
Endicott  Co.,  Detroit,  Mich.,  has  been  suc- 
ceeded by  R.  W.  Miller,  formerly  with  the 
John  Shillito  Co.,  Cincinnati,  Ohio.  Mr.  Mil- 
ler will  buy  toilet  goods,  also. 

Miss  B.  Freye,  for  a  number  of  years 
"buyer  of  waists  and  sweaters  for  Abraham  & 
Straus,  Brooklyn,  has  joined  the  resident  buy- 
ing organization  of  the  Hart,  Flanagan  Co. 

I.  Marcus  has  been  appointed  merchandise 


manager  of  the  certified  bargain  basement  of 
the  Rosenbaum  Co.,  Pittsburgh,  Pa.  He  suc- 
ceeds S.  M.  Jacobs.  Mr.  Marcus  has  been  con- 
nected with  the  store  for  several  years,  hold- 
ing various  important  positions  in  the  upstairs 
ready-to-wear  departments. 

Inez  A.  Liles,  formerly  assistant  advertis- 
ing manager  for  the  Pettis  Dry  Goods  Co., 
Indianapolis,  has  been  appointed  advertising 
manager  for  the  Fair  Store,  operated  by  Trau- 
geott  Bros.,  in  Indianapolis. 

T.  C.  Johnson,  formerly  assistant  buyer  of 
silks  and  dress  goods  for  the  Palais  Royal  de- 
partment store,  Washington,  D.  C,  is  now 
buyer  of  yard  goods  for  the  tailoring  supply 
firm  of  M.  Sworzyn  &  Sons,  of  the  same  city. 

Jacobson  Bros,  have  sold  their  department 
store  at  Greenville,  Mich.,  to  Morris  Kellman, 
formerly  of  Highland  Park,  Mich. 

J.  M.  Loohy  has  succeeded  J.  E.  Flint  as 
buyer  of  suits  for  the  Houghton  &  Dutton 
Co.,  Boston,  Mass. 

P.  N.  Harper  is  the  new  shoe  buyer  for 
the  Houghton  &  Dutton  Co.,  Boston,  Mass. 
He  succeeds  W.  H.  Mannix. 

N.  S.  Saling,  formerly  silk  buyer  for  the 
Rhodes  Co.,  Seattle,  Wash.,  has  opened  a 
silk  shop  in  that  city.  His  place  at  the  store 
has  been  filled  by  Fred  Fox,  a  salesman  in 
the  silk  department  for  a  number  of  years. 

Wm.  G.  Ottee,  who  recently  resigned  as 
notions  buyer  for  the  Alms  «fe  Doepke  Co., 


Cincinnati,  Ohio,  has  been  succeeded  in  that 
position  by  Hugh  Fussner,  who  has  been 
with  the  firm  for  several  years. 

W.  W.  MacMurray  has  resigned  as  buyer 
of  silks,  velvets  and  dress  goods  for  the  Halle 
Bros.  Co.,  Cincinnati,  Ohio.  He  is  succeeded 
by  Miss  C.  M.  Fretthold,  who  has  been  assist- 
ant to  Mr.  MacMurray. 

The  New  York  Manufacturing  Co„ 
makers  of  headwear,  600  Broadway,  have 
opened  an  uptown  office  at  1232  Broadway. 

Willard  Price  has  been  secured  by  Butler 
Bros.,  Chicago,  111.,  to  take  charge  of  the 
firm's  Customers'  Service  Department.  Mr. 
Price  has  been  editor  of  the  World  Outlook 
and,  prior  to  holding  that  position,  occupied 
advertising  positions  both  in  this  country 
and  in  England. 

F.  Hoffman  &  Co.,  importers  of  beads, 
trimmings  and  fancy  goods,  have  moved 
their  offices  from  27  East  Twenty-first  Street 
to  95  Fifth  Avenue. 

The  H.  K.  H.  Silk  Co.,  Watertown,  N.  Y., 
has  purchased  the  Rockland  Silk  Co.,  Haver- 
straw,  N.  Y.  The  output  of  the  mill  will 
be  increased  and  marketed  under  one  of  the 
brands  of  the  purchasing  company. 

The  Rutland  Silk  Co.,  with  offices  at 
77  Madison  Avenue,  has  been  formed  to  do 
business  as  agents  for  silk  mills.  Members 
of  the  firm  all  are  well  known  in  the  silk 
market. 


WASH  CLOTHS  &  TOWELS     B  RAIDS  &  TRIMMINGS 


LTBT  WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New  York  Salesroom  61   V\^liite  St. 


ta  ("AT  OFf. 

A  cotton  towel  that  absorbs,  is  firm,  aud 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  hucl:  towel. 

Sample   on  Bequest. 

John  R,  Lankenau  Co.,  Boston-11,  Mass, 


TiAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  ♦ 

PUTNAM  KNiniNG  CO.  OjwisM 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
.  , .  Scrub,  Painf,  Dusl  and  Pol- 

MhingOcihs.  Imitation  Chamois.  Iron  Holders,  Broom 
U>Ters,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Toi^  rr.. Adolf  Fricke 

7314  FRANKLIN  ST..     NEW  YORK  CITY 


Maw  y  faqiuhzhb 

328  Fourth  Ave.,  N.  V. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


Manufacturers  of 

FEATHERBONE  Dress  Specialties 
GIRDELIN  Dress  Belting 

Three  Oaks,  Mich. 

New  York  Chicagro       San  Francisco 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  inc. 


32-46  W.  2?i  d  Street 


New  York  City 


Just  Enough 

The  ads  in  the  Buyers*  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


ART  NEEDLEWORK 


LINENS 

TERIALS 

"Crystal?' 

Artificial 
SILK 

ements  for 

K  DEPARTMENTS 


GLOVES 


EW  YORK,  Cor,  22nd  St. 


RICIIZIRDSON'S 

PURE  MERCERIZED 
SILKS  COTTOMS 

HUfe.  EMBROIDEHIMQ  W 

I^Jl^^  CROCI1ETIMC  V* 

Richardson's  10c  Crochet  Books 

RICHARDSOli  SILK  COMPAMV 
Chicago     Manufacturers     New  VorK 


NECKWEAR 


FOR.  WMEN 

ALL  THAT  THE   NAME  IMPLIES  I 

POLLOCK  ^LOWENBAUMf 

40  WEST  20(ti  STREEX-NEU  ^TDEZK 


MILLINERY 


D.  B.F1SK&C0. 

CHICAGO 


'MILLINERV 
MERCHANDISE 

Open  throout  the  year 
^    NEW  YORK 
411  Fifth  Avenue 


Branch  salesrooms — open 
during  marbet  season. 

St.  Louis,  1013  Washington 
Ave. 

Cleveland,  Hotel  Cleveland 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

eLIMINATES   FASTENER  TEAR-OUT  COMPLAINTS 
ON  LEATHER  &^  FABRIC  GLOVES 

BUTTON  STAY  CO..  Gloversville.NY 


LOVES 

English,  French,  American 

Wholesale  Department:  ' 
2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO., 


Johnstown, 
N.  Y. 


Telephonesj  ^^^9  jQ^an^g^ 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Nortnwest  corner  21st  St. 
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Court  Calls  Halt 
on  Store  Pickets 


Valparaiso  Clerks'  Union  Enjoined 
from  Interfering  with  Three 
Firms 

Economist  Correspondence,  Indianapolis,  Ind. 

A  permanent  injunction  was  recently 
granted  by  Judge  H.  L.  Cruftipacker,  in  the 
Porter  County  Superior  Court  at  Valparaiso, 
Ind.,  in  the  case  of  three  Hammond  mercantile 
firms  against  the  Clerks'  Union  of  Hammond. 
The  Central  Labor  Council,  Trades  Council 
and  the  Carpenters'  Union  District  Council 
of  Lake  County  are  also  enjoined  by  the 
decision.  Judge  Crumpacker  granted  a  tem- 
porary injunction  against  the  labor  unions, 
which  maintained  pickets  around  the  stores 
and  instituted,  it  is  said,  a  secondary  boy- 
cott. The  strike  was  called  by  the  Clerks' 
Union  on  account  of  the  open-shop  policy. 
The  other  unions  in  the  county  joined  with 
the  clerks  and  contributed  money  to  carry 
on  the  strike. 

H.  E.  Anderson,  manager  of  the  Root  Dry 
Goods  Co.,  Terre  Haute,  recently  tried  a  new 
method  of  enlisting  the  support  of  the  sales 
organization  in  staging  a  big  special  spring 
sale.  A  few  days  before  the  sale  was  opened 
a  dinner  was  held  in  the  tearoom  of  the 
store,  at  which  the  management  outlined 
what  it  had  in  mind  as  to  how  the  sale 
should  be  conducted.    The  advertising  de- 


partment told  what  it  expected  to  do,  the 
delivery  department  told  of  its  plans  and 
the  whole  general  scheme  was  given  the 
employees.  Then  the  heads  of  every  depart- 
ment, from  linens  to  furniture,  were  asked 
to  give  their  ideas  as  to  how  the  plan  could 
be  bettered.  Several  ideas  were  advanced 
which  were  of  value.  The  result  was  a  sales 
force  working  100  per  cent  for  the  success 
of  the  sale,  and  it  was  put  across  in  great 
style. 


Store  Notes 


The  Abrahamson-Bigelow  Co.,  James- 
town, N.  Y.,  have  added  another  department 
to  their  store,  in  which  a  complete  beauty 
parlor  service  and  children's  barber  shop 
are  included.  Hair  goods  and  toilet  prepara- 
tions are  to  be  sold  in  connection  with  the 
new  department,  which  has  four  booths  for 
scalp  and  skin  treatments. 

Bowman  &  Co.,  Harrisburg,  Pa.,  will 
celebrate  their  fiftieth  anniversary  in  June. 
The  store  was  founded  by  John  K.  Bowman 
in  1871  and  is  now  one  of  the  largest  stores 
in  the  central  part  of  the  state.  Mr.  Bow- 
man still  is  alive  and  active;  but  the  man- 
agement of  the  firm  is  under  the  direction 
of  his  sons,  J.  W.  and  H.  H.  Bovman. 

William  Aarons,  a  salesman  in  the  silk 
department  of  J.  L.  Brandeis  &  Sons,  Omaha, 
Neb.,  has  been  appointed  buyer  of  that  de- 
partment. He  succeeds  Martin  Kahn,  who 
held  the  post  for  thirteen  years  and  recently 
resigned. 


Why  Not  Convert? 

(Continued  from  page  18) 

of  business  this  year  and  more  likely  enough. 

We  could  go  on  page  after  page  telling 
you  of  unused  and  apparently  unusable  spaces 
that  have  been  made  highly  productive  through 
intelligent  use. 

You've  got  some  in  your  store.  Look  for 
them.  Wish  we  were  able  to  go  over  your 
store  with  you  since  looking  for  these  hidden 
possibilities  is  one  of  the  most  fascinating 
games  in  the  retail  business. 

In  addition  to  looking  for  NEW  spaces, 
consider  the  square  footage  being  occupied  by 
the  various  departments  now  operating.  Are 
some  of  them  out  of  season,  yet  using  as  many 
counters,  shelves  and  tables  as  during  their 
best  months?  If  so,  condense  them  immedi- 
ately and  spread  out  sections  now  at  the  peak 
of  their  business. 

Makes  It  Look  Busy 

Don't  worry  about  discommodating  cus- 
tomers. They  like  it.  There  is  a  fascina- 
tion about  moving  and  changing  for  every- 
body. It  gives  the  air  of  being  busy,  and  if 
there  is  ONE  SURE  way  of  getting  business 
it  is  to  secure  a  name  for  BEING  BUSY. 

Now,  I  won't  take  up  more  of  your  time, 
for  I  know  you  want  to  hunt  up  some  "spaces" 
in  YOUR  STORE.  Write  and  tell  us  what 
you  find.  It  may  help  us  in  advising  some 
brother  merchant. 


Department  managers  find  it  easier  going 
when  the  salesforce  read  the  Economist. 


COATS   &  SUITS 


DRESSES 


DRESSES 


U  R 


snow 
showing 


A.  L.  COHEN  s 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 

Waists  -  Dresses-Coats  -  Suits  -Skirts 

204-S-6  Medinah  Bldg.,  Cor.  Jackson  Blvd.  and  Wefls  St 
CHICAGO 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on  ^ 
Silk,  Taffeta,  Georgette  ** 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The  Little  Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone.   Chelsea  1113  


Made  by 

MITCHELL  BROS. 
367  W.  Adams  St. 

CHICAGO 


CO. 


Adams  Street, 
at  the  Bridge 


fiOTTLIEB  BROS 

MANOfACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST 27* ST,  NEW  YORK, 

CHICAGO  OFFICE  -  223  JAOSON BOUIEVAIIO 

W.F-  DROEGEMUELLER 
SAN  FRANCISCO  OFRCE-  I3S  KEARNY  ST. 

I.  HANAIO  


S  X  O    U  X  s 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-126  W.  2Gth  St.  New  York 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  — Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


Good  Values 
Exclusive  Styles 
Trlcotlnes 

Sergres 
JerseTS 
Satins 
Georsette 
Taffetas 
915.00  to 

.<?40.00 
Send  for 
samples. 
Prompt 
deliveries     158  W. 


DRESSES 
THE 


29th 


Tel. :  Watklna 
7350-7351 
St.    New  York 


ACKMAN'S 

F  U  R  S 

'America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 

CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


WAISTS 


CHILDREN'S  WEAK 


PLAYSLITS 


DulProckH^avis  Co. 

■p^StSoers  Bud  VfanuPBcnjrCTS  of 

6Kclu5ive"Plou5e5^ 

21^  WesT.Vlonroe  S^^^ 


^             Originator  and  Designer  ol 

WAISTS  AND 

ll  IBLOUSES 

\siV  « 

ktt  W\M^M           of  distinction 

PrU^  Adolph  R.  Haas 

y^4f       214  So.  Franklin  St. 

Chicago 

THE 

Cotton 

HIRSCH-  Silk 

Waists 

STRAUSS  Blouses 

CO. 

Sar 

nplem  gladly  tubmitled 

16  So.  Market  St.,  Chicago 

CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

^       Coca-Cola  Bld^.,  Baltimore^  Md. 
N.  Y.  Office:  1182  Broadway,  Room  906. 


KOVERALLS 

t\fi^  ua  Pot,  Off 
Patented  January  8th  19 18 
Copyrighted  name  for  one-piece 
garment  for  ctiildren  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco.  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway.  N.  Y. 
Frankfort,  Ind. 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


SKIRTS 


"Ihc  Econony  Garaen^ 
"America's  Play  Garment" 

Is  as  well  made  as  the 
famous  Outerall  one-piece 
work  garment.  Assorted 
-Styles.  Samples  on  request, 

Michigan  Motor  Garment 
Co.,  Greenville,  Mich  ^ 


CORSETS 


MUSLIM  UNDERWEAR 


STAR  SKIRT  CO, 
15  E.  26th  St.  New  York 


"STAR  SKIRTS" 

.  *   »»9S  i*^^-—  — 


Guaranteed 
Wash  Skirts 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


GnECIAN-lRECD 

Maternity  and 
Post-Operation  Corset 

Gbecian-Tueco  Fabric  Modem  Hy^^ienlc 
Helps  Nature-does  not  resist  her. 

SEND  For*  SAMPLE 

Benjamin  6  Johnes, Newark, N.J. 


The  Quicker  Way 

Instead  of  hunting  nround  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 
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Texas  Takes  Step 
For  Public  Health 

Cosmetics  and  Toilet  Goods  Must 
Be  Fumigated  Before  Store  Can 
Exchange  Them,  Is  Order 

For  the  better  protection  of  the  public 
health  the  health  officer  of  Texas  has  issued 
an  order  that  certain  goods  may  not  be  ac- 
cepted for  exchange  or  return  unless  they  are 
thoroughly  and  properly  fumigated.  The  fol- 
lowing goods  are  included:  rubber  goods, 
brushes  and  combs,  cosmetics  and  soaps  of  all 
kinds ;  sanitary  couches  and  beds  of  all  kinds ; 
toys,  dolls,  baby  carriages;  men's,  women's, 
children's  and  infants'  clothing  and  under- 
wear; nightgowns,  pajamas  and  women's 
neckwear  and  veils.  Furthermore,  no  outer 
apparel  which  shows  any  evidence  of  having 
been  worn  may  be  accepted  for  return  or  ex- 
change. 

Inquiry  by  the  Texas  Retail  Dry  Goods 
Association  brings  the  statement  from  the 
health  officer  that  there  is  no  law  on  the  stat- 
ute books  regulating  this  matter.  It  rests  on 
the  authority  of  the  State  Board  of  Health  to 
make  rules  necessary  to  the  protection  of 
health.  The  health  officer  admits  that  the 
above  regulation  might  not  stand  if  attacked 
in  the  courts,  but  trusts  it  will  not  be  ques- 
tioned in  view  of  its  evident  wisdom. 

The  association  calls  its  members'  atten- 
tion to  the  possibility  of  two  laws  contrary  to 


merchants'  interests  coming  before  a  special 
legislative  session.  One  is  a  sales  tax  and 
the  other  an  anti-profiteering  move.  The  fact 
that  the  State's  funds  are  insufficient  to  meet 
general  expenses  under  present  tax  laws  gives 
grounds  for  fearing  the  first  may  be  initiated 
and  the  report  of  the  Federal  Trade  Com- 
mission, claiming  that  retail  prices  have  not 
been  reduced  in  conformity  with  wholesale  re- 
ductions, may  easily,  the  association  believes, 
lead  to  the  second.  Merchants  are  warned  to 
prepare  to  fight  them  should  either  or  both 
be  introduced. 


Smile  and  Suggest 

(Continued  from  page  57) 

This  is  a  resume  of  stock  conditions,  inter- 
spersed with  selling  suggestions  such  as  I 
would  give  were  we  all  together  in  a  group 
meeting.   It  consists  of  newsy  facts  like  these: 

"  'No.  3  pen  in  stock ;  please  don't  let  stock 
run  so  low  again.' 

"  'Girls,  don't  forget  to  suggest  our  favors 
to  customers  purchasing  playing  cards.  It  is 
pleasing  to  the  majority  of  people  to  have  a 
clerk  suggest  a  need.' 

"  'White  and  colored  chalk  are  new  items 
in  stock.' 

"  'These  correspondence  cards  are  the  best 
value  in  the  city,  3-ply  linen  finish  and  most 
desirable  size.  The  price  is  right,  too — only 
55  cents  a  box.' 

"A  copy  of  the  'News  Letter'  is  given  to 
each  salesclerk  and  also  to  aisle  men  and  the 
floor  superintendent,  so  that  they  may  be  up 


to  the  minute  in  directing  customers  inquiring 
for  unusual  articles. 

Has  Many  Advantages 

"The  advantages  of  the  'News  Letter'  are 
many.  Besides  the  general  and  specific  knowl- 
edge of  goods,  gained  through  it,  it  suggests 
words  or  phrases  the  clerk  may  use  in  present- 
ing merchandise  to  customers.  In  that  it  may 
be  referred  to  from  time  to  time,  it  is  even 
better  than  a  talk. 

"The  'News  Letters'  are  filed  from  day  to 
day  in  sets — one  each  for  my  head  of  stock, 
my  assistant  and  myself.  In  this  form  they 
serve  as  a  future  reference.  A  new  salesper- 
son finds  the  filed  'News  Letters'  invaluable 
in  gaining  her  first  knowledge  of  stock  and  de- 
partment conditions." 


To  Open  New  Silk  Shop 


A  new  Frutchey  Silk  Shop,  this  one  in 
Philadelphia,  has  been  opened  by  Edgar  Frut- 
chey, whose  store  on  Fortieth  Street,  New 
York,  has  proved  so  successful  that  he  is  now 
doubling  its  size.  In  the  Philadelphia  shop 
all  goods  are  displayed  on  long  tables.  Open 
shelves  and  bins  along  the  walls  contain  the 
stock,  each  fixture  having  a  narrow  ledge. 
The  basic  idea  is  to  allow  the  customer  to  take 
down  goods  and  examine  them  at  will.  The 
shop  has  an  extremely  high  ceiling  and,  with 
its  attractive  decorations,  resembles  a  salon. 


KNIT  GOODS 


HOSIERY 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Just  Enough 

The  ads  in  the  Buyers*  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


Art  Silk  Tuxedo 
Coats  and  Sashes 

BATHING  SUITS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  Bldg.,  1270  B'way 


INTRODUCING 

,  — our  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  results,bigger 
\9  business,  better  profits.  An  exclusive 
IT    service  (or  the  best  retailer  in  every 
^     town.   Full  details  FREE  upon  re- 
.  quest. 

THE  ECONOMY  SERVICE 
231  W.  39th  Street               New  York  City 

THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


HOSIERY 


LADIES  FULL  FASHIONED 


SILK. 
HOSIERY 


J.R.Beaton  Co.,1  nc, 

329  Fourth  Ave.  NewYork 


REAL  HOSIERY  VALUE 

XTTX  No.  630— Ladies'  Silk,  $10.50 
/    A     \  No.lOO— Ladies'SiIkLisle,$3.75 

LAZAF?  All  Colors 

\  o  /    ^ACE  INSERTED  HOSE 
Vfc.  $22.50  and  $33.00 

HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


llkr 


SOCKS  FOR  WEAR 

From    Mill  "  Retailer 

9^i.  &  SAMPLES  wPraCES 
S.5.  MILLER  HOSIERY  MILLS 

Reaaing  Pa.  U.S.A. 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 


LABELS 


4W0VEN  ENGRAVED  EMBOSSED  8e  PRINTED  j 


FOR  ALL  WEARING  APPAREL 

TJBON  FREEMAN 

404  S.WELLS  STREET  CHICAGO 


Tli8  original 


The  Trade 


ind  only  man-  ^V^^""^  '  C/^^^  Mark 
ufacturers  of  '."SS 


the  genuine 


with  a 


Racine  Feet.  Th=  Trade  Mark  with  areputatioofePI'tatioil  | 

RACINE  FEET  KNITTING  CO. 
BELOIT,  WISCONSIN 


"Made  in  D.  S.  A." 


THE  BEST 
CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway     New  York 

"No  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RIUQSIDE  KNITTING  MILLS 

READING  PA. 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAIT! 
Their  own  or  your  material 
EASY— ECONOMICAI^PROFITABLE 


Outfits  $20  up 
S.  MENKIN,  Inc. 
149  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 


SHOES 


BATHING 


SHOES 


IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO 

PHILADELPHIA,  PA. 


Ladies  COMFORT  Shoes 

Sofi-Flexible  Leather 


LOW  5  2.8^  Pair 

Otl\er  Styles  on  Request 
Made  m  CD  E  ^.E  -vidths 

Sold  in  3b  Pair  Lots  

FOB  Factory 


HIGH  t  3  J5  Bii 


THE  HELD  COllPORATION 

<H  UNION  SQ.I.;ARE     VEW  YORK 


YDE-TOP 

SHOE 

No.  177— All  Glazed  Kid 
8-inch  Welt.  "YDE-TOP,"  1%- 
inrh  Cuban  Heel,  arch-supporting 
Fhank  niece,  extra  long  counters 
P-41/2-8:    C-3-m:    D    and  T. 

S-fl   .$6.50 

Add   25c   for   sizes   8%  to  9. 

The  HOLTERS  COMPANY 


Men's 
Fine 
Shoes 

Rockland 
Quality 


An  Easy  Index — r 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
aa  you  check  over  the  trade 
marks  and  names. 
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''The  Town  Crier 
Spreads  the  Light 

Store's  Daily  Paper  Tells  Employees 
What  Is  Doing  in  a  Lightsome 
Vein 

The  "Town  Crier"  of  Gilmore  Bros.,  Kala- 
mazoo, Mich.,  just  won't  let  the  store's  sales- 
force  forget  about  the  advertised  offerings. 
Salespeople's  failure  to  read  the  day's  ads 
is  one  of  the  hardest  problems  a  store  man- 
ager has  to  solve.  To  make  sure  that  all  of 
them  know  what  is  going  on  in  the  way  of 
special  offerings,  Gilmore  Bros,  is  getting  out 
a  daily  paper  for  its  people.  It  is  a  mimeo- 
graphed sheet,  14  by  8V2  inches,  and  is  dis- 
tributed bright  and  early  in  the  morning. 

It  is  the  product  of  the  advertising  de- 
partment, and  the  ad  manager  seems  to  get 
as  much  fun  as  work  out  of  it,  judging  by 
its  sprightly  tone.  Its  contents  by  no  means 
are  confined  to  notes  of  merchandise  on  sale. 
All  the  little  everyday  happenings  of  inter- 
est to  employees  are  chronicled. 

When  a  store  party  is  to  be  held  or  a  con- 
test winner  is  to  be  announced  or  a  new  name 
comes  on  the  store  roll  it  is  told  in  the  "Town 
Crier."  New  merchandise  of  special  interest 
and  novelty  is  spoken  of,  too,  and  it  is  done 
all  in  a  chatty,  friendly  way. 

The  store  force  likes  it.  When  it  was  a 
week  old,  April  11,  the  number  of  copies  had 
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to  be  doubled  because  the  rest  of  the  store 
family  got  peeved  that  only  the  salespeople 
were  getting  it.  Such  interest  is  the  real 
test  of  its  value. 


Portland  Stores  Put 
Over  Novel  Show 

The  subject  matter  of  the  play,  "Blind 
Wives,"  has  a  great  deal  to  do  with  women's 
clothes.  So  when  a  local  company  staged 
the  piece  a  number  of  merchants  of  Portland, 
Me.,  got  together  and  used  it  as  an  auxiliary 
vehicle  for  a  display  of  the  apparel  they  had 
to  offer  the  city's  women.  A  runway  was 
built  into  the  orchestra  and  on  it  manne- 
quins, all  Portland  girls  and  children, 
tripped  along,  showing  the  audience  the  new 
styles,  coming  out  between  the  acts.  There 
were  both  evening  and  matinee  performances 
each  day  for  a  week,  and  on  three  afternoons 
particular  emphasis  was  laid  on  children's 
and  misses'  things. 

In  conjunction  with  the  fashion  display 
a  special  advertising  section  of  a  Portland 
paper  was  issued.  In  it  all  the  stores  shar- 
ing in  the  exhibit  used  big  space.  In  this 
section  also  were  extensive  write-ups  of  the 
new  merchandise  to  be  seen  in  the  stores, 
as  far  as  possible  this  being  placed  opposite 
the  ad  of  the  store  concerned.  Additional 
interest  for  readers  was  obtained  by  the 
extensive  use  of  fashion  notes  scattered 
through  the  pages. 


The  Opportunity  Sale 

(Continued  from  page  31) 

available  bit  of  help  in  the  store  was  pressed 
into  service. 

Retailers  always  can  find  some  manufac- 
turer who  has  some  piece  goods  on  his  hands, 
or  a  stock  of  garments  which  he  wants  to  turn, 
over  quickly.  The  manufacturer  is  usually 
glad  to  cut  up  the  piece  goods  and  make  a 
special  lot  of  dresses  on  order,  especially  if 
given  cash  with  the  purchase.  A  good  sale  i& 
possible  at  almost  any  time,  and  if  the  re- 
tailer will  hunt  the  market  he  can  find  the- 
merchandise.  If  you  are  not  in  touch  with 
the  New  York  market  frequently  and  you  will 
advise  the  "Apparel  Merchandising"  Section 
of  the  Economist  what  you  want,  we  shall 
be  glad  to  hunt  for  you,  and  you  will  be  put 
in  touch  with  salable  goods.  And  if  you  want 
any  suggestions  as  to  how  to  stage  a  special 
sale,  give  us  an  opportunity  to  assist  you. 


Solely  for  the  Retailer 

Any  article  or  line  of  merchandise  de- 
scribed or  illustrated  in  the  Economist  is  re- 
ferred to  or  shown  solely  in  the  interests  of 
the  retailer.  Is  it  new  in  itself?  Does  it 
faithfully  represent  a  new  tendency?  Is  it 
trade  news  that  the  retailer  ought  to  know? 
These  are  among  the  acid  tests  applied  by  the 
editor  to  every  item  that  goes  into  our  reading: 
pages. 


NOTIONS  &FANCY^5^S  ivOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 

THIMBLES 


NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  CMoago 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedlord  Slr««l        Boilon.  M»»»- 


i  Makers  of  fine  Thimbles,  Nickel, 
Silver,  Silver  Plated,  Nickel 
Plated,  Alumiaum,  Steel  and  Lined  Steel. 
Put  up  in.  standard  packings  or  special 
glass  top  display  cabinets.  Write  for 
catalog  and  name  of  wholesaler  In 
your  district. 

The  ANSONIA   NOVELTY  Co. 

A  N  S  O  H  I  A  ,    CON  N.  US.  A. 


Liberty-Belle 

HAIR  PINS. 

Cabinets  Tubes 

Bundles  Bulk 

HUMP  HAIR  FIN  MFG.  CO.,  CHICAGO 

:ica»« 


(Human  Hair) 
COSMOS  TRADING  CQ 

229-^2}>    FOURTH  AVE,.  NY, 


m®  YOU  SILL 

QUALITY  riRST 


_»»  «  0O!BI»AHY 

Staple  Envelopes  of  Every  DeMcription 

547  West  27th  St.    N  EW  YOR  K 


EVERSHARP:25^50^7| 
^  SCISSORS 

THAT  IS  ALWAYS  SHARP.  C 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA  

AT  INTERESTING  PRICKS 
SHIPPED  PROMPTLY 

ITWE  EVERSWARP  SUEAR  OD, 

RIDGEPORT  CONNECTICUT 


The 


SANITARY  NAPKINS 

ConTeniently  and  attracUvely  packed,  half 
dozen  and  dozen  cartons;  Individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for   interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
20O  Broadway    New  York  City 


Cuts — Ads — Circulars 
Show-cards — Letters 
Window  T  r  i  m  s  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 

231  West  39tli  Street  New  Yorit  City 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

Tlie     Effbee  Com- 
pany 
Mfrs.    of   Ladies   Hand  Bags 

All  Styles  and  Prices 
300-306      So.      Franklin  ? 
Chicago.  111. 


1^         REAL  HUAiAN  HAIR 

INVISIBLE   -  SANITARV 

R9|  GUARANTEED 

nH  SATISFACTION 

worrc  Foa  lAMPies 

^        EGO  TRADING  CO. 

SANITARY  NAPKINS 

APRONS-KNICKERl  ^ 

BELTS 


(^P-'  GOODS 

FOR  INFANTS 
AND  WOMEN 

SiGirapd  Ave.  PHILADELPHIA, 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y.       ^  M 

Corner  29th  St.  (^/^^Q 
Narrow  Woven  Fabrics 
Notions  and  Small  Wares  _ 
Sole  Selling  Agent  '''^f  <'<^ 

K1RBY,BEARD  &  CO.Birmingham,Eng. 
«  Hair  Pins,  Pins,    Needles,  Needle  Cases  " 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is.   


BOOKS 


MUSIC  PUBLISHERS 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  President 

Q      Foreign &Doinestic  -^^-G- 

^  NOTIONS 


Sole  Agents  for  the  Lightning  Needle  Co.® 

27-33  Went  23rd  Street  New  York  Citr 


WHEN  IN  DOUBT- 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  lor  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


REEP 


[and  Tooled^ry?./  d?  Ba^ 

'    Al./'Q  G^eraX  Line  of 

p,^ocKe>tbook/  Game' 

Collar  Bd^  Manicurer  Etc 
A.  L.     R.  E  E  D  ca 

■37  3- FIFTH  AVE.  NEW  YORK 


St.  Joseph  Clamps 
Tax  on  Transient 
Mej;chants 

Stores'    Association    Induces  City 
Council  to  Pass  Protective  Meas- 
ure— Spartanburg  to  Take 
Action 

The  transient  merchant  problem  continues 
to  crop  up  from  time  to  time,  with  a  good  deal 
of  annoyance  and  actual  loss  accompanying  it. 
Merchants  who  contribute  to  the  building  up 
of  a  city  and  pay  taxes  for  the  privilege  of 
doing  business  there  naturally  feel  resentful 
that  outsiders  with  no  local  responsibility  or 
obligation  should  step  in  and  take  the  cream 
off  the  top  of  the  retail  milk  pan.  Numerous 
methods  have  been  tried  to  curb  the  nuisance, 
some  successful  and  some  otherwise.  Several 
cities  have  been  able  to  deal  with  the  matter 
quite  effectively,  and  it  is  of  interest  to  mer- 
chants in  other  places  to  learn  their  methods. 

St.  Joseph,  Mo.,  a  city  of  77,000  people  or 
thereabouts,  took  up  the  job  through  the  St. 
Joseph  Stores  Association,  a  merchants'  or- 
ganization. This  body  prevailed  upon  the 
City  Council  to  place  a  tax  on  transient  sellers, 
called  an  "Occupation  tax." 

In  the  ordinance  it  is  provided  for  a  tax  on 
transient  merchants  of  $100  for  the  first  ten 
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days  and  $10  a  day  for  every  day  thereafter. 
An  ordinance  defines  "transient  merchants" 
as  those  who  take  orders  for  goods  at  retail 
for  future  delivery,  as  well  as  those  deliver- 
ing goods  at  time  of  purchase.  Hotel  keepers 
are  required  to  report  to  the  license  inspector 
when  a  transient  merchant  becomes  a  guest. 
These  ordinances  are  now  being  .  enforced 
with  good  results,  according  to  a  letter  from 
H.  D.  Ennis,  commissioner  of  the  St.  Joseph 
Stores  Association. 

Spartanburg  Takes  Action 

Spartanburg,  S.  C,  also  has  had  to  meet 
this  problem,  and  is  now  contemplating  pas- 
sage of  an  ordinance  similar  to  one  which  has 
brought  good  results  at  Charleston,  S.  C.  The 
body  taking  steps  to  get  action  is  the  Eetail 
Merchants'  Bureau  of  the  Chamber  of  Com- 
merce.   The  ordinance  wanted  would  require 
licensing  as  a  store,  any  hotel  or  boarding 
house  which  allows  transient  merchants  or 
agents  to  display  goods  and  take  orders.  It 
provides  that  any  person  operating  such  an 
establishment  or  a  house!-  of  entertainment  in 
any  part  of  which  any  kind  of  merchandise  is 
displayed  or  offered  for  sale,  unless  operated 
as  a  licensed  store  of  Spartanburg,  shall  be 
required  to  pay  an  annual  license  tax  of  $500 
a  year  to  the  city.    Violation  of  the  ordinance 
is  punishable  by  a  fine  of  $100  or  thirty  days 
in  jail,  and  each  day  on  which  it  is  violated 
constitutes  a  separate  offense.    The  most  im- 
portant loss  to  Spartanburg  merchants  has 
been  from  transient  shoe  dealers,  who  take 
thousands  of  dollars'  worth  of  orders  annu- 
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ally.    Next  come  the  houses  selling  fine  rugs. 

Copies  of  the  ordinances  mentioned  above 
will  be  sent  to  any  retailer  who  may  wish  a 
guide  in  tackling  the  transient  merchant  prob- 
lem through  the  same  channel. 

It  is  well  to  remember  that  all  ways  of 
curbing  the  transient  merchant  trouble  are 
not  legal.  For  instance,  in  a  Western  State 
it  was  proposed  recently  to  pass  a  law  requir- 
ing transient  venders  to  give  bond  for  the 
payment  of  taxes  which  they  might  be  re- 
quired to  pay.  Before  the  law  came  up  for 
action,  however,  it  was  discovered  that  to  re- 
quire such  bond  would  be  illegal,  and  the 
project  was  dropped.  Where  the  ordinances 
first  mentioned  above  can  be  made  effective — 
that  is,  where  they  do  not  conflict  with  the 
law — there  should  be  no  need  of  adopting  ex- 
pedients of  doubtful  effect  and  legality.  The 
simplest  means  generally  is  the  best. 


A  Correction 


In  the  special  sports  wear  section  of  the 
Dry  Goods  Economist  of  May  14  on  page  44 
there  appeared  an  advertisement  in  which 
S.  Blate  &  Sons  featured  two  sports  wear 
dresses.  One  was  a  French  voile  in  a  polka 
dot  pattern  trimmed  with  organdie  collar, 
cuffs  and  pockets,  with  lace  medallion  inser- 
tions at  $7.75.  The  other  was  a  French  voile 
trimmed  with  filet  lace  at  $12.50.  The  ad- 
vertiser inadvertently  reversed  the  captions 
describing  these  dresses',  placing  them  under 
the  wrong  photographs.  We  trust  our  read- 
ers will  note  this  correction. 


NOTIONS  &  FANCY  GOODS        BABY  GOODS 


WSDON 

SAFEXyPINS- 

'9Ae  A  Point  Pin" 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LONO  TAPERING  POINTS- NON-PULLINO 
CAPS  B  GUARDS  SECURELY  AWEMBLED 


RISDON  MFG.  CO.,  Naugatuck .  Conn. 


SELECTE"  NOTIONS 

[iiMiHiiiniiniiMiiiiiiitH 

CMALL  wares  and  fancy  goods  at 
^  lowest  prevailing  market  prices. 

I        Sole  Agent  for  D.  F.  Tayler  &  Co.'s 
B  PIUS  AND  HAIBPIN8 

m       GOTHAM  LEATHER  GOODS  CO. 

■  ™=  Small  Wares,  Fancy  Goods  S  ButUma  , 
J  222RnmhAve.atl81hSUlfwYork  BostonOffiottf  OmmiySt  J 


Creators  of  jboxed 


Gift 


MOVELTIES; 


i  REPUBLIC 
BUILDING 

CHICAGO. 


PRESTON  STUDIOS 


^  DISTRIBUTORS 
223  FlrTrt  AVE.  NEW  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKET  R.I. 


W^*fDfc*  YORK 


BEADS 

Fringes  Spangles  Trimmings 
Tassels  Necklaces  Girdles 

PEARLS 

Leaders  of  the  World 

ROSENBERG&GO.,lnG. 

36  W.  38th  St.         New  York 


'Ribboncraff 
G>nnpanj 


Makers  of  Gifts  for 
Baby  and  Milady 

31  Union  Square  NEW  YORK  CITY 

223  W.  Jackson  Boul.       CHICAGO,  ILL. 


INFANTS'  GOOD  Si 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles— 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  DraweKs. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  JiEvf^^YORK 


BABY     rSI  OVE  LT I E  S 


Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Sets,  Eecord  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y. 


Richard  G.  Krueger 
395  FOURTH  Ave.  new  York 

SEND   FOR  CATALOGUE 


DOLLS   &  TOYS 


Roily  Rattle — it  Floals.l  Water  Baby— in  assorted 
Assorted  characters  at        I  rtyles  $2^^  tO  $  1 5 

$4;  $6  &  $75»  I 

Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

,Sig. Schwartz  Co. 
110W.32ndSt.,  N.Y. 

Send  for  catalog  10 


BABY  GOODS 


Qriginal  SANITARY  Nursery 
^  Playthings  for  BABY 

•Send  for  a 


$25  or  $50  Rite  Assortment 


It's  the  Rite  Line 

R  „l  ■  p.  ■  No.  119  West  42nd  St., New  York 

Kattledy  Rites  Opposite  Bush  Bldg. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No,  SI 

J.B.TIMBERLAKE 
&  SONS,  Mfrs.f 

Jackson,  Michigan 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers*  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addresa 
and  line. 


PILLOWS 


assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


YARNS 


Pennant 
Darning  Cotton 

30yd.;8-ply;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgell&OrswellCo. 

Pawtucket,  R.  I. 


WHEN  IN  DOUBT— 


Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


J 


YOUR  HELP  SITUATION  JO-DAY 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE  " 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 

New 
York 
City 


FLOOR  COVERINGS 


NAIRN 

LINOLEUM 


^i^A  »t  t  Complete    stocks  car- 

ried at  our  warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveston, 
ban  Francisco,    Los  Angeles,    SeatUo,    Portland,  Ore! 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave. ,  N.  Y. 


Advertising  Ideas  is  a  monthly 
[  digest  of  the  best  of  the  cur- 
rent  retail  advertising.  It  is 
invaluable  to  the  adverUsing 
man  in  a  retail  store. 
Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 
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Print  Ads  for  Nine 
Days  in  One  Issue 

Clarke    &    Co.    of    Peoria  Adopt 
Scheme  in  Announcing 
Special  Sale 

To  produce  immediate  customer  interest  in 
every  day  of  their  nine-day  Nine  Cent  Sale 
was  what  Clarke  &  Co.,  Peoria,  wanted. 
They  accomplished  it  by  printing  the  whole 
nine  days'  advertising  in  one  day. 

The  Nine  Cent  Sale  was  not,  of  course,  a 
sale  of  goods  at  nine  cents,  but  a  sale  m  which 
all  articles  were  priced  at  figures  ending  m  the 
figure  nine.  All  kinds  of  merchandise,  from 
carpets  to  notions,  were  included.  Compara- 
tive prices  were  not  used,  and  the  reason  why 
the  store  had  abandoned  the  policy  was  set 

forth  in  the  ads.  .    ,  ^,  • 

An  eight  page  form  contained  the  nine  days 
advertising.  The  first  two  pages  covered  the 
firit  three  days'  offerings.  After  that  to  each 
day  a  page  was  given,  headed  with  the  day  on 
which  the  goods  would  be  advertised  again  m 
The  daily  papers.  By  this  device  every  ad  w^^ 
duplicated  so  that  one  copy  or  the  other  would 
be  sure  to  receive  attention.  It  also  gave  cus- 
tomers a  means  of  planning  their  buying 
ah^ad  and  making  convenient  arrangements  to 
go  shopping  on  the  days  when  articles  of  spe- 
cial interest  to  them  were  to  be  offered. 

The  firm  recently  acquired  a  corner  prop- 
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erty  adjoining  their  store,  72  by  85  feet,  which 
increases  the  frontage  to  229  feet  on  two 
streets.  The  present  store  structure  extends 
back  171  feet.  Plans  are  now  under  way  to 
erect  an  eight  or  ten  story  addition  on  the 
new  property  which  is  so  situated  that  every 
car  line  in  the  city,  with  one  exception, 

passes  it.  ,       i_      i.  j. 

Clarke  &  Co.  is  the  oldest  department  stoie 
in  Peoria,  having  been  established  by  S.  b. 
Clarke  in  1863.  It  was  reorganized  m  laiu. 
The  new  building  will  be  the  third  expansion 
since  that  time,  each  of  the  others  more  than 
doubling  the  store's  size. 

Store  Men  to  Meet 

Members  of  the  Specialty  Stores  Associa- 
tion will  hold  their  regular  quarterly  meeting 
in  Minneapolis  on  June  6  and  7,  when  matters 
of  general  interest  to  the  association  will  be 
discussed.  The  organization  is  composed  ot 
seven  representative  stores.  At  the  present 
time  it  is  a  co-operative  resident  buying  body, 
with  headquarters  in  New  York  under  the 
general  management  of  B.  H.  Gitchell.  The 
membership  consists  of  specialty  _  stores  han- 
dling women's  ready-to-wear  doing  a  busi- 
ness of  a  million  dollars  a  year  or  more. 

The  officers  are:  P.  A.  O'Connell,  presi- 
dent; Max  Hellman  and  F.  W.  Short,  vice- 
presidents;  Z.  Himelhoch,  secretary,  and  E.  M. 
Reynolds,  treasurer. 

It  will  pay  merchants  and  department 
heads  to  study  the  Economist's  pages 


Waist  League  Votes 
To  Delay  Cutting 


Taking  action  similar  to  that  adopted  by 
dress  manufacturers  several  weeks  ago  New 
York  waist  manufacturers,  attending  a  meet- 
ing held  under  the  auspices  of  the  United 
Waist  League  of  America,  voted  unanimously 
to  delay  the  cutting  of  fall  blouses  for  a 
period  of  four  weeks.  An  exception  was  made 
in  the  case  of  cotton  blouses,  as  there  is  an 
immediate  delivery  demand  for  this  merchan- 
dise for  summer  selling. 

The  reason  for  the  course  taken  lies  m  the 
desire  to  eliminate  unwarranted  price  slash- 
ing through  an  over-production  of  waists 
which  may  be  sold  as  jobs,  cutting  under  the 
regular  waist  business  and  disorganizing  the 
industry.  It  was  held  also  that  cutting  too 
far  ahead  of  the  fall  selling  season  might  re- 
sult in  production  of  a  lot  of  merchandise  of 
a  character  for  which  no  ready  market  could 
be  found. 


The  first  class  to  graduate  from  the  New 
York  University  School  of  Retailing  has  organ- 
ized an  Alumni  Association,  to  which  all  future 
graduates  will  be  eligible.  Meetings  are  to  be 
held  annually,  coinciding  with  the  conventions 
of  the  National  Retail  Dry  Goods  Association 
in  New  York.  The  first  lot  of  graduates  num- 
bers six,  of  whom  several  already  have  started 
their  work  in  the  retail  field. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


CURTAINS 


DISPLAY  FIXTURES 


UNIT  CALCULATORS 

Correct  Precalculatcd  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
Insures  instant  and  accurate 
ccmputatlcn  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  ClarK  St..  Chicago. 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co..  Ltd. 

Nottingham,  England 
Specimen  Samples  and  cata- 
logues at  D.  G.  E-  Buy^" 
Information  Dept.,  239  West 
39th  St..N.Y. 
Wholesalers   &  Importers 


BEST  STEEL 
DISPLAY  RACKS 

R  ug — Comfort — Lace 
Curtain— Portiere— Blanket 
Linoleum— Drapery 

John  H.  Best  &  Sons 


GALVA 


Illinois 


EVERYTHING  IN  FIXTURES 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO. 

232  West  Jackson  Blvd.,  Chicago,  IIU 


3  in  1  Air  Brushes 


Made  In  all  sizes.    Better  in  every  way  for 
show  card  and  window  background  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


BALDWIN 


FLYER 


ca.hand  Carrfers 

Package 

irive   moBt   serTlce  for  the 
money.    For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.L.  Baldwin  &  Co.,  Mfrs. 

3SG  W.  Madison  Street,  Chicago 


Putnam's  improved  Cloth  Chart 


THEA.  E.  PUTNAM  COMPANY.   Washington,  la. 


(Cc^o  25ritJ0e  Curtatnjef 

Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  Unes  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  aronnd  the  corner  oii 
Thlrty-flrst  Street. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


Do  you  need  a  good 

BUYER? 

DISPLAY  MAN? 
ADVERTISING  MAN? 
CARD  WRITER? 

ECONOMIST  WANT  ADS 

BRING     BEST  RESULTS 


furniture 
equipment 

^MANUFACTURERS  FOR  OVER 50YRS. 

nSCHMANNCO. 

^     229  to  239  Wesi  36tli  Street,  N.  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,         NEW  YORK 


70   West  Water  St  . 

Bldg 


m  WAX  FIGURE! 

The  finest  and  mos 
complete  line  in  Amei 
ica.  Every  figure  sell 
supporting. 
V/riltjor  New  Catalog 
French 

  Wax  Figure  Compan 

Milwaukee,  Wis.;  715  Medini 
,  Chicago.  111. 


PAPER  SHREDDERS 


Make  Your  Show  Windows  Pay  Your  Ren 

"  Our  line  of  Perio< 
Display  Fixture 
will  help  you  mak 
effective  Windoi 
Displays. 
Send  for  Catalo 
No.  92 

THE  OSCAR  ONKEN  CO. 

3S47W.  4th  St..  Cincinnati.  Ohio.  U.  S.  f 


DEPARTMENT  STORE 

I  GRADE 

ASK  TO  see  THE  "MCCASKEV  TRIP.- 
WRITE  rOR  SAMPLES  AND  PRICES 

THE  MCCASKEY  register  CO. 
ai  I.IANCE.  OHIO 


INTRODUCING 


—our  plan»,  ideas,  eu»»,  etc.,  in  your 
advertiiing  mean.nureretulU.bigger 
business,  better  profits.  An  e.dusive 
service  (or  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

thfAconomy  service 

231  W  Ur^K^eet  New  York  City 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomleldi&Rapp  Company 

108  N.  Jellerson  Street 
CHICAGO,  ILL. 


Stop  Hiding  Your  Merchandise.  Display  It 

Give  your  merchandise  a  chance  to  sell  itself,  tlir 
uttracUve  displays.    Malie  it  easy  for  customers 

Iluy— easy   for   you   to  sen 
The  S-X  Display  Backs  wi 
give   you    this    service,  ai 
more.     Write  for  circulars 
SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Sh 
Chicaeo.  Illinoi 


■H 


SHOE  E(ON  WIST 


FEATURE  OF  DRY  GOOi. 


rex 

RETAILERS  WHO  SELL  FOX  FOOTERY  CAN 
LOOK  FROM  THEIR  WINDOWS,  SEE  THE 
BEST  DRESSED  WOMAN  GO  BY  AND  SAY,  "SHE 
BUYS  HER  FOOTWEAR  HERE." 

FOX  SLIPPERS,  PUMPS  AND  OXFORDS  STAND 
RETAILERS  IN  GOOD  STEAD. 

CHARLES  K.  FOX,  Inc. 

Haverhill,  Mass.,  U.  S.  A 

CHICAGO:  NEW  YORK: 

Great  Northern  Bldg.  Marbridge  Building. 

BOSTON:  Broadway  &  34th  Street. 

54  Lincoln  Street  Room  632 
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This  is  the  Modified  Educator  for  women  that  is  sweeping  the  country 
— Never  has  a  shoe  taken  like  this  one — Dealers,  women's  organiza- 
tions, colleges,  nurses,  every  woman,  in  fact,  who  values  her  feet  and 
who  has  had  the  privilege  of  seeing  the  shoe  is  enthusiastic  about  it. 

In  stock  in  Black  Kid,  Brown  Kid  and  Russia  Calf,  AAA  to  E,  lYz 
to  9. 

The  Rice  &  Hutchins  New  York  Company 
The  Rice  &  Hutchins  Chicago  Company 
The  Rice  &  Hutchins  Baltimore'  Company 
The  Rice  &  Hutchins  St.  Louis  Shoe  Co. 
The  Rice  &  Hutchins  Cincinnati  Company 
The  Rice  &  Hutchins  Atlanta  Company 
The  R;ce  &  Hutchins  Cleveland  Company 

Joseph  I.  Meany  &  Co.,  Inc. 

The  Atlas   Shoe  Company 


Rice  &  Hutchins,  Inc. 

10  High  St.,  Boston,  U.  S.  A. 
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Shoe  Industry  Must  Correct  Public's 
Ignorance  of  Price  Standards 

Business  Has  a  Clean  Record  to  Point  to  Anyhow  and  It  Would 
Be  Well  to  Give  the  Consumer  a  Few  Facts — "Shoe  Trust"  Ex- 
ists Only  in  the  Minds  of  Cartoonists  I 


THE  May  price  festival  attended  with  sa- 
botage has  not  alarmed  the  retail  shoe 
trade  of  the  country,  despite  the  criti- 
cisms that  "retail  merchants  are  not  adjust- 
ing prices  to  present  conditions."  The  gen- 
tleman who  threw  the  shoe  into  the  machin- 
ery of  business  lost  the  other  shoe  just  a 
year  ago.  As  a  result,  the  trade  is  forearmed 
with  evidence  and  is  in  a  position  to  give  a 
good  accounting.  But  as  has  been  truly  said, 
"what  is  everybody's  business  is  nobody's 
business,"  so  the  shoe  trade  stands  undefended 
and,  with  meek  demeanor,  lets  the  attack  hit 
with  full  force.  Perhaps  the  resistance  of 
the  trade  is  at  its  lowest  ebb. 

There  are  agencies  of  the  retail  shoe  in- 
dustry which  should  be  functioning  at  this 
moment.  Their  duty  is  comparatively  simple. 
It  is  not  a  difficult  thing  to  collect  a  national 
survey  of  comparative  prices,  viz.,  the  shoe 
prices  of  May,  1920,  and  May,  1921.  When 
on  an  average,  the  retail  trade  can  show  bet- 
ter than  25  per  cent  decrease  and  figures 
might  even  show  30  per  cent,  such  achieve- 
ment should  be  given  widest  publicity. 

Give  Publicity  to  Information 

When  the  trade  can  point  to  a  solid  foun- 
dation of  leathers  and  materials  at  basic 
prices,  approximately  at  the  figures  of  pre- 
war buying,  it  should  give  to  the  world  that 
knowledge  and  what  it  means  in  the  price  of 
footwear. 

When  a  customer  can  get  footwear  at  a 
price  to  suit  his  or  her  pocketbook,  and  we 
say  it  advisedly,  for  in  any  city  the  grades  of 
stores  to-day  give  good  footwear  from  $3  to 
$20  and  a  little  shopping  shows  the  place  to 
buy,  why  that  fact  should  be  made  public 
record. 

There  is  no  artificial  bolstering  of  prices. 
Competition  is  sharper  than  ever  before  and 
the  answer  to  unfair  criticism  can  be  based 
on  the  facts  which  the  Economist  here  pre- 
sents: use  them  in  your  defense. 

Real  Facts  About  Shoe  Business 

It  is  quite  time  that  the  American  people 
understood  a  little  more  about  the  inner  side 
of  the  great  business  of  making  and  distribut- 
ing the  country's  footwear.  For  two  years 
or  more,  until  May,  1920,  they  had  been  grop- 
ing between  their  constitutional  inclination  to 
be  fair  minded  and  liberal  in  paying  the  price 


for  everything  and  their  vague  but  growing 
conviction  that  somehow  or  other  they  were 
being  stealthily  victimized  by  the  shoe  in- 
dustry. 

Being  largely  in  the  dark  as  to  exactly 
what  makes  up  the  production  cost  of  a  pair 
of  shoes,  or  the  expense  of  placing  it  on  sale 
in  a  retail  shoe  store,  and  what  profit  the 
dealer  is  actually  entitled  to,  the  consumers 
had,  excusably  perhaps,  become  inflamed  at 


Shoe  Industry  Put  at 
$2,000,000,000 

Official  figures  just  issued  by  the 
Government  on  the  census  of  shoe  pro- 
duction in  the  United  States  during 
1919  show  the  largest  production  in 
history,  and  the  shoe  and  accessory 
business  to  be  a  $2,000,000,000  in- 
dustry. 

Here  are  the  facts  briefly: 
Pairs  produced,  330,513,675, 
Factorj"-    valuation,  $1,134,715,- 
039, 

Retail  value  estimated  by  the 
Economist,  $1,621,021,452, 

Average  value  per  pair  at  factory, 
$3,43, 

Estimated  average  value  per  pair 
at  retail,  $4.90, 

Industry,  including  findings  and 
shoe  store  accessories,  $2,000,000,- 
000. 


the  monotonously  mounting  prices  for  shoes. 

Thus,  they  had  yielded  to  the  temptation 
to  cry  "profiteering."  They  had  taken  en- 
couragement for  this  from  the  semi-occasional 
and  wholly  isolated  cases  of  excess  profit-tak- 
ing which  have  naturally  been  exploited 
broadly  in  the  consumer  press,  also  from  the 
numerous  instances  of  shoes  being  offered  at 
vastly  reduced  prices.  They  didn't  know  the 
prices  were  fixed  below  cost  to  avert  the 
greater  danger  of  actual  business  insolvency. 
A  year  has  made  a  great  difference  in  the 
shoe  price  situation,  but  can  we  say  public 
opinion  has  changed  much? 

Considering  the  initial  costs  of  raw  ma- 


terials, the  costs  of  the  expert  labor  required 
for  fabricating,  the  tremendous  capital  in- 
volved, the  highly  competitive  ingenuity  de- 
manded for  creating  new  styles,  the  steadily- 
stiffening  costs  of  distribution,  and  the  ever- 
impending  hazard  of  unsold  goods,  a  pair  of 
average  quality  American-made  shoes  is  to- 
day, relatively,  the  lowest-cost  article  of  ap- 
parel that  a  person  can  wear. 

The  makers  of  American  shoes  and  the  re- 
tailers of  those  shoes  are  admittedly  weakly 
organized.  No  "trust"  binds  them  in  a  mo- 
nopolistic conspiracy  against  the  American! 
pocketbook.  No  "agreements"  among  them,, 
of  any  kind  whatsoever,  influence  shoe  prices; 
by  so  much  as  a  hair's  weight. 

That  Nebulous  Shoe  Trust 

Thus,  the  oft-depicted,  check-suited,  pluto-- 
cratic  gentleman  familiarly  styled  "Shoe 
Trust"  by  the  newspaper  cartoonist  of  the  day 
is  a  myth.  He  doesn't  exist.  In  fact,  the 
utter  lack  of  organized  cohesion  among  Amer- 
ican shoe  men,  particularly  the  manufactur- 
ers, is  one  of  the  seven-day  wonders  in  big- 
business  in  this  country. 

And  his  non-existence  has  always  been  one 
of  the  sure  safeguards  of  shoe-buying  Amer- 
icans, This  well-knovra  peculiarity  in  the 
footwear  field — this  confinement  of  a  great  in- 
dustry to  an  entirely  competitive  basis  rather 
than  the  co-operative  basis  which  governs  so 
many  of  our  other  producers  of  necessities — 
has  without  doubt  helped  to  make  shoes  al- 
ways a  low-profit  product. 

Educate  the  Public 

Frankly,  the  people  need  better  education 
in  footwear  matters,  so  they  may  compare 
them  with  their  own  private  business  enter- 
prises and  note  the  similarity  of  commercial 
and  economic  requirements ;  so  that  they  may 
realize  how  current  retail  prices  for  shoes  are 
inevitably  determined  by  costs  when  the  shoes 
were  made ;  so  that  they  may  understand  bet- 
ter why  a  fluctuating  market  for  shoe  leathers 
to-day  cannot,  by  any  stretch  of  personal 
yearning,  result  in  a  change  of  prices  day  af- 
ter to-morrow,  but  can  be  reflected  only  in 
shoes  built  perhaps  this  month  and  offered  for 
sale  next  month  or  next  season. 

It  would  be  a  splendid  thing  for  the  con- 
sumers of  shoes  if  they  could  obtain  in  their 
local  shoe  stores  the  reductions  in  prices  cor- 

(Continued  on  page  81) 
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You  Can  Safely  Buy  Your  Basic  Line 
of  Shoes  Now  for  Fall  Business 


Paying  Proper  Attention  to  Sizes  Is  One  Sure  Way  to  Get  Every 
Possible  Customer  and  Yet  Have  No  Large  Accumulation  of 
Sizes— Here  Are  a  Few  Examples  Showing  Why  Some  Stores 
Doing  Good  Trade  Fail  to  Make  Money 


T 


HE  merchant  who  is  accumulating  shoes 
on  his  shelves  is  generally  the  merchant 
who  is  not  accumulating  dollars  m  the 

^^"a  merchant  in  a  small  city  in  the  Middle 
West  last  year  did  $25,000  worth  of  business 
on  a  stock  valued  at  $20,000.  Upon  taking  in- 
ventory, he  placed  a  valuation  upon  his  stock 
which  he  considered  fair  and  equitable,  accord- 
ing to  present  shoe  values.  This  inventory 
■  showed  a  stock  of  $20,000.  He  had,  there- 
fore turned  his  stock  one  and  a  quarter  times, 
according  to  the  usual  plan  of  reckoning  turn- 
over. ,  .  . 

It  is  very  apparent  that  this  man  cannot 
long  continue  to  do  business  and  maintain 
this  ratio  of  stock  and  sales.  Gradually  his 
stock  of  unsalable  shoes  has  accumulated  and 
grown,  and  in  the  same  ratio  his  stock  of 
salable  shoes  has  diminished.  In  this  store 
very  few  records  are  kept;  not  even  a  sale- 
slip  is  used,  no  stock  number  system  is  m 
vogue,  and  no  record  of  sizes  as  sales  are 
made  This  merchant  would  not  think  ot  at- 
tempting to  draw  a  dollar  out  of  the  bank 
until  he  has  first  put  the  dollar  in,  and  yet  he 
has  habitually  continued  to  put  pairs  of  shoes 
into  his  stock  without  taking  pairs  out.  ihe 
result  is  an  accumulation  of  slow-selling  sizes 
and  slow-selling  styles.  On  paper  he  has  made 
a  profit,  but  as  a  matter  of  fact,  unless  the 
overload  is  soon  disposed  of,  the  business  is 
sure  to  show  a  loss. 

The  Overload  of  Sizes 

Another  merchant  in  a  larger  city,  who 
employs  seven  salespeople  regularly  and  six  or 
seven  extra  on  Saturday,  has  a  stock  of  $75,- 
000  and  is  doing  about  $120,000  annual  busi- 
ness This  merchant  is  also  seeking  some 
plan  of  reducing  his  stock  and  his  overhead 
expense.  His  actual  selling  expense,  exclu- 
sive of  his  own  salary,  runs  over  8  per  cent. 
His  stock  shows  a  large  overload  on  the  small 
sizes  in  both  women's  shoes  and  men's  shoes, 


and  possibly  a  few  more  pairs  of  extra  large 
sizes  than  is  needed.  On  the  medium  sizes 
—the  best  sellers— he  is  low  and  is  daily  miss- 
ing sales. 

In  this  store  a  stock  number  system  has 
never  been  installed,  and  no  record  is  made 
of  sizes  as  they  are  sold.  This  merchant  also 
has  been  putting  pairs  into  his  stock  faster 
than  he  has  been  selling  them  out. 

Increased  Selling  Cost  Due  to  Overstock 

In  another  city  of  about  75,000  people  a 
shoe  store  occupying  one  of  the  best  locations 
in  the  heart  of  the  business  district  now  has  a 
stock  of  about  $50,000  and  did  last  year  ap- 
proximately a  $100,000  business.  The  sales- 
people in  this  store  are  dissatisfied  with  their 
salaries,  but  the  owner  maintains  that  his  sell- 
ing expense  is  now  so  high  he  cannot  increase 
salaries.  It  undoubtedly  is  true,  for  the  sales 
expense  of  the  store,  exclusive  of  the  owner's 
salary,  is  a  fraction  over  9  per  cent. 

The  salespeople  maintain  that  it  is  im- 
possible to  increase  their  individual  sales  be- 
cause of  the  time  consumed  in  handling  dead 
stock  and  on  account  of  the  lack  of  the  real 
big  desirable  merchandise — the  things  that 
are  actually  demanded  by  the  buying  public. 
Here  again  is  the  evidence  of  overbuying  oc- 
casioned by  the  buyer  not  being  familiar  with 
his  selling  schedule. 

A  Study  of  Size  Sheets 

Below  are  shown  (Plate  A  and  Plate  B) 
composite  size  sheets,  detailing  the  condition 
of  a  stock  of  shoes  in  a  prosperous  Eastern 
city,  according  to  an  inventory  taken  a  short 
time  ago.  The  manager  of  this  store  was 
very  popular  in  his  community,  was  appar- 
ently enjoying  a  very  good  business,  but  could 
not  make  money.  His  stock  was  gradually 
growing  larger,  his  Ibusiness  was  growing 
less  and  profits  had  ceased  to  exist.  A  study 
of  these  composite  size  sheets  will  readily 


disclose  the  reason.  Note  that  he  had  327 
pairs  of  3's,  380  pairs  of  3y2's,  while  he  had 
only  318  pairs  of  5's,  and  272  pairs  of  5y2's 
in  women's  black  shoes.  He  had  355  pairs  of 
3's,  456  pairs  of  3y2's,  while  he  had  only  183 
pairs  of  5's  and  160  pairs  of  5y2's  in  tan 
shoes. 

Would  a  composite  size  sheet  of  the 
women's  shoes  in  your  stock  show  this  pro- 
portion of  sizes? 

Results  of  Actual  Sales 

A  safe  and  sane  schedule  of  sizes  from  the 
buying  standpoint  can  only  be  determined  by 
the  results  of  actual  sales.  Within  the  past 
few  years  considerable  change  has  been  made 
in  the  schedule  of  good  selling  sizes.  There 
has  been  a  great  and  rapid  tendency  toward 
narrower  widths  and  consequently  toward 
longer  sizes.  Many  large  city  stores  are  now 
selling  more  A's  and  B's  than  any  other 
widths,  while  in  stores  of  ordinary  size  the 
biggest  selling  width  in  women's  shoes  is  C. 
Balancing  a  schedule  on  C  widths,  the  largest 
selling  size  in  women's  shoes  is  5%,  the  next 
largest  are  5's  and  6's. 

Records  compiled  in  several  stores  in  dif- 
ferent parts  of  the  country  show  that  50  per 
cent  of  all  the  sales  of  women's  shoes  are  on 
these  three  sizes— 5,  5y2  and  6— in  about  the 
following  proportions: 

Size  5  16  per  cent 

Size  5y2  18  per  cent 

Size  6  16  per  cent 

A  size  schedule  running  from  2  to  9  con- 
tains fifteen  sizes,  and  yet  one-half  of  all  the 
shoes  sold  in  the  average  store  are  on  only 
these  three  sizes. 


What  Plate  C  shows 

Draw  a  pyramid  (Plate  C).  At  the  pin- 
nacle write  size  5y2  and  18  per  cent.  Then 
down  the  left-hand  side  of  the  pyramid  write 
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black  shoes  showed  this  proportion  of  stzesr 


the  sizes  from  5  down,  and  on  the  right-hand 
side  of  the  pyramid  write  the  sizes  from  6  up, 
so  that  size  5  is  directly  opposite  size  6.  Size 
41/2  is  directly  opposite  size  61/2,  etc.  Along- 
side of  size  5  write  16  per  cent,  and  the  same 
figure  alongside  of  size  6.  Alongside  of  41/2 
and  61/2  write  11  per  cent.  Alongside  of  4 
and  7  write  6  per  cent.  Alongside  of  31/2 
and  71/2  write  4  per  cent.    Alongside  of  3  and 


Plate  C  —  Showing  proper  proportion  of 
various  shoe  sizes  figured  on  a  basis  of  100 
pairs. 

8  write  2  per  cent.  Alongside  of  21/2  and 
81/2  write  1  per  cent.  Alongside  of  sizes  2  and 

9  write  14  of  1  per  cent. 

The  total  of  all  of  these  percentages,  with 
slight  fractional  variations,  it  will  be  noticed, 
makes  just  100.  Bear  in  mind  that  this 
pyramid  represents  the  experience  in  actual 
sales  of  a  good  many  stores  where  records 
have  been  kept,  and  is  based  upon  C  as  the 
big-selling  width.. 
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A  modern  size  schedule  based  on  100  pairs. 

It  is  not  to  be  presumed  that  every  dealer 
will  buy  his  shoes  in  100-pair  lots,  but  records 
should  be  kept  so  that  no  matter  what  the 
size  of  the  order  is,  the  proportion  should  be 
maintained.  Compare  the  above  schedule  with 
that  which  has  been  for  years  in  vogue  in 
making  up  regular  case  runs  by  manufactur- 
ers and  wholesalers.   Here  it  is: 


2—  3  —  4-  — 
II     I  II 
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In  order  to  reduce  these  schedules  to  the 
same  basis,  let  us  multiply  the  old  jobber's 
schedule  by  8.   Then  we  have  as  follows : 
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A  composite  size  sheet  of  the  average  store 
where  selling  records  have  not  been  kept  but 
where  the  buying  has  been  done  in  the  usual 
haphazard  way  would  undoubtedly  show  the 
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Keep  a  record  of  the  sizes  you  order  and  a  sketch  of  the  pattern 
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stock  to  be  in  a  condition  nearly  resembling 
this  latter  size  schedule.  If,  indeed,  the  pro- 
portion of  5's,  5y2's  and  6's  is  not  considerably 
smaller  and  the  proportion  of  2's  and  3's  and 
the  proportion  of  7's  and  8's  is  not  consider- 
ably larger  than  is  shown  on  the  accompany- 
ing schedule. 

Buy  on  Same  Schedule 

The  only  way  of  preventing  the  accumula- 
tion of  odds  and  ends  is  to  buy  exactly  on 
the  schedule  upon  which  the  shoes  are  sold. 
Therefore,  if  this  selling  schedule  is  used  as 
a  buying  schedule,  the  accumulation  of  end 
sizes  will  be  abolished. 

It  is  possible  that  in  your  store  this  sell- 
ing schedule  might  not  hold  good,  although  it 
is  almost  a  safe  bet  that  it  is  more  accurate 
as  a  buying  schedule  than  the  one  now  in 
.vogue  unless  you  actually  keep  count  day  by 
day,  of  sizes  and  widths  sold. 

Keeping  track  of  sizes  sold  is  not  so  ardu- 
ous a  proposition  as  would  appear  on  the  sur- 
face. 

How  It  Is  Done 

Take  a  page  in  an  ordinary  counter  book, 
rule  it  off  into  a  size  schedule.  From  the  sale- 
slips  as  they  are  turned  in  by  the  salespeople, 
take  off  the  size  and  width.  No  attention  need 
be  paid  to  the  stock  number  or  the  price. 
Merely  make  a  straight  mark  on  this  size 
sheet  of  the  size  and  width  of  the  shoe  sold. 
Make  four  straight  marks  and  a  cross  mark 
for  a  tally,  making  five  in  each  group.  Use 
a  page  for  each  month.  No  records  need  be 
kept  of  each  separate  day,  but  at  the  end  of 
the  month,  total  tiie  size  sheet  both  ways  to 
show  the  number  of  pairs  of  each  width  sold 
and  the  number  of  each  size  sold.  Percentages 
easily  can  be  worked  out  showing  the  exact 
percentage  of  each  size  sold,  and  consequently 
what  should  be  bought. 

Here  you  have  an  exact  selling  schedule 
to  use  as  a  guide  in  making  up  your  buying 
schedule. 

In  all  probability  you  will  find  that  the 
pyramid  described  above  will  be  almost  dupli- 
cated when  you  make  up  a  year's  total  from 
these  pages. 

The  Study  of  Real  Records 

This  record  would  be  found  invaluable  for 
another  reason.  From  consulting  this,  the 
buyer  will  know  exactly  how  many  pairs  he  is 
safe  to  buy  for  each  particular  month  of  the 
year.  Instead  of  buying  by  guess  he  is  buy- 
ing by  an  actual  record  of  past  sales.  He  re- 
duces his  buying  to  an  absolute  scientific  basis. 
He  knows  how  many  pairs  he  has  sold  for 
September,  1920,  he  will,  therefore,  know  how 
many  pairs  he  is  safe  in  buying  for  Septem- 
ber, 1921.  The  good  buyer  would  not,  of 
course,  in  placing  his  original  order  for  May, 
1920,  buy  the  full  number  of  pairs  that  his 
record  shows  for  May,  1919.  He  would  be 
safe  in  buying  60  to  70  per  cent  of  this  number 
of  pairs  on  his  first  pur- 
chase, and  then  would 
have  plenty  of  leeway  for 
sizing  up  and  for  adding 
any  new  styles  that 
might  develop  in  mid- 
season. 

The  best  way  to  dis- 
pose of  odds  and  ends  is 
not  to  buy  them.  The 
best  way  to  prevent  not 
buying  them  is  to  know 
your  selling  schedule  and 
then  harmonize  your  buy- 
ing schedule  with  it. 

The  job  is  not  a  hard 
one  to  attend  to,  but  it 
is  important. 
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The  Shoe  Buyer's 
Lot  Is  Not  Always 
A  Happy  One 

His  Range  o£  Information  Must  Be 
Wide  If  He  Is  to  Keep  Stock 
Moving  Rapidly 

Buying  and  selling  shoes  differ  from 
merchandising  in  any  other  line  of  mer- 
chandise. Shoes  are  a  ready-to-wear  com- 
modity that  cannot  be  altered  to  make  them 
fit,  as  can  be  done  with  other  articles  of 
wearing  apparel.  Therefore,  the  buyer  of  a 
stock  of  shoes  should  be  experienced  in  the 
fitting  qualities  of  different  style  lasts  and  be 
well  posted  in  the  class  of  trade  to  which  he 
expects  to  sell  the  shoes. 

In  other  words,  suppose  you  instruct  your 
buyer  to  purchase  a  $10,000  stock  of  shoes, 
consisting  of  men's,  women's,  misses'  and 
children's,  and  thereafter  purchase  the  neces- 
sary amount  each  season  to  keep  stock  that 
will  meet  the  demands  of  your  trade. 

First  the  buyer  will  have  to  divide  the 
footwear  stock  into  three  departments  as  fol- 
lows :  Men's,  women's  and  juvenile,  which  in- 
cludes boys',  misses'  and  children's.  He  must 
then  decide  what  proportion  of  men's  to  buy; 
what  proportion  of  women's  and  what  quan- 
tity of  boys',  misses'  and  children's.  Then  he 
will  have  to  decide  on  the  necessary  allotment 
of  black  and  of  colored  shoes  for  women,  for 
men  and  for  juveniles. 

Turns,  welts  and  McKays  demand  atten- 
tion next,  and  finally  high  heels,  medium  heels 
and  low  heels. 

These  calculations  must  be  as  accurate  as 
possible. 

Sizes  and  Widths 

Next  he  will  have  to  decide  on  his  scale  of 
sizes  and  widths,  which  is  very  important, 
especially  if  he  buys  for  a  department  that 
does  not  have  a  very  large  output.  He  will 
have  to  decide  what  proportion  of  double  A's 
and  B's  he  will  need  to  buy  in  "C"  and  "D" 
lasts,  after  deciding  the  widths. 

He  will  then  make  his  scale  of  sizes,  buy- 
ing women's  shoes  from  2y2's  to  8's;  men's 
shoes  from  6's  to  ll's  or  12's;  children's  shoes 
beginning  at  the  baby  soft  sole  shoes,  sizes 
I's  to  5's;  5's  to  8's;  to  ll's;  to  2's;  big  girls', 
21/2's  to  6's. 

There  are  many  questions  to  be  decided  by 
the  buyer.  In  women's  shoes,  how  many  num- 
ber 2y2's  and  3's  should  he  buy  in  proportion 
to  5's,  6's,  7's  and  8's?  In  men's,  how  many 
6's  and  7's  should  be  bought  in  proportion  to 
9's,  lO's,  ll's  and  12's,  and  on  what  widths? 

Turn  Stock  Oftener 

The  buyer  may  be  a  good  style  picker,  but 
a  poor  size  and  width  buyer ;  or  vice-versa,  he 
may  be  a  good  size  and  width  buyer  but  a 
poor  style  picker.  If  he  is  both  a  good  style 
picker  and  a  good  size  and  width  buyer,  he 
will  have  fewer  odds  and  ends  of  bad  styles 
and  end  sizes  and  widths  left  to  sell  at  sacri- 
fice prices  at  the  end  of  the  season  than  the 
other  fellow.  He,  therefore,  will  turn  his  stock 
oftener  and  thereby  make  a  greater  net  profit 
than  the  one  who  has  many  odds  and  ends  to 
sell  at  a  sacrifice,  thus  reducing  his  net  profits 
while  his  books  may  show  big  sales  volume. 

All  of  these  questions  must  be  decided  by 
each  individual  buyer  in  the  particular  man- 
ner to  fill  the  requirements  of  his  particular 
department.  The  location,  the  class  of  cus- 
tomers, the  volume  of  business  and  many  other 
conditions  must  be  taken  into  consideration. 
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HOLTERSHOES 

Smartwear  in  Footery 


RIM  footwear  reveals  the  person 
ality  of  the  wearer. 


Here  are  two  snappy,  popular  priced 
models  of  ''HOLTERSHOES"  that  add 
grace  and  beauty  to  the  feet  that  wear 
them;  imparting  that  appearance  of  foot 
slenderness  so  much  desired  by  the 
woman  who  dresses  well. 

The  usual  high  grade  materials  and 
workmanship  that  proclaim  the  superi- 
ority of  /'HOLTERSHOES,"  are  fully 
apparent  in  these  latest  offerings. 


437  MARBRIDGE  BLDG. 
New  York  City 


Ready  for  delivery  June  5th 

The  Holters  Company 

CINCINNATI,  OHIO 


304  LEES  BLDG 
Chicago,  IlL 


The  Shoe  Salesman 
Can  Try  to  Sell 
"An  Extra  Pair" 

The  Economy  Argument  Is  a  Good 
One  to  Use  in  Making  Cus- 
tomer See  the  Light 

MOST  retail  merchants  these  days  are 
instilling  into  the  minds  of  their 
salespeople  the  principle  of  "selling 
them  something  else  besides"  when  dealing 
with  customers.  Haberdashery  salesmen 
are  taught  to  call  to  the  attention  of  a  cus- 
tomer, who  perhaps  wants  merely  a  pair  of 
socks,  some  extra  fine  neckwear  that  has  just 
arrived,  or  a  bargain  in  shirts,  or  a  special 
line  of  pajamas  being  closed  out.  Hardware 
salesmen,  too,  are  trained,  just  before  hand- 
ing back  the  change  after  making  the  sale 
of  a  cooking  pot,  to  ask  the  customer  to  take 
a  look  at  a  new  line  of  aluminum  ware  that 
perhaps  has  just  been  unpacked. 

Many  shoe  merchants  carry  shoes  alone; 
they  have  not  yet  seen  the  desirability  of  a 
varied  line  of  findings.  Since  the  shoe  deal- 
er's scope  is  limited  in  such  a  case  and  he 
can't  "sell  them  something  else"  of  another 
kind,  he  may  think  his  selling  capabilities  are 
blocked.  But  they  are  not.  He  still  has  a 
recourse.  Since  he  can't  broaden  his  sales, 
he  can  intensify  them. 

This  is  only  another  way  of  saying  that 
he  can  often  sell  a  customer  an  extra  pair, 
or  even  several  extra  pairs  of  footwear. 

Bigger  Money  Circulation — More  Shoes 
Sold 

Of  course,  this  is  not  as  easy  nowadays 
as  it  would  have  been  a  few  years  back.  In 
the  good  old  days  thirty  dollars  would  pur- 
chase half  a  dozen  pairs  whereas  the  same 
sum  will  not  fetch  home  more  than  two  or 
three  good  pairs  to-day.  At  the  same  time 
it  must  be  remembered  that  prosperity  is 
more  general  nowadays  than  formerly  and 
that  there  is  much  more  money  per  capita 
in  circulation.  A  lot  of  people  have  made 
money  in  the  last  few  years  and  are  amply 
able  to  pay  a  fancy  price  for  stylish,  depend- 
able footwear. 

There  are  two  sound,  substantial  argu- 
ments to  plant  in  a  customer's  mind  in  dis- 
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cussing  with  him  the  desirability  of  pur- 
chasing more  than  one  pair  of  shoes  at  a 
time.  Both  are  economy  arguments  and 
economy  has  an  appeal  for  all  classes. 


Pretty  effect  in  black  and  white  footwear. 
A  white  kid  pump  with  two-buckle  fastened 
straps  and  perforated  collar  of  b'lack  patent 
leather  ivith  fancy  patent  leather  decoration 
and  fancy  cut-outs  on  vamp;  15/8  Louis  heel. 
Made  for  Franklin  Simon  &  Co.  by.  Degen- 
Lipp,  Inc. 

In  the  first  place,  it  can  be  pointed  out 
that  the  wise  purchaser  can  effect  a  substan- 
tial saving  by  anticipating  his  footwear 
needs  now  rather  than  waiting  until  neces- 
sity forces  him  to  make  a  purchase  at  some 
future  date  on  a  rising  market. 

In  the  second  place  the  customer  can  be 
shown  that  it  is  a  paying  proposition  to  buy 
two  pairs  of  shoes  at  a  time  and  wear  them 
alternately;  for  two  pairs  wear  not  merely 
twice  as  long  as  one  pair,  but  due  to  the 
rest  received,  very  much  longer.  In  addi- 
tion, it  can  be  pointed  out  how  much  the 
feet  will  appreciate  a  change  to  another  pair 
of  shoes,  in  the  same  way  that  a  perspiring, 
tired  horse  will  pull  better  after  a  fresh, 
cool  collar  has  been  put  on  him. 

Again,  an  extra  pair  of  shoes  is  more 
sanitary.  The  resting  pair  get  an  airing 
that  is  good  for  both  leather  and  wearer.  If 
allowed  to  remain  on  trees  for  24  hours 
they  turn  to  their  task  of  pounding  the  pave- 
ment with  what  seems  to  be  renewed  vigor. 
It  is  a  well-known  fact  that  a  razor  is  better 
after  it  has  been  removed  from  active  duty 
and  allowed  to  rest  awhile. 

Of  course,  there  are  certain  classes  of 
customers  who  could  not  be  induced  to  buy 
an  extra  pair  by  any  argument. 


81 

Must  Correct  Public 


(Continued  from  page  77) 

responding  with  any  reductions  in  the  prices 
for  leathers  made  the  previous  day  or  the 
previous  week  at  the  markets  in  the  shoemak- 
ing  districts.  But  months  may  elapse  before 
the  local  dealer  actually  receives  the  shoes  he 
may  have  ordered  the  day  the  consumer  called. 

There  is  no  dark  mystery  in  the  pricing 
of  a  pair  of  shoes.  Its  production,  its  trans- 
portation to  the  point  of  sale,  its  delivery  to 
the  wearer — these  are  the  simple  steps  in  the 
transaction.  But  they  cost  money,  and  they 
cost  the  kind  of  money  that  prevails  to-day. 
By  no  trick  of  legerdemain  can  any  living 
shoe  manufacturer  produce  shoes  at  less  than 
the  cost  of  the  materials  used,  plus  the  cost  of 
putting  them  together  plus  the  cost  of  having 
a  factory  and  office  in  which  to  do  the  work. 
By  no  clever  business  stroke  can  any  living 
shoe  dealer  honestly  escape  paying  for  the 
transportation  of  the  shoes  to  his  store,  or  for 
the  rent  of  his  store,  or  salesmen's  salaries, 
or  insurance,  light,  heat,  depreciation  of 
stock,  and  so  forth.  And  he  must  have  a  fair 
profit,  or  else  experience  embarrassments 
with  his  bankers  and  other  creditors. 

Service  Costs  Money 

It  is  these  things  that  make  up  the  price 
the  consumers  are  asked  by  the  reputable 
shoe  manufacturers  and  retail  merchants  of 
America  to  pay  for  their  foot-covering.  Com- 
petition in  business  sometimes  does  strange 
things,  but  it  never  makes  the  sale  of  mer- 
chandise at  less  than  a  judicious  profit,  per- 
manently possible.  How,  then,  do  the  Amer- 
ican people  want  to  be  served  with  shoes? 
Shall  the  service  continue  to  be  on  the  basis 
of  actual  cost,  plus  a  decent  earning  for  the 
folks  who  make  and  deliver  them — or  shall  the 
people  veer  away  from  the  comfortable,  con- 
venient shoe  stores,  where  they  select  what 
their  personal  tastes  dictate,  from  a  clean 
stock  of  many  styles,  and  seek  less  pleasant 
shops  where  uncertain  merchandise  is  passed 
out  hurriedly,  indifferently,  carelessly,  at 
prices  which  capitalize  someone's  misfortune 
or  poor  business  judgment? 

The  question  answers  itself.  American 
people  too  long  have  enjoyed  and  profited  by 
the  comforts  and  advantages  of  a  footwear 
service  unequalled  anywhere  else  in  the  world 
.  to  be  willing,  through  failure  to  understand 
its  economics,  to  abandon  it. 
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PROTECTION— 

Ask /or  Beaded  Tip. 
Be  sure  the  label  reads  BEADED  TIP 
before  removing  it. 


Everybody  Is 
\bur  Customer 

when  you  carry 
and  display — 


Shoe  Laces 

They  are  the  only  shoes  laces  widely  advertised  in 
national  magazines.  They  have  been  for  years  estab- 
lished as  the  QUALITY  standard  in  shoe  laces. 


MANUFACTURED  BY 

UNITED  LACE  &  BRAID 
MFG.  CO. 

PROVIDENCE,  R.  I. 


is  the  "buy-word"  in  every  Beaded  Tip  advertisement. 
People  are  heeding  it.  Volume  sales  and  good  profit 
make  Beaded  Tips  a  worth  while  line  to  carry. 

oAre  you  prepared  to  supply  beaded  Tip  Laces 
to  your  customers?  If  not,  ask  your  jobber's  sales- 
man or  write  our  Dealers"  Help  Department 


THE  MAJESTIC 

,  ,    r>  V    £  ]  -£   


stands  at  the  Motor  Entrance  to  the  Park  at  West 
r^^M  1       t  J,  Seventy-Second   Street,    only   a   few   moments  from 

Herald  Square.  You  are  fond  of  motoring,  horseback  riding  bracing  walks  in  the  Park, 
or  other  outdoor  recreations)  Then  stop  at  the  Majestic.  The  New  York  home  of  Bonci, 
Yvette  Guilbert,  Kingston,  Madame  Gall,  Francis  X.  Bushman,  Lydia  Lipkowska,  Ldna 
Ferber,  Charles  Darnton,  Anna  Fitziu,  Lillian  Russell.  Pavlowa,  Muratore  Cavallieri 
Arthur  Somers  Roche,  Prince  Troubetsky,  Olga  Printzlau  and  many  other  distmgmshed 
personages.  Dancing  in  the  Grill,  9:30  to  closing. 

THE  HURRICANE  DECK  zt^^^^^^. 
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Shoe  Retailers 
Pick  Chicago  for 
Next  Convention 

National  Shoe  Retailers'  Association 
Will  Convene  at  Coliseum 
Jan.  8-12 

Chicago  has  been  chosen  as  the  scene  of 
the  1922  annual  convention  of  the  National 
Shoe  Ketailers'  Association  and  the  big  event 
will  be  staged  in  the  Auditorium  of  the  Chi- 
cago Coliseum  Jan,  8,  9,  10,  11  and  12.  The 
matter  mas  settled  at  a  recent  meeting  of  the 
executive  committee  presided  over  by  Presi- 
dent James  P.  Orr  of  Cincinnati,  at  the  Con- 
gress Hotel  in  Chicago. 

Representatives  from  various  shoe  centers 
were  present  and  advanced  the  claims  of  theiv 
respective  cities  for  the  convention  location 
honors.  It  had  been  tentatively  decided  to 
hold  the  1922  convention  in  New  York  City, 
but  because  of  the  lack  of  a  suitable  convention 
hall  of  adequate  proportions  and  for  other 
reasons,  the  plan  was  dropped.  Chicago's 
•claims  were  presented  by  John  O'Connor  of 
O'Connor  &  Goldberg,  chairman  of  the 
^National  Shoe  Retailers'  Association  conven- 
tion committee,  and  he  was  assisted  by  F.  E. 
Poster  and  Otto  Hassel. 

Plans  and  arrangements  are  already  under 
Tvay  and  it  is  hoped  to  even  excel  the  great 
convention  of  the  National  Shoe  Retailers' 
Association  held  in  Milwaukee  last  January. 
Hotel  proprietors  have  promised  co-operation 
in  furnishing  accommodations  and  the  Chi- 
cago Chamber  of  Commerce  is  already  aiding 
in  the  plans.  Approximately  6000  shoe  mer- 
chants and  buyers  from  all  parts  of  the  coun- 
try are  expected  to  register  at  the  convention 
and  with  manufacturers  and  their  representa- 
tives and  other  visitors,  at  least  10,000  per- 
sons are  expected  to  attend  the  convention. 

At  a  gathering  later,  the  following  were 
appointed  as  a  general  committee  to  arrange 
for  the  national  convention:  John  O'Connor, 
general  chairman;  Otto  Hassel,  F.  E.  Foster, 
H.  A.  Rosenbach,  C.  K.  Chisholm,  Rube  Metz 
and  Frank  P.  Meyer. 

Because  of  the  unpleasantness  which  de- 
veloped at  the  1921  convention  in  Milwaukee 
over  exhibitors'  displays,  it  is  probable  that 
uniform  booths  will  be  used  next  year. 


Virginians  Plan 
Big  Shoe  Exhibit 

Elaborate  plans  are  being  made  for  an  im- 
portant shoe  style  show  to  be  held  in  the  Jef- 
ferson Hotel,  Richmond,  Virginia,  July  5,  6, 
7  and  8,  under  the  auspices  of  the  Richmond 
Hetail  Shoe  Merchants'  Association  and  the 
Richmond  Association  of  Traveling  Shoe 
Salesmen.  Merchants  from  North  Carolina 
and  Virginia  will  attend  the  show,  and  it  is 
■expected  to  form  a  Twin-State  Retail  Shoe 
Merchants'  Association  at  that  time. 

Shoe  lines  from  many  of  the  best  known 
manufacturers  of  the  country  will  be  on  dis- 
play at  the  style  show  and  there  will  be  many 
unusual  features  of  an  educational  nature. 
The  event  will  be  conducted  along  the  lines  of 
the  annual  events  held  in  Rochester  and  Chi- 
cago. Secretary  T.  A.  Ostenkamp  of  the 
Richmond  Association  of  Traveling  Shoe 
Salesmen  and  President  Herman  E.  Boschen 
of  the  Retail  Shoe  Merchants'  Association  are 
hard  at  work  making  arrangements. 


Striking  window  display  of  rubber  soled  fabric  footwear  of  all  kinds  by  Gimbel  Brothers  New 
york  A  green  -floor  covering  of  imitation  grass,  background  of  leaves  and  children  with  the  bicycle 
a  fishing  rod  or  two,  all  suggest  the  idea  of  sum  mer  outdoor  life.    The  window  was  arranged  by 

A.  D.  Hopkins,  display  manager. 


Shoe  Style  Show 
To  Hit  High  Mark 

New  Features  Will  Be  Seen  at  Exhi- 
bition Opening  in  Boston 
July  11 

Many  new  and  important  features  are 
planned  for  the  National  Shoe  and  Leather 
Exposition  and  Style  Show,  which  is  to  be 
held  in  the  Mechanics  Building,  Boston, 
Mass.,  July  11,  12,  13  and  14.  It  is  planned 
to  make  it  the  biggest  event  yet  held  by  the 
organization,  and  every  effort  is  being  bent 
to  make  it  a  great  power  in  improving  con- 
ditions in  the  industry.  The  exposition  is 
expected  to  stimulate  interest  to  a  high  de- 
gree in  the  coming  season. 

The  big  group  of  shoe  and  leather  manu- 
facturers and  shoe  merchants  behind  the 
show  is  working  in  close  co-operation.  The 
style  show  will  be  the  largest  and  most 
beautiful  ever  attempted  by  the  organization. 
More  than  a  hundred  models  will  be  used  to 
display  the  shoe  styles  on  the  runways,  and 
an  entirely  new  method  of  exhibiting  the 
models  will  be  used. 

Big  Attendance  Expected 
Chester  I.  Campbell,  expert  exposition 
manager  who  took  charge  of  the  details  of 
the  Boston  show  last  year,  again  will  be 
at  the  helm  this  year,  assisted  by  the  officers, 
directors  and  many  committees  of  workers. 
Thousands  of  shoe  and  leather  men  will  at- 
tend and  a  big  stimulation  of  trade  is  ex- 
pected. Thomas  F.  Anderson  is  secretary 
of  the  exposition's  management. 

There  will  be  plenty  of  entertainment 
features  during  the  four  days  of  the  expo- 
sition, and  on  July  15,  the  day  following  the 
official  closing  of  the  event,  there  will  be 
a  big  street  parade.  The  day  will  be  cele- 
brated by  the  New  England  manufacturers 
and  employees  will  take  part  in  the  jollifica- 
tion. Many  prominent  speakers  will  be  on 
the  program  for  the  day. 

Officers  of  the  National  Shoe  and  Leather 
Exposition  and  Style  Show  are:  President, 
Albert  N.  Blake,  Watson  Shoe  Co.,  Lynn, 
Mass.;  firs^,  vice-president,  Herbert  T.  Drake, 
Emerson  Shoe  Co.,  Rockland,  Mass.;  second 
vice-president,  James  A.  Munroe,  E.  T. 
Weight  &  Co.,  Inc.,  Rockland;  third  vice- 
^'resident,  Willis  R.  Fisher,  A.  C.  Lawrence 


Leather  Co.,  Boston;  treasurer,  Charles  C. 
Hoyt  of  Farnsworth,  Hoyt  Co.,  Boston;  clerk, 
Thomas  F.  Anderson,  Boston. 

Chairmen  of  the  various  committees  are 
as  follows:  Executive  committee,  Albert  N. 
Blake;  exhibits  committee.  Major  Charles  T. 
Cahill,  United  Shoe  Machinery  Corp.;  style 
show  committee,  James  A.  Munroe,  E,  T. 
Wright  &  Co.,  Inc.,  Rockland;  publicity  com- 
mittee, H.  W.  Fleming,  Churchill  &  Alden 
Co.,  Brockton ;  hospitality  committee,  Thomas 
A.  Delaney,  Boston. 


New  York  Shoe 
Men  to  Show 
Fall  Modes 

Motion  Picture  Stars  Will  Display- 
Footwear  Styles  at  Commodore 
Gathering 

An  event  of  importance  in  the  shoe  world 
is  the  footwear  style  show  to  be  held  by  the 
Shoe  Manufacturers'  Board  of  Trade  of 
Greater  New  York  at  the  Hotel  Commodore, 
New  York  City,  July  5,  6,  7  and  8.  Several 
leading  Brooklyn  manufacturers  who  are  to 
display  fall  styles  and  various  other  members 
at  work  on  the  details  will  make  strenuous 
efforts  to  bring  back  a  period  of  authentic 
modes — a  partial  elimination  of  the  great 
variation  in  style  creations. 

Twenty-five  motion  picture  actresses  will 
display  the  shoe  styles  on  a  60-foot  runway 
in  the  east  ballroom  of  the  hotel.  Two  other 
rooms  will  be  used  for  the  displays  of  manu- 
facturers' samples.  Two  orchestras  will  fur- 
nish music  for  the  afternoon  and  evening 
shows,  and  decorations  and  other  features 
will  be  on  an  elaborate  scale.  Invitations 
to  witness  the  style  show  will  be  issued  to 
merchants  all  over  the  country. 

In  the  displays  the  exhibitors  are  work- 
ing together  to  establish  a  basic  style  idea 
with  variations  of  colors  and  patterns. 

The  committee  in  charge  of  the  arrange- 
ments is  composed  of  Louis  C.  Doremus  of 
George  W.  Baker  Shoe  Co. ;  John  Garside  of 
A.  Garside  &  Son ;  George  Miller  of  L  Miller 
&  Sons,  Inc.;  Emil  Strassburger  of  Strass- 
burger  &  Stiles,  Inc.;  Theodore  Cramer  of 
John  Cramer  &  Son,  and  M.  E.  Tobias  of 
Pincus  &  Tobias. 
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TRADE  MARK 

REC.  U.S.PAT.OPP. 


The  Sign 
of  Better 
ShdiB  Bottoms 

When  you  see  the  "Rock  Oak" 
Stamp  on  a  shoe,  you  know  that 
it  has  the  Best  Bottom  possible 
to  produce. 

It  is  the  merchant's  assurance  of 
Quahty  and  ReHabiUty. 

It  is  the  Wearer's  assurance  of 
Long  Wear,  Comfort  and 
Money's  Worth. 

Your  shoe  manufacturer  will 
put  "Rock  Oak"  bottoms  on 
your  Fall  Shoes  if  you  request  it. 

May  We  Cooperate 
with  You  in 
This? 


■V 


The  AmericanOak  Leather  Go. 

CI/SrCI/V/NTA.TI,  o. 

^^>>^ChlCAGO.  ILL.  BOSTON.MASS.    ST  LOUIS.MO^ 


Tlie  selling  PLAN- 
We  used- 
To  bring- 

A  $28,000.00  volume- 
Of  CASH  business - 
In  TEN  days- 
To  Thompson's- 
In  Ft. Dodge, la. - 

WouldnH  work- 
in  YOUR  case  for- 
Different  conditions- 
Demand - 

Different  methods. 
After  our  SURVEY- 
And  ANALYSIS- 
Of  your  store- 
And  territory- 

l  CAN  tell  you- 
What  you  may  expect- 
From  YOUR  Kelly  sale' 
And  then  prove  it- 
With  a  KELLY  man. 
Coupon- 
Starts  ACT  ION  c 


1 


T.  K.  Kelly  Sales  System 
2548  Nicollet  Ave. 


■i  - 


75  th  Year 


Saturday,  May  28,  1921 
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The  pride  of  a  bathroom — its  scrupulous  clean- 
liness—is  emphasized  by  Nairn  Linoleums.  They 
add  to  the  richness  of  poHshed  nickel  fittings, 
sparkling  white  tiling  and  porcelain  fixtures,  and 
spotless  linens. 

Because  both  pattern  and  quality  are  built 
through  to  the  backbone,  Nairn  Inlaid  Linoleums 
are  lastingly  durable. 

Send  for  Nairn  Booklet  showing  all  patterns  in  full  colors 

T..^^..  ^  J-  SLOANE,  Sole  Selling  Agents 

563  FIFTH  AVENUE.  NEW  YORK       216-228  SUTTER  ST.,  SAN  FRANCISCO 
^"ICAGO  ST  LOUIS  KANSAS  CITY  DENVER 

JsEATTLE     LOS  ANGELES      PORTLAND,  ORE  GALVESTON 


NAIRN  inlaid  LINOLEUMS 


i%  It 


DRY  GOODS  ECONOMIST,  MAY  28,  1921 


-a 


PROFIT!  ^ 

Cut  prices  on  ordinary  staples  may 
build  big  volume  of  business— but  the 
linen  department  must  depend  on  its 
QUALITY  GOODS  which  can  be 
sold  at  a  fair  profit  and  show  a  good 
balance  sheet. 

That  is  the  advantage  of  "Old  Bleach" 
pure  Irish  Linens  and  Linen  Damasks. 
This  exquisite  merchandise  always 
has  a  steady  consumer  demand. 

Moreover,  the  "Old  Bleach"  device 
guarantees  to  you  and  your  custom- 
ers real  linen  made  from  pure,  select- 
ed, fine  flax  yarn. 

"OLD  BLEACH"  LINEN  CO.,  Ltd. 

Reg.  Trade  Mark  V^-U 

23.25  East  26th  Street        -:-        New  York 
Canadian  Representative:  W.  H.  STELEY 
zrwl^ft  Wellington  Street,  Toronto,  Ont. 


i 
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75th  Year 


Dry  Goods  Economist 

THE  BUYERS'  WEEKLY  STAFF  MEETING 
New  York,  Saturday,  May  28,  1921 
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Our  Issue  of  Three  Weeks  Hence  Will  Be  the  Fall  Fashion  Number. 

The  Economist's  Fashion  Numbers,  published  far  in  advance  of  each  fall  and  spring  season  have 
tor  years  been  a  source  of  mformation  and  inspiration  to  manufacturers  and  wholesalers  as  well  as  to 
retailers.  This  is  largely  because  the  fashion  trend  is  therein  viewed  and  presented  from  a  mer- 
chandise standpoint  and  fashion  ideas  are  shown  not  only  in  drawings  made  in  Paris  under  the  super- 
vision of  our  staff-members  but  also  in  photographs  of  Paris  garments  selected  and  imported  by  the 
Dry  Goods  Economist. 

We  would  remind  our  readers,  however,  that  the  value  of  such  presentations  will  depend  in  no 
small  degree  on  the  use  made  of  them.    Therefore,  we  say: 

Plan  now  to  get  all  possible  benefit  from  this  Economist  Fall  Fashion  Nimiber  of  June  18. 
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A  wide  line  of  beautiful  bedspreads 


We  are  now  manufacturing,  and 
advertising  in  the  Ladies'  Home 
Journal,  a  wide  line  of  beautiful 
bedspreads  in  crochet,  satin  and 
dimity. 

In  the  crochet  and  satin  spreads 
more  than  72  styles  have  been  com- 
pleted. Also  many  different  styles 
in  dimities  and  crinkled  dimities, 
the  latter  with  dainty  stripes  of 
pinks  or  blues. 

The  designs  are  exquisite'  and 
varied.  The  materials  are  the  finest 
that  can  be  made.  The  weaving 
and  finishing  are  perfect.  The  cro- 
chet and  satin  spreads  are  offered 
with  or  without  fitted  corners. 


We  are  pleased  to  announce  that 
this  entire  line  of  fine  bedspreads 
is  proving  universally  popular  with 
women  everywhere.  Your  women 
customers  will  be  equally  quick  to 
appreciate  Scranton  Bedspreads, 
which  are  quite  as  lovely  as  the 
Scranton  Lace  Curtains  and  Filet 
Nets.     If  your  shelves  are  not 
already   stocked   with  Scranton 
Bedspreads,  you  will  want  to  order 
the  line  at  once  to  be  prepared  for 
the  requirements  of  the  season. 

THE  SCRANTON  LACE  COMPANY 
SCRANTON,  PA. 

NEW  YORK:  212  Fifth  Ave. 

CHICAGO:  Republic  Building 
TORONTO:  108  Wellington  Street,  W. 
(James  B.  Jamieson) 
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Plan  for  Re-grouping  Governmental  Bureaus 


ONE   of   the   important   reforms  with 
which  Congress  is  now  called  upon  to 
deal  is  the  re-grouping  of  a  number  of 
the  subdivisions  which  are  included  in  the 
various  governmental  departments. 

It  is  recognized  that  there  is  considerable 
overlapping  of  the  work  carried  on  by  these 
divisions;  there  is  duplication,  and  even  trip- 
lication. It  is  realized  also  that  a  number  of 
divisions  are  placed  under  a  department  to 
which  they  do  not  properly  belong. 

One  reason  of  this  condition  is  that  the 
departments  have  grown  up  during  the  life- 
time of  the  Republic,  both  new  departments 
and  new  divisions  having  been  established 
from  time  to  time  as  conditions  warranted. 
Thus,  the  Department  of  State,  first  known  as 
the  Department  of  Foreign  Affairs,  was  estab- 
lished in  1789  and  the  War  Department  and 
the  Treasury  Department  in  the  same  year. 
The  Department  of  Agriculture  was  estab- 
lished in  1862  and  the  Department  of  Com- 
merce in  1903.  Various  changes  were  also 
made  in  the  duties  of  the  departments.  For 
example,  the  Department  of  Commerce  was 
originally  the  Department  of  Commerce  and 
Labor,  labor  matters  being  placed  under  a 
separate  department  in  1913. 

Naturally,  when  a  new  department  was  es- 
tablished bureaus  or  divisions  were  trans- 
ferred to  it  from  other  departments.  The  re- 
sult has  been  a  lack  of  system  and,  as  above 
stated,  duplication  and  re-duplication  of  duties. 

If  re-grouping  is  to  be  accomplished,  it 
ought  to  be  done  in  some  systematic  way. 

It  has  been  suggested  that  the  rearrange- 
ment should  be  worked  out  on  a  basis  of  the 
use  and  purpose  of  each  division.  For  exam- 
ple, it  would  seem  that  all  the  aids  to  naviga- 
tion should  be  put  in  one  group.  As  matters 
now  are,  the  Coastguard  Service  is  under  the 
Treasury  Department  and  the  Naval  Observa- 
tory is  under  the  Department  of  the  Navy. 

Both  the  Lake  Survey  and  the  Inland  and 
Coastwise  Waterways  Service  are  in  the  De- 
partment of  War.  Obviously,  the  aforemen- 
tioned agencies  properly  belong  in  the  Depart- 
ment of  Commerce. 

An  example  of  duplication  is  seen  in  the 
fact  that  the  Coastguard  Service  and  rhe 


Bureau  of  Lighthouses  both  have  stations,  at 
various  points,  located  close  to  each  other, 
and  these  even  have  separate  telephones. 
Again,  maps  and  charts  are  produced  and 
supplied  both  by  the  Hydrographic  Office,  in 
the  Navy  Department,  and  by  the  Coast  and 
Geodetic  Survey,  in  the  Department  of  Com- 
merce. 

The  Patent  Office  is  in  the  Department  of 
the  Interior,  and  this,  it  would  seem,  is  an- 
other agency  which  should  be  transferred  to 


A  Needed  Reform 

IN  this  article  are  presented  some  of 
the  reasons  why  a  re-grouping  of  the 
subdivisions  of  the  Departments  of  the 
Federal  Government  has  become  es- 
sential and  why  the  pending  legislation 
to  this  end  deserves  consideration  and 
support  from  the  business  community. 
The  problem  is  one  that  bristles  with 
complexities,  and  the  space  at  our 
command  has  permitted  of  our  touch- 
ing on  only  a  part  of  the  anomalies 
now  existing.  A  re-grouping  plan  on 
lines  approximating  those  here  par- 
tially described  has  the  support,  how- 
ever, of  numerous  men  of  skill  and  ex- 
perience in  governmental  affairs,  and 
if  public  opinion  can  be  duly  aroused 
there  is  reason  to  hope  that  it  will  be 
solved  at  no  distant  date. 


the  Department  of  Commerce.  It  is  strange 
to  find  the  Bureau  of  Insular  Affairs  placed 
in  the  Department  of  War,  but  this  doubt- 
less arose  from  the  fact  that  Porto  Rico  and 
the  Philippines  were  acquired  as  a  result  of 
the  Spanish-American  War.  It  is  clear  that 
this  bureau  should  be  transferred  to  the  De- 
partment of  State. 

The  Secret  Service  Division  is  now  in  the 
Treasury  Department,  though,  clearly  enough, 
it  ought  to  be  in  the  Department  of  Justice. 

The  adoption  of  the  18th  Amendment  has 
made  advisable  another  transfer  from  the 
Treasury  Department.  That  is  to  say,  the 
enforcement  of  prohibition  should  be  trans- 
ferred from  the  Bureau  of  Internal  Revenue 
to  the  Department  of  Justice. 


Important  as  is  the  knowledge  of  weather 
conditions  to  the  farmer,  it  is  equally  essen- 
tial to  the  mariner.  It  would  seem  wise,  there- 
fore, to  transfer  the  Weather  Bureau  from 
the  Department  of  Agriculture  and  place  it  in 
the  Department  of  Commerce. 

In  addition  to  the  departments,  with  their 
numerous  divisions,  there  are  also  a  large 
number  of  agencies  which  report  direct  to  the 
President  of  the  United  States.  Among  these 
is  the  United  States  Board  of  Mediation  and 
Conciliation,  which,  obviously,  would  have  its 
proper  place  in  the  Department  of  Labor. 

Under  congressional  direction  there  are 
ten  establishments  or  agencies,  some  of  which 
might  well  be  transferred  to  departments. 

rpHE  re-grouping  plan  now  proposed  goes 
A     further,  however,  than  merely  shifting 
divisions  from  one  department  to  another.  It 
is  proposed  to  do  away  with  the  Department 
of  the  Interior  and  to  establish  two  new  de- 
partments: that  of  Public  Works  and  that  of 
Public  Welfare.    To  these  two  departments 
would  be  transferred  the  greater  part  of  the 
activities  of  the  Department  of  the  Interior. 
Thus,  the  General  Land  Office,  the  Geological 
Survey,  the  Bureau  of  Mines,  the  National 
Park  Service,  and  one  or  two  other  bureaus 
would  go  to  the  Department  of  Public  Works, 
and  to  the  Department  of  Public  Welfare 
would  be  transferred  the  Bureau  of  Education, 
the  Office  of  Indian  Affairs,  the  Bureau  of  Pen- 
sions and  certain  other  divisions. 

To  the  Department  of  Public  Works  would 
also  be  transferred  from  the  Department  of 
War  the  National  Military  Park  Commissions, 
the  Board  of  Road  Commissioners  for  Alaska, 
the  Board  of  Engineers  for  Rivers  and  Har- 
bors, the  United  States  Engineer  Offices,  the 
Mississippi  River  Commission  and  certain 
other  divisions,  while  from  the  Department  of 
Agriculture  would  be  transferred  the  Bureau 
of  Public  Roads. 

Into  the  Department  of  Public  Welfare 
would  naturally  go  the  Women's  and  Chil- 
dren's bureaus,  now  under  the  Department  of 
Labor,  the  Bureau  of  War  Risk  Insurance  and 
the  Public  Health  Service,  both  of  which  are 
now  in  the  Treasury.    It  is  proposed  also  to 
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place  in  the  Department  of  Public  Welfare 
what  is  now  the  Federal  Board  for  Vocational 
Education,  as  well  as  certain  others  of  the 
agencies  now  reporting  directly  to  the  Presi- 
dent or  to  Congress.  Certain  others  of  these 
independent  establishments  would  be  trans- 
ferred to  the  Department  of  Public  Works. 

The  only  serious  objection  that  could  be 
made  to  this  plan  is  that  it  would  establish 
another  Cabinet  officer.  There  would  thus  be 
eleven  members  of  the  Cabinet  in  place  of  ten, 
as  at  present.  It  is  obvious,  however,  that 
with  the  great  extension  of  governmental  ac- 
tivities which  has  taken  place  during  the  last 
few  years  there  must  be  due  segregation  if 
each  department  is  to  function  properly.  Cer- 
tainly, there  is  great  need  for  reorganization, 
not  only  of  departments  but  also  of  subdivi- 
sions. An  example  of  this  is  presented  by  the 
Bureau  of  Patents.  Patents  are  intimately 
bound  up  with  our  international  relations  as 
well  as  with  the  progress  of  our  own  indus- 
tries. Yet,  because  of  the  small  force  at  its 
disposal,  the  bureau  has  been  unable  for  some 
time  to  keep  up  with  the  requirements  of  in- 
ventors, and  is  now  behind  in  its  work  to  the 
extent  of  no  less  than  170,000  applications. 


"Pure  WooV  Saddled 
On  Wyoming  Stores 

THEY  put  one  across  in  Wyoming.  A 
"Pure  Wool"  law. 
It  has  been  in  operation  only  a 
month,  but  in  that  time  it  has  proved  itself 
about  as  unfair  and  as  detrimental  to  the 
State  retailers'  interests  as  was  predicted  in 
another  State  where  a  similar  bill  met  such 
opposition  that  it  was  killed  in  committee. 

Briefly,  the  bill  provides  that  any  fabric 
or  article  of  apparel  sold  or  offered  for  sale 
in  Wyoming  and  which  contains  or  purports 
to  contain  wool,  or  samples  of  such  goods, 
shall  be  identified  by  a  conspicuous  label  bear- 
ing one  of  three  descriptions:    "All  virgin 

wool,"  "Not  less  than    virgin  wool,"  or 

"No  virgin  wool."  The  blank  in  the  second 
form  must  be  filled  with  some  percentage. 

"Virgin  wool"  is  defined  as  "Wool  which 
previous  to  its  use  in  the  labeled  article  never 


has  formed  any  part  of  any  cloth,  fabric,  gar- 
ment or  article  of  apparel,"  The  label  is  not 
to  be  taken  as  referring  in  any  way  to  such 
lining,  facing  or  trimming  as  may  form  part 
of  the  marked  article. 

Merchants  of  the  State  have  conscien- 
tiously tried  to  carry  out  the  dictates  of  the 
measure.  But  they  have  found  it  extremely 
difficult  to  secure  the  information  necessary 
for  marking  their  wares  and  hence  practically 
impossible  to  guarantee  their  markings.  At 
the  same  time  mail-order  firms  are  able  to 
ship  goods  into  the  State  without  such  mark- 
ings as  the  law  requires.  There  is  no  restric- 
tion, apparently,  as  to  claims  which  may  be 
made  in  their  catalogs  about  the  wool  content 
of  their  goods. 

Wyoming  is  the  second  sheep-raising  State. 
Undoubtedly  retailers  are  anxious  to  see  the 
livestock  men  prosper.  It  helps  trade.  But 
they  cannot  understand  why  their  business, 
which  necessarily  is  of  an  interstate  character 
so  far  as  concerns  their  buying,  should  be 
singled  out  for  such  restriction  as  handicaps 
them  against  mail-order  houses  or  retailers 
beyond  the  State's  borders  sending  goods  into 
Wyoming. 

Some  of  the  pure  fabric  bills  introduced  in 
Congress  have  been  bad  enough;  but  at  least 
they  had  the  merit  of  equal  application.  State 
laws  have  no  such  saving  grace.  Let  mer- 
chants take  as  a  warning  the  plight  of  Wyo- 
ming's distributors  and  initiate  vigorous  ac- 
tion to  crush  in  their  incipiency  bills  of  like 
character  should  they  be  offered  for  consider- 
ation. 


Acquaint  Your  Public 
With  the  Fads 


THE  adage  that  "the  shoemaker  ought  to 
stick  to  his  last"  might  well  be  borne  in 
mind  by  the  secretary  of  the  Federated  Amer- 
ican Engineering  Societies.  In  addressing  a 
number  of  engineers  one  day  this  week,  Mr. 
Wallace  urged  the  need  of  standardization  not 
only  in  mechanical  devices  but  also  in  women's 
hats,  shoes  and  millinery,  and  this  despite  the 
broader  view  taken  by  Herbert  Hoover,  him- 
self an  engineer  and  who  resigned  the  presi- 
dency of  the  Federated  Engineering  Societies 
on  becoming  Secretary  of  Commerce.  Mr. 
Hoover,  as  he  has  already  permitted  us  to 
state,  does  not  favor  any  attempt  to  stand- 
ardize woman's  attire. 


Granting  that  overhead  percentage  can- 
not be  reduced — and  few  merchants  believe  it 
can  be  lowered  beyond  a  trifling  degree — why 
don't  merchants  get  busy  and  lay  the  facts 
before  their  public? 

Why  not  let  your  customers  and  possible 
customers  know  that  you're  not  the  gougers 
some  people  have  tried  to  make  you  out  to  be  ? 

It  would  not  take  a  great  amount  of  ad- 
vertising space  to  explain  that  one  of  the 
greatest  factors  in  cost  of  distribution  is  the 
salaries  the  store  pays  to  its  employees.  You 
might  ask  your  public  whether  they  would 
like  to  see  the  stores  in  their  center  lower 
the  standard  of  remuneration  paid  to  their 
help. 

Rent,  or  its  equivalent  if  you  own  your 
building — because  of  increased  cost  of  re- 
pairs and  maintenance — is  another  outlay  as 
to  which  an  explanation  would  be  in  order. 

Then  there  is  transportation  inward — in- 
creased railroad  rates,  more  goods  received 
by  parcel  post  or  express  in  order  to  better 
serve  the  public,  etc.,  etc. 

Advertising,  too.  Rates  have  been  raised 
by  newspapers  in  most  centers,  and  "we  can- 
not serve  our  public  without  adequate  pub- 
licity," you  might  truthfully  say. 

These  are  just  suggestions.  There  ought 
to  be  no  difficulty  in  whipping  the  ideas  into 
shape.  Stores  in  some  centers  are  printing 
such  information.  It's  best  and  fairest  to 
all  when  merchants  get  together  and  publish 
such  ads  jointly.  But  where  there  are  hang- 
ers-back and  merchants  of  that  stripe  that 
they  won't  work  with  others,  it  is  worth 
while  for  even  a  minority,  or  for  just  one 
store,  for  that  matter,  to  go  ahead  and  do  it. 
The  hangers-back  will  profit  by  it  also.  True 
enough,  indirectly  they  will.  But  the  aver- 
age American  respects  the  chap  who  shows 
that  he  has  initiative.  And,  anyway,  it's  bet- 
ter to  let  the  undeserving  get  some  of  the 
benefit  that  not  to  do  it  at  all. 

"The  next  thing  to  doing  the  right  thing," 
John  D.  Rockefeller  is  credited  with  saying, 
"is  to  let  the  public  know  you  are  doing  it." 


DEPARTMENTS 


THE  FATTED(?)  CALF  MAY  PROVE  POOR  PICKING  TO  THE  PRODIGAL  SON 
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The  Cotton  Goods  Problems  of 
Europe  and  America 

Address  Delivered  Before  the  Alumni  Association  of  the  Philadelphia  Textile 

School  on  Friday  May  20 


I AM  delighted  at  the  opportunity  of  ad- 
dressing the  alumni  of  the  Philadelphia 
Textile  School,  whose  education  has  been 
directed  to  the  textile  industry.  I  should  like 
to  see  greater  co-operation  between  textile 
schools  and  the  industry,  and  have  often  won- 
dered if  it  would  be  possible  for  our  industry 
to  place  orders  for  future  executive  human 
material  so  that  our  schools  and  colleges  might 
take  time  to  specially  train  young  men  of 
ability  and  ambition. 

About  one  hundred  years  ago  my  great 
grandfather  was  one  of  those  who  built  the 
first  cotton  mill  in  the  United  States  to  spin 
American  cotton  in  America  for  Americans, 
and  four  generations  of  his  descendants  have 
for  the  past  century  been  closely  identified 
with  cotton  manufacturing,  and  therefore  been 
vitally  interested  to  assist  in  solving  the 
many  problems  of  this  industry. 

In  this  connection  it  is  both  interest- 
ing and  suggestive  to  know  that  from  this 
small  beginning  cotton  goods  pi  duction 
in  the  United  States  has  develo'j,  J  until 
during  the  last  cotton  year  about  30  per 
cent  of  the  cotton  grown  in  the  wo  d  was 
spun  in  the  United  States. 

Every  business  man  is  to-day  inter- 
ested in  the  world's  economic  situation, 
and  I  shall  endeavor  to  discuss  some  of 
the  problems  confronting  the  cotton  goods 
industry. 

The  demand  for  cotton  must  primarily 
depend  upon  the  demand  for  cotton  goods, 
and  the  consumption  of  such  goods  de- 
pends largely  upon  their  price  and  the 
ability  of  people  to  pay. 

England  produced  before  the  war  64 
per  cent  of  the  world's  exports  of  cotton 
goods.  Last  year,  although  showing  greater 
value,  her  exports  of  cloth  fell  33  per  cent  by 
weight  as  compared  with  her  pre-war  weights, 
which  made  her  exports  less  than  the  exports 
of  any  one  year  for  the  35  years  prior  to 
1914.  Her  yarn  exports  also  dropped  31  per 
cent  by  weight,  the  smallest  output  since  1866. 

A  recent  analysis  of  the  world's  consump- 
tion of  cotton  goods  as  compared  with  pre-war 
consumption  indicates  no  abnormal  under- 
consumption throughout  the  world  except  in 
parts  of  the  United  States,  India  and  Europe. 
To  be  sure,  many  of  the  world's  markets  are 
to-day  very  much  depressed,  but  this  has  been 
caused  by  financial  stringency,  overbuying 
and  imports  in  excess  of  pre-war  require- 
ments. 

Consumption  Was  Subnormal 


Do  not  confuse  the  consumption  in  pounds 
with  that  of  moneyed  values.  Last  year  the 
moneyed  value  of  textiles  consumed  indicated 
enormous  prosperity,  but  I  am  satisfied  the 
actual  goods  consumed,  owing  to  the  buyers' 
strike,  was  subnormal. 

The  American  people  are  about  one-six- 
teenth of  the  civilized  people  of  the  world,  yet 
they  consume  about  30  per  cent  of  the  cotton 
goods  by  weight.  The  American  people  are 
not  going  to  reduce  their  standard  of  living, 
their  demand  for  sheets,  for  pillow  cases,  un- 
derwear, air-brakes,  cotton  belting  or  other 
now  essential  textiles,  and  they  will  do  their 
full  part  in  raising  the  standard  of  living 


By  John  S,  Lawrence 

throughout  the  world.  Certainly  here  is  an 
ample  field  of  opportunity. 

Effect  of  Buyers'  Strike 

In  the  United  States,  the  pre-war  consump- 
tion of  cotton  goods  was  about  19  pounds  per 
capita;  during  the  year  ending  July  1,  1920, 
the  cotton  spun  in  the  United  States  indicates 
a  material  increase  in  consumption,  but  dur- 
ing that  year  there  was  a  marked  accumula- 
tion of  goods,  due  primarily  to  the  buyers' 
strike  against  high  prices.  The  comparatively 
low  prices  of  cotton  goods  prevailing  this 
spring  has  tended  to  increase  the  real  con- 
sumption, probably  in  excess  of  that  of  last 
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WHETHER  the  United  States  increases 
her  consumption  of  cotton  goods  in 
the  next  few  years  or  not,  the  rest  of  the 
world  certainly  will.  There  will  be  needed 
many  more  looms,  spindles,  mills  and  much 
more  cotton  than  the  world  has  a  capacity 
to  produce  to-day — ours  is  surely  an  essen- 
tial and  growing  industry,  with  plenty  of 
room  at  the  top.  " 

TTiis  view  of  the  outlook  for  the  cotton 
goods  business,  coming  as  it  does  from  a 
figure  so  prominent  in  the  industry  as  John 
S.  Lawrence,  is  most  reassuring.  There  are 
few  men  as  well  qualified  as  Mr.  Lawrence 
to  speak  with  knowledge  and  authority  on 
this  subject. 


spring,  except  in  certain  mechanical  textiles, 
and  in  certain  agricultural  sections,  particu- 
larly those  raising  cotton,  grain  and  wool. 

To-day's  prevailing  prices  of  cotton  goods 
are  about  one-half  those  of  last  spring.  The 
retail  trade  has  been  greatly  criticised  for 
failure  to  meet  the  lower  first-hand  quotations ; 
undoubtedly  cases  of  profiteering  have  been 
practised,  and  had  a  greater  reduction  in  re- 
tail prices  been  made,  more  cotton  goods  would 
have  been  consumed,  but  slow  liquidation  was 
essential  to  protect  the  all-important  credit 
of  distribution. 

Consumer's  Attitude  Changes 

The  remedy  lies  in  the  psychology  of  the 
consumer,  who  no  longer  fears  his  inability 
to  procure  goods,  and  is  again  making  com- 
parisons and  demanding  values.  That  the  de- 
mand for  certain  finished  cotton  fabrics  is 
likely  to  exceed  the  supply  is  shown  by  our 
survey  which  indicates  that  the  poundage  of 
certain  finished  cotton  fabrics  in  process  of 
distribution  in  America  is  two-thirds  of  the 
pre-war  cotton  normal. 

The  British  India  market  before  the  war 
imported  490,000,000  pounds  of  cotton  goods, 
or  the  product  of  over  1,000,000  bales  of  cot- 
ton, which  was  29  per  cent  of  the  total  world's 
cotton  goods  imports.  During  the  last  year, 
imports  by  India  have  dropped  one-half,  or 
the  equivalent  of  500,000  bales  of  cotton. 
There  is  no  reason  to  believe  that  India  will 
not  resume  her  normal  consumption.    It  may 


be  interesting  to  note,  however,  that  to-day's 
prices  of  cotton  cloths  in  India  are  about  75 
per  cent  higher  than  in  the  United  States. 

Europe,  including  Russia,  before  the  war 
consumed  about  2,590,000,000  pounds  of  cot- 
ton goods,  the  product  of  some  6,000,000  bales 
of  cotton.  Her  consumption  of  cotton  goods 
has  dropped  off  fully  one-half,  or  the  equiva- 
lent of  over  3,000,000  bales. 

The  under-consumption  of  cotton  goods  in 
Europe  is  sufficient  to  be  responsible  for 
America's  loss  of  cotton  exports;  the  raising 
of  European  consumption  is  essential  to  our 
prosperity. 

I  doubt  very  much  if,  for  the  present,  Eu- 
rope will  pay  for  her  cotton  imports  with  the 
export  of  staple  cotton  clothes.  Clothing  is 
too  essential  abroad,  and  for  the  present  cloth- 
ing materials  are  likely  to  be  paid  for 
with  articles  that  can  better  be  spared. 
I  and  made  wholly  in  Europe,  such  as  opti- 
I  cal  products,  fine  machinery  and  fancy 
I  wares. 

I  I  was  one  of  a  group  who  last  year 
I  spent  three  months  in  Central  Europe — 
I  our  party  crossed  24  borders  and  traveled 
I  some  2000  miles  by  automobile — investi- 
I  gating  what  could  be  done  to  get  idle 
I  European  mills  into  operation.  We  found 
I  the  Italian,  French  and  Spanish  mills 
I  operating  at  full  capacity,  and  apparently 
I    at  great  profits. 

I  Central  European  mills  were  operating 
I  at  from  20  to  30  per  cent  capacity,  and 
I  showing  excellent  earnings  in  their  cur- 
I  rencies.  In  spite  of  their  paying  very  low 
I  wages,  their  costs  were  apparently  higher 
than  those  in  the  United  States,  because 
of: 

1.  Government  jealousies,  embargoes, 
controls  and  rationing. 

2.  Curtailed  production  due  primarily  to 
lack  of  credit  and  coal. 

3.  Carelessness  acquired  during  seven 
years  of  war  and  neglect  in  both  management 
and  labor. 

4.  Absence  of  modern  accounting. 
To-day  it  is  the  United  States'  opportunity 

and  duty  to  supply  commercial  credits  for- 
merly supplied  in  great  amounts  by  England 
and  the  Continent,  and  these  credits  must  run 
into  billions  and  not  millions  of  dollars.  The 
solution  of  increased  European  consumption 
of  textiles,  which  is  so  important  to  the  pros- 
perity of  the  United  States,  does  not  lie  in 
charity,  gifts  or  indiscriminate  credits. 
These,  splendid  as  they  have  been,  during  the 
war  and  early  reconstruction,  must  now  be 
replaced  by  the  re-establishment  of  business 
with  the  incentive  of  profit. 

Self-Respect  and  Self-Support 

We  all  have  sympathy  for  a  man  in  hard 
luck,  but  we  realize  that  self-respect  is  de- 
pendent on  self-support,  and  this  is  no  less 
true  of  nations  than  of  men.  We  must  make 
our  future  plans  on  this  basis. 

The  textile  industry  may  not  offer  as  prom- 
inent a  career  as  that  afforded  by  other  indus- 
tries. It  requires  the  mastering  of  much  de- 
tail, great  patience  and  careful  organization; 
it  is  a  business  of  satisfactory  remuneration 
to  many  executives,  and  the  creating  of  great 
men  rather  than  the  amassing  of  great  wealth. 
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Some  men  ride  on  the  merry-go-round  so 
much  as  children  that  they  never  get  over 
the  habit  of  traveling  in  circles. 


Lamps  remind  us  of  some  men.  They  are 
rarely  brilliant,  often  smoke,  are  frequently 
turned  dovi'n  and  usually  go  out  at  night.  They 
get  heated  up  quickly. and  are  liable  to  explode. 


Men  and  institutions  have  different  opin- 
ions as  to  what  are  the  red  letter  days  of  their 
lives.  The  Co-Operator  of  Pogue's,  Cincin- 
natti,  picks  these  out  of  the  57  years  of  that 
store's  existence: 

1863 — Pogue  store  founded  at  100  West 
Fifth  Street. 

1878 — Store  removed  to  Fourth  and  Race 
Streets,  a  part  of  present  site. 

1913 —  Fiftieth  Year  of  Progress  cele- 
brated with  Anniversary  Sale. 

1914 —  First  "Co-Operator"  published. 
First  Pogue  Picnic. 

1915 —  Pogue  Employees'  Association 
founded. 

1916 —  Greater  Pogue's  dedicated — Octo- 
ber 2d.  School  of  Salesmanship  opened — Miss 
Sullivan  in  charge.    Lunch  room  opened. 

1917 —  Store  for  military  goods  opened  in 
Chillicothe,  Ohio. 

1920 —  Pogue  Mutual  Aid  founded. 

1921—  Dixie  Shop  opened.  Terminal  Build- 
ing. 


Speaking  of  pants,  how  many  in  your 
clothing  department  are  equipped  with  sus- 
pender buttons?  Suspender  manufacturers 
say  they  are  finding  it  necessary  to  educate 
some  clothing  makers  to  put  them  back  again. 
Everyone  don't  like  a  belt,  but  certain  cloth- 
iers seem  to  think  so. 


Do  not  be  misled  by  strong  argument.  A 
loafer  has  time  to  think  up  things  to  say.  The 
busy  man  thinks,  but  hasn't  time  to  talk. 


It  was  evening  and  several  callers  were 
chatting  in  the  parlor,  when  a  patter  of  little 
feet  was   heard   at  the  head  of  the  stairs. 

jVir.s.   K   raised   her   hand   for  silence. 

"Hu.sh,  the  children  are  going  to  deliver  their 
good-night  message,"  she  said  softly.  "It  al- 
ways gives  me  a  feeling  of  reverence  to  hear 
them.  They  are  so  much  nearer  the  Creator 
than  we  are,  and  they  speak  the  love  that  is  in 
their  little  hearts  never  so  fully  as  when 
the  dark  has  come.  Listen!" 

There  was  a  moment  of  tense  silence. 
Then — "Mama,"  came  the  message  in  a  shrill 
whisper,  "Willie  found  a  bedbug."— Ell-Bee. 


When  Mr.  Edison  gets  his  machine  com- 
pleted for  spirits  to  talk  with,  perhaps  he  can 
get  answers  to  ALL  of  his  recent  questions. 

*  *  * 

Foreigners  must  get  a  shocking  impres- 
sion of  the  health  of  Americans  if  they  judge 
it  by  the  PILL  signs  along  the  Pennsylvania 
and  B.  &  0.  between  New  York  and  Balti- 
more. 

*  * 

Donald  C.  Bennink,  Assistant  Treasurer  of 
the  Reid  &  Hughes  Co.,  has  complications  in 
his  home  economics — he  just  received  a  new 
son.    Congratulations ! 

Little  Jane  need  no  longer  wish  for  a 
dress  like  mother's.  She  has  it.  Both  frocks 
just  barely  cover  the  knees. 

*  *  * 

No  man  should  ride  in  an  automobile 
driven  by  his  wife  without  being  blindfolded. 

*  *  * 

The  mother  of  all  impudence  is  ignorance. 

Mr.  Ellis  of  the  Killian  Co.,  Cedar  Rapids, 
Iowa,  recently  cooked  a  breakfast  for  some  of 
his  boarding  house  and  hotel  friends.  Not 
one  casualty  resulted. 

*  *  * 

Emperor  Karl's  chef  is  hunting  a  job  in 
America.  Why  didn't  he  bring  Karl  along 
with  him  to  peel  the  potatoes? 

*  *  * 

Mr.  Harding  spent  a  day  and  a  night  in 
New  York  without  saying  a  word  about  re- 
tailers not  reducing  prices.  May  be  some 
hope  for  us  mere  merchants  yet. 

^      4f  -Sf 

The  worst  hell  we  can  think  of  for  Cap- 
tain Kidd  and  other  pirates  would  be  to  have 
them  watch  the  gold  and  silver  laden  ships 
coming  to  America.  It  makes  even  a  peace- 
ful editor  long  for  a  bloody  crew  and  a  well- 
armed  ship.  A  few  years  of  pirating  and 
we'd  join  the  ranks  of  other  retired  and  re- 
spectful business  men. 

•Jf        vr  vl- 

Now  Germany  is  having  riots  over  a  sup- 
posed buried  treasure.  Why  didn't  some  genius 
announce  it  during  the  war?  It  would  have 
hurried  the  Hun  retreat. 


Dempsey  and  Carpentier  views  of  the  fight 
remind  us  of  a  small  boy  who  whistles  in  the 
dark  to  keep  up  his  courage. 

Did  you  ever  tell  your  elevator  conductor 
that  the  elevator  is  not  just  a  machine  to  be 
run  up  and  down  but  a  means  of  taking  folks 
from  floor  to  floor  for  buying  merchandise? 

*    *  * 

Unkept  promises  kill  enthusiasm  in  em- 
ployees. And  lost  enthusiasm  is  a  big  factor 
in  increasing  the  cost  of  doing  business. 


Lucky  is  the  man  who  was  married  on  the 
29th  of  February.  He  can  forget  his  anni- 
versary only  once  in  four  years. 


Donald  Dey  of  Dey  Bros.  &  Co.,  Syracuse, 
N.  Y.,  says  he  knows  of  merchandise  being 
sold  at  cost.  We  can  beat  that.  We  are  well 
acquainted  with  quite  a  lot  selling  BELOW 
cost. 


LOOI^S  MORE 
LIKE 


Department  stores  are  continually  adver- 
tising women's  clothes  as  25  per  cent  olf .  Our 
personal  observation  is  that  they  are  usually 
about  50  per  cent  off. 

*  *  * 

Moving  picture  title :  "Truth  About  Hus- 
bands." Ha!  Ha!  Wives  know  there  IS  no 
truth  about  them. 

If  it  is  true  that  one  can't  have  both 
brains  and  hair,  then  why  is  it  that  the  light- 
est musical  comedy  attracts  the  most  bald 
heads? 

4f-      *  * 

Just  when  one  gets  happy  thinking  about 
vacation  time,  along  comes  some  one  with  in- 
formation that  inventory  must  be  taken  soon. 

*  *  * 

Mannie  Levi  of  the  A.  E.  Starr  Co.,  Zanes- 
ville,  Ohio,  writes:  "I  have  just  finished 
reading  your  article  in  the  ECONOMIST  of 
May  7  entitled,  'The  World  is  Always  Ex- 
pecting a  Calamity  That  Never  Happens,' 
and  I  assure  you  I  appreciate  every  line 
of  its  contents,  and  I  wholly  agree  with  what 
you  have  written — ^that  half  of  our  troubles 
never  happen." 

*  *  » 

EVEN  THE  FLOWERS  ARE  CHANGING 
In  olden  days,  tulips  grew  with  circumspec- 
tion. 

Prim,    close   lipped;    whatever    their  com- 
plexion. 

A  bed  of  tulips  yellow,  red  or  white 

Looked  neither  left  nor  right  but  straight  up 

to  the  light. 
In  florist  windows  now  they  dress  in  other 

fashion ; 

Variegated,   all   awry,   quite  presumptuous, 
"dashin'." 

This  is  the  age  of  change;  girls'  frocks  are 
neckless ; 

Even  the  flowers  it  seems  are  getting  reck- 
less.— Chicago  Evening  Post. 

*  *  * 

D.  Loveman,  Berger  &  Teitlebaum  have  a 
good  slogan  for  their  anniversary — 59  times 
older,  59  times  bigger,  59  times  better.  Yes, 
and  we  might  suggest  59  times  wiser,  for  a 
man  sure  learns  a  lot  in  59  years  of  retail- 
ing. 

*  *  * 

If  worry  killed  a  man,  every  retailer  in 
the  country  would  have  been  dead  long  ago. 
Now  they're  trying  to  pass  a  bill  requiring 
the  labeling  of  all  fabrics  as  to  contents — 
virgin  wool,  etc.    Here's  to  its  death. 
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Federal  Trade  Body  Puts  on  War  Paint 
and  Starts  Profiteering  Hunt 

Commission  to  Give  Congress  Special  Shoe  and  Leather  Report 
Next  Week — Hoover  Pleased  by  Retailers'  Attitude  on  Plan  for 
Publicity  on  Prices — Commerce  Secretary  Believes  Big  Reduction 
in  Public's  Purchasing  Power  Is  Responsible  for  "Buyers'  Strike" 


IT  is  evident  that  the  Administration  is 
pleased  with  the  unmistakable  evidences 
of  the  retailers'  efforts  to  lower  prices. 
Secretary  of  Commerce  Hoover  is  gratified 
to  know  that  retailers  have  accepted  his  plan 
for  the  fullest  publicity  on  prices.  He  be- 
lieves that  it  will  do  much  toward  the  res- 
toration of  public  confidence  in  merchants 
and  brighten  the  entire  business  outlook. 
The  Federal  Reserve  Board  has  undertaken 
an  investigation  into  the  credit  situation  at 
the  instance  of  the  President.  Banks  report 
better  domestic  buying  power  and  a  more 
normal  liquidation. 

Perhaps  the  most  discourag- 
ing feature  of  the  present  eco- 
nomic and  financial  situation 
from  the  standpoint  of  the  mer- 
chant and  manufacturer  is  the 
belligerent  attitude  of  the  Fed- 
eral Trade  Commission.  The 
Commission  is  pleased  with  itself 
and  has  frequently  manifested  a 
desire  to  boast  of  how  it  spiked 
the  retailers'  guns  by  its  publi- 
cation of  retail  price  report.  The 
commissioners  concede  that  they 
won  the  plaudits  of  the  buying 
public  and  restored  their  waning 
prestige.  In  order  to  sustain 
their  reputation  as  "price  bust- 
ers" they  have  planned  to  submit 
a  special  shoe  and  leather  report 
to  Congress  this  week,  showing 
what  they  contend  are  evidences 
of  profiteering  on  the  part  of 
shoe  dealers  and  manufacturers. 

In  contradistinction,  Secretary  Hoover  is 
holding  out  a  helping  hand  in  pointing  the 
way  to  stability  and  progress.  His  counsels 
at  the  Cabinet  meetings  undoubtedly  influ- 
ence other  administrative  leaders.  He  has 
the  co-operation  of  the  Department  of  Labor 
in  ascertaining  the  truth  of  the  price  sit- 
uation. 

The  so-called  buyers'  strike  is  recognized 
as  being  due,  partly  at  least,  to  the  great 
reduction  in  buying  power  which  exists  not 
alone  in  the  United  States,  but  extends 
throughout  the  world.  Mr.  Hoover  is  in  ac- 
cord with  the  general  opinion  that  this  is 
an  important  element  in  the  situation  and 
said  as  much.  That  income  has  been  greatly 
demoralized,  he  stated,  is  evident  from  the 
fact  that  there  are  4,000,000  idle  men  in 
this  country,  a  most  unhealthy  condition 
that  Government  officials  view  with  great 
concern,  and  one  that  they  hope  will  be  rem- 
edied at  as  early  a  date  as  possible.  How 
long  it  will  require  is  a  question  impossible 
of  specific  answer.  Nevertheless,  there  is  a 
feeling  that  conditions  gradually  are  im- 
proving with  the  prospect  of  an  upturn  in 
business,  particularly  in  retail  lines. 

Exports  Decrease  in  Value 
Sharp  decreases  in  the  value  of  American 
exports,   rather   than   in   their  quantities, 
though  the  latter  also  have  slumped  greatly, 
are  pointed  to  as  a  direct  reflection  of  price 


Washington  Office  of  the  Dry  Goods 
Economist^  816  Fifteenth  St.,  N.  W. 

reductions,  as  well  as  the  check  in  buying. 
This  condition  is  attributed  to  reduced  buy- 
ing power,  overstocking  during  the  war  and 
the  resulting  slump  from  the  boom  of  that 
period.  At  the  same  time  it  is  observed  that 
improvement  is  shown  in  the  situation  in 
some  countries,  and  China  has  been  cited  as 
a  case  in  point.  Refreshing  reports  come 
from  that  country  that  the  situation  there 
is  clearing  rapidly. 

Criticism  that  has  been  directed  against 


I     Hoover  at  Odds  with  Bureau  | 
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i  It  appears  that  consideraiDle  friction  has  developed  within  govern-  1 

1  mental  departments  because  of  Secretary  Hoover's  persistence  in   ex-  1 

p  tending  a  helping  hand  to  merchants  and  manufacturers  in  connection  1 

I  with  price  readjustment.     This  feeling  was  in  evidence  Wednesday  when  1 

I  the  Secretary,  in  conference  with  the  lumber  manufacturers,  spoke  of  his  i 

1  embarrassment  because  of  misinterpretation  of  his  motives  by  other  Fed-  1 

i  eral  agencies.    While  Secretary  Hoover  did  not  specifically  mention  any  1 

I  bureau  or  department,  it  was  obvious  that  he  had  in  mind  the  Federal  1 

g  Trade  Commission.     The  commissioners  appear  to  be  opposed  to  any-  1 

i  thing  like  governmental  aid  to  trade,  and  feel  confident  that  their  recent  | 

1  report  on  retail  prices,  on  which  the  Economist  commented  editorially  1 

1  when  it  was  issued,  has  restored  their  waning  prestige  with  the  public  1 

i  and  with  Congress.  1 

i  Despite  pressure  from  such  sources.  Secretary  Hoover  will  continue  1 

1  conferences  with  retailers  and  producers.     He  is  desirous  of  the  fullest  | 

1  publicity  for  prices  of  leading  commodities  and  will  not  be  deterred  § 

i  from  such  action  by  Federal  Trade  Commission  protests.     It  is  significant  j 

1  that  the  Commission  will  publish  its  report  on  shoe  prices  this  week.  1 

fiiiiiiiiiiiiiiiiniiniiiniiimniiniinnimniiiiiiiiiin 

Mr.  Hoover,  alleging  that  he  has  not  been 
doing  as  much  as  he  might  to  stimulate  busi- 
ness, caused  him  to  look  into  the  matter.  He 
found,  and  he  considers  it  an  answer  to  the 
charge,  that  he  has  held  26  conferences  with 
trade  organizations  and  conferences  with  255 
business  men  since  March  4  of  the  current 
year,  when  he  entered  oflSce,  relating  to  trade 
and  economic  matters. 

Webb-Pomerene  Act  Too  Narrow 

Export  trade  development  has  been  one 
of  the  topics  discussed  at  many  of  these  con- 
ferences, and  legislation  to  make  this  pos- 
sible consequently  has  been  a  point  of  great 
interest.  In  this  connection  the  Webb- 
Pomerene  act  has  frequently  been  referred 
to  as  being  too  narrow  in  its  provisions.  It 
is  insisted  that  it  must  be  liberalized  so  as 
to  permit  imports  as  well  as  exports  through 
organized  effort.  Mr.  Hoover  views  the  legal 
situation  as  being  difficult  because  of  steps 
that  must  be  taken  to  protect  the  buying 
public  from  an  unlawful  combination  in  re- 
straint of  trade,  which  in  domestic  business 
is  controlled  by  the  Sherman  act.  The  tariff 
also  is  involved,  but  Mr.  Hoover  is  strongly 
in  favor  of  ad  interim  legislation,  such  as 
has  been  introduced  in  the  House  by  Rep- 
resentative Longworth.  Legislation  of  this 
kind,  Mr.  Hoover  said,  is  used  by  all  other 
important  countries  and  works  out  well,  and 
should  have  the  same  effect  in  this  country, 


and  would  prevent  "speculative  imports" 
being  dumped  on  the  United  States  markets 
before  the  permanent  tariff  act  is  finally 
passed. 

Would  Influence  Import  Prices 

The  enactment  of  the  Longworth  joint 
resolution,  making  any  or  all  rates  in  the 
permanent  bill  effective  from  the  date  it  is 
introduced  at  the  House,  at  the  discretion 
of  the  Committee  on  Ways  and  Means,  will 
undoubtedly  influence  the  price  of  imported 
merchandise  within  a  few  days.  If  the  Sen- 
ate accepts  the  House  bill  the  rates  on  tex- 
tiles as  carried  in  the  proposed 
permanent  tariff  will  be  levied 
from  the  date  the  schedules  are 
submitted  to  the  whole  House. 
Obviously,  importers  are  opposed 
to  this  measure  and  they  have 
many  supporters  in  Congress. 
One  of  the  Republican  members 
of  the  Ways  and  Means  Commit- 
tee voted  against  a  favorable  re- 
port on  the  resolution,  lining  up 
with  the  Democratic  members  who 
voted  silently  against  it. 

The  resolution  was  drafted 
for  the  purpose  of  checking  arti- 
ficially stimulated  imports  under 
the  existing  rates.  Known  as  in- 
terim legislation,  the  resolution 
if  enacted,  may  remain  in  effect 
for  several  months,  or  until  such 
time  as  a  permanent  tariff  is  en- 
acted. 

The  Senate  has  made  no  effort 
to  provide  a  regular  tariff  bill  because  it  must 
use  the  House  measure  as  a  working  model. 
It  is  conservatively  estimated  that  the  debates 
and  conferences  on  the  items  contained  in 
the  tariff  schedule  will  extend  over  a  period 
of  three  or  five  months.  Wherever  importers 
have  paid  the  original  rates,  refund  will  be 
made  by  the  Government  to  the  amount  of 
the  difference  between  the  proposed  and  au- 
thorized rates. 

It  appears  that  the  Emergency  Tariff  will 
be  short  lived,  as  the  conference  report  will 
be  approved  only  a  few  days  before  the  per- 
manent tariff  is  reported  to  the  House.  In 
the  event  that  the  Senate  agrees  with  the 
Longworth  joint  resolution,  the  Emergency 
Tariff  provisions  will  be  null  and  void.  The 
conferees  adopted  an  amendment  to  the  Sen- 
ate bill  which  allows  the  appraiser  to  hold 
up  an  importation  pending  an  investigation 
when  he  is  reliably  informed  that  the  pur- 
chase price  is  less,  or  that  the  exporter's 
sale  price  is  less,  or  likely  to  be  less,  than 
the  foreign  home  market  value,  or  in  the 
absence  of  such  value,  than  the  cost  of  pro- 
duction. They  agreed  to  the  Senate  amend- 
ment, which,  in  effect,  increases  the  duties 
collected  in  the  case  of  all  importation  of 
merchandise  in  which  the  export  value  is 
higher  than  the  foreign  home  market  value. 
The  House  also  agreed  to  the  Senate  amend- 
ment for  the  protection  of  dyes  and  chem- 
icals manufactured  in  this  country.     W.  L.  D. 
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Improvement  of  Trade  Brought 
Nearer  by  German  Action 

Lower  Discount  Rates  Increase  Demand  for  Money — Mill  Stocks 
of  Raw  Cotton  and  Cotton  Goods  Low — Trade  in  Broad  Silks 

Quiet 


IN"  yielding  this  week  to  the  demands  of 
France  in  regard  to  Silesia,  Germany  has 
further  stabilized  the  situation  in  Europe 
and  brought  nearer  the  long-awaited  resump- 
tion of  business. 

The  wage  reductions  contemplated  by  the 
Railroad  Labor  Board,  as  reported  from  Chi- 
cago this  week,  are  expected  to  have  an  im- 
portant bearing  upon  production  and  distri- 
bution of  many  commodities. 

Building  operations  are  picking  up  and  a 
substantial  increase  in  the  demand  for  labor 
will  probably  follow  the  announcement  of  the 
Board's  decision  next  week. 

Many  important  industrial  plants  are 
operating  at  three-quarter  speed  or  less,  while 
in  agricultural  sections  labor  is  plentiful  and 
well  employed.  Crop  growth  is  ahead  of  ex- 
pectations. 

Commodity  costs  have  declined  but  little 
of  late.  Bradstreefs  reports  show  a  decline 
of  eight  cents  in  cost  of  foodstuffs,  quoting 
$2.68  as  the  new  index  figure. 

Easier  Money  Helps 

In  financial  circles  a  greater  demand  for 
money  is  noted  as  a  result  of  the  lower  dis- 
count rate.  This  has  caused  a  more  optimis- 
tic feeling  among  bankers. 

In  wholesale  drygoods  circles  comparative 
quiet  rules,  as  is  usual  in  the  week  preceding 
the  mid-year  inventory. 

Retail  trade  is  also  quiet  except  where  en- 
livened by  clearance  and  other  special  sales. 

Cotton  Situation 

The  market  is  still  buoyed  by  varied  signs 
of  improvement  in  the  general  business  sit- 
uation. Mill  stocks  of  both  raw  cotton  and 
cotton  goods  are  very  low,  and  it  is  believed 
that  there  is  a  great  latent  demand  which  must 
make  itself  felt  decidedly  before  many  months. 
Exports  are  already  showing  some  improve- 
ment. Sentiment,  however,  is  extremely  un- 
certain at  the  present  writing  and  inclined  to 
be  bearish. 

Gray  and  Finished  Goods 

The  cloth  markets  have  suffered  something 
of  a  slump  after  the  spurt  of  activity  which 
began  a  few  weeks  ago.  This  activity  con- 
tinued through  the  early  part  of  last  week, 
but  the  end  of  last  week  and  the  beginning  of 
this  have  witnessed  a  relapse  into  dullness. 
Sales  of  print  cloths  at  Fall  River  last  week 
amounted  to  aVjout  180,000  pieces — a  substan- 
tial showing — but  most  of  this  business  was 
done  early  in  the  week.  Quotations  have  soft- 
ened somewhat,  print  cloths  in  the  New  York 
market  at  the  V)eginning  of  this  week  being 
generally  quoted  on  the  basis  of  6%  cents  for 
5.35  yard  38 '/--inch  64x60's.  Sheetings  are 
firm,  hut  there  is  little  doing  on  fine  goods 
except  some  specialties  for  forward  delivery. 

Finished  cottons  are  quiet,  due  chiefly,  it 
may  be  supposed,  to  the  unseasonable  coolness 
of  the  weather.  This  is  affecting  particularly 
the  wash  goods  demand,  which  is  slow.  Reduc- 
tions of  about  2  cents  a  yard  were  announced 
last  week  on  leading  lines  of  overall  denims. 
Mill  activity  in  many  quarters  shows  a  ten- 
dency to  slow  down,  owing  to  the  unwilling- 


ness of  manufacturers  to  book  further  busi- 
ness at  prices  which  are  below  cost. 

Woolens  and  Worsteds 

There  is  no  particular  change  in  the  wool 
goods  situation.  Efforts  of  some  buyers  to 
place  duplicate  orders  for  fall  are  not  meeting 
with  much  success,  on  the  whole.  Where  such 
orders  are  accepted  it  is  generally  at  some 
slight  advance  in  price.  The  position  of  the 
market  is  felt  to  be  strong. 

The  report  on  idle  and  active  wool  ma- 
chinery as  of  May  2,  issued  by  the  Bureau  of 
the  Census,  Department  of  Commerce,  shows 
a  continued  improvement.  The  percentage  of 
idle  machinery  on  May  2  was  as  follows: 
Wide  looms,  26.2;  narrow  looms,  28.7;  cards, 
25.3;  combs,  14.2;  woolen  spindles,  28.8; 
worsted  spindles,  12.9.  These  figures  may  be 
compared  with  the  following  percentages  for 
Feb.  1 :  Wide  looms,  58.9 ;  narrow  looms,  48.7 ; 
cards,  56.5;  combs,  48.8;  woolen  spindles,  58.9; 
worsted  spindles,  43.0. 

Dress  Silks 

There  is  moderate  activity  in  broad  silks, 
but  business,  on  the  whole,  is  quiet  compared 
to  earlier  months.  Both  buyers  and  sellers 
are  proceeding  in  a  conservative  way.  The 
raw  silk  market  is  stronger  and  more  active. 
The  low  stocks  in  this  market  and  the  more 
attractive  prices  reached  on  the  recent  de- 
cline in  Yokohama  and  Canton  have  caused 
renewed  buying  by  American  importers.  Man- 
ufacturers, however,  continue  to  buy  from 
hand  to  mouth.  Quotations  in  the  New  York 
market  at  the  beginning  of  this  week  were  on 
the  basis  of  about  $5.85  a  pound  for  Sinshiu 
No.  1. 

Ready  to  Wear 

Practically  the  only  activity  in  women's 
ready-to-wear  garments  consists  of  special 
sales  of  left-over  goods  and  jobs.  In  the  pro- 
ducing end  the  preparation  of  fall  models  con- 
tinues. Makers  of  sports  wear  are  getting 
most,  if  not  all,  of  the  current  orders. 

Dress  Accessories 

Business  in  the  wholesale  lace  field  seems 
almost  at  a  standstill.  Among  the  several 
reasons  for  this  condition  are  the  season; 
the  fact  that  many  houses  have  representa- 
tives in  European  fields,  and  uncertainty  re- 
garding the  tariff. 

Handkerchief  business  continues  very 
slow  and  the  outlook  for  the  holiday  season 
is  so  dependent  on  future  orders  that  im- 
porters are  forced  to  guess  at  their  needs. 

The  vogue  for  ribbon  as  a  trimming  to 
the  linings  of  fur  coats  is  causing  much 
comment.  If  this  fad  continues  to  grow 
there  is  a  strong  probability  that  the  de- 
mand for  the  higher  priced  merchandise  will 
exceed  that  of  last  season  and  lead  to  an 
increase  of  business  among  manufacturers 
who  supply  the  furriers  and  also  in  ribbon 
departments.  Many  women  contemplate 
adding  this  decoration  to  their  fur  coats  at 
home  and,  as  a  consequence,  will  be  seeking 
suitable  ribbons  at  the  ribbon  counters. 

The  merging  of  the  International  Shoe 


Co.,  St.  Louis,  Mo.,  and  the  W.  H.  McElwain 
Co.,  Boston,  has  resulted  in  the  formation 
of  the  largest  shoe  manufacturing  concern 
in  the  world.  The  merger  takes  in  the  32 
factories  of  the  International  Co;  in  Illinois, 
Missouri  and  Kentucky,  the  three  tanneries 
of  Kistler,  Lesh  &  Co.  in  Pennsylvania  and 
North  Carolina,  as  well  as  the  ten  shoe  fac- 
tories of  the  W.  H.  McElwain  Co.,  with  two 
tanneries  and  four  factory  supply  mills  all 
located  in  New  Hampshire. 


Demand  for  Furs 
Shows  Increase 


The  caH  for  domestics  and  white  goods 
fell  off  considerably  in  the  East  this  week. 
Apparel  figures  remain  about  the  same,  furs, 
however,  showing  an  increased  demand.  It  is 
notable  that  of  32  calls  for  furs,  12  were  for 
fur  coats.  Notions,  as  well  as  floor  coverings, 
etc.,  also  fell  off.  The  demand  is  more  for 
cotton  than  for  silk  dresses ;  but  the  latter  are 
sought  by  a  number  of  buyers. 

Please  note,  again,  that  the  appended 
classification  is  made  from  reports  of  only 
one  leading  paper.  No  paper  prints  complete 
reports.  The  chief  value  of  the  table  is  for 
purposes  of  comparison,  as  it  is  representa- 
tive of  a  much  larger  number  of  buyers  than 
is  listed. 
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It  Behooves  Carpet  Buyer  to  Keep 

His  Ear  to  the  Ground  These  Days 

Alexander  Smith  &  Sons  Carpet  Co.  Expected  to  Launch  Another 
Sale  in  Near  Future — Purchasers  Attended  Recent  Auction  to  Pro- 
tect Merchandise  Secured  at  April  4  Affair — Firm  Sold  Nearly  138,- 
000  Bales  and  7,500  Rolls  in  Two  Events 

AUCTION  sales  of  rugs  and  carpets  are  D^,   D     D     D,,  „f n  ^^ct  that  the  sales  of  single  bales  and  two-  and 

the   fashion   this   season-in   certain  tij  K.  D,  OUTlling  three-bale  lots  left  only  limited  quantities  to 

circles.    Already  we  have  witnessed  be  put  up  in  five-bale  lots.    One  or  two  oi 

two  such  events,  each  of  which  realized  prices  tended  the  April  sale  packed  their  grips  and  these  usually  sufficed  to  close  out  the  dupli- 

that  exceeded  expectations  by  a  substantial  started  for  New  York.   Perhaps  some  of  them  cates. 

margin,  and  now  there  is  a  well-defined  ex-  were  infiuenced  by  the  action  of  another  New         Tuesday  and  Wednesday  passed  without 

pectation  that  a  third  sale  will  be  announced  York  concern  in  cutting  its  prices  on  the  much  change  appearing  in  the  attitude  of  the 

in  the  near  future.  goods  that  competed  with  those  made  in  the  buyers.    Most  of  the  offerings  of  these  two 

The  action  of  the  Alexander  Smith  &  Sons  Smith  pfant,  but  that's  another  story.  days  went  in  lots  of  from  one  to  five  bales, 

Carpet  Co.  in  limiting  the  period  in  which  de-  though  calls  for  balances  became  more  fre- 

liveries  were  to  be  made  to  the  months  in  |iiiiiiiiiiiiiiiiiiiiiiNiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiNiiiiiiiiiiiiNiiiiiiiiiiii:iiiiiiiiiii^  c.uent. 

which  the  two  sales  were  held  is  taken  as  a  |      txt_^._i_    Vmir   ^fpn  I        ■  When  Pace  Grew  Faster 

strong  indication  that  the  concern  will  have  |       VVclLUll    X  UU.1    OLCpi  j 

another  sale  soon.  1    |         On  Thursday  the  larger  operators  got  busy 

IN  view  of  conditions  which  many  |  and  the  pace  was  accelerated.    Higher  prices 

well  posted  buyers  of  floorcoverings  |  were  bid  freely,  and  it  became  evident  that  the 

It  is  pointed  out  that  there  has  been  no  |  recognize    as    indicative   of   another  |  jobbers  who  had  sat  waiting  quietly  while 

stoppage,  or  slackening,  of  production  in  the  |  auction  sale  in  the  near  future,  it  is   |  small  buyers  took  the  goods  they  wanted  had 

big  Yonkers  plant,  and  in  the  opinion  of  men  |  business  policy  to  pause  and   |  made  a  mistake  that  cost  them  quite  a  sum. 

who  have  a  good  knowledge  of  conditions  in  1  st"dy  the  floorcovermg  situation  in-   |         when  they  realized  this  they  got  busy  and 

the  floorcovering  trade  the  Smith  concern  must  |  tently  at  this  time.  _  |  took  the  goods  at  the  ruling  prices  demanding 

sell  its  output  for  the  remaining  months  of  the  |         How  much  of  the  auction  goods  |  balances  before  half  of  the  small  bidders  had 

season  through  the  auction  plan  or  recruit  a  |  have  you  sold  thus  far?  |  been  satisfied, 

new  force  of  salesmen  promptly.  I        H«>w  much  have  you  left?  _  j 

As  there  appears  no  probability  that  the  |         How  much  can^  you  sell  m  the  |  l^astea  ±<ive  ijays 

latter  course  will  be  adopted  for  the  present  it  |  course  of  the  season .  I         Friday's  selling  was  still  faster.    The  lots 

is  generally  conceded  that  the  concern  has  de-  |        How  much  can^your  department  j  ^^^^^^       this  day  were  all  repeats  of  those 

termined  upon  the  former.  1  carry  over  .  1  put  up  earlier  and  but  few  bids— sometimes 

^    V  1.   M  ■        mat  quantity  m  excess  of  your  ex-   |  ^„iy  ^^„e-were  made  on  several  lots  in  suc- 

Study  Your  Stocks  Now  |  pected  sales  can  you  hope  to  dispose  |  ^J^.^^^        ^^.^  speeding  up  and  by  the  tak- 

In  view,  therefore,  of  the  probability  of  I        ^^'^^  your  regular  customers  have  |  .^^       ^^j^  ^  ^^^^^  l^^^h  the  sale 

another  sale  in  the  near  future,  it  is  advisa-  |        %^^F^g^s  will  vou  adopt  and  I  ^-^^  brought  to  a  successful  end  late  m  the 

ble  for  buyers  who  handle  Smith  goods  or  i     ,  *   *  „         j«  B  afternoon. 

goods  that  compete  with  those  made  by  the  |  ^^^'r^o^^^L  J  "o^^^^^  "  I         Something  like  $11,500,000  was  realized 

Smith  Co.  to  study  the  situation  as  it  affects  |  disposition  of  goods  p,«rchased  m  |  ^^j^^^  ^^^^  that  this 

their  stocks,  and  their  probable  sales  during  1  ^''*^T„fJ,ilTl^«'I«.«S««ft^^  ^^»^^^U    ■  issue  of  the  Economist  reaches  readers  as  far 

the  next  few  months.  I         r^rnr*  ^v.r^«S^  b^^^^  ■  distant  as  Omaha  it  is  probable  that  the  last 

At  the  April  sales  about  75,000  bales  of  |         ^'S wSlf  ■  of  the  goods  will  have  started  on  the  journey 

rugs  and  5000  rolls  of  carpets  were  disposed  |  E!^^"^^         ^ogf  "l^^  |  to  the  concerns  that  purchased  them, 

of  at  prices  which,  while  considerably  under  |      i  1 

those  of  the  "list"  of  Novembfer  last,  were  |  |  Prices  Compared 

<^nnblp    fhnsp    riilinff    in    Mav     1913.      The  iiiiiiiii:iiiiiiiiiiiN:iiiiii:iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiNiiiiiiiiiiiiiiiiiiiiiiiiiii::iiN  . i  >  i 

GouDie  Lnobe   ruung   lu   mci^,    j-v±o  prices  obtained  at  this  month's  sale, 

actual  prices  of  the  April  sale  were  quoted  m  ,    ,       ,  u  „  +Tnc^  o%rorao-a  nf  thp 

detail  in  the  Economist  of  April  and  for  com-        When  the  May  sale  opened,  these  buyers  how  they  averaged  and  the  average  of  the 

parison  the  prices  obtained  at  auction  in  were  all  in  their  places  ready  for  the  business  i^pril  sale  are  shown  below. 

April-May,  1913,  were  quoted  on  all  of  the  of  maintaining  prices,  making  new  ones  or  ■  ^xminster 

Lines  .the  concern  offered  in  that  sale.  protecting  the  purchases  already  made    That  ^ 

a  protracted  session  was  anticipated  by  the       Size—        High       Low     ^^ay  Av.  Apr.  av. 

Your  Bids  Made  the  Prices  sellers  may  be  guessed  by  the  fact  that  about  ^q^I  ■■■1575      15  50      15.621/3  .'.'.'.*.' 

A«  ,«e>i/|  in  fViP  FmNOMTST's  renort  last  ^^^^  '^^        seats— all  of  those  in  the  center  glsxice:;!!    2o'.25       19.50  ig.STVa 

As  said  m  the  ECONOMIST  S  r^^^^^^  sections  of  the  room-had  been  fitted  with  new  9  x12....    23.50      21.00      22.25  ?20.12 
m.onth,  the  buyers  were  decidedly  liberal  when 

they  "made"  this  season's  auction  prices.    It  ^^^^  cusnions.  .  Ardsley  Axminster 

may  be  conceded  that  when  they  "made"  those  g^j^  g^^rted  Slowly  6  x  9....    15.00      13.25       14.12y2  14.07 

prices  they  believed  that  the  goods  they  were  ^  7  gx  9    18.00       16.00      17.00  17.50 

bidding  on  were  all  that  they  would  be  able  to         This  sale  started  at  a  pace  considerably  8.3x10.6          22.50      21.00       21.75  21.80 

obtain  at  public  sale  during  the  current  sea-  slower  than  that  of  the  preceding  sale.    Dur-  9  xl2   ....    26.00      22.75      24.S'7y2  22.76 

son.  ing  the  first  hour  only  45  lots  and  a  small  num-  Carlton  Axminster 

Such  an  assumption  would,  of  course,  ex-  ber  of  duplicates  were  knocked  down  to  bid- 
plain  the  action  of  these  buyers  both  in  bid-  ders.   The  buyers  had  not  made  up  their  minds  6x9   ....    16.75      10.25       16.50  16.25 
ding  prices  up  in  the  April  sale  and  in  taking  and  the  prices  obtained  reached  those  of  the  33^106""    20  75       25  50       26*50  26'.75 
liberal  quantities  of  the  lots  that  caught  their  April  sale  only  in  the  case  of  favored  patterns,  g  .       33.75       27.00       SO.SlVz  27.95 
fancy.  Other  patterns  sold  "off"  by  50  to  75  cents  a 

On  May  2  the  notices  of  the  second  sale  rug.  Yonkers  Axminster 

were  sent  out.    This  time  the  company  an-         The  lots  went  faster  as  the  day  progressed  q  x  9    20.25       18.00      19.12y2  18.83 

nounced  an  offering  of  63,000  bales  of  rugs  and  prices  reached  levels  25  to  50  cents  above  7.6x  9  25.50      23.00      24.25  24.25 

and  2500  rolls  of  carpeting,  making  a  total  of  those  of  the  former  sale  with  the  takers  di-  l^lH'^-  ■  ■  ■    ^f-Jg      ^^'^g      ^f^g  3483 

138,000  bales  and  7,500  rolls  to  be  released  at  vided  about  equally  between  the  jobbers  and 

what  was  still  virtually  the  beginning  of  the  the  retailers.  Kirman  Axminster 

fall,  1921,  season.  There  were  but  few  calls  for  "balances"  on  g  g^ice. . . .    33.00       29.50       31.25  27.87 

To  a  man  the  1000  or  more  buyers  who  at-  the  first  day,  but  this  was  explained  by  the  9  xl2    38.00      32.00      35.00  33.37 

(Continued  on  page  20) 
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This  Saleswoman  Talks  the  Customer's 
Language— The  Rest  Is  Easy 

There  Are  Many  Things  to  Be  Said  About  Electrical  Appliances, 
but  if  the  Saleswoman  Don't  Say  Them  Right  She  Misses  Her  Op- 
portunity—Here's How  One  Sale  Was  Made— The  Story  Should 

Be  Told  in  Every  Store 


^^TT'EEP  the  cleaner  in  a  hall  closet,  al- 
l\  ways  attached  to  a  baseboard  outlet 
there,  with  a  cord  long  enough  to 
reach  into  the  farthest  corner  of  the  living 
room  and  the  other  near-by  rooms,  and  then 
you'll  find  it  so  convenient  to  trot  it  out  for 
a  few  minutes'  cleaning  each  morning.  No 
stooping  to  screw  and  unscrew  the  connection 
every  time  you  go  from  one  room  to  an- 
other!" 

Practical  Shop  Talk 

I  pricked  up  my  ears.  This  saleswomxan 
was  giving  me  a  real  idea  which  savored  of 
practical  housekeeping.  Apparently  she  used 
a  vacuum  cleaner  herself. 

Being  a  woman  not  blessed 
with  any  particular  mechanical 
sense,  I  had  rather  dreaded  this 
matter  of  shopping  for  an  elec- 
tric cleaner.  It  looked  to  me  as 
though  I  was  asked  to  explore 
a  vague  mass  of  armatures  and 
fans  and  motors,  whatever  they 
were,  mixed  up  with  dangerous 
pitfalls  labeled  "short  circuits," 
and  "burn-outs,"  and  other  hor- 
rors with  which  I  hadn't  the 
slightest  acquaintance.  An  elec- 
trical shop  always  impressed  me 
as  a  den  of  wires  and  wheels  and 
wizards.  I  was  a  shy  customer, 
in  other  words. 

But  this  woman,  in  the  de- 
partment store,  spoke  a  lan- 
guage I  understood. 

One  Cord  for  Four  Rooms 

"A  twenty-four-foot  cord," 
she  said,  "enables  us,  in  my 
apartment,  to  clean  every  cranny 
of  the  four  rooms  we  use  most, 
the  living  room,  dining  room, 
front  bedroom  and  kitchen." 

She  also  explained  that  it 
was  a  simple  matter  to  have  such  an  outlet 
stalled,  if  not  already  there,  and  showed  \ 
it  saved  the  bother  of  connecting  the  clea 
to  the  electric  light  fixtures  in  the  various 
rooms,  or  reaching  down  to  sockets  in  the 
baseboards.  The  remaining  rooms  of  the 
apartment  were  cleaned  from  another  single- 
socket  connection — in  the  bathroom. 

Easy  to  Demonstrate — for  Her 

Needless  to  say,  I  was  at  once  interested  in 
her  cleaner.  She  showed  how  it  took  up  the 
dust  from  hardwood  floors  and  from  linoleum, 
and  so  was  especially  valuable  for  the  bed- 
room, where  the  smooth  hardwood  floor  was 
protected  only  by  small  rugs,  and  for  the 
kitchen.  Instead  of  sweeping  the  kitchen  with 
a  broom  every  morning,  she  used  her  electric 
cleaner.  This  was  practical,  housewifely  in- 
formation which  I  could  make  use  of. 

This  salesperson  saw  the  cleaner  with  the 
eyes  of  a  woman,  and  a  housekeeper  at  that. 
The  department  store,  with  its  saleswomen, 
has  an  advantage  here  over  the  average  elec- 
trical shop,  said  I  to  myself. 


"It's  a  good  idea,  too,"  she  continued,  "to 
have  the  vacuum  attachments  which  go  with 
the  cleaner  placed  conveniently  in  the  same 
'cleaner  closet.'  Hang  the  hose  over  a  hook, 
with  a  support  of  sheet  metal  bent  so  as  to 
keep  the  rubber  from  cracking,  and  from  the 
same  hook  you  may  hang  a  shopping  bag  or  a 
basket  with  the  cleaner  tools  in  it." 

Immediately  I  was  agog  to  know  how  she 
used  the  attachments,  and  before  we  were 
through  I  had  learned  a  hatful  of  interesting 
things. 

Points  She  Emphasized 

They  were  the  sort  of  hints  which  would 
be  valuable  ammunition  for  any  saleswoman. 


lelt  hats  by  this  method?  Silk  lamp  shades 
are  best  cleaned  by  electric  suction. 

Useful  as  Blower,  Too 

An  attachment  fitted  to  the  bag  side  of  the 
cleaner  makes  a  sure  enough  hair  drier;  and 
the  same  "blower"  will  make  short  work  of  the 
dust  in  the  radiator.  And  then  there  are  the 
L'ses  of  the  attachments  on  furniture  and 
hangings  which  make  periodical  house-clean- 
ing upheavals  unnecessary,  if  the  machine  is 
used  regularly  on  the  rugs  also. 

So  many  uninitiated  housewives  think  that 
the  attachments  are  more  bother  than  they're 
worth,  that  it  is  important  for  the  saleswoman 
to  show  how  much  they  contribute  toward 
making  the  cleaning  easier. 

Sell  "Housekeeping  Helps" 

The  woman  who  can  speak  the  housewife's 
language  and  give  her  some  real  pointers 
about  how  to  use  the  electric  devices,  has 


the  inside  track  to  the  sale.  She's  not  deal- 
ing in  machines,  but  in  real  housekeeping 
helps.  The  woman  who  sold  me  easier  house 
cleaning  in  the  form  of  an  electric  cleaner 
was  almost  as  good  as  a  domestic  science 
course. 

Have  You  Such  a  Saleswoman? 

The  above  is  a  summary  of  the  feelings  of 
a  shopper  who  stumbled  over  that  rara  avis 
of  a  department  store,  a  saleswoman  who  can 
accurately  sense  the  home  needs  of  a  customer 
and  who  can  present  home  merchandise  in  the 
convincing  yet  easy  conversational  way  that 
ever  leads  to  sales  of  the  article  presented — 
and  at  the  same  time  creates  a  new  atmos- 
phere in  the  department  so  far 
as  the  one  customer  addressed. 
May  her  tribe  increase. 

Make  the  Most  of  This 

Here  is  a  field  brimful  of  op- 
portunity for  the  educational  de- 
partments of  the  majority  of  re- 
tail stores.  The  proper  training 
of  salespeople  for  the  basement 
departments  is,  if  anything, 
more  important  than  that  of 
new  salespeople  for  the  upstairs 
departments. 

Household  goods  pay  a  good 
profit  in  most  stores  even  with 
average  help  but  if  a  few  really 
excellent  saleswomen  of  the  type 
of  the  one  described  on  this  page 
could  be  put  on  the  floor  this 
class  of  merchandise  would  pay 
a  much  larger  profit  by  virtue 
of  increased  sales  and  by  a  de- 
crease in  actual  selling  expense. 
It's  worth  thinking  over. 


The  Ivey  Choral  Society  of  J.  B.  Ivey  & 
Co.,  Charlotte,  N.  C,  is  one  of  the  leading 
musical  organizations  of  that  city.  Several 
times  it  has  appeared  in  conjunction  vvith 
concerts  by  famous  artists,  one  of  whom  was 
Enrico  Caruso.  Recently  the  society  took 
part  in  a  concert  with  Sophie  Braslau  and 
the  Russian  Symphony  Orchestra,  singing  to 
a  packed  house.  It  was  conceded  to  be  the 
city's  most  important  musical  event  of  the 
year,  the  fifty  store  songsters  receiving  an 
even  share  of  the  applause. 

The  Kennedy-Shea-Chandler  Co.,  whole- 
sale dry  goods,  is  a  new  firm  just  opening  for 
business  in  Knoxville,  Tenn.  It  is  capitalized 
at  $500,000.  The  incorporators  are  W.  T. 
Kennedy,  C.  D.  Chandler,  J.  F.  Shea,  J.  T. 
Shea  and  G.  R.  Vineyard.  Mr.  Kennedy  and 
J.  F.  and  J.  T.  Shea  were  for  many  years  with 
the  Deaver-Kennedy  Co.,  also  a  jobbing  firm. 
Mr.  Chandler  was  formerly  in  the  retail  busi- 
ness in  Maryville,  Tenn. 


Shon'ing  the  "Cleaner  Closet"  and  the  outlet  in  the  baseboard. 


m- 

lOW 

ner 


Why  not  tell  the  customer  how  to  dust  and 
air  the  family's  woolen  clothes  with  the  cleaner 
attachments,  and  how  to  freshen  velour  and 


Stephens    &    Wilkes,  Inc.. 
wholesale  dealers  in  floorcover- 
ings  have  removed  from  1133 
Broadway  to  more  spacious  quarters  at  7  East 
Twenty-eighth  Street,  where  they  occupy  the 
ground  floor. 
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Here's  How  a  Rug  Buyer  in  a  Small 
Town  Store  Kept  Stock  Moving 

Know  What  You  Can  Get  and  Where  to  Look  for  It,  Says 
Homer  Bowers  of  M.  B.  Monn,  Shelby,  Ohio— Judge  the  Meaning 
of  "Best"  by  Customer's  Pocketbook  and  by  the  Class  of  Home  in 

Which  She  Lives 


How  to  handle,  display  and  sell  rugs  in 
a  small  store  where  the  department 
staff  is  limited  to  a  few  people  is  a 
problem  which  has  many  points  of  similarity 
to  that  which  faces  the  department  head  in 
a  large  center.  The  great  point  of  difference, 
however,  is  in  the  small  store  one  man 
usually  takes  care  of  all  of  the  details.  Here 
is  a  statement  by  Homer  Bowers,  manager 
of  the  floor  covering  department  of  M.  B. 
Monn,  Shelby,  Ohio,  of  how  he  meets  the  va- 
rious problems. 

"First,"  says  Mr.  Bowers,  "here  are  the 
rules. 

Learn  These  First 

"Know  your  stock,  which  means  know 
what  you  have  in  stock. 

"Know  what  you  can  get  and  where  to 
look  for  it. 

"Know  what  is  made. 

"Know  qualities. 

"In  knowing  your  stock,  be  sure  that  you 
know  it  well  enough  to  be  able  to  tell  a  cus- 
tomer who  buys  a  large  rug  just  what  you 
can  offer  her  in  small  rugs,  mats,  etc.,  of 
the  same  quality  and  pattern.  The  reason 
for  this  is  obvious.  I  merely  call  attention 
to  the  fact  that  the  sale  of  a  mat,  a  sofa 
or  other  small  rugs  is  always  a  possibility 
if  the  matter  is  presented  right  at  the  time 
when  a  large  rug  is  being  selected. 

Sell  from  Stock  When  Possible 

"It  is  always  better  to  sell  something 
from  stock  than  something  which  you  must 
send  for.  In  the  first  place,  selling  from 
stock  reduces  the  amount  of  merchandise  on 
hand,  releases  some  of  the  tied-up  working 
capital  and  makes  sure  that  the  customer 
gets  what  she  saw  and  thereby  makes  it 
much  more  probable  that  a  sale  will  stay 
sold,  because  when  a  customer  orders  some- 
thing which  must  be  sent  for  there  is  the 
danger  of  her  seeing  something  else  before 
the  goods  arrive  from  the  factory  or  from 
the  wholesale  distributor.  If  she  does  find 
something  in  the  interim  that  she  likes  bet- 
ter, she  is  quite  apt  to  find  some  reason  for 
rejecting  the  merchandise  you  have  specially 
ordered  for  her,  in  which  case  you  will  have 
an  addition  to  your  stock  instead  of  a  sale. 

"When  a  customer  asks  me  for  a  room- 
size  rug  I  always  try  to  sell  her  a  9x12  if 
her  room  is  big  enough  to  hold  it.  regardless 
of  the  possibility  of  my  selling  another  rug. 
The  reason  for  this  is  that  a  9  x  12  size  fits 
more  rooms  to  advantage  than  any  other 
size  made.  If  the  customer  should  move 
from  her  present  home  to  another,  she  would, 
in  my  opinion,  be  able  to  use  her  9  x  12  rug 
better  than  one  of  any  other  size. 

Know  the  Whole  Market 

"My  second  rule,  'Know  ,  what  you  can 
get,'  means  that  the  buyer  should  know  not 
only  what  the  manufacturers  he  deals  with 
can  offer  him,  but  what  their  competitors 
can  offer;  also  what  he  can  get  from  jobbers. 


Unless  he  has  such  knowledge  he  canpot 
take  a  special  order  with  any  certainty  of 
filling  it  or  of  making  any  money  out  of  the 
transaction.  The  knowledge  that  this  or 
that  jobber  carries  a  stock  of  the  same 
brands  that  you  specialize  in  is  a  valuable 
asset,  as  it  often  happens  that  even  if  you 
deal  with  the  maker  you  cannot  wait  for  the 
delivery  of  something  which  your  customer 
needs  at  once. 

"When  I  say  'Know  what  is  made'  I  mean, 
primarily,  what  is  being  made  at  the  time 
you  are  interested,  and  I  have  in  mind  mill 

I     Do's  and  Dont's- —  | 

I  Know  Your  Stock.  | 

I  Know  What  You  Can  Get  and  Where.  | 

I  Know  What  Is  Made.  | 

I  Know  Qualities.  | 

I  Sell  from  Stock.  | 

I  Favor  9  x  12  Size.  | 

I  Satisfy  Your  Customers.  | 

I  Study  Their  Taste.  | 

I  Don't  Sell  Duplicates.  | 

I  Don't  Gueurantee  Goods.  | 

I  Don't  Exaggerate.  | 

I  Don't  Let  Employees  Mislead.  | 

I  Don't  Feature  Seconds.  | 

I  Don't  Forget  to  Offer  Something  Else  | 

I       When  You  Make  a  Sale.  | 
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tie-ups,  strikes  and  other  things  that  per- 
haps might  render  a  sale  void  for  you 
through  failure  to  make  delivery. 

Replacement  Problems 

"Not  the  least  important  of  my  rules  is 
that  of  'Know  qualities.'  I  do  not  speak 
here  of  the  ability  to  recognize  a  tapestry, 
a  velvet,  a  Wilton,  or  any  of  the  other 
weaves,  but  rather  of  offerings  of  different 
makers  who  compete  with  each  other. 

"If,  for  instance,  I  have  a  certain  line 
of  velvet  in  stock,  and  I  want  to  freshen 
that  line  up,  I  have  two  courses  open;  one 
is  to  purchase  some  new  goods  of  the  same 
make,  and  the  other  is  to  purchase  similar 
goods  of  a  different  make.  Sometimes  it  is 
better  to  stick  to  the  line  you  are  handling — 
and  sometimes  it  is  impossible.  If  you  can- 
not get  what  you  want  you  will  be  much 
better  off  if  you  are  in  a  position  to  decide 
promptly  just  what  line  will  best  meet  your 
requirements. 

"Another  reason  for  knowing  qualities  is 
found  in  the  advantage  such  knowledge  gives 
a  buyer  when  he  receives  notice  of  the  offer- 
ing of  a  job  with  a  stipulation  that  he  must 
wire  his  order  if  he  is  interested." 

On  the  subject  of  selling,  Mr.  Bowers 
points  out  that  the  great  essential  is  the 
satisfaction  of  the  customer.  Says  he:  "Sell 
her  the  best  merchandise  you  can,  but  bear 
in  mind  that  that  best  is  not  necessarily  a 
Wilton,  a  Brussels  or  a  fine  Axminster. 

"You  must  judge  the  meaning  of  the 


word  'best'  by  two  standards— the  customer's 
pocketbook  and  the  character  of  home  in 
which  she  lives.  If  I  am  showing  rugs  to 
a  customer  who  wants  something  for  her 
parlor,  I  would  not  think  of  offering  her  a' 
tapestry,  of  course. 

"On  the  other  hand,  I  would  not  show 
her  the  most  expensive  rug  in  my  stock,  but 
instead  would  off.er  something  of  a  medium 
uality  and  value.  Then  I  would  note  the 
impression  the  goods  made  and  would  gov- 
ern myself  accordingly.  If  I  show  my  most 
expensive  goods  I  may  scare  her  off  and 
lose  the  sale  entirely,  but  if  I  select  the 
medium  article  I  can  then  present  something 
better,  or  something  less  expensive,  as  may 
prove  necessary.  I  believe,  in  the  long  run, 
such  a  course  holds  trade  best. 

Study  Customer's  Taste 

"It  is  a  mistake,  in  my  judgment,  to  show 
goods  without  having  some  idea  of  the  pur- 
pose to  which  they  are  to  be  put.  I  think 
that  nine  customers  out  of  ten  can  be  led 
to  tell  of  their  desires  by  the  time  they  have 
looked  at  three  or  four  rugs.  Armed  with 
such  knowledge,  selling  becomes  much 
easier. 

Don't  Sell  Duplicates 

"I  want  to  put  in  a  word  of  warning  to 
the  man  whose  customer  wants  two  rugs. 
He  should  discourage  the  idea  of  having 
them  alike,  because  experience  has  shown 
that  when  a  customer  buys  two  rugs  of  a 
pattern  and  color  to  be  used  in  adjoining 
rooms,  she  becomes  dissatisfied  with  one  of 
them  before  she  has  had  them  very  long. 
If,  however,  they  are  of  totally  different  pat- 
tern and  color,  they  are  much  more  apt  to 
please  as  the  months  pass  by. 

Avoid  Guarantees 

"Here  is  another  word  of  warning,  don't 
guarantee  anything  unless  you  have  the 
maker's  guarantee  to  fall  back  on.  Tell  your 
customer  how  the  goods  are  made,  what  they 
are  made  of  and  how  they  ought  to  wear,  but 
remember,  always,  that  it  is  possible  for  a 
customer  to  find  fault  with  most  rugs  if, 
for  any  reason,  she  wants  to.  As  a  case 
in  point,  take  a  rug  with  a  good  many  colors 
in  it  and  put  it  in  a  room  in  which  the  sun 
shines.  If  that  rug  is  exposed  to  direct  sun- 
shine daily  it  is  going  to  fade,  no  matter 
what  you  may  think  about  the  fastness  of 
its  color.  A  careful  housekeeper  would  see 
to  it  that  her  shades  are  drawn  or  that  the 
rug  is  otherwise  protected  from  the  strong 
sun,  but  a  guarantee  does  not  take  such 
things  into  consideration.  Then,  again,  in 
the  case  of  rugs  for  dining  room  use. 

"Sometimes  a  rug  will  wear  out  because 
its  owners  make  a  habit  of  pushing  their 
chairs  back  from  the  table  without  taking 
their  weight  from  the  chair.  Very  few  rugs 
can  stand  this  test,  and  the  people  who  would 
subject  their  rugs  to  such  a  test  are  the 
ones  most  apt  to  demand  the  fulfillment  of 
a  guarantee.    It  is  sometimes  better  to  lose 
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a  sale  than  to  give  a  guarantee  because  of 
these  facts. 

"On  the  other  hand,  if  you  know  how 
your  goods  are  made,  you  can  explain  to 
your  customer  why  she  should  purchase  a 
weave  which  will  stand  rough  usage  or  colors 
which  will  minimize  the  danger  of  fading. 
You  do  not  need  a  highly  technical  knowl- 
edge of  manufacturing  for  this  purpose,  but 
you  do  need  a  working  knowledge  of  the  dif- 
ference in  the  different  weaves  and  of  the 
wearing  qualities  that  one  weave  possesses 
and  which  another  weave  lacks.  The  infor- 
mation I  refer  to  can  be  obtained  from  any 
maker  or  jobber  from  whom  the  goods  are 
purchased. 

Don't  Exaggerate 

"Be  truthful  in  your  statements  to  cus- 
tomers, and  be  moderate.  Many  times  guar- 
■antees  are  demanded  because  a  salesperson 
makes  a  claim  for  the  merchandise  which 
could  not  possibly  be  lived  up  to.  It  does 
a  store  little  good  to  have  a  salesman  sell 
goods  on  the  strength  of  extravagant  state- 
ments which  the  purchaser  finds  unfounded. 
A  rug  or  carpet  lasts  for  years,  and  if  the 
customer  has  been  disappointed  in  that  rug 
she  is  reminded  every  time  she  sees  it  of 


they  will  not  bring  as  good  a  profit  because 
customers  expect  low  prices  on  goods  that  are 
not  up  to  standard.  They  are  harder  to  sell 
than  standard  goods  and  they  are  more  pro- 
ductive of  complaints.  My  advice  is — let 
them  alone." 


New  Book  on  Rugs 

G.  Glen  Gould  Tells  Meanings  of 
Symbolic  Designs  Employed 
by  Chinese 

"Chinese  Rugs"  is  the  title  of  a  most  inter- 
esting little  monograph  issued  by  James 
McCreery  &  Co.  In  it  G.  Glen  Gould,  the  au- 
thor, describes  many  of  the  chief  character- 
istics of  these  beautiful  products  of  the  Far 
East,  treating  them  from  the  artistic  and 
historical  viewpoints. 

Why  do  we  associate  yellow  with  the 
Chinese?  Mr.  Gould  tells  of  the  six  colors 
that  the  Chinese'  people  regard  as  symbolic, 
and  gives  the  meaning  they  ascribe  to  each 
of  them. 

Passing  on  to  religious  emblems,  he  de- 
scribes and  illustrates  the  Taoist  emblems 


Recent  display  of  room  sized  rugs  by  Wnt.  Hengerer  Co.,  Buffalo 


the  extravagant  statements,  and  your  store 
loses  many  a  probable  sale. 

Sell  Something  Else 

"Keep  in  mind  the  fact  that  every  sale 
of  a  rug  is  an  indication  of  the  possibility 
of  selling  something  else,  and  the  best  pros- 
pects at  the  moment  are:  lining  paper  for 
use  under  that  rug,  small  rugs  of  same  pat- 
tern and  quality  and  other  things  for  the 
household  which  can  be  suggested  while  the 
customer  is  in  the  buying  mood — such  things, 
for  example,  as  hall  carpets,  stair  carpets, 
pads,  drapery  goods,  curtain  rods,  window 
shades,  dust  mops,  vacuum  cleaners  (if  you 
have  themj  linoleum  varnish  and  a  lot  of 
other  things  which  are  in  your  stock. 

"I  do  not  mean  that  all  of  these  items 
should  be  called  to  the  customer's  attention, 
because  she  probably  would  not  permit  it, 
but  one  or  two  of  them,  properly  chosen, 
should  be  suggested,  and  if  the  choice  is  a 
hap7)y  one  a  further  sale  is  not  an  impos- 
sibility. 

Let  Seconds  Alone 

"Avoid  buying  seconds.  They  cost  very 
nearly  as  much  as  firsts  and  in  many  cases 


of  the  eight  immortals,  the  Confucian  sym- 
bols, those  of  Buddhist  origin,  and  then 
speaks  of  mythological  animals,  birds,  etc., 
including  the  dragon.  Among  the  other 
things  described  are  trees  and  their  fruits, 
flowers,  fungus,  the  pearl,  clouds,  waves, 
mountains,  etc. 

There  are  also  illustrations  in  color  of 
two  Chinese  rugs  and  in  these  several  of 
the  symbols  described  are  to  be  found. 

The  volume  is  a  distinct  addition  to  cur- 
rent literature  on  Oriental  rugs. 


Short  Lengths  of  News 

The  large  plant  of  the  Salem  Manufac- 
turing Co.,  makers  of  felt  base  floor  cover- 
ings, Salem,  N.  J.,  has  been  taken  over  by 
the  Congoleum  Co.,  Inc.,  Philadelphia.  Here- 
after the  plants  of  the  two  concerns  will  be 
operated  under  one  management. 

The  Outlet  Department  Store,  Orange,  N. 
J.,  was  opened  for  business  on  Friday  (yes- 
terday). It  is  owned  by  H.  J.  Gilles  &  Co. 
who  have  an  office  at  621  Broadway,  New 
York. 


It  Behooves  Carpet  Men 

(Continued  from  page  17) 

Hudson  Tapestry 

6  X  9    8.25  7.50         7.87 7.371/2 

7.6x  9    9.50  7.50         8.50  8.25 

8.3x10.6   10.25  8.25         9.25  9.54 

9  xl2    13.75  11.70  12.72ya  12.04 

Manor  Tapestry 

6  x  9    10.00  8.25  9.12  Vz  9.14 

7.6x  9    12.00  11.00  11.50  11.25 

8.3'xl0.6   14.50  12.75  13.621/^  14.47 

9  xl2    16.25  14.35  15.30  15.47 

Nepperhan  Tapestry 

6  x  9    11.50  10.00  10.75  10.75 

7.e'x  9    13.75  12.50  13.121/3  13.83 

8.3x10.6   17.75  15.50  16.62  17.08 

9  xl2    19.50  17.75  I8.621/2  19.25 

Katonah  Velvet 

6  X  9    11.75  9.75  10.75  IO.I21/2 

7.6x  9    12.50  11.50  12.00  12.25 

8.3x10.6   15.25  14.20  14.72  14.30 

9  xl2    18.75  16.35  17.55  17.04 

Palisade  Velvet 

6  x  9    15.50  14.25  I4.871/2  13.71 

7.6x  9    19.25  16.25  17.75  17.83 

8.3x10.6   25.25  19.25  22.25  23.29 

9  xl2    27.50  20.50  24.00  23.69 

Colonial  Velvet 

6  X  9    18.00  16.00  17.00  16.50 

l.Qx.  9    22.25  19.50  20.87%  19.75 

8.3x10.6   29.25  26.00  27.62 1/2  25.06 

9  xl2    33.75  27.75  30.75  29.56 

Wilton  Velvet 

8.3x10.6   39.50       35.00       37.25  35.25 

9  xl2    46.00       42.50       44.25  42.12% 

Immediately  after  the  conclusion  of  the 
sale  a  new  price  list  was  issued.  This  list, 
which  included  all  of  the  rugs  and  carpetings 
made  by  the  Smith  concern,  showed  the  new 
prices  and  the  advances  on  the  9  x  12  ft.  size 
rugs  as  follows: 

Alpine  Axminster   ?27.00  $0.60 

Ardsley  Axminster    29.70  0.90 

Carlton  Axminster   37.20       "  1.20 

Yonkers  Axminster   45.00  1.80 

Kirman  Axminster   46.80  1.80 

Hudson  tapestry   18.30  .... 

Manor  tapestry   21.00   

Nepperhan  tapestry   24.60  .... 

Katonah  velvet   22.20 

Palisade  velvet   33.90  0.90 

Colonial  velvet   40.50  0.90 

Wilton  velvet    56.40     .  2.40 

The  prices  of  other  sizes  were  in  propor- 
tion. 

This  price  list  is  interesting,  but  the  ques- 
tion suggests  itself:  Will  the  buyers  pay  any 
attention  to  it  or  will  they  again  "make  their 
own  prices"? — and  if  they  do  "make"  a  new 
set  of  prices,  what  will  they  base  them  on? 


Cretonne  Supply  Short? 

A  shortage  has  developed  in  the  supply 
of  certain  grades  of  cretonnes  as  a  conse- 
quence of  the  extent  to  which  special  sales 
of  this  merchandise  have  been  carried  out 
this  season. 

If  retail  stocks  should  be  brought  down 
to  a  minimum  through  these  sales  one  of  the 
problems  of  deflation  would  be  solved,  as 
large  quantities  of  high-cost  cretonnes  have 
been  carried  by  most  of  the  stores  for  manv 
months. 

With  the  active  selling  near  its  close  for 
this  spring,  however,  it  is  not  probable  that 
any  serious  effects  will  follow  the  shortage. 


Klauber  Bros.  &  Co.,  one  of  the  oldest 
houses  in  the  lace  and  embroidery  field,  will 
move  from  their  present  quarters  at  Broad- 
way and  Eighteenth  Street  to  enlarged  offices 
and  showrooms  at  Fifth  Avenue  and  Sixteenth 
Street  some  time  before  July  1. 
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Now  Is  the  Time  to  Go  After 

The  Stay-At-Home  Business 

There  is  a  Great  Number  of  People  Who  Do  Not  Patronize 
Resorts  in  Summer  but  Who  Can  Afford  to  Buy  the  Best 
Available  Merchandise— Here  Are  a  Few  Pointers  of  Value 

to  the  Drapery  Man. 


WHAT  are  you  doing  to  get  your  share 
of  the  stay-at-home  business  this  sea- 
son, Mr.  Drapery  Buyer? 
Yes,  we  mean  stay-at-home  business,  the 
business  to  be  done  in  making  comfortable  the 
homes  of  those  people  who  learned  during  the 
war  how  much  real  comfort  they  could  obtain 
in  their  homes  when  they  determined  to  try 
the  plan  out. 

These  people  are  not  unable  to  go  to  vari- 
ous resorts  on  account  of  high  costs  of  every- 
thing. They  spend  quite  as  much  money  in 
their  home  town  and  on  the  automobile  trips 
they  take  as  it  would  cost  them  to  sojourn  in 
the  mountains  or  at  the  seashore. 

This  Is  a  Ready  Market 

Living  at  home  in  summer  is  a  novelty  to 
them  still  and  as  a  novelty  they  enjoy  it.  But 
they  want — and  get — all  manner  of  creature 
comforts  to  make  their  enjoyment  complete. 

Some,  probably  a  considerable  part,  of  the 
things  they  require  are,  like  the  slip  covers 
and  awnings,  put  away  from  summer  to  sum- 
mer. But  even  slip  covers  and  awnings  wear 
out  now  and  then  and  have  to  be  replaced. 
The  chief  trouble  in  such  cases  lies  in  the 
fact  that  the  replacement  need  is  not  recog- 
nized until  one  gets  the  things  out  for  use  and 
then  discovers  what  has  to  be  done  before 
they  can  be  used.  Then  comes  the  inevitable 
visit  to  the  drapery  department  and  the  rush 
order  for  a  new  slip  cover  or  an  awning — 
sometimes  for  a  whole  set.  As  in  the  case  of 
the  slip  covers,  so  it  is  with  window  and  other 
draperies.  The  screens,  bedspreads,  bureau 
scarfs  and  all  of  the  many  decorative  items 
that  mean  so  much  to  the  dainty  mistress  of 
the  home.  Some  of  the  things  have  faded, 
soiled  or  in  some  way  lost  their  charm  and 
therefore  they  must  be  replaced  with  new. 

Get  After  This  Trade 

In  cretonnes,  for  example,  one  tires  of  a 
pattern  after  a  time  and  must  have  new 
whether  the  old  is  serviceable  or  not. 

All  of  these  things  mean  business  for  you. 


Mr.  Drapery  Buyer,  if  you  only  realize  it,  and 
the  sooner  you  wake  up  to  the  possibilities 
they  present  the  better  it  will  be  for  the  suc- 
cess of  your  department. 

Look  Up  Your  Customers 

Do  you  know  how  many  of  your  smartest 
customers  have  actually  left  town  so  far  this 
summer?  Call  some  of  them  on  the  telephone 
and  ask  them  if  they  are  interested  in  mak- 
ing their  own  homes  so  comfortable  that  there 
will  be  no  need  for  them  to  go  away. 

Don't  bother  the  families  with  marriage- 
able daughters.  They  wouldn't  stay  in  town 
under  any  circumstances.  Instead  get  after 
those  who  have  successfully  married  off  the 
young  girls  and  can  now  live  as  they  please. 

Also,  and  even  more  important  to  you,  is 
the  great  number  of  people  who  have  to  live 
in  the  city  throughout  the  year.  These  peo- 
ple can  in  many  cases  afford  good  things  to 
eat,  to  wear  and  to  live  among.  Some  of  them 
have  their  summer  outfits  of  furnishings  and 
furniture  which  they  prepare  and  renew 
just  as  they  do  their  wardrobes,  but  there  are 
many  others  who  need  only  the  suggestion  to 
supply  the  inspiration  for  a  whole  new  outfit. 

Send  a  Man  Out  Drumming 

The  best  lead  in  seeking  to  locate  pros- 
pects of  this  kind  is  to  consult  your  own  store 
ledgers.  Note  the  changes  of  address  during 
the  last  six  months  or  a  year  and  get  after 
each  one  of  the  customers  with  a  form  letter, 
or  better  still,  send  one  of  your  best  salesmen 
out  to  call  on  them.  He  can  explain  what  can 
be  done  to  make  a  summer  home  more  at- 
tractive and  in  the  course  of  his  remarks  he 
can  do  much  to  create  a  more  intimate  rela- 
tionship between  general  customers  of  the 
house  and  your  particular  department.  That 
in  itself  is  worth  more  than  the  effort  will 
cost. 

The  right  man  will  also  find  out  who 
among  the  friends  of  the  customers  are  the 
best  prospects  for  subsequent  visits,  and  in- 
asmuch as  his  call  on  the  customer  was  a 


chance  shot,  so  his  call  on  the  person  named  to 
him  ought  to  be  a  bull's  eye. 

It's  Not  Too  Late 

Try  it  out,  Mr.  Buyer.  Don't  say  to  your- 
self, it's  too  late.  June  is  here  and  those  who 
might  buy  if  approached  in  time  do  not  need 
anything  now.  Remember  the  weather  of  the 
month  of  May.  In  New  York  and  in  several 
other  cities  it  has  been  so  cool  that  no 
thoughts  of  summer  needs  have  yet  been  seri- 
ously entertained.  But  there  is  no  time  to 
lose.  Whatever  you  undertake  to  do  you  must 
do  at  once  or  you  will  not  be  able  to  complete 
the  work  before  the  real  warm  weather  sets 
in. 

There's  another  stunt  to  the  summer  busi- 
ness. You  can  secure  a  substantial  increase 
in  sales  if  you  feature  the  various  items  in 
your  stock  that  are  made  up  and  ready  for 
immediate  delivery.  Things  ranging  from 
summer  furniture  to  scrim  curtains,  from 
fancy  doilies  for  the  table  to  lace  bedspreads 
will  sell  now  if  you  only  remind  your  regular 
customers  that  you  have  such  things  and  that 
they  need  them. 

A  window  display  with  a  lot  of  porch  cush- 
ions and  a  hammock  with  a  girl  in  it,  the 
whole  surrounded  by  a  miscellaneous  assort- 
ment of  things  for  summer  use,  will  also  help. 


Sloane's  Cuts  Prices 

Reductions  Made  in  "List"  on  Vel- 
vets and  Tapestries  Effective 
May  2 

Early  in  May  W.  and  J.  Sloane,  selling 
agents  for  the  Mohawk  Carpet  Mills,  Amster- 
dam, N.  Y.,  and  for  C.  H.  Masland  &  Sons, 
Philadelphia,  issued  a  new  price  list  contain- 
ing substantial  reductions  in  the  prices  of 
velvet  and  tapestry  fabrics  made  by  the  above 
named  manufacturers.  The  new  prices  on 
rugs  of  9  X  12  ft.  size  are  as  follows: 

Norwood  velvet,  $33.60;  Gotham  velvet, 
$21.60;  Lincoln  tapestry,  $16.80;  National 
tapestry,  $18.60;  Franklin  tapestry,  $21; 
Highspire  tapestry,  $15.  The  following  are  a 
new  product:  Amber  velvet,  seamed,  $24.60; 
seamless,  $25.80. 

Four  hundred  bales  of  Australian  rabbit 
pelts  were  offered  at  auction  last  week  in 
the  warehouse  of  the  New  York  Fur  Auction 
Sales  Corporation.  Sixty  per  cent  of  these 
pelts  were  actually  sold  at  a  price  averaging 
from  10  to  15  per  cent  above  nominal  levels 
established  at  the  April  sales  here. 


This  window  display  of  summer  draperies  and  furnishings  was  arranged  by  E.  R.  Barnard  for  McAuslan  &  Wakelin  Co.,  Holyoke,  Mass. 
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The  Merchandise  Manager's  Reminder 
Pad  with  Ideas  for  Month  of  June 

• 

A  Calendar  for  You  to  Tack  on  the  Wall  or  Slip  Under  Your  Desk- 
glass  to  Guide  You  in  Doing  Some  of  the  Things  That  Must  Be 
Taken  Care  of  During  the  Month  to  Keep  Stocks  Right — This  Page 
Will  Be  Published  on  Last  Saturday  of  Each  Month 


1 


See  how  straw  hats  are  going. 
Find  out  if  the  June  Bride  ad 
is  ready.  Talk  to  shoe  man 
about  white  oxfords  and  pumps. 
Check  up  stock  of  white  silk  hose. 
Read  Economist. 


2 Investigate  stock  of  graduation 
dresses.     See  if  rompers  and 
play  suits  are  on  order  for  va- 
cation time.    Ask  toilet  goods  buyer 
about  a  sale.    Wonder  what  about 
marabou  capes. 


3 Are    refrigerators    going  and 
have  we  enough?     Ask  about 
preparations   for    August  fur 
sale.     Check   up    delivery  service. 
Has  vacation  schedule  been  made 
out?    Any  demand  for  wash  silks? 


By  Ernest  C.  Hastings 


9 


See  blanket  man  about  August 
sale.  Cheap  china  ought  to  sell 
now  for  summer  use.  Have 
window  put  in  of  things  for  auto 
tourists. 

Try  to  get  some  popular  priced 
sports  h'ats  for  big  Saturday  selling. 


10 


Push  Kodaks  a  little  harder 
and  feature  developing  ser- 
vice. 

Make  final  plans  for  white  shoe 
sale.  Plan  a  drive  on  grass  rugs  and 
porch  furniture. 

A  big  towel  ad.  Change  advertis- 
ing style  for  hot  weather. 


11 


Go    through    stock  rooms. 
Check    overdue    bills  and 
cancel  or  renew  them. 
Investigate     handkerchief  plans 
for  Christmas.  Talk  over  sports  ad. 

Get  up  a  luggage  sale.  Visit  ware- 
houses. 


16 


Parasols  ought  tx>  he  selling. 
See  how  bargain  booths 
have  been  pulling.  Have 
charge  customers  let  up  on  buying. 
Get  slips  ready  for  inventory. 

Investigate  stock  of  summer  piece 
goods. 


17 


Get  July  buying  appropria- 
tions. Check  up  advertising 
expense     by  department. 
Might  try  ad  on  summer  draperies. 

Boys'  wash  suits  ought  to  be  going 
better.  Plan  trip  to  New  York  for 
investigation. 


18 


Push  wash  skirts  and  waists 
little  stronger.  See  how 
silk  sweaters  are  going. 
Talk  to  knit  underwear  buyer  about 
fall  stocks. 

What  per  cent  of  toy  orders  are 
placed  ?  How  is  baby  carriage  stock  ? 
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Have  another  ad  on  bathing 
suits.  Will  blankets  be  here 
for  August  sale?  How  are 
screens  going?  Any  possibility  of 
more  slip-cover  orders?  ■  See  about 
comfortable  stock  for  August  sale. 
When  to  place  curtain  orders  for 
fall. 
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Sale  cushions  for  porches. 
Gingham  dress  sale  for 
girls.  Overall  sale  for  boys. 
Talk  over  woolen  dress  goods  situa- 
tion for  fall.  Can't  laces  and  em- 
broideries be  stimulated?  See  about 
flannels  and  flannelettes. 
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Get  gingham  stock  down. 
Close  out  hammocks  and 
porch  swings.  See  if  still 
plenty  of  sports  hose.  Get  rid  of 
silk  dresses  on  hand  and  secure  ad- 
vance fall  models.  Kimono  sale  for 
travelers.    See  stock  rooms  again. 


4 Book  selling  for  vacation.  Ad- 
en mail  service  to  vacationists. 
Feature  srhall  talking  machines 
for  summer  camps  and  homes.  See 
that  the  bathing  suits  and  acces- 
sories are  properly  displayed. 


6 Check  up  merchandise  on  order, 
in  transit  and  in  marking  room. 
Go  over  mark  ups  and  mark 
downs  of  departments.  Wash  ties 
should  be  selling  now.  Why  not  out- 
door play  things  ad  for  next  week, 
regular  prices? 


13 


Get  in  few  fall  dresses,  suits 
and  coats  at  once.  Have  few 
advance  models  in  millinery. 
Find  out  what  is  wrong  with  cor- 
set department. 

Plan  bungalow  apron  sale.  See 
boss  about  plans  and  prospects  for 
fall. 


14 


Buyers'  meeting.  Tell  them 
to  send  up  July  Clearance 
Sale  items  at  once.  Ask 
that  sign  orders  be  made  out  early. 
Tell  them  of  market  conditions. 
Talk  over  general  plans  for  July. 


r\   House  furnishing  sale  for 
I  I  July   should   go   good,  see 
about  stock.  Shove  refriger- 
ators harder.   Rediuce   wash  goods 
not  moving. 

Neckwear  ought  to  be  selling  bet- 
ter.   Plan  vacation  sale  of  muslin 
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Buyers'  meeting.  Urge  get- 
ting in  of  small  lots  of  fall 
goods  for  prestige.  Insist 
upon  clearing  out  small  lots  and 
clearing  up  orders  in  anticipation  of 
inventory. 

Give  out  buying  limits  for  July. 
Remind  of  clearance  sale. 


28 


Buyers'  meeting.  July 
Clearance  copy  at  once.  Get 
signs  ready.  Talk  to  sales- 
people about  sale.  Give  merchandise 
plan  for  succeeding  days  of  sale. 
Let  buyers  give  views  of  market 
conditions. 


29 


Sporting  and  athletic  goods 
stotk  inspection.  See  sum- 
mer underwear  stocks.  See 
about  big  ad  for  4th  of  July  wear- 
ables. Feature  picnic  things.  An- 
other shot  at  straw  hats.  Read 
Economist. 


7 Have  buyers'  meeting  to  see  if 
July  Clearance  Sale  will  be 
necessary.  Tell  them  to  take 
stock  of  seasonable  merchandise. 
See  if  buyers  have  too  much  help. 
Ask  for  special  eff'orts  in  depart- 
mental sales.  Look  into  fall  price 
possibilities. 


See  if  porch  dresses  are  in 
for  big  sale. 

Art  embroidery  feature  for 
out-door  work.  Have  window  put  in 
of  bathing  suits. 

Make  big  drive  on  remaining  straw 
hats.  How  are  silk  gloves  going? 
Read  Economist. 


Make  own  vacation  plans. 
See  wihat  departmental 
stocks  are  high  and  see  buy- 
ers. Investigate  returns  and  exchang- 
es for  merchandise  faults. 

Tell  educational  department  of 
July  sale  plans.  Auto  veil  stock  too 
small.  Read  Economist. 


3r\  Look  over  Clearance  ad  and 
I  I  check  prices.  Check  up  de- 
partmental business  for 
month.  Mark  down  refrigerators 
that  aren't  selling.  See  window 
plans  for  Clearance  Sale.  See  if 
enough  help  is  provided  for  sale. 
Check  bathing  suit  stock. 


}et  up  ad  on  play  wearables  for  boys  and  girls  during  vacation.  See 
how  many  graduation  dresses  are  left  and  mark  down. 

Cut  coat  prices  to  limit  and  close  out.  Are  any  spring  hats  left  to 
reduce?  Read  Economist. 
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July. 


Straw  hats  must  go  at  once.    Not  so  much  reading  matter  in  ads. 
Check  buyers'  vacation  schedule.    Talk  to  buyer  about  Xmas  jew- 
elry orders.    Plush  coats  for  fur  sale.    Men's  shirt  sale  plan  for 
Cut  down  orders. 
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White  Goods  Business  Will  Expand  in 
Proportion  to  Attention  Given  It 

Lay  Stress  on  Particular  Merits  of  Merchandise  for  Summer  and 
Seek  the  Sale  of  Every  Item— General  Qualities  of  Fabrics  Supply 
Plenty  of  Good  Talking  Points  That  Should  Have  Favorable 

Effect  on  Customer 


How  do  you  view  the  department  you  call 
white  piece  goods?  As  a  division  of 
the  entire  stocks  of  the  store?  As  a 
special  phase  of  the  general  lines  of  white 
goods?    As  a  line  with  certain  season  appeal? 

Any  one  or  all  of  these  divisions  fit  so  far 
as  the  merchandise  goes.  It  can  be  desig- 
nated accurately  by  any  of  the  above  terms. 
And  in  the  course  of  a  year  by  natural  de- 
mand a  certain  volume  will  be  sold  and  a  profit 
made  by  the  department. 

But  when  the  time  comes  to  reach  out  and 
get  more  business,  more  volume,  more  turn- 
over none  of  the  aboVe  terms  is  definite 
enough  for  the  salespeople,  the  sales 
manager,  the  ad  manager,  or  the  win- 
dow display  man  to  work  on.  The  ex- 
pansion of  business  in  a  line  or  de- 
partment calls  for  much  more  than 
increased  sales  per  day  on  the 
part  of  each  salesperson  in  the  de- 
partment. It  calls  for  more  than  an 
additional  percentage  of  turnover. 
Expansion  means  more  outlet  for 
sales;  it  means  giving'the  department 
more  people  to  serve  in  more  ways. 

A  Pointed  Example 

If  you  expand  a  department  you 
enlarge  the  influence  of  its  merchan- 
dise, the  selling  ability  of  every  item 
in  the  department.  Here  is  an  ex- 
ample drawn  from  the  staple  grocery 
business. 

A  bread  manufacturer  can  get  big 
volume  and  corresponding  speed  of  turnover  by 
selling  all  the  grocery  stores  in  a  town  his 
l)rand  of  bread.  He  can  make  a  profit  and  get 
a  return  on  his  investment.  But  suppose  he 
finds  that  it  does  not  require  the  full  capacity 
of  his  ovens  to  serve  all  the 'grocers  in  a  town. 
He  finds  he  could  bake  more  if  there  were  a 
new  channel,  an  additional  one,  for  selling. 
He  counts  the  grocers  who  sell  his  bread. 
There  are  fifty.  Then  he  counts  the  delicates- 
sen shops  where  bread  is  sold  but  not  his. 
There  are  25  of  these.  He  works  his  ovens 
iull  time,  making  enough  additional  bread  to 
serve  the  delicatessen  shops.  What  has  he 
•done?  Increased  volume?  Surely.  Got  a 
bigger  turnover?  Yes,  if  the  stores  sell  all 
the  loaves  of  bread  he  furnishes  them  with. 
Heduced  overhead  in  proportion  to  net  prof- 
its? He  has,  if  his  general  expenses  haven't 
increased  too  much.  He's  done  all  these 
things,  and  something  else.  He  has  expanded 
his  bread  business.  He  has  put  his  product 
where  more  people  can  buy  it. 

Everybody  Eats  Bread 

Bread  is  a  staple  you  know.  Everybody 
eats  it.  Is  the  bread  manufacturer  through 
when  he  adds  the  delicatessen  shop  to  his  out- 
let? No,  not  if  he  is  ingenious.  He  has  an- 
other channel  for  expansion — can  make  an- 
other kind  of  loaf  beside  his  staple  loaf.  He 
can  make  a  fancy  bread,  say,  raisin  bread  for 
the  children.  Both  loaves  are  bread,  one  is 
staple,  the  other  fancy  and  the  50  grocers  and 
:25  delicatessens  can  sell  both.    Provided  of 


By  Guy  Hubbart 

course  the  merits  of  the  bread  have  been  ad- 
vertised properly  to  their  customers  by  good 
salesmanship. 

How  White  Piece  Goods  Can  Expand 

The  analogy  is  good  so  far;  white  piece- 
goods  is  a  staple  seller  with  wide  possibilities 
for  additional  sales  on  fancy  white  piece- 
goods.  The  same  customer  needs  both  and 
buys  both — of  some  store  in  your  town,  may- 
be your  store. 


The  analogy  ends  here  between  bread  and 
white  piece  goods  because  there  is  only  one 
use  for  bread.    People  eat  it.    That  is  all. 

But  white  goods!  There  are  many  uses 
for  it,  there  are  many  merits  in  it,  there  are 
many  kinds  and  more  designs.  And  there  are 
the  things  to  feature  if  you  want  more  busi- 
ness from  more  customers — an  expanded  out- 
let. 

Feature  General  Qualities  of  the  Goods 

In  the  summer  campaign,  whether  in  win- 
dows, ads,  sales  talk  of  salespeople,  feature 
the  points  that  make  white  piece  goods  desir- 
able. 

What  are  the  general  qualities  of  white 
piece  goods  for  summer?  Here  are  some  of 
them:  It  is  white;  it  is  sheer;  it  is  cool;  it  is 
comfortable  and  it  has  a  special  beauty  of  its 
own  aside  from  the  general  beauty  of  any  de- 
sirable fabric. 

All  these  general  qualities  are  worth  fea- 
turing, worth  emphasizing  for  the  simple  rea- 
son that  they  constitute  the  merchandise  or 
store  value  of  the  line. 

Exploit  Specific  Qualities 

What  are  the  specific  qualities  of  white 
piece  goods?  Here  are  several;  it  comes  in  a 
big  variety  of  attractive  designs;  it  is  staple 
goods  of  a  fancy  nature;  it  may  come  in  em- 
broidered designs  and  figured  designs.  All 
these  qualities  can  be  and  should  be  used  to 
attract  customers  to  the  white  piece  goods 
stocks. 


So  much  for  the  general  and  the  specific 
appeal  in  white  piece  goods.  Now  a  word 
about  its  application  to  the  customer's  needs. 

White  piece  goods  goes  with  women's  outer 
apparel  for  summer — dresses,  skirts,  house 
dresses,  waists  and  so  on.  There  is  no  end  to 
the  kinds  of  cool,  charming  outer  garments 
made  of  white  goods. 

No  need  to  more  than  mention  its  use  in 
undergarments. 

Then  there  is  the  use  of  white  goods  in 
children's  garments. 

All  these  things  are  outlined  here  because 
they  are  the  things  that  give  white  goods  its 
selling  value.  It  doesn't  sell  merely 
because  it  is  white  goods  but  because 
of  the  eleven  special  merits  outlined 
above. 

The  Seasoned  Appeal 

White  goods  fit  summer.  It  is 
distinctly  a  summer  commodity. 
Summer  merely  magnifies  the  cus- 
tomer's need  for  white  goods.  You 
can  utilize  the  seasonal  appeal  to  em- 
phasize all  the  other  merits  of  the 
goods  in  your  white  goods  depart- 
ment. You  can  do  it  in  ads,  windows 
and  interior  displays  and  best  of  all 
in  the  mouths  of  salespeople.  Teach 
them  to  talk  of  "white,"  "sheer," 
"cool,"  "crinkly,"  "designs,"  "fancy," 
"embroidered"  and  "figured." 

The  customer  will  listen  because 
those  are  the  words  she  has  in  her 
mind  when  she  begins  to  want  whitegoods. 

Also  they- — the  meaning  of  the  words — are 
the  beginning  of  expanded  business  in  the  de- 
partment. 

Trade  Paper  Editor  Selected 
by  Hoover 

A  business  paper  editor  has  just  been  en- 
gaged by  Secretary  of  Commerce  Hoover  to 
assist  the  Department  in  effecting  a  closer 
contact  with  business. 

The  editor  in  question  is  Fred.  M.  Feiker, 
who  has  been  engaged  in  business  paper 
work  for  the  last  fourteen  years,  and  for  the 
last  six  years  has  been  editor  of  the  Electrical 
World. 

He  is  also  vice-president  of  the  Mc- 
Graw-Hill Co.,  which  publishes  that  paper 
as  well  as  several  other  technical  journals. 
Mr.  Feiker  has  obtained  from  the  McGraw- 
Hill  Co.  a  leave  of  absence  of  several  months 
and  expects  to  begin  his  work  with  Secretary 
Hoover  prior  to  June  1. 


Referring  to  the  illustration  of  sports  wear 
on  page  15  of  the  May  14  issue  of  the  Dry 
Goods  Economist,  attention  is  called  to  the 
fact  that  the  garments  shown  were  made  of 
mohair  crepe,  a  comparatively  new  fabric  in 
sports  wear,  made  by  Lesher,  Whitman  &  Co., 
Inc.  The  garments  were  designed  by  the 
Mayer  Chic  Co. 


Sell  More  White  Goods 


By  featuring  in  every  way  possible  the  general 
qualities  of  white  goods,  such  as  "white,"  "sheer, 
"cool,"    and   empheisize   the   summeriness   of  the 
fabrics. 

By  exploiting  continuously  the  specific  attrac- 
tions of  the  designs — fancy,  embroidered  and  fig- 
ured-— of  all  the  kinds  of  white  goods:  nainsooks, 
long  cloths,  batistes,  Swisses,  voiles,  etc. 

By  emphasizing  the  broad  application  of  white 
goods  for  outer  and  under  apparel  and  for  chil- 
dren's summer  clothing,  not  forgetting  the  delight 
of  home  sewing  with  plenty  of  white  goods  at  hand. 


DRY  GOODS  ECONOMIST,  MAY  28,  1921 


i4 


(Pcno 

Curtains/ and 


Read^^ 
Curtains 


s  • 


1 1>X'  - 


The  always-dependable  "Echo 
Bridge"  line  is  ready  for  the 
Fall  season. 

The  variety  embraces  a  new 
and  complete  selection  of  every- 
thing desirable  in  novelty  cur- 
tains, new  ideas  in  drawn  work, 
flat  and  ruffled  curtains. 

Pon't  fail  to  see  our  Fall  Line. 

Your  time  will  be  well  spent. 

MARTIN  MANUFAC 

Manufacturers  of  Curtains 

BOSTON,  3IASS. 


ECHO  BRIDGE,  NEWTON,  MASS. 


New  York  Salesroom:  353  Fifth  Ave.  | 
(entrance  around  the  corner  on  Thirty-fourth  St.)  q 


NOTED  FOR  ITS  25  ECHOES 
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Return  of  Normal  Purchasing  Power 
Essential  to  Recovery  of  Textiles 

With  Unemployment  General  and  Costs  of  Farm  Products  Low 
Either  Prices  or  Sales  Must  Drop— Prosperity  of  Agricultural  Pop- 
ulation Is  Key  to  General  Business  Situation  —  Advance  in  Certain 
Lines  of  Cotton  Goods  Forecast  for  Fall 


ANYONE  who  is  condemned  to  the  duty 
A\  of  going  about  the  textile  markets 
these  days  collecting  opinions  cannot 
help  pining  to  meet  the  original  gentleman 
who,  in  the  face  of  all  contradiction,  had  the 
courage  to  say:  "Well,  that's  my  story  and 
I'll  stick  to  it."  A  few  days  ago  nearly 
everybody  was  convinced  that  the  fall  mar- 
ket would  be  higher.  At  the  time  this  article 
is  being  written  nearly  everybody  is  con- 
vinced that  the  fall  market  will  be  lower. 
Only  an  authentic  prophet  could  venture  to 
estimate  what  the  general  opinion  will  be 
by  the  time  this  issue  of  the  Economist  is  off 
the  press.  In  the  meantime  the  multiplica- 
tion of  arguments  on  both  sides  of  the  ques- 
tion is  enough  to  give  any  man  brain  fever. 

We  have  already  more  than  once  ex- 
pressed the  opinion  in  these  columns  that 
the  fall  market  on  textiles  would  be  higher 
in  respect  of  the  most  wanted  lines.  That 
is  our  story  and  we  stick  to  it.  But  the  re- 
tailer who  is  too  much  bewildered  by  con- 
flicting arguments  to  accept  any  opinion  can 
comfort  himself  with  the  following  reflec- 
tion: "Well,  after  all,  so  long  as  I  am  not 
heavily  stocked,  what  does  it  matter  to  me 
whether  the  market  goes  up  or  down?  The 
thing  that  matters  to  me  is  whether  I  can 
maintain  a  full  volume  of  business.  And 
the  point  is,  can  I?" 

It  Can't  Be  Done 

The  answer  to  this  point  is  easy  enough. 
It  is  simply  this:  So  long  as  the  majority 
of  workpeople  in  your  city  are  out  of  em- 
ployment, so  long  as  the  farmer  in  your 
territory  must  sell  a  flock  of  sheep  to  buy 
a  suit  of  clothes,  you  cannot.  If  such  a 
situation  continues,  either  prices  or  sales 
must  decline.  This  is  a  proposition  which 
needs  no  proof,  for  the  volume  of  sales  is 
determined  absolutely  by  the  relation  of 
prices  to  purchasing  power. 

The  retailer  can  gage  as  accurately  as 
anybody  else  the  prospects  for  his  own  busi- 
ness. He  cannot  do  more  business  until  the 
price  of  what  he  sells  and  the  earnings  of 
his  customers  are  in  something  like  a  nor- 
mal relationship.  If,  for  example,  the  price 
of  raw  cotton  is  below  the  pre-war  level  and 
the  price  of  textiles  is  50  to  100  per  cent 
above  the  pre-war  level,  it  stands  to  reason 
that  the  cotton  farmer  cannot  buy  textiles 
as  he  normally  would. 

The  Farmer  Holds  the  Key 

And  the  purchasing  power  of  the  indus- 
trial worker  depends  to  a  large  extent  upon 
the  purchasing  power  of  the  farmer.  The 
industries  cannot  live  by  taking  in  one  an- 
other's washing,  so  to  speak.  They  can 
prosper  only  if  the  agricultural  population 
can  buy  their  products.  So  the  condition 
of  the  farmer  is  the  index  to  the  whole  situa- 
tion. When  live  stock,  grain,  cotton  and 
wool  begin  to  move  freely  at  profitable  prices 
we  shall  have  a  really  prosperous  business 
— and  not  before. 


By  W,  D.  Darby 

Which  brings  us  to  the  question:  "Why 
aren't  farm  products  moving  at  profitable 
prices  and  when  will  they  begin  to  do  it?" 
The  answer  to  this  question  has  been  given 
frequently  in  these  columns.  It  may  be  re- 
capitulated briefly  as  follows:  Half  the 
world  has  a  surplus  of  commodities  which 
the  other  half  needs  but  cannot  buy.  The 
reasons  for  this  are,  first,  the  inevitable  con- 
sequence of  the  war;  second,  the  narrow  and 
conflicting  policies  of  European  statesman- 
ship, and,  third,  the  political  upheavals 
resulting  from  the  foregoing.  Put  together 
they  mean  a  collection  of  barriers  blocking 
the  channels  of  international  trade. 

There's  a  Rift  in  the  Lute 

Upon  the  speed  and  completeness  with 
which  these  barriers  are  removed  depends 
the  speed  and  completeness  of  economic  re- 
covery throughout  the  world.  Two  among 
the  chief  of  these  barriers  have  been  to  some 
extent  demolished  by  the  tentative  settle- 
ment of  the  German  reparations  question 
and  the  partial  resumption  of  trade  relations 
between  Russia  and  the  refet  of  the  world. 
Some  improvement  in  the  economic  situation 
is  bound  to  result  from  these  measures  in 
the  near  future. 

But  granted  a  satisfactory  development 
of  the  German  and  Russian  difficulties,  there 
are  other  evils  which  must  be  corrected  be- 
fore full  economic  recovery  can  be  expected. 
They  are  too  many  to  be  enumerated  here. 
By  far  the  most  important  of  them  is  the 
present  tendency  of  all  countries  to  build 
tariff  walls  around  themselves.  In.  this  re- 
spect our  own  country  is  among  the  worst 
sinners. 

Where  Tariffs  Figure 

Nobody  can  deny  the  desirability  of  pro- 
tecting our  industries  against  unfair  or  ruin- 
ous foreign  competition.  But  if  the  ridicu- 
lous Emergency  Tariff  Bill  is  an  index  to 
our  intentions,  then  our  purpose  is  to  shut 
out  foreign  competition  altogether.  And  so 
long  as  we  and  other  countries  continue  to 
do  this  sort  of  thing,  industry,  trade  and 
agriculture  will  languish,  for  there  is  no 
possible  legerdemain  by  which  countries  can 
manage  to  sell  to  one  another  without  buying 
from  one  another. 

It  is  not  our  purpose  to  enter  here  into 
a  disquisition  on  the  tariff  issue.  We  are 
merely  trying  to  arrive  at  some  reasonable 
estimate  of  the  prospects  for  trade  in  tex- 
tiles. These  prospects  depend  upon  the  out- 
look for  business  in  general,  and  it  is  our 
unwavering  conviction  that  there  can  be  no 
really  active  business  prosperity  except  the 
nations  of  the  earth,  and  particularly  our 
own  nation — for  we  are  the  chief  depot  of 
the  world's  supplies— will  frame  their  tar- 
iffs upon  a  basis  of  fair  reciprocity  in  trade. 
As  the  man  said,  we  are  not  arguing  with 
you,  we  are  telling  you. 

And  as  there  is  no  reason  to  hope  for 


a  sane  disposition  of  tariff  policies  in  the 
near  future,  we  may  predict  with  reasonable 
confidence  that,  while  the  solution  of  some 
of  Europe's  major  problems  will  bring  a  con- 
siderable improvement  in  general  business 
next  fall,  the  improvement  will  not  be 
enough  to  get  excited  about.  In  other  words, 
the  retailer  cannot  expect  to  increase  his 
volume  of  business,  except  he  can  offer  very 
much  lower  prices. 

But  prices  are  a  different  story  altogether. 
To  obtain  a  full  distribution  of  manufac- 
tured goods — textiles,  for  example — it  would 
be  necessary  for  them  to  fall  in  price  to 
the  level  of  farm  products.  And  this  is  im- 
possible. It  would  mean  bankruptcy.  Pres- 
ent prices  of  farm  products  are  at  or  below 
the  average  pre-war  level.  Taking  the  av- 
erage pre-war  level  as  the  minimum  working 
basis,  we  must  add  to  it  the  cost  of  the  war, 
which  we  are  paying  in  taxes,  and  the  higher 
cost — amounting  on  the  average  to  more  than 
100  per  cent  over  the  pre-war  cost — of  labor, 
capital,  fuel  and  transportation. 

Farm  Products  Must  Rise 

These  items  can  be  and  in  most  cases  are 
being  gradually  shaded  to  some  extent.  But 
they  could  not  be  suddenly  and  radically 
reduced  without  causing  economic  chaos. 
Therefore,  as  the  price  of  manufactured 
goods  cannot  be  reduced  to  the  level  of  agri- 
cultural products,  the  price  of  agricultural 
products  must  be  raised  to  meet  the  level  of 
manufactured  goods,  if  a  full  distribution  of 
manufactured  goods  is  to  be  secured.  That 
is  clear  enough,  anyhow. 

What  we  actually  expect  to  see  is  a  move- 
ment in  both  directions.  That  is  to  say,  we 
expect  to  see  farm  products  move  up  and 
manufactured  goods  move  down.  The  former 
will  be  the  first  noticeable  result  of  improve- 
ment in  the  general  economic  situation — ob- 
viously so,  since  the  first  demand  from  a 
country  getting  upon  its  feet  is  necessarily 
for  food  and  raw  materials.  This  will  prob- 
ably be  accompanied  by  a  slight  temporary 
advance  in  some  manufactured  goods,  such 
as  textiles,  in  which  a  fair  demand  would 
for  a  time  outstrip  the  supply. 

We  expect  to  see  some  advance  in  the  fall 
on  a  number  of  wanted  textile  lines,  particu- 
larly cotton  goods.  The  reason  for  this  ex- 
pectation we  have  set  forth  in  previous  arti- 
cles and  shall  probably  set  forth  again;  for, 
as  William  Archer  said  of  Shaw,  we  are 
nothing  if  not  explanatory.  It  is  not  the 
prevailing  opinion  of  the  market  just  now. 
But,  as  we  said  before,  it  is  our  story  and 
we  stick  to  it. 


The  Hartman  Pacific  Co.,  44  East  Twenty- 
fifth  Street,  importers  of  hair  nets,  silks 
and  laces,  in  future  will  be  known  as  the 
American  Pacific  Co. 

Mannie  Obermeyer,  manufacturer  of  cos- 
tumes and  dresses,  has  moved  from  147  West 
Thirty-sixth  Street  to  larger  quarters  at  149 
West  Thirty-sixth  Street. 
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^^ILKEN  materials,  as  we  learn  from  the  earliest 
records  of  China  and  other  old  countries  of  the 
Orient,  have  ever  been  symbolical  of  luxury  and  art 
and  beauty  in  dress.  Today,  the  glowing  one-tone 
colorings,  soft  gracefulness  and  gleaming  lustre  of 
Goetz*  All  Silk  Satin  enhance  that  loveliness  in 
modern  apparel. 

Goetz  All  Silk  Satin  is  a  general  favorite  for  all 
satin  needs — evening  gowns,  smart  street  frocks 
blouses,  sport  clothes,  and  petticoats  and  linings 
Beautiful  in  appearance  and  durable  in  weave,  it  is 
economical  as  well  as  lovely. 

Women  ask  for  Goetz  by  name — they  know  by  ex- 
perience that*  it  pays  to  look  for  the  name  "Goetz" 
woven  in  white  in  the  selvage  of  every  yard.  For 
that  name  is  a  guarantee  of  (juality ! 


GOETZ  SILK  MFG.  CO. 

Madison  Ave.  ai  34rn  St. 


New  York 


*"Gets" 


All  §Mk  SalDiB 
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Building  Planned 
on  Co-operative 
Lines 

Thirty  Story  Structure  on  Broadway 
at  36th  St.  to  House  4000 
Retailers  and  Manufacturers 

Plans  are  being  launched  by  the  Buyers 
&  Merchants  Exchange,  Inc.,  for  the  erection 
of  a  thirty  story  building  on  Broadway  be- 
tween 36th  and  37th  Streets  to  house  about 
two  thousand  retailers  and  a  similar  number 
of  out  of  town  manufacturers.  Space  for  re- 
tailers will  be  allotted  according  to  their  re- 
spective requirements,  but  the  space  to  be 
utilized  by  manufacturers  as  showrooms,  will 
be  limited,  from  100  square  feet  to  400  square 
feet. 

It  is  planned  to  have  manufacturers' 
showrooms  representative  of  every  line  of 
merchandise  carried  in  a  department  store 
and  the  location  of  space  will  be  according  to 
a  group  plan,  each  group  including  those 
manufacturers  who  make  similar  lines  of  mer- 
chandise. A  salesmanager  will  be  in  charge 
of  each  line. 

One  of  the  features  planned  is  a  floor 
where  desk  room  will  be  furnished  to  resident 
buyers  who  may  make  their  headquarters  in 
the  building.  This  desk  room  will  be  rented 
by  the  week  or  it  can  be  rented  by  the  year. 

It  is  expected  that  the  building  will  be 
ready  in  1922. 

A.  Seideman,  formerly  identified  with  the 
Nemours  Trading  Corporation,  is  president 
of  the  corporation.  Irving  W.  Frankel  of 
Bernstein  Bros.  &  Rosenthal,  clothing  manu- 
facturers, is  first  vice-president,  and  H.  How- 
ard Babcock,  an  attorney,  is  acting  as  secre- 
tary. 


Declaratory  Judgments 


It  can  readily  be  seen  how  advantageous  it 
would  be  if  a  court  could  be  called  on  to  de- 
cide a  controversy  without  it  being  necessary, 
as  at  present,  to  resort  to  actual  litigation. 
As  a  rule  such  a  "declaratory  judgment"  cannot 
be  rendered,  and  so,  even  if  the  parties  to  a 
controversy  are  willing  and  anxious  to  avoid 
a  suit,  exact  knowledge  as  to  the  legal  aspects 
of  the  case  cannot  be  obtained  until  one  has 
infringed  the  rights  of  another  and  grounds 
have  thus  been  established  for  the  usual  form 
of  legal  proceedings,  with  all  their  expenses 
and  delays. 

A  statute  making  such  "declaratory  judg- 
ments" possible  was  passed  some  time  ago  by 
the  Legislature  of  IMichigan  and  was  declared 
unconstitutional,  on  the  ground  that  it  might 
degrade  judicial  tribunals  into  bureaus  of 
legal  information.  Apparently,  the  Michigan 
jurists  who  passed  on  the  law  felt  that  the 
courts  do  not  exist  for  the  citizens  but  the 
citizens  for  the  courts.  A  law  to  the  same 
end,  however,  recently  passed  by  the  Legisla- 
ture of  Kansas,  is  understood  to  have  avoided 
this  difficulty.  Under  it,  "declaratory  judg- 
ments" are  made  both  possible  and  easy. 

According  to  the  Journal  of  the  American 
Bar  Association,  this  statute  "rests  on  the 
assumption  that  it  is  within  the  province  of 
judicial  power  to  lay  hold  of  a  concrete  con- 
troversy and  make  a  definitive  adjudication  of 
right  in  advance  of  actual  depredation." 

There  is  reason  to  hope,  therefore,  that 
laws  of  similar  character  may  ere  long  be  en- 
acted in  other  Commonwealths. 


Are  You  an  Executive? 

If  so,  here  is  an  opportunity  to  render  a  real  service — by  telling  others 
something  tangible  and  practicjJ  about  the  ways  and  methods  by  which  you 
advanced  to  your  present  position.  *■ 

You  may  be  a  merchant,  or  a  general  manager,  a  merchandise  man,  or 
a  controller.  You  may  be  at  the  head  of  a  receiving  room,  or  of  a  delivery 
department.  Or  you  may  be  managing  and  buying  for  one  or  more  mer- 
chandise departments. 

As  such  you  have  a  story  that  is  well  worth  telling  and  well  worth  reading 
 a  story  that  will  encourage  the  ambitious  or  put  new  life  into  the  laggards. 

Will  you  write  this  story  for  the  benefit  of  the 
Dry  Goods  Economist  subscribers  and  readers? 

All  you  need  is  time,  a  pencil  to  jot  down  your  reminiscences  and  a 
stenographer  to  put  them  in  shape.  We  don't  ask  for  an  article  that  is  finished 
off  from  a  literary  standpoint: — the  Economist's  editorial  department  will  look 
after  that  for  you,  if  necessary.  Just  give  us  the  facts  as  you  would  write  them 
to  a  business  friend.    We  must  have  these  articles  before  July  15,  1921. 

We  know  you  will  regard  such  work  as  a  duty,  a  service  to  yousc  fellow- 
merchants  and  fellow-workers  in  the  retail  store  industry. 

But  in  order  to  make  the  work  more  interesting  and  give  it  a  sporting 
touch  the  Dry  Goods  Economist  offers  prizes  for  the  three  best  articles,  as 
follows : 

1st  prize  $100 

2d  prize     75 

3d  prize   50 

Each  of  the  prize-winning  articles  is  to  be  published  with  the  name  of  its 
author. 

Other  articles,  if  published,  will  appear  without  the  author's  name  unless 
we  receive  his  permission  to  gfive  it. 

In  the  awarding  of  prizes  the  principal  features  taken  into  consideration 
will  be  the  value  of  the  facts  given  in  the  way  of  guidance  and  suggestion  to 
store  personnel  members  who  are  desirous  of  reaching  an  executive  position. 

Prizes  will  be  awarded  by  a  jury  whose  neumes  will  be  announced  later. 

Open  to  All 

This  competition  is  open  to  all,  without  reservation  of  any  kind.  For 
example,  one  need  not  be  an  Economist  subscriber  in  order  to  compete. 
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The  "FERSTRONG"  Brand  is  a  guarantee  of 
high  and  uniform  quality  which  is  maintained 
in  all  repeat  business,  all  "Ferstrong"  materials 
being  made  of  the  finest  and  purest  cotton  that 
the  world  produces. 

These  materials  are  unrivaled  for  making  up 
ladies'  and  children's  underwear,  blouses, 
jumpers,  camisoles  and  all  kinds  of  dainty 
garments. 

In  appearance  they  are  equal  to  silk — in 
hygienic  properties  they  are  superior  to  silk,  as 
they  improve  after  washing. 

Their  economy  is  proved  by  their  durability. 

Here  are  a  jew  Fer strong  Lines: 

FERSTRONG  196.  White  Cambric,  40  inches 
wide,  white  as  snow,  soft  as  silk.  Stamped 
FERSTRONG  196  every  two  yards  on 
the  selvedge. 

FERSTRONG  HALCYON.  Dyed  Cambric, 
40  inches  wide,  in  different  dainty  shades. 
Stamped  FERSTRONG  HALCYON 
every  two  yards  on  the  selvedge. 

CREPE-DE-FERSTRONG,  247— instead  of 
Crepe  de  Chine.  39  inches  wide,  in  a 
variety  of  dainty  shades.  Stamped 
CREPE-DE-FERSTRONG  every  two 
yards  on  the  selvedge. 

FERSTRONG  CREPE-DE-LUXE.  39 
inches  wide.  Stamped  CREPE-DE- 
LUXE every  two  yards  on  the  selvedge. 

Above  are  sold  in  lengths  of  about  40,  20  and 
10  yard  pieces.  None  genuine  without  selvedge 
stamps  as  described  above. 

Write  to  Messrs.  G.  Armstrong  &  Company, 
52/54  Faulkner  Street,  Manchester,  England, 
for  free  patterns  and  Shade  Cards,  also  prices 
and  full  information. 
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Greater  Freedom  For  Capital 
Held  Necessary  to  Prosperity 

Present  Taxation  System  Burdens  Business  and  Creates 
Unemployment — Turnover    Levy   is   Only   One  Sound 
Means  of  Raising  Revenue,  Banker  Writes 

By  Jules  S,  Bache 


THE  free  employment  of  capital  in  indus- 
trial development  is  so  essential  to  the 
well-being  of  every  individual  in  the 
country,  and  is  so  surely  the  one  thing  which 
must  be  operating  in  order  to  make  the  coun- 
try generally  prosperous,  that  it  is  well,  in  a 
time  of  readjustment  and  of  more  or  less  de- 
pression, like  the  present,  to  find  out  whether 
or  not  capital  is  so  operating — that  is,  is  free 
to  invest;  and  if  not,  why  not? 

The  basic  situation  in  this  country  other- 
wise is,  in  nearly  all  particulars,  ideal  for 
great  prosperity. 

Food  Is  Plentiful 

Agricultural  products  last  year  were  above 
the  average,  and  the  promise  this  year  is 
good.  We  have  had  no  failures  of  crops,  no 
famine,  and  food  in  abundance.  The  Amer- 
ican farms  could  almost  feed  and  clothe  the 
world. 

Our  transportation  facilities,  crippled  by 
war  administration,  are  assured  in  their  pros- 
pects, in  the  long  run.  Only  one  thing  is 
needed — billions  of  capital. 

Our  banking  facilities,  resources  and  sys- 
tem are  more  complete  than  any  in  the  world. 

Business  ability  of  a  superior  character- 
superior  in  organization  and  management 
throughout  the  world — is  part  of  our  equip- 
ment. 

Labor  is  the  most  intelligent  and  highly 
skilled  in  the  world.  And,  last  of  all,  capital 
is  here  awaiting  safe  investment. 

All  the  elements  of  great  possibilities  in 
production  are  present,  but  capital,  as  Con- 
gressman Fess  says,  "Is  loaded  down  with 
deadening  handicaps." 

Capital  Is  the  Power 

Capital  is  the  power  and  labor  is  the  ma- 
chinery of  the  country's  great  industrial  or- 
ganization. If  you  deaden  and  destroy  the 
power,  the  wheels  will  not  go  around,  and  un- 
employment and  distress  will  spread  abroad 
as  they  are  now  doing. 

Because,  directly  due  to  our  present  vicious 
taxing  system,  capital  is  seeking  refuge 
against  the  dangers  and  uncertainties  of  pro- 
ductive industry,  and  labor  is  going  out  of 
employment. 

All  this  must  be  corrected.  We  see  the  con- 
dition. We  see  the  cause.  And  we  know  the 
remedy.  But  the  politicians  have  confused 
the  issue. 

Taxation  Hits  Business 

They  all  admit  that  the  Excess  Profits 
Tax  is  dwindling,  that  the  surtaxes  will  yield 
less  and  less,  because  of  investment  in  non- 
taxable securities;  that  the  whole  system  of 
taxation,  which  was  gotten  up  by  experts,  is 
throttling  business,  preventing  the  sale  and 
transfer  of  property,  and  driving  capital  into 
non-taxable  investments. 

The  arguments  of  the  legislators  is  purely 
Dolitical  expediency;  the  demagogic  cry 
against  unloading  the  burden,  now  theoreti- 
cally placed  on  the  shoulders  of  the  rich,  on 
to  those  of  the  working  population  of  the 
United  States. 

All  of  the  people  are  paying  the  taxes,  but 


they  are  paying  them  in  sums  vastly  greater 
than  the  Treasury  of  the  United  States  is 
collecting. 

Honest  in  Application 

The  Sales  Tax,  if  enacted  and  placed  on  the 
statute  books  of  the  United  States,  will,  with 
exception  of  the  sums  of  money  raised  through 
customs  duties  and  the  tobacco  taxes,  be  the 
only  honest  tax,  in  its  application  and  its  re- 
sults, that  we  have  on  these  statute  books. 

It  will  be  honest  because  every  cent  col- 
lected under  it  will  go  to  the  United  States 
Treasury,  and,  above  all,  because  it  states  in 
its  initiation  that  it  is  a  consumption  tax,  pure 
and  simple,  paid  in  totality  by  the  ultimate 
consumer,  while  the  other  taxes  are  consump- 
tion taxes,  thinly  or  wholly  disguised,  but, 
nevertheless,  consumption  taxes  posing  as 
something  else. 

Mellon  Stands  Pat 

Secretary  of  the  Treasury  Mellon  has 
bowed  to  the  all-pervading  expediency  which 
party  imposes  on  its  adherents.  He  has  waived 
his  sound  business  judgment.  He  leaves  the 
Sales  Tax  open  for  the  Administration  to  sup- 
port later,  without  being  subject  to  criticism 


Economist   Correspondence,    Atlanta,  Ga. 

A  particularly  clear  and  convincing  view 
of  the  attitude  of  the  bankers  in  the  South 
toward  the  cotton  situation  may  be  obtained 
from  the  results  of  a  questionnaire  sent  to 
every  bank  in  Georgia  by  the  president  of  the 
Georgia  Bankers'  Association.  At  the  recent 
joint  meeting  of  this  organization  with  the 
Country  Bankers'  Association  accurate  data 
was  forthcoming  to  substantiate  all  that  has 
been  said  in  regard  to  acreage  reduction. 

The  chief  points  made  are  that  cotton 
acreage  actually  is  being  cut  down,  more  food 
crops  are  being  raised,  less  fertilizer  bought 
and  a  large  part  of  last  year's  crop  held  for 
a  better  price. 

Farmers  Want  More  Money 

Eeplies  to  the  questionnaire  were  received 
from  practically  every  county  in  the  State. 
The  replies  are,  of  course,  for  Georgia  only; 
but  it  is  believed  they  represent  the  facts 
through  most  if  not  all  of  the  cotton  belt. 

It  is  evident  that  the  farmers  are  holding 
out  for  a  higher  price,  but  what  it  is  was 
not  definitely  established.  Seventy-three  re- 
plies said  the  average  price  held  for  is  18.87 
cents,  with  105  growers  just  hanging  on  with 
no  particular  figure  in  mind.  It  was  estab- 
lished that  51.5  per  cent  of  last  season's  crop 
is  held,  of  which  33.5  per  cent  will  grade  un- 
der middling. 

Won't  Advance  Loans 

A  big  majority  of  replies  said  that  lien 
merchants  are  unable  to  carry  farmers  through 


of  reversal  of  policy.  And  to  fill  the  gap  in 
revenue  which  he  clearly  recognizes  has  to  be 
filled,  he  proposes  to  perpetuate  the  confusion, 
uncertainty  and  inequality  of  the  present 
taxes,  leaving  capital  loaded  down  still  with 
the  deadening  handicaps  which  hamstring  the 
freedom  of  investment. 

We  must  raise  at  least  two  billions  of  dol- 
krs  more  than  the  income  taxes  will  produce, 
and  where  are  these  two  billions  coming  from? 
They  are  coming  from  either  a  sales  tax,  which 
will  distribute  the  load  equitably,  fairly  and 
lightly  on  the  shoulders  of  all  of  the  popula- 
tion, or  from  sales  taxes  which  will  be  levied 
harum-scarum,  and  in  greater  proportion  on 
the  working  man  than  on  the  rich  man. 

A  Misleading  Idea 

The  conception  that  the  Turnover  Sales 
Tax  will  have  an  adverse  political  effect  is  a 
false  one.  Some  Congressmen  feel  that  it 
would  hurt  the  party,  because  that  party  would 
be  charged  with  taking  the  taxes  from  the 
rich  and  putting  them  on  to  the  poor. 

Such  claims  have  also  been  made  in  the 
past  in  regard  to  the  tariff.  But  in  point  of 
fact  the  Department  of  Justice  has  estimated 
that  pyramided  taxes  have  added  23.2  per  cent 
to  the  price  to  the  consumer.  The  Taxation 
Committee  of  the  National  Retail  Dry  Goods 
Association  has  published  the  statement  that 
every  dollar  spent  by  the  consumer  pays  for 
75  cents'  worth  of  merchandise  and  25  cents' 
worth  of  pyramided  profits  taxes. 

As  it  is  admitted  even  by  those  unfavor- 
able to  the  Sales  Tax  that  the  loading  on 
commodities  and  merchandise  by  the  1  per 
cent  Sales  Tax  would  average  an  addition  of 
only  21/2  to  3  per  cent  to  prices,  it  would  really' 
work  out  as  a  change  of  20  per  cent  in  favor 
of  the  ultimate  consumer,  rich  and  poor  alike. 


without  the  help  of  banks.  They  also  made 
it  clear  that  loans  will  not  be  made,  in  a 
great  many  instances,  against  the  1921  crop 
in  cases  where  farmers  owe  the  banks  money. 
Others  said  they  would  give  limited  assist- 
ance. 

Almost  half  the  banks  said  they  would  not 
lend  money  for  growing  cotton  this  year,  and 
most  of  the  rest  agreed  on  a  limited  amount 
of  loans  in  cases  where  cotton  acreage  is  re- 
duced in  favor  of  foodstuffs.  The  average 
reduction  wanted  by  the  banks  is  45.2  per 
cent,  while  the  average  estimated  reduction  to 
be  expected  is  39.9  per  cent.  Very  few  will 
loan  money  to  buy  fertilizer,  and  the  average 
amount  of  commercial  fertilizer  to  be  used  as 
against  last  year's  amount  is  38.3  per  cent. 

There  is  no  doubt  that  bankers  are  wor- 
ried over  the  large  carry-over,  estimated  at 
between  eight  and  nine  million  pounds,  and 
the  intangibility  of  growers'  ideas  of  the  price 
they  will  take  for  it.  This  uncertainty  is  of 
necessity  unsettling.  However,  it  is  believed 
that  in  a  few  months'  time  things  will 
straighten  out.  Public  officials  are  urging 
farmers  to  hold  on  for  at  least  sixty  days 
longer,  as  the  certainty  of  a  short  crop  to 
come  is  practically  established  and  the  growers 
will  be  assured  of  something  like  an  even 
break  on  the  carry-over  and  a  profit,  though 
perhaps  a  small  one,  on  the  new  crop. 


The  Hoycraft  Manufacturing  Co.,  toy 
makers,  formerly  at  150  West  Fifty-seventh 
Street,  has  moved  to  new  offices  at  120  West 
Thirty-second  Street. 


Southern  Farmers  Replace  Cotton 
With  Food  Crops,  Bankers  Assert 
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CARRY  A  FULL  LINE 

OF  APRON  STYLES! 

They  offer  Variety,  Utility  and  Economy  with  an  opportunity 
for  Quick  Turn-over  and  Generous  Profit 


0266. 


1266 — Oop  made  of  or- 
gandie, elastic  adjustment 
per  doz.  net  $4,50 

1228 — Collar  and  cuff  set 
made  of  pearl  cloth  per 
doz.  sets,  net   $4.75 

182 — Dorothv  Dean  apron 
made  of  cretonne,  assorted 
colors,  per  doz.  net. 

$8.75 

722 —  Uniform,  made  of 
Amoakeag  blue  chamhray, 
waist  and  skirt  pockets, 
two-intone  collar,  4-6«<- 
ton  sleeve,  sizes  34  to  46. 
per  doz.  net  $27.00 

B458 — A  p  r  0  n  ,  pinning 
bib,  made  of  dotted  swiss, 
trimmed  with  rickrack 
braid,  per  doz.  ne<".$8.25 

1448 —  Cap  to  match 
above,  per  doz.  reet.$2.75 

1449 —  Collar  and  cuff  set 
to  match  above,  per  doz. 
net  $6.50 

723 —  Uniform  made  of 
black  poplin,  4-6  utton 
sleeve,  wnist  and  skirt 
pockets,   sizes   34    tn  46. 

>  per  doz.  net   .$.39.00 


A  Complete  Line 

from 
$2.00  to  $20.00 


1248 — Maid's  frilled  cap 
with  tie-strings,  hemstitcli- 
ed,  made  of  dotted  swise, 
per  doz.   net  $4.25 

1263 — Collar  and  cuff  set, 
hemstitched,  made  of  dot- 
ted Swiss,  per  doz.  sets, 
neit  $4.25 

B545 — Apron  of  dotted 
Swiss,  with  straps,  large 
scallops  per  doz.  net. 

$11.00 

796 — Uniform  of  grey 
poplin,  ^-button  sleeve, 
with  waist  and  skirt  pock- 
ets, sizes  34  to  46,  in- 
cluding collar  and  cuff  set. 
per  doz.   net  $.39.00 

12.54 — Cap  made  of  per- 
cale with  scalloped  front 
and  elastic  adjustment, 
pink,  blue  and  lavender, 
per  doz.   net  $2.2.' 

B137 — Apron  made  of 
percale.  Cape  Cod  style, 
pink,  blue  and  lavender, 
per  doz.  net  $8.7.5 

742. — Uniform,  made  of 
Amoskeag  blue  and  white 
stripe,  with  two-in-one 
collar.  4-buff07i  sleeve, 
waist  and  skirt  pockets, 
sizes  34  to  46.  per  doz. 
net  $27.00 


Terms  2%   lO  days. 
TVet  30  Hays. 


EVERY  APRON 
LOCK- STITCHED 


APRONS 


Are  made  by  the  largest  manufacturer  of  aprons  in  the  world. 

For  twenty -three  years,  Dean  aprons  have  been  sold  without 
road  salesmen.  Merchants  throughout  the  country  have  rec- 
ognized that  quality  merchandise,  made  up  to  the  best 
standard  and  at '  under-the-market"  prices,  need  no  salesmen 
to  push  them.  These  qualities  in  Dean  merchandise  are  more 
evident  and  more  important  to-day  than  ever  before. 

WRITE  NOW  FOR  SAMPLE  ASSORTMENT 
The  W.  H.  DEAN  CO.,  45  East  17th  St.,  New  York  City 

Mfrs.  of  Aprons,  Maids'  and  Nurses'  Uniforms,  Caps,  etc. 
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Half  a  World 
Contributed  These 
Window  Displays  of 
Women's  Garments, 
Accessories  and 
Dress  Materials 


Above — A  windoiv  recently  entered  by  S el- 
fridge  &  Co.,  Ltd.,  London,  England,  in  the 
International  Advertising  Exhibition  Competi- 
tion. Laces  were  featured  in  the  display.  The 
two  figures  were  draped  with  silver  lace  flounc- 
ings  over  tissue  and  exhibited  goimis  suitable 
for  evening  wear.  The  laces  and  insertions  at 
the  left  ivere  draped  over  pale  yellow  silk.  The 
cushions,  fans,  shoes  and  stockings  were  of 
pale  mauve.  The  dresses  were  supported  on 
the  figures  by  straps  of  pearls. 


At  left— An  attractive  display  of  sport  silks 
by  A.  H.  Kagey,  display  manager  for  Mandel 
Bros.,  Chcago,  III.  The  background  was  a 
painted  drop  set  in  front  of  the  permanent 
background  which  is  of  Caen  stone.  The  silks 
are  draped  over  a  chair  and  also  over  two  T 
stands.  The  hats,  skirts  and  parasol  are  made 
of  the  silk  on  display 


Below — An  effective  window  without  the  use 
of  any  specially  constructed  or  elaborate  back- 
grounds or  settings.  The  background  is  of 
ivory  finish.  The  stands  were  finished  in  green. 
The  marble  statue  is  set  in  an  imitation  marble 
niche.  A  good  example  of  the  unit  display 
idea.  Display  by  R.  L.  Mollis,  display  man- 
ager, Ville  dc  Paris,  Los  Angeles,  Cal. 
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Bush  Terminal  Sales  Building 

"VKAere  Merchants  and  Store  Buyers  Congregate" 
130  West  42nd  St.,  East  of  Broadway,  New  York 

60  Lines  of  Women's  and  Misses' 
Ready-to-Wear 


In  visiting  the  market  for  your  fall  buying,  you 
will  save  time,  money  and  energy,  and  secure  most  sat- 
isfying merchandise  by  starting  as  your  first  call  with 
the  Bush  Terminal  Sales  Building. 

You  will  find,  among  the  lines  of  the  sixty  manu- 
facturers represented,  the  output  of  many  of  the  best 
factories  in  New  York,  Chicago,  St.  Louis,  Philadelphia, 
Baltimore  and  other  cities.  These  manufacturers  are 
leaders  in  the  class  of  merchandise  they  produce  and  the 
only  place  in  New  York  where  many  of  these  special 
lines  can  be  seen  is  the  Bush  Terminal  Sales  Building, 

You  can  survey  in  a  single  visit  the  best  in  the 
market,  compare  qualities  and  prices  at  close  range  and 
place  your  orders  at  the  manufacturers'  best  prices  and 
terms. 

You  deal  direct  with  the  manufacturer  when  you 
purchase  through  the  Bush  Terminal  Sales  Building. 


Manufacturers  Represented  on  the  Seventh 
Floor  of  the  Bush  Terminal  Sales  Building 


SUITS 


S.  Altholz  &  Co. 

Berman,  Baer  &  Brail 

B.  Kirshbaum  &  Co. 

A.  Love  &  Co. 

Selzer  Garment  Co. 

Silansky,  Berger  &  DeHaan 

PETTICOATS  & 
BLOOMERS 

Beder  &  Beder 

Flo-Flo  Silk  Undergarment  Co. 

Novelty  Art  Lingerie  Co. 

E.  G.  Murray  Co.,  Inc. 

Perfection  Garment  Co. 

.Sopkin  Brothers 

Star  Silk  Undergarment  Co. 

Sterne  &  Klein  Co. 

APRONS 

The  Bungalow  Apron  Co. 
Perfection  Garment  Co. 
.Sopkin  Brothers 

BATHROBES 

The  Brownie  Corporation 


COATS 

Berman,  Baer  &  Brail 
B.  Kirshbaum  &  Co. 
Selzer  Garment  Co. 
Silansky-Berger  &  DeHaan 
S.  Goldin  &  Co.,  Inc. 

WAISTS 

The  Amermaid  Mfg.  Co. 
Amin  Beder  &  Co. 
The  Hirsch-Strauss  Co. 
La  Vogue  Waist  Co. 
Max  G.  Wertheim  Co. 
Leberman,  Goldberg  &  Dorf- 
man 

The  Maxine  Mfg.  Co. 
S.  L.  Munson  Co. 
Priest  &  Reiss 
The  Riverton  Mfg.  Co, 
Rothman  Bros. 

NEGLIGEES 

George  Fadool 
Oriental  Negligee  Mfg.  Co. 
.Star  .Silk  Undergarment  Co. 
J.  C.  Tudor  &  Co. 

BRASSIERES 

B.  M.  Cohen  &  Co. 


DRESSES 

Berman,  Baer  &  Brail 
The  Hilf  Costume  Co. 
La  Grand  Costume  Co. 
Meyer  Bosniak 
A.  Meyer  v 
Paris  Skirt  Co. 
Scharfmaii  Bros. 
Wilkin  &  Weiss 
Wonder  Dress  Co. 


UNDERWEAR 

Reder  &  Beder 

Flo-Flo  Silk  Undergarment  Co. 

G.  H.  &  E.  Freydberg 

Novelty  Art  Lingerie  Co. 

Perfection  Garment  Co. 

Richmond  Mfg.  Co. 

Star  Silk  Undergarment  Co. 


BOUDOIR  CAPS 
&  ACCESSORIES 

G.  H.  &  E.  Freydberg 
J.  L.  Obertop  Co. 
Charmant  Novelte  Co. 


SKIRTS 

M.  L.  Bloom  &  Co. 
Frelich  Suit  &  Skirt  Co. 
The  Finkelstein  Skirt  Co. 
Kane  Skirt  Co.  ' 
A.  Love  &  Co. 
H.  Pollack  &  Sons 
Selzer  Garment  Co. 
Star  Skirt  Co. 


SWEATERS  & 
KNIT  GOODS 

Branley  Knitting  Company 
Columbia  Knitting  &  Mfg.  Co. 
Navy  Knitting  Mills,  Inc. 
Sunset  Sweater  Co.,  Inc. 


HOUSE  DRESSES 

The  Brownie  Corporation 
The  Elias  &  Lowenstein  Co. 
L.  Harris  &  Co. 
Moss-Strauss  Mfg.  Co. 
Perfection  Garment  Co. 


Ready  to  Wear  Division 


7th  Floor 


W.  J.  Jennings,  Division  Manager 


BUSH  TERMINAL  SALES  BUILDING 


130  West  42nd  Street, 


Just  east  of  Broadv^ay, 


New^  York 
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Frocks  abtyrobriate  for  morning  afternoon  and  evening  wear  displayed  by  B.  Altman  &  Co.  at  a  recent  fashion  shotv  given  at  Columbia  Uni- 

versUv  tr  the  PuZ^^^^  akH^g  students  to  choose  their  wardrobes  judiciously.    From  left  to  right  is  showu-First  a  dress_  of  brown  knitted 

fabric 'tfinm  ed  S^^^  orange,  tricolette  and  silk  cross-stitching;  second-a  dainty  red  and  white  checked  gingham  trunnied  y^hitj 

linuf    ThTthirdLdel  is  a  dress  suitable  for  sports  or  school,  made    of  heather  tweed  and  bound  mith  grosgrain  ribbon.    It  is  worn  with  sepa- 

^iZ  bJuses  andTspe  iah  dc  i  abl    fTcol^^^^^^^  use  as  the  blouse  may  be  changed  often.    The  fourth  frock  of  imported  printed  sfeen  was 

Stores  and  Educational  Institutions  Unite  to  Show 

The  Young  Idea  How  to  Dress 


Development  of  Better 
portance — B.  Altman  & 

FASHION  experts  complain  that  women 
do  not  know  how  to  dress.    The  sad  part 
of  this  statement  is  that  it  is  true,  but 
who  is  to  blame? 

The  majority  of  women  today  are  de- 
pendent upon  retail  shops  for  their  apparel 
and  merchants  must  sell  them  the  proper  gar- 
ments for  any  and  all  occasions. 

Few  merchants  realize  their  responsibili- 
ties when  it  comes  to  dressing  the  general 
public.  When  making  a  sale  little  importance 
is  placed  upon  the  effect  garments  will  have 
upon  their  wearers.  The  primary  idea  is  to 
sell  the  merchandise. 

This  of  course  is  not  true  with  all  mer- 
chants. Many  up-to-date  stores  insist  upon 
their  salesgirls  understanding  the  fundamen- 
tal principles  of  correct  dressing  and  realizing 
the  importance  of  selling  only  the  correct  gar- 
ment to  the  individual. 

The  Difficulties  of  Education 

But  it  is  a  difficult  proposition  to  take  in- 
experienced salespeople  and  train  them  in  a 
short  time  to  understand  the  principles  of 
line,  color  and  design  in  relation  to  clothes  in 
order  to  sell  the  correct  garment  to  the  in- 
dividual. For  this  reason  the  merchant  has 
devised  other  ways  whereby  he  can  influence 
people  directly  and  by  so  doing  educate  them 
to  buy  advantageously. 

One  of  the  channels  through  which  this 
problem  has  been  successfully  developed  is 


Taste  in  the  Matter  of  Apparel  Regarded  as  of  Prime  Im- 
Co.,  Aid  Instructors  Directing  Clothing  Classes  at  Columbia 


the  clothing  department  of  schools  and  uni- 
versities. 

Thousands  of  women  pass  through  these 
institutions  every  year  and  the  knowledge  so 
gained  has  a  direct  bearing  upon  their  private 
life  as  well  as  upon  other  individuals  with 
whom  they  come  in  contact  in  later  years.  If 
they  are  correctly  guided  and  their  artistic 
sense  developed  in  matters  of  dress,  they  are 
bound  to  be  able  to  buy  intelligently. 

Development  of  Taste  Sought 

These  facts  are  understood  by  modern 
merchants  and  now  they  are  working  in  close 
co-operation  with  educational  institutions  in 
developing  "taste"  in  the  American  woman. 

Mr.  Klein,  vice-president  of  B.  Altman  & 
Co.,  is  one  of  these  men  who  realizes  the  great 
aid  the  modern  retail  store  can  be  to  the  in- 
dividual, through  the  medium  of  educational 
institutions.  He  has  aided  the  younger  gen- 
eration in  developing  "cloth  sense"  by  loan- 
ing garments  for  display  in  the  clothing 
classes  of  the  Household  Arts  Department  of 
Columbia  University. 

Instructors  of  these  classes  have  full  per- 
mission to  order  from  Altman's  anything  in 
the  way  of  materials  or  garments  to  be  used 
for  demonstration  purposes.  In  this  way  mer- 
chandise is  discussed,  the  store  is  advertised 
and  many  sales,  are  made  as  a  result  of  the 
courtesy  extended. 

Such  advertising  pays  well,  for  students 


attending  these  classes  come  from  all  parts 
of  the  country  and  the  name  of  Altman's 
travels  back  home  with  them.  Their  friends 
hear  of  it  and  when  in  New  York  they  visit 
the  store. 

One  of  the  most  successful  methods  of  co- 
operation between  the  school  and  the  store 
has  been  through  fashion  shows.  At  the  clos- 
ing of  each  school  year  the  clothing  depart- 
ment has  staged  a  style  show  for  the  purpose 
of  demonstrating  to  the  students  the  correct 
clothes  that  a  college  girl  should  wear. 

Students  Act  as  Manikins 

This  year  Altman's  provided  all  of  the 
garments  shown  outside  of  those  made  in  the 
clothing  classes.  The  auditorium  of  the 
school  was  the  scene  of  the  show  and  all 
classes  were  dismissed  to  attend.  Students 
acted  as  manikins  and  as  many  as  thirty  cos- 
tumes were  shown. 

The  introduction  of  these  mannikins  was 
carried  out  in  a  business  like  manner.  The 
stage  represented  the  dress  department  of  a 
store  and  a  college  girl  and  her  mother  came 
in  to  buy  a  suitable  wardrobe.  Each  dress 
was  presented  and  the  price  quoted  and  it  de- 
veloped at  the  end  of  the  fashion  show  that 
several  orders  were  actually  taken  for  the 
garments  displayed.  But  the  greatest  benefit 
derived  from  such  a  show  was  the  publicity 
and  word  of  mouth  advertising  rather  than 
the  actual  sales  made. 
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LI  B  E  R  T  Y 

FLANNELETTE  NIGHTWEAR 


IV omens,  J uniors   and  Girls  Nightgowns 
and  Pajamas,  and  Children's 
Sleeping  Garments 

The  1921  Fall  line  of  women's  and  children's 
Liberty  Nightwear  now  ready,  excels  any  we  have 
produced  in  our  1 8  years  of  Flannelettewear  spe- 
cialization. 

Our  exclusive  flannelette  cloths  this  year  provide 
a  more  than  usual  Liberty  quality  and  wide  choice 
of  tasteful  patterns. 

And  especially  distinctive  trimmings,  fine  work- 
manship and  liberal  dimensions  impel  genuine  ad- 
miration for  these  nightgarments. 

■  We  specialize  in  Flannelettewear 
—EXCLUSIVELY 

LIBERTY  MANUFACTURING  CO. 

205-219  E.  Lombard  Street — 100-104  South  Street 

Baltimore,  Md. 


Illlllljll^l^lllllllllj^ 
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Paris  Couturiers  Pin  Faith  in 
Three-Piece  Suit  for  Winter 


Jenny  Exhibits  Wide  Variety  of  Early  Season  Models  —  Little 
Change  in  Line  Indicated— Braidings  and  Stitchings  Featured  on 
Cloth  and  Velvet  Dresses — Long  Spangled  Fringe  Ornaments  Con- 
spicuous 


JENNY  has  this  year  prepared  an  unusu- 
ally large  collection  for  the  mid-season 
buyers  of  advanced  vs^inter  models. 
All  types  of  garments  are  represented, 
namely,  skirt  and  jacket  suits,  coat  and  dress 
suits,  separate  coats,  dressy  three-piece  cape 
costumes,  evening  dresses  and  evening  wraps. 

There  is  little  or  no  change  in  line.  The 
slim  silhouette  is  continued  while  the  waist 
line  is  placed  either  at  the  hips  or  at  the  nor- 
mal, preference  generally  being  given  to  the 
waist  at  the  hips. 

Long   sleeves,   enormously  wide   at  the 
wrist,  are  featured  in 
jackets    and  in 
dresses. 

One-sided  treat- 
ments are  favored, 
an  irregular  line  at 
the  bottom  is  the  pro- 
nounced feature  of 
jackets,  coats,  capes 
and  house  dresses. 

T  h  r  e  e-piece  cos- 
tumes  take  prece- 
dence over  skirt  and 
jacket  costumes  These 
are  featured  with 
jackets  in  all  lengths, 
from  short  circular 
jackets  which  just 
cover  the  hips,  to 
long  coats  reaching 
to  within  an  inch  or 
so  of  the  dress  skirt. 

Belted  jackets  and 
jackets  without  belts, 
but  with  the  fullness 
nipped  in  at  the 
waist,  are  featured. 
Other  jackets  built 
on  the  loose,  box  coat 
cut  on  ample  lines 
with  sleeves  set  in  at 
a  deep  arm  hole,  and 
with  wide  belt  mold- 
ing the  figure  at  hips 
are  still  well  repre- 
sented. Wide  shawl  collars  of  fur  and  of 
plush  are  featured  on  both  jackets  and  coats. 

Suit  Skirts  Are  Short 

Suit  skirts  generally  are  both  short  and 
scant.  They  measure  from  10  to  12  inches  off 
the  ground,  and  from  one  yard  and  a  quarter 
to  one  yard  and  a  half  in  width.  The  move- 
ment in  skirts  is  entirely  from  the  side  across 
the  front.  A  slight  fullness  is  allowed  over 
the  hips,  but  the  backs  are  perfectly  flat. 
Panelled  effects  are  still  strongly  emphasized. 

Two  fabric  and  two-color  combinations 
are  conspicuous  in  dresses. 

Braidings  and  stitchings  are  extensively 
used  on  cloth  or  on  velvet  costumes.  Fur  also 
is  used  to  some  extent  both  on  jackets  and  on 
coat  dresses.  White  caracul,  gray  astrachan 
and  black  fox  are  the  leading  pelts. 

Three-piece  dressy  velvet  costumes  are 
featured  either  with  long  jackets  or  with 
full   circular  capes.     Odd  combinations  of 


Paris  Office  of  the  Dry  Goods  Economist 
2,  Rue  des  Italiens 

plush  and  of  velvet  are  featured  in  several  of 
the  coat  models  which  for  the  most  part  are 
beltless,  and  are  built  on  full  ample  lines. 

Black  satin  coats  and  three-piece  black 
satin  cape  costumes  are  a  marked  note.  The 
satin  used  is  of  heavy  quality  on  the  order 
of  duchess. 

Three-piece  cape  costumes  in  colored 
velvet  for  evening  wear  are  also  well  repre- 
sented.   The  dresses  of  these  costumes  are 


Pliotographs  from  Paris  office  of  tlie  Hconomist. 

Paris  continues  to  advocate  the  use  of  capes  for  day  wear.  A  hint  of  the  wide  variety  seen  in  the 
French  capital  is  noted  above.  At  the  left  is  a  cape  in  Scotch  plaided  blanket  cloth  from  Bernard. 
Left  center  is  a  wool  velour  coat  trimmed  with  fringe  from  Worth.  Center  right — black  crepe  de 
Chine  trimmed  with  caracul  is  modeled  into  a  full  length  cape.  At  the  right  is  a  Lanvm  cape  coat 
in  bold  black  and  white  check  cheviot. 

draped  on  the  simple  lines  of  the  old  Roman 
vestal  virgin  costumes.  The  capes  are  cut  cir- 
cular, are  full  and  very  long,  and  of  irregular 
line  at  the  bottom.  Frequently  they  touch  the 
ground  at  the  back,  or  extend  in  deep  points 
just  clearing  the  ground  at  either  side.  Be- 
ing of  very  simple  cut,  much  ingenuity  is 
expended  on  the  linings  which  are  in  a  con- 
trasting color  to  the  cape,  and  are  usually  em- 
broidered or  incrusted  with  bands  of  metal 
lace,  or  with  bands  of  a  contrasting  fabric. 

Fringe  Ornaments  Conspicuous 

Long  spangled  fringe  ornaments  are  con- 
spicuous on  many  of  the  velvet  evening  gowns, 
and  are  used  to  hold  the  drapery  in  place  at 
the  sides. 

Combinations  of  brown  and  of  yellow,  of 
navy  blue  with  old  rose,  or  crushed  straw- 
berry, and  of  copper  and  brown  are  promi- 
nent. Gold  brocaded  satins  also  figure  con- 
spicuously.   Fancy  metal  belts,  notably  silver, 


are  used  on  suit  dresses  and  velvet  coats. 

Black  Chantilly  lace,  jet  and  black  crepe 
were  effectively  combined  in  several  simple 
dinner  dresses.  These  were  made  with  long 
wide  sleeves  of  the  lace,  and  with  pendant  col- 
lars of  lace  at  the  back. 

In  the  Charlotte  collection  two-piece  velvet 
suits  and  long,  separate  velvet  coats  were 
strongly  emphasized.  The  suits  were  featured 
with  long  jackets  in  semi-fitted  effects,  ^ 
trimmed  with  flat  silk  hercules  braid  and 
with  fur. 

The  coats  were  made  either  with  bloused 
backs,  or  with  cape 
backs.  Several  of  the 
models  were  featured 
with  long  cape  effects 
over  the  sleeves.  All 
of  the  coats  were  ex- 
tensively trimmed 
with  fur,  braid  and 
embroidery.  One  of 
the  most  distinctive 
models  called  "Bur- 
grave"  was  in  fawn 
colored  velvet.  The 
coat  bloused  slightly 
at  the  normal  waist 
and  was  finished  with 
a  wide  circular  band 
of  fur  at  the  bottom, 
which  gave  a  decided 
fiare  at  the  sides.  The 
sleeves  were  long  and 
plain,  and  were  prac- 
tically concealed  be- 
n  e  a  t  h  wing  shaped 
caps  of  the  velvet 
banded  with  beaver. 
These  caps  gave  the 
effect  of  double 
sleeves,  or  of  the  loose 
hanging  sleeves  of 
the  Renaissance 
period. 

At  this  house  as 
elsewhere,  the  ma- 
jority of  the  suits 
were  in  three-piece  styles.  The  consensus  of 
opinion  as  a  whole  was  that  the  coat  and  dress 
suit,  rather  than  the  jacket  and  skirt  suit,  will 
be  the  dominating  style  for  winter. 

In  dresses,  two  fabric  combinations  were 
favored,  such  as  velvet  and  crepe  marocain  or 
georgette,  and  gabardine  and  velvet. 

Brown,  all  shades  of  tan  and  bottle  green 
were  the  leading  colors  for  both  street  and 
house  wear. 

House  dresses  were  shown  in  colored  lace 
combined  with  georgette,  and  were  made  with 
long  full  pointed  panels  of  the  lace  which 
hung  in  very  irregular  line  at  the  bottom  of 
the  skirt. 

Metal  Braid  Belts  Featured 

Belts  formed  of  metal  braids  on  the  order 
of  upholstery  bi'aid,  fastening  with  large  flat 
rosettes  of  the  braid  at  the  sides,  were  con- 
spicuous on  dresses,  also  on  velvet  coats. 

Generally  speaking,  there  was  little  or  no 

(Continued  on  page  103) 
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At  Cleveland 


An  unusually  broad  and  beneficial 
service  which  provides  for  mer- 
chants an  opportunity  to  gather 
authoritative  business  informa- 
tion, has  been  arranged  by  the 
Cleveland  Garment  Manufac- 
turers' Association. 

From  June  6th  to  June  9th,  meet- 
ings have  been  prepared  at  which 
some  of  the  nation's  foremost 
authorities  in  finance,  in  piece 
goods  and  silk  manufacturing,  and 
executives  of  large  retail  and 
manufacturing  institutions  will 
offer  helpful  and  constructive  sug- 
gestions on  the  business  outlook 
for  the  coming  season. 

To  those  interested  in  the  sale  of 
women's  ready-to-wear,  each  of 
these  men  brings  a  message  of 
vital  importance. 

In  addition,  this  event  offers  an 
excellent  opportunity  for  mer- 
'  chants  to  learn  in  informal  con- 
ference what  other  progressive  re- 
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June  Is  Ideal  Month  to  Liven  Up 
Business  In  Glove  Department 

Frock  and  Wrap  Fashions  Favor  Wearing  o£  Long,  Silk  Styles — 
Mousquetaires  Enter  Picture  for  Summer  Wear — They  Should 
Sell  Well  i£  Pushed — Prices  on  Chamois-Suedes  Recede  as  German 

Situation  Improves 


A VICTORY  in  silk  glove  selling  for  June 
will  largely  determine  the  extent  of 
prosperity  for  the  spring  and  summer 
glove  season.  During  the  fertile  Easter 
period  the  acceptance  of  silk  gloves  justified 
the  more  sanguine  expectations  and  laid  a 
promising  foundation  for  the  season,  upon 
which  only  a  fair  selling  structure  has  thus 
far  been  erected. 

For  the  past  two  months  the  retail  de- 
mand has  been  mercurial,  slumping  on  cool, 
overcast  days  and  soaring  when  warm,  balmy 
weather  appeared.  Now,  on  the  threshold 
of  the  month  famed  for  rare  days,  glove 
departments  generally  should  have  an  ex- 
cellent opportunity  to  convert  a  fair  record 
into  a  splendid  triumph. 

Both  frock  and  wrap  fashions  are  dis- 
tinctly favorable  to  the  selling  of  long  silk 
gloves.  Sleeves  are  almost  universally  short 
and  wraps  are  mostly  of  the  cape  or  of  the 
loose-sleeve  variety,  giving  very  little  pro- 
tection to  the  arm.  Even  a  good  percentage 
of  the  suit  coats  have  sleeves  sufficiently 
wide  to  need  the  supplement  of  a  long  glove. 

June  a  Key  Month 
In  other  words,  all  signs  point  to  a  clear 
track  for  June  silk  glove  selling.  Thus  far 
comparatively  few  displays  of  silk  gloves 
have  been  made  and  in  these  few  displays 
colored  silks,  particularly  in  the  fashionable 
silver,  platinum,  mode  and  pongee  shades, 
have  predominated.  The  expected  develop- 
ment in  favor  of  white  silk  gloves  has  been 
so  much  retarded  by  weather  conditions  that 
the  vogue  for  colors  has  endured  far  beyond 
expectations. 

White  Silk  Mousquetaires 

Now  is  the  psychological  time  to  feature 
white  mousquetaires  as  a  logical  glove  for 
summer  wear  in  an  aggressive,  alluring  way. 
There  is  no  reason  why  the  glove  department 
manager  should  not  enlist  the  co-operation  of 
the  display  manager  and  of  the  ready-to- 
wear  department  so  as  to  supplement  the 
showings  of  blouses,  frocks  and  wraps  with 
white  silk  mousquetaire  gloves.  In  fact, 
there  is  scarcely  an  article  of  outer  apparel 
with  which  silk  gloves  cannot  be  appropri- 
ately shown,  and  this  season,  especially,  the 
long  silk  glove  is  such  an  important  acces- 
sory that  it  deserves  the  fullest  representa- 
tion. 

Deliveries  Are  Slow 

There  is  one  handicap  to  June  silk  glove 
selling  which  the  wholesalers  are  straining 
every  resource  to  overcome.  In  their  anxiety 
.  to  merchandise  cautiously  on  a  falling  mar- 
ket, both  the  wholesaler  and  the  retailer 
have  been  operating  on  such  a  conservative 
basis  that  there  is  very  little  reserve  stock 
of  desirable  silk  gloves  available  in  the 
hands  of  either.  Some  of  the  jobbers  are 
particularly  "up  against  it"  at  the  present 
time  because  shipments  coming  through  from 
the  mills  are  not  only  tardy  but  small. 

This  policy  of  attempting  to  do  business 
without  incurring  risk  may  certainly  result 
in  a  temporary  saving  both  to  the  wholesaler 
and  to  the  retailer,  but  in  the  opinion  of  the 
Economist  it  is  much  wiser  to  incur  some 


risk  rather  than  to  miss  opportunities  for 
legitimate  investment. 

Silk  Prices  for  Fall  Established 

Quotations  on  silk  gloves  for  immediate 
delivery  continue  unchanged  except  in  the 
case  of  less  desirable  styles  and  grades 
which  are  occasionally  offered  here  and 
there  at  "lot  prices." 

Prices  of  silk  gloves  for  fall  show  a  ten- 
dency to  be  a  trifle  lower  than  for  spring, 
but  neither  the  wholesaler  nor  the  retailer 
is  giving  much  consideration  to  the  silk 
glove  outlook  for  fall  at  this  critical  climatic 
period  of  the  spring  and  summer  season. 

Chamois-Suede  Decline 

As  conditions  improve  in  Germany  and 
the  output  of  chamois-suede  gloves  increases, 
prices  are  weakening  substantially.  Some 
of  the  leading  importers  who  are  now  mak- 
ing a  drive  for  fall  orders  have  marked  their 
line  from  25  to  40  per  cent  lower  than  the 
spring  quotations. 

From  all  present  indications  it  would  ap- 
pear that  these  latest  revised  prices  are  near' 
a  rock  bottom  basis  for  the  fall  season. 

The  value  of  the  mark  is  gradually  ap- 
preciating and,  in  addition,  the  expected  in- 
crease in  the  tariff  will  tend  to  prevent  any 
further  decline  this  fall.  There  may,  of 
course,  be  bargain  lots  which  are  undesirable 
from  the  standpoint  of  color,  length  or  style 
offered  at  a  cheaper  price  than  the  present 


Handkerchiefs,  like  many  other  lines  of 
merchandise,  have  suffered  this  season  from 
the  unusual  economic  conditions.  While 
practically  all  of  the  holiday  handkerchiefs 
are  usually  bought  a  year  in  advance,  this 
season  wholesale  houses  report  that  their 
sales  have  not  yet  been  made  for  Christ- 
mas, 1921.  This  puts  the  importers  and 
manufacturers  in  a  very  bad  hole  because 
they  do  not  know  what  to  buy  for  the  later 
sales  which  are  sure  to  come.  Most  im- 
porters expect  unusually  large  orders  for 
immediate  delivery. 

They  believe  that  many  retailers  found 
themselves  with  large  stocks  on  hand  at  the 
beginning  of  this  year  and  for  economic  rea- 
sons decided  not  to  buy  for  future  until 
prices  had  become  more  stable.  This  has 
caused  a  stagnation  in  the  wholesale  field 
which  has  resulted  in  the  cutting  of  prices 
to  a  greater  or  less  extent  and  in  many  cases 
where  liquidation  was  absolutely  necessary 
merchandise  has  been  sold  at  prices  far  be- 
low replacement  cost. 

Conditions  Encourage  Shopping 

Of  course,  this  condition  has  caused  buy- 
ers to  shop  around  the  market  and  to  buy 
wherever  merchandise  could  be  obtained  at 
the  lowest  figure.  Also,  they  have  been  hesi- 
tant in  placing  large  orders  or  future  orders, 


quotations,  because  there  are  still  some  re- 
tailers who  scour  the  market  for  "sale  goods" 
and  there  are  still  a  few  manufacturers  who 
may  be  willing  to  sacrifice  profit  to  clean 
house  or  to  get  ready  cash. 

Fall  Outlook  Promising 

The  Economist  is  convinced,  however, 
that  orders  may  now  be  booked  on  chamois- 
suedes  for  fall  delivery  with  a  good  deal  of 
confidence.  The  prospects  are  bright,  and 
provision  should  be  made  for  a  good,  sub- 
stantial business. 

Strapped  wrist  effects  appear  particu- 
larly promising,  but  mousquetaires  should 
sell  freely  at  least  during  September  and 
October. 

Long  sleeves  continue  to  be  much  talked 
of,  but  it  will  be  some  time  before  the  nation- 
wide acceptance  of  short  sleeves  gives  way 
to  these  newer  long,  flowing  effects. 

French  Skins  Fairs  Disappointing 

From  all  available  reports  the  skins 
fairs  held  in  France  during  May  were  de- 
cidedly disappointing.  First  of  all,  the 
French  glove  manufacturers  were  expecting 
to  obtain  good  grades  of  skins  in  the  hair 
at  about  65  francs  per  dozen,  but  instead 
quotations  were  in  the  neighborhood  of  110. 
Consequently  there  was  very  little  buying, 
except  by  a  few  speculators  who  will  likely 
put  these  skins  in  the  dressing  as  early  as 
possible  and  sell  them  at  exorbitant  prices 
in  the  winter  season  when  the  manufacturers 
will  be  running  low  of  skins  in  the  white 
for  daily  use. 

In  the  second  place,  the  lots  offered  were 
not  as  plentiful  as  the  glove  manufacturers 
expected,  and  the  percentage  of  skins  suffi- 
ciently large  to  make  mousquetaire  gloves 
was  exceedingly  disappointing.  Hopes  for 
lower  prices  for  winter  and  early  spring  sup- 
plies of  French  kid  gloves  declined,  and  the 
quotations  on  gloves  for  fall  delivery  showed 
a  tendency  toward  stiffening. 


for  fear  other  reductions  might  be  made 
which  they  would  wish  to  take  advantage  of 
later  in  the  season. 

Because  of  these  reductions,  which  have 
no  foundation  in  cost,  the  situation  in  this 
field  is  a  very  unsatisfactory  one  and  many 
manufacturers  and  importers  are  holding  up 
production  which  will  undoubtedly  result  in 
a  scarcity  of  merchandise  later  in  the  year, 
and  a  consequent  scramble  for  goods  which 
may  result  in  higher  prices. 

Linens  are  coming  into  their  own  again 
and  a  greatly  increased  demand  is  evident 
for  this  merchandise.  Both  in  the  plain 
hemstitched  and  with  embroidery  they  are 
being  featured  in  most  departments. 

An  Unusual  Development 

An  unusual  fashion  development  has 
taken  place  in  handkerchiefs.  Usually  fash- 
ion starts  in  the  highest  priced  merchandise 
and  seeps  gradually  through  the  lower 
levels,  but  the  colored  handkerchiefs  started 
with  the  widest  vogue  in  the  cheaper  mer- 
chandise, but  the  fashion  has  gone  upward. 
While  the  largest  number  of  cotton  handker- 
chiefs sold  at  the  present  time  are  in  colors 
and  eccentric  designs,  the  fashion  has  as- 
cended and  a  large  percentage  of  the  linen 
handkerchiefs  now  being  shown  are  in  colors, 
particularly    in    colored    border  designs. 


Handkerchiefs  Moving  Slowly 

Holiday  Orders  Not  Yet  Placed 
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Commission  Defines 
''Pure  Silk"  Hose 

Toledo  Advertising  Club  Gives  Mer- 
chants Basis  for  Checking  Up 
Future  Announcements 

DURING  recent  years  the  necessity  of 
taking  special  precautions  to  insure 
absolutely  accurate  advertising  de- 
scriptions in  connection  with  the  advertising 
of  silk  hose  by  retailers  has  repeatedly  been 
emphasized  by  the  failure  of  many  stores  to 
be  as  clear  and  definite  in  their  merchandise 
terms  as  they  should  be.  The  great  increase 
in  the  use  of  silk  stockings  and  the  consequent 
increase  in  silk  stocking  advertising  offers  a 
greater  opportunity  for  errors  of  omission  and 
commission  and  in  some  cases  for  deliberate 
misrepresentation. 

Therefore,  it  is  of  especial  interest  to  those 
merchants  who  wish  to  keep  their  advertising 
as  free  as  may  be  from  misleading  descrip- 
tions, or  descriptions  that  might  somehow  be 
misinterpreted,  to  note  the  action  recently 
taken  by  the  Better  Business  Commission  of 
the  Toledo  Advertising  Club  in  this  connec- 
tion. 

Commission  Checks  Ads 

The  Better  Business  Commission  had  beer, 
receiving  numerous  complaints  regarding  the 
use  of  the  expression  "Pure  silk,"  as  applied 
to  the  advertising  of  silk  hosiery  by  nearly  all 
advertisers.  It  was  thought  advisable,  for  the 
guidance  of  Toledo  merchants,  to  designate 
the  basis  on  which  the  Better  Business  Com- 
mission will,  in  future,  check  advertising  of 
this  nature.  The  following  basis  has  been 
established : 

"When  hosiery  is  advertised  as  'Pure  silk' 
it  will  be  taken  for  granted  that  such  hosiery 
is  all  silk  from  top  to  toe  without  reinforce- 
ment in  top,  heel  or  toe  of  cotton,  mercerized 
cotton,  mercerized  lisle,  fiber  or  any  other  ma- 
terial. 

"When  hosiery  is  advertised  simply  as 
'Silk,'  the  mention  of  it  having  lisle  top,  toe 
and  heel  is  a  good  selling  point  which  is 
worthy  of  being  stressed;  but  the  Commis- 
sion will  not  insist  upon  this  merchandise 
'  being  so  designated  because  it  feels  that  the 
buying  public  understands  the  mere  expres- 
sion 'Silk  hose'  to  indicate  that  it  probably  has 
the  hard  wear  portions  reinforced  with  some 
of  the  materials  enumerated  above." 

No  Wilful  Misrepresentation 

It  is  unreasonable  to  think  that  any  im- 
portant proportion  of  advertisers  uses  "Pure 
silk"  to  describe  silk  hose  with  lisle  top,  heel 
and  toe  with  the  idea  of  making  the  goods 
seem  to  be  something  they  are  not.  Probably 
it  is  most  frequently  done  to  distinguish  be- 
tween fiber  or  artificial  silk  hose  and  hose  made 
from  the  silkworm's  product.  However,  a 
"hose"  means  the  whole  stocking,  not  the  leg 
alone,  and  certainly  it  is  better  to  leave  no 
loophole  for  a  customer  to  enter  a  complaint. 

Experience  indicates  that  a  great  many 
women,  perhaps  most  of  them,  take  "Pure 
silk"  to  mean  that  the  advertised  goods  are 
made  of  the  true  worm  silk  and  not  to  mean 
that  the  whole  stocking  is  made  of  this  ma- 
terial; in  other  words,  that  it  is  "All  silk." 
Still,  the  Better  Business  Commission  has 
found  that  it  pays  to  be  exact  in  use  of  ad- 
vertising terms,  and  the  merchants  support- 
ing the  Commission  believe  so,  too.  One  might 
readily  think  it  to  the  advantage  of  every  re- 
tailer, wherever  located  and  however  large  or 
small,  to  adopt  a  strict  standard  for  his  hosiery 


advertising— and  his  other  advertising  as 
well. 

Another  term  which  has  been  the  subject 
of  dispute  at  different  times  is  "Silk  plated" 
or  "Silk  plaited."  In  few  instances  are  ad- 
vertisements of  this  kind  of  hosiery  made  to 
specify  that  the  goods  are  not  made  entirely 
of  silk.  It  is  easy  to  understand  why.  "Silver 
plated"  is  a  term  generally  understood  to  mean 
"Coated  with  silver,"  and  an  advertiser  might 
be  justified  in  thinking  that  his  customers  will 
know  that  "Silk  plated"  means  "Coated  with 
silk" — or  covered  with  an  outer  layer  of  silk. 

Still,  silver  plate  was  known  ,  long  before 
si.k  plated  hosiery,  and  there  is  sufficient  ex- 
cuse for  customers  not  being  aware  of  the 
real  meaning  of  the  term.  It  does  no  harm- 
to  specify  "Silk  and  cotton,"  whenever  these 
hose  are  advertised,  and  surely  it  will  do  good, 
since  usually  customers  are  appreciative  of  ef- 
forts to  insure  their  knowing  what  the  goods 
offered  them  are  made  of. 


A.  Polsky  Co.  Separates 
Selling  and  Service 

The  A.  Polsky  Co.,  Akron,  Ohio,  has  gone 
into  the  ranks  of  stores  that  have  separated 
selling  and  service  departments.  Every  de- 
partment pertaining  to  service  has  been 
brought  together  on  the  fourth  floor  and  placed 
in  charge  of  one  person,  so  that  customers  are 
not  required  to  go  back  to  the  salespersons 
from  whom  they  made  their  purchases  if 
there  are  complaints.  The  same  applies  to 
fittings  of  wearing  apparel.  Fittirg  rooms  are 
located  alongside  of  the  adjustment  department 
and  the  fitter  comes  here  to  fit  the  customer. 

A  customer  may,  however,  take  merchan- 
dise back  to  the  department  if  she  wishes  a 
credit  therefor.  All  aislemen  are  instructed  to 
issue  credits  for  all  returns  without  asking  the 
customer  any  questions  as  to  the  reason  why 
she  wishes  to  return  the  merchandise. 

The  centralized  service  departments  have 
proven  very  satisfactory  with  this  concern. 
Records  of  this  department  recently  shown  to 
an  Economist  staff-member  showed  that  for  a 
period  of  over  two  weeks  there  was  an  adjust- 
ment expense  of  about  $2  per  week,  excluding 
the  salary  of  the  person  in  charge.  Almost 
every  adjustijient  resulted  in  an  exchange 
which  satisfied  the  customer  and  at  the  same 
time  kept  the  merchandise  sold. 


Prices  of  Hosiery 
Continue  Firm 

One  Mill  Issues  Quotations  on  Fifty- 
two  Numbers,  Only  Two  Show- 
ing Reduction 

The  character  of  buying  in  the  hosiery 
market  has  not  undergone  any  change  recently. 
Quick  delivery  demands  are  the  rule,  especially 
in  silk  goods  needed  for  late  spring  selling. 
Prices  of  these  lines  hold  firm,  presaging  an 
upward  tendency,  and  this  is  true  also  of  cot- 
ton hosiery. 

One  of  the  biggest  hosiery  mills  in  the 
country,  making  a  wide  variety  of  goods, 
from  low  end  cottons  to  medium-priced  silks, 
this  week  announced  prices  to  the  jobbing 
trade  for  goods  to  be  delivered  in  July,  Au- 
gust, September  and  October.  The  new  prices 
become  effective  July  1. 

Fifty-two  numbers  are  listed,  and  of  these, 
twenty-one  show  a  change  in  price.  Only  two 
changes  were  downward.  One  reduction  was 
from  $1.50  to  $1.35  on  a  men's  cotton  half- 
hose  and  the  other  was  from  $2.10  to  $2  on  a 
women's  cotton,  mock-seam,  200  needle  stock- 
ing. Advances  on  children's  hose  ran  from  10 
to  25  cents  a  dozen;  on  men's  silks  from  25 
to  30  cents;  on  women's  silks,  35  cents  and 
$1;  on  men's  cottons,  10  to  15  cents,  and  on 
women's  cottons,  10  to  25  cents.  Heather 
mixtures  are  unchanged. 

Higher  prices  were  more  or  less  antici- 
pated, since  it  is  well  known  that  mills  have 
been  selling  their  goods  on  a  very  close  basis. 
Then,  too,  while  the  cotton  yarn  business 
might  be  characterized  as  chaotic,  with  spin- 
ners selling  at  production  cost  or  below,  there 
have  been  signs  of  a  strengthening  of  that 
market.  This  is  true  in  raw  silks,  also, 
though  silk  buyers  still  are  of  the  firm  opinion 
that  the  present  level  will  not  hold. 

Jobbers'  salesmen  have  gone  on  the  road 
with  lines  of  heavy-weight  underwear.  It  is 
too  early  to  know  what  the  results  of  their 
efforts  will  be.  It  is  believed,  however,  that 
only  a  light  volume  of  orders  will  be  taken, 
since  retail  buyers  still  are  interested  chiefly 
in  getting  deliveries  of  light  weights  for  the 
current  season,  and  besides,  in  many  cases 
they  have  fair  sized  stocks  of  winter  goods  on 
hand  which  spring  sales  failed  to  move. 


Knit  Goods  Manufacturers  Meet 


It  will  be  many  years  before  the  produc- 
tive capacity  of  this  country's  knit  underwear 
mills  is  taxed  and  during  the  period  before 
that  occurs  there  will  be  a  struggle  for  busi- 
ness in  which  only  the  stronger,  better  organ- 
ized mills  will  survive,  was  the  statement  made 
by  W.  R.  Bassett,  of  the  industrial  engineer- 
ing firm  of  Miller,  Franklin,  Bassett  &  Co., 
New  York,  speaking  before  the  annual  meet- 
ing of  the  Knit  Goods  Manufacturers  of 
America  at  Atlantic  City,  N.  J. 

Mr.  Bassett  pointed  out  that  knit  under- 
wear manufacturers  had  supplied  both  army 
and  civilian  demands  during  the  war,  and  on 
this  fact  he  based  his  statement  that  present 
productive  capacity  is  larger  than  is  needed 
to  care  for  present  normal  needs.  This  is  the 
attitude  taken  by  the  Dry  Goods  Economist 
late  last  year,  as  well  as  several  years  ago. 

It  was  proposed  by  Frank  H.  Burgher  of 
Bliss,  Fabyan  &  Co.,  New  York,  to  change  the 
association's  name  to  indicate  its  chief  func- 
tion— the  promotion  and  defense  of  the  in- 
terests  of   knit   underwear  manufacturers. 


After  some  discussion  the  proposal  was  re- 
ferred to  the  executive  committee.  The  pros- 
pect for  the  change  is  favorable,  as  the  in- 
terests of  the  association,  as  Mr.  Burgher 
pointed  out,  are  chiefly  in  knit  underwear 
lines. 

Copies  of  the  Wyoming  Pure  Wool  law 
were  distributed  and  its  effect  on  underwear 
manufacturers  was  explained.  This  law  dif- 
fers from  the  proposed  national  Truth  in 
Fabric  law  in  that  it  does  not  specify  appli- 
cation to  woven  fabrics,  and  hence  includes 
both  underwear  and  hosiery  purporting  to  con- 
tain wool. 

The  second  day's  business  was  soon  com- 
pleted, the  main  part  of  the  day  being  devoted 
to  pleasure.  At  the  final  session  the  follow- 
ing officers  were  elected  for  the  ensuing  year: 
President,  L.  U.  Lynt  of  the  Little  Falls  Mfg. 
Co. ;  vice-presidents,  P.  M.  Kimball  of  the 
Allen  A  Co.,  and  George  T.  Seckel,  Jr.,  of  the 
Beverly  Underwear  Co.;  treasurer,  Oscar  W. 
Gridley  of  the  Utica  Knitting  Co.,  and  secre- 
tary, Roy  Cheney,  Utica,  N.  Y. 
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BEAR  WAIST 

for  Boys  and  Girls 

With  Patented  "'New-a-Mend"  Sirttwihole? 
Can't  Ravelf  Tear  Out  or  Spread  ^ith  U<i 


DEAR 
miST 


BEAR 

KNIT-WAIST 

WAIST  UNION  SUIT 


BEAR  WAIST 


Front 

view  of 
BEAR  Waist 
Merch  andiser 


Complete 

for 
$12.00 


Rear  view,  showing  selling 
points  for  clerks. 


Three  Dozen  WaisU — Half  Dozen  each— Sizes  2/3  to  12/13 

THE  "BEAR"  WAIST  MERCHANDISER 

(free  to  retailers) 

Builds  up  sales  in  any  location  you  put  it.  Increases  your  turnover — meets  the  demand 
for  greater  volume  necessary  under  present  business  conditions. 

The  BEAR  Waist  Merchandiser  automatically  reminds  mothers  of  the  need  for  an  ar- 
ticle that  is  a  daily  necessity  to  their  youngsters'  v^ardrobes.    It  is  a  silent  salesman. 

The  BEAR  Waist  with  the  "Nev-a-Mend"  Buttonholes  and  other  sturdy  wearing  quali- 
1,5    ties  is  a  sales  leader— if  you  sell  a  mother  the  BEAR— she  vdll  bring  the  youngsters  to 
f  your  store  for  other  things. 

BEAR  Waists  in  this  compact  Display  Cabinet  take  up  very  little  counter  space — the 
cabinet  measures  10  3/4"  x  14  1/2"  and  contains  a  complete  assortment— half  dozen 
each  size — 2/3  to  12/13. 

231  conveniently  located  jobbers  at  your  service  to 
keep  your  Bear  Merchandisers  filled  at  short  notice 

A  BEAR  Waist  Merch  andiser  placed  in  each  of  the  following  departments :  Boys'  Wear, 
Girls'  Wear,  Infants'  Wear,  Knit  Underwear  will  be  a  big  "Sales  by  Introduction"  factor 
— yours  for  wide-awake  retailing. 


The  BEAR  Merch  andiser  is  new  and  has  not  as  yet  been  thoroughly  distributed. 
To  avoid  delay — send  your  request  for  this  cabinet  direct  to  us  with  your  jobber's 
name — we  will  ship  immediately  and  bill  through  him. 


AMAZON  PRODUCTS  COMPANY 

366  Broadway  Mills  at  Muskegon,  Mich.  New  York 
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Children's  Styles 
Shown  at  Pageant 

Summer  Modes  for  Street,  After- 
noon and  Sports  Wear 
Displayed 

The  first  children's  fashion  show  to  be  pre- 
sented as  a  theatrical  entertainment  was 
given  at  the  Princess  Theater,  New  York 
City,  Saturday  morning,  May  14,  under  the 
direction  of  Miss  Katherine  Lee  Grable  and 
Mrs.  Emma  L.  Knight. 

The  pageant  included  a  unique  showing  of 
summer  styles  for  children  and  young  girls' 
sports,  street,  afternoon,  and  party  wear,  ar- 
ranged in  appropriate  settings.  The  costumes 
were  shown  on  real  children  and  many  unique 
ideas  were  carried  out  in  the  methods  of  dis- 
playing them. 

For  instance,  the  "Dolls  Ballet"  of  seven 
children  introduced  a  dress  line,  while  another 
novelty  was  offered  by  way  of  a  little  girl's 
dream  shown  in  a  moving  picture.  This  was 
entitled  "Dotty  Dimple  in  Dreamland."  It 
pictured  a  model  nursery  in  which  toys  and 
animals  come  to  life.  The  furniture,  toys  and 
animals  were  designed  by  Miss  Helen  Spiere. 

Pageant  Would  Help  Trade 
If  such  a  pageant  were  to  be  produced 
regularly  in  the  manner  of  the  fashion  show 
conducted  by  the  Retail  Millinery  Association 
or  the  National  Garment  Retailers'  Associa- 
tion events,  and  given  at  appropriate  seasons 
of  the  year,  it  would  mean  necessarily  a  great 
.  deal  in  the  establishing  of  styles  in  the  ready- 
to-wear  field  for  the  younger  set. 

Buyers  would  become  interested  from  the 
standpoint  of  fashions  as  well  as  from  a  mer- 
chandising point  of  view  and  they  would  look 
forward  to  attending  such  shows  upon  their 
visits  to  the  New  York  market.  The  gar- 
ments which  were  displayed  at  this  first 
pageant  were  practicable  and  wearable  things 
and  well  within  the  means  of  the  modern 
mother. 


A  group  from  the  First  Junior  Fashion  Pageant  given  at  the  Princess  Theater,  New 
York,  showing  frocks  designed  by  Maher  &  Everett. 


The  entire  pageant  was  planned  to  inter- 
est mothers  and  retailers  in  the  development 
of  serviceable  and  charming  ready-to-wear 
clothes  for  children. 

Garments  Real  Merchandise 

This  is  the  kind  of  fashion  show  that  pays, 
for  the  garments  displayed  represented  real 
merchandise  in  the  market  and  consequently 
a  buyer  attending  such  a  show  would  see  the 
best  of  many  lines  in  an  hour's  time  in  addi- 
tion to  seeing  these  clothes  on  real  children. 

The  co-operation  of  a  group  of  many  well- 
known  houses  in  the  trade  was  secured  for  the 
undertaking  and  those  responsible  for  its  suc- 
cess are  deserving  of  a  great  deal  of  credit. 


Miss  J.  White  has  been  succeeded  as 
buyer  of  muslin  and  silk  underwear,  corsets 
and  house  dresses  for  the  McAlpin  Co.,  Cin- 
cinnati, Ohio,  by  Mrs.  Helen  D.  Cohen,  for- 
merly with  the  Lion  Store,  Toledo,  Ohio. 

Miss  L.  Carufel  has  resigned  as  buyer 
of  infants'  wear  for  J.  L.  Brandeis  &  Sons, 
Omaha,  Neb.  Miss  M.  Pottiger,  corset 
buyer,  will  take  charge  of  the  department, 
in  addition  to  the  corsets. 

Victor  Chambers,  formerly  superintend- 
ent, has  been  appointed  buyer  of  coats  and 
suits  for  Weinstock,  Lubin  &  Co.,  Sacra- 
mento, Cal.,  succeeding  Mr.  Gray,  who  has 
resigned. 


Typically  French  with  its  air  of 
daintiness  is  the  net  and  organdy 
frock  shown  at  the  left.  The  bits 
of  flowers  run  in  silk  thread  add 
an  interesting  note  of  color. 

The  color  scheme  introduced  in 
the  ratine  frock  is  tan  and  brown 
with  shades  of  green  in  the  ap- 
pliqued  flowers.  From  Maison 
Andre  e. 

At  the  right  is  a  young  partici- 
pant of  the  Junior  Fashion  Page- 
ant costumed  in  one  of  Daisy 
Stanford's  hand  made  frocks  with 
cap  and  bag  to  match. 


Sketched  by  an  Economist  Artist. 
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You  Can^t  Over-Praise  R.  A.  Underwear 

It  stands  at  the  top  of  the  market,  in  the  box  (appearance)— on 
the  customer  (fit,  feel  and  wear) — in  the  tub  (holds  its  size). 
You  cannot  fail  to  sell  R.  A.  Underwear! 

The  newspaper  and  farm  paper  advertisements  will  sell  the  first 
suits  to  your  customers,  and  continued  advertising,  coupled  with 
super-quality,  will  repeat  the  sales. 

And  to  top  off  these  sales  advantages,  R.  A.  profits  are  satisfactory 
to  the  dealer  and  R.  A.  prices  satisfy  the  consumer. 

Unions  and  separate  garments,  medium  and  heavy  cotton  for 
women  and  children,  meeting  all  trade  requirements. 

We  sell  only  to  jobbers.  Write  for  special  Dealer  Book  for  Job- 
bers and  Retailers  and  ask  to  see  samples. 


J.  C.  ROULETTE  &  SONS,  HAGERSTOWN,  MD. 

ISAAC  L.  STERN,  Sales  Manager,  Room  905-6,  346  Broadway,  New  York 
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Prices  on  Fall  Lines  of  Men's  Clothing 
Average  30  Per  Cent  Below  Old  Levels 

I       .  ~  ~ 

Labor  Situation  in  New  York  Market  Indicates  Early  Settlement 
—Union  Leaders  Agree  to  WageReduction— Opening  of  Roches- 
ter Manufacturers  Attracts  Large  Number  of  Buyers  —  Retailers 

Feature  Special  Sales 


Practically  all  manufacturers  of  men's 
and  boys'  wear  have  opened  their  fall  lines 
now  and  the  selling  season  has  advanced 
far  enough  to  form  some  fairly  definite  con- 
clusions. As  had  been  predicted,  the  great 
mass  of  merchants  throughout  the  country 
have  learned  a  lesson  from  the  late  deliv- 
eries on  spring  goods.  They  are  placing  a 
surprising  amount  of  orders  for  fall  mer- 
chandise, far  enough  in  advance,  to  insure  de- 
liveries for  September. 

Greatest  interest  is  centered  just  now 
in  the  men's  and  boys'  clothing  situation. 
Manufacturers  of  all  markets  have  opened 
fall  lines  with  price  quotations  averaging 
30  to  35  per  cent  below  a  year  ago  and  a  lit- 
tle under  the  spring  levels.  The  decision 
rendered  recently  by  Dr.  William  L.  Leiser- 
son,  impartial  chairman  of  the  Joint  Wage 
Adjustment  Board,  concerning  the  wage 
question  in  the  Rochester  market  settled 
matters  for  that  center  and  the  fall  opening 
of  the  Rochester  Clothiers'  Exchange  fol- 
lowed almost  immediately  on  May  9. 

Bright  prospects  of  a  settlement  of  the 
bitter  struggle  between  labor  and  the  manu- 


Substantiallv  constructed  play  sutt  of  khaki 
colored  drill  with  sleeve,  belt,  pocket  and  col- 
lar trim  of  red,  rounded  collar,  reinforced  seat 
and  genuine  brass  buttons.  From  Reliance 
Manufacturing  Co.,  Chicago,  III. 


facturers  which  has  practically  tied  up  the 
clothing  market  in  New  York  City  since 
Dec.  6,  brings  a  new  element  into  the  situa- 
tion. Resignation  of  William  A.  Bandler  as 
president  of  the  Clothing  Manufacturers' 
Association  of  New  York,  Inc.,  at  a  meeting 
held  Thursday  of  last  week,  brought  out  the 
first  definite  information  of  the  split  within 
the  ranks  of  the  Association.  Mark  L.  Abra- 
hams, vice-president,  was  chosen  to  succeed 
Mr.  Bandler.  The  market  committee  was  re- 
organized. 

The  group  of  manufacturers  formerly  af- 
filiated with  the  New  York  Clothing  Trade 
Association  have  withdrawn  from  the  Manu- 
facturers' Association  and  revived  _  their  old 
organization,  announcing  a  determination  to 
continue  the  fight  for  an  "open  shop"  and 
other  measures.  The  Manufacturers'  Asso- 
ciation are  already  negotiating  for  peace  with 
the  union  officials  and  prospects  of  settlement 
in  the  immediate  future  are  bright. 

What  the  Union  Offers 
The  best  information  obtainable  at  this 
time  is  that  the  Amalgamated  Clothing 
Workers  leaders  are  willing  to  agree  to  a  re- 
duction in  wage  scales,  establishment  of 
standards  of  production  and  to  rewrite  the 
preamble  of  the  union's  constitution.  These 
are  likely  to  be  made  the  basis  of  negotia- 
tions for  peace  between  the  union  and  the 
reorganized  forces  of  the  Clothing  Manufac- 
turers' Association. 

In  the  Rochester  market  the  manufactur- 
ers had  requested  a  25  per  cent  reduction  in 
wage  scales.  In  his  decision.  Dr.  Leiserson 
allows  no  reduction  but  does  give  the  manu- 
facturers the  benefit  of  a  cheaper  unit  pro- 
duction through  the  establishment  of  a  piece- 
work system.  It  places  the  whole  market  on 
a  piece-work  basis  and  affects  about  55  per 
cent  of  the  workers,  the  other  45  per  cent 
having  been  on  piece-work  basis. 

Merchants  Attend  Opening 

Clothing  merchants  from  all  sections  of 
the  United  States  attended  the  formal  open- 
ing of  the  Rochester  market  for  the  fall  sea- 
son. A  very  satisfactory  volume  of  good 
substantial  orders  were  placed  and  the  trend 
of  events  in  that  market  has  been  taken  as 
a  barometer  for  the  country  as  a  whole. 

Retail  stocks  of  clothing  are  admittedly 
low  and  with  the  exception  of  buyers  for 
large  stores  in  New  York  and  other  large 
cities  merchants  are  placing  orders  for  fairly 
large  proportions  of  their  estimated  require- 
ments for  the  fall  season.  There  is  a  gen- 
eral feeling  that  the  public  will  be  forced  to 
buy  clothing  rather  freely  this  fall  because 
of  depleted  wardrobes  and  a  good  business  is 
anticipated. 

Borah  Wants  Industry  Probed 
Much  interest  is  centered  in  a  resolution 
recently  introduced  into  the  United  States 
Senate  by  Senator  Borah  of  Idaho,  calling 
for  a  sweeping  investigation  of  the  clothing 
industry  and  trade  by  the  Senate  Labor  Com- 


mittee. It  would  include  inquiry  into  work- 
ing conditions,  cause  of  the  industrial  un- 
rest and  its  bearing  on  the  clothing  costs  to 
the  consumers;  costs  and  methods  of  manu- 
facturing, cost  and  selling  price  at  retail. 


Shaggy  faced,  fancy  plaid  backed  materials 
are  to  be  in  vogue  for  the _  coming  fall  and 
winter  season.  Here  is  one  in  a  gray  material 
with  loose  flowing  lines,  raglan  sleeves,  fully 
belted  and  an  inverted  pleat  running  the 
length  of  the  back.  Shown  through  courtesy 
of  L.  Black  Co.,  Rochester,  N.  Y. 

cause  for  price  rises  during  the  past  seven 
years,  wholesale  and  retail  profits  and  many 
other  details. 

Practically  all  clothing  manufacturers  are 
busy  now  and  many  already  have  sufficient 
fall  orders  in  sight  to  insure  an  uninter- 
rupted run  right  through  into  the  fall  sea- 
son with  none  of  the  usual  shutdowns  be- 
tween the  two  seasons. 

In  the  Ndw  York  City  retail  field  interest 
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FFiANKLIN 

WOOLEN  HOSIERVo 


Franklin  Brand  reputation  is  the  result  of 
three  generations  of  study,  experience  and 
specialization  by  Sulloway  Mills  with  whom 
the  making  of  fine  woolen  hosiery  is  a  creed. 

There  is  no  better  woolen  hosiery  produced 
in  America.  Franklin  Brand's  rare  com- 
bination of  fine  all-wool  material,  perfect 
fit,  splendid  appearance  and  moderate 
price  carries  a  universal  appeal  to  all  men 
who  know  value. 

For  this  reason  it  will  be  found  a  profitable 
line  to  stock  to  meet  the  Fall's  certain  great 
demand  for  dependable  woolen  hosiery. 


SULLOWAY  MILLS 

FRANKLIN,       NEW  HAMPSHIRE 

E.  M.  Townsend  &  Co.,  Sole  Agents 
345  Broadway,  New  York 


Boston 
Philadelphia 
Chicago 


All-wool  seamless  and  full  fashioned 
styles  in  plain  and  fancy  colors  and 
heather  mixtures.  Also silk-and-wooL 
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A  Few  Simple  Rules  Put  Boys'  Clothing 
Section  in  Money  Making  Class 

Department  of  Joske  Bros.  Co.  Store,  San  Antonio,  Texas,  Was 
Put  Among  Leaders  by  Keeping  Complete  Lines  and  Sizes  of 
Stock— Suggestive  Selling  Idea  Proved  Its  Worth— Casual  Cus- 
tomers Are  Converted  Into  Steady  Customers 


FEW,  but  very  complete,  lines  and  sizes 
of  merchandise,  full  use  of  the  sug- 
gestive selling  idea  to  increase  sales 
volumes  and  great  care  in  building  up  good 
will  among  customers  are  just  a  few  of  the 
cardinal  principles  which  have  made  the 
boys'  clothing  and  furnishings  department 
of  Joske  Bros.  Co.  store  in  San  Antonio, 
Texas,  one  of  the  most  important  sections  in 
the  establishment.  Joe  Kaphael,  who  for 
many  years  has  had  charge  of  the  depart- 
ment merchandising  policies,  has  some  very 
definite  ideas  along  these  lines  which  he  out- 
lined to  an  Economist  staff  member. 

In  addition  to  having  a  large  turnover, 
the  boys'  wear  department  attracts  a  class 
of  patrons  who  quickly  develop  into  custom- 
ers for  the  other  sec- 
tions  of   the  store. 
The  sale  of  a  suit  or 
some  article  of  fur- 
nishings   to    a  boy 
usually    brings  the 
father  or  mother  into 
the  store  and  the  con- 
tact thus  established 
brings  beneficial  re- 
sults. 

Two  persons 
therefore  are  in- 
volved in  every  trans- 
action, and  the  Joske 
store  aims  to  develop 
the  buying  confi- 
dence of  the  parents 
who  purchase  the  ar- 
ticles for  the  boy  and 
also  the  potential 
buying  power  of  the 
boy  himself. 

In  the  boys'  wear 
department  all  wear- 
ing apparel  for  boys 
with  the  exception  of 
shoes  and  underwear 
is  carried.  Every- 
thing else  that  the 
,  youth  needs  up  to  the  time  he  purchases 
his  first  long  pants  suit  is  segregated  here  in 
one  convenient  place.  The  mother  is  able  to 
purchase  an  entire  outfit  of  wearing  apparel 
for  the  boy  with  ease  and  comfort. 

Mr.  Raphael  believes  that  if  the  depart- 
ment manager  in  a  small  city  keeps  records 
over  a  period  of  a  year  of  the  people  who 
come  into  the  department  and  keeps  good 
stocks  of  ordinary  sizes,  he  will  quickly  dis- 
cover that  practically  every  person  who  could 
be  interested  in  his  merchandise  will  have 
visited  him.  With  this  idea  in  mind,  Mr. 
Raphael  ^ays: 

"It  is  ol  prime  importance  that  goods  in 
tour  department  be  so  merchandised  that 
whenever  a  customer  comes  in,  your  merchan- 
dising policy  and  sales  attitude  will  be  such  as 
to  render  him  or  her  a  permanent  customer. 

Easy  to  Reach  Customer 

"In  a  town  the  size  of  San  Antonio  it  is 
an  easy  matter  to  reach  virtually  every  per- 


son who  might  be  interested  in  purchasing 
goods  in  any  particular  department.  By  at- 
tractive advertising  it  is  quite  probable  that 
you  will  be  able  to  interest  all  of  them  in  a 
certain  period  of  time. 

"One's  job  as  manager  of  such  a  depart- 
ment is  to  so  handle  each  individual  sale  that 
the  customer  will  come  back  again  and  be- 
come one  of  the  permanent  patrons  of  the 
department. 

"In  order  to  do  this  it  is  quite  necessary 
to  carry  as  complete  a  line  of  merchandise 
as  possible  and  to  carry  such  a  quality  of 
merchandise  that  one  can  stand  behind  every 
sale  and  make  every  sale  count. 

"In  merchandising  on  the  foregoing  basis 
it  is  highly  improper  for  a  salesperson  to  sell 


Window  display  which  was  awarded  third  prize  in  Class  2  (Boys'  Clothing) 
test  of  The  Dry  Goods  Economist.    It  was  arranged  by  Henry  LaMonthe 

A.  Steiger  &  Co.,  Holyoke,  Mass. 


any  goods  that  will  not  stay  sold,  and,  if 
there  is  a  complaint,  that  complaint  should 
be  adjusted  promptly,  efficiently,  and  with  as 
great  a  latitude  as  it  is  possible  to  give  the 
customer. 

Keep  Lines  Assorted 

"Don't  do  anything  on  a  half  way  basis. 
Don't  carry  a  large  number  of  lines  and  only 
a  few  pieces  of  each  line.  Carry  a  few  lines 
but  make  the  assortment  in  these  lines  broad 
enough  to  cover  the  entire  range  of  your 
store's  sales  policy. 

"It  is  good  psychology  to  send  letters  from 
time  to  time  into  the  homes,  addressed  to 
little  Johnny.  Now,  Johnny  is  not  a  pur- 
chaser in  the  store,  and  it  is  a  difficult  mat- 
ter to  really  address  a  letter  to  him  in  such 
a  vein  that  he  personally  will  be  interested, 
but,  by  the  sending  of  a  letter  to  him,  is 
going  to  interest  his  parents.  Father  or 
mother  will  read  the  letter  addressed  to  the 
hopeful  and  the  interest  shown  by  the  store 


toward  Johnny  will  react  favorably  upon  his 
parents. 

Arrange  Stock  Properly 

"Having  in  stock  a  complete  line  of  mer- 
chandise, arrange  it  so  that  a  boy  can  be 
fitted  out  from  hat  to  socks  properly,  quickly 
and  well.  In  the  sale  of  one  piece  of  mer- 
chandise it  is  easy  to  suggest  the  sale  of 
some  other  article,  and  by  suggestive  selling 
it  is  possible  to  increase  the  volume  of  every 
particular  sale. 

"Saleswomen  are  far  superior  to  sales- 
men in  this  section.  They  have  a  sympa- 
thetic ,  attitude  toward  the  young  boy  that 
men  find  it  most  difficult  to  develop.  Bright, 
determined  women  naturally  win  the  confi- 
dence of  boys.  If  the 
woman  can  give  your 
boy  customer  a  happy 
smile,  and  a  few 
cheery  words,  it 
shows  that  she  has 
an  interest  in  him. 
Laying  the  stress  of 
her  sales  talk  on  the 
boy,  rather  than  on 
the  merchandise,  she 
will  be  able  to  de- 
velop a  feeling  of  con- 
fidence on  his  part 
that  will  win  a  cus- 
tomer for  the  store. 

"It  is  necessary 
in  developing  a  mer- 
chandising policy  for 
a  department  of  this 
kind  that  the  buyer 
be  able  to  know  how 
others  are  handling 
sales  problems  in 
other  parts  of  the 
United'  States.  In  a 
general  way,  the  sales 
problem  of  every 
boys'  department  is 
the  same,  no  matter 
whether  that  department  be  located  in  Texas 
or  Michigan,  and  the  buyer  who  goes  from  one 
department  to  another  occasionally  and  makes 
an  investigation  of  how  the  more  successful 
departments  in  different  parts  of  the  country 
are  handling  their  problems  will  be  able  to  de- 
velop a  keener  understanding  of  his  own  job 
and  be  much  better  able  to  handle  his  own 
problems.  In  other  words,  do  not  vegetate. 

"If  you  lose  interest  in  your  department 
the  feeling  will  be  communicated  to  every 
salesperson  in  it.  More  depends  on  you 
than  you  appreciate.  Keep  on  your  toes  all 
the  time.  Some  small  idea  from  another  fel- 
low, properly  carried  to  your  salespeople  and 
properly  emphasized,  may  result  in  big  sales 
to  your  department. 

"You  can't  get  these  small  ideas,  so  to 
speak,  unless  you  go  into  the  department 
where  they  are  being  successfully  worked, 
and  go  through  with  an  observing,  open 
mind,  ready  to  see  and  take  advantage  of 
every  sales  idea  that  presents  itself. 


in  the  last  display  con- 
,  display  manager  for 
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Sales  bear  out  the 
superiority  of  Hanes 

Winter  VVfeight  Underwear! 


Frade 


Mark 


This  guarantee  protects  every  sale 

"We  guarantee  Hanes  Underwear  abso- 
lutely— every  thread,  stitch  and  button. 
We  guarantee  to  return  your  money  or 
give  you  a  new  garment  if  any  seam 
breaks." 


FOR  years  Hanes  Winter  Weight  Union  Suits  and 
Shirts  and  Drawers  have  been  delivering  more  wear 
and  service,  more  value  for  every  cent  o£  their  cost  than 
you  ever  sold  for  the  money.  This  statement  is  proved  by 
the  steady,  yearly  gain  in  Hanes  sales. 

Because  Hanes  Underwear  is  better  value,  repeat  orders 
are  heavy.  Year  after  year  the  same  customers  buy  Hanes — 
and  only  Hanes.  They  know^  it  never  falls  down  in  quality. 
And  Hanes  national  advertising  keeps  stirring  up  new 
customers. 


You  put  your  underwear  trade  on  a  solid  footing,  when 
you  make  Hanes  your  leader.  You've  got  a  fistful  of  strong 
talking  points  in  the  Hanes  features.  And  the  Hanes  guar- 
antee printed  above  protects  you  and  your  customer  from 
every  angle. 

Hanes  Medium  Weight  Yellow  Label  Union  Suit  is  one 
of  the  liveliest  sellers  you  can  stock.  Knitted  from  full- 
combed  yarn,  and  trimmed  with  silk,  it  is  the  finest  buy  on 
the  market  for  the  man  who  does  not  like  heavy  cold 
weather  underwear. 


Hanes  Union  Suits  for  Boys  ^"^^^      "^e  the  men's  union  suits  but 

.  with  added  fleeciness,  Hanes  Boys  Union 
Suits  have  proved  a  mighty  profitable  investment  for  every  dealer  who  has  put  them  in. 
Beyond  a  question  they're  the  finest  boy's  union  suit  in  America  anywhere  near  their  price. 

Check  up  the  quality  and  the  features  in  Hanes  Underwear.    Get  samples  from  your  jobber,  or  write  us  if  he  isn't  stocked. 


The  ''Hanes''  Labels 


Each  Hanes  garment  bears 
a  Hanes  label,  a  duplicate  of 
the  trade  mark  printed  here,  either  in  red,  blue  or  yellow.  The 
Hanes  blue  label  on  Men's  Shirts  and  Drawers  means  10-lb. 
weight;  the  blue  label  on  Men's  Double  Carded  Union  Suits 
(new  weight)  means  13-lb.  weight;  the  blue  label  appears  on 


Boys'  Double  Carded  Union  Suits.  The  yellow  label  on  Men's 
combed  yarn,  silk  trimmed  Union  Suits  means  the  new  10-lb. 
weight.  The  red  label  on  Men's  Shirts  and  Drawers  means 
11-lb.  weight;  the  red  label  on  Men's  Double  Carded  Union 
Suits  means  16-lb.  weight.  The  red  label  appears  on  the  new  full 
cut  Athletic  Union  Suits. 


P.    H.    HANES    KNITTING    COMPANY,   Winston-Salem,  N. 


CNew  York  Office: 
•    366  Broadway 


Agents  for  Export:     Amory,  Browne  &  Co.,  62  Worth  Street,  New  York 
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Garment  Manufacturers  Hear  Plea 
For  Cooperation  in  Industry 

International  Association  Holds  Successful  Convention  at 
Cleveland— Plan  for  Arbitration  in  Labor  Disputes  Out- 
lined—Jacob W.  Mack.  Reelected  President— Closing  Ses- 
sions Given  Over  to  Talks  on  Sales  and  Advertising 

Cleveland  Office  of  the  Dry  Goods  Economist,  539  Guardian  Building 


EVERYTHING  necessary  in  the  manufac- 
ture of  clothing  from  a  pearl  button  to 
an  adding  machine  helped  to  make  the 
textile  and  machinery  exhibit,  held  in  connec- 
tion with  the  twenty-fourth  annual  conven- 
tion of  the  International  Association  of  Gar- 
ment Manufacturers,  the  best  in  the  history 
of  the  organization.  Manufacturers  pro- 
nounced the  convention  and  exhibit  held  in 
Cleveland  last  week  the  most  interesting 
staged  in  that  city  in  years.  More  than  100 
exhibits  were  shown  on  the  three  floors  of  the 
Winton  Hotel. 

The  representation,  which  was  the  largest 
ever  gathered,  included  delegates  from  the 
Canadian  Association  of  Garment  Manufac- 
turers as  well  as  those  from  the  inter- 
national body  in  the  United  States. 
The  former  organization  numbers  72 
active  members.  There  are  420  in  the 
latter. 

General  reports  marked  the  open- 
ing business  session  at  which  Jacob 
W.  Mack  of  the  Rauh  &  Mack  Shirt 
Co.,  Cincinnati,  president  of  the  In- 
ternational Association,  presided. 
After  Mr.  Mack's  address  of  welcome 
R.  P.  Sparks,  president  of  the  Cana- 
dian Association,  gave  an  interesting 
speech  in  which  he  asked  aid  and  co- 
operation from  United  States'  manu- 
facturers on  the  ground  that  the 
problems  of  both  associations  are 
very  similar. 


The  most  notable  feature  of  the  second 
day's  program  was  the  address  of  Major  Wil- 
liam J.  Mack,  chairman  of  the  Cleveland 
Ladies'  Garment  Industry.  He  spoke  on  "The 
Cleveland  Plan"  as  it  is  conducted  by  the 
Cleveland  Garment  Manufacturers'  Associa- 
tion and  the  six  locals  of  the  International 
Ladies'  Garment  Workers'  Union,  whose  6000 
workers  recently  accepted  the  award  of  the 
board  of  referees  regarding  a  wage  scale  dis- 
pute and  other  matters  affecting  the  industry 
of  Cleveland. 

Major  Mack  explained  in  detail  the  differ- 
ent phases  of  the  plan  as  worked  out  in  Cleve- 
land. While  neither  the  manufacturers  nor 
the  workers  got  all  they  wanted  in  their  plead- 


Canada  a  Good  Customer 


Mr.  Sparks  stated  that  last  year 
Canadians  bought  $900,000,000  worth 
of  materials  and  $500,000,000  worth 
of  finished  products  from  the  United 
States,  the  average  purchase  per  cap- 
-  ita  by  Canadians  of  finished  products 
being  $100  where  only  $5  per  capita 
was  paid  by  the  United  States  for 
Canadian-made  goods. 

"Since  our  business  is  easily  obtained  we 
are  good  customers  when  your  export  business 
is  considered,"  he  concluded. 

The  keynote  of  the  convention  as  stated 
in  their  program  was : 

"What  are  the  conditions  we  are  facing 
and  what  methods  shall  we  follow  in:  (1) 
Buying  piece  goods;  (2)  Making  garments 
and  clothing:  (3)  Selling  our  products." 

Inspect  Big  Plant 

The  second  day's  program  took  up  the  sec- 
ond of  these  problems.  The  morning  was 
given  over  to  personally  conducted  tours  to 
the  new  factory  of  the  Joseph  and  Feiss  Com- 
pany to  see  the  practical  workings  of  the 
"Clothes-Craft  Shops."  This  company  now 
claims  to  operate  the  largest  individual  gar- 
ment making  plant  in  the  world.  It  covers 
five  acres  facing  one  of  Cleveland's  boule- 
vards. A  special  delegation  made  a  similar 
trip  to  the  M.  Black  Company's  factory  to  see 
how  their  garments  are  manufactured.  A 
style  show  was  staged  for  the  visitors  with 
living  models,  and  every  process  of  making 
coats  and  suits  for  women  was  demonstrated. 


Latest  Happenings  in 
Clothing  Strike 

Late  developments  in  the  bitter  struggle  between 
the  Clothing  Manufacturers'  Association  of  New  York, 
Inc.,  and  the  Amalgamated  Clothing  Workers  which 
has  lasted  five  months  are : 

A  split  in  the  ranks  of  the  manufacturers. 
Withdrawal  of  the  group  of  manufacturers  for- 
merly associated  in  the  New  York  Clothing  Trade  As- 
sociation and  the  resignation  of  William  A.  Bandler 
as  president.  Re- establishment  of  the  Trade  Associ- 
ation with  definitely  announced  policy  of  continuing 
the  fight  for  an  open  shop. 

Immediate  opening  of  negotiations  with  the  Anial- 
gamated  by  the  Clothing  Manufacturers'  Association. 
Announcement  by  Sidney  Hillman,  president  of  the 
Amalgamated,  that  labor  costs  on  clothing  will  be  less. 

Prospects  of  an  immediate  settlement  of  the  strike 
and  resumption  of  work  by  35,000  to  40,000  union 
clothing  workers. 


ings  before  the  referees,  the  award  assured  a 
continuation  of  the  working  agreement  for 
the  industry  in  Cleveland. 

Keep  Tabs  on  Costs 

This  radical,  progressive  method  of  adjust- 
ing wage  disputes  attracted  much  attention 
from  the  manufacturers  present  at  the  conven- 
tion. 

The  "Cost  Sheet"  was  the  problem  taken 
up  on  the  third  day  of  the  convention.  F.  L. 
Sweetser  of  the  Dutchess  Manufacturing  Co., 
Poughkeepsie,  N.  Y.,  chairman  of  the  Central 
Cost  Council  of  the  Association,  had  charge  of 
the  program  during  the  general  meeting  of 
the  delegates.  He  spoke  on  "Business  Con- 
trol, the  Vital  Necessity  To-day."  He  urged 
manufacturers  to  keep  control  of  their  plants 
and  to  study  the  costs  with  a  view  to  placing 
production  on  a  more  substantial  basis. 

Cost  Analyses 

Five-minute  talks  on  "Fact  Stories  of  Cost 
Savings,"  given  by  cost  executives,  who  gave 
specific  instances  of  how  they  brought  about 
savings  in  their  factories,  proved  very 
popular. 
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W.  R.  Bassett  of  Miller,  Franklin,  Bassett 
&  Co.,  New  York,  industrial  engineers,  in  his 
talk  on  "The  Cost  of  Selling  Goods"  pointed 
out  that  factory  owners  cannot  improve  their 
cost  system  without  an  expenditure  of  en- 
ergy, time  and  money.  He  added,  however, 
that  all  three  could  be  reduced  to  a  minimum 
by  participating  in  the  uniform  cost  account- 
ing program  developed  by  the  association. 

Recommendations  Based  on  Study 

The  reason  for  this  is  because  the  cost  in- 
stallers in  the  service  of  the  association  have 
worked  through  the  experimental  stage  and 
so  their  recommendations  are  based  on  exten- 
sive investigation  of  the  best  methods  applied, 
on  their  own  experience,  and  on  specialized 
training  in  solving  problems  of  the  garment 
industry. 

Knitting  mill  owners  and  managers  m 
Cleveland  were  much  interested  in  this  phase 
of  the  day's  proceedings  because  the  Knit 
Goods  Association  has  already  taken  steps 
along  the  same  general  lines.  The  Associa- 
tion already  has  a  "cost  man"  who  "patrols" 
the  membership  and  points  out  the  fallacies 
of  weak  methods  in  factories  and  installs  sci- 
entific cost  accounting  systems.  It  also  was 
pointed  out  that  the  garment  manufacturer 
to-day  who  did  not  know  his  costs  would  have 
a  hard  time  getting  credit  at  a  bank. 

Election  of  Officers 

The  following  officers  were  elected 
at  the-  afternoon  session : 

Jacob  W.  Mack,  Rauh  &  Mack 
Shirt  Co.,  Cincinnati,  re-elected  presi- 
dent; vice-president,  David  S.  Carter, 
Larned,  Carter  &  Co.,  Detroit;  treas- 
urer, H.  W.  Brown,  the  Burnham- 
Root  Dry  Goods  Co.,  Kansas  City. 
Chairman  of  the  board  of  directors, 
Stanley  A.  Sweet,  the  Sweet-Orr  Co., 
New  York,  re-elected;  directors-at- 
large,  George  P.  Wakefield,  the  Kay- 
nee  Co.,  Cleveland,  and  Frank  I. 
Sweetser,  the  Dutchess  Manufactur- 
ing Co.,  Poughkeepsie,  N.  Y.  A.  W. 
Hershey,  the  Hershey-Rice  Manufac- 
turing Co.,  Columbus,  was  elected 
vice-president  from  Ohio. 

The  subject  of  tariff  legislation 
was  discussed  at  the  business  session 
and  a  telegram  was  sent  to  the  Sen- 
ate and  House  committees  in  charge 
of  that  matter  at  Washington,  asking 
that  "protection  granted  the  Amer- 
ican dye  industry  be  not  of  such  a 
radical  nature  as  to  prohibit  the  im- 
portation without  delay  of  those  dyes  not  be- 
ing made  in  this  country  in  sufficient  quantity 
and  delivery  requirements  at  a  reasonable 
price." 

Thursday  evening  was  given  over  to  good 
fellowship  and  business  was  barred.  Tom 
Hendricks  of  the  White  Co.,  Cleveland,  acted 
as  toastmaster  at  the  annual  banquet.  Victor 
Sincere  of  the  Bailey  Co.  and  E.  S.  Jordan  of 
the  Jordan  Motor  Car  Co.,  both  of  Cleveland, 
were  the  speakers. 

Sales  Talks  Given 
Sales  and  advertising  were  among  the  sub- 
jects discussed  at  the  closing  sessions  of  the 
convention  Friday.  Emphasis  was  laid  on 
proper  sales  energy  and  advertising  well  di- 
rected. These  words  of  C.  B.  Hazelwood, 
vice-president  of  the  Union  Trust  Company 
of  Chicago,  were  regarded  as  pertinent: 
"Those  factories  that  are  running  full  time 
or  close  to  it  to-day  are  the  ones,  by  and 
large,  in  which  the  management  has  taken  a 
vigorous  stand  in  regard  to  sales  and  adver- 
tising." 

The   sales   conference   program   was  in 
charge  of  Samuel  Dublirer,  sales  manager  of 

(Continued  on  page  104) 
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Danby  Duncan  Spur  Grey  lock 


THE  ARROW  HITS  OF  THE 

SEASON 

POPULAR  STYLES  FOR  YOUNG  MEN  IN 

Arro\\^ 

Collars 

IF  YOU  EXPECT  YOUR  STOCK  TO 
FULLY  FUNCTION  WITH  DEMAND 
THEN  THESE  COLLARS  SHOULD 
BE  FEATURED  IN  YOUR  COLLAR 
DEPARTMENT. 

They  are  the  most  widely  advertised  collar 
introductions  of  the  season. 

CLUETT,  PEABODY  &  CO.,  Inc.,  Makers  Troy.  N.  Y. 
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Mi  Ladi  tripped  beneath  the  awning  to 
her  waiting  motor  in  front  of  Best's,  one  day 
this  week.  She  wore  a  gray  knitted  suit  with 
a  half  tuxedo  jacket  showing  faint  stripes  of 
"Jazz  red."  The  pleated  skirt  has  four  dizzy- 
ing stripes  at  the  bottom,  a  gay  sash,  jazzy 
also  and  finished  with  great  tassels  hung  far 
down  on  one  side.  A  gray  knitted  rolled- 
brimmed  sailor  hat  with  a  wide  band  corre- 
sponding with  the  sash  finished  as  fetching  a 
sports  costume  as  one  would  find  in  a  day's 
journey. 


"Hitting  the  pipe,"  may  be  very  tantaliz- 
ing, with  this  apple  green  and  white  bone  com- 
bination cigarette  holder  between  the  fair 
smoker's  red  lips. 

*    *  * 

Bathing  millinery  for  the  seashore  is  al- 
most as  varied  as  an  Easter  millinery  display. 
Leading  shades  are  red,  magenta  and  green. 
Flower  trimming  is  largely  employed,  and 
some  new  numbers  show  bead  embroidery. 


A  new  Bride's  Gift  Book  handsomely 
bound  in  crushed  calf  has  a  space  to  record 
the  list  of  all  presents  received,  and  the  name 
and  address  of  the  donor.  It  has  a  capacity 
for  564  entries. 

*    *  * 

In  the  half-past  3  o'clock  parade  an  occa- 
sional shapely  ankle  is  seen  to  flash  a  twin- 
kling band  of  plain  silver  or  gold  or  set  with 
glittering  stones.  The  flexible  bracelet  be- 
comes an  anklet  when  worn  as  such,  and  sev- 
eral very  charming  patterns  are  offered  to 
retail  at  from  $3  to  $10. 


A  new  dress  form  to  retail  at  $1  is  being 
demonstrated  this  week  at  Macy's.  The  form 
is  made  of  heavy  gummed  paper  applied  to 
a  cotton  shirt  directly  over  the  body.  It  is  cut 
into  with  a  sharp  knife,  front  and  back,  re- 
moved from  the  body,  the  two  halves  being 
taped  together. 

*    *  * 

The  "June  Rose"  is  the  alluring  name  of  a 
new  fitted  handbag  made  of  moire  silk.  It  has 
a  rose  mounting  made  of  pyroxylin  in  Amer- 
ican beauty,  la  France  and  tea  rose  shades  and 
may  be  sold  at  around  $10. 


French  pedometers  that  are  less  unwieldy 
than  the  American  product  and  said  to  be 
more  accurate  are  oifered  here.  One  particu- 
larly attractive  model  is  in  a  black  enamel 
case  similar  to  a  small  gold  watch.  It  is 
only  about  one-fourth  of  an  inch  in  thickness. 


The  gayest  and  most  attractive  hour  in 
New  York  is  the  tea  hour  at  the  Hotel  Plaza. 
The  charm  of  the  57th  Street  foyer  is  a  happy 
background  for  the  gay,  unchaperoned  jeunes 
filles.  Here  one  always  sees  the  latest  and 
smartest  modes.  Gray  suede  cloth,  with  its 
invariable  accompaniment  of  heliotrope,  lav- 
ender and  orchid,  has  become  a  trifle  tiresome 
and  the  introduction  of  dark  leaf  brown, 
which  is  but  a  touch  of  the  various  browns 
promised  later  on,  is  a  vast  relief. 

An  exceedingly  graceful  example  of  the 
new  shoulder  closing  cape,  worn  thrown  across 
the  shoulder,  soldier  fashion,  was  developed  in 
heavy  leaf  brown  satin  combined  with  Persian 
printed  cloth.  A  draped  toque  of  the  Persian 
was  accentuated  by  a  sharply  drawn  line  of 
brown  glazed  kid  just  above  the  amber  eyes 
of  one  of  "our  fairest." 


The  White  House  mascot,  a  replica  of  the 
famous  White  House  Airedale,  is  just  out.  A 
cord  around  the  pup's  neck  bears  a  facsimile 
of  the  President's  autograph  with  a  message 
to  American  boys  and  girls. 


Sport  hose  for  golf  and  tennis  are  shown 
in  gay  and  rather  startling  plaids. 


A  decorative  ink  well  made  of  bronze  on  a 
mahogany  base.  When  the  ink  well  is  opened, 
it  starts  the  music  box  concealed  within  and  a 
jeweled  winged  butterfly  spreads  its  wings  as 
though  in  flight. 


Bits  of  realistic  scenery,  trees,  grass  and 
birds  in  flight  are  hand-painted  in  poster  sec- 
tions on  this  satin  bathing  suit.  The  green 
background  of  the  posters  is  in  brave  con- 
trast to  the  gray  satin  of  the  suit,  the  button- 
at-the-knee  bloomers  are  of  green  satin. 


The  doily  luncheon  set  in  a  variety  of  at- 
tractive designs  is  sold  by  the  yard.  The 
large  center  piece  and  six  plate  and  six  tum- 
bler doilies  are  stamped  on  oilcloth.  They  are 
cut  out  at  home,  at  a  considerable  saving  over 
the  regulation  already-made  sets. 


Transparent  effects  in  feather  trimming 
on  felt  hats  is  obtained  by  using  an  un- 
curled feather  of  one  shade  directly  over  an- 
other, such  as  pale  jade  over  deep  green, 
etc.  Sometimes  three  and  four  shades  are 
employed. 

*    *  * 

Franklin  Simon  &  Co.  showed  in  their  win- 
dow display  of  children's  wear  this  week  a 
Clara  Schoval  Patch  Poster  with  a  branch  of 
pink  blossoms  overhead,  and  a  little  girl  feed- 
ing a  squirrel,  with  a  small  boy  looking  on. 
These  posters  are  shown  continuously  in  this 
window.   A  dilferent  one  is  used  each  week. 


"Music  hath  charms  to  soothe  the  savage 
breast."  The  restaurateur  who  still  boosts  the 
cost  of  living  may  find  a  faithful  ally  in  the 
musical  menu  holder  just  arrived  from  Paris, 
The  bill  of  fare  is  written  in  pencil  and  easily 
may  be  wiped  off.  Movement  of  the  little 
pedestal  starts  a  tinkling  melody  in  the  music 
box  concealed  in  the  base. 


At  Wurlitzer's,  a  musical  instrument 
concern,  a  wedding  featuring  the  bride 
and  groom,  the  minister,  bridesmaids, 
groomsmen  and  ushers,  all  in  full  wedding 
regalia,  attracted  a  crowd  that  threatened 
to  block  traffic. 

*    *  * 

There  should  be  no  more  complaining  of 
lost  keys,  now  that  there  are  gold  key  holders 
on  the  market.  These  are  made  to  wear  on  a 
chain  or  a  key  ring,  the  holder  having  a  small 
hole  in  the  top.  They  are  of  a  size  to  accom- 
modate two  ordinary  keys. 


The  up-to-date  dinner  and  dancing  attire 
for  the  young  man  includes  white  flannel 
trousers,  a  blue  tuxedo  or  lounge  coat,  white 
buck  shoes,  with  white  silk  hose,  a  shirt  of 
silk  brocade  or  fine  hemstitched  linen  and  a 
winged  collar  and  black  beau  tie.  No  vest  is 
worn.  A  man  may  indulge  his  fancy  some- 
what in  selecting  a  hat  to  wear  with  this  cos- 
tume, but  a  Milan  straw  sailor  with  wide  brim 
and  low  crown  is  ultra  smart. 


An  all  white  morning  bag  of  white  beads 
on  white  satin. 

*    *  * 

Miniature  baby  grand  player  pianos  fin- 
ished in  mahogany,  ivory  and  gray  are  on  the 
market  to  retail  at  from  $2.50  to  $6. 
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Are  You  Interested  In  Having 
Satisfied  Customers? 

ONE  of  our  customers — a  small  store  in  a  medium  sized 
town,  has  a  sign  bearing  the  legend,  ^'A  Satisfied  Cus- 
tomer Is  The  Best  Advertisement'',  and  they  pride  themselves 
in  giving  their  customers  prompt  and  satisfactory  service. 

CASH'S  WOVEN  NAMES 

are  sold  in  that  store  in  a  big  volume  for  its  size,  and  when 
asked  to  what  they  attributed  their  success  in  business  they 
pointed  to  the  sign  and  replied  that  it  was  the  policy  of  the 
firm  ''never  to  disappoint  a  customer'\ 

Due  to  an  abnormal  number  of  orders  last  year,  we  were  forced  to 
disappoint  some  of  our  customers  in  the  delivery  of  CASH'S 
WOVEN  NAMES  for  vacation  and  fall  school  needs. 

The  motto  of  this  little  store  gave  us  an  incentive,  and  this 
year  we  are  in  a  better  position  to  promptly  fill  orders  for 
summer  vacation  requirements  and  fall  school  needs. 

Our  national  advertising  campaign  appearing  in  the  largest 
woman's  publications  is  designed  to  assist  our  customers  in  the 
sale  of  CASH'S  WOVEN  NAMES  —  in  the  use  of  the  slogan, 
order  early  and  be  sure  of  delivery^'. 


[  Off  to  School 


Plans  all  made,  trunks  aU  packed, 
clothes  all  marked  with 

CASH'S  WOVEN  NAMES 

No  losing  things  in  Uie  laundry,  no 
mixing  them  up  with  your  room 
male's. 

Cash's  labels  are  not  printed,  they 
are  Woren  to  order  in  fast  colors- 
red,  blue,  black,  navy  on  fine  while 
tape.  Sewed  on  wUh  a  few  stitches; 
Ihey  last  longer  ttian  Ihe  garment. 
Order  through  your  dealer  or  wrile 
for  samples. 

3  doz.,  $1.50    6  doz.,  $2.00    12  doz.,  $3.00 

J.  &  J.  CASH,  Inc. 

Factories  at 

221  Chestnut  St.,  South  Norwalk,  Conn 
3427  S.  Main  St.,  Los  Arigeles,  Cal. 
Brantford,  Ont.,  Can. 
Important  Notice 

Many  people  were  disappointed  last  year  by  not  re- 
reiving  Llie  woven  names  In  time  for  the  boy  and  girl 
going  to  w;h<jol.    Order  early  and  bo  sure  of  delivery. 


Appearing    in    leading  women's 
publications  for  August. 


A  new  branch  factory  on  the  Pacific 
Coast  has  been  opened  at  3427  South 
Main  Street,  Los  Angeles.  We  are 
prepared  to  take  care  of  immediate 
orders.  This  will  greatly  facilitate 
deliveries  on  the  Coast. 

You  can  make  this  a  record  break- 
ing year  on  CASH'S  WOVEN 
NAMES  if  you  will  bear  in  mind 
that  we  are  backing  you  up  with  our 
national  advertising  and  prompt  de- 
livery service. 

Order  from  nearest  factory 


In  the  kit  for  your  summer  vacation 

every  piece  of  clo'.hing,  every  blanket  and  towel, 
should  be  marked  with 

CASH'S  WOVEN  NAMES 

They  denote  an  article  distinctively  as  YOUB.S.  not 
with  an  ugly  Ink  mark,  but  with  a  smart  WOVEN 
LABEL.  Fastened  on  with  a  few  stitches.  Fast 
colors— red.  blue,  black,  navy.  Order  through  your 
dealer  or  write  for  samples. 

3  doz.,  $1.50    6  doz..  $2.00    12  doz.,  $3.00 
J.  &  J.  CASH,  Inc. 

Factories  at 

221  Chestnut  St.,  South  Norwalk,  Conn. 
3427  S.  Main  St.,  Los  Angeles,  CaK 
Brantford,  Ont. ,  Can. 

IMPORTANT  NOTICE;  Many  people  were  disap- 
pointed last  year  by  not  receiving  their  woven  names 
in  time  for  the  boy  and  girl  going  to  school.  Order 
early  and  be  sure  of  delivery  before  your  vacation. 


J.  &  J.  CASH,  Inc. 


Appearing    in    leading  women's 
publications  for  July 


Factories  at 

221  Chestnut  Street  South  Norwalk,  Conn, 

3427  S  Main  St.,  Los  Angeles,  Cal. 
Brantford,  Ont,  Canada 


DRY  GOODS  ECONOMIST,  MAY  28,  1921 


97 


Novel  Handbags 
First  in  Favor 

Gold  and  Silver  Models  Well  Liked, 
While  Brocades  Lead  in 
Fabrics 

HANDBAGS  have  come  into  a  new 
vogue.  Each  season  carries  a  certain 
demand  for  the  staple  lines.  The 
great  truth  of  harmony  and  fitness  of  ac- 
cessories to  the  smart  toilet,  however,  be- 
comes daily  more  impressive,  and  the  ne- 
cessity of  wearing  the  proper  hat,  the  proper 
shoes  and  proper  accessories  becomes  more 
important  and  this  applies  specially  to  the 
proper  handbag. 

The  bag  for  the  opera,  the  shopping  bag, 
the  small  flat  envelope  and  the  generous  big 
bag  for  motoring  and  general  utility  have 
each  their  own  allotted  sphere  and  each  leav- 
ing off  where  the  other  begins,  must  fit  in 
with  the  color  scheme  of  the  costume. 

Difference  Really  Counts 

The  demand  is  for  novelties.  There  is 
practically  no  restriction  as  to  fabric  or  de- 
sign. Fashion  demands  that  the  bag  be  "dif- 
ferent" and  "different"  it  must  be. 

Gold  and  silver  mesh  bags  take  first 
place  among  high-priced  goods.  Silk  bro- 
cade easily  leads  in  fabrics.  Bags  made  of 
the  latter  are  beaded  in  simple,  elegant  de- 
signs. Those  of  plain  brocade  have  ornate 
mountings  of  bone  or  composition. 

Numbers  Are  Diverse 

A  large  range  of  numbers  in  both  fabric 
and  leather  materials,  representative  in  ma- 
terial, design  and  workmanship  are  retailed 
at  $1.98  and  $2.98  in  many  stores. 

There  seems  too  great  a  variance  in 
prices.  The  two  extremes  of  low-priced  and 
high-priced  goods  have  been  reached  with 
very  little  in  between. 

Manufacturers  indicate  that  the  levels 
now  current  meet  the  general  demand.  They 
assert  that  if  the  handbag  meets  with  ap- 
proval then  price  is  no  object.  The  customer 
is  most  interested  in  novelty  and  individual- 
ity, they  declare.  Small  bags  are  rather  in 
demand  but  the  size  has  nothing  to  do  with 
the  price. 

John  W.  Smith,  late  of  the  firm  of  Smith, 
Angrove  &  Co.,  347  Fifth  Avenue,  has  become 
sales  manager  for  Yardley  &  Co.,  Inc.,  15 
West  Thirty-sixth  Street,  makers  of  English 
perfumes,  soaps,  etc. 


Left— Two  of  the  season's  "best  sellers"  front 
Veitsch  Bros.  Both  are  of  black  satin,  machine 
quilted  in  white,  satin  lined,  and  fitted. 

Center  tap — The  Oxford  Bag  is  made  of  brown 
spider  calf.  It  has  the  fashionable  laced  edge  and 
is  fitted  with  coin  purse  and  mirror  and  two  out- 
side pockets  to  retail  at  about  $5. 

Below — Of  blue  silk  moire  with  an  exquisitely  col- 
ored American  beauty  composition  mounting,  self 
handle,  silk  lined,  purse  and  mirror  fitting,  to  sell 
at  about  $10. 

Right — Extremely  smart  are  these  two  silk  moire 
bags  from  Warsc'haur  &  Roth.  The  June  Rose 
bag  is  from  this  firm  also. 


Here's  a  Group  of  Retailers  Who 

Set  the  Public  Right  on  Prices 


When  125  merchants  in  a  single  city  get 
together  to  prove  to  their  customers  that 
prices  really  have  come  down  a  great  deal 
they  are  likely  to  meet  with  a  lot  more  suc- 
cess as  propagandists  than  if  they  went  at  the 
job  individually.  When  a  single  store  or  a 
group  of  stores  of  a  particular  type  attempts 
by  price  comparisons  to  show  people  how 
much  of  a  decline  has  taken  place  in  com- 
modity values  during  the  last  year  there  is  a 
chance  to  slip  up.  In  the  first  place,  many 
persons  are  sure  to  get  the  impression  that 
the  new  low  prices  are  "for  the  occasion"  only 
—a  sort  of  camouflage.  Secondly,  should  a 
group  of  dry  goods  stores  really  prove  their 
point  in  this  way  while  the  shoe  stores  make 
no  such  move  there  is  almost  certain  to  be  an 
impression  that  shoe  prices  are  too  high,  and 
vice-versa. 

Fairmont,  West  Virginia,  is  a  city  of 
about  20,000  people.  Like  the  people  in  many 
another  town  they  have  been  partly  blind  to 
the  reduction  of  prices  that  has  taken  place. 
Had  all  lines  come  down  in  unison  the  new 
level  would  have  been  at  once  apparent.  But 
dropping  one  at  a  time  the  effect  was  largely 
hidden. 

Merchants  Took  Action 

Folks  became  accustomed  to  the  new  prices 
so  gradually  that  the  fact  that  they  were  new 
didn't  strike  home.  Naturally,  this  hurt  trade 
in  Fairmont  as  well  as  other  communities ;  so 
125  merchants  decided  to  hit  people  in  the  eye 
with  a  demonstration  that  simply  had  to  make 
itself  seen  and  understood. 

Beginning  the  week  of  April  18  all  of  these 
business  men  devoted  their  display  windows 
to  showing  a  wide  variety  of  merchandise  of 
a  staple  character.    No  luxuries  or  commodi- 


ties out  of  the  ordinary  run  were  displayed. 
It  was  all  "bread  and  butter"  stuff — shoes, 
hosiery,  underwear,  clothing,  groceries,  and 
such  other  things  as  the  average  family  must 
buy.  On  each  article  of  merchandise  was 
shown  two  price  tags.  One  gave  the  price  at 
which  it  was  sold  a  year  ago  and  the  other  the 
present  price. 

Special  Prices  Banned 

To  make  certain  that  the  public  could  have 
no  doubts  as  to  the  sincerity  of  the  merchants 
and  the  fairness  of  the  price  comparisons  all 
the  merchants  participating  signed  an  agree- 
ment not  to  make  special  prices  on  staple 
goods  for  the  week.  Furthermore,  they 
agreed  to  announce  that  the  prices  shown 
would  stand  for  the  spring  season.  Compari- 
sons were  all  in  plain  figures.  No  percentages 
were  used. 

Purely  "style"  goods  were  not  shown. 
These  have  come  down  in  price  as  have  staple 
goods;  but  the  reductions  are  not  as  marked. 
The  element  of  style  and  line  that  makes  one 
hat  infinitely  superior  to  another  has  nothing 
to  do  with  price.  Consequently  it  was  judged 
best  to  omit  such  goods  from  the  windows. 

The  result  of  the  demonstration  already  is 
apparent  in  increased  consumer  buying,  ac- 
cording to  H.  J.  Hartley  of  the  J.  M.  Hartley 
&  Son  Co.,  who  believes  it  was  a  good  move 
for  the  consumer  as  well  as  the  retailer  since 
it  assured  the  former  of  fair  prices.  Here  is 
an  idea  that  costs  little  to  follow  out  and 
ought  to  prove  effective  almost  anywhere 
there  is  a  similar  problem  to  solve. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  Economist. 
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Three  Features—- 
In  One  Book— 
At  a  Sensible  Price 


WHEN  you  sell  Bubble  Books  you  have 
three    big    features    to    offer — not 
merely  one. 

The  colored  illustrations  by  Rhoda  Chase  would 
alone  be  a  strong  point  for  any  book.  The  fairy  stories 
are  new,  and  you  know  the  value  of  this  type  of  story. 
Then  the  three  real  phonograph  records  could  not  be 
bought  separately  at  any  price. 

These  are  the  features  that  children  love  and  parents 
look  for.  They  are  the  reason  for  Bubble  Books  having 
a  definite  sales  value  in  any  phonograph  or  toy  or  depart- 
ment store. 

Feature  number  four  is  the  new  price — $1.25.  When 
costs  went  up  we  had  to  raise  the  price — they're  down 
now — so  are  Bubble  Books. 

Tie  up  with  an  organization  that  has  had  104  years  of 
good  book  selling  to  back  it  up.  Remember  that  there 
are  twelve  Bubble  Books  and — "When  You  Sell  One, 
You  Sell  a  Habit." 

3ciBBLE.B00ICS 

"that  Sing" 

HARPER  &  BROTHERS 

Bubble  Book  Division 
130  West  42(1  Street,  New  York  City 
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MADEIRA 

Hand  Einbroidered  Linen« 

with  the  Progress  Brand  Label  «e 

t-  guarantee  of  quality,  fltie  wuck- 
manship  and  attractive  designs. 

Handkerchiefs,  Napkins,  Luncheon  Sets  and 
Covers,  and  a  large  variety  of  Novelties. 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK  Cor.  ZZnA  St. 


DRESS  COTTONS 


WHOLESALE  DRY  GOODS 


LININGS 


maUTCKD  TRADE  MASK 

Clafuns  Incorporated 

NEW  YORK 


SPERO 

^~-€orton  Goods-^ 

"Best  im  the  World" 

Richard  Haworlh  and  Company,  Limited 
Spero  Mills  on  M'nchester  Ship  C»nal 
The  Model  Factories  of  Lancashire 


"HOOSIER" 

The    best    36-lnch  brown 

domestic   In  America 
Bvv  it  iv  the  hale;  sell  it 
iy  the  bolt 

Sold  by  all  wholesalers 

Indiana  Cotton  Mills 

Cannelton,  lad 


DRESS  GOODS 


BRADFORD 


NEW  YORK 


W.  W.  Rycroft  &  Co. 

66  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 

Imported  Mohairs,   Sicilians,  Wool  and 
Cotton  Dress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  address 
and  line. 


WOOLENS 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  for 

Sporting  Suits 
Patterns  and  Prices  on  Application. 

So  A.  NEWALL  &  SONS 

(D.  G.  E.) 
Stornoway,  SCOTLAND. 

State  Shade  Desired. 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  A,B.C.  5th  Edition  &  Bentley's 


S&K  RIBBONS 

We  call  special  attention  to  cup 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  8-  KAUFM  ANN,  INC. 

l9  East  16tl\  Street. New- York 


TRAOC 


MARK 


GLAFLiNS  Incorporated 

H.  P.  Bonties,  President.  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


J^\E*'f\     loring  Company's 
^y|llD6rr3^     Unings  converted  and 
</'brand\>|       distributed  solely  by  us. 


Complete  range  of  everything  carried 
in  a  Liniiig  Department. 
CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


Write  Jar  our  latest 

Special  Catalogs 
E  1921 

To  Dealers  only. 
JohnV'^arweU^ompany 

Wholesale  Dry  Goods  arid  Central  Merchandise 
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Paper  Shredders  105 
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SILKS 


WHITE  GOODS 


BLANKETS 


HorrOCkses'j^r  Excellence 

<^^^,.  IN  NAINSOOKS 
'  AND  FINE  COTTONS. 

U.S.Acients- 

Wright  j(  Graham  Co., 
IIO.FrankIm  St.,  New  York. 

Canadian  Apjent  — 
~  J.  E  Ritchie. 

591, St., Catherine  St.,W  Monh-eal.Qu. 


RIBBONS 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be- 
hind the  display  man  with  suggestions. 
The  Dry  Goods  Economist  is  at  your  ' ser- 
vice. Get  out  the  last  half  dozen  numbers, 
act  now  and  watch  the  department  improve. 


KING  PHILIP  MILLS 

The  Home  of 

NAINSOOKS 

B3        S.  H.  Howe,  Selling  Agent 

48  Leonard  Street.  New  York 


DERRYVALE- 


If  it's  "Derry;vale 
it's  "Irisli  Lineii' 

DERRYVALE  LINEN  COMPANY 
23  East  21^  Street, N.Y. 


^pIrish  linen  society 


3ELFAST  IRELAND', 


A  CO-OPERATIVE  NON-PROFIT 
ORGANI2ATION  OFTHE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  STREET.  NEW  YORK 


X^-'     Art  anil  ^*-0 

DRESS  LINENS' 


"Old  Bleach"  Linen  &  h? 


PURE  IRISH  LINEN 
'^mrn^  LINEN  DAMASKS 

 -vy 


■23-25  East  "26™  Street      New  York 


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

45  East  20th  St.   N.  Y.  City 


SELLING  AGENTS 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agents 
86  to  88  Worth  Street 


Eeg.D.a, 


Pat.  Office 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Catting'Up  Trade 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 

Adams  and  Wells  Sts.  Chicago 


ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  White  Merchandise" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 

44-46  E.  25th  St.,      New  York 


INTRODUCING 

— OUT  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  resu!ts,bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest 

THE  ECONOMY  SERVICE 
231  W.  39th  Street  New  York  City 
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Sales  Featured  by 
Omaha  Stores 

J.  L.  Brandeis  &  Sons  and  The  Hay- 
den  Bros.  Launch  Big 
Events 

Economist  Correspondence,  Omaha,  Neb. 

Special  sales  continue  to  be  the  best  method 
of  getting  the  public  into  the  stores.  J.  L. 
Brandeis  &  Sons  inaugurated  a  twelve  day 
bargain  festival  on  May  16.  A  year  ago  the 
store's  merchandise  was  offered  at  a  30  per 
cent  reduction  and  at  that  time  a  larger  busi- 
ness was  done  than  in  any  other  two  weeks 
of  the  firm's  history.  The  idea  of  this  last  sale 
is  to  break  this  record.  Half  a  million  dollars 
worth  of  goods  were  bought  for  the  event  and, 
according  to  the  management,  is  being  offered 
at  from  25  to  50  per  cent  below  to-day's 
market  quotations.  The  first  day's  buying  was 
splendid  and  has  maintained  a  steady  gait 
since,  so  the  prospects  for  beating  last  year's 
sale  period  are  bright. 

Store  Reorganizes 

The  Hayden  Bros,  store  also  launched  a 
sale  on  May  16,  to  last  for  ten  days,  and  here 
too  the  business  has  been  most  satisfactory. 
A  reorganization  of  this  firm's  executive  and 
buying  staffs  is  in  progress.  A  number  of 
changes  in  departments  and  equipment  are 
being  made,  too. 


The  Burgess-Nash  Co.  is  reassuring  the 
public  as  to  the  fairness  of  its  prices  by  print- 
ing every  day  a  list  of  retail  prices  in  which 
present  figures  are  contrasted  with  those  of 
1920,  for  the  same  period. 

Weather  Affects  Sales 

Unseasonable  weather  continues  to  put  a 
crimp  in  sales  of  summer  fabrics.  Wash 
goods  offered  at  much  lower  prices  than  a 
year  ago  stay  on  the  shelves  simply  because 
the  weather  does  not  warm  up. 

George  D.  Adams,  for  the  past  five  years 
advertising  manager  for  M.  E.  Smith  &  Co., 
has  resigned  to  become  vice-president  of  the 
Darlow  Advertising  Co.  of  this  city. 

Local  wholesalers  leave  the  latter  part  of 
this  month  to  visit  121  cities  in  Nebraska  and 
Kansas  to  spread  good  will  in  this  territory. 
They  admit  that  business  is  not  good,  but  in- 
sist that  it  is  slowly  coming  back  to  normal. 


Frank  J.  Mayer  has  severed  his  relations 
with  the  former  firm  of  Hirshfield  &  Mayer, 
Inc.,  and  has  taken  charge  of  the  embroidery 
department  of  the  Garfield-Stahl  Co.,  1123 
Broadway,  a  lace  concern. 

A  chain  of  stores  to  be  run  under  the 
name  "Krystall's"  is  being  organized  by  three 
California  merchants.  The  first  store,  55  by 
120  feet,  is  now  being  built  at  Alhambra. 
Dry  goods,  ready-to-wear,  shoes  and  men's 
furnishings  will  be  carried.  Other  stores 
will  be  opened  in  the  southern  part  of  the 
state. 


Kentucky  Clothiers 
to  Convene  June  6 

Andreas  Burkhardt  to  Address  Re- 
tailers' Sessions  at 
Louisville 

Important  problems  now  faced  by  the  re- 
tail clothing  trade  will  be  considered  at  the 
annual  convention  of  the  Kentucky  Retail 
Clothiers'  Association  to  be  held  at  the  Hotel 
Seelbach,  Louisville,  June  7  and  8.  Men 
prominent  in  the  clothing  business  will  be 
on  hand  to  deliver  addresses  and  take  part 
in  the  discussions. 

Secretary  L.  G.  Boone  has  arranged  to 
have  addresses  by  Andreas  Burkhardt  of  Cin- 
cinnati, president  of  the  National  Associa- 
tion of  Clothiers;  Charles  E.  Wry  of  Chi- 
cago, secretary  of  the  organization,  and 
other  prominent  men.  President  Malone  of 
the  Kentucky  association  will  have  an  im- 
portant message  which  will  include  the  in- 
formation secured  through  a  questionnaire 
concerning  prices  for  spring,  1921,  and  com- 
pared with  a  year  ago. 

Among  the  questions  to  be  discussed  are: 
"What  Is  Being  Done  to  Keep  Volume  Up  to 
Last  Year?"  "Present  Compensation  to  Em- 
ployees," and  "Importance  of  Personality  in 
Business."  Considerable  time  will  be  de- 
voted to  a  question  box  discussion. 


WASH  CLOTHS  &  TOWELS      BRAIDS  &  TRIMMINGS 


LTE5C  WASH 
CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS         WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHI    LADE    U  PHIA 

New   York   Salesroom   61    White  St. 


A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Sample    on  Request. 

John  R.  Lankenau  Co.,  Boston-ll,  Mass^ 


"RAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Gohoes.NY. 


Sanitary 

Cleaning  Cloths 

lor  Kitchen  &  Household 
Sponge-Dish  Cloths. 
Scrub,  Painl.  Dust  and  Pol- 
ishingClcthx.  Imitation  Chamois,  iron  Holders,  Broom 
Covers^  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
73'/^  FRANKLIN  ST..     NEW  YORK  CITY 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


Manufacturers  of 

FEATHERBONE  Dress  Specialties 
GIRDELIN  Dress  Belting 
Three  Oaks,  Mich. 

New  York  Chicago       San  Francisco 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23td  Street 


New  York  City 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough  *  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


ART  NEEDLEWORK 


FANCY  LINENS  ;| 

EMBROIDERY  MATERIALS  | 
'Peri-Lusta"  KTIH  "Crystal'^l 

Mercerised  .  Artificial  S 

COTTONS       STrmiisS         silk  J 


GLOVES 


'  Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broaaway,  NEW  YORK,  Cor.  22nd  St. 


RICHZIRDSOri'S 

PURE  MERCERIZED 
SILKS  COTTOliS 

forSEWIMQ  ^ 
HfliS'  EMBROIDERING 
I^JlAJEk.  CROCHETING  V 

Richardson's  lOc  Crochet  Books 
RICHARDSON  SILK  COMPANY 
Chlcate     Manufacturers     New  VorK " 


NECKWEAR 


ALL  THAT  THE   NAME  IMPLIES! 

POLLOCK  LOWENBAUMf 

40  WEST  20ih  STREET-NEW  VDHK 


MILLINERY 


D.  B.FISK&CO. 

CHICAGO 


'MILLINERY 
MERCHANDISE 

Open  thruout  the  year 

>    NEW  YORK 

411  Fifth  Avenue 


Branch  salesrooms — open 
during  market  season. 

Si.  Louis,  1013  Washington 

A  TO. 

Clefeland,  Hotel  CieTeland 


Holdtite 

A  STAY  THAT  HOLDS 
THE  FASTENER 

ELIMINATES   FASTENER  TEAP-OUT  COMPLAINTS 
ON  LEATHER  &.  FABRIC  GLOVES 

BUTTON  STAYC0..6IoversvilIe,NY 


LOVES 

English,  French,  American 

Wholesale  Department: 

2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES.MILLS&CO., 


T^eiier  A/aid 


S.M.HOHL  mo-i^^-ii  AVE.  NEW  YORK> 


Telephonea 


r 63291 
\ 6330  J 


Gramercy 


Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

150  Fifth  Avenue,  New  York 

Nortnwest   corner   21st  St. 
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Jobber  Would  End 
Union  Labor  Pacts 

Firm  Takes  Legal  Action  Against 
International  Ladies'  Garment 
Workers'  Union 

Legal  action,  the  effect  of  which,  if  suc- 
cessful, will  be  practically  to  abrogate  labor 
agreements  between  the  International  Ladies' 
Garment  Workers'  Union  and  various  asso- 
ciations of  garment  manufacturers  in  New 
York  has  been  instituted  by  the  firm  of 
Cohen,  Friedlander  &  Martin,  formerly  of 
Toledo,  Ohio,  charging  that  these  agreements 
have  the  effect  of  unlawfully  interfering 
with  the  plaintiff's  business. 

The  above  firm  for  many  years  manufac- 
tured women's  garments  in  Toledo.  Last 
year  it  found  the  union's  wage  and  work 
standards  so  detrimental  to  business  that 
the  factory  was  closed  down  on  two  days' 
notice  and  325  employees  released.  A  gar- 
ment jobbing  business  was  then  started  m 
New  York.  It  developed  shortly  that  the 
^^rm  could  not  get  garments  made  up  m 
manufacturing  shops  because  of  union  ob- 
struction, the  latter  holding  that  the  new 
jobbing  firm  had  not  settled  with  the  union. 

In  New  York  a  large  number  of  garment 
shops  are  operated  under  agreements  with 
the  union  which  forbid  "outside"  manufac- 
turers to  do  work  for  other  firms  that  are 


having  labor  troubles  in  which  the  union  is 
concerned,  and  it  is  members  of  this  group 
which  were  prevented  from  doing  work  for 
the  plaintiff  by  strikes  called  by  the  union 
on  the  ground  that  an  international  strike 
was  in  progress  against  the  plaintiff. 

It  is  charged  by  the  plaintiff  that  the 
International  Ladies'  Garment  Workers'  Un- 
ion is  virtually  in  control  of  the  country's 
coat  and  suit  industry  and  that  it  has  agree- 
ments with  manufacturers'  associations  in 
violation  of  both  Federal  and  State  laws. 
An  injunction  is  sought  to  prevent  the  sev- 
eral garment  labor  bodies  from  conspiring 
to  interfere  with  the  conduct  of  the  plain- 
tiff's business. 


Store  Gets  More  Ground 


Kahn  Bros.,  Oakland,  Cal.,  whose  depart- 
ment store  now  covers  40,000  square  feet,  have 
leased  for  ninety-nine  years  a  strip  of  prop- 
erty connecting  the  avenues  on  either  side  of 
the  store  and  will  run  an  arcade  through  for 
the  convenience  of  pedestrians  in  the  shopping 
district.  The  convenience  of  this  opening  may 
be  appreciated  when  it  is  understood  that  it 
makes  a  way  through  a  block  seven  hundred 
feet  long.  The  arcade  will  be  two  hundred  feet 
long  and  will  be  lined  with  display  windows, 
giving  the  store  a  very  large  additional  dis- 
play space.  In  connection  with  the  new  con- 
struction, the  first  floor  of  the  store  will  be 
so  rearranged  as  to  give  4000  feet  more  space. 


Salesperson  Can  Give 

(Continued  from  page  65) 

must  dress  to  conform  with  her  own  pro- 
portions." 

"Well,  you've  taught  me  a  great  deal," 
and,  surveying  herself  in  a  full-length  mir- 
ror; "look  at  me,  this  suit  I  have  on  is  not 
right,  either;  a  Russian  blouse  effect  on 
me!    I  should  have  known  better." 

"No;  the  saleswoman  should  have  known 
better." 

"But  everyone  is  not  like  you,  my  dear; 
most  saleswomen  will  sell  you  anything  to 
make  a  sale  and  get  rid  of  you.  I  am  going 
to  ask  you  to  select  just  the  things  for  me 
you  think  I  should  have.  I'm  putting  my- 
self in  your  hands." 

A  little  later  the  customer  left  the  de- 
partment, thanking  the  saleswoman  in  a  way 
that  left  no  doubt  of  her  gratitude  and  bear- 
ing two  of  the  saleswoman's  cards,  one  to 
Miss  Jones  in  the  corset  department  and 
the  other  to  Miss  Brown  in  the  suit  depart- 
ment. 

"Please  take  special  care  of  the  bearer," 
was  written  on  each. 

"Phewee!"  whistled  the  expert  lingerie 
saleswoman,  "I  talked  an  arm  off,  but  $116 
in  one  sale  isn't  bad  for  lingerie,  and  a  50- 
cent  PM  on  the  corset  and  another  on  the 
suit  will  help  some." 

Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  ECONOMIST. 


COATS    &  SUITS 


DRESSES 


D  K  E  S  S  E  S 


FUR 


now 

showing 


A.  L.  COHEN  1 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES  ^ 
Waists-  Dresses-Coats  -  Suits-Skirts 

204-5-6  Medinah  Bldg..Xor.  Jackson  Blvd.  and  Wells  St. 
CHICAGO 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on 
Si!k,  Taffeta,  Georgette  " 
and    Crepe    de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The   Little   Goddess   Dress  Co. 
6-8  W.  16 ih  St.,  near  5th  Ave.,  New  York 

Phone.   Chelsea  111:)   


Made  by 

MITCHELL  BROS. 
367  W.  Adams  St. 

CHICAGO 


s  X  o  u  X  s; 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-126  W.  26th  St.  New  York 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  — Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service 

231  West  39tli  Street  New  York  City 


Good  Values 
Excloslve  Styles 
Tricotlnes 
Serges 
Jerseys 
Satins 
OJeorgrette 
Taffetas 
$1.5.00  to 

.>i!40.00 
Send  for 
samples. 

Prompt  „ 
deliveries     inS  W 


(GOTTLIEB  BROS 

MANUFACTURING  FURRIERS 

.  Popular  FUR  House 
Q      OF  America 

22-24  WEST  2Ti'  ST..  NEW  YORK. 

CHICAGO  OFFICE  -  223  JACKSON  BOULEVARD 

W.  F.  DROESEMUELLER 
SAN  FRANCISCO  OFFICE-  135KEARNY  ST. 

I,  HANAIO  


ACKMAN'S 

F  U  R  S 

America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


CHILD  KEN'S  WEAIi 


PLA  Y  SUITS 


WAISTS 


'T)u'prGck'-T>avi5  Co. 

-p^jjgners  and  WnuPacturets  c 

6xclu5ive'Plou5e5^ 


21^  WesT.Vlontoe  S^re£X 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bide.,  Baltimore.  Md. 
N.  Y.  Office:  1182  Broadway,  Room  906. 


KOVERALIS 

atyj  U  &  Pot.  Off 

PatenteJ  January  8ih  1918 

Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway.  N.  Y. 
Frankfort,  Ind. 


"The  E<oK)my  Caniwnf* 
"America's  Play  Garment" 

is  as  well  made  as  the 
famous  Outerall  one-piece 
work  garment.  Assorted 
styles.  Samples  on  request, 

*J  Michigan  Motor  Garment 
Co.,  Greenville,  Mich  ,c 


MARKS 
FURS 

MadeiO 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


CORSETS 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 


THE 

Cotton      HIRSCH-  Silk 
Waists       STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


GnECIAN-lRECO 

Maternity  and 
Post-Operation  Corset 

Grecian-Tueco  Fabric  Modem  H>gienic 
Helps  Nature-does  not  resist  her. 

SEND  FOR  SAMT»I-E 

Benjamin  6  JoHnes.Newark.N.j. 


Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


SKIRTS 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter    or    card    look    through  the 

Buyers*  Merchandise  Guide  it's  the 

quick  way  of  finding  their  addresa 
and  line. 


102 


DRY  GOODS  ECONOMIST,  MAY  28,  1921 


Prices  in  Fall  Lines 


(Continued  from  page  85) 

has  been  aroused  by  the  huge  sales  of  cloth- 
ing offered  at  reduced  prices  by  some  of  the 
big  stores.  Brill  Brothers  started  off  with  a 
sale  of  men's  clothing  at  $28.  Gimbel  Broth- 
ers followed  quickly  with  offerings  priced 
at  $27.75  and  R.  H.  Macy  &  Co.  opened  a 
sale  of  suits  at  $27.50. 

Fancy  worsteds,  unfinished  worsteds, 
cassimeres,  herringbone  weaves,  overplaids, 
pin  checks,  pencil  stripes  and  all  the  most 
wanted  colors  and  materials  were  included. 
It  is  declared  that  some  of  the  suits  former- 
ly were  priced  as  high  as  $80.  There  seems 
to  be  a  determination  to  start  early  in  mov- 
ing lightweights  out  of  the  stores  in  readi- 
ness for  an  early  start  on  the  fall  trade. 

Rough  Tweeds  to  Run  Strong 

For  the  fall  season  the  semi-sports  models 
will  be  largely  featured  in  many  lines  and 
rough  tweeds  and  similar  fabrics  will  be 
played  strongly.  It  is  expected  that  $50  will 
be  about  as  high  as  the  average  man  will 
want  to  pay  for  a  suit  with  $35  to  $40  suits 
leading  the  procession. 

The  shirt  market  situation  continues  a 
bit  "spotty,"  with  manufacturers  of  the 
higher  grades  receiving  some  fairly  good  ad- 
vance orders  for  the  coming  season.  There 
appears  to  be  a  plentiful  supply  of  merchan- 
dise in  the  markets  at  fluctuating  price  quo- 
tations.   There  are  evidences  of  a  scrrcity 


of  certain  kinds  of  wanted  shirtings  just 
now  but  not  of  serious  nature. 

Most  of  the  salesmen  for  hat  manufac- 
turers have  about  completed  their  selling 
trips  for  the  fall  trade  and  an  excellent  vol- 
ume of  orders  is  reported  by  practically  all 
of  them.  Prices  are  almost  100  per  cent 
lower  than  a  year  ago  and  velours  are  re- 
ported as  selling  well  at  the  reduced  prices. 
Many  retailers  have  stocks  of  them  left  over 
from  last  season  when  it  was  impossible  to 
dispose  of  them  because  of  the  high  prices 
quoted.  Brown  will  be  a  leading  shade  with 
grays  also  occupying  a  strong  position. 


Imports  and  Exports  Drop 

Both  imports  and  exports  show  a  marked 
decline  for  the  month  of  April,  as  compared 
with  a  year  ago.  According  to  preliminary 
figures  issued  by  the  Department  of  Com- 
merce, the  imports  in  April,  1920,  were 
slightly  below  $495,750,000,  while  in  April 
this  year  they  did  not  exceed  $255,000,000. 
The  exports  in  April  last  year  were  a  little 
over  $684,250,000,  while  this  year  they  were 
less  than  50  per  cent  of  that  amount,  or 
$340,000,000. 

For  the  ten  months  ending  April  30,  1920, 
the  imports  slightly  exceeded  4iA  billions, 
while  for  the  ten  months  ending  April  30 
this  year  they  reached  a  value  of  a  little 
over  3%  billions.  The  exports  for  the  ten 
months  ending  April  30,  1920,  reached  a 
value  of  nearly  6%  billions,  -while  this  year 
they  amounted  to  $5,850,000,000. 


News  Brevities 

Arrangements  are  complete  for  the  first 
annual  convention  of  the  Louisiana  Retail 
Clothiers'  and  Furnishers'  Association  to  be 
held  at  the  Gruenwald  Hotel,  New  Orleans, 
Thursday  and  Friday  of  next  week.  Ap- 
proximately 250  delegates  are  expected  to  at- 
tend and  there  will  be  plenty  of  entertain- 
ment for  the  women  visitors  as  well  as  the 
men.  Many  prominent  men  in  and  out  of  the 
clothing  trade  are  to  deliver  addresses. 
President  Jarvis  of  the  Association  will  de- 
liver a  message  and  S.  J.  Schwartz,  presi- 
dent of  the  Maison  Blanche,  will  deliver  an 
address  on  "Overhead."  There  will  be  spe- 
cial conferences  in  charge  of  trade  leaders 
on  "Boys'  Apparel,"  "Men's  Wear,"  "Fur- 
nishing Goods"  and  "The  Hat." 

The  Bond  Trouser  Co.,  Inc.,  of  New  York 
City,  have  just  added  lines  of  suits,  overcoats 
and  sport  suits  to  their  regular  line  of  trous- 
ers. 

After  a  considerable  length  of  service  as 
clothing  buyer  for  the  John  Mockett  Co.  of 
Toledo,  Ohio,  W.  M.  Griffith  recently  resigned 
and  has  accepted  a  similar  position  in  the 
clothing  department  of  W.  L.  Milner  &  Co. 
store  in  the  same  city. 

Miss  Lillian  B.  Ellner,  who  has  represented 
in  this  city  seven  out-of-town  clothing  retail- 
ers operating  sixteen  stores,  after  June  1  will 
open  an  offitee  at  200  Fifth  Avenue  as  New 
York  representative  for  out-of-town  accounts. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


AlAHUFACTURIXG  Co.. INC. 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


LADIES  FULL  FASHIONED 


SILK. 
HOSIERY 


J.R.Beaton  Co.,!  nc, 


331  Fo  urth  Ave. 


New  York 


SHOES 


REAL  HOSIERY  VALUE 

No.  630— Ladies'  Silk,  $10.50 
No.lOO— Ladies'SiIkLi8le,$3.75 

All  Colors 

LACE  INSERTED  HOSE 
$22.50  and  $33.00 

HOSIERY  Send  Trial  Order 

LAZAR  SILK  HOSIERY  MILLS 

CLIFTON  HEIGHTS  PA. 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough  "  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


▼  a 


the  genuine  ^ 

Racine  Feet.  Tts  Trade  Mart  with  a  reputatioo^PUtatlOn 

RACINE  FEET  KNITTING  CO. 

BELOIT,  WISCONSIN 


t 
I 


^,  Art  Silk  Tuxedo 
Coats  and  Sashes 

BATHING  SUITS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


1 


Wilier 

SOCKS  FOR  WEAR 

R-om    Mill  "  Retailer 

yQ-  SAMPLES  wPmCES 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


cmis 


"Made  in  D.  S.  A. 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway      New  York 

"No  Seams  to  Injure 
the  Feet." 


Ladies  COMFORT  Shoes 

Soft- Flexible  Leather  , —  = 


LOW  5  2.8";  Pair 

Other  Styles  on  R^uest 
Made  in  CD  E  EE  widths 

Sold  in  36  Pair  Lots  ■ 

FOB  Factorv 

THE  HELD  CORPORATION 

*!  UNION  SQ.Uj\RE     fVEW  YORK 


HIGH  63  35  Pair 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc.^in  your 
advertising  means  sure  re  suits, bigger 
business,  better  profits.  An  eiclusive 
service  (or  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest, 

THE  ECONOMY  SERVICE 
231  W.  39th  Street  New  York  City 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

MSIDE  KNITTING  MILtS 

READINe  PA 


SHOE 

No.  177— All  Glazed  Kid 
S-inch  Welt.  -YDE-TOP,"  1%- 
Inch  Cuban  Heel,  arch -supporting 
shank  piece,  extra  long  counters. 
B-4y2-8:    C-3-8y2:   D    and  j; 

S-9   $6.50 

Add   25c  for   sizes   SV-  to  9. 

The  HOLTERS  COMPANY 


LABELS 


BUTTON  MACHINES 


Men's 
Fine 
Shoes 

Rockland 
Quality 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


<  WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 

\   FOR   ALL  WEARING  APPAREL 
/  404  S.WELLS  STREET  CHICAGO 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITI 
Their  own  or  your  material 
EASY— ECONOMICAL-PROFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 

149  W.  28th  St..  New  York 

60  Years  Experience  behind  our  Service 


An  Easy  Index — - 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


Fur  TrimmingWill 
Add  to  Suit  Costs 

Tax  to  Offset  Price  Reductions  of 
Other  Materials,  Manufac- 
turer Says 

The  anticipated  demand  for  fur  trimmed 
suits  and  coats  will  have  a  tendency  in  many 
cases  to  oifset  many  possible  reductions  in 
price,  which  might  have  been  effected  by  rea- 
son of  the  fact  that  materials  have  been  re- 
duced from  prices  which  prevailed  last  year. 
This  offset  is  represented  by  the  tax  on  gar- 
ments in  which  the  fur  embellishment  is 
greater  than  the  value  of  any  other  material 
component  part  used  in  the  garment. 

Jacob  Rapoport  of  J.  Rapoport  &  Co.,  cited 
an  example  to  show  how  this  works  out.  A 
coat  is  made  of  material  which  last  year  cost 
$12  a  yard.  This  same  material  can  be  bought 
this  year  for  about  $8  a  yard  and  four  yards 
are  required  in  the  making  of  the  coat.  Furs 
have  not  dropped  noticeably.  A  fur  set  suit- 
able for  a  coat  made  of  the  cloth  mentioned 
costs  about  $37.50.  Labor  costs  as  much  as 
it  did  last  year.  That  coat  could  be  sold  last 
year  for  about  $110  wholesale,  with  no  tax 
required. 

This  year  the  same  coat  would  cost 
just  as  much  to  make,  but  there  should 
be  a  lower  price  due  to  the  lower  cost  of  ma- 
terial.   However,  the  reduced  cost  of  the  ma- 
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terial  brings  it  below  the  cost  of  the  fur  used, 
and  this  brings  the  garment 'under  the  provi- 
sion of  the  law  which  calls  for  a  tax  of  10  per 
cent  of  the  total  cost  of  the  garment,  making 
the  wholesale  price  nearly  as  high  as  it  was 
last  year. 

This  applies,  of  course,  only  to  coats 
which  are  trimmed  with  fur.  Marked  re- 
ductions, however,  can  be  made  on  garments 
which  are  not  trimmed  with  fur  or  garments 
on  which  the  fur  value  is  less  than  the  value 
of  the  cloth  used. 

Paris  Sponsors  New 
Luminous  Pearls 

Pearls  which  have  become  almost  staple  in 
their  steady  demand  are  especially  adaptable 
for  window  displays  and  lend  a  fine  finish  to 
the  white  satin  crepe  de  Chine  dresses  and 
orange  blossoms  of  girl  graduates  and  June 
Bride  window  displays. 

Among  the  latest  contributions  from  Paris 
is  a  new  kind  of  pearl  which  is  almost  start- 
ling in  its  incandescent  beauty.  These  pearls 
appear  in  ordinary  daylight  or  lamplight 
much  as  any  other  pearl,  but  in  the  lights  and 
shadows  of  an  opera  box  or  in  a  darkened 
window  they  are  luminous  and  twinkle  and 

gleam  like  a  myriad  of  tiny  stars. 

 — * 

Frank  E.  Flint,  for  a  number  of  years  a 
garment  buyer  for  the  Gilchrist  Co.,  Boston, 
Mass.,  has  been  appointed  manager  and 
buyer  for  the  ready-to-wear  department  of 
the  Reid  &  Hughes  Co.,  Lawrence,  Mass. 
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Paris  Couturiers  Favor 


(Continued  form  page  55) 

change  in  silhouette.  The  slim  hips  were 
featured  in  all  models;  the  skirts  generally 
were  made  with  flare  at  the  lower  edge. 

Vested  effects  were  prominent  in  suits  and 
in  coat  dresses. 

In  the  new  Madeleine  &  Madeleine  models, 
the  same  long,  straight  line  which  was  fea- 
tured at  the  February  opening  is  emphasized. 

Jackets  of  suits  at  this  house  cover  the 
knees,  are  beltless,  and  flare  at  the  lower  edge. 

Sleeves  in  both  coats  and  jackets  are  set 
in  at  the  normal,  are  in  full  length,  and  are 
wide  at  the  hands,  where  they  finish  with  full 
shaped  bands  of  fur  or  of  braid. 

It  is  impossible  to  overemphasize  the 
prominence  given  to  braiding  on  the  advanced 
models  now  shown  in  Paris.  All  the  houses 
here  concur  in  the  use  of  quantities  of  flat  silk 
hercules  braid,  or  of  narrow,  fancy,  black  silk 
braids  on  velvet  and  on  wool  fabric  suits. 

Very  few  embroideries  are  used,  and  when 
used,  they  are  for  the  most  part  in  neutral  col- 
orings, such  as  string,  tan  or  gray,  with  a 
slight  touch  of  old  rose  and  black. 

Metal  embroidery  figures  to  some  extent, 
notably  on  velvet  coats  and  dresses. 

Capes  are  still  a  big  factor  for  street  and 
for  evening  wear.    The  majority  are  cut  cir- 
,  cular,  are  very  long,  and  frequently  are  in 
'  double  tier  effect.   Metal  brocades  are  still  ex- 
tensively used  for  evening  wraps,  but  are  less 
emphasized  for  evening  gowns. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCYGOODS  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
19(8  Prairie  Av.,  CMoago 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boston.  Ma»». 


THIMBLES 


Liberty-Belle 


HAIRPINS 


Cabinets 


Tubes 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


RETAIL 

REAL  HAIR 

EMITTELSTAEDTiKc.^ 


84-86  UNIVERSITY  PU 
E^W  YORK  CITY 


jFINE    THIMBLES  OF  ALL  DE- 

 SCRIPTIONS.  STANDARD 

PACKINGS  AND  DISPLAY  CABINETS: 
WRITE  FOR  ILLUSTRATED  FOLDER 
WHICH  CIVES  DETAILED  INFORMA- 
TION? PLEASE  MENTION  YOUR 
JOBBER'S  NAME. 

TKe  ANSONIA    NOVELTY  Co. 

ANSONIA,    CONN.  ^-S.  A. 


SCISSORSl  , 


THH      ^  ^  ^  ^ 
THAT  IS  ALWATS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

ITUE  EVERSHARP  SUEAR  CO. 

CONNECTICUT 


BRIDGEPORT 


D©  ¥@B  SILL 
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Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N EW  YOR K 


SANITARY  NAPKINS 

Convenienily  and  attractively  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  Individual  boxes. 

Write   lor    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
2CO  Broadway     New  York  City 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

Tlie     Effbee  Com- 
pany 

Mfrs.    of   Ladies   Hand  Bags 

All  Styles   and  Prices 
300-306      So.      Franklin  ? 
Ciiicago,  111. 


SANITARY  NAPKINS 

APRONS-KNiCKER| 
BELTS 

ETC 


GOODS 

R  INFANTS 
ANP  WOMEN 

62^-S'!,GiraPoLAve.PHILAOELPHIA, 


W^>1  FO 


T.  B.  M.  GATES 


432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Woven  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


'■"lot  ni>»* 


KIRBY,  BEARD  &  CO.  Birmingham,Eng. 
Hair  Pins,  Pins,    Needles,  Needle  Cases  " 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough  "  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


BOOKS 


MUSIC  PUBLISHERS 


Manhattan  Trading  Corporation 

E.  C.  Dleckethoff,  President 

Foreign  &  Domestic  \ 

^MU^  UBI  IP  J  ^  lUl 

Sole  Agents  for  the  Lightning  Needle 
27-33  West  23rd  Street  New  York  City 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


IF  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


REEI7 


[and  Tooled-Mrn/"?./  d  Ba^ 

AXyo  <5<*eral  Line  of 

.  'ocketbcck/  Game 

Collar  Ba^/"  Manicurev  Etc 
A  .  1-  .     R.  E  E  D  CO. 

■573 -FIFTH  AVE.  MEW  YORK. 
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London  Retailers 
Spruce  Up  Stores 

John  Barber  &  Co.,  Ltd.,  Open  New 
Suite  of  Hair  Dressing 
Parlors 

London  Office  of  the  Dry  Goods  Economist, 
11  Haymarl<et,  S.  W.  1. 

Among  improvements  being  completed  for 
department  stores  in  this  Qity  are  a  new  suite 
of  hair  dressing  parlors  for  John  Barker  & 
Co.,  Ltd.,  and  complete  renovation  of  the 
windows  of  Derry  &  Toms.  Barker's  is  to 
have  eighteen  rooms  in  the  new  suite  deco- 
rated, like  the  other  departments  of  the  store, 
in  Ancona  walnut.  The  new  window  backings 
at  Derry  &  Toms  are  white  on  the  store  in- 
terior side  and  faced  with  plate  mirrors, 
which  increases  the  light  considerably. 
Barker's  have  also  opened  a  new  entrance  giv- 
ing direct  access  to  the  main  staircase,  from 
which  the  majority  of  the  main  departments 
open. 

Government  materials  are  finding  ready 
sale  at  this  store,  the  top  floor  of  the  building 
being  devoted  to  this  class  of  merchandise.  A 
recent  sale  featured  all  wool  serge,  56  inches 
wide,  at  60  cents  a  yard.  A  wide  variety  of 
Government  silks  with  printed  designs  are 
shown  at  prices  running  from  40  cents  a  yard 
up. 

The  department  devoted  to  church  em- 
broideries, formerly  at  Pontings,  Ltd.,  has 


been  transferred  to  Derry  &  Toms.  All  sorts 
of  ecclesiastical  embroidery,  such  as  altar 
cloths,  book  marks,  stoles,  etc.,  are  sold  there, 
most  of  the  embroidery  being  done  in  the 
store's  own  shops.  In  the  linen  communion 
sets  may  be  seen  very  fine  examples  of  Irish 
hand  work.  Here  are  carried  also  such  things 
as  carved  wood  ecclesiastical  book  rests,  brass 
jars  and  other  church  vessels. 


Garment  Men  Hear 


(Continued  from  page  89) 

the  Rauh  &  Mack  Shirt  Co.,  Cincinnati.  The 
buying  conference  was  in  charge  of  Alberto 
Hemphill,  piece  goods  buyer,  the  Sweet-Orr 
Co.  The  speakers  at  these  conferences  were 
Ralph  H.  Jones  of  the  R.  H.  Jones  Co.,  Cin- 
cinnati; Milton  Blow  of  the  Blow  Co.,  New 
York,  and  R.  S.  Glassford  of  Bliss,  Fabyan  & 
Co.,  New  York. 

The  textile  and  machinery  exposition,  held 
in  connection  with  the  convention,  was  the 
eighth  annual  affair  of  its  kind.  It  had  the 
following  exhibits:  Buttons,  9  exhibitors; 
elastic  webbing,  3;  thread,  10;  office  equip- 
ment, 3 ;  belting,  2 ;  machinery,  14 ;  clothing,  1 ; 
woven  labels,  1;  textile  bleachers,  1;  tex- 
tiles, 33. 

Chicago  was  chosen  as  the  1922  convention 
city. 


A  four-story  and  basement  addition  with 
a  frontage  of  25  feet  and  a  depth  of  about  170 
feet  will  be  built  on  the  store  of  the  Lexington 
Dry  Goods  Co.,  Lexington,  Ky.  The  work 
will  cost  approximately  $50,000. 


Stage  Set  for 

Cleveland  Meet 

Cleveland  Office  of  the  Dry  Goods  Economist, 
539  Guardian  Building 

The  outlook  for  the  immediate  future  of 
general  business  and  of  the  silk  and  wool  in- 
dustries will  be  presented  merchants  attend- 
ing the  business  conference  to  be  held  at 
Cleveland  June  6,  7  and  8.  The  sessions  will 
be  held  in  conjunction  with  the  opening  of  fall 
lines  by  the  members  of  the  Cleveland  Garment 
Manufacturers'  Association.  Ten  thousand  re- 
tailers have  been  invited  to  be  present. 

Willis  Booth,  a  vice-president  of  the  Guar- 
anty Trust  Co.,  New  York,  will  forecast  the 
future  of  business.  Fred  I.  Cox  of  Belding 
Bros.  &  Co.,  is  to  speak  on  "The  Business  Out- 
look in  the  Silk  Industry,"  and  Paul  T.  Cher- 
ington,  secretary  of  the  National  Association 
of  Wool  Manufacturers,  will  have  the  same 
topic  in  relation  to  the  wool  goods  field.  Retail 
merchandising  problems  will  be  discussed  by 
merchants  of  national  repute  at  the  meeting 
on  Wednesday  evening,  June  8. 

This  market  event  has  been  highly  de- 
veloped by  the  Cleveland  garment  people  dur- 
ing recent  years.  The  recently  organized 
Cleveland  Garment  Salesmen's  Association  and 
the  market  promotion  committee  of  the  man- 
ufacturers' association  are  working  in  con- 
junction to  make  this  summer's  meeting  more 
helpful  to  the  trade  in  general  than  any  which 
has  preceded  it. 


MOTIONS  &  FANCY  GOODS 


BABY  GOODS 


SAMPLES  ON  REOUEST 


mSDON( 
SAFEXyPINS- 

"Qhe  A  Point  Pin" 


HEAVY  SPR1N6  BRA5S  WIRE 
EXTPA  HEAVY  NICKEL  FINISH 
LONG  TAPERING  POINTS  -  NON-PULLIHG 
CAPS  ti  GUAPDS  SECURELY  ASSEMBLED 


RISDON  MFG.  CO.,  Naugatuck .  Conn. 


SELECTE"  NOTIONS 

piiUiHIliOlllWBillllllllDIIIIH^ 


CMALL  wares  and  fancy  goods  at 

_  lowest  prevailing  market  prices, 

a  Sole  Agent  for  D.  F.  Tayler  &  Co.'s 

I  P/A-S   AND  HAIBPINa 

m  GOTHAM  LEATHER  GOODS  CO. 

^  Smail  Wares.  Fancy  Goods    Buttons  . 

m  222  Fourth  Ave.  at  ISlhStfiew  York  BostonOffioeWChflaMySt  J 


Oreators  of  boxed 
Gift  imovelties:^^^?;! 


PRESTON  STUDIOS 

DISTRIBLTTORS 

aao  nrxi-i  ave.  new  york 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKE.T     R.  .  I. 


BEADS 

Frintifts  SpantfleB  Trtmminf^s 
TaBftftU  Nf!f;t<lacfj8  Girdles 

PEARLS 

Loaders  of  tho  World 


ROSENBERG&COJnc. 

36  W.  38th  St.  N..,  v,.ri. 


New  York 


'Ribboncrafi 


Makers  of  Gifta  for 
Baby  and  Milady 

31  Union  Square  NEW  YORK  CITY 

223  W.  Jackson  Boul.       CHICAGO,  ILL. 


I  NF  ANTS'  GOODS 

Crib  and  Carriage  Pads 
S^Im?^  —Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  DraweKS. 
The  pioneer  expert  line, 
known  for  purity,  qtial- 
ity,  durability  —  profits. 

Excelsior  Quilting  Co.,  new^york 


BABY     IM  OVE  LX  I  E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, TeetLing  Rings, 
Rattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y. 


'for 

Richard  G.  Krueger 
95  Fourth  Ave.  new  york 

send  for  catalogue 


DOLLS   &  TOYS 


Water  Baby — in  aworled 

■»yi<=«$2"  to  $15 


Roily  Rattle  — it  Floats 
A»«orled  charactera  at 

$4;  $6  &  $75» 

Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet   Sets,  etc. 

Sig. Schwartz  Co.  /••'/ 
110W.32ndSt..N.Y.  ^ 

Send  for  catalog  10 


BABY  GOODS 


Original  SANITARY  Nursery 
^  Playthings  for  BABY 

Send  for  " 


$25  or  $50  RiteAssortmenI 


It's  the  Rite  Line 

No.  119  West  42nd  St., New  York 

Rattledy  Rites  Opposite  Bush  Bldn. 


"STORK" 

BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.      None  genuine 
without    the    word    or  the 
bird. 

THE  STORK  CO. 

STd 

88  Broad  St.,   Boston,  Mass. 

0     Children's  Garment 

'-"'""^-j — —J  Drying  Forms 


NON-RUSTING 

PATENTED 
Write  for  Circular  No,  31 

J.B.TrMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter    or    card    look    through  the 

Buyers'  Merchandise  Guide  it's  the 

quick  way  of  finding  their  addresa 
and  line. 


PILLOWS 


^ITM-PILLOWS 

aaaure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


YARNS 


Pennant 
Darning  Cotton 

30yd.;8-ply;4-End 
High  Quality 

Ask  Your  Wholesaler 


Blodgett&OrswellCo. 

Pawtucket,  R.  I. 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


YOUR  HELP  SITUATION  jo-DAY 

Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 

New 
York 
City 


FLOOR  COVERINGS 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 
Adyertising  Ideas 

239  W.  39th  St.,  N.  Y. 


Real  Babies  Frolic 
In  Store  Window 

Binghamton  Store  Had  Display  in 
Form  of  a  Model  Nursery 

On  Fifth  Avenue,  New  York,  in  the  center 
of  the  shopping  district,  there  is  a  corner  bird 
and  animal  store  which  devotes  one  window 
to  showing  nothing  but  puppies.  At  any  time 
of  day  a  crowd  may  be  seen  around  it,  watch- 
ing the  little  fellows  jumping  about  and  try- 
ing to  lick  the  hands  flattened  against  the 
glass.  It  is  an  attraction  of  the  first  order, 
and  the  same  feeling  that  draws  people's  in- 
terest to  the  pups  brought  crowds  to  the  win- 
dow of  the  Sisson  Bros.-Welden  Co.,  Bing- 
hamton, N,  Y.,  when,  during  Baby  Week,  the 
store  devoted  one  of  its  windows  to  live  human 
youngsters  and  attendant  nurses. 

One  of  the  largest  windows  was  converted 
into  a  model  nursery,  fully  equipped  with  play 
yards,  toys,  swings  and  similar  childish 
affairs.  Each  day,  from  ten  to  twelve  in  the 
morning  and  two  to  four  in  the  afternoon, 
babies  from  nine  months  to  a  year  old  occu- 
pied the  window,  just  being  themselves— cry- 
ing, laughing,  kicking,  creeping,  or  doing  any 
of  the  things  that  normal  babies  do.  There 
were  nine  of  them  and  nine  uniformed  nurses, 
loaned  for  the  purpose  by  local  organizations. 

The  equipment  in  the  window  received  a 
certain  amount  of  advertising,  to  be  sure; 
but  the  purpose  of  the  display— if  one  wishes 
to  call  it  that — was  to  awaken  interest  in  the 
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babies  themselves  as  prototypes  of  all  the 
country's  infants.  The  numbers  of  people  who 
stopped  and  clustered  about  the  window 
showed  how  admirably  it  succeeded. 


Connecticut  Retailers 
Foregather  May  31 

The  1921  convention  of  the  Connecticut 
Retail  Merchants'  Association  will  be  held  at 
New  Haven  Tuesday,  May  31.  A  splendid 
program  of  real  interest  and  benefit  to  the 
State's  retailers  will  be  presented  by  leaders 
in  the  retail  field.  Among  the  prominent 
speakers  will  be  heard  Jesse  I.  Strauss  of 
R.  H.  Macy  &  Co.,  Inc.,  and  Ernest  C.  Hast- 
ings, managing  editor  of  the  Dry  Goods 
Economist.  The  problem  of  reconstructing 
a  business  which  has  lost,  in  part,  the  confi- 
dence of  the  buying  public  is  a  vital  one.  Re- 
tailers should  make  special  efforts  to  attend 
meetings  of  their  State  associations  and  in- 
terchange ideas,  while  at  the  same  time  going 
on  record  as  to  their  stand  on  questions  of 
an  economic  nature,  so  many  of  which  are 
coming  up  at  this  time. 
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Indiana  Merchants 
To  Meet  June  14 

The  annual  meeting  of  the  Indiana  Retail 
Dry  Goods  Association  will  be  held  Tuesday 
night,  June  14,  and  all  day  Wednesday,  June 
15.  The  first  evening  will  be  devoted  to  a 
smoker  and  general  get-together,  with  E.  S. 
Kinnear  of  the  Boston  and  Big  Store  Co., 
Marion,  Ind.,  as  chairman.  The  association's 
regular  convention  meeting  will  be  held  on 
Wednesday,  ending  with  a  banquet.  The  pro- 
gram is  not  yet  completed,  but  members  are 
assured  that  it  will  be  of  the  "brass  tacks" 
order. 

At  the  meeting  of  the  association's  board 
of  directors  which  set  the  convention  date  a 
resolution  was  adopted  similar  to  that  adopted 
by  the  Massachusetts  Retail  Merchants'  As- 
sociation and  the  Merchants'  Association  of 
Indianapolis,  urging  adoption  of  the  turnover 
tax,  repeal  of  the  excess  profits  tax,  the  sur- 
tax and  all  excise,  special  and  stamp  taxes  of 
the  Revenue  Act  of  1918,  as  well  as  a  gradu- 
ated income  tax  or  a  proper  reduction  in  the 
heavier  surtaxes  on  personal  incomes  with  an 
increase  of  specific  exemptions  on  the  latter. 


The  newest  of  the  Efird  chain  of  depart- 
ment stores  has  been  opened  at  Wilmington, 
N.  C.  This  is  the  thirty-first  store  to  be 
opened  by  the  company,  and  the  crowd  at  the 
event  was  so  great  that  several  times  it  was 
necessary  to  lock  the  doors  to  keep  out  new 
customers. 


Rolnick  Bros.,  manufacturers  of  dresses, 
219  West  Baltimore  Street,  Baltimore,  Md., 
announce  that  their  headquarters  are  to  be 
in  the  Penn  Terminal  Building  at  Thirty-first 
Street  and  Seventh  Avenue,  New  York  City. 
They  will  also  maintain  their  Baltimore  show 
rooms. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


CURTAINS 


DISPLAY  FIXTURES 


UNIT  CALCULATORS 

Correct  Precalculatfid  Answers 
for  Measurements,  per  piece, 
dozen,  yard.  ^ 
a?he  Meilicke  System  of'loose- 
leaf.  hinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham.  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
IrJormation  Dept.,  239  West 
39thSt..N.Y. 

Wholesalers   &  Importers  Only 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 

GALVA  Illinois 


i  i 
EVERYTHING  IN  FIXTURES 

Writ^  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO. 

232  West  Jackson  Blvd.,  Chicago,  111. 


II^Cj    3  in  1  Air  Brushes 

Made  in  all  sizes.    Better  in  every  way  for 
show  card  and  window  background  use. 
Write  for  catalogue. 
Paasche  Air  Brush  Co,,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


BALDWIN 


p^ckag:**  Carriers 

give  most  service  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicacro 


Putnam's  improved  Cloth  Chart 


RIGHT 


Write 


THE  A.  E.  PUTNAM  COMPANY,   Washington,  la. 


<!Ecl)o  ?£> ridge  Curtainjef 

Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  around  the  corner  on 
Thirty-first  Street. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


UPHOLSTERY  MATERIALS 


Do  you  need  a  good 

BUYER? 
DISPLAY  MAN? 
ADVERTISING  MAN? 
CARD  WRITER? 

ECONOMIST  WANT  ADS 

BRING     BEST  RESULTS 


furniture 
equipment 


MANUFACTURERS  FOR  OVER  50YRS. 


EISCHMANNCO. 

>  229  to  239  West  36th  Street,  N.  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,         NEW  YORK 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 

French 
Wax  Figure  Company 

Milwaukee,  Wis. ;  715  Medinah 
.  Chicago,  ID. 


PAPER  SHREDDERS 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willHelpyou  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.92 

THE  OSCAR  ONKEN  CO. 

3547  W .  4th  St..  Cincinnati,  Ohio,  U.  S.  A, 


ASK  TO  SEETHE"MCCASKEV  TRrp." 
WRITE  rOR  SAMPUES  AND  PRICES 

THE  MCCASKEY  register  CO. 

ALLIANCE.  OHIO 


Ideal  Line   Rolling    Step  Ladders 


Fifteen  Styles. 
Satisliiction  Guar- 
anteed. Lasts  a 
Ijifei-time.  Write 
for  Catalogue. 

Daynile 
Furniture  Mfg.  Co. 

Cape  Girardeau,  Mo. 

Factory  at 
St.    Louis,  Mo. 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomieldt  &  Rapp  Company 

t08  N.  Xefferson  Street 
CHJCAGO,  ILL. 


Stop  Hiding  Your  Merchandise,  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
attractive  displays.    Malie  it  easy  for  customers  to 
Duy— easy   for  ,  you   to  sell. 
The  S-X  Display  Backs  will 
give   you    this   service,  and 
more.     Write  for  circulars. 
SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Str., 
Cliicaeo.  Illinois 
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ECONOMIST       WANT  ADS 


BUSINESS  OPPORTUNITIES 


AN  ACTIVE,  EXPERIENCED  DE- 
PARTMENT STORE  EXECUTIVE 
IS  PREPARED  TO  BECOME  AC- 
TIVELY ASSOCIATED  WITH,  AND 
MAKE  AN  INVESTMENT  OF  $25,000 
TO  $50,000  IN  AN  ESTABLISHED 
DEPARTMENT  STORE  DOING  A 
BUSINESS  OF  ABOUT  $200,000  PER 
ANNUM  IN  A  PROGRESSIVE 
EASTERN  TOWN.  APPLY  IN 
WRITING,  GIVING  PARTICULARS 
OF  THE  BUSINESS,  WHICH  WILL 
BE  HELD  IN  STRICT  CONFI- 
DENCE, TO  TOUCHE,  NIVEN  & 
CO.,  PUBLIC  ACCOUNTANTS.  42 
BROADWAY,  NEW  YORK  CITY. 


P"  XPERIENCED  department  store  man  for  an 
^  up-to-date  store  near  New  York,  estab- 
lished 15  years;  doing  $200,000;  can  be  in- 
creased $300,000  by  right  man;  must  be  able 
to  take  $10,000  or  $15,000  interest.  Christian 
firm.  Apply  Edward  Welch,  care  ot 
BROWN  DURRELL  CO.,  11  West  19th  St., 
New  York  City. 


DO   YOU  WISH   TO  RETIRE? 

Pay  Highest  Cash  Prices 
For  Entire  Stocks  of  Merchandise. 
No  Stocks  Too  Large. 
I.  SINGER, 
582  Broadway  &  21  Throop  Ave., 
Brooklyn,  N.  Y. 
Phone  5371  Stagg. 


EXPERIENCED  Buyers,  Managers  and  Vol- 
'-'  ume  Getters  desire  to  rent  on  basis  of  per- 
centage of  gross  sales  popular  price  ready-to- 
wear  department,  where  it  is  possible  to  sell 
$200,000  or  more.  Fixtures  must  be  furnished. 
Will  buy  or  stock  new.  Have  ample  capital. 
Write   full   details.     BOX   2116,   Dry  Goods 

ECO.N'OMIST. 


T  F  you  wish  to  retire  or  sell  your  store  as  a 
»  going  business,  drop  a  line  to  GOODSTEIN 
BROS.,  P.  O.  BOX  822,  Trenton,  N.  J.  All 
communications  held  strictly  confidential. 


T  NDIVIDUAL  or  sales  organization  with 
^  some  capital  as  partner  in  old  established 
business  owning  plant  and  full  equipment  for 
manufactured  garments.  Low  operating  cost. 
Full  investigation  solicited.  BOX  2130,  Dry 
Goods  Economist. 


T  WANT  TO  LEASE  SPACE  for  Infants' 
and  Children's  (2  to  6)  department  on 
first  floor  of  department  store.  West  of  Chi- 
cago city  above  40,000  population.  Flat  rental 
or  percentage  basis.  BOX  210O,  Dry  Goods 
Economist. 


LET  ME  BUY  FOR  YOU  IN  EUROPE 

Whether  or  not  you  send  your  buyer 
across,  it  will  pay  you  to  have  an 
AMERICAN  who  is  established  on  the 
Cont'nent  since  the  Armistice  to  look 
after  your  interests. 

The  small  commission  you  pay  me 
will  be  an  INSURANCE  that  you  get  the 
right  goods  at  the  right  price  and  that 

YOU  GET  THE  GOODS. 

WALTER  DENMAN, 
19  RUE  AUBER, 
PARIS,  FRANCE. 


WA.NTKI)  TO  LEASE  CLOAK  AND  SUIT 
DF.PART.MENTS.  IN  TOWNS  OF 
TWE.\TY-FIVK  THOUSAND  OR  UP- 
WARDS. HY  A  MAN  OF  EXCEPTIONAL 
ABILITY  AND  EXPERIENCE  AND  GOOD 
FINANCIAL  CONDITIONS.  BOX  2123, 
DRY  GOODS  ECONOMIST. 

VT^AXTED  to  lease  space  for  Wall  Paper  De- 
**  partment  in  a  department  store,  by  a  suc- 
cessful wall  paper  man.  Address  Box  2121, 
Dry  Goods  Economist. 


Rates: — Position  Wanted— 40  cents  per  line.     All  other  headings — SO  cents  per  line. 
6  words  or  fraction  thereof  usually  constitute  1  line.     Minimum  amount  accepted  4 
lines.    Capitals  considered  as  two  lines.    Boxed  display  ads — $7.00  per  inch;  Position 
Wanted — $6.00  per  inch — minimum  amount  accepted  1  inch. 
Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  double  the  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


BUSINESS  OPPORTUNITIES 


w 


OMEN'S  READY-TO-WEAR  SECTIONS 


WANTED     IN  DEPARTMENT 


STORES  BY  RESPONSIBLE  VOLUME 
BUSINESS  GETTER.  BOX  400,  717  ST. 
JAMES  BLDG.,  NEW  YO'RK. 


WANTED  TO  BUY 


piVE  OR  iSEVEN  Lamson's  cable  cash 
*  carrier  stations,  complete  equipment — must 
be  in  first  class  condition.  BOWMAN  & 
COMPANY,  Harrisburg,  Pa. 


VY/ANTED — Small  Dry  Goods  Store,  within 
"  100  miles  of  New  York,  or  would  buy 
stock  of  goods,  $5,000.00  to  $10,000.00.  Ad- 
dress P.  O.  BOX  150,  Mount  Vernon,  N.  Y. 


WANTED  TO  BUY  FOR  CASH 

Women's 
Ready-to-Wear 
Specialty  Store 

Doing  $100,000  or  over  in  city  of  35,000  or 
more. 

Box  500,  717  St.  James  Bldg.,  New  York. 


FOR  RENT 


FOR  LEASE 
Store  Room  in  best  part  of  Lorain,  Ohio. 
Big  steel  town,  40,000  population.  Size 
17  ft.  7  in.  by  72  ft.  deep.  Suitable 
for  Ladies'  Goods,  Shoes,  Drugs,  Cloth- 
ing or  Furnishings. 

Write  Owners, 
MORGAN  &  EDICK, 
Lorain,  Ohio 


A  DEPARTMENT  store  doing  leading  mil- 
^  linery  and  ready-to-wear  business  in  a 
thriving  Pennsylvania  city  wishes  to  rent  mil- 
linery department  to  a  concern  able  to  main- 
tain its  present  high  standard.  The  department, 
which  has  admittedly  the  leading  business  in 
the  city,  both  in  quantity  and  quality,  has  been 
long  under  the  personal  care  of  the  proprietor, 
who  finds  it  increasingly  difficult  to  give  the 
necessary  time  to  its  management  owing  to  the 
general  expansion  of  the  store  business.  Reply 
BOX  2139,  Dry  Goods  Economist,  giving  full 
particulars,  stating  similar  departments  under 
lease  in  Pennsylvania. 


EXCELLENT 
100%  STORE 
FOR  LEASE 

Tn  same  block  and  adjoining  Liggett, 
VVoolworth  and  Kress  stores,  Whitehall 
.Street,  Atlanta,  Ga.;  3-story  brick  build- 
ing. Basement  and  sub-basement.  60 
feet  frontage.  Building  in  splendid 
condition. 

Passenger  and  freight  elevators.  Pos- 
session June  first.  Will  lease  entire 
building  or  subdivide. 

Wire  or  Write 
for  Details 

ADAIK  KEALTY  &  TRUST  CO. 
ATLANTA,  GA. 


FOR  RENT 


pOR  RENT— Building  suitable  for  depart- 
■'■  ment  store;  Kokomo,  Indiana.  Remodel  to 
suit  tenatit.  BOX  2127,  Dry  Goods  Economist. 


ST.   LOUIS   SALES  OFFICE 
and 

STORE  FOR  LEASE 

In  new  building,  center  of  St.  Louis' 
big  wholesale  district;  space  comprises 
approximately  2000  square  feet  on  main 
floor,  with  as  much  or  more  basement 
space.  Ideal  location  for  high-grade 
concern  desiring  St.  Louis  wholesale 
headquarters.  The  central  jobbing  mar- 
ket for  the  entire  Mississippi  Valley. 
Wire  or  write  owner  for  particulars. 

SEVENTEENTH   STREET  REALTY 

COMPANY 
307  Advertising  Building,  St.  Louis,  Mo. 


OHOE  DEPARTMENT,  Novelty  Department, 
"-^  Toilet  Goods,  Blouse,  Negligee  and  Under- 
wear Department.  Can  be  leased  as  a  whole 
or  to  individuals.  BOX  2018,  Dry  Goods 
Economist. 


STORE  FOR  LEASE 
Three-story  building,   18%    x  55   ft.,  modern 
throughout,  in  heart  of  best  ready-to-wear  re- 
tail   district.      Possession    August    1.      J.  S. 
RICHARDS,  409  Race  St.,  Cincinnati,  Ohio. 


CTRICTLY  modern  store  on  East  Avenue, 
^  Rochester,  New  York.  Best  location  in  the 
city.  Has  been  established  as  high  class  ladies' 
ready-to-wear  about  five  years.  Occupied  to 
July  1st,  1921,  by  BAER  BROTHERS. 

Size  about  33  x  125;  two  floors  and  basement, 
passenger  elevator,  new  and  attractive  front. 

Will  lease  for  ten  years;  twelve  thousand  first 
five  years,  thirteen  thousand  five  hundred  for 
second  five  years. 

ADDRESS    I.  FRIEDLICH, 
525  Harvard  Street,  Rochester,  New  York. 


"yHE  best  location  for  Ladies'  Ready-to-Wear 
^  store  in  the  heart  of  the  women's  shopping 
district  in  Mobile,  Alabama.  For  full  informa- 
tion write  POST  OFFICE  BOX  1361,  Atlanta, 
Ga. 


■yHE  most  progressive  store  in  the  best  city 
'■  of  Maryland,  outside  of  Baltimore,  has 
desirable  space  to  lease  for  Shoes,  Men's  and 
Boys'  Clothing,  Jewelry,  Beauty  Parlor  and 
Optician,  on  percentage  of  sales  basis.  Only 
responsible  parties  need  answer.  Address 
UNITED  GARMENT  BUYERS,  303  Fifth 
Ave,,  New  York  City. 


"yO  LEASE — Bargain  basement  department  in 
largest  department  store  in  growing  city 
of  50,000,  Ohio  valley  district.  Now  operated 
on  self  service  basis.  Address  BOX  2113, 
Dry  Goods  Economist. 


FOR  SALE 


DRY  GOODS  STOCK  FOR  SALE 

ENTIRE  STOCK  DRY  GOODS, 
MEN'S  AND  LADIES'  FURNISH- 
INGS, SHOES  AND  READY-TO- 
WEAR.  THESE  GOODS  PUR- 
CHASED DIRECT  FROM  MANU- 
FACTURERS. WILL  INVENTORY 
AROUND  $35,000.  WILL  SACRI- 
FICE STOCK  $12,500.  WILL  SELL 
WITH  OR  WITHOUT  FIXTURES. 
CAN  RENT  BUILDING  IF  DE- 
SIRED. VERY  BEST  LOCATION 
IN  SMALL  TOWN,  NORTH  CARO- 
LINA. ACT  QUICKLY,  WE  ARE 
GOING  TO  SELL. 

ADDRESS  N.  €.,  BOX  2106,  DRY 
GOODS  ECO'NOMIST. 


pOUR  8  foot  and  one  twelve  foot  show  cases, 
oak  finish,  good  condition  at  $8.00  per  foot. 
Write  CLEVER  CLOTHES  SHOP,  Sioux  City, 
Iowa. 


T  AMSON  cable  cash  carrier  system,  com- 
plete  with  motor.  26  stations;  for  large 
store  of  one,  two  or  three  floors.  $1,000  to 
quick  buyer.  KING'S  PALACE,  Washington, 
D.  C. 


LAMSON  CASH  SYSTEM  FOR  SALE 
Lamson's  "Preferred"  and  "Perfection"  Cable 
Cash  Carrier  System,  consisting  of  eleven  lines,. 
47  stations,  166  cups,  one  motor,  drive  shaft  and 
pulleys — enough  to  take  care  of  three  or  four 
large  floors,  a  real  bargain  for  a  quick  buyer. 
SMITH  &  WELTON,  INC., 
Norfolk,  Va. 


FOR  IMMEDIATE  DISPOSAL 

A  Lampson  Air  Line  System  for  carry- 
ing packages  and  cash;  eighteen  com- 
plete stations,  with  center  station.  Is 
in  perfect  condition.  Will  sell  at  very 
low  price.     Make  inquiry  at  once. 

GEO.  E.  STIFEL  CO., 
Wheeling,  W.  Va. 


FOR  SALE 


/"■ASH  business  handling  ready-to- 
^  wear,  millinery,  silks,  cotton  goods 
and  woolens.  Sales  ^  1920,  $95,000. 
Books  open  for  inspection;  Texas  city, 
40,000  population;  4-year  lease;  a  snap 
at  $18,000  cash;  space  will  accommodate 
double  amount  of  stock  we  have  han- 
dled, and  with  proper  management  sales 
can  be  increased  more  than  double  first 
year.  For  quick  sale  address  TEXAS 
40,000,  Box  2152,  Dry  Goods  Econo- 
mist. 


DEPARTMENT  STORE  in  town  3,000. 
Northwestern  Iowa.  Stock  about  $40,000: 
sales  1920  $165,000.  A  wonderful  opportunity 
for  making  monev  in  a  good  going  business. 
BOX  2115,  Dry  Goods  Economist. 


FOR  SALE — Dry  goods  store  in  Manchester. 
Average  net  profits  last  5  years  over 
$25,000  each  year.  Must  he  sold  before  June  4. 
Nothing  less  than  $125,000  cash  will  be  con- 
sidered, LUDGER  DESCHENES,  care  of 
Manchester  Dry  Goods  Co.,  Manchester,  N.  H. 


A MEN'S  WEAR  SHOP  located  in  a  Central 
Pennsylvania  City  of  65.000.  The  location 
is  the  best  in  the  city.  This  shop  is'  com- 
pletely equipped  with  modern  Furnishing  Fix- 
tures and  carries  a  good  line  of  Clothing  and 
Furnishings.  The  owner  is  now  engaged  in 
another  line  of  business  and  finds  tha1j.he  cannot 
devote  the  time  to  this  business  that  ne  should. 
Address  BOX  2075,  Dry  Goods  Economist. 


MODERN  SHOE  STORE  complete  in  every 
detail,  yearly  business  $30,000.00,  stock 
$12,000.00.  $9,000.00  bought  new  since  Feb. 
1st,  rent  $65.00  month.  Central  Michigan  town 
of  7.000.  Splendid  opportunity.  Will  sell  at 
actual  values. 

RINDGE-KREKEL  CO., 
Grand  Rapids,  Mich. 


OLDEST  and  only  complete  family  shoe 
store  in  city  very  best  location,  5  to  10 
year  lease — stock  $25,000.00.  Store  has  made 
money  for  40  years,  no  old  stock.  Will  sell 
part  or  entire  interest  at  right  price  but  must 
be  relieved  from  active  duties. 

G.  R.  MAYHEW  SHOE  CO. 
Grand  Rapids,  Mich. 


SPLENDID  OPPORTUNITY 
On  account  of  death  will  sell  highest  type  ex- 
clusive ladies'  ready-to-wear  store  with  or  with- 
out merchandise.  Small  stock,  positively  all 
new  goods.  Established  6  years.  Ideal  loca- 
tion. Central  Ohio  town  of  65,000.  BOX  2136, 
DiiY  Goods  Economist. 


yHE  SPERRY  DRY  GOODS  STORE  in 
'■  Hamilton,  N.  Y.  for  sale.  Clean  up-to- 
date  stock  of  about  $12,000  which  can  be  re- 
duced, if  necessary,  before  selling.  Hamilton 
is  one  of  the  best  villa^tes  in  Central  New 
York,  and  is  the  seat  of  Colgate  University 
with  600  students.  Reason  for  selling,  death 
of  the  owner.  For  further  information  in- 
quire of  THE  GEO.  E.  SPERRY  ESTATE, 
Hamilton,  New  York. 
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VARIETY! 

The  "Old  Bleach"  line  of  pure  Irish 
linens  embraces  a  complete  range  of 
pure  flax  linen  merchandise. 
Headed  by  the  world-famous  "Old 
Bleach"  Damasks,  the  list  includes: 

Table  Damasks  and  Napkins 
Hemstitched  Towels  and  Toweling 
Art  Needlework  and  Embroidery  Linens 
Dress  Linens 

Hemstitched  Sheets,  Pillow  and  Bolster 
Slips 

Hemstitched  Squares  for  Napkins,  Tea 
and  Luncheon  Sets  and  Scarves  in  all 
appropriate  sizes. 

Your  entire  quality  requirements  in 
linen  can  thus  be  filled  with  this  beau- 
tiful and  ready-selling  merchandise. 


"OLD  BLEACH"  LINEN  CO.,  Ltd. 

Keg.  Trade  Mark 

23-25  East  26th  Street        -:-        New  York 

Canadian  Representative:  W.  H.  STELEY 
22  West  Wellington  Street,  Toronto,  Ont. 
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B.  Bunting — Floorcoverlngs,  draperies  and 
other  home  goods ;  linens 
W.  D.  Darby — Silks,  woolens,  worsteds,  cottons 
Gus  Hennino — Store  service  and  equipment 
C.    K.    McDermtjt,    Jr. — Knit   underwear  and 
hosiery 

Miss  Jack  Skklett — Laces,  embroideries,  ribbons, 
trimmings 


London  Office,  11  Haymarket,  S.W.I — John  C. 

CURTISS 


DEPARTMENT  EDITORS 

J.  E.  BOLLAND — Women's  and  misses'  apparel 
Miss  Mat  Hallett — Fashions  as  they  Influence 
merchandise 

Gut  Hubbart — Retail  advertising,  and  "how  to 
sell  It"  articles 

Leopold  Minster — Store  and  office  manage- 
ment ;  accounting  and  system 

Mrs.  Bejrnice  Todd — Corsets,  brassiSres ;  fancy 
goods ;  toys 

Washington  Office,  816  Fifteenth  St.,  N.W. — 
William  L.  Dalbt 


J.  L.  CARGiLL—Shoes  ;  men's  wear  ;  boys'  wear 

Mrs.  Beatrice  Hastings — Gloves ;  veilings  ; 
women's  neckwear 

Miss  ttkt.wtj  Lehman — Children's  and  infants' 
goods,  knit  outerwear ;  store  educational 
work 

G.  A.  VanMeter — Women's  apparel 

Paris  Office,  2  Rue  des  Italiens — Miss  Laura 
Hubbard 
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Properties  of  Knit  Underwear  Offer  Advertising  Suggestions 

Store  Service  and  Equipment  Section: 

T  hehie's  a  Lot  op  Money  to  Be  Saved  by  Training  Packers  Properly 

Merchandise  Stock  Turns  

Latest  Ideas  Featured  by  Houston  Store  
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See  that  Your  Store  Equipment  ICeeps  Pace  with  the  Times  . 
St.  Paul  Extends  the  Glad  Hand  to  International  Display  Men 

Fall  Fashion  Number^  Out  June  18 

What  Paris  is  doing  and  planning  in  the  matter  of  Fashions  for  the  coming  Fall  and  Winter  will  be 
the  main  subject  of  the  Economist  of  two  weeks  hence,  June  18. 

An  Economist  staff -member  has  just  returned  from  the  great  European  fashion  center,  bringing 
with  him  for  photographing  and  illustration  in  this  issue  more  than  a  score  of  garments  from  the  dress- 
making houses  that  are  recognized  as  the  style  leaders  over  there.  He  also  brought  over  merchandise 
that  typifies  the  style  trends  in  other  lines.  All  of  these  have  been  selected  with  a  view  to  the  merchan- 
dising value  of  the  styles  we  are  to  show,  bearing  closely  in  mind  that  Economist  readers  want  to 
know  not  only  about  Paris  fashions  but  Paris  fashions  that  will  have  a  bearing  and  influence  on  the 
goods  they  will  buy  and  sell.  r 

With  equally  practical  purposes  in  mind,  our  Paris  office  has  furnished  us  with  a  general  review  and 
forecast  of  the  fashion  tendencies  with  more  detail  ed  reports  as  well  as  sketches  indicative  of  the  Paris 
influence  affecting  lines  which  depend  for  their  saleability  largely  on  fashion. 

Subscribers  who  wish  extra  copies  of  this  Fall  Fashion  Number  ($1  each)  are  requested  to  send 
in  their  orders  at  once  as  printing  will  commence  on  Monday,  June  13. 

Plan  now  to  get  all  possible  benefit  from  this  Economist  Fall  Fashion  Number  of  June  18. 

//  it's  of  interest  to  the  trade  it's  in  the  Economist 
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Pep  for  the  Linii^  Department 


a  16-page  booklet  artistically  illustrated — 
containing  new  ideas — new  uses  for  the 
Fabrics  sold  in  the  Lining  Department. 

booklet  your  customers  will  use 
because  it  contains  practical 
suggestions  easily  executed 
by  even  the  most 
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Fight  for  National  Budget  Won  at  Last 


BY  the  enactment  of  the  measure  estab- 
lishing a  budget  system  for  the  Federal 
Government,  which  President  Harding 
is  expected  to  sign  before  the  end  of  this 
week,  there  was  taken  a  long  step  forward 
in  the  direction  of  systematic  handling  of 
our  national  incomes  and  outgoes.  Under 
the  new  law,  appropriations  and  expenditures 
will  be  regulated  by  a  Budget  Bureau.  There 
will  also  be  an  agency,  known  as  the  General 
Accounting  Office,  which  will  be  independent 
of  the  executive  departments  and  will  func- 
tion under  the  direction  of  an  officer,  to  be 
known  as  the  Controller  General  of  the  United 
States.  This  officer,  together  with  his  as- 
sistant, will  be  appointed  by  the  President, 
and  each  of  them  will  hold  office  for  a  term 
of  fifteen  years. 

Under  the  new  law,  moreover,  the  offices 
of  Controller  of  the  Treasury  and  Assistant 
Controller  of  the  Treasury  will  be  abolished 
on  July  1  of  this  year,  and  all  the  other  offi- 
cers and  employees  of  the  office  of  the  Con- 
troller of  the  Treasury  will  become  a  part  of 
the  General  Accounting  Office. 
•  It  will  be  the  duty  of  the  Controller  Gen- 
eral to  investigate  all  matters  relating  to  the 
receipt,  disbursement  and  application  of  pub- 
lic funds  and  report  in  writing  to  the  Presi- 
dent when  requested  by  him,  and  to  Congress 
at  the  beginning  of  each  regular  session,  as 


to  the  work  of  the  General  Accounting  Office, 
with  recommendations  concerning  the  legis- 
lation he  may  deem  necessary  in  connection 
with  the  handling  of  the  public  funds.  And 
he  is  specifically  directed  by  the  new  law,,  in 
such  regular  reports  or  in  special  reports  at 
any  time  when  Congress  is  in  session,  to  make 
recommendations  looking  to  greater  efficiency 
in  public  expenditures. 

The  provision  embodied  in  the  bill  which 
passed  the  last  Congress  giving  Congress  the 
right  to  remove  the  Controller  General,  and 
which  caused  President  Wilson  to  veto  that 
measure,  and  in  spite  of  his  strong  advocacy 
of  a  budget  system — on  the  ground  that  such 
action  would  be  a  usurpation  of  executive  au- 
thority, is  not  carried  in  the  bill  which  has 
just  become  law. 

The  demand  for  a  Federal  budget  system 
has  been  insistent  in  progressive  quarters  for 
a  number  of  years.  During  the  Administra- 
tion of  President  Taft  that  well-beloved  Chief 
Executive  of  the  nation  strongly  urged  the 
need  of  such  a  reform.  Even  prior  to  that 
time  the  DRY  GOODS  ECONOMIST  brought  the 
matter  to  the  attention  of  business  men  and 
made  its  views  known  in  Congress  and  else- 
where. More  recently  the  governors  of 
twenty  States  of  the  Union  appealed  to  citi- 
zens to  advocate  such  a  system.  The  enact- 
ment of  the  new  law  is  also  a  victory  for  the 


National  Budget  Committee,  which,  under  the 
chairmanship  of  John  T.  Pratt,  has  done  yeo- 
man service  in  behalf  of  the  application  of  the 
right  kind  of  a  budget  system  to  the  handling 
of  our  national  funds. 

It  is  particularly  gratifying  that  the  law 
as  enacted  places  the  carrying  out  of  its  pro- 
visions under  officers  appointed  by  the  Presi- 
dent for  that  particular  purpose  and  not  un- 
der the  direct  supervision  of  the  Treasury  De- 
partment. 

Obviously,  if  the  Secretary  of  the  Treas- 
ury had  to  seek  appropriations  from  Con- 
gress for  his  own  department  and  at  the 
same  time  pass  on  (and  possibly  scale  down) 
the  appropriations  asked  for  by  the  other  de- 
partments of  the  Government,  he  would  be 
perpetually  in  hot  water  and  the  result  would 
be  not  only  confusion  but  in  many  instances  a 
deadlock. 

It  will  be  mighty  interesting  to  note  how 
the  congressional  committees  which  hereto- 
fore have  had  so  much  to  do  with  fixing  the 
amount  of  appropriations  will  "take  to"  the 
method  that  will  shortly  come  into  adoption. 
For  the  budget  system  unquestionably  de- 
prives Congress  of  some  of  its  most  cherished 
powers,  especially  in  the  matter  of  increasing 
appropriations.  Indeed,  to  that  very  tendency 
to  increase  is  traceable  the  long  and  arduous 
fight  for  a  Federal  budget  system. 


One  Possible  Step  Toward  Lower  Freight  Rates 


THE  influence  of  high  railroad  freight 
rates  in  raising  the  cost  of  merchan- 
dise is  clearly  recognized.  Yet,  high 
as  these  rates  are  to-day,  the  railroads  are  un- 
able to  make  both  ends  meet.  It  appears, 
therefore,  that  the  solution  of  the  problem 
must  lie  in  greater  efficiency  of  railroad  op- 
eration. 

One  need  not  go  into  the  claims  made  by 
the  spokesman  for  the  railroad  workers'  unions 
as  to  laxness  on  the  part  of  railroad  manage- 
ments nor  into  the  charges  against  labor  made 
by  the  railroad  officials,  for  the  reason  that 
the  average  merchant  or  "shipper"  long  ago 


became  aware  of  conditions  which  both  in- 
crease the  cost  of  railroad  operation  and  cause 
delay  and  annoyance  to  the  concerns  whose 
goods  are  in  transit. 

This  condition  could  be  removed  by  more 
intensive  use  of  railroad  equipment  and  of 
terminal  facilities. 

Figures  show  that  a  freight  car  travels  on 
an  average  of  only  25  miles  per  day — a  little 
over  one  mile  for  each  of  the  twenty-four 
hours.  One  of  the  principal  reasons  for  this 
condition  is  that  cars  are  held  up  for  days  at 
the  terminals  or  point  of  destination. 

For  such  delays  the  consignees,  or  owners. 


of  the  merchandise  are,  in  part,  responsible. 
If  cars  were  unloaded  promptly  on  arrival  at 
the  delivery  point  they  could  be  more  quickly 
sent  on  their  way  and  made  to  carry  other 
freight. 

The  delay  in  the  unloading  and  removal  of 
shipments  made  in  less  than  carload  lots  is 
probably  on  the  average  greater  than  that 
which  takes  place  in  the  case  of  carload  lot 
shipments.  And  the  delays  in  unloading  and 
removing  less  than  carload  shipments  are  at- 
tributable, in  very  large  degree,  to  the  fact 
that  this  work  is  carried  on  along  lines 
which  in  certain  other  countries  many  years 
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ago  became  obsolete. 

We  pride  ourselves  on  being  a  progressive 
nation,  and  especially  are  we  proud  of  our 
railroad  system.  But  in  most  centers,  and  es- 
pecially in  the  larger  ones,  vphen  a  shipment 
of  merchandise  arrives  for  a  concern  we  pro- 
ceed along  lines  that  are  anything  but  pro- 
gressive or  up-to-date. 

UNDER  our  system  each  consignee  or 
owner  of  the  merchandise  has  to  send 
his  own  wagon  to  the  freight  depot  or 
employ  a  truckman  to  go  there  and  get  the 
merchandise.  The  driver,  with  his  truck,  has 
to  get  in  at  the  end  of  a  long  line  of  other 
vehicles  and  wait  until  he  can  get  to  the  place 
in  the  freight  depot  or  on  the  pier  where  the 
goods  are  lying.  Not  infrequently  a  second 
trip  to  the  depot  or  pier  has  to  be  made  be- 
cause the  length  of  the  line  prevented  the 
driver  from  getting  to  the  goods  before  clos- 
ing time.  Or  it  may  happen  that  the  conges- 
tion of  goods  at  the  loading  platforms  pre- 
vents the  driver  from  obtaining  and  loading 
the  goods  on  his  first  trip. 

Not  only  this,  but  in  few  instances  is  the 
quantity  of  merchandise  "picked  up"  suflS- 
cient  to  make  a  full  truck  load. 

The  waste  of  time  and  expense  involved  in 
such  a  method  is  obvious. 

Why  on  earth  should  there  not  be  facilities 
provided  by  which  the  goods  for  a  number  of 
owners  or  consignees  are  picked  up  as  soon  as 
possible  after  their  arrival,  loaded  on  trucks 
and  delivered  to  their  respective  owners  ?  This 
would  mean  full  loads,  instead  of  part  loads, 


a  great  saving  in  time  and  a  very  considerable 
reduction  in  expense. 

The  owners  of  the  merchandise  would,  of 
course,  have  to  pay  an  extra  rate  for  delivery 
in  addition  to  the  usual  freight  charges. 

The  plan  above  briefly  outlined  has  been  in 
operation  in  Great  Britain  for  at  least  forty 
years,  and  we  don't  know  of  a  change  there- 
from having  ever  been  proposed.  It  has  also 
been  adopted  in  Canada.  Practically  since  the 
beginning  of  railroading  in  the  Dominion  car- 
riers have  provided  in  the  principal  centers  a 
cartage  service  from  their  freight  terminals 
to  the  warehouse  or  store  of  the  owner  or 
consignee. 

The  only  objection  that  has  been  made  by 
the  carriers  to  the  adoption  of  the  plan  in  the 
United  States  was  based  on  the  fear  that  some 
time  or  other  they  might  be  called  upon  to 
assume  the  trucking  charge  as  part  of  their 
freight  rate.  In  other  quarters  there  has  been 
raised  the  question  as  to  who  would  be  liable 
for  loss  or  damage  to  the  merchandise  when 
moving  between  the  freight  terminal  and  the 
warehouse  or  store.  Such  risks,  however, 
could  readily  be  covered  by  agreements  be- 
tween the  carriers  and  the  owners.  Or  there 
could  be  put  into  effect  a  suflftcient  increase  in 
freight  rates  to  cover  not  only  the  cost  of 
trucking  but  also  the  risk  of  loss  or  damage. 

The  percentage  added  to  the  freight  rate 
to  cover  such  risk  would  doubtless  be  very 
small,  indeed. 

As  to  the  cost  of  hauling,  to  show  how 
favorably  it  would  compare  with  the  present 
outlays,  take  the  cost  in  Canada.  The  average 


rate  in  the  Dominion  for  hauling  goods  from 
the  carriers'  terminals  to  warehouse,  an  aver- 
age distance  of  21/2  miles,  is  6  cents  per  100 
pounds. 

Altogether,  store-door  delivery  has  long 
passed  the  experimental  stage,  outside  of  the 
United  States.  There  is  reason  to  hope  that 
it  will  be  adopted  here  within  a  reasonable 
period. 

The  matter  has  been  taken  up  in  an  active 
way  by  the  Federal  Highway  Council,  whose 
headquarters  are  *in  Washington,  D.  C,  re- 
cently, under  the  auspices  of  the  Council's 
transportation  committee,  a  meeting  between 
carriers  and  "shippers"  was  held  in  Balti- 
more with  a  view  to  establishing  store-door 
delivery  in  that  city.  The  representatives  of 
both  interests  agreed  upon  the  principle  of 
the  proposition,  and  pledged  themselves  to 
urge  its  speedy  adoption. 

It  is  authoritatively  stated  that  the  saving 
to  merchants  and  other  "shippers"  in  Balti- 
more which  the  new  system  will  bring  about 
will  exceed  $2,000,000— will,  in  fact,  approxi- 
mate three  millions.  To  the  railroads  the  ex- 
tension of  the  system  throughout  the  country 
would  mean  a  saving  of  far  greater  sums. 
There  would  then  be  no  need  for  increasing 
the  number  of  freight  cars,  because  speed  in 
unloading  would  multiply  the  work  each  now 
performs.  Furthermore,  the  present  terminal 
facilities  would  be  sufficient  to  meet  all  cur- 
rent needs  and  those  of  the  near  future  with- 
out the  addition  of  facilities  which  without 
store-door  delivery  will  doubtless  become  es- 
sential. 


Big  Opportunities  for  the  Young  People  of  To-day 


THE  passing  of  the  small,  individual 
dealer  or  manufacturer  has  long  been 
one  of  the  salient  developments  of  the 
present  era.  The  development  of  the  big  store 
has  been  deplored  in  some  quarters  because 
of  its  effect  on  the  smaller  establishments,  and 
even  though  in  the  dry  goods  and  women's 
wear  lines  we  see  numerous  small  establish- 
ments springing  up,  in  numerous  instances 
such  a  shop  is  one  of  a  chain  of  similar  stores 
operated  by  a  large  concern,  with  large  capital. 


having  its  headquarters  in  some  central  mar- 
ket. In  the  tobacco  and  cigar  business  we 
see  a  mammoth  concern  owning  and  conduct- 
ing a  great  number  of  stores  in  various  cen- 
ters. The  chain  store  system  also  flourishes 
in  the  5-  and  10-cent  lines  and  in  other  stores 
where  the  merchandise  sold  does  not  exceed 
a  certain  price.  Recently  this  system  has  in- 
vaded other  fields,  notably  those  of  men's  fur- 
nishings and  of  candy,  and  is  therein  being 
rapidly  extended. 


Banking  institutions  as  well  as  industrial 
plants  show  the  influence  of  this  evolution. 

The  same  conditions  characterize  in  greater 
or  less  degree  the  mercantile  and  industrial 
fabric  not  only  of  this  country  but  of  the 
world.  To  such  an  extent  is  this  the  case 
that  many  ambitious  men  are  inclined  to  be- 
wail what  they  regard  as  "the  restriction  of 
opportunity." 

Yet  is  it  true  that  the  chances  for  success 
in  business  life  are  actually  reduced  by  the 
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changes  that  have  taken  place?  Granted  that 
the  young  man  of  to-day  has  far  less  prospect 
of  becoming  "his  own  boss"  than  the  man  of 
the  50's  or  the  80's  of  the  last  century,  still 
there  is  good  ground  for  asserting  that  the 
channels  through  which  his  abilities  may  be 
directed  with  gratifying  results,  financial  and 
otherwise,  are  not  only  more  numerous  but 
also  broader  than  was  the  case  before  the  big 
organizations  came  into  being. 

Take  the  matter  of  remuneration,  for  ex- 
jimple.  It  is  well  known  that  in  many  cases 
the  salaries  paid  to  executives  reach  a  sum 
which  to  our  fathers  would  have  appeared 
fabulous.  It  is  quite  probable,  too,  that  the 
men  who  earn  these  princely  incomes  might 
not  have  proved  equally  successful  had  they 
embarked  in  business  on  their  own  account. 
We  all  know  in  what  a  large  degree  success  in 
these  days  depends  on  environment  and  asso- 
ciation. Besides  their  salaries,  moreover,  the 
present-day  employees  of  great  corporations 
have  in  many  cases  an  opportunity  to  share 
in  the  successes  they  help  to  create,  by  invest- 
ment in  the  securities  of  their  concern.  Fre- 
quently they  "get  in  on  the  ground  floor,"  and 
the  returns  on  their  investment  keep  pace 
with  the  growth  and  development  of  the  cor- 
poration itself. 

Especially  has  this  been  true  of  late  years, 
as  a  result  of  the  more  democratic  methods 
pursued  by  the  managements  of  many  of  the 
great  concerns. 

Altogether,  it  would  seem  that  where  for- 
merly a  man  was  commended  for  starting  out 
in  business  on  his  own  hook,  to-day  he  might, 
with  a  fair  degree  of  justice,  be  criticized  for 
so  doing.  In  other  words,  one  might  admire 
his  nerve  and  yet  feel  that  his  move  was  in- 
dicative of  a  lack  of  judgment.  It  might  be 
put  this  way:  That  it  is  better  to  run  one 
of  the  rings  in  a  three-ring  circus  than  be 
the  owner  of  a  one-ring  enterprise.  And  this 
is  all  the  more  true  when  one  considers  the 
great  opportunities  which,  as  above  suggested, 
to-day  present  themselves  in  large  organiza- 
tions of  all  kinds.  Using  the  dry  goods  and 
department  store  trade  as  an  example,  look 
at  the  big  buyerships  and  other  important  ex- 
ecutive positions  which  are  filled  to-day  by 
men  and  women  who  have  risen  from  the 
ranks  of  store  employees.  How  many  of  the 
holders  of  these  important  and  lucrative  posi- 
tions would  have  succeeded  equally  well  had 
'  they  started  and  carried  on  small  businesses 
of  their  own? 

It  is  well,  then,  for  the  younger  element 
in  business  to-day  to  realize  that  while  the 
opportunities  presented  to  them  are  different 
from  those  which  existed  in  their  fathers'  or 
grandfathers'  time,  nevertheless  the  oppor- 
tunities are  here.  These  opportunities  are 
both  numerous  and  varied,  and  in  many  cases, 
if  properly  availed  of,  will  lead  on  to  results 
undreamed  of  by  the  vast  majority  of  the  old- 
time  business  men. 


<•  MOW  IF  OUR  EWVPLOVEES  WERE 
TOLD  HOW  EACH  OF  US  REACHED 
HIS  PRESENT  PoSlTlOM  " 


Miss  Jessie  Kuecks  has  succeeded  Miss 
Florence  Unger  as  buyer  of  art  goods  for  R. 
F.  Herndon  &  Co.,  Springfield,  111.  Miss 
Kuecks  formerly  was  head  of  the  same  de- 
partment of  the  Clarke  &  Co.  store,  Peoria, 
111. 


^//^  ^351^  Vi  Buuei-  R^evlnQRoom    Delwei'MMan  Controller 

General  Manager       Mdse  M^n  Bu^ei  Kece.  q 


Are  You  an  Executive? 

If  so  here  is  an  opportunity  to  render  a  real  service—by  telling  others 
someth"  g  tanVble  and  practic^  about  the  ways  and  methods  by  which  you 
advanced  to  your  present  position. 

You  may  be  a  merchant,  or  a  general  manager,  a  merchandise  imn,  or 
a  container  You  may  be  at  the  head  of  a  receiving  room,  or  of  a  delivery 
depJJtaeS:  Or  you  may  be  managing  and  buying  for  one  or  more  mer- 
chandise  departments. 

As  such  you  have  a  story  that  is  well  worth  telling  and  well  worth  ^eadrng 
—a  story  that  will  encourage  the  ambitious  or  put  new  hfe  mto  the  laggards. 

Will  you  write  this  story  for  the  benefit  of  the 
Dry  Goods  Economist  subscribers  and  readers? 

All  you  need  is  time,  a  pencil  to  jot  down  your  reminiscences  and  a 
stenographer  to  put  them  m  shape.  We  don't  ask  for  an  ^^'^lethat  is  finished 
off  frim  a  literary  standpoint-the  Economist's  editorial  department  w»»  1°°^ 
after  Aat  for  you!  if  necessary.  Just  give  us  the  facts  as  yo«  wouW  w„te  them 
to  a  business  friend.    We  must  have  these  articles  before  July  15,  19^1. 

We  know  you  wiU  regard  such  work  as  a  duty,  a  service  to  your  fellow- 
merchants  and  fellow-workers  in  the  retaU  store  industry. 

But  in  order  to  make  the  work  more  interesting  and  give  it  a  sporting 
touch  the  Dry  Goods  Economist  offers  prizes  for  the  three  best  articles,  as 
follows : 

1st  prize    •  • 

2d  prize  

3d  prize   50 

Each  of  the  prize-winning  articles  is  to  be  published  with  the  name  of  its 
author. 

Other  articles,  if  published,  will  appear  without  the  author's  name  unless 
we  receive  his  permission  to  gfive  it. 

In  the  awarding  of  prizes  the  principal  features  taken  into  consideration 
will  be  the  value  of  the  facts  given  in  the  way  of  guidance  and  suggestion  to 
store  personnel  members  who  are  desirous  of  reachmg  an  executive  position. 

Prizes  will  be  awarded  by  a  jury  whose  names  wQl  be  announced  later. 

Open  to  All 

This  competition  is  open  to  all,  without  reservation  of  any  kind.  For 
example,  one  need  not  be  an  Economist  subscriber  in  order  to  compete. 
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Foreign  Demand  Hinges  On 
Payment  of  Reparations 

Enactment  of  Emergency  Tariff  Bill  Hits  Certain 
Imports — Gray  Cloth  Markets  Quiet — Wash 
and  White  Goods  More  Active 


WITH  the  payment  by  Germany  of  one 
billion  marks  to  the  Reparations 
Commission  as  stipulated,  and  the 
commencement  of  the  formulation  of  plans 
for  the  raising  of  further  sums,  the  Euro- 
pean trade  situation  and  the  prospect  of  in- 
creased American  export  trade  grow  in  im- 
portance. 

Whether  Germany  will  make  her  next  few 
payments  on  schedule  or  finds  it  necessary  to 
defer  some  of  them  is  not  of  prime  import- 
ance just  now.  We  must  see  an  outlet  abroad 
for  more  of  our  products  as  the  next  step 
toward  further  reduction  in  commodity  costs. 
Such  an  outlet  now  seems  assured  and  there- 
fore an  increase  of  industrial  activity  should 
be  evident  in  the  near  future. 

In  pointing  out  that  the  granting  of  ex- 
tensive loans  to  foreign  countries  makes  pos- 
sible the  purchase  of  great  quantities  of  for- 
eign made  goods,  whereas,  the  granting  of 
credits  to  foreign  purchasers  insures  the  sale 
of  American  products,  Senator  Edge  summar- 
ized one  of  the  important  benefits  that  should 
accrue  to  American  industry  from  the  opera- 
tion of  the  Edge  law. 

The  Emergency  Tariff 

One  of  the  first  results  of  the  enactment 
of  the  Emergency  Tariff  act,  approved  last 
week  by  President  Harding,  has  been  the  cur- 
tailment of  imports  of  certain  merchandise 
until  a  more  definite  knowledge  is  obtained  as 
to  what  it  will  cost  to  make  similar  merchan- 
dise in  this  country.  This  is  clearly  forecast 
by  the  action  of  a  number  of  buyers  who  have 
either  reduced  the  volume  of  their  orders  for 
foreign  goods  for  fall  delivery  or  have  re- 
frained from  purchasing  for  the  time  being. 

April  Imports  and  Exports 

The  extent  and  importance  of  our  April 
imports  and  exports  is  shown  in  the  following 
figures  just  made  public: 

Imports  Month  of  April 

Grand  Divisions         1921  1920 

Europe                         $69,146,0,00  $111,-346,000 

North  America              89,724,000  138,827,000 

South  America  30,535,000  76,007,000 

Asia                              53,114,000  122,054,000 

Oceania                           7,931,000  20,074,000 

Africa                             4,118,000  27,427,000 

Total   254,-568,000  495,735,000 

.  Exports 

Europe    174,645,000  364,094,000 

North  America    94,307,000  1-52,652,000 

South  America    20,717,000  47,046,000 

Asia    29,859,000  87,193,000 

Oceania    7,931,000  20,074,000 

Africa    5,775,000  13,711,000 

Total    333,234,000  684,770,000 

Much  of  the  apparent  reduction  in  the  vol- 
ume of  trade  shown  above  is  due  to  price  re- 
cessions both  in  this  country  and  abroad. 

Progress  of  Deflection 

The  cut  of  $400,000,000  in  wages  of  rail- 
road employees  on  104  or  more  lines  an- 
nounced this  week  should  result  in  a  sub- 
stantial reduction  in  freight  and  passenger 
rates  in  the  near  future.  This  cut  is  com- 
puted as  being  12  per  cent  of  the  present  wage 
payments.    It  becomes  effective  July  1. 

Deflation's  progress  as  shown  by  studies 


of  the  price  trend  of  important  commodities 
is  slow.  In  a  list  of  over  300  items  compiled 
by  R.  G.  Dun  &  Co.  last  week  there  were  91 
price  revisions,  52  downward  and  the  remain- 
der upward.  None  of  the  changes,  however, 
was  important. 

Goods  Are  Selling 

The  movement  of  dry  goods  at  wholesale 
shows  a  marked  increase  in  lines  needed  for 
immediate  consumption  and  thereby  demon- 
strates the  extent  of  the  repeat  orders  being 
placed  by  retailers  throughout  the  country. 

Road  sales  for  the  closing  week  of  May 
exceeded  those  of  the  same  period  in  1920  by 
a  substantial  margin  and  this  week's  reports 
up  to  the  time  of  our  going  to  press  are  of  like 
nature. 

Retail  trade  is  good  though,  as  is  to  be 
expected,  it  is  largely  confined  to  the  sale  of 
seasonal  merchandise  and  to  clearances.  In 
New  York,  as  is  shown  on  page  19,  there 
are  many  buyers  looking  for  goods.  In  vari- 
ous other  wholesale  markets  a  corresponding 
attendance  is  reported. 

Cotton  Situation 

Despite  fairly  heavy  selling  by  spot  holders 
and  a  comparatively  dull  trade  in  cloths,  raw 
cotton  moved  upward  last  week  under  the  in- 
fluence of  bullish  crop  reports.  The  report  of 
the  National  Ginners'  Association  estimated 
the  condition  of  the  crop  at  63  per  cent,  as 
compared  with  a  ten-year  average  of  76.7,  the 
acreage  reduction  at  31  per  cent  and  the  prob- 
able yield  at  7,040,000  bales.  The  official  re- 
port of  the  American  Cotton  Association  gives 
the  acreage  reduction  as  30.73  per  cent  and 
the  reduction  in  the  use  of  commercial  fer- 
tilizer as  51.17  per  cent.  On  the  basis  of  the 
average  production  of  the  last  five  years  these 
reductions  would  indicate  a  crop  of  6,762,664 
bales. 

Gray  Cloths  Are  Quiet 

Gray  cloth  markets  have  been  much 
quieter,  although  no  particular  weakness  has 
developed.  Buyers  have  for  some  time  been 
obstinately  averse  to  following  advances  in 
the  market,  but  sellers  have  been  equally  ad- 
verse to  meeting  declines.  Soft  prices  are 
usually  obtainable  only  on  spot  stocks  and  the 
mills  show  a  disposition  to  adopt  a  policy  of 
further  curtailment  rather  than  sell  ahead 
of  prices  which  are  understood  to  be  lower 
than  production  cost.  Sales  of  print  cloths 
at  Fall  River  last  week  amounted  to  about  90,- 
000  pieces.  Quotations  in  the  New  York  mar- 
ket at  the  beginning  of  this  week  were  on  the 
basis  of  61/2  cents  for  spot  38V2-inch  5.35 
yard  64x60's. 

Activity  in  Summer  Goods 

In  the  market  for  finished  cottons,  wash 
and  white  goods  have  been  somewhat  more  ac- 
tive. New  prices  were  named  last  week  on 
Lonsdale,  Blackstone,  Hope  and  Forget-me- 
not  4-4  bleached  goods  and  on  Berkeley  cam- 
brics and  longcloths.  They  show  a  reduction 
of  cents  on  the  4-4  goods  and  an  advance 
of  1  to  3  cents  on  the  cambrics  and  longcloths. 
The  price  circular  announcing  these  changes 
said:    "As  we  have  unfilled  orders  on  our 


books  for  all  above  styles  we  have  no  goods 
for  prompt  delivery  and  are  prepared  to  ac- 
cept orders  for  limited  quantities  only." 

Talk  of  Price  Changes 

New  prices  are  expected  soon  on  percale?. 
It  is  probable  that  the  present  prices  will  be 
continued.  Staple  cottons  generally  are  about 
as  low  as  it  is  possible  to  make  them,  although 
branded  bleached  goods  are  still  on  a  higher 
level  than  unbranded  bleached  goods  of  simi- 
lar construction.  Manufacturers  of  heavy  cot- 
tons are  getting  their  backs  to  the  wall,  as 
is  instanced  by  the  announcement  last  week 
from  a  leading  duck  agency  that  if  their  new' 
price  list  did  not  bring  business  the  mills  they 
represented  would  close  down.  The  new  prices 
are  in  many  instances  higher  than  those  re- 
cently current. 

Means  Call  for  Woolens 

The  passage  of  the  Emergency  Tariff  Act 
and  the  virtual  settlement  of  the  labor  trouble 
in  the  New  York  clothing  industry  has 
strengthened  the  tone  of  the  raw  wool  market. 
Activity  has  broadened  and  prices  are  firmer. 
A  gradual  rise  in  raw  wool  prices  is  not  im- 
probable. The  wool  fabrics  market  continues 
strong  and  without  any  new  features.  Manu- 
facturers are  still  unwilling  to  accept  dupli- 
cate orders  and  are  concerned  chiefly  with 
making  deliveries  of  the  orders  already  on 
their  books.  The  trend  of  fall  demand  has 
been  for  some  time  quite  clearly  defined,  al- 
though there  is  some  uncertainty  as  to  the 
position  of  serges. 

Silks  in  Demand 

The  broad  silk  market  is  fairly  active,  and 
the  only  uncertainty  existing  at  present  con- 
cerns the  outlook  for  raw  silk.  It  is  felt  that 
a  satisfactory  distribution  of  silk  fabrics  is 
assured  if  prices  can  be  kept  on  a  reasonable 
level.  The  raw  silk  market  during  the  last 
week  has  been  rather  bullish.  Canton  sorts 
are  difficult  to  secure  for  prompt  delivery, 
and  prices  are  very  high.  Japanese  sorts,  too, 
are  far  from  plentiful  on  the  spot  in  the  New 
York  market.  Quotations  at  the  end  of  last 
week  were  on  the  basis  of  $5.75  for  Sinshiu 
No.  1. 

Women's  Garments 

There  have  been  no  developments  of  im- 
portance in  the  ready-to-wear  field.  Prepara- 
tion of  fall  lines  and  clearance  of  all  that  is 
left  of  spring  and  summer  stuff  occupy  the 
attention  of  all  manufacturers.  Buyers  are 
still  seeking  jobs. 

Gloves  Are  More  Active 

More  favorable  weather  conditions  influ- 
enced decided  activity  in  silk-glove  selling  dur- 
ing the  past  week.  White  silk  mousquetaires 
in  16-button  lengths  lead  in  the  demand,  but 
interest  was  quickened  in  practically  all  silk 
gloves.  Manufacturers  are  busy  with  rush  or- 
ders which  are  giving  them  considerable  diffi- 
culty on  account  of  the  shortages  of  the  bet- 
ter grades  of  16-button  white  silk  mousque- 
taires. 

In  the  leather  glove  field  conditions  are 
gradually  improving  under  the  stimulus  of  the 
orders  for  ball  delivery.  Prices  on  standard 
qualities  of  imported  and  domestic  leather 
gloves  are  sufficiently  steady  to  encourage  the 
retailers  to  order  somewhat  more  liberally  than 
they  had  planned,  but  investments  are  still  con- 
servative. 

The  strength  of  the  mousquetaire  style 
varies  greatly  in  different  localities,  but  in 
all  sections  interest  in  the  strapped  wrist 
and  slip-on  effects  in  the  6-button  length  is 
most  pronounced.  Black  leather  gloves  are 
showing  some  improvement,  but  browns,  mode 
and  tones  are  the  great  favorites. 
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Organization  of  Retail  Merchants' 
Body  Is  NotDifficult  Matter 

Prospective  Members  of  Trade  Association  Should  Be  Informed  of 
the  Advantages  Offered  by  Such  a  Move-Two  or  Three  Enthus- 
iasts in  a  Medium  Sized  City  Can  Start  the  Ball  Rollmg 


A RETAIL  merchants'  association,  prop- 
erly conducted,  is  of  considerable  value 
to  its  members  no  matter  how  large  or 
how  small  an  organization  it  may  be  and 
without  regard  to  the  size  of  the  city.  "Prop- 
erly conducted"  is  emphasized  because  there 
is  little  value  in  the  sort  one  sometimes  runs 
across,  where  enthusiasm  ran  high  at  its  birth 
ultimately  to  languish  until  the  association 
became  moribund. 

To  form  a  retailers'  body  which  is  to  func- 
tion effectively  and  to  retain  the  interest  and 
support  of  its  members  is  not  a  difficult  job 
when  the  advantages  of  such  an  organization 
are  thoroughly  understood.  The  information 
contained  in  this  article  comes  from  a  number 
of  successful  associations  in  different  parts  of 
the  country,  located  in  both  large  and  small 
cities.  It  has  been  compiled,  however,  chiefly 
in  the  interest  of  merchants  in  small  and 
medium  sized  cities  where  retailers  have  not 
yet  got  together  to  further  their  own  special 
interests  along  with  those  of  the  whole  com- 
munity. 

The  Mechanics  Are  Easy 

The  mechanics  of  the  job  are  simple. 
First  is  necessary  only  two  or  three  men  thor- 
oughly "sold"  on  the  proposition  who  will 
make  a  start  by  inviting  all  the  representative 
retailers  of  the  city  to  a  meeting,  preferably 
a  dinner  or  luncheon  meeting,  to  discuss  the 
outlook.  (Monthly  luncheon  meetings,  by  the 
way,  are  quite  essential  to  keeping  up  interest 
and  securing  united  support  for  association 
policies.) 

There  are  enough  active  associations  to 
make  it  pretty  easy  to  get  several  enthusiastic 
witnesses  to  the  benefits  of  a  retailers'  asso- 
ciation. Have  them  tell  how  their  bodies  were 
formed  and  especially  what  benefits  members 
derive  from  them.  Point  out  the  problems 
common  to  all  those  present— credit  matters, 
solicitations  for  donations,  subscriptions,  etc., 
and  similar  annoyances.  Describe  actual  in- 
stances of  co-operative  sales  and  advertising 
events,  trade  boosting  programs  and  the  like 
which  owed  their  success  to  merchants'  or- 
ganizations. There  are  many  such.  Then  get 
a  temporary  organization  started  while  the 
iron  is  in  the  fire,  so  to  speak,  with  the  most 
up-and-doing  merchant  in  town  as  chairman. 

One  Director  for  Each  Branch 

For  the  permanent  organization  there 
must  be  the  usual  quota  of  officers  and  a  board 
of  directors.  In  many  instances  it  has  been 
found  advisable  to  have  one  director  for  each 
principal  branch  of  the  retail  trades  represent- 
ed in  the  association.  Thus  is  insured  the  co- 
operation of  all  groups  and  the  safeguarding 
of  the  interests  of  the  whole  body. 

For  special  lines  of  work  standing  com- 
mittees are  needed.  For  instance,  there  will 
be  one  charged  with  the  duty  of  censoring  ad- 
vertising schemes  which  are  brought  m  by 
promoters  of  various  types.  Another  wi  1 
pass  on  requests  for  donations.  A  third  will 
undertake  the  organization  of  special,  town- 
wide  retail  events. 

Then  comes  the  question  of  a  director  ot 
the  association's  work.    In  some  cases,  where 


the  body  is  comparatively  small,  a  member  is 
saddled  with  the  job  of  seeing  that  the  organi- 
zation functions.  It  is  decidedly  advisable, 
however  to  have  a  paid  secretary  who  can  de- 
vote his  entire  time,  or  a  large  part  of  it,  to 
association  work.  It  is  generally  true  that  an 
amateur  secretary  is  so  busy  with  his  own  at^ 
fairs  that  the  association's  suffer.  And  no 
matter  how  enthusiastic  a  member  may  be 
and  how  willing  to  work  his  head  off,  if  the 
association  lives  up  to  the  full  possibilities  oi 
usefulness  to  its  members  there  will  be  far 
more  work  than  anyone  but  a  full-time  secre- 
tary can  take  care  of.  -j  4. 

How  much  the  secretary  is  to  be  paid  must 
depend  on  the  size  of  the  association  and  the 
calibre  of  the  man  available  for  the  job— or 


WHAT  Paris  is  doing  and  planning 
in  the  matter  of  Fashions  for  the 
Coming  Fall  and  Winter  will  be  the 
main  subject  of  the  Economist  of  two 
weeks  hence,  June  1 8th. 

An  Economist  staff-member  has 
just  returned  from  the  great  European 
fashion  center,  bringing  with  him  for 
photographing  and  illustration  in  the 
issue  a  score  of  garments  from  the 
dressmaking  houses  that  are  recog- 
nized as  the  style  leaders  over  there, 
as  well  as  merchandise  that  typifies  the 
style  trend  in  other  lines.  All  of  these 
have  been  selected  with  a  view  to  the 
merchandising  value  of  the  styles  we 
are  to  show,  bearing  closely  m  mmd 
that  Economist  readers  want  to  know 
not  only  about  Paris  fashions  but  about 
Paris  fashions  that  will  have  a  bearing 
and  influence  on  the  goods  they  will 
buy  and  sell. 

With  equally  practical  purposes  in 
mind,  our  Paris  office  has  furnished 
us  with  a  general  review  and  forecast 
of  the  fashion  tendencies  and  with 
more  detailed  reports  as  well  as 
sketches  indicative  of  the  Paris  in- 
fluences affecting  lines  which  depend 
for  their  salability  largely  on  fashion. 


the  woman,  since  some  women  are  making 
good  in  that  position. 

The  Matter  of  Finance 

Retailers'  associations  are  variously 
financed.  Some  have  uniform  dues,  $25  a 
year  being  a  common  figure,  especially  where 
the  retailers'  association  is  a  branch  of  the 
local  Chamber  of  Commerce.  These  make  no 
distinction  between  members  of  varying  finan- 
cial capacity ;  but  the  larger  stores  may  take 
more  than  one  membership.  Other  associa- 
tions grade  their  dues  according  to  the 
amount  of  business  done,  since  it  is  reckoned 
that  those  doing  the  most  business  will  derive 
most  benefit.  A  Southern  city  of  somethmg 
over  20,000  population  has  dues  running  from 
$1.50  to  $10  a  month. 

Another  source  of  income  is  from  collec- 
tion of  bad  debts.    The  policies  of  associa- 


tions vary  in  this  respect.  Some  consider  col- 
lections as  the  secretary's  private  job  and  al- 
low him  to  deduct  a  ten  per  cent  commission 
as  a  part  of  his  compensation.  Others  credit 
the  commission  to  the  association  treasury. 
Ten  per  cent  is  the  usual  figure  for  collections. 
In  some  cases  more  is  charged  for  collections 
from  accounts  out  of  town— up  to  twenty  per 
cent.  When  subscriptions  are  assessed  for 
meeting  the  expenses  of  co-operative  events 
any  surplus  goes  to  the  association  treasury. 

What  a  Body  Can  Do 
The  activities  of  a  retailers'  association 
are  many  and  important.  Under  the  head  of 
co-operative  movements  come  salesmanship 
schools,  sales  days,  booster  campaigns,  special 
trade  advertising  and  the  like.  These  all  are 
valuable.  But  more  important  are  the  func- 
tions of  checking  credits,  making  collections 
o.f  bad  debts,  fighting  transient  merchants, 
providing  a  uniform  policy  for  alteration 
charges,  donations  and  subscriptions,  returns, 
deliveries,  store  hours  and  advertising 
scliGin6S. 

Associations  now  in  operation  generally 
agree  that  a  credit  bureau  making  reports 
only  to  its  members  is  of  inestimable  value. 
Even  those  members  who  do  not  have  charge 
accounts  on  their  books  frequently  find  it 
necessary  to  inquire  as  to  the  worth  of  a  new 
customer's  check,  and  those  who  do  give  credit 
must,  of  course,  either  take  a  chance  that  a 
new  customer  is  "good"  or  must  have  some 
means  of  finding  out  before  taking  a  risk  of 
loss.  They  need  information  on  changes  m 
customers'  credit  ratings,  too.  The  associa- 
tion's credit  books  are  kept  confidential,  of 
necessity,  and  only  members  have  the  right  to 
secure  information  from  them. 

The  "Black  List"  Idea 
Collections  are  made  on  application  of  the 
creditor  after  his  own  resources  are  exhaust- 
ed. There  are  several  ways  of  handling 
them,  one  of  the  most  effective  ways  as  well 
as  one  of  the  simplest  being  the  threat  to  list 
delinquents  on  the  association's  "black  books." 
Generally  debtors  come  to  time  when  gone  af- 
ter vigorously  and  the  very  fact  that  custom- 
ers know  an  associ^ition  of  all  or  most  of  the 
retailers  they  deal  with  is  watching  them  is 
a  strong  deterrent  to  those  who  might  be  in- 
clined to  let  their  credit  slide.  One  associa- 
tion has  a  rule  that  no  collections  will  be  at- 
tempted when  the  debt  has  been  incurred  af- 
ter an  unfavorable  credit  rating  has  been 
given  the  customer.  That  sort  of  case  is  up 
to  the  merchant  whose  slackness  caused  the 
trouble. 

The  subject  of  donations  and  subscrip- 
tions to  charities,  church  fairs,  etc.,  is  often 
a  delicate  one.  Few 'merchants  care  to  offend 
a  number  of  customers  by  turning  down  ap- 
plications for  funds  or  goods.  When  they  are 
able  to  point  to  a  definite  association  rule, 
however,  as  an  excuse  for  not  contributing 
offhand,  they  are  saved  embarrassment  and 
possible  loss  of  business.  Generally  it  is  the 
rule  that  all  solicitors  must  have,  to  receive 
attention,  a  letter  from  the  association  com- 
mending the  project. 
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Salt  and  Pepper 


r 

Copyi'l^ht   1921   hythe   Textile    Publishing  C<; 

/ 00  (j-ocic/     to  Lase 


If  Uncle  Sam  tells  Great  Britain  many 
more  times  that  he  will  not  join  the  League 
of  Nations,  he'll  come  to  believe  it  himself. 

*  *  * 

The  reason  sea  trips  are  so  beneficial  to  so 
many  people  is  that  they  (trips)  are  involun- 
tary diets. 

*  *  * 
Some  Fish  Story 

Jones  was  talking  of  a  fishing  trip. 

Friend,  "Are  there  any  trout  up  there?" 

Jones,  "Trout?    Thousands  of  'em." 

Friend,  "Will  they  bite  easily?" 

Jones,  "Why  they're  absolutely  vicious! 
A  man  has  to  hide  behind  a  tree  to  bait  his 
hook." — Topics  of  the  Day. 

*  *  * 

Next  time  there's  a  war  we'll  have  to  sup- 
ply men  in  the  army  with  self-addressed  post 
cards  so  they  can  keep  the  draft  board  posted 
as  to  their  whereabouts.  Some  boards  get 
terribly  peeved  because  men  failed  to  notify 
them  that  they  (men — ^^not  Draft  Board)  were 
fighting  Huns. 

*  *  * 

There  was  a  time  when  a  law  that  inter- 
fered with  the  Constitution  of  the  U.  S.  was 
thrown  out  of  court.  To-day  the  Constitution 
is  thrown  out  when  it  interferes  with  the 
Eighteenth  amendment. 

*  *  * 

Glad  to  see  Salt  and  Pepper  being  quoted 
so  much  in  store  papers.   We're  going  to  get 
even  by  taking  items 
from  them. 


If  a  hen  stopped 
scratching  when  the 
worms  were  scarce 
she  w  0  u  Id  n't  get 
ANY  worms  to  live 
on. 

*    *  * 

The  A.  W.  Dewey 
&  Co.,  Canton,  111., 
writes  us:  "Are 
there  many  cases 
where  two  genera- 
tions of  merchants 
have  customers  of  the 
third,  fourth  and 
fifth  generations,  even 
running  into  the 
sixth?"  Dewey's 
were  recently  visited 
by  little  Miss  Lennie 
White,  whose  great- 
great-great  grand- 
mother  was  a  cus- 
tomer of  the  store. 


Now  John  H.  Ful- 
ton of  the  National 
City  Bank  says  that 
retailers  "have  failed 
to  reduce  prices." 
Tut,  tut,  John,  say 
something  new. 
Everybody's  talking 
that  way. 


Monday,  President  Harding  says  there 
"MUST  be  no  more  wars."  Wednesday  the 
Senate  increased  the  navy  personnel  20,000 
men.  Germany's  army  ideas  got  her  into 
trouble.  Will  our  navy  plans  do  the  same  for 
us? 


How  it  is  To-day 
Mr.   Murphy:    "Any  hair  tonic  to-day, 
sir?" 

Jack  Early:  "Yeah,  three  fingers  is 
plenty." 

Nobody  cares  how  early  the  rooster  gets 
up.  It's  talking  about  it  so  much  that  makes 
him  so  unpopular. 

4f-     *  * 

John  Cassidy:  "I  was  wondering  what 
keeps  us  from  falling  off  this  earth  when 
we're  upside  down." 

George  Sagar:  "Why,  the  law  of  gravity, 
of  course.  Haven't  you  ever  heard  about 
Newton?" 

John  Cassidy:  "Sure,  but  how  did  folks 
stay  on  before  the  law  was  passed?" 


Heading,  "Finds  Great  Waste  in  Women's 
Styles."  Surprising !  We  were  under  the  im- 
pression that  waists  were  to  be  smaller  next 
season.  But,  the  report  came  from  a  college 
professor. 

*  *  * 

A  man's  success  is  determined  more  by  his 
ability  to  use  what  the  other  fellow  thinks 
than  by  using  the  things  he  thinks  himself. 

*  *  * 

What  horrible  weather  we'd  have  if  every- 
body ordered  the  kind  he  wanted  and  got  it. 

*  *  * 

"Say,  did  you  ever  kiss  a  girl  in  a  quiet 
spot?" 

"Yes,  but  the  spot  was  quiet  only  while  I 
was  kissing  her." 

*  *    * . 

You're  "sick  of  the  game?"   Well,  now,  that's 
a  shame! 

You're  young  and  you're  brave  and  you're 
bright. 

You've  had  a  raw  deal,  I  know,  but  don't 
squeal. 

Buck  up,  do  your  darndest  and  fight! 

It's  the  plugging  away  that  will  win  you  the 
day, 

So  don't  be  a  piker,  old  pard; 
Just  draw  on  your  grit;  it's  so  easy  to  quit — 
It's  the  keeping  your  chin  up  that's  hard. 

— By  Robert  W.  Service. 

*  *  * 

A  negro  mammy  had  a  family  of  boys  so 
well  behaved  that  one  day  her  mistress  asked: 

"Sally,  how  did 
you  raise  your  boys 
so  well?" 

"Ah'll  tell  yo,' 
m  i  s  s  u  s,"  answered 
Sally.  "Ah  raise  dem 
boys  with  a  barrel 
stave,  an'  Ah  raise 
'em  frequent." — Ex- 
change. 


"Did  you  give  the 
penny  to  the  monkey, 
dear?" 

"Yes,  mamma." 

"And  what  did  the 
monkey  do  with  it?" 

"He  gave  it  to  his 
father,  who  played 
the  organ." — Boston 
Transcript. 


The  JI.  &  S.  Pogue  Co.,  Cincinnati,  O.,  recently  had  a  circus  that  was  SOME  circus.  Elephants 
and  giraffes  and  horses  and  everything.  Patima,  an  oriental  dancer  and  the  star  of  the  play,  runs 
an  elevator.  Other  talent  was  unearthed  in  the  most  unexpected  corners.  A  few  animal  acts  were 
borrowed^  from  local  theatres  as  added  attractions.  Why  don't  other  stores  have  circuses  and  send 
us  free  tickets? 


The  A.  B.  Cald- 
well Co.,  Washington, 
Pa.,  are  about  to  in- 
stall a  new  front  to 
their  store.  The 
front  will  be  of  the 
arcade  type,  with  a 
large  island  case  in 
the  center  of  the  ar- 
cade. When  com- 
pleted, the  store  will 
have  130  running 
feet  of  wirtdow  dis- 
play space. 
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American  Association's  Card 

Shows  Fall  Season's  Colors 


Harmony  of  Shades  in  All  Allied  Lines  Made  Possible  by  Its  Portrayal 
of  Shades  for  Broad  Silks,  Ribbons,  Trimmings  and  Millinery, 
Also  for  Woolens,  and  for  Shoes,  Leather  and  Hosiery 
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from  which  the  color  has  been  selected  by 
season  in  the  case  of  the  season  cards  and  by 
edition  in  the  case  of  the  standard  card,  this 
not  because  of  the  difficulty  of  producing  the 
exact  dyes  each  season,  but  because,  in  spite 
of  the  exercise  of  the  greatest  care  in  dyeing 
and  in  manufacturing  the  color  material  of 
the  cards,  slight  variations  in  duplicating  col- 
lors  shown  on  cards  of  different  issues  cannot 
always  be  avoided.  This,  it  will  be  seen,  re- 
fers to  colors  and  not  in  any  way  to  the  dyes 
by  which  the  colors  are  produced. 


Second  Notice 

OF  the  78  colors  shown  in  the  card  re- 
cently issued  for  the  fall  season  by  the 
Textile  Color  Card  Association  of  the 
United  States,  66  are  portrayed  in  silk  and 
12  in  wool.  This  card  is  of  especial  interest 
to  American  merchants  and  manufacturers 
because  it  embodies  the  forecast  of  America 
for  fashionable  colors  for  the  coming  autumn 
and  fall  season.  Moreover,  the  card  includes 
the  latest  color  creations  that  will  be  employed 
by  all  branches  of  industry,  for  while,  as 
above  stated,  66  colors  are  portrayed  in  silk 
and  12  in  wool,  10  of  the  shades  dyed  in 
the  former  fabric  are  applicable  to  shoes, 
leather  and  hosiery. 

In  this  way  the  card  tends  to  carry  out 
one  of  the  principal  purposes  of  the  Textile 
Color  Card  Association  of  the  United  States, 
viz.,  to  provide  a  means  for  linking  up  har- 
moniously colors  in  all  the  allied  industries. 

That  portion  of  the  card  which  portrays 
colors  suitable  more  especially  for  broad  silks, 
ribbons,  trimmings,  millinery,  etc.,  is  a  verita- 
ble pageant  of  color. 

Beautiful  Evening  Shades 

It  opens  with  a  dozen  evening  shades  beau- 
tiful in  tint  and  tone,  each  shade  being  of  a 
separate  and  distinct  type.  Among  these  are 
Elf,  a  pale  green;  Roseleaf,  a  dainty  pink; 
Afterglow,  a  lavender,  and  Aurora,  a  flame- 
shot  coral. 

All  of  these  evening  shades  have  a  soft, 
delicate  tone  which  suggests  the  pastels,  al- 
though they  have  nene  of  the  opaqueness 
which  is  characteristic  of  pastel  tones. 

Three  Novelty  Blues 

Many  of  the  colors  for  broad  silks,  ribbons 
and  millinery  for  day  wear  are  bright  and 
joyous.  Some  are  sufficiently  vivid  to  stand 
out  strongly  from  the  rest. 

There  are  three  pure  grays  in  this  assort- 
ment, and  they  are  followed  by  three  blues 
which  are  unusual  in  their  slight  admixture 
of  green.  These  blues  are  named  respectively 
Waterfall,  Rapids  and  Whirlpool. 

Suggest  the  Orient 

In  striking  contrast  are  *three  coppery 
tones  which,  suggesting  as  they  do  the  work 
of  ancient  Japanese  artists,  are  fittingly  called 
respectively  Formosa,  Satsuma  and  Fujiyama. 
These  are  followed  by  two  rather  bright 
greens  of  the  jade  type  and  of  a  bluish  cast, 
entitled  Opal  and  Matrix. 

Two  fanciful  colors,  called  Bermuda  and 
Gaiety,  darken  into  a  flaming  red  named 
Poppy,  a  shade  that  will  be  familiar  to  many 
of  our  older  readers  under  the  name  of 
Coquelicot. 

Three  Good  Browns 

Then  come  three  new  browns.  The  first, 
a  rich,  warm,  golden  tone,  is  named  Indian; 
the  second,  a  darker  and  somewhat  softer 
tone,  is  Gypsy.  The  third,  Eskimo,  is  a  deep, 
warm  brown. 

Next  are  three  soft  blues  of  a  slightly 

grayish  cast. 


Daffodil  and  Nugget  are  two  golden  yel- 
lows of  a  medium  bright  tone. 

Buff,  Bobolink  and  Meadow  Lark  are  three 
tones  ranging  from  a  deep  beige  to  a  brown 
somewhat  on  the  mode  order. 

Excellent  Purples 

A  brilliant  purple,  named  Hepatica,  is  fol- 
lowed by  a  deeper  and  softer  tone  named 
Grapejuice,  which  is  accompanied  by  its 
darker  sister.  Loganberry. 

A  second  group  of  browns  of  a  softer  and 
slightly  less  golden  cast  than  the  three  above 
mentioned  are  Arab,  Sahara  and  Mecca. 

Two  greens  bordering  on  the  emerald  but 
much  softer  in  tone  are  named  Yama  and 
Scarab.  Yama,  the  lighter  of  the  two,  might 
be  described  as  emerald  with  a  slightly  blue 
underlying  tint. 

Rich  Red  Shades 

There  are  three  rich,  red  tones.  Of  these, 
the  first,  Buddha,  is  a  soft,  rich  tone  border- 
ing on  the  scarlet  but  much  softer  and  deeper. 
The  other  two  are  more  on  the  order  of  ma- 
hogany than  strictly  reds. 

Navy  blues  are  represented  by  shades  Nos. 
2  and  3  from  the  Association's  standard  card, 
and  these  are  accompanied  by  a  midnight. 

Five  More  Browns 

Five  tones  of  the  brown  family  range  from 
a  very  deep  ecru — whose  character  is  indi- 
cated by  its  name.  Raffia— through  Bamboo, 
Filbert  and  Autumn  to  a  dark  seal. 

The  shoe,  leather  and  hosiery  colors  in- 
clude three  grays,  a  neutral  named  Sponge,  a 
golden  brown;  a  soft,  darkish  brown,  called 
Hazel;  a  very  deep  brown,  Chippendale;  an 
attractive  beaver,  named  Camel ;  a  novel  gray, 
called  Mouse,  and  a  greenish  bronze. 

For  Wool  Fabrics 

In  the  woolen  group  browns  also  are  promi- 
nent, there  being  six  distinct  shades.  There 
is  a  medium  gray,  named  Pilgrim,  and  a  much 
darker  shade,  called  Plymouth.  A  dark  green 
is  entitled  Forest.  Balsam  is  a  darker 
green  with  a  strongly  bluish  cast.  The  navy 
in  this  series  has  a  purple  tone.  There  is  also 
a  dark  novelty  blue  with  a  green  undertone, 
called  Bagdad. 

It  will  be  seen  from  the  foregoing  that  the 
Textile  Color  Card  Association  of  the  United 
States  has  again  put  forth  strenuous  and  suc- 
cessful efforts  to  provide  dyers,  manufactur- 
ers and  distributors  with  a  comprehensive  and 
attractive  line  of  colors.  And,  as  leaders  in 
the  American  dye  industry  have  co-operated 
with  the  Association  in  the  production  of  the 
colors,  both  manufacturers  and  distributors 
will  be  able  readily  to  supply  themselves  with 
fabrics  in  the  colors  on  which  the  Associa- 
tion had  thus  set  its  seal. 

A  misunderstanding  has  perhaps  been 
created  by  a  statement  included  in  our  first 
notice  of  this  card— printed  in  the  Economist 
of  May  21— as  to  the  alleged  impossibility  of 
producing  the  exact  dyes  this  season.  The 
idea  we  intended  to  convey  was  this: 

The  Textile  Color  Card  Association  recom- 
mends that  users  of  its  cards  specify  the  card 


Far  West  Buyers 
Enter  Market 


The  holiday  on  Monday  kept  many  buyers 
away,  more  especially  as  many  wholesalers 
closed  their  doors  on  Saturday,  also.  The 
difference  in  the  number  of  lines  sought  by 
Middle  Western  buyers  is  especially  notice- 
able, though  the  figures  for  the  Far  West 
nearly  doubled.  No  important  change  in  de- 
mand occurred.  However,  the  demand  for  jobs 
in  apparel  was  noticeably  smaller.  This  may 
reflect  the  attitude  of  New  York  manufactur- 
ers, who  are  more  opposed  than  ever  to  sup- 
plying such  merchandise,  claiming  that  it 
works  to  unsettle  their  regular  business. 

Figures  are  based  on  buyers'  arrival  re- 
ports of  one  leading  paper.  Necessarily  they 
are  not  complete.  They  are  for  comparison, 
chiefly. 

Middle  Far  South 
Lines  East  West  West  West  South 

Gen'l  piece  goods.  2 

Dress  goods   H 

Silks    13 

Velvets    6 

Cottons    14 

White  goods,  linens  9 
Domestics,  bl'nkts, 

etc   6 

General  apparel...  13 

Apparel  jobs    12 

Coats  and  suits. . .  26 

Skirts   8 

Dresses    34 

Waists   19 

House  dresses,  pet- 
ticoats, negligees, 

etc   4 

Muslin,  silk  under- 
wear   15 

Children's,  girls' 

apparel    9 

Corsets    6 

Millinery    4 

Furs    12 

Infants'  wear  ....  12 
Sweaters,  bathing 

suits    16 

Hosiery    16 

Knit  underwear  . .  13 

Notions   18 

Art  needlework, 

embroidery    5 

Ribbons,  laces   ...  10 
Leather  goods, 
jewelry,  fancy 

goods,  etc  13 

Neckwear,  veils  . .  5 
Handkerchiefs  ....  6 

Gloves    10 

Toilet  Goods    4 

Umbrellas   4 

Books,  stationery.  .  4 

Luggage    3 

Sport  goods,  toys.  7 
Carpets,  draperies, 

etc   3 

Furniture    2 

House  furnishings.  8 

Men's  clothing   8 

Men's  furnishings.  11 
Boys'  clothing,  fur- 
nishings   6 

Men's  hats    1 

Shoes   5 

Miscellaneous    23 


10 
15 
4 

3 
12 


1 
1 

'2 

2. 

1 

6 
2 
1 

'3. 
2 


1 

3: 
1 
1 

2 
2 
1 
2 


10 


Total   431      145       61       25  46 

Last  week  ........575     344       31       22  37 

Buyers   • 

Buyers  last  week  
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Sponsor  System  Helps  Eliminate 
Friction  Among  Store  Staff 

Close  Contact  with  Employees  Gives  Sponsors  a  Better  Grasp  of 
Daily  Problems  Than  Executives  —  Educational  Department 
Aided  by  Plan  Adopted  by  Golden  Rule  Store 


ONE  of  the  best  little  lubricators  to 
smooth  the  operation  of  a  store  system 
is  the  sponsor  system  as  employed  by 
the  Golden  Rule,  St.  Paul,  Minn.  Being  of 
and  for  the  employees  themselves  it  has  their 
loyal  support  and  splendid  results  in  the  way 
of  decreased  labor  turnover  and  greater  em- 
ployee interest  in  the  store's  work  have  been 
■obtained. 

The  Golden  Rule  has  a  hundred  sponsors. 
Sixty  are  in  selling  departments  and  the  rest 
in  non-selling  or  service  divisions.  This  force 
acts  as  a  buffer  between  employees  and  ex- 
ecutives. It  absorbs  the  shocks  from  both 
directions  and  smooths  out  little  and  big  dif- 
ficulties alike  before  they  have  a  chance  to  dis- 
rupt efficiency.  The  employees  like  it  be- 
cause it  makes  their  store  relations  more 
agreeable  and  the  executives  because  they  find 
they  get  better  and  quicker  results  when  new 
policies  are  inaugurated,  and  get  them  with 
less  friction  and  waste  effort. 

Elected  by  Employees 

There  is  one  sponsor  for  each  department 
v/here  there  are  twenty  or  less  employees. 
When  the  number  is  more  than  twenty  there 
are  two  sponsors.  They  are  elected  by  the 
employees  themselves,  with  no  attempt  at  dic- 
tation or  even  suggestion  from  "higher  up." 
They  have  no  definite  term  of  office.  They 
hold  their  positions  as  long  as  they  function 
properly  or  until  they  receive  promotion. 
That  the  employees  select  people  who  are 
fitted  for  the  jobs  is  proved  by  the  compara- 
tively few  demotions  which  have  been  made 
for  inefficiency  or  inattention  to  their  duties. 

Shortly  after  the  first  election  of  the  spon- 
sors they  met  and  elected  four  directors  from 
each  floor.  These  directors  then  organized 
and  elected  a  president,  vice-president,  secre- 
tary and  treasurer,  and  it  is  these  officers  who 
attend  to  the  details  of  the  system's  opera- 
tion. 

Hold  Weekly  Meetings 

All  sponsors  meet  on  Wednesday  morning, 
with  the  store's  general  superintendent  acting 
as  chairman.  At  these  meetings  all  news  of  the 
store's  operations,  new  policies  and  plans  and 
other  important  matters  are  outlined  and  dis- 
cussed. A  plan  of  operation  by  which  the  new 
ideas  best  can  be  put  across  is  formed.  To 
refresh  the  sponsors'  minds  a  brief  review  of 
the  preceding  week's  meeting  is  made.  All 
bring  note  books  and  when  they  return  to 
their  departments  they  are  in  a  position  to 
advise  and  suggest  as  may  be  necessary.  At 
these  meetings,  too,  all  complaints  and  diffi- 
culties are  aired.  Suggestions  for  improve- 
ments and  changes  in  rules  are  made. 

The  store  superintendent  thus  has  a  hun- 
dred assistants  who  leaven  the  mass  of  em- 
ployee.'! and  relay  the  new  plans  with  speed 
and  accuracy.  There  is  little  room  for  mis- 
understandings. While  the  sponsors  have  no 
authority,  their  close  contact  with  other  em- 
ployees makes  it  possible  to  establish  a  new 
policy  almost  immediately  it  is  decided  upon. 

The  sponsors  are  invaluable  as  aids  to  the 
educational  department.  New  employees  are 
sent  to  this  branch  for  fundamental  instruc- 


tion; but  it  is  in  actual  work  that  they  learn 
the  ropes.  The  sponsor  introduces  the  new 
employee  to  the  department's  buyer  and  as- 
sistant buyer  as  well  as  to  her  fellow  workers. 
Then  she  continues  the  educational  work, 
showing  the  details  of  making  out  checks  and 
handling  merchandise,  giving  practical  selling 
demonstrations,  etc.  The  sponsor  is  a  hostess, 
rather  than  an  instructor  and  emphasizes  to 
the  newcomer  her  desire  to  be  helpful  at  all 
times.  She  is  able  to  note  little  errors  as  they 
occur  and  to  suggest  corrections  immediately 
afterwards. 

It  is  found  that  such  handling  of  mistakes 
is  much  more  satisfactory  than  a  call-down 
from  someone  higher  in  authority.  The  em- 
ployees take  the  corrections  in  a  good  spirit 
and  never  feel  that  someone  is  "down  on 
them."  Buyers  realize  sponsors'  importance 
in  making  things  run  smoothly  and  rely  on 
them  thoroughly.  When  something  is  radi- 
cally wrong  with  a  department  the  sponsor  is 
called  in  by  an  executive  to  talk  it  over. 
Sometimes  the  trouble  is  thus  revealed,  or  if 
the  executive  knows  what  is  wrong  he  finds 
the  sponsor  the  readiest  means  of  making  the 
needed  improvement.  The  value  of  this 
"shock  absorber"  function  of  the  sponsor  can- 
not be  overestimated. 

Many  Have  Been  Promoted 

The  educational  department  keeps  an  eye 
on  the  sponsor's  work.  If  it  is  unsatisfactory 
a  demotion  follows;  but  it  is  seldom  neces- 
sary. The  sponsors  elected  usually  are  the 
brightest  persons  in  their  respective  depart- 
ments and  are  in  line  for  promotion,  though 
they  receive  no  extra  pay  for  their  special 
duties.  Since  the  system  has  been  in  opera- 
tion twenty-six  sponsors  have  been  promoted 
to  higher  positions — as  buyers,  assistant  buy- 
ers or  managers  of  non-selling  departments. 

An  example  of  the  efficacy  of  the  sponsor 
system  comes  to  mind  in  connection  with  the 
inauguration  of  the  parcel  post  delivery  sys- 
tem. When  the  change  was  decided  upon  a 
sponsors'  meeting  was  called.  It  was  ex- 
plained that  delivery  charges  are  based  on  in- 
dividual packages  under  certain  weight  limi- 
tations; that  merchandise  bought  by  one  cus- 
tomer all  might  be  collected  and  mailed  in  one 
parcel,  effecting  a  large  saving.  The  sponsors 
quickly  saw  the  point. 

They  were  provided  with  new  shopping 
cards  and  instructed  in  their  use.  Returning 
to  their  respective  departments  they  had  little 
difficulty  in  explaining  the  system  to  other 
employees  and  as  a  result  the  number  of  par- 
cel post  packages  was  greatly  decreased.  It 
could  not  have  been  done  so  easily  by  any 
other  method. 

Employees  Back  Up  Sponsors 

One  of  the  beautiful  things  about  the  sys- 
tem is  the  way  employees  take  it.  They  re- 
alize that  in  electing  their  own  sponsors  they 
are  assuming  a  certain  responsibility.  They 
are  under  obligation  to  back  up  their  choices 
in  every  possible  way.  When  an  order  for  a 
certain  change  is  made  and  the  sponsors  be- 
gin to  put  it  in  effect  their  fellows  do  every- 
thing they  can  to  make  it  easy.    They  feel 


that  the  sponsor's  failure  to  secure  the  re- 
sults desired  hy  the  store  heads  is  a  kind  of 
reflection  on  their  judgment.  They  have  a 
clannish  feeling,  too,  that  makes  them  back 
up  one  of  their  own  number  as  they  might  not 
support  someone  in  a  higher  place.  The  fact 
that  sponsors  have  no  real  authority  seems 
rather  to  be  an  advantage  than  otherwise. 

Avoids  Employees'  Dictation  of  Policy 

From  the  store's  point  of  view  this  system 
has  a  decided  advantage  over  systems  of  em- 
ployee representation  such  as  have  been  tried 
in  other  institutions.  That  is,  the  employees 
are  not  placed  in  a  position  where  they  have 
a  chance  to  dictate  store  policies  or  even  seem 
to  do  so.  It  is  natural  that  when  employees 
have  something  to  say  as  to  policies  they 
should  feel  aggrieved  when  their  suggestions 
are  ignored,  as  sometimes  they  must  be,  or  at 
least  not  acted  upon.  Under  the  sponsor  sys- 
tem there  is  real  employee  representation  in 
the  operation  of  the  store,  but  no  suggestion 
of  anything  further. 

The  employees  of  the  Golden  Rule  like  the 
system  because  it  saves  them  from  executives' 
reprimands  or  corrections  for  small  errors 
and  assures  them  of  adequate  assistance  when 
difficult  or  unusual  problems  arise.  They  feel, 
too,  that  they  have  some  measure  of  responsi- 
bility for  the  running  of  the  organization  and 
so  take  more  interest  in  its  success. 

Means  a  Hundred  Assistant  Superintendents 

Executives  like  it  because  it  means  a  hun- 
dred pairs  of  eyes  constantly  looking  out  for 
mistakes,  a  hundred  sympathetic  fellow  work- 
ers to  take  up  small  grievances  and  have  them 
adjusted  before  they  cause  dissatisfaction  and 
a  hundred  keen  minds  searching  for  better 
ways  to  do  things.  J.  Henry  Todd,  the  Golden 
Rule's  general  superintendent  and  the  man 
chiefly  responsible  for  the  sponsor  system, 
says  it  is  like  having  a  hundred  assistant  su- 
perintendents always  on  the  job.  He  feels  it 
has  been  a  really  noteworthy  success  and  is 
very  enthusiastic  about  it. 

It  certainly  looks  like  something  worth 
other  merchants'  investigating. 


Trade  Notes 


The  Pettis  Dry  Goods  Co.,  Indianapolis, 
snd  its  attorney  have  received  a  favorable  ver- 
dict in  the  suit  of  an  Indianapolis  woman  to 
recover  damages  of  $25,000  for  false  imprison- 
ment on  the  charge  of  larceny  of  two  pieces  of 
furniture  belonging  to  the  store.  The  larceny 
charge  developed  from  the  woman's  use  of  her 
former  husband's  name  to  obtain  credit.  The 
two  police  officers  who  arrested  the  plaintiff, 
however,  were  ordered  to  pay  damages  of  $500. 

Rapid  growth  of  business  has  made  it 
necessary  for  the  A.  A.  Fournier  Co.,  Ltd., 
Ottawa,  Ont.,  Canada,  to  open  its  third  floor 
to  customers.  Drapery,  carpets  and  house 
furnishings  will  occupy  this  floor,  the  second 
floor  becoming  the  new  home  of  the  boys'  and 
girls'  clothing  sections. 
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Just  a  Few  Ideas  on  Co-ordinating 
The  Effects  of  Advertising 

This  Adman  Admits  That  He  May  Have  Left  Some  Things  Out, 
but  He  Has  Touched  Most  of  Them— Relationships  with  Buyers 
Are  Determining  Factor  in  Efficiency  of  Store's  Advertismg 


To, define  in  some  detail  the  duties  of  the 
advertising  manager  of  a  department 
store  in  their  relations  to  other  sections 
And  the  executives  of  the  organization  is  a 
much  more  difficult  task  than  appears  at  first 
blush. 

The  advertising  manager  comes  in  close 
contact  with  the  entire  personnel  and  has 
definite  relations 

— with  the  store  itself 

— ^with  the  buyers 

— with  the  firm 

— with  the  newspapers. 

— ^with  the  public 

The  advertising  manager  not  only  repre- 
sents the  firm  m  its  dealings  with  its  custom- 
ers through  the  printed  word,  but  he  must  also 
hold  a  brief  for  the  public— in  others  words, 
he  must  see  things  more  or  less  as  the  great 
outside  world  is  expected  to  view  them. 

This  means  that  his  actions  and  duties 
merge  to  a  greater  extent  than  do  those  of 
any  other  executive  and  are  therefore  likely  to 
be  somewhat  harder  to  standardize. 

However,  the  advertising  manager  is  gen- 
erally a  nerson  of  average  intelligence,  or  bet- 
ter, and  "is  able  to  adapt  himself  to  conditions 
as  they  exist  and  to  make  the  best  of  things 
as  they  are. 

Ad  Man  Has  Big  Job 

During  the  period  of  the  World  War  and 
for  more  than  a  year  later,  selling  merchan- 
dise was  an  easy  matter.    Getting  goods  was 
really  a  much  harder  job  and  during  these 
times  things  were  allowed  to  drift  along  the 
lines  of  least  resistance,  more  or  less.  _  Now, 
however,  a  change  has  come  over  the  spirit  of 
our  dreams  and  the  advertising  manager  and 
the  store  have  before  them  tasks  much  harder 
than   any  which  have  hitherto  confronted 
them.     In  a  word,  the  public,  which  ap- 
parently has  made  up  its  collective  mmd  not 
to  buy,  must  be  made  to  "loosen  up"  and  pur- 
chase the  merchandise  now  on  the  merchants 
shelves.    That  the  efficient  advertising  man- 
ager will  ultimately  succeed  in  doing  just  that 
thing  there  is  no  reason  to  doubt— if  given 
proper  support  and  co-operation  by  his  firm. 


By  Harry  Ulmer  Tibbens 

Advertising  Manager,  Stone  &  Thomas^ 
Wheeling,  W.  Va. 

When  you  stop  to  consider  that  the  adver- 
tising appropriation  is  the  driving  belt  which 
starts  and  keeps  running  the  wheels  of  the 
store  machinery,  one  must  needs  realize  the 
importance  of  having  every  buyer  as  well  as 
the  members  of  the  firm  and  management  m 
absolute  and  close  contact  with  the  man  who 
tells  the  public  about  the  goods.  This  is  a 
truth  so  vital  to  the  success  of  the  business 
that  it  has,  in  effect,  become  axiomatic  in 
efficient  business  circles. 

The  advertising  manager  should  be  pro- 
vided with  pleasant  and  comfortable  quarters 
in  which  to  work.  The  office  should  be  of  suf- 
ficient size  and  equipment  adequately  to  rep- 
resent the  class  and  importance  of  the  store. 
It  should  be  provided  with  furnishings  neces- 
sary to  get  out  the  work  promptly  and 
efficiently.  The  fact  that  the  newspapers  go 
to  press  promptly  at  a  definite  hour  each  day 
should  be  borne  in  mind  by  the  higher-ups 
who  frequently  procrastinate  and  then  want 
things  done  or  changed  at  the  last  minute. 
The  Presses  Won't  Wait 

The  adman  frequently  has  his  hardest  task 
in  convincing  members  of  his  firm  that  the 
presses  will  not  wait  on  his  copy  or  proof, 
but  that  the  paper  must  go  to  press  at  a  cer- 
tain definite  minute  or  the  foreman  and  make- 
up man  will  be  on  the  carpet  in  short  order. 
We  all  have  had  the  experience  of  seeing  early 
editions  come  out  with  our  space  blank  or 
carrying  only  the  name  plate  to  let  the  public 
know  what  advertiser  got  his  copy  in  too 
late  for  insertion  in  that  edition. 

An  advertising  manager  who  has  been  with 
a  firm  a  length  of  time  sufficient  to  demon- 
strate his  probity  and  ability  should  be  in 
the  confidence  of  the  management  sufficiently 
to  receive  renorts  of  the  sales  of  the  store  day 
by  day.  In  no  other  way  can  he  know  what 
the  various  departments  are  doing— which 
ones  need  boosting  and  which  ones  don't  need 


so  much  publicity.  Many  stores,  as  a  matter 
of  policy,  keep  everybody  in  the  dark  on  this 
subject,  but  it  is  manifestly  unfair  to  treat 
the  advertising  manager  in  this  manner, 
especially  if  he  is  held  responsible  for  results, 
when  he  has  no  means  of  knowing  what  is 
going  on  except  from  the  department  man- 
agers, many  of  whom  are  prone  to  exaggerate 
on  some  occasions  and  understate  on  others. 

Executives  Should  Confer 

There  should  be  numerous  conferences 
between  the  management  and  the  advertising 
manager— yearly  to  decide  on  the  big  fixtures, 
monthly  to  go  into  more  detail  regarding  the 
affairs  for  the  coming  month  and  weekly  to 
put  the  finishing  touches  on  the  program  for 
the  coming  week.  These  should  be  ar- 
ranged, tentatively  at  least,  with  important 
sales  and  events  being  prepared  for  several 
weeks  in  advance,  so  that  cuts  and  display  mat- 
ter can  be  in  hand  when  the  sale  time  comes 
around.  The  display  manager  might  well  be 
present  at  these  conferences,  so  that  window 
displays  and  advertising  might  co-operate  for 
the  good  of  all- 

In  his  relations  with  the  buyers  the  ad- 
vertising manager  should  be  courteous,  kind 
and  friendly,  but  firm  as  to  his  decisions. 
There  should  be  the  closest  co-operation  be- 
tween buyer  and  advertising  manager.  The 
latter  should  listen  to  suggestions  and  ad- 
vice, but  as  the  firm  holds  the  advertising 
manager  responsible  for  results,  he  should  not 
permit  any  buyer  to  dictate  on  matters  where 
the  latter's  ideas  disagree  v/ith  ^  is  own. 

The  style  of  display,  the  question  of  cuts 
and  media  and  the  phraseology  of  the  copy 
are  all  matters  which  are  entirely  the  func- 
tion of  the  advertising  manager  and  no  buyer 
should  be  permitted  to  have  anything  final 
to  say  about  them. 

Too  Many  Cooks 

It  certainly  is  the  height  of  absurdity  for  a 
person  having  no  expert  knowledge  of  the 
technique  of  advertising  procedure  and  con- 
struction, no  knowledge  of  type  or  the  artifices 
of  layout  and  display,  and  possibly  little  ability 
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to  write  plain  English,  to  presume  to  tell  an 
experienced  advertising  man  how  the  thing 
should  be  done.  Let  those  in  authority  state 
their  wishes  as  to  space  and  their  ideas  on  im- 
portant matters  and  then  let  the  advertising 
man  alone.  The  work  will  then  be  done  a  lot 
better  than  if  they  were  all  mixing  in.  "Too 
many  cooks  spoil  the  broth"  nowhere  more 
than  in  retail  advertising. 

For  the  store  whose  business  year  begins 
in  February  a  full  conference  on  the  manage- 
ment with  the  advertising  and  display  man- 
agers should  be  held  in  January,  as  suggested 
above.  There  should  be  decided,  tentatively,  at 
least,  the  fixtures  for  the  coming  year — the 
August  and  February  Furniture  Sales,  the 
Anniversary  Sales,  the  White  Sales,  the  Clear- 
ance Sales  and  any  other  event  it  is  the  policy 
of  the  firm  to  hold  at  stated  times.  These 
should  be  discussed  in  more  or  less  detail  and 
scheduled  for  tentative  dates.  A  monthly  con- 
ference dealing  with  the  program  for  the  com- 
ing month  would  be  very  helpful  and  keep  the 
ad  man  in  closer  touch  with  the  ideas  of  the 
firm  for  securing  business  and  with  conditions 
in  the  territory  served  by  the  store,  which 
members  of  the  firm — owing  to  their  financial 
importance  in  the  community — are  likely  to  be 
in  a  better  position  to  know  about  than  the  ad- 
vertising manager.  The  weekly  conference 
with  the  manager  puts  the  final  touches  on  the 
firm's  end  of  the  business  and  the  advertising 
manager  can  then  be  safeiy  let  alone  to  do  the 
rest. 

Copy  Must  Be  on  Time 

The  advertising  manager  should  provide 
copy  paper  of  proper  size  with  instructions  to 
buyers  as  to  the  time  copy  should  be  sent  to 
the  advertising  office  and  he  should  have  abso- 
lute authority  from  the  management  to  make 
his  schedule  stick.  The  presses  will  not  wait 
on  him,  so  why  should  he  wait  for  copy  while 
some  one  is  telling  or  listening  to  a  funny 
story  or  playing  an  extra  game  of  billiards 
after  lunch? 

The  buyers  have  a  right  to  expect  proofs 


of  their  advertisements  in  time  to  get  out  the 
goods  for  the  next  day's  selling.  Since  the 
war  many  papers  have  been  short-handed  and 
neglect  on  many  occasions  to  send  proofs  in 
time  for  distribution  to  the  departments.  This 
is  a  condition  for  which  the  advertising  man- 
ager is  blamed,  but  which  is  not  his  fault. 
Some  of  us  overcome  this  situation  by  getting 
the  early  editions  of  the  afternoon  newspapers 
and  cutting  up  the  advertisements  from  them 
for  distribution  in  lieu  of  proofs.  This  make- 
shift arrangement,  of  course,  prevents  the  buy- 
ers from  seeing  their  copy  until  it  is  printed 
and  is  one  reason  why  so  many  mistakes  ap- 
pear. This  condition  will  no  doubt  be  over- 
come shortly  when  the  newspapers  get  back  to 
normal. 

•The  Ideal  System 

The  ideal  condition  for  the  advertising 
manager  and  buyers  is  for  the  former  to  get 
his  proofs  early,  have  them  read  and  O.K.'d  by 
the  buyers,  then  submit  revised  proofs  to  aisle 
men,  department  managers  and  salespeople 
and  have  them  all  sign  their  names  to  the  ef- 
fect that  they  have  read  the  advertisement 
and  are  familiar  with  the  offerings  for  the 
coming  day's  sales.  I  say  this  is  the  ideal  ar- 
rangement, but  by  no  means  always  possible 
in  these  days  of  labor  shortage  in  newspaper 
offices  and  among  department  store  employees. 

Another  arrangement  is  for  the  advertis- 
ing manager  to  see  the  goods  that  are  to  be  ex- 
ploited. This  is  not  always  possible  in  stores 
where  one  man  is  the  entire  advertising  de- 
partment unless  the  merchandise  is  brought  to 
the  ad  room.  In  such  cases  it  is  practically  im- 
possible for  him  to  take  the  time  to  go  to  the 
various  departments  to  see  the  goods,  espe- 
cially if  he  is  expected  to  put  through  a  page 
or  more  of  advertising  every  day.  Here  again 
it  would  be  ideal  if  he  could  spend  a  good  deal 
of  time  out  through  the  store,  but  the  question 
arises  how  would  he  get  his  work  done  if  he 
did  ?— and  the  copy  must  go  to  the  printers  at 
a  certain  definite  time  every  day  or  some  of  the 
editions  will  be  missed. 


So  far  nothing  has  been  said  concerning 
the  issuing  of  booklets,  folders,  letters,  envel- 
ope stuffers,  package  inserts  and  many  other 
things  which  fall  to  the  lot  of  the  advertising: 
manager  to  prepare  and  get  out.  In  many 
stores  all  printing  orders  pass  through  hia 
hands,  while  other  duties  consist  of  measuring 
up  the  daily  ads,  checking  and  charging  to  the- 
various  departments,  passing  on  newspaper 
and  printing  bills.  He  also  receives,  numbers 
and  marks  all  cuts  and  mats,  keeps  more  or 
less  tab  on  what  the  other  stores  are  doing, 
keeps  a  scrap  book  of  his  own  ads,  and  in  some- 
cases  those  of  competing  stores,  and  does  a 
mass  of  other  routine  and  detail  work  of  which 
few  people  have  any  conception,  but  which, 
takes  time,  and  lots  of  it. 

Much  of  the  work  of  an  advertising  man- 
ager, of  a  research  or  creative  character,  has 
to  be  done  at  home  after  store  hours,  as  tha 
continuous  procession  of  interrupters  through- 
out the  day  makes  it  practically  impossible  to- 
do'  in  his  own  office  many  things  which  have 
to  be  done — and  which  he  finds  he  can  do  better 
in  the  quietude  of  his  own  home. 

"Render  to  Caesar" 

I  know  I  have  fallen  far  short  of  detailing 
the  manifold  activities  and  duties  of  a  busy 
advertising  manager  in  a  live  department 
store.  I  know  I  have  omitted  mentioning  many 
things  which  have  to  be  done,  but  I  believe  I 
have  mentioned  herewith  a  sufficient  number 
of  things  which  he  has  to  do  day  in  and  day 
out,  week  in  and  week  out,  month  in  and  month 
out  and  year  in  and  year  out  to  show  that  he  is 
likely  to  be  a  very  busy  man — especially  if  he 
is  the  head,  body  and  feet  of  a  one-man  adver- 
tising department  in  a  good-sized  store. 

In  conclusion  let  me  suggest  to  those  in  au- 
thority that  they  don't  hold  the  advertising 
manager  responsible  for  all  the  bad  results  of 
advertising  and  that  they  give  him  credit  for 
some  of  the  good  results.  He  is  not  entitled 
to  all  of  either,  but  his  share  should  be  just  in 
both  directions.  Give  him  the  co-operation  to 
which  he  is  entitled  and  results  will  follow. 


Weather  Could  Not  Bother  This  Store 


The  weather  witch  chuckled  with  glee  when 
the  first  announcement  of  the  Fifty-eighth  An- 
niversary Sale  of  the  H.  &  S.  Pogue  Co.,  Cin- 
cinnati, was  published,  and  promptly  set 
about  doing  everything  she  could  to  make  the 
affair  a  fizzle.  But  the  salespeople  and  the 
buyers  and  the  ad  man — ad  woman  in  this 
case — got  together  and  told  the  weather 
where  to  get  off,  so  the  sale  went  over  with 
a  bang,  after  all. 

One  of  the  ideas  was  to  auction  off  aisle 
tables  to  the  highest  bidder.  These  tables  are 
always  in  demand.  It  seemed  a  fair  way  to 
apportion  them  to  assign  them  to  the  buyers 
who  could  make  best  use  of  them,  so  every 
day  an  auction  was  held,  each  buyer  bidding 
the  amount  he  expected  to  be  able  to  do  for 
the  day,  and  the  highest  bids  got  the  tables. 

Employees  Get  Feeling 

Every  possible  means  was  used  to  get  the 
store  personnel  to  feel  the  event  in  their  bones. 
Mass  meetings,  a  dinner  given  by  the  firm  to 
heads  of  departments,  an  extra  bonus  of  one- 
half  of  one  per  cent  above  the  regular  bonus 
to  salespeople  and  a  banner  to  be  awarded  to 
the  department  making  the  greatest  gain  each 
day  over  the  sales  of  the  previous  year,  were 
some  of  the  methods  adopted.  The  store 
paper,  the  Co-operator — a  mighty  good  paper, 
by  the  way — was  distributed  prior  to  the  sale. 


It  was  an  "Anniversary  Number"  and  carried 
articles  and  announcements  pertaining  to  the 
event. 

The  banner  departments  were  furs, 
women's  coats,  gifts,  house  furnishings  and 
umbrellas,  heavy  selling  continuing  through- 
out the  sale  in  these  sections.  A  15  per  cent 
discount  on  furniture  also  brought  excellent 
results. 

Cameo  Effect  Utilized 

The  publicity  features  of  the  sale  were 
particularly  excellent.  They  included  use  of 
newspapers,  car  signs,  a  catalog  and  stuffers. 
In  all  these  media  the  old-fashioned  cameo  ef- 
fect was  used  and  with  it  the  slogan,  "New 
merchandise  at  old-fashioned  prices."  Oval 
posters  with  gold  borders  and  cameo  pictures 
were  placed  all  about  the  store. 

Preceding  the  merchandise  advertising 
were  several  "interest"  ads.  One  of  these  had 
small,  humorous  sketches  down  one  side  pic- 
turing high  spots  in  the  history  of  Cincinnati 
— a  pioneer  pedestrian  on  Vine  Street  scoot- 
ing out  of  the  way  of  an  Indian's  arrow;  a 
player  of  the  1869  champion  Cincinnati  Red 
Stockings,  in  peaked  cap  and  sideburns;  the 
first  street  car  with  its  fiery  steeds,  etc.  An- 
other showed  sketches  of  the  city  "As  our 
grandfathers  saw  it." 

The  merchandise  advertising  was  both  gen- 


eral and  special  in  character.  One  of  the 
special  purpose  ads  was  "All  for  the  bride,"^ 
nearly  a  page  of  it,  and  another  reproduced 
an  ad  from  last  May  with  prices  for  the  same 
date  of  1921  just  below  the  1920  prices.  A 
splendid  response  was  noted  for  all  advertised 
goods,  especially  the  popular-priced  articles. 

The  windows  were  made  up  with  special 
care,  with  the  inviting  appearance  of  a  sea- 
sonal opening  rather  than  the  hectic  at- 
mosphere of  a  sale.  No  sale  merchandise  was 
featured.  Despite  the  somewhat  disconcert- 
ing apathy  noted  among  consumers  in  many 
parts  of  the  country,  the  event  was  a  real  mer- 
chandising success. 


Store  Has  Travel  Bureau 


The  Neiman-Marcus  Company  of  Dallas, 
Tex.,  have  conducted  a  travel  bureau  for  the 
use  of  the  general  public.  ,.  The  bureau,  in 
charge  of  Miss  Myrtle  Roach,  an  experienced 
world-wide  traveler,  furnished  service  and  in- 
formation regarding  any  detail  of  travel  or 
any  place  that  a  prospective  tourist  cared  to 
visit.   Illustrated  literature  was  supplied. 

The  Neiman-Marcus  Company  arranged 
this  travel  bureau  as  a  store  service  to  its 
patrons  and  the  general  public  without  charge 
to  them. 
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Taxation  Program  Clouded  with  Doubt 
While  House  Argues  Over  Tariff 

Retailers  Will  Be  Unable  to  Gage  What  Amount  of  Money  Federal 
Government  Will  Require  of  Them  for  Several  Months,  Is  Belief— 
Longworth  Ad  Interim  Resolution  Starts  Bitter  Fight  Developing 

Party  Split 


It  is  perhaps  too  early  to  state  with  any 
■degree  of  definiteness  what  the  retail  mer- 
chants may  expect  in  Federal  taxation  pro- 
grams. There  is,  however,  a  growing  convic- 
tion that  retailers  in  common  with  all  other 
forms  of  business,  will  be  obliged  to  conduct 
their  enterprises  for  a  period  of  several 
months  without  knowing  what  they  must  pay 
the  Government  at  the  end  of  the  first  quarter 
•of  the  new  fiscal  year.  The  fact  that  taxes 
are  inevitable  items  of  cost  indicates  quite 
.clearly  that  the  price  situation'  will  again  be 
topsy-turvy  unless  the  Administration  is 
powerful  enough  to  whip  Congress  into  line. 

Despite  the  glib  promises  of  leaders  in  the 
House  to  wind  up  the  revision  of  the  tariff 
and  internal  revenue  by  August  1,  the 
present  legislative  program  would  require  | 
at  least  two  months  in  addition.  With  | 
Congressional  elections  scheduled  in  many  | 
States  for  the  fall,  the  political  issue  will  | 
dominate  taxation  and  tariff  legislation  | 
more  than  in  ordinary  years.  These  ten-  | 
dencies,  which  have  been  uncovered  of  i 
late,  are  a  source  of  concern  to  Adminis-  | 
trative  leaders  because  it  places  the  re-  i 
sponsibiUty  for  delay  squarely  on  their  | 
shoulders.  j 
No  Definite  Data 

The  signs  of  insurgency  are  not  con- 
fined to  any  one  party.    Ordinarily,  the 
merchant  has  little  interest  in  political 
squabbles  in  Congress,  except  in  a  broad 
way.   In  this  instance  where  his  very  ex- 
istence is  at  stake  in  the  question  of  taxa- 
tion, he  must  know  within  a  reasonable 
time  the  amount  of  revenue  expected  by 
the  Federal  Government.    As  affairs  now 
stand,  there  is  a  strong  likelihood  that  he 
will  be  obliged  to  conduct  his  business  on 
rough  estimates  and  a  guess  as  to  the  tax 
rate  which  will  be  applied  to  his  business. 
The  difficulties  and  dangers  which  beset 
this  process  are  apparent.  ^ 
Representatives  of  retail  merchants 
organizations  in  testifying  before  the  Sen- 
ate Finance  Committee  recently,  made 
clear  that  taxes  are  considered  by  the  mer- 
chant in  determining  the  price  of  commo- 
dities offered  for  sale.   Since  taxes  are  gener- 
ally figured  on  profits  and  other  surplus,  it  will 
be  difficult  for  merchants  to  anticipate  profits 
without  definite  knowledge  of  what  amount  will 
be  deducted  for  taxation  purposes.   If  this  un- 
certainty is. to  prevail  from  July  1,  when  the 
new  fiscal  year  begins.  Congress  will,  itselt,  be 
solely  responsible  for  whatever  inequities  are 
reported  by  consumers. 

Light  Is  Needed 
If  business  men  are  to  grope  blindly  in  the 
dark  because  of  the  tardiness  of  Congress,  it 
will  be  decidedly  unfortunate,  particularly  at 
this  time  when  light  is  needed  to  weather  the 
readjustment  period.  These  statements  are 
undoubtedly  somewhat  alarming  but  they  are 
based  upon  the  opinions  of  many  observers. 

The  Emergency  Tariff  bill  was  to  have 
been  reported  on  May  1,  but  was  several  days 


Washington  Office  of  the  Dry  Goods  Econo- 
mist, 816  Fifteenth  St.,  iV.  W. 

late.  It  was  again  delayed  in  the  Senate  and 
in  conference,  when  drastic  changes  were 
made  in  the  original  bill.  It  became  a  law  last 
week,  though  the  program  of  the  majority 
leaders  called  for  its  enactment  before  March 
15.  The  House  Committee  on  Ways  and 
Means  had  promised  faithfully  to  present  the 
permanent  tariff  not  later  than  May  15.  It 
is  now  with  the  committee,  which  has  been 
unable  to  reach  a  vote  to  allow  the  introduc- 
tion of  the  schedules  in  the  House. 

Sectionalism  developed  to  such  a  degree  at 
this  Congress  that  the  reports  of  subcommit- 


Trade  Commission 
Seeks  Writ 

Washinotcn  office  of  the  Dry  Goods  Economist, 
816  Fifteenth  Street,  IM.  W. 

THE  Federal  Trade  Commission  has  filed 
a  petition  in  the  Supreme  Court  of  the 
United  States  for  a  writ  of  certiorari  to  re- 
view the  judgment  of  the  Circuit  Court  of 
Appeals  for  the  second  district  entered  on 
April  23,  1921,  which  judgment  reversed 
an  order  of  the  commission  against  the 
Winsted  Hosiery  Co.  for  misbranding 
mixed  cotton  and  wool  undergarments. 
The  commission  holds  that  such  niisbrand- 
ing  deceives  the  public  and  constitutes  an 
unfair  method  of  competition,  and  that  the 
court  erred  in  holding  that  there  is  no  un- 
fair competition  as  against  other  underwear 
manufacturers.  It  takes  the  position  that 
deception  of  consumers  by  labels  consti- 
tutes unfair  competition,  because  unfairness 
of  competitive  methods  toward  other  un- 
derwear manufacturers  whose  labels  do  not 
deceive  in  the  eye  of  the  law  necessarily  is 
involved  in  the  fraud  on  the  public,  regard- 
less of  the  deception  of  the  trade. 


been  strong  indications  of  their  opposition  to 
the  sales  tax  plan  and,  in  fact,  it  is  generally 
believed  that  the  sales  tax  is  not  in  favor  at 
this  session.  The  introduction  of  the  perma- 
nent tariff  in  the  House  will  be  a  signal  for 
seemingly  interminable  controversy.  It  could 
not  be  otherwise.  It  is  the  duty  of  the  House 
Committee  on  Ways  and  Means  to  originate 
internal  revenue  measures,  but  it  is  doubtful 
if  the  Committee  can  give  its  full  time  and 
consideration  to  these  proposals  for  several 
weeks. 

Will  Last  All  Summer 

If  the  permanent  tariff  is  presented  by 
June  15,  practically  every  minute  of  the  com- 
mittee's time  will  be  taken  with  defense 
and  explanation  of  the  schedules.  The 
haggling  over  rates  will  not  permit  the 
tariff  f ramers  to  devote  time  to  tax  hear- 
ings. The  Senate  cannot  take  any  action 
on  the  tariff  until  it  passes  the  House.  It 
is  expected  that  the  tariff  bill  will  be  under 
fire  for  at  least  a  month  in  the  House  and 
then  before  the  Senate  for  a  similar 
period. 

This  program,  which  is  conservative 
at  best,  would  bring  the  internal  revenue 
bill  into  the  House  in  August,  and  then 
debates  on  domestic  tax  matters  have  a 
tremendous  political  influence,  and  every 
legislator  will  have  something  to  protest. 


tees  tentatively  accepted  were  ordered  re- 
vised. The  Longworth  ad  interim  resolution 
is  so  drastic  and  such  a  radical  departure 
from  time-honored  customs,  that  a  bitter  fight 
has  developed  and  as  a  consequence,  held  up 
the  permanent  tariff.  Large  importers  have 
actively  fought  this  proposed  measure  and 
opposition  from  all  quarters  has  forced  the 
leaders  to  hesitate.  Republican  leaders  have 
split  on  the  issue  and  considerable  doubt  ex- 
ists as  to  whether  the  Senate  will  favor  the 
plan  because  it  would  give  them  little  juris- 
diction over  rates  as  the  general  tariff  bill 
would  become  operative  for  a  period  of  five 
months,  without  the  Senate  or  the  President 
having  anything  to  say. 

Sales  Tax  Plan  Fought 
The  Senate  has  practically  closed  all  hear- 
ings on  internal  revenue  revision.   There  have 


I  Trade  Bodies  Under  Fire 

I         Unwillingness  of  certain  trade  organi- 
I     zations  to  cooperate  with  the  Department 
I     of  Commerce  in  the  compilation  of  statis- 
I     tics  has  forced  the  Government's  hand. 
I     President   Harding   on    Tuesday  made 
I     known  the  fact  that  the  Cabinet  had  con- 
I     sidered  the  problem  of  what  to  do  with 
I     trade  organizations  which  took  advantage 
I     of  war-time  conditions  to  develop  and 
1     monopolize  trade  sections. 
I         The  Administration  will  shortly  out- 
I     line  a  policy  with  regard  to  dealing  with 
I     business  organizations  which  were  encour- 
I     aged  by  the  Government  to  gather  statis- 
tics as  to  costs,  stocks,  production  and  con- 
sumption during  the  period  of  hostilities, 
and  are  now  using  these  facilities  to  their  own 
advantage.    The  President  has  made  it  clear 
that  he  intends  to  co-operate  with  business 
and  trade  but  he  will  not  allow  any  group  to 
take  any  undue  advantage.    He  stressed  the 
fact  that  in  helping  industry  compile  statistics 
the  Administration  had  in  mind  the  benefit  of 
all  and  not  any  clique  or  class. 

Secretary  Hoover  has  found  that  the  chief 
objection  to  co-operating  with  the  Govern- 
ment revolves  around  the  question  of  stocks, 
and  stocks  influence  price  changes.  The  fig- 
ures are  to  be  treated  confidentially  and  are 
to  be  used  in  the  interest  of  business  and  con- 
sumers. The  Department  of  Commerce  would 
know  from  confidential  information  whether 
retailers'  and  manufacturers'  prices  are  jus- 
tified and  easily  could  rectify  any  unfair  trade 
practices  without  resort  to  the  courts  using 
publicity  as  a  sole  weapon.  W.  L.  D. 
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BROADWAY  AT  24TH  STREET 

FOR  the  convenience  of  merchants 
in  the  Atlantic  Coast  States  and  in 
the  Canadian  territory  east  of  Toronto, 
Marshall  Field  &  Company  carry  in  their 
New  York  Salesrooms,  Broadway  at  24th 
St.  ,  many  complete  lines  of  the  merchan- 
dise which  they  manufacture  or  convert. 


Jllexandre  Kid  Qloces 
jjthena  Knit  Underwear 
(Burlington  Newfashioned 

Hosiery 
Handkerchiefs  — Imported 
and  T)omestic 

^Damask 
Canterbury  Decorative  Fabrics 
Colonial  Decorative  Fabrics 
Homecrest  Floor  Coverings 
Ivanhoe  Silk  Qloves 
Jvanhoe  Fabric  Qloves 
Imperial  Outings 

Women's  and  Children 


Linings 
Silks  (Beau  JliConde 
Silcot  Apparel  Fabrics 

"bowels— Huck  and'Uurkish 
^M^ount  'Demon  Curtain 

^TliCaterials 
'^iny  'Cot  Vests,  (Bands 
and  Wrappers 
Wearwell  Blankets 
Wearwell  Sheetings,  'tubings. 
Sheets  and  Pillow-cases 

Wearwell  Bedspreads 
Zion  Laces  and  Curtains 
's  Fleeced  Underwear 


MARSHALL  FIELD  &  COMPANY 

c^anufaclurers  and  'Distributers  of  Standard  ^Merchandise 
CHICAGO  .  NEW  YORK 


STOFFELl 

ORCAMPIEl 

lOa  .  SIf  APES  .#0^^/^ 
TRANSPAIieNT  SWISS 
WORLD  FAMOUS 

or  FINISH  AND  COLOR. 

354  FOLTRTIi  AVEXCK.  Xt:w'\ORK 

:/dec,4qm.tf  in  "llrnkd-Jlatej 
J6rVhjfeU\CQ,AGall 


WESTERN 

^220  WO 

STREET 
CHICACO 


STAR  ASBESTOS 
TABLE  PADS 

The  Quality 
Asbestos  Pad 


HA  profitable  ar- 
ticle to  sell  and 
•one  which  will 
(Positively  protect 
a  dining  table  top 
from  damage  by- 
heat  or  moisture. 
U  The  one  Pad 
made  of  Asbestos 
that  satisfies  in 
every  respect.'  All 
Pads  covered  with 
heavy  double  faced 
cotton  flannel, 
making  same  soft 
and  noiseless.  Does  not  scratch  the  table. 
H  Pads  made  in  halves  to  fold  compactly. 
H  Made  in  all  sizes  and  shapes. 

H  Luncheon  Mats  of  all  sizes  made  of  same  materials. 
HThe  STAR  Asbestos  Table  Pad  is  the  original  Asbestos 
Pad  and  carries  a  quality  and  finish  superior  to  other  Pads 
offered. 

Write  for  prices  and  terms. 

KERNEY  MANUFACTURING  CO. 


147  West  62d  Street 


CHICAGO,  ILL. 
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JAMES  ELLIOTT  &  CO.,  Ims. 

370  Eroadway,  N.  Y. 

Manufacturers  and  Importers 

Table  Damasks,  Napkins,  Crashes, 

Staple  and  Fancy  White  Goods, 

Quilts,  Satin  and  Crochet 
Irish  Linens. 

GRANITE  LMEN  COMPAMY 

Manufacturers 

Huck  Towels,  Name  Towels,  Towelings, 
Homespun  Damask,  Napkins,  Art  Crashes,  Etc. 


fijlllllllllllllinTilllllllllllllllllllllllMllinillllllllliinilllllMIIIMIilMlllllllliiillllllM  Ill  IIIIK 


SUSQUEHANNA  SILK  MILLS 


MAKERS  OF 


^  This  group  includes  a  complete  line  of  various  silks  in 
standard  weaves,  especially  made  for  the  manufacturing 
and  dry  goods  trade. 

WHOLESALE  ONLY 
New  York   City,    149   Madison  Avenue 


BOSTON: 
99  Chauncy  Street 
PHILADELPHIA 
1211  Arch  Street 


Branch  Offices 


Cor.  32nd  Street 
CHICAGO 
230  So.  Wells  Street 
ST.  LOUIS 
503  North  Twelfth  Street 
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This  Particular  Sale  of  Frocks  Just 
Hit  the  Feminine  Fancy 

Special  Off  ering  of  Dresses  by  Gimbel  Brothers  Brings  Throngs  of 
Customers  to  Department — Stock  for  Event  Carefully  Selected 
and  Job  Lots  Barred  —  Wide  Range  of  Styles  and  Materials 

Displayed 


FEMININE  fancy  and  curiosity  in  a 
"Spectacular  Sale  of  Paris  Inspired 
Frocks"  at  $27.50  expressed  itself  in 
the  ready-to-wear  department  of  Gimbel 
Brothers  last  week,  where  about  two  thou- 
sand women's  and  misses'  dresses  were 
offered  to  the  public  in  a  well-planned  sale; 
and  this,  too,  in  the  face  of  a  sale  of  2365 
dresses  in  the  basement  store,  at  $15,  which  » 
also  proved  successful. 

Working  on  the  basis  that  a  garment  well 
bought  is  half  sold,  it  is  interesting  to  note 
that  three  weeks  before  the  scheduled  date 
of  the  sale,  the  two  dress  buyers  of  the  up- 
stairs women's  and  misses'  departments 
started  on  an  intensive  campaign  of  research, 
followed  by  the  placing  of  heavy  orders.  The 
largest  order  placed  with  any  one  manufac- 
turer was  for  129  dresses,  all  others  were 
for  smaller  individual  quantities.  Charles 
F.  Krim,  merchandise  manager  of  the  up- 
stairs wearing  apparel  division,  instructed 
the  buyers  to  comb  the  market  and  get 
dresses  from  as  large  a  number  of  whole- 
salers as  possible  in  order  to  insure  varia- 
tion of  style,  color  and  materials. 

Apparel  Received  Daily 

The  garments  were  shipped  to  the  store 
daily  and  were  separated  into  two  divisions 
as  they  came  in,  one  for  the  women's  de- 
partment and  one  for  the  misses'.  They  were 
then  separated  into  sizes  for  convenient 
transfer  to  their  departments  just  before  the 
floor  was  prepared  for  the  sale. 

Mr.  Krim  ordered  that  no  job  lots  be 
bought  for  the  sale;  that  only  new  merchan- 
A  dise,  well  selected  and  up  to  date,  would  find 
a  place  on  the  counters.  In  the  original 
stock  of  1750  dresses  there  were  lOOO  for 
women,  in  sizes  34  to  46,  all  colors;  and  750 
for  misses,  in  sizes  14  to  20,  all  colors. 

They  included  Canton  crepe,  crepe  satin, 
crepe  de  Chine,  georgette,  taffeta,  tub  silk 
and  tricotine,  also  taffeta  and  organdy  com- 
binations. 

At  the  close  of  each  day  the  stock  deliv- 
ered was  inventoried  as  to  materials,  colors 
and  sizes  and  the  following  day's  purchases 
were  of  garments  to  complete  unfilled  lines. 
Arrangements  were  made  with  manufactur- 
ers and  options  take;i  on  about  500  extra 
garments  to  be  shipped  immediately  if  the 
sale  warranted  taking  this  additional  stock. 
The  advertising  department  was  consulted 
with  and  its  co-operation  obtained. 

Sketches  Show  OfTerings 

The  stock  was  examined  before  prepar- 
ing the  full-page  announcement  which  ap- 
peared in  the  Sunday  papers.  Two-thirds  of 
the  page  was  devoted  to  the  upstairs  sale  and 
one-third  to  the  basement  sale.  In  addition 
to  the  reading  matter  describing  fully  what 
was  offered,  fourteen  sketches  of  dresses 
from  the  upstairs  sale  and  eight  from  the 
basement  sale  were  shown. 

Eight  windows  were  given  over  to  a  dis- 
play of  the  dresses  on  sale  upstairs.  These 


were  arranged  in  the  following  order — (1) 
Navy  and  gray  street  dresses,  misses.  (2) 
Gray  street  dresses,  misses.  (3)  Sports 
dresses,  misses'.  (4)  Beaded  georgette 
dresses,  misses'.  (5)  Lace  dresses  for  din- 
ner, evening  and  street  wear,  women's.  (6) 
Beaded  georgette  dresses,  women's.  (7) 
Navy  street  dresses,  women's.  (8)  Navy  and 
gray  street  dresses,  women's. 

Display  Models  Looked  Over 

All  of  the  dresses  which  were  displayed 
in  the  windows  were  carefully  examined. 


she  desired  without  traveling  from  one  reel 
to  another.  If  she  wanted  a  sports  dress, 
an  afternoon  dress  and  a  dance  frock,  she 
found  them  all  on  the  same  reel. 

One  of  the  principal  features  of  the 
mechanism  of  the  sale  was  the  placing  of  22 
additional  stock  boys  in  the  department,  for 
the  purpose  of  filling  in  the  reels  as  fast 
as  garments  were  sold.  In  this  way  a  com- 
plete range  was  available  at  all  times  during 
the  hours  of  the  sale.  These  boys  were  22  of 
the  busiest  employees  in  the  Gimbel  store  on 
the  first  day  of  the  sale,  when  more  than 
1000  dresses  were  disposed  of  upstairs. 
There  were  70  extra  sales  people  assigned 
to  this  department.  Customers  were  taken 
care  of  expeditiously  and  wants  were  care- 
fully attended  to  and  no  time  was  lost. 

Salespeople's  Energies  Saved 

No  fittings  were  made  during  the  sale,  but 
appointments  for  fittings  were  made  for  a 
later  date.  In  this  way  considerable  time 
was  saved  and  the  salespeople  could  devote 
their  energies  to  selling.  There  were  no  mail 
orders  or  C.  O.  D.  orders  taken  and  no  ex- 
changes, no  refunds  were  made,  neither  was 
there  any  merchandise  sent  on  memorandum. 
Two  extra  wrapping  desks  were  brought  into 
service,  and  one  boy  was  kept  busy  carrying 
charge  slips  to  the  office  for  O.K.  It  was 
found  that  the  tube  service  was  not  suffi- 
ciently rapid  to  handle  this  part  of  the  busi- 
ness without  confusion. 

Mr.  Krim  said  the  dresses  were  made  to 
wholesale  formerly  at  $22.50  to  $69.50,  but 
that  full  co-operation  was  obtained  from  the 
manufacturers  in  assisting  him  to  stage  this 
sale.  Two  classes  of  people  wej-e  attracted 
to  the  sale,  he  said.  One  class  included 
those  who  wanted  a  good  value  for  $27.50 
and  the  other  class  included  those  who  usual- 
ly buy  a  higher-priced  garment,  but  who  took 
advantage  of  the  opportunity  to  get  that 
higher-priced  garment  at  $27.50.  He  figured 
on  one  week  to  clean  out  the  stock,  with  the 
big  sale  on  the  first  day  followed  by  a  good 
second  day  and  various  days  thereafter. 


Salient  features  of  many  of  the  imported 
models  now  seen  in  the  New  York  market 
are  reflected  in  this  black  satin  evening  dress 
embroidered  in  jet.  From  Deuts  &  Ortenberg. 


hems  were  sewn,  stray  threads  removed  and 
each  dress  was  fitted  to  the  model  before  be- 
ing placed  on  display.  Any  dress  shown  in 
the  window  could  be  purchased  at  the  sale 
price  after  its  removal  from  the  window. 

The  dresses  were  hung  on  reels  contain- 
ing one  size.  For  instance,  on  a  reel  of  36s 
there  would  be  a  complete  line  of  dresses  in 
that  size,  in  all  colors  and  fabrics,  so  that 
a  customer  could  select  any  sort  of  garment 


Notes  of  the  Trade 


Miss  Jacobs,  who  recently  resigned  from 
Lansburgh  &  Bro.  of  Washington,  D.  C,  to 
come  to  New  York,  has  been  succeeded  by  Mrs. 
E.  D.  Perhan,  formerly  of  Kaufman  Bros., 
Pittsburgh,  as  buyer  of  ready-to-wear. 

Miss  Sadie  Jacobs  is  now  buyer  of  misses' 
coats,  suits  and  skirts  with  A.  I.  Namm  &  Son, 
Brooklyn.  She  was  formerly  with  John  Wana- 
maker  of  Philadelphia  and  Gimbel  Bros,  of 
New  York. 

G.  0.  Hale,  formerly  a  member  of  the  firm 
of  Gero  &  Hale,  Des  Moines,  Iowa,  and  re- 
cently in  business  for  himself,  is  now  buyer  of 
waists  and  skirts  at  Powers'  department 
store,  Minneapolis,  Minn. 
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Prices  of  Furs 
Show  Tendency 
To  Stiffen 

Levels  at  April  Auctions  Generally 
Higher  Than  at  January  Sales — 
Better  Grade  Pelts  in  Big 
Demand 

REPORTS  from  the  New  York  fur  mar- 
ket show  a  reasonably  healthy  condi- 
tion with  a  tendency  toward  stiffening 

prices. 

The  peak  of  this  market  was  reached  in 
January,  1921,  and  its  lowest  level  in  Janu- 
ary, 1922.  From  that  date  prices  have  been 
slowly  rising  and  in  the  case  of  the  rare  furs 
it  is  predicted  that  a  50  per  cent  increase  is 
in  sight.  However,  at  the  London  sales  held 
the  last  week  of  April  and  the  first  week  of 
May  there  was  little  increase  in  the  price  of 
popular  pelts.  In  fact  at  one  of  the  London 
auctions  over  100,000  white  rabbit  skins  were 
sold  at  a  sacrifice  of  30  per  cent,  due  to  the 
enormous  stock  of  over  600,000  pelts. 

Prices  Higher 

This  overstocked  condition  was  only  true 
in  the  cheaper  furs.  Reports  from  the  April 
auctions  show  an  increase  from  10  to  50  per 
cent  over  January's  prices  which  indicates  a 
healthy  condition  and  a  steady  return  to 
normal. 

Pelts  in  greatest  demand  at  the  Montreal 
sale,  held  the  second  week  in  May,  were  beaver, 
fisher,  skunk,  squirrel,  Russian  sable,  white 
and  silver  fox,  fisher,  marten,  mink,  lynx  and 


A.  Jaeckel  &  Co.  fashions  mole  skin  into 
a  hip  length  coat  following  straight  box  lines 
with  a  waist  line  indicated  in  the  front  by  a 
heavy  silk  cord. 


muskrat. 

The  finer  of  these  furs  showed  an  in- 
crease of  20  to  30  per  cent  over  January's 
prices.  Such  conditions  will  tend  toward  sta- 
bilizing the  market,  for  even  at  the  April 
prices  the  furs  are  not  above  their  true  value. 

Where  the  Public  Figures 

There  is  a  possibility  of  the  speculative 
element  in  the  fur  industry  attempting  to 
force  prices  higher  than  they  should  be  and 
if  this  happens  there  will  undoubtedly  be  a 
consumers'  strike.  Such  a  state  of  affairs  is 
to  be  avoided  by  all  means  for  the  fur  indus- 
try depends  upon  the  consumers'  trade.  The 
public  is  well  aware  of  the  prices  of  raw  skins 
purchased  in  January  and  will  resent  too  high 
a  cost  on  the  manufactured  articles. 

The  law  of  supply  and  demand  of  course 
governs  this  industry  and  with  the  fashions 
of  to-day  calling  for  fur  trimmed  coats  and 
suits,  there  are  possibilities  of  a  scarcity  of 
the  better  grade  furs  such  as  beaver,  fisher 
and  squirrel,  which  have  received  the  highest 
favor  for  trimming  this  season. 


For  fall,  Franklin  Simon  &  Co.  displays 
this  unique  costume  of  broadtail  trimmed  with 
fox.  The  vogue  for  entire  broadtail  dresses 
and  suits  was  launched  at  the  recent  Fur  Fash- 
ion Show  in  New  York. 

News  Brevities 


David  Kaufman,  who  organized  Kauf- 
man's Underselling  Store,  Harrisburg,  Pa., 
in  1905,  has  purchased  a  large  corner  prop- 
erty in  that  city  which  fills  out  the  site  on 
which  he  intends  building  a  new  store.  The 
building  will  be  about  105  by  157  feet  and 
will  be  started  in  1922,  when  leases  on  build- 
ings occupying  the  property  run  out. 

L.  W.  Bundy,  lately  manager  of  the  S.  H. 
Kress  Co.  store  at  Wilmington,  N.  C,  has  left 
that  organization  to  take  charge  of  the  first 
floor  of  the  Efird  department  store  in  the 
same  city.  Mr.  Bundy  has  had  a  wide  mer- 
chandising experience,  having  been  connected 
with  the  Wm.  Hengerer  Co.,  Buffalo,  N.  Y., 
and  with  the,  B.  Nugent  &  Bros.  Dry  Goods 
Co.,  St.  Louis,  Mo. 


The  cape  influence  in  early  fall  furs  is 
noted  in  this  model  of  caracul,  from  A. 
Jaeckel  &  Co. 


Wallace  Charge  Denied 


The  charge  recently  made  by  L.  W.  Wal- 
lace, vice-chairman  of  the  Hoover  committee 
on  the  elimination  of  waste  in  industry,  who 
stated  that  vast  waste  results  directly  from 
constantly  changing  styles  of  women's  ap- 
parel, was  met  by  a  statement  issued  by  David 
N.  Mosessohn,  executive  director  of  the  Asso- 
ciated Dress-.  Industries  of  America,  who  con- 
tended that  Mr.  Wallace's  charges  were  with- 
out merit  because  they  were  based  apparently 
upon  a  lack  of  knowledge  of  the  women's  gar- 
ment industry. 

Mr.  Mosessohn  pointed  out  that  style  is 
responsible  to  a  large  extent  for  the  fact  that 
the  textile  industry  is  the  second  largest  in 
the  country,  and  that  style  makes  possible  the 
employment  of  hundreds  of  thousands  of  op- 
eratives, the  occupancy  of  thousands  upon 
thousands  of  feet  of  manufacturing  floor  space 
and  the  employment  of  a  vast  army  of  people 
by  the  people  in  the  distribution  of  these 
productions. 


London  Fur  Sale  Oct.  18 


Oct.  18  is  the  date  set  for  the  next  London 
fur  sales,  which  will  include  China  pelts, 
Hudson's  Bay  offerings  and  American  furs. 
Oflftcial  statistics  show  a  great  falling  off  in 
furs  exported  from  London  to  the  United 
States  during  the  first  three  months  of  1921. 
In  1920  the  value  of  the  above  exports  was 
placed  at  $15,025,542,  while  in  1921  during 
the  same  period  it  was  only  $3,410,649. 


After  having  conducted  his  own  shoe  store 
for  16  years  in  Milwaukee,  and  having  retired 
a  year  ago,  William  H.  Kenney,  widely  known 
in  the  shoe  trade  of  that  city,  has  taken  charge 
of  the  children's  shoe  department  of  Gimbel 
Brothers'  Milwaukee  store. 
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Better  Merchandising 

Service 

From  June  6th  to  June  9th  Cleveland  offers 
a  most  unusual  service. 

During  this  meeting  some  of  the  nation's 
foremost  authorities  in  finance,  in  piece 
goods  and  silk  manufacturing,  and  executives 
of  large  retail  and  manufacturing  institutions 
will  offer  helpful  and  constructive  sugges- 
tions on  the  business  outlook  for  the  coming 
season. 

During  the  banquet  hour  on  Monday  and 
Wednesday  nights  a  comprehensive  display 
of  advance  fall  styles  will  be  presented. 

Informal  retailers'  conferences  during  this 
event  offer  an  opportunity  to  learn  what 
other  progressive  merchants  are  doing  to 
promote  their  business. 

Those  who  apprecia'te  the  value  of  prepared- 
ness in  planning  their  business  will  see  in  this 
event  an  uncommon  opportunity  to  gain 
profitable  and  helpful  information. 

The  Cleveland  manufacturers  invite  you  to 
come  now. 


^he  aUALITY  Market 

COiffS -SUITS-DRESSES -WAISTS -SKIRTS -KNITTED  OUTER  GARMENTS 
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Distinctive  Lines  from  Lingerie  Shops 


At  the  right  is  shown  a 
trousseau  set  of  imported  lace 
and  finely  tucked  georgette 
with  an  added  touch  of  color 
in  the  two-toned  ribbons.  The 
chemise  is  fashioned  after  the 
short-waisted  bodice  and  nar- 
row skirts  of  the  French  gar- 
ments.   From  Burtex  Co. 


Below.  This  smart  breakfast 
coat  zvith  its  unique  zvaist  line 
and  irregular  hem  conforms  to 
the  present  standard  of  dress 
length  and  shortness  of  sleeve. 
From  the  Venus  Undergarment 
Co. 


Below — Noted  for  its  e.v- 
tremely  classic  elegance  is  this 
camisole  of  heavy  silk,  zvith 
step-in  bloomer  which  may  be 
used  in  combination  to  conform 
to  the  prczmling  straight-line 
silhouette.  From  M.  Martin  & 
Co. 


Negligee  designed  by  De  Garcy  Co.,  Inc.,  of 
Cheney  Brothers'  flame-colored  silk  crepe  and 
heavy  brocade. 
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605  Stunning  Georgette.   Bouni?  , 
neck.     Piping.     Beautifully  em- 
li-ndered.    Popular  tie-sash  effect. 


60O  Two-color  hand  embroidery. 
Round  neck  peplum  front.  A  big 
selling  number  everywhere. 


0O4  Charming  Georgette.  Hand 
embroidered.  Flower  design.  Pep- 
lum front,  and  round  neck. 

Win 


602  Round  neck  piped  in 
flik  r  ™"tra'^ti"g    "ith  silk 

1^  floss  hand  embroidery  in  front. 


Imm^diatG  Delivery 
IbrJune  Sales'! 


601  Hand  embroidered  flower, 
basket  motif  in  silk  floss  and  ac- 

Kcented  with  jet  beads.  , 


NOW  is  the  time  to  go  after  Summer  Business.  Women  need 
waists  for  summer  wear — and  they'll  buy  waists  if  they're 
styled  right,  made  right— PRICED  RIGHT!  And  these  six  new 
Georgettes  ARE! 

For  June  Sales  these  six  new  tie-back  overblouses  are  indispen- 
sable. Corking  summer  styles — made  of  a  superior  georgette  that  is 
quality  to  the  eye — and  quality  to  the  touch — with  a  workmanship 
typically  Elgin,  which  is  another  way  of  saying  there  are  none  better 
made. 

At  $2.25  each  these  are  unquestionably  the  biggest  values  on  the 
market — they  look  so  good  and  ARE  so  good  you  can  sell  them  at  a 
big  profit  and  still  make  them  tempting  sale  numbers  to  your  cus- 
tomers. 

Join  the  hundreds  of  other  merchants  who  are  building  June  Sales 
around  these  Six  Georgettes — get  your  order  in  today.  Make  it  an 
Open  Order — give  us  the  quantity  and  let  us  select  the  styles.  Wire, 
phone  or  write  your  order  today. 


606  An  exquisite  creation,  Nolf. 
Val  Lace,  pointed  collar  and  clus- 
ters of  dainty  tucks. 


38  to  44 

Colors: 
White,  Flesh,  Navy, 
Bisque,  Honeydew 
and  Rattan 


Nok  Our 
New  Address 


ELGIN  WAIST  COMPANY 
244  Fifth  Avenue 
at  28th  Street,  New  York 


Salesmen  wanted  in  all  territories  -  -  Communications  confidential 


It 


UwtntUm 
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It  Is  Up  To  the  Ready-to-Wear  Buyer 

To  Keep  Stocks  Moving 

Early  Principles  Should  be  Resorted  to,  Writer  States— Certain 
Price  Lines  Should  Be  Established  and  Maintained— Minimum 
Stocks  Require  Standardization  and  Volume  Must  Be  Gained  by 
Turnover— Personal  Choice  Is  Not  Always  Safe 


THE  turn  to  a  buyers'  market  has  made 
it  necessary  for  salesmen  to  become 
more  than  order  takers.  Similarly  the 
buyer,  to  maintain  his  place,  has  become  more 
of  a  selector  of  merchandise  and  less  of  a 
promiscuous  order  signer. 

With  a  reasonable  but  discriminating  pub- 
lic to  please,  a  return  to  some  of  the  old,  relia- 
ble principles  of  the  game  is  essential  to  suc- 
cess. Too  much  emphasis  on  the  buying  end 
of  the  job  has  let  two  other  important  func- 
tions take  care  of  themselves— selling  and  a 
satisfactory  net  profit.  Now  that  last  year's 
losses  have  been  charged  off  it  is  time  to  get 
down  to  brass  tacks  and  get  under  way  a 
healthy  business  showing  a  normal  increase 
over  last  year's  figures. 

To  accomplish  this  purpose  a  return  to 
the  early  principles  of  buying  has  to  be  re- 
sorted to.  Operating  with  minimum  stocks, 
volume  must  be  maintained  by  turnover. 
Turnover  is  found  by  dividing  the  sales  for  a 
given  period  by  the  average  retail  stock  dur- 
ing that  period.  Normal  turnovers  in  various 
lines  have  been  computed  by  various  mer- 
chandise statisticians.  Such  figures  at  best 
are  but  approximate  and  are  but  an  average 
of  certain  past  years.  The  last  few  months 
have  shown  that  to  the  energetic  and  re- 
sourceful buyer  all  rules  are  "off."  The  num- 
ber of  times  he  can  turn  his  stock  in  a  given 
period  is  limited  only  by  the  number  of  times 
he  can  go  to  market  or  by  his  speed  in  reorder- 
ing his  quick-selling  numbers. 

To  operate  with  minimum  stocks  in  ready- 
to-wear  lines  requires  standardization.  Cer- 
tain price  lines  should  be  established  and  ad- 
hered to  except  in  the  case,  perhaps,  of  special 
sales.  Knowing  what.price  lines  he  is  buying 
for  and  what  gross  profit  he  must  make  on 
an  article,  he  can  devote  his  energies  while  m 
the  market  to  analyzing  style,  quality,  work- 
manship, etc.,  as  well  as  balancing  his  assort- 
ments and  comparing  discounts.  When  a 
buyer  is  shown  an  article  the  idea  of  what 
he  thinks  he  can  sell  it  for  immediately  flashes 
into  his  mind.    For  example,  let  us  say  $65. 

Buying  on  a  Cost  Basis 

Then  he  asks  the  cost.  The  jobber  tells 
him  it  is  $28.50.  The  retail  value  of  the  article 
should  immediately  depreciate  in  his  mmd. 
The  buyer  should  know  that  under  conditions 
of  free  competition  he  cannot  sell  an  article 
costing  $28.50  for  $65— his  competitors  will 
undersell  him.  Accordingly  his  estimate  ot 
the  retail  possibilities  of  the  garment  shrinks 
until  it  reaches  a  point  which  allows  him  some- 
thing near  his  predetermined  gross  retail 
profit  on  the  cost.  Thus,  although  the  ac- 
counting of  a  retail  establishment  is  shown  at 
retail  and  rightly,  in  the  last  analysis  the 
system  of  buying  is  on  a  cost  basis. 

For  the  ready-to-wear  department  operat- 
ing with  standardized  price  lines  and  mini- 
mum stocks,  three  other  factors  should  be  de- 
termined as  early  as  possible  in  the  season. 
They  are:  (1)  The  best-selling  full  line  price. 
(2)  The  highest  full  line  price.  (3)  The 
lowest  full  line  price. 


By  Be  Forest  Mellon 

The  tialle  Bros.  Co.,  Cleveland,  Ohio 

Complete  assortments  in  styles,  colors, 
sizes  and  quantities  should  always  be  on  hand 
at  the  best-seiling  full  line  prices  while  com- 
plete sizes  at  least  and  as  many  colors  and 
styles  as  possible  should  be  shown  at  the  low- 
est and  highest  full  lines.  Above  and  below 
these  limits  the  assortments  must  be  broken 
according  to  the  buyer's  experience. 

From  the  running  inventory  of  the  stock 
daily  analyses  of  sales  can  be  made  during 
the  reorder  season.  Quick  action  on  reorders 
makes  turnovers.  As  the  end  of  the  season 
approaches  and  job  lots  are  offered  by  the 


Photo  from  Paris  office  of  the  Economist 

Unbelted  fur  trimmed  wrap  featuring  long 
lines  with  flare  at  the  lower  edge.  This  style 
is  reflected  in  the  winter  models ^  now  shown 
by  the  leading  couturiers  of  Paris. 


manufacturers,  extrem.e  caution  must  be  ob- 
served. Reordering  is  stopped,  overdue  ship- 
ments are  cancelled  after  a  reasonable  period 
of  grace  and  the  buyer  must  carefully  take 
stock.  Perhaps  a  sale  of  a  good  job  lot  can 
be  run  and  another  turnover  made.  If  so,  so 
much  the  better,  but  experience,  store  policy 
and  local  conditions  must  determine  this.  In 
any  case,  the  buyer  must  clean  out  his  stock. 

Merchandise  containing  the  style  feature 
races  downhill  in  value  after  mid-season.  No 


matter  how  desirable  it  may  appear,  it  is  not 
worth  the  price  marked  upon  it.  The  public 
has  expressed  its  disapproval  of  it  by  failing 
to  buy  By  marking  down  at  once  a  price  will, 
be  reached  at  which  the  public— always  the 
more  competent  judge— will  purchase.  This 
policy,  if  rigidly  adhered  to,  will  keep  stocks 
clean  and  fresh,  elevate  all  merchandise  to  the 
class  of  quick  assets  and  keep  a  business  house 
from  becoming  a  curio  shop  or  an  art  gal-; 
lery. 

Sometimes  it  is  possible  to  get  job  lots  on 
consignment  from  the  manufacturer.  This  is 
a  good  way  to  increase  sales  with  no  corre- 
sponding increase  in  liabilities,  but  the  chances 
to  take  advantage  of  this  practice  grow  less  as 
manufacturers'  stocks  liquidate. 

Personal  Tastes  Have  Limits 

With  regard  to  his  selections  on  the  mar- 
ket the  buyer  must  be  governed  by  his  train- 
ing and  his  good  taste.  He  must  not  only  buy 
merchandise  he  likes  but  merchandise  which 
his  experience  and  instincts  make  him  believe 
his  patrons  will  buy.  He  must  have  good 
taste,  but  there  should  be  a  point  where  his 
personal  liking  must  surrender  to  his  judg- 
ment of  the  wants  of  his  clientele.  I  know  of 
a  furniture  dealer  who  bought  only  square 
mirrors  for  his  dressers  and  vanities.  When 
his  customers  asked  for  the  oval  he  had  none 
to  show  them.  He  personally  disliked  the  oval 
type  of  mirror,  therefore  he  bought  none  and 
consequently  either  turned  prospective  pur- 
chasers away  empty-handed  or  only  partly  sat- 
isfied. 

Similarly,  a  suit  buyer  might  buy  for  the 
most  part  grays  and  tans  because  he  saw 
many  in  the  market  and  personally  liked  them, 
although  the  actual  indication  for  his  trade 
pointed  to  navy  blue.  Good  buyers  have  said 
that  in  every  stock  there  must  be  a  certain  per- 
centage of  merchandise  that  is  garish  and 
flashy  to  some  extent.  This  holds  true  even 
in  stocks  of  the  highest  grade.  As  long  as 
the  fundamental  qualities  of  the  merchandise 
are  good,  a  certain  degree  of  elaboration  is 
not  only  permissible  but  essential.  If  the 
fabric  of  the  article  is  good  and  the  workman- 
ship above  reproach,  the  buyer  may  be  sure 
that  his  merchandise  will  "stand  up"  under 
the  test  of  use. 

The  Buyer's  Reward 
These  points  being  assured,  his  good  taste 
and  his  judgment  must  guide  him  in  choosing 
the  lines  and  types  he  wishes  to  carry. 

To  have  survived  this  far  or  to  survive 
very  much  longer  the  buyer  for  the  retail 
trade  must  once  more  show  the  qualities  of 
the  all-around  merchant.  He  must  be  on  the 
alert  for  new  resources.  He  may  have  to  meet 
competition  by  lower  mark-ups,  but  he  can  and 
must  make  his  normal  net  profit  by  increased 
turnovers.  Every  discount  must  be  earned 
and  every  stock  stripped  until  it  represents  the 
minimum  investment  possible  to  meet  the 
planned  sales.  A  conscientious  buyer  schooled 
in  these  principles  will  find  a  reasonable  pub- 
lic ready  to  do  business  with  him  on  a  normal 
basis. 
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p^arners 

elastic 

girdles 


"Warner's  Elastic"  is  the  latest  development  in 
"Girdles."  In  these  Warner  Girdles,  the  rubber 
is  circled  in  such  a  way  that  it  gives  as  much  shape 
as  a  standard  corset.  Top-notch  materials,  most 
attractively  combined,  well-tailored— they  represent 
the  utmost  value  at  each  price.  It  should  also  be 
noted  that  where  there  are  cloth  sections  they  are 
designed  to  effect  a  flattening  of  the  figure;  the  solid 
sections  at  the  back  are  well-boned;  there  are 
broad  solid  sections  in  the  front,  and  cloth  strips 
over  the  hip  prevent  any  tendency  to  bulge,  thus 
insuring  straight  lines  to  the  woman  who  prefers 
rubber  girdles.  She  may  enjoy  all  the  comfort  of 
the  rubber  corset,  and  at  the  same  time  preserve 
the  figure  lines  given  by  a  corset  of  cloth.  There 
is  a  complete  range  of  "Warner  Elastics"  at 
popular  prices,  to  fit  almost  any  type  of  figure, 
not  just  an  "elastic  funnel"  {that  must  stretch  to  Ht), 
but  a  skilfully-made  elastic  girdle  {that  is  shaped 
to  fit). 


$12.00  to  $72.00  per  dozen 

THE  WARNER  BROTHERS  COMPANY.  Inc 


347  Madison  Ave. 
New  York 

527  Baronne  St 
New  Orleans 


367  W.  Adam 
Chicago 

St.  Ambroise  and  Turgeon  Sts. 
Montreal,  Canada 
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Knitted  Outerwear  Has  Both  Style 
and  Comfort  to  Recommend  It 

Salesperson  Can  Make  Strong  Talking  Points  of  These  Qualities 
—Merchandise  Has  Seasonal  and  All-Year-Round  Appeal  That 
Should  Influence  Customers— Knitted  Apparel  Should  Not  Be  Re- 
garded as  a  Novelty 


1 


ALL  lines  of  knitted  outerwear  have  two 
powerful  sales  appeals.  The  first  is  a 
^  merchandising  one  based  on  the  quality 
and  design  of  the  garment  whether  it  be 
sweater,  skirt,  suit  or  coat. 

Knitted  outer  garments,  whether  in  novelty 
or  staple  designs,  have  a  distinction  quite 
apart  from  any  possessed  by  outer  garments 
of  other  materials.  This  special  appeal  in- 
terests the  woman  able  to  own  a  complete 
wardrobe  of  regular  and  one  of  knitted  gar- 
ments as  well  as  the  woman  who  must  com- 
bine them  in  order  to  stay  within  her  pur- 
chasing capacity. 

Knitted  outer  garments  are  suit- 
able for  sports  wear  and  general 
wear.  This  is  particularly  true  of 
knitted  suits  and  coats.  The  latter 
being  a  typical  knitted  garment  and 
usually  the  leader  in  a  varied  stock, 
so  far  as  attention  value  goes. 

So  much  for  the  merchandise  ap- 
peal, one  based  on  distinction  in  ma- 
terials and  design. 

The  second  distinction,  constitut- 
ing a  definite  selling  point,  is  the 
practicality  of  knitted  outer  gar- 
ments. They  are  comfortable,  to  be- 
gin with.  They  fit  young  or  old  with 
equal  satisfaction.  They  wear  well 
and  keep  their  shape  and  need  little 
pressing  or  cleaning,  if  any,  during  a 
long  period  of  wear. 

All  these  points  may  be  summed 
up  in  the  word  utility,  a  six-sided 
utility.  But  this  is  only  half  of  the 
second  distinction— knitted  garments 
can  be  all  these  things  and  yet  have 
an  element  of  style  and  beauty  that  is 
gratifying  to  the  most  exacting  customer,  the 
woman  whose  discrimination  in  dress  places 
her  in  the  so-called  carriage  trade  class. 

Knitted  Outerwear  Stimulates  Sales 

It  is  a  boon  to  the  apparel  department  man- 
ager to  have  on  hand  a  variety  without  too 
many  items  of  stock,  especially  where  his  out- 
let has  fairly  definite  limits,  as  is  often  the 
case  in  the  smaller  cities. 

It  is  no  unusual  thing  in  the  coat  sections 
of  the  bigger  stores  in  metropolitan  centers 
to  see  a  saleswoman  switch  her  customer  from 
cloth  to  knitted  coats  when  she  has  reached 
a  standstill  on  size,  style  or  price.  The  shitt 
indicates  no  need  or  desire  to  move  one  or  the 
other  type  of  coat  out  of  stock.  It  merely  sub- 
stantiates the  additional  or  extra  sales  value 
of  two  lines  of  garments  serving  the  same 
purpose. 

Emphasized  Sales  Appeal 
Style,  utility  and  price  appeals  are  doubled 
in  a  departmental  way,  without  an  overload- 
ing of  stocks.  When  knitted  outer  garments 
are  part  of  the  stock  there  is  not  only  a 
doubled  but  an  emphasized  sales  appeal,  i  here 
is  no  need,  and  very  little  excuse,  for  the  cus- 
tomer to  defer  her  decision  because  ot  lacK 
of  Vcinsty 

Thus,  in  theory  at  least,  knitted  outer  gar- 


By  Guy  Hubbart 

ments  in  ready-to-wear  stocks  act  as  a  stimu- 
lant similar  to  that  exerted  by  novelties  in  a 
line  of  staple  goods. 

This  suggests  a  point  frequently  overlooked 
or  underestimated  by  department  managers 
and  salespeople:  Knitted  outer  gmments  as 
a  class  need  not  be  viewed  as  novelties.  Cer- 
tain knitted  garments  are  staple;  others  are 
novelties  in  the  true  sense.  But  staple  or 
novel,  their  effect  on  sales  in  the  garment  lines 


Sell  Knitted  Outerwear 
on  These  Points : 


1 .  They  are  established  firmly  as  a  distinctive 
line  of  merchandise  and  an  integral  division  of  the 
outer  apparel  stocks. 

2.  They  have  season  emphasis,  but  a  year 
around  application,  whether  for  sports  or  general 
wear. 

3.  They  neither  replace  nor  supplement  regu- 
lar cloth  garments.  They  are  staple  in  nature  and 
standard  in  use. 

4.  They  have  a  universal  appeal  to  the^ young 
high  school  and  college  miss  and  the  women  whose 
activities  are  definitely  social. 

5.  They  supply  the  entire  family,  from  the 
infant  to  the  grandparent,  with  equal  style,  comfort 
and  variety  of  use. 


is  the  same :  They  create  and  sustain  interest 
and  therefore  are  a  natural  sales  stimulant. 

A  natural  sales  stimulant  in  retail  mer- 
chandising is  a  much-to-be-desired  factor  in 
volume  building.  It  eliminates  the  need  for 
artificial  stimulation  such  as  cut-price  sales, 
month-end  clearances  and  odd  size  and  lot 
offers. 


Points  on  Selling  Knitted  Coats 


its 
on 


That  much  for  the  merchandise  and 
sales  value.  Now  something  practical 
salesmanship. 

Everybody  nowadays  is  willing  to  study 
salesmanship,  even  store  heads,  managers  and 
department  heads,  some  of  whom  once  viewed 
education  work  with  little  respect,  now  place 
high  value  on  it. 

The  salesperson  who  studies  ways  and 
means  to  increase  her  selling  power  is  helping 
to  lower  overhead.  And  the  more  specific  this 
study  is  the  quicker  the  overhead  column  of 
expense  will  shrink.  One  specific  way  to  in- 
crease selling  power  is  to  study  the  selling 
points  of  an  individual  line  of  goods.  Take 
knitted  coats,  for  example. 

Selling  Knitted  Wear 

Merchandise  selling  points— First,  there 
are  several  styles  in  stock,  each  with  its 
special  points.    These  may  involve  length, 


kind  of  stitch,  design,  color,  weight  and  trim- 
mings Any  one  of  these  points  rightly  fea- 
tured before  the  eyes  of  the  customer  may 
not  only  insure  the  sale  but  expedite  it  m 
time  It  costs  the  store  more  to  sell  a  knitted 
coat  in  two  hours  than  in  one  hour  and  thirty 
minutes ;  in  one  hour  than  in  thirty  minutes, 

and  so  on.  .         ^     •        •  + 

Customer  arguments— Accurate  viewpoint, 

always  needed  in  selling  outer  apparel,  is  im- 
perative in  selling  knitted  coats.  Viewpoint 
means  the  ability  to  sense  what  the  prospec- 
tive customer  is  going  to  demand  of  her  pur- 

Will  she  think  of  it  as  a  garment 
whose  wear  is  limited  to  out-of-door 
occasions?  Will  she  see  it  only  as 
another  coat  instead  of  a  coat?  Will 
she  fear  that  its  style  value  will 
quickly  deteriorate?  Will  she  fancy 
that  a  knitted  coat  will  look  more  in- 
formal than  she  desired  to  look  or 
more  youthful  or  too  full  or  too  close 
fitting? 

None  of  these  objections  have  any 
basis  in  fact,  but  the  customer  may 
be  new  to  knitted  outerwear,  and  it 
is  just  as  well  for  the  salesperson  to 
anticipate,  mentally  at  least,  such 
viewpoints. 

Sales  arguments— Every  cus- 
tomer expects  help  from  whoever  is 
serving  her,  whether  or  not  she  open- 
ly asks  for  it.  She  wants  suggestions 
as  to  how  this  or  that  style  suits, 
even  though  she  is  perfectly  self-re- 
liant and  obviously  able  to  select  what 
pleases  her. 

Points  to  Play  Up 

Feature  the  outstanding  element  first 
—the  absolute  distinction  of  the  coat.  Next, 
emphasize  comfort,  durability  and  breadth 
of  selection  as  to  style,  weight  and  de- 
sign, including  color  and  trimming.  First, 
dwell  upon  the  practical  utility  of  a  garment 
which  does  all  that  any  other  coat  does  and 
still  has  a  desirable  element  of  novelty,  of 
change,  of  expression,  if  you  will.  Expres- 
sion is  a  term  which  may  be  stated  naturally 
in  such  phrases  as  "That  (knitted)  coat  gives 
you  slenderness  without  increasing  your  ap- 
pearance of  height."  Or,  "It  emphasizes  (or 
subdues,  as  the  case  may  be)  the  remainder  of 
your  attire."  This  is  one  of  the  intrinsic  sell- 
ing merits  of  knitted  coats. 


Aids  to  Ad  Department 

Any  and  all  of  these  points  are  aids  to 
the  advertising  department.  The  mention  or 
exploitation  of  knitted  outerwear  in  the  store's 
daily  advertising  is  little  different  from  ac- 
tual personal  selling.  And  it  ought  to  be  as 
near  like  personal  salesmanship  as  possible, 
in  one  sense  at  least,  namely,  knitted  outer- 
wear is  a  staple  line  so  far  as  its  position  in 
the  stocks  is  concerned.  It  supplies  a  normal 
demand  for  something  different,  yet  some- 
thing that  is  suggestive  of  no  extremes  and 
no  narrow  usage. 
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KNITTED  SPORT 


{^apes 


THE  advent  of  the  knitted  cape 
marks  a  new  era  in  sport  outerwear 
apparel  for  women  and  girls.  It  is 
amazingly  adaptable  and  will  find  a 
ready  demand  for  use  on  beaches,  for 
motoring,  street  wear,  in  the  country, 
etc.  The  charm  of  "Standard"  Knitted 
Sport  Capes  is  making  itself  felt  where 
quality  merchandise  is  wanted. 

Prices  from  $60  to  $162  the  dozen 
Sample  Orders  Promptly  Filled 


KNITTING  G, 


KNITTED  OUTERWEAR  for  the  ENTIRE  FAMILY 

2200-10  SUPERIOR  AVE.,  CLEVELAND.  O. 

New  York  Office:  1182  Broadway 

o,n  »^^!J.'"I°„,  .  New  Orleans 

310  Medinah  Bldg.  322  Godchaux  BIdg. 


■  "-mm 


Q^TANDARD  KNITTED  SPORT 
^  CAPES  can  be  obtained  in  the  dark 
shades;  black,  brown  and  navy,  as  well 
as  the  li/ihter,  pastel  shades  in  beauti- 
ful contrastin/i  combinations.  The  line 
includes  striped,  plaited  effects,  heavy 
brushed  wools  in  Dolman  style,  novel- 
ties, etc. 
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Buyer  Must  Use  Discretion  When 
Looking  Over  Knitted  Outerwear 

Here  Are  a  Few  Pointers  That  Will  Come  in  Handy 
in  Appraising  Merchandise  at  True  Value 


THE  knitted  outerwear  industry  is  com- 
paratively new.  A  few  years  ago  there 
were  very  few  manufacturers  in  the 
'field.  They  were  the  pioneers  who  opened  up 
the  way  for  what  has  developed  into  a  huge 
industry  with  a  production  of  $287,000,000  in 
1920.  The  very  nature  of  the  business  pre- 
sents an  opportunity  for  the  new  comer  with 
a  little  nerve,  a  small  capital  and  the  ability 
to  copy.  Because  of  this  condition  it  be- 
hooves every  retailer  and  buyer  to  exercise 
caution  and  care  in  the  selection  of  the  mer- 
chandise he  hopes  to  sell  over  his  counter. 

There  is  hardly  a  garment  of  merit  pro- 
duced which  cannot  be  copied  to  sell  at  a  lower 
price,  but  the  copy  is  frequently  not  a  gar- 
ment of  merit  The  unwary  buyer,  however, 
or  the  buyer  who  does  not  know  the  game, 
may  buy  price  and  not  merchandise,  and  he 
does  not  learn  of  his  mistake  until  the  cus- 
tomer back  home  raises  a  kick.  If  a  buyer  is 
not  thoroughly  familiar  with  knitted  outer- 
wear products,  he  should  overwork  his  bump 
of  comparison,  and  satisfy  himself  that  the 
garment  he  contemplates  buying  at  a  lower 
price  than  a  similar  one  he  saw  somewhere 
else  is  really  what  it  purports  to  be. 

Garments  Sold  by  Weight 

Wool  knitted  garments  are  sold  by  weight. 
That  is,  the  basic  price  consideration,  or  basic 


cost,  is  the  cost  of  the  yarn  per  pound.  The 
labor  is  the  second  consideration,  and  to  these 
two  items  are  added  overhead  and  profit.  A 
garment  can  be  skimped  either  by  reducing 
the   dimensions   or  by   using  a 
lighter  weight  yarn  or  by  follow- 
ing a  looser  stitch.   It  can  be  seen 
that  all  these  reducing  processes  ^' 
militate  against  a  perfect  copy  of  . 
a  good  garment.    Buyer — watch 
this. 

It  is  conceded  that  any  knitted  ; 
garment  will  sag  somewhat.  A  i- 
well  made  garment,  however, 
with  a  close  stitch  and  ample  ma- 
terial, will  sag  less  than  the  poor- 
ly made  article,  and  in  addition, 
it  usually  sags  uniformly  so  that 
it  is  not  so  noticeable.  In  a 
striped  garment  of  the  better 
grade  care  is  taken  to  match  the 


Fiber  silk  tuxedo  in  filet  stitch  in  imitation 
of  the  old  hand  crocheted  fish  net.  It  is  made 
up  in  black,  navy,  buff,  brown,  chm  chin,  pearl 
gray  and  purple.    Sizes  36-44. 

The  two-tone  scarf  (lo-in.  in  width)  also  of 
fiber  silk,  comes  in  navy  and  pearl,  black  and 
honey  dew,  black  and  pheasant  and  navy  and 
copen,  and  other  rich  combinations.  Both 
from  The  Weartex  Knitting  Co. 


Shawlette  of .  brushed  wool  in  attractive 
color  combinations.  Novel  features  are  the 
fringed  round  collar  and  tight  fitting  back  with 
attached  belt.  The  front  may  be  worn  but- 
toned high  at  the  neck  or  turned  back  in  tuxedo 
effect.    Shown  by  Louvre  Knitting  Mills,  Inc. 

stripes,  whereas  cost  of  production  is  lessened 
by  the  copyist  by  avoiding  this  detail. 

Get  the  Right  Size 

One  of  the  essential  points  in  connection 
with  the  sale  of  a  sweater — or,  for  that  mat- 
ter, any  knitted  garment  which  fits  the  body 
and  is  not  merely  thrown  over  it — is  to  see 
that  the  customer  is  given  the  proper  size. 
Women  want  sweaters  to  fit  snug,  and  for 
that  reason  desire  them  small.  A  salesman 
who  sells  a  small  sweater  creates  a  dissatisfied 
customer,  as  the  stitching  in  the  arm  holes 
will  pull,  the  buttonholes  will  pull  and  there 
will  ensue  a  tension  which  cannot  be  corrected. 


3fi 


This  chiffon  alpaca  slipover  with  hand  cro- 
cheted filet  may  be  adjusted  to  fit  snugly  over 
the  hips  by  a  draw  string  in  self  color.  A 
similar  string  is  run  loosely  through  the  filet, 
closing  the  front  from  the  waist  up.  From 
James  H.  Moffet.  ] 

The  nature  of  the  garment  itself  is  cling- 
ing, and  this  should  suffice  to  cause  the  snug- 
fitting  effect.  It's  the  abuse  and  not  the  use 
of  knitted  outerwear  that  relegates  it  to  the 
discard  too  soon. 


Philadelphia  Kur  Men 
Protest  Tax 


Philadelphia  Office  of  the  Dry  Goods  Economist, 
1420  Widener  Building 

Fur  dealers  and  manufacturers  of  this  city 
have  organized  to  urge  on  Congress  the  re- 
peal of  the  10  per  cent  tax  on  manufactured 
furs.  The  move  is  led  by  the  Fur  Manufac- 
turers' Protective  Association.  It  is  com- 
plained that  the  present  tax  has  retarded  busi- 
ness and  is  working  hardship  on  the  fur  trade, 
as  the  manufacturer  pays  it.  Carl  Blumer, 
president  of  the  association,  says: 

"The  fur  industry  is  discriminated  against 
by  this  tax  while  other  industries  are  free 
from  it.  Furs  have  been  classed  as  a  luxury 
and  taxed  10  per  cent,  while  jewelry  and 
precious  stones  are  taxed  only  5  per  cent. 
(This  is  a  tax  paid  by  the  retailer,  how- 
ever.) We  do  not  complain  of  equitable  taxes ; 
but  this  is  not  equitable.  We  favor  the  enact- 
ment of  a  1  per  cent  turnover  tax  to  meet 
the  Government's  requirements." 


The  twenty-fifth  anniversary  of  the  Amer- 
ican Cotton  Manufacturers'  Association  is 
marked  by  the  spring  meeting  of  that  body, 
which  takes  place  here  this  week.  Extensive 
preparations  for  members'  entertainment  have 
been  made,  $10,000  having  been  raised  for 
this  purpose. 
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No.  SITE— The  newest 
SCARF  made  of  fluffy 
Camels  Hair-  and  Mohair 
Yarns.  Beautiful  co'or 
combina  tions.  No.  24525 — 
Same  yarns  in  solid  colors. 


No.  165E 

Floss  Knit  Tuxedo 

An  original  Mallory  crea- 
tion. Made  in  15  colors. 
No.  E165S  —  Same  with 
i^utterpy  Bell. 
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No.  407E—A  New  Collarless  Tuxedo  that  gives  a 
most  pleasing  youthful  appearance.  Drop  Stitch 
English  Mohair.  Made  in  a,  complete  range  of 
colors. 

JVhen  Better  Sweaters  Are  Made 

Mallory  will  be  first  to  make  them ;  but  to  date 
we  are  proud  of  the  reputation  we  have  earned 
of  making  the  Best  Sweaters. 

Always  on  hand — complete  line  of  Scarfs  and  Bath- 
ing Suits  for  women.    Samples  on  request. 


'iJM?''' ^  ^Sweaters  an,^^^^ 
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Public  Is  Waking  Up  to  Utility 
Of  Knitted  Outer  Garments 

Retailer  Only  Needs  to  Concentrate  on  Line  in  Order  to 
Reap  Benefits— Good  Season  Looked  for— Opinion  Pre- 
vails That  Prices  Will  Not  Recede  in  Immediate  Future 


BECAUSE  the  buying  of  knitted  outer- 
wear has  always  been  more  or  less  of  a 
perfunctory  phase  of  the  merchandising 
in  any  large  or  small  store,  little  or  no  atten- 
tion has  been  devoted  to  it,  in  the  same  sense 
that  attention  has  been  centered  on  the  buy- 
ing and  selling  of  coats,  suits,  dresses,  etc., 
which  constitute  one  of  the  most  important 
departments  in  a  progressive  retail  establish- 
ment. There  has  been  for  many  years  a  cer- 
tain demand  for  sweaters  and  bathing  suits, 
and  stocks  were  carried  to  meet  this  demand. 
If  sales  did  not  liquidate  the  stocks  on  hand, 
it  mattered  little,  as  they  were  staples,  with 
but  slight  changes  in  style,  and  if  they  were 
not  sold  on  Monday  they  would  sell  on  Tues- 
day, or  possibly  next  week  or  next  month. 
The  question  of  turnover  of  knitted  outerwear 
apparently  meant  nothing. 

A  material  change  is  taking  place  in  this 
industry  to-day — not  a  sudden  change,  because 
it  has  been  undergoing  gradual  development 
for  the  past  two  or  three  years,  but  it  is  now 
reaching  a  point  which  demands  serious  con- 
sideration on  the  part  of  the  retailer.  The 
public,  too,  is  awake  to  the  fact  that  in  knitted 
outerwear  it  has  a  commodity,  comparatively 
low-priced,  long-wearing,  serviceable  and  pos- 
sessing a  high  degree  of  style.  Here  one  sees 
a  condition  wherein  the  producer  and  the  con- 
sumer are  strides  ahead  of  the  distributor. 

A  Matter  of  Concentration 

With  few  exceptions  the  retailer  has  failed 
to  recognize  the  volume  of  business  which  can 
be  realized  by  the  application  of  the  same  kind 
of  concentrated  effort  to  this  particular  mer- 
chandise that  he  lends  to  his  other  depart- 
ments. 

This  article  seeks  to  outline  briefly  the 
opinions  of  some  of  the  leading  factors  in  the 
knitted  outerwear  industry  in  order  to  give 
the  retailer  an  idea  of  what  the  fall  season 
prospects  are.  Manufacturers  are  looking  for- 
ward to  a  good  season.  This  anticipation  is 
based  on  the  natural  development  of  the  knit 
goods  business  and  on  the  fact  that  retailers' 
stocks  are  said  to  be  low.  An  investigation 
by  one  of  the  largest  houses  developed  that  re- 
tailers have  cleaned  out  pretty  well  all  popular- 
priced  merchandise,  and  that  their  require- 
ments for  fall  will  be  in  excess  of  what  they 
were  a  year  ago.  Another  wholesale  house 
making  a  higher-priced  line,  in  referring  to 
reports  received  from  their  traveling  men^ 
say  that  retail  stocks  are  low,  and  that  while 
buyers  are  cautious,  this  very  fact  makes  for 
a  healthy  condition  all  around.  Along  this 
line  it  is  interesting  to  note  the  comment  of 
another  big  factor  who  says  he  is  receiving 
more  special  reorders  than  ever  before,  indi- 
cating that  the  retailer  has  small  stocks  and 
is  poorly  prepared  to  handle  the  midsummer 
rush. 

Conditions  and  Prices 

What  about  the  conditions  that  regulate 
price?  In  the  production  of  knitted  outer- 
wear there  are  four  classes  of  yarn  which  play 
an  important  part  in  their  construction — silk, 
fiber  silk,  mohair  and  worsted.  The  present 
trend  of  prices  for  these  yarns  is  upward,  or 
at  least  the  market  is  stifEer.  It  is  believed  in 
the  manufacturing  field  that  there  is  little 


likelihood  of  an  easing- of  prices  of  yarns  ox 
any  of  these  classes  in  the  face  of  an  increas- 
ing demand  from  the  consumer.  Conditions 
in  the  Near  East  induce  the  feeling  that  mo- 
hair will  be  scarcer. 

The  raw  silk  market  has  shown  a  stiffen- 
ing in  recent  weeks.  Good  silk  sweaters  are 
said  to  be  none  too  plentiful  at  any  price. 
While  these  are  conditions  which  prevail  to- 
day, and  apply  to  summer  merchandise  largely,, 
the  underlying  condition,  it  is  felt,  will  also 


mer  and  fall;  a  reported  scarcity  of  this  mer- 
chandise on  the  shelves  of  the  retailer ;  a  con- 
dition in  the  yarn  markets  which  would  not 
be  conducive  to  lower  prices;  no  indication 
that  labor  will  be  forced  to  accept  a  material 
reduction  in  wages;  and  in  addition  to  these 
cn  intensive,  campaign  by  a  large  group  of 
manufacturers  to  further  the  use  of  knitted 
outerwear,  not  only  for  sports  occasions  but 
for  general  use.  Despite  the  fact  that  the 
prices  of  knitted  outerwear  have  undergone 
deflation  along  with  other  commodities,  the 
prevailing  opinion  among  manufacturers  seems 
to  be  that  the  low  level  has  been  reached,  at 
least  for  some  time  to  come.  Of  course,  this 
remains  to  be  seen. 

Business  in  Strong  Position 

A  statement  of  a  knitted  specialty  manufac- 
turer stands  out  among  others.  He  summed 
up  the  knitted  outerwear  merchandising  sit- 
uation in  this  way:  "Do  not  look  for  big 
profits  if  you  expect  big  sales.  While  this 
is  true  of  the  manufacturer  it  is  also  true  of 
the  department  store.  The  knit  goods  busi- 
ness was  never  in  a  better  position  than  it  is 
to-day,  but  like  all  other  commodities  this 
must  be  governed  according  to  the  demands  of 
the  ultimate  consumer.  We  always  study  the 
situation  confronting  the  other  party,  put  our- 
selves in  his  place  and  work  accordingly." 

In  view  of  these  facts  and  the  knowledge 
that  the  turnover  of  knitted  outerwear  in  the 
average  department  store  is  said  to  be  only 
one  and  a  half  times  a  year,  there  seems  no 
room  for  doubt  that  with  proper  and  sys- 
tematic merchandising  this  turn- 
over could  be  increased  at  least 
four  times.   When  one  considers 
the  number  of  items  which  are 
classified    under    the  general 
term  of  knitted  outerwear  there 
is  a  vast  volume  of  trading  pos- 
sibilities. 

To  merchandise  all  of  the 
items  in  one  department  or  un- 
der one  buyer  would  not  be 
practicable,  but  all  items  could 
be   merchandised   through  one 
head,  or  information  about  the 
purchases  and  sales  of  the  vari- 
ous buyers  could  be  cleared  through  a  central 
point  so  that  all  items  could  be  regulated  with 
a  knowledge  of  past  and  present  perform- 
ances. 


A  Tuxedo  model  of  mohair  yarn  in  a  Shet- 
land stitch,  giving  a  drop  stitch  effect.  The 
collar  of  slynx  de  laine  affords  an  interest- 
ing contrast.    From  H.  Lee  Mallory  Co.,  Inc. 


apply  to  fall.  The  price  of  woolen  yarns, 
while  somewhat  lower  than  last  year,  may  go 
up  with  the  demand  for  raw  material  for  cool 
weather.  One  big  consumer  of  yarns  says  that 
prices  are  marking  time  in  the  woolen  end, 
pending  the  enactment  of  a  new  tariff. 

Labor  Costs  Remain  High 

The  fact  that  the  knitting  mills  are  operat- 
ing to  capacity  in  most  instances  works 
against  any  material  reduction  in  wages.  The 
supply  is  not  in  excess  of  the  demand.  The 
economic  result  is  obvious. 

There  is  outstanding,  then,  an  anticipated 
large  demand  for  knitted  outerwear  for  sum- 


Ready- to- Wear  'Notes 

Miss  Clara  Fagan  has  been  appointed 
buyer  for  the  underwear  department  of  the 
Higbee  Co.,  Cleveland,  Ohio.  The  new  house 
dress  and  apron  department  of  this  firm  is  to 
be  in  charge  of  Miss  Esther  Lapick. 

W.  H.  McGee  is  taking  charge  of  the 
women's  ready-to-wear  department  of  Lip- 
man,  Wolfe  &  Co.,  Portland,  Ore.,  in  place  of 
L.  N.  Levinson,  who  is  going  into  business  for 
himself.  Mr.  McGee  formerly  was  with  the 
A.  T.  Lewis  &  Son  D.  G.  Co.,  Denver,  Col. 

B.  M.  Hardy  has  succeeded  J.  Mandlove  as 
ready-to-wear  buyer  of  the  Rollman  &  Sons 
Co.,  Cincinnati,  Ohio.  ^ 

A.  H.  Goldberg,  who  has  resigned  as  man- 
ager of  the  basement  ready-to-wear  depart- 
ment of  the  Davidson  Bros.  Co.  of  Sioux  City, 
Iowa,  to  take  effect  on  June  1,  will  become 
merchandiser  and  buyer  of  the  upstairs 
ready-to-wear  departments  for  Bannon  Bros. 
Co.  of  St.  Paul,  Minn. 

Mr.  Goldberg  is  well  known  in  the 
women's  garment  field.  He  was  at  one  time 
buyer  and  merchandise  manager  for  all  of 
the  ready-to-wear  departments  for  the  Four- 
teenth street  Store  in  New  York. 


46 


DRY  GOODS  ECONOMIST,  JUXE  4,  192] 


Su 


upcrioK 


arments 


These  "Superior  Knit"  Garments 

combine  all  that  can  be  wished  for  in  Knitted 
OUTERwear  of  real  QUALITY,  good  VALUE 

and  smart  STYLE.  You'll 
sell  them  readily — of  that 
we're  sure. 


STYLE  No.  091.  Pure  wor- 
sted, block  stitch  Tuxedo,  brushed 
and  worsted  border  and  belt, 
with  buckle.  A  particularly  good 
seller,  in  the  popular  Heather 
Mixtures  of  Blue,  Brown  and 
Green  Heather.  Sizes  34  to  46. 
Per  dozen. 


$90.00 


STYLE     Xo.    098.  Pure 

worsted  sport  cape,  brushed 
mohair  collar  and  border. 
Colors,  Navy  and  Silver, 
China  Blue  and  White,  China 
Blue  and   Buff.     Price  each. 


$12.50 


STYLK  No.  4422.  Pure  wor- 
sted Tie  Hack  witli  fringed  edge 
triimiiing  on  front  and  cuffs.  A 
very  attractive  number  and  a 
good  seller.  Colors,  Black  and 
White,  Brown  and  Buff,  Navy 
and  White,  Myrtle  and  Purple. 
Sizes  34  to  46.    Per  dozen. 


$48.00 


STYLE  No.  628.  Pure  wool 
Tuxedo  for  Misses'.  Brushed  mo- 
hair border  and  belt.  Turnover 
cuffs  and  pockets.  Celluloid  buc- 
kle. Colors,  American  Beauty, 
China  Blue,  Cardinal,  Peacock, 
Maroon,  Myrtle.  Misses'  sizes 
28  to  36.    Per  dozen, 


$54.00 


STYLE  No.  4423.  Pure  wor- 
sted Tie  Back  with  brushed  mo- 
hair collar.  Sash  is  finished  with 
fringed  ends.  A  very  striking 
model.  Colors,  Black  and  White, 
Buff  and  Purple,  P'  acock  and 
Buff,  Brown  and  RulT.  Sizes  34 
to  46.     Per  dozen, 


STYLE  No.  699.  Pure 
worsted  Sulit,  Tuxedo  Coat, 
with  fringed  sash,  full  racked 
border  and  belt,  brushed  mo- 
hair trimming.  Two  pockets. 
Sizes  34  to  46.     Price  each. 


$48.00 


$12.50 


APPLETON  SUPERIOR  KNITUNG  WORKS 

APPLETON-  -WISCONSIN 
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Central  News  Photo. 


Society  viewing  a  heated  match  of  men's  doubles  cn  the  courts  at  White  Sulphur  Springs.    The  variety  of  knitted  wear  worn  at  the  event  is  a  point  of  interest. 

Fashion  Adjusts  Itself  To  Meet 
Demands  of  Business  Woman 

Sports  Wear  Comes  Into  Its  Own  and  With  It  the  Vogue  for 
Knitted  Fabrics— End  of  the  Suit's  Reign  in  Realm  of  Fashion 
Predicted — Tailored  Modes  Lead  Field 


FROM  the  hour-glass  silhouette  to  the 
straight-line  slip-on  frock,  from  the 
stiff  leg-o'-mutton  sleeve  to  the  long, 
graceful  creations  of  chiffon  lace  and  satins, 
from  pantalettes  to  fascinating  panels  hang- 
ing in  careless  irregularity  below  the  hems 
of  skirts,  from  the  prim,  stiff  shirtwaist  of 
starched  linen  or  heavy  silk  to  the  soft 
slip  overblouse  now  so  essential  a  part  of 
the  modern  wardrobe — these  are  proof  of 
the  true  evolution  of  fashion,  or  we  might 
say  the  emancipation  of  self-expression  in 
the  art  of  costuming. 

For  certainly  the  woman  of  to- 
day rules  the  laws  of  fashions.  She 
wears  clothes  that  express  her  indi- 
viduality and  allow  her  the  feeling 
of  freedom  and  independence.  She 
is  no  longer  forced  to  follow  the  dic- 
tates of  a  ruling  queen  or  a  court 
favorite,  as  in  the  sixteenth  century, 
or  even  a  social  leader  of  more  mod- 
ern times.  Women  are  now  the 
power  behind  the  throne  of  fashions 
and  what  they  demand  must  be  made. 

Women  Rule  Modes 

Therefore,  with  a  majority  rule 
in  this  court  of  style  it  is  natural 
that  the  activities  of  women  as  a 
whole  should  influence  the  mode. 
Since  1917  statistics  show  a  tremen- 
dous increase  in  the  number  of 
women  engaged  in  the  professional 
world.  This  has  brought  them  into 
a  life  of  independence,  and  their 
freedom  has  found  expression  in 
their  clothes.  The  business  woman 
to-day  dons  the  tailored  type  with  a 
suit  of  tweed  or  knitted  cloth,  a 
smart  tailored  hat  and  all  other  ac- 
cessories in  keeping,  including 
gloves,  shoes,  hose  and  handbag, 
which  go  toward  making  a  costume 
complete. 

Therefore,  in  order  to  cater  to 
this  type,  styles  have  assumed  a  de- 
cidedly masculine  air;  that  is,  where 
suits  are  concerned.  The  dressy 
suit — once  the  very  smartest  cos- 


tume worn — has  been  relegated  to  the  shelf 
and  only  those  bearing  the  marks  of  the 
strictly  tailored  type  or  carrying  the  air  of 
outdoor  sports  are  now  worn. 

Suit  Has  Bad  Days 

This  fact  has  been  acknowledged  by 
many  of  the  largest  suit  manufacturers  in 
New  York,  and  a  few  have  even  gone  so 
far  as  to  state  that  the  days  of  the  suit  are 
limited;  that  is,  those  other  than  the  sports 
suit. 


The  often  talked  of  three-piece  suit  has 
come  into  vogue  again,  but  even  this  is  a 
passing  fashion,  here  to-day  and  gone  to- 
morrow, for  it  is  an  extravagance. 

Few  women  care  to  wear  any  part  of  a 
costume  except  with  its  rightful  complement. 
A  three-piece  suit  is  much  more  expensive 
than  a  dress  and  top  coat,  which  could  be 
worn  on  all  occasions.  Therefore,  in  the 
final  analysis  the  dominating  styles  for  street 
wear  are  tailored  dresses,  top  coats,  tailored 
suits  and  sports  wear. 

Sports  Wear  Has  Inning 

The  demand  for  this  last  type  has 
grown  in  proportion  as  the  inde- 
pendence of  women  has  advanced, 
and,  as  has  been  previously  men- 
tioned, this  proportion  has  been 
great  within  the  last  few  years. 
Therefore,  fashions  to-day  reflect  a 
tailored  influence  as  well  as  the  free 
and  easy  style  of  sports  clothes. 

The  modern  woman  not  only  en- 
joys her  freedom  of  independence  in 
the  clothes  she  wears  during  busi- 
ness hours,  but  she  participates  in 
the  same  joy  when  seeking  pleasure. 
On  the  golf  course  or  tennis  courts, 
hiking,  motoring  or  swimming  she 
appears  in  tweeds.  It  is  not  unusual 
to  see  girls  on  the  streets  of  Western 
cities  costumed  in  knickers  and  box 
coats,  and  at  fashionable  resorts  in 
every  part  of  the  country  this  cos- 
tume has  been  adopted  as  quite  the 
smartest  thing  to  wear. 

With  the  advent  of  the  athletic 
girl  and  the  business  woman  new 
fields  have  opened  for  the  creators 
of  fabrics  as  well  as  fashions,  and  it 
is  in  this  field  that  knitted  fabrics 
have  won  their  fame. 


Slictcbed  by  an  Economist  artist. 

Cape  of  black  silk  and  white  knitted  cashmere,  with  monkey^  fur 
collar.  Dress  and  cape  of  Lonsdale  cloth  in^  tan  with  embroidery 
of  colored  wool  yarns.    Both  models  from  William  Bloom  &  Co. 


James  H.  Morrison  has  become 
credit  manager  for  the  Gilchrist  Co., 
Boston,  Mass.  He  was  formerly  as- 
sistant credit  manager  of  Blooming- 
dale  Bros.,  New  York. 
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Sty'e  11021 — Extremely  Smart  Knitted 
Sport  Cape  in  wide,  permanent  plaits 
and  contrasting  cross  stripes.  Throw- 
over  scarf  collar,  fringed  ends.  Colors: 
Jade/White,  Lavender/ White,  Black/ 
White,  White/Black.  .  .Price,  $10.50  each 


Style  No.  11026 — The  "Celestial" — a 
Cape  of  indescribable  beauty.  Made  of 
pure  Silk  and  Mohair  and  as  dainty  as 
thistledown.  Collar  and  reverse  of  6nest 
long  brushed  Mohair.  Colors:  Celestial 
Blue  and  White,  Pink  and  White,  Black 
and   White.   Honeydew  and  White. 

Prior,  $13.53 

Style  No.  11029 — Same  style  as  11026 
in  pure  Mohair  with  large  brushed  col- 
lar. Colors:  Hardins:  Blue  and  White, 
Pearl  Gray  and  White,  Henna  and 
White,  Black  and  White,  Rose  and-  Gray, 
Jade  and  White,  and  Brown  and  Buff. 

Price,  $8  50 


Style  No.  11027 — Pure  Worsted  Cape, 
made  because  of  insistent  request,  along 
similar  lines  as  one  of  our  higher  priced 
numbers.  Permanent  accordion  pleats, 
brushed  angora  collar  and  reveres. 
Colors:  Rose  and  Gray,  Pearl  Gray  and 
White,  Buff  and  Brown,  B'ack  and  White, 
Navy  and  Buff,  and  Flame  and  White. 

PUce,  $13.50 


Style  No.  5503 — Misses'  Cape  of  Brushed 
Pure  Worsted  in  Jacquard  design. 
Flame/White,  Jade/White,  Navy/Buff, 
Pearl  Gray/Tomato,  Buff/Brown,  Tur- 
quoise/Buff  Price,  $7.75 


Style  No.  4006  Kiddie:  Cap«.  2  to  6 
years.  Brushed  worsted  collar,  perma- 
nent accordion  ph  ats.  Colors:  Tur- 
quoise and  White,  Tomato  and  White, 
solid  Pearl  Gray,  Copen  and  Gray,  Buff 
and  Brown,  Pink  and  White.  .Price,  $2.75 


Style  No.  4010 — Little  Red  Riding  Hood 
Cape  of  pure  Worsted  in  permanent 
pleats,  coat  finished  off  in  contrasting 
crochet  stitch  and  closes  with  draw 
cord.  Colors:  Pink/White,  Buff /Brown, 
Turquoise/Buff,  Copen/Gray  and  all 
Tomato   Price  $2.75 


A  PREDICTION 
FULFILLED 

Months  ago  we  featured  knitted 
capes  and  predicted  a  big  season 
for  them. 

Today  the  Demand  Exceeds  the 
Supply 

Now  we  predict  that  many  stores 
will  have  their  own  troubles  with 
capes  that  sag,  that  will  not  stand 
wear. 

Buy  good  smart  capes  —  from  a 
house  of  proven  values — and  you 
will  enjoy  a  tremendous  cape  busi- 
ness during  the  entire  month  of  June 
— and  after. 

Write  for  Our  Ten  Big  Selling  Styles 


36  West  32nd  street. 


ST.  LOUIS— J.  E.  Gootee 
Room  318,  Hotel  Statler 


LOS  ANGELES— Harry  E.  Kresel     BOSTON— David  J.  Minot 
Room  302,  342  So.  Broadway     Room  207,  515  Washington  St. 


ew  YorX  City 


SEATTLE— J.  H.  Weist 
1516  Third  Ave. 
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Style  No.  127 — One  of  the  Season's  most 
popular  Lace  Vestee  Tie-Back  Blouses. 
Made  of  pure  Worsted  in  link  and  link 
stitch.  Mercerized  cord  and  tie  at  neck 
and  cuffs.  Colors:  Turquois'-,  Pink,  Nile, 
Navy,   White,   Harding  B'ue,  Honeydew 

Price,  $30.00  per  Doz. 


Style  No.  654 — One  of  tfie  most  popular  of  our  new  tuxedo 
coats,  summer  weight,  pure  Worsted  in  links  and  links  stitch, 
cross-over  belt,  full  length  tuxedo  and  cuflfs  of  S  ynx  de  lains 
(Persian  Wool)  in  contrasting  colors.  Colors:  Black/White, 
Flame/White,     Jade/White,     Pink/White     and  all 

.Price,  $42.^0 


Navy/Gray, 


White 


Sty  e  No  655 — Same  as  No.  654,  half  Irngth  tuxedo  and  belt 
with  large  balls  of  Persian  wool.  Same  colors  and  price  as 
No.  654. 


Style  No.  147 — One  of  the  smartest  and  most 
popular  of  the  new  Knitted  Slip-on  Blouses. 
Made  of  pure  Worsted  in  alternating  links  and 
links  and  ostrich  stitch  and  having  collar  and 
cuffs  of  fine  white  organdie.  Closes  at  neck 
with  satin  ribbon.  Bottom  finished  off  smartly 
with  our  regular  wool-ostrich  trimming  Colors: 
Sky  Blue,  Turquoise,  Honeydew,  Nile,  Pink,  Sal- 
mon, Champagne,  Orchid,  Canary. 

Price,  $24.00  per  doz. 


KNITTED  NOVELTIES 
FOR— NOW— 

It  is  ALWAYS  in  TODAY'S  sales  that 
your  selling  interest  centers — TODAY 
— is  always — THE — DAY. 

Your  merchandise,  then  must  be  TO- 
DAY'S demand— THE  BIG  SELLING 
STYLES  of  THE  MOMENT. 

Here  they  are  in  values  that  simply 
cannot  be  duplicated  elsewhere. 

Values  that  delight  the  heart  of  the 
thrifty  buyer. 

Styles  that  bring  joy  to  the  Smart  miss 
or  woman. 

THESE  are  big  KNITWEAR  DAYS 
—CAPITALIZE  THEM. 

Here  is  today's— Selling  Styles— order 
them— NOW— 

Write  for  Oar  Ten  Big  Selling  Styles 


Style  No.  93C6 — Very  ,<mart  two-piece 
dress  (slip-over  and  skirt),  made  in 
fancy  stitch;  white  organdie  collar  and 
cuffs.  Co'ors:  Black,  Navy,  Jade,  Pea- 
cock,  Rose   Price,  $6.75 


Style  No.  9302 — Excellent  quality  jersey 
cloth  Dress  in  new,  popular  sleeveless 
model;  two  patch  pockets,  closing  with 
large  self-covered  button  and  button 
hole:  leather  belt  with  Mother  of  Pearl 
hM-kle.  Colors:  Navy,  B~aver,  Seal 
Brown,  Taupe,  Nut  Brown,  Pekin. 

Price,  $6  25 


36  West  32nd  street. 


ST.  LOUIS— J.  E.  Gootee 
Room  318,  Hotel  Statler 


David  J.  Minot 


ICS  AKG^I      — Harry  E.  Kresel  ECSTON- 

Room  302,  342  So.  Brcadway     Room  207,  515  Washington  St. 


SEATTLE — J.  H.  Weist 
1516  Third  Ave. 
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NO  "POOR  BUSINESS" 

With  These  Exceptional  Values 


fkniltecl 
PUTERwean 


Capes.  Large  assortment  for  J uveniles,  Misses 
and  Ladies  in  color  themes  that  appeal  to  your 
customer.  As  beautiful  as  artists  can  blend.  Ju- 
venile, $2.75  each  and  up;  Misses',  $5.00  each  and 
up;  Ladies',  $6.25  each  and  up. 


Pessimistically  inclined 
merchants  who  are  be- 
wailing their  "poor  busi- 
ness" have  only  them- 
selves to  blame. 

There  is  good  business 
to  be  had  and  splendid 
profits  to  be  made — with 
the  right  sort  of  merchan- 
dise —  seasonable  mer- 
chandise. 

irs  HERE! 

For  every  dealer  who  loves 
the  tune  of  the  cash  reg- 
ister playing  that  merry 
little  melody,  "The  Clink 
of  the  Coin,"  there's  a 
wonderful  opportunity 
right  on  this  page 
to  increase  sales;  build 
business;  turn  stock  over 
and  over  and  swat  the  jinx 
of  poor  business  a  knock- 
out. 


Bathing  Suits  for  Juveniles,  Misses,  Ladies,  Boys 
and  Men.  Prices — Juveniles,  all  colors,  $8.00  per 
doz.  and  up.  Boys,  all  colors,  $12.00  per  doz.  and 
up.  Misses,  all  colors,  $16.50  per  doz.  and  up. 
Ladies,  all  colors,  $18.00  per  doz.  and  up.  Men's, 
all  colors,  $9.00  per  doz.  and  up. 


SPOT  DELIVERY  TOO!  NO 
LONG  WAITS!  GOODS  WHEN 
WANTED;  JUST  WHEN  THE 
DEMAND  IS  GREATEST. 
THINK  OF  THAT! 

You  know  the  "Roseknit"  slogan, 
i.  e.,  "Made  to  Wear  and  Fit"— 
you  take  no  chances;  the  reputa- 
tion of  our  entire  organization 
stands  behind  that  motto. 
The  merchandise  listed  here  is 
genuine ''Roseknit"— not  a  collec- 
tion of  jobs  gathered  together  for 
the  occasion.  All  fresh,  this  sea- 
son's superb  showing  in  sports  ap- 
parel. Act  quick — we  will  do  so, 
too. 


Silk  Sweater  Coats.  IJaring,  Starlling  Lines. 
Countrywide  Demand.  Heavy  Pure  Fibre  Trico- 
Ictte.  Wc  have  the  most  complete  popular  priced 
silk  coals  being  shown  by  ANY  knit  goods  house. 
Prices,  $60.00  per  doz.  and  up. 

Jiere   you   have   a   big   stock    of   Silk  Sweaters, 

Capes  and  Hatliing  .Suils  to  draw  from.  Mrrchnn- 
ill.,:  that  i.nll  srll  NOW. 


THE  ROSE  KNIT  GOODS  CO, 

Creators  of  Knitted  Novelties 

Cleveland,  Ohio 

New  York 
409  Wilson  Building,  1270  Broadway 


SPECIAL  ALL  WORSTED  JERSEY  KNOCK 
ABOUT  SPORT  JACKETS.  All  colors  at  $4.00 
and  up. 

Coat  shown  above  is  made  of  Pure  Worsted 
fulled  Jersey  Tu.redo  Sport  Model.  Pleated  back 
and  fancy  pleated  pockets.  An  extremely  snappy 
garment.  Colors:  Black,  Navy.  Brown,  Camel, 
Pheasant,  Scarlet,  Peacock,  Jade,  Tan,  Nippon, 
Sphin.v,  Hunter.     Price  $6.75  each. 
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Knitted  Wear  Modes 
That  Mirror  Spirit 
Of  Summer 


Tzvo-in-onc  style  bathing  suit,  of  knitted 
Jersey.    From  Asbury  Mills. 


Two-toned  .  fiber  silk 
in  navy  and  gold  clev- 
erly fashioned  into  a 
separate  skirt  and  jump- 
er suitable  for  sports 
zvear.  From  Herman 
O.  Nuss. 


Left — Black  and  zvhite  half 
tuxedo  sports  model  with  rc- 
vers  and  cuffs  of  white  brush- 
ed wool.  Right — Sports  cos- 
tume of  gray  wool  showing 
narrow  'stripe  in  jazz  red.  Both 
models  are  from  the  Mengart 
Knitting  Mills. 
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SPECIAL:  Fibre  Silk  Tuxedo  Coats  For  Immediate  Delivery  From  $4.5o  up 


SAMPLES  CHEERFULLY  SUBMITTED 


Royal  Knitting  Mills 


35-37  WEST  31ST  STREET 


NEW  YORK 
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Knitted  Outer  Garments  Specially 
Suitable  for  Children's  Wear 

Apparel  Yields  to  Movements  of  Kiddies  Allowing  Greater  Freedom 
for  Play — Colorings  Attract  the  Eye  and  Price  Is  Lower 
Than  for  Garments  of  Woven  Fabric 


TE  can't  keep  enough  of  these  little 
knitted  dresses  on  hand,"  said  the 
buyer.  She  referred  to  the  popular 
priced  knitted  outer  garments  for  children  dis- 
played on  a  center  table.  One  hears  on  all 
sides  such  expressions  as  this  which  indicate 
the  general  tendency  toward  more  knitted 
things  for  children. 

Knitted  outerwear  for  children  grows  in 
favor  for  many  reasons.  In  the  first  place  the 
designers  of  this  type  of  garment  now  present 
a  variety  of  styles  that  fill  all  needs  and  ap- 
peal to  all  tastes.  When  knitted  garments 
were  confined  to  those  which  mothers  or 
grandmothers  made  by  the  fireside  in  the  long 
winter  evenings  it  was  not  so.  The  necessary 
stockings,  socks  and  mittens  with  a  limited 
number  of  such  luxuries  as  shawls  about  com- 
pleted the  list. 

Large  Variety  of  Styles 

To-day  busy  knit  goods  factories  put  out 
virtually  every  variety  of  knit  garment  for 
babies  and  children.  With  each  new  season 
come  new  styles.  Knitted  coats,  dresses,  suits, 
skirts  and  capes  are  among  the  season's  new- 
est and  best  sellers  in  children's  wear— and 
they're  serviceable  in  wear  and  smart  in  style. 

Knitted  wear  for  children  receives  much 
attention,  also,  because  it  is  so  peculiarly 
adapted  to  the  child's  needs.  Of  all  fabrics, 
it  is  the  most  comfortable  for  the  little  one 
because  it  is  soft,  warm  and  responsive  to 
the  active  movements  of  exercise  and  play. 

Whether  it  be  a  slip-over  or  a  knitted  petti- 
coat for  the  sixteen-year-old  schoolgirl  or  a 
play  suit  for  the  six-year-old  boy  or  an  in- 


fant's sack,  a  knitted  garment  always  feels  and 
looks  "just  right."  As  th^  child  grows,  be- 
cause of  its  characteristic  "stretching"  qual- 
ity, knitted  wear  will  remain  comfortable  long 
after  a  woven  one  would  be  outgrown.  It 
keeps  its  appearance  with  hard  wear  and 
launders  satisfactorily  and  easily. 

Colorings  Are  Attractive 

Knitted  garments  for  youngsters  also  make 
strong  appeal  through  their  attractive  colors 
and  styles.   Whether  in  rich  staple  hues,  strik- 


Economist  Photos  {Fashion  Camera) 

Little  girl's  knitted  dress  with  permanent 
pleated  skirt.  In  sizes  and  colors  to  meet  pop- 
ular demand.    Model  from  Cohen  Bros. 


Pure  worsted  knitted  coat  in  all  standard 
colors  and  in  si.ses  for  children  from  2  to  6. 
This  model  is  tan  trimmed  in  brown.  The  line 
is  shown  by  Yorkshire  Knitting  Co..  Inc. 

ing  high  shades  or  stunning  color  combina- 
tions, they  "dress  up"  the  wearer  to  good 
t'ffect. 

For  this  reason  knitted  scarfs,  capes, 
shawletles,  tams  and  sweaters  for  children 
of  ail  ages  score  heavily.  The  little  "tot" 
looks  cozy  and  cunning  in  her  pink  pleated 
cape.  The  schoolgirl  in  her  shawlette  and  tam 
of  brilliant  two-tone  color  combination  is 
equally  strikingly  and  appropriately  dres-sed. 

The  play  instinct  of  the  child  and  the 
"sport"  spirit  of  the  grown-up  are  closely 
allied.  What  the  stylish  sport  costume  is  to 
the  mother  or  older  sister  the  "stunning" 
skating  or  tennis  suit  is  to  the  young  girl. 
If  up-to-date,  both  kinds  of  apparel  are  of  knit 
fabric,  in  exclusive  style  and  becoming  rich 
coiors.  Outdoors  sports  and  wholsome  good 
times  are  becoming  almost  synonymous  with 
knitted  outerwear  for  all  ages. 

Lower  Prices  Possible 

When  it  comes  to  price,  the  knit  goods, 
according  to  an  authority,  should  be  even 
more  reasonable  than  similar  merchandise  in 


Child's  onc-piecc  knitted  bathing  suit  in  all 
colors  and  sices  zvitli  wide  knitted  banding  of 
contrasting  color  forming  a  fitted  waist  effect. 
Shozvn  by  Wonora  Knitti)ig  Mills. 

the  woven  fabric.  This  is  because  the  knitted 
garment  is  in  so  many  instances  made  up  at 
the  same  time  it  is  formed.  The  "trimming" 
is  also  usually  a  part  of  the  process  of  form- 
ing the  fabric,  rather  than  an  added  feature. 
Everybody  can  afford  comfortable,  good-look- 
ing knitwear,  and  as  the  cost  recedes  the  use 
of  this  type  of  garment  will  extend. 

With  countless  styles  and  limitless  pos- 
sibilities, knitted  garments  for  children  need 
only  be  judiciously  sele'cted  and  properly  dis- 
played to  prove  a  profitable  investment  for 
any  department  featuring  children's  apparel. 
In  many  cases  these  charming  garments  will 
actually  sell  themselves  if  given  the  oppor- 
tunity. 


Boys'  sailor  suit  and  fain  in  kni.tcd  ivorsted. 
The  garment  is  comfortably  and  strongly 
made,  meeting  all  the  demands  of  the  grozving 
boy.  The  suit  is  n.adc  by  Bamberger-Reinthal 
Co.,  Inc.,  Clez'cland. 
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EXTRAORDINARY 
VALUE!! 


3  Pieces  for  the 
price  of  one! 

Guaranteed  pure  wool 

KNITTED  SUIT 
consisting  of 

SKIRT,  MIDDY  and 
TAM  O'SHANTER 


COMPLETE 

573  E 


$9.50 


in  the  following  sizes  and 
color  combinations: 

Sizes:  14,  16,  18,  38,  40 


Col 


ors: 


Note: 
The  first 
named  color 
indicates 
the 

predominant 
color. 


Black  and  White 
Brown  and  Buff 
Buff  and  Brown 
Buff  and  Jade 
White  and  Jade 
Peacock  and  Buff 


IMMEDIATE  DELIVERY  —  WRITE —WIRE 


WORTH  KNITWEAR  CO. 

73  Worth  Street,  New  York  City 


Established  1846 


DRY  GOODS  ECONOMIST 

Reg.  in  U.  S.  Pat.  Off. 
Motto — What  to  Buy  and  How  to  Sell  It — Member  of  the  Root  Newspaper  Ass'n 
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CHICAGO,  215  So.  IVlarket  Street 
Franklin  G.  Whitney. 

ST.  LOUIS.  1627  Locust  Street. 

Root  Newspaper  Association. 

CLEVELAND,  539  Guardian  BIdg. 

Robert  Mertz. 

SAN  FRANCISCO,  423  Sacramento  St. 
P.  H.  ■  Nkalky. 

LONDON  (Eng.),  11  Haymarket,  S.  W.  1. 
John  C.  Curtiss. 

PARIS,    FRANCE,    2    Rue    des  Itailena, 
Corner  Boulevard  des  Itallens. 
Miss  Laura  Hubbard. 
MT.TiE.  Lebrun. 


ADVERTISING  RATES. 
single  insertion 

Full  Page   $276 

One-half  page   160 

One-quarter  page   80 

Contract  rates  on  application 


Teiephone  Call,  4900  Bryant. 

Cable  Address,  "DOMESTIC." 
(Western  Union  Code  Used) 

BRANCHES: 

BOSTON,  185  Devonshire  Street. 

James  H.  Gardnbr. 
PHILADELPHIA,  1420  Widener  BIdg. 

Prank  Manseb. 
3ALTIMORE,  207  Rollins  Building 

R    F    and  E.  D,  Nollbt. 


SUBSCRIPTION  PRICE. 

Weekly  Monthly 

United   States  $6.00  a  Year  $1.75 

Postage,  50c.  to  $1.00  additional  went  of 
Mississippi  River. 

CANADA  AND  FOREION. 

Weekly   $7.50 

Monthly    2.00 

Postage  paid. 

SINGLE  COPIES. 

Regular   26 

World  Wide   $1.00 

Money  due  to  the  Dry  Goods  Economist 
should  be  paid  to  this  office  direct  or  to 
an  agent  bearing  the  Textile  Publishing 
Company's  written  authorization  to  col- 
lect. No  other  payments  can  be  recog- 
nized. Make  checks,  drafts,  P.  O.  oi-ders, 
etc.,  to  orrlpr  of  The  Textile  Publishing 
Company 
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Revival  of  Business  in  Textile 
Industry  Now  More  Manifest 

Chemical  National  Bank  Reviews  Situation — Consumption  Conditions 
Grow  Promising  and  Number  of  Cotton  Spindles 
In  Operation  Increases 


THAT  liquidation  in  the  textile  trades  has 
been   exceptionally  thorough  as  com- 
pared with  other  industries  and  that  the 
beginning  of  a  moderate  revival  in  textiles  is 
now  being  felt,  is  the  view  expressed  in  an 
analysis  of  the  textile  situation  recently  issued 
by  the  Chemical  National  Bank  of  New  York. 
The  facts  and  opinions  contained  in  this  analy- 
sis correspond  pretty  closely  with  those  pre- 
sented from  time  to  time  in  the  Economist, 
and  they  are  especially  interesting  because  of 
the  fact  that  the  Chemical  National  Bank  is  in 
very  close  touch  with  the  textile  industry. 
The  bank's  view  of  the  situation  is  as  follows : 
Textiles  have  led  the  van  in  liquidation. 
General  commodity  prices  in  May,  1920,  were 
272  per  cent  of  the  average  in  1913.  Wool 
prices  at  their  peak  were  309  per  cent  of  the 
1913  average,  cotton  prices  were  326  per  cent 
and  silk  prices  were  454  per  cent  of  their  re- 
spective 1913  averages.    Thus  the  prices  of 
textile  raw  materials  rose  higher  than  did 
general  prices,  silk  registering  a  particularly 
striking  increase. 

Drastic  Fall  in  Prices 

The  ultimate  fall  in  textile  prices  was  dras- 
tic and  precipitous.  Silk  dropped  in  six 
months  from  454  per  cent  of  1913  prices  to 
150  per  cent ;  cotton  dropped  in  eleven  months 
from  326  per  cent  to  87  per  cent ;  wool  dropped 
in  nine  months  from  263  per  cent  to  116  per 
cent  of  1918  prices.  To-day  cotton  is  below 
pre-war  prices,  wool  is  only  12  per  cent  above, 
while  silk,  is  65  per  cent  above  the  pre-war 
level.  The  Bureau  of  Labor  Statistics  index 
number  for  April,  1921,  shows  that  general 
'  commodity  prices  at  wholesale  are  54  per  cent 
above  1913  prices. 

Some  interest  attaches  to  the  silk  situation, 
since  silk  prices  have  been  stabilized,  disre- 
garding minor  fluctuations,  since  July,  1920. 
A  Japanese  silk  syndicate,  operating  with  some 
degree  of  governmental  support,  was  formed 
at  the  time  of  the  extreme  fall  in  silk  prices 
for  the  purpose  of  purchasing  raw  silk  in  suffi- 
cient quantities  to  prevent  further  price  de- 
clines. Thus  silk  has  been  virtually  "pegged" 
at  the  prevailing  price  level  through  mercan- 
tile and  governmental  action.  Whether  this 
level  can  be  maintained  depends  in  part  upon 
the  ability  of  the  syndicate  to  continue  its 
purchases.  Reviving  consumption,  combined 
with  a  reported  10  per  cent  decrease  in  cocoon 
production,  may  assist  the  syndicates,  though 
there  is  a  feeling  among  many  in  the  trade 
that  silk  prices  have  not  yet  reached  the  bot- 
tom. ■  . 

Silk  Imports  decreased  from  over  five  mil- 
lion pounds  in  July,  1919,  to  seven  hundred 
thousand  pounds  in  January,  1921 ;  wool  con- 
sumption fell  from  seventy-two  million  pounds 
in  January,  1921,  to  twenty-four  million 
pounds  in  December,  1920.  Of  even  greater 
significance  is  the  decline  in  cotton  consump- 
tion from  five  hundred  and  ninuty  thousand 
bales  in  January,  1920,  to  two  hundred  and 
ninety  thousand  bales  in  December  m  that 
year.  By  the  end  of  1920  the  monthly  con- 
sumption of  these  three  staple  raw  materials 
had  fallen  to  far  below  the  pre-war  averages, 
the  fall  in  consumption  having  been  as  sharp, 
sudden  and  drastic  as  the  fall  in  prices. 

The  present  situation  in  textiles  is  dis- 


tinctly favorable,  as  contrasted  with  conditions 
in  many  other  industries. 

For  the  first  time  in  twelve  months  cotton 
prices  have  recently  registered  an  increase, 
the  April  average  being  slightly  above  the 
March  figure  for  middling  cotton  at  New  Or- 
leans. This  increase  has  continued  during 
the  first  half  of  May. 

Wool  prices  have  remained  stable  during 
the  last  month.  This  recovery  in  the  textile 
trades  has  been  accomplished  in  the  face  of 
the  British  coal  strike  and  other  difficulties 
abroad  which  would  have  served  to  depress  a 
less  stable  market  on  this  side. 

While  there  is  still  some  uncertainty  in 
regard  to  silk  prices,  cotton  and  wool  appear 
to  have  reached  the  end  of  their  fall. 

Price  Drop  Unlikely 

Large  stocks  of  raw  materials  are  an  un- 
settling element  in  the  price  situation  for  tex- 
tiles, but  this  factor  has  been  to  a  large  extent 
discounted  in  the  fixing  of  present  prices. 


Slight  recessions  are  possible,  but  no  extended 
fall  of  textile  prices  is  to  be  expected. 

Consumption  conditions  since  the  first  of 
the  year  have  been  promising.  March  showed 
double  the  wool  consumption  of  last  December, 
February  and  March  witnessed  material  in- 
creases in  silk  imports,  while  the  March  and 
April  figures  for  cotton  consumption  were  only 
slightly  below  the  pre-war  level. 

The  number  of  active  cotton  spindles  has 
been  increasing  steadily  since  December,  while 
the  percentage  of  idle  wool  machinery  has 
shown  an  equally  steady  decrease.  At  the 
opening  of  the  year  1921,  57  per  cent  of  all 
looms  having  more  than  50-inch  reed  space 
were  idle,  while  in  March  only  43  per  cent 
were  idle.  Idle  combs  fell  from  53  per  cent 
of  the  total  number  reported  in  January  to 
28  per  cent  in  March. 

Less  Idle  Machinery 

Later  figures  are  not  available,  but  the 
continued  increase  in  wool  consumption  shows 
that  the  percentage  of  idle  machinery  was  still 
further  reduced  during  April. 

Liquidation  in  the  textile  trades,  while  it 
has  been  severe,  has  been  thorough.  Losses 
have  been  great  and  failures  have  been  numer- 
ous, but  most  of  the  difficulties  of  the  liquida- 
tion process  have  been  overcome.  While  the 
textile  trades  cannot  look  forward  to  any  such 
period  of  booming  prosperity  as  they  enjoyed 
in  1919,  the  available  figures  indicate  that  tex- 
tiles are  already  feeling  the  effects  of  a  tem- 
perate revival  from  the  depths  of  business  de- 
pression. 


Now  Is  the  Time  the  Fireless 

Cooker  Shows  at  Its  Best 


The  fireless  cooker  is  one  of  the  things 
that  ought  to  be  in  the  store's  limelight 
right  now.  With  hot  weather  coming  on,  the 
logical  time  for  presentation  of  this  sum- 
mer convenience  is  at  hand.  However  much 
of  an  all  year  'round  article  it  may  be,  its 
advantages  appear  never  so  attractive  as 
when  the  housewife  contemplates  dj-earily  a 
long,  hot  summer  with  its  hours  spent  over 
a  hot  stove.  Catch  her  when  she  is  in  this 
mood  and  the  unpleasant  prospect  will  do 
more  to  sell  the  cooker  than  a  star  salesman 
could  hope  to  do. 

The  fireless  cooker  is  one  of  the  most 
modern  of  household  labor-saving  devices; 
but  it  is  not  new.  Not  by  a  jugful.  Like 
printing,  gunpowder  and  a  few  other  little 
things,  it  was  invented  by  the  Chinese  and 
used  by  them  way  back  in  the  Ming  dynasty. 
There  were  no  rolling  kitchens  in  those  days 
to  keep  the  army  chow  hot.  So  food  \yas 
cooked  in  large  quantities  and  the  cooking 
pots  placed  in  larger  receptacles,  hay  being 
packed  tightly  in  the  space  between  the 
walls. 

The  Celestial  Wiseacres 

These  early  devices  were  nothing  like  as 
effective  as  the  ones  we  know;  but  they 
served  their  purpose  fairly  well  in  giving 
the  Chinese  army  an  occasional  warm  meal. 

Many  a  woman  who  has  thought  now  and 
again  of  owning  a  fireless  cooker  has  an  idea 
that  its  accomplishments  are  limited  to  boil- 
ing and  stewing,  and  that  food  has  prac- 
tically to  be  cooked  done  before  it  can  be 
placed  in  the  cooker.  However  true  this 
might  have  been  once,  now  it  is  easy  to  bake 
and  roast.    The  oven  phase  of  the  cooker 


is  made  possible  by  using  soapstone  heaters 
made  hot  over  a  gas  flame  and  placed  above 
and  below  the  receptacle  in  which  the  food 
is  set  while  the  mistress  of  the  house  goes 
to  her  favorite  movie. 

Sell  by  Showing 

That  the  "boil  and  stew"  belief  exists 
makes  it  advisable  to  promote  the  sale  of 
fireless  cooking  devices  by  demonstration. 
Producing  results  before  the  eyes  of  the 
wavering  prospect  is  the  best  form  of  sales- 
manship. Fireless  cookers  at  work  in  the 
house  furnishings  department,  or  even  in 
one  of  the  store  windows,  can  be  made  to 
sell  themselves.  A  demonstration  of  a 
cooker  with  two  receptacles,  in  one  of  which 
a  roast  is  being  brovsnned  to  a  crisp  and  in 
the  other  ice  cream  is  being  kept  hard,  hits 
the  prospective  customer  "right  where  she 
lives."  A  department  store  recently  sold  five 
machines — three  of  them  being  of  the  most 
expensive  type — inside  ninety  minutes,  sim- 
ply through  this  sort  of  salesmanship. 

It  pays  to  strike  while  the  iron — or  the 
sun — is  hot.  Summer  is  almost  here.  Com- 
fort in  the  warm  months  and  all  year  'round 
convenience  and  time-saving  are  the  big 
talking  points — with  fuel  economy  added  for 
good  measure.  See  what  you  can  do  with 
the  fireless  cooker  now. 


After  seven  years'  work  as  buyer  for  the 
clothing  department  of  the  Meier  &  Frank 
Co.,  Portland,  Oregon,  H.  Z.  Compton  has  sev- 
ered his  connection  there  and  has  become  a 
part  owner  in  the  clothing  firm  of  Phaegly  & 
Cavender,  in  the  same  city. 
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Let  Advertising  Ideas  tell  you  eacE  month 
all  that  is  best  in  retail  advertising — 

Copy,  layouts,  illustrations,  typographic 
effects,  headings,  signature  cuts,  campaigns. 

Each  issue  of  Advertising  Ideas  contains — 

(1)  Pages  filled  with  reproduc- 
tions and  constructive  com- 
ment of  retail  store  adver- 
tisements from  different 
sections  of  this  country  and 
Canada. 

(2)  Copy  and  editorials  culled 
from  the  newspaper  ads  of 
live  retail  stores. 

(3)  Many  special  articles  that 
will  give  you  practical  ideas 
for  putting  new  life  into 
yoar  store  ads. 

(4)  Lessons  for  beginners  in 
copy  writing  by  Guy  Hub- 
bart,   ten   years   chief  in- 

'  structor  in   advertising  at 

Columbia  University. 

With  each  issue  of  Advertising  Ideas  you 
are  getting  more  than  just  a  digest  of  United 
States  and  Canadian  retail  advertising. 
Each  ad  that  appears  is  reproduced  because 
it  contains  some  novel  idea  for  your  use. 

An  advertisement  is  never  shown  merely 
because  it  is  big  or  because  it  represents 
some  big  store.  It  is  the  idea  you  want,  re- 
gardless of  the  size  or  prominence  of  the 
store. 

If  you,  in  common  with  thousands  of  other 
retail  advertising  men,  find  that  your  desk 
is  piled  high  with  business  papers  and  news- 
papers which  remain  unread  for  lack  of 
time,  there  is  a  definite  place  in  your  organ- 
ization for  Advertising  Ideas. 

Advertising  Ideas  will  save  you  a  lot  of 
"digging" — and  will  show  you  how  to  put  a 
bigger  punch  back  of  your  business. 

Advertising  Ideas  is  issued  monthly  and 
costs  but  $25  for  a  year's  service  of  twelve 
timely  numbers. 

To 

Executives- 
Advertising  Managers — 
Those  in  charge  of  advertising — 

Sample  copy  will  be  promptly  sent  when 
requested  on  your  firm's  letterhead. 

Advertising  Ideas 

239  WEST  39th  STREET 
NEW  YORK  CITY 


Guidance,  Custody  and 
Care  of  Investments 

The  National  Bank  of  Commerce  in  New  York, 
through  its  Bond  Department,  supplies  to  its 
friends  complete  information  on  all  investment 
securities. 

Services  of  experienced  men  are  available  to 
guide  in  properly  balancing  and  adapting  invest- 
ments to  suit  particular  needs. 

The  large  volume  of  investments  handled 
through  us  insures  close  quotations  and  efficient 
brokerage  service.  We  are  in  a  position  to  give 
impartial  counsel  on  investment  matters. 

Securities  may  be  left  in  our  care  for  collection 
of  coupons  and  owners  will  be  advised  as  to  in- 
come tax  certificates,  announcement  of  "rights," 
conversion  privileges  and  exchange  for  new 
forms. 

National  Bank  of  Commerce 

inNewYork 

Capital,  Surplus  and  Undivided  Profits 
Over  Fifty-five  Million  Dollars 


New  Bond  Issues 

In  order  to  keep  posted  regarding 
all  important  issues  of  foreign  and 
domestic  bonds,  ask  to  have  your 
name  placed  on  our  List  XO-31. 

While  under  no  obligation  to  buy, 
you  will  then  have  in  your  posses- 
sion information  about  every  attrac- 
tive issue  as  soon  as  it  is  placed  on 
the  market. 

A.  B.  Leach  &  Co.,  Inc. 

Investment  Securities 

62  Cedar  Street,  New  York 
105  S.  La  Salle  St.,  Chicago 


Philadelphia 
Minneapolis 


Boston 
Scranton 


Cleveland 
Hartford 


Detroit 
Pittsburgh 
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Lace  Trade  Awaits  Washington's 

Last  Word  on  Tariff  Issue 

Appraisal  of  Duties  on  Imports  Under  Present  Measure 
Would  Keep  Industry  Guessing — Retailers  Report  Active 
Demand  for  Finer  Grades  of  Merchandise 


UNTIL  the  tariff  issue  is  definitely  set- 
tled there  will  be  more  or  less  mark- 
ing time  in  the  lace  industry.  Should 
Congress  pass  the  tariff  on  lace  as  it  is  now 
suggested,  which  demands  a  domestic  ap- 
praisal of  all  merchandise  entering  this  coun- 
try, many  disagreeable  experiences  are  antici- 
pated. Much  of  the  rherchandise  imported  at 
the  present  time  is  not  now  duplicated  by  any 
domestic  concern,  and  an  appraisal  made  in 
this  country  would  be  at  best  an  approximate 
valuation. 

While  that  merchandise  which  may  have 
duplication  from  the  factories  in  this  country 
must  necessarily  be  appraised  much  higher 
because  of  the  difference  in  the  cost  of  labor 


and  flowing  sleeves  which  attach  themselves 
to  the  short  sleeves  which  have  been  prevalent 
in  the  serge,  tricotine  and  taffeta  street 
dresses.  These  flowing  sleeves  are  made  of 
finest  net  and  are  thickly  banded  with  rows 
and  rows  of  Val  laces.  Very  little  white  lace 
is  shown  in  this  connection,  roost  of  it  being 
in  the  deep  cream  or  ecru  shades.  Collars  on 
these  same  dresses  are  made  of  tiny  ruffles  of 
Val  and  the  turbans  meant  to  be  worn  with 
this  costume  are  faced  in  the  same  manner. 

French  Laces  Too  Costly 

The  laces  most  in  demand  for  trimming 
the  summer  blouses  are  Irish  crochet  and  filet. 


These  are  generally  of  Chinese  manufacture, 
for  only  the  hand-made  laces  are  in  demand, 
and  the  French  laces  are  much  too  high. 

The  Nottingham  situation  has  been  reme- 
died to  some  extent.  The  very  high  prices 
which  have  prevailed  there  for  some  time 
and  served  to  exclude  American  buyers  from 
that  market  have  been  lowered,  the  manufac- 
turers claim,  about  33  1/3  per  cent.  There  is 
a  shortage  of  Nottingham  lace  in  this  market 
but  the  importers  claim  that  even  with  a 
33  1/3  per  cent  cut  they  are  still  too  high  for 
importation  here  because  the  consumer  will 
not  pay  a  price  which  will  cover  the  Notting- 
ham price  plus  the  duty. 


Will  Open  New  Store 

N.  N.  Gilbert,  for  the  past  five  years  dry 
goods  buyer,  manager  and  advertising  man 
for  Black's  Department  Store,  Fargo,  N.  D., 
will  leave  that  business  on  June  10.  He  ex- 
pected to  go  into  business  for  himself  in 
either  Minnesota  or  Wisconsin.  Mr.  Gilbert 
was  with  the  Boston  Store,  Fort  Dodge,  Iowa, 
fcr  six  years  before  going  to  Black's. 


Merchants  Use  Ad  Space  to  Tell 

Story  of  Declining  Prices 


Paris  clings  to  the  embroidered  veil  in  novel 
shape  and  arranges  it  over  the  hat  to  harmon- 
ise with  the  fashionable  elongated  side-trim- 
ming feature.  This  exquisite  lace  veil  in 
French  gray  imported  by  Gladstein.  Stark  cf 
Friedberg  is  in  the  new  egg  shape. 

here  and  abroad,  this,  of  course,  would  neces- 
sitate a  higher  tariff  and  a  consequent  higher 
price  on  all  laces. 

If  fashion  continues  to  demand  laces  as  at 
present  there  will  be  a  ready  sale  at  no  matter 
what  price  for  the  product,  but  manufacturers 
question  the  position  lace  will  have  in  fashion 
providing  the  price  soars.  It  may  bring  about 
a  slackening  in  the  lace  demand,  and  most  im- 
porters fear  to  buy  heavy  stocks  until  they 
know  what  is  to  be  done  about  the  tariff  and 
what  the  result  on  fashion  will  be. 

At  the  present  time,  while  there  is  still 
some  activity  on  orders  for  immediate  de- 
livery business  is  very  slow  among  the  whole- 
salers. Retail  departments  report  a  very  con- 
stant demand,  especially  for  the  finer-grade 
laces  and  for  the  wide  flouncings  so  much  in 
favor  for  afternoon  and  evening  dresses. 
These  flounces  of  embroidered  nets,  especially 
in  the  filet  nets,  are  dyed  the  new  season 
colors,  and,  combined  with  silks  and  chiffons, 
form  a  very  staple  part  of  the  lace  department 
business. 

Banded  with  Val  Laces 

A  new  note  recently  came  to  us  from  Paris 
which  promises  much  for  laces.   It  is  the  wide 


"Buying  Power  of  Dollar  Increases  Fifty 
Cents  in  Year"  and  "Women's  Clothes  Forty 
Per  Cent  Off  in  Price  .This  Year"  were  two 
front-page  headlines  in  a  Birmingham,  Ala., 
newspaper  calculated  to  bring  to  readers  a 
new  and  better  conception  of  present  mer- 
chandise prices  and  values.  Under,  these  heads 
were  long  articles  detailing  conditions  in  both 
men's  and  women's  clothing  fields  and  ex- 
plaining to  the  public  the  factors  that  consti- 
tute overhead  in  a  retail  establishment;  to 
show  how  small  a  profit  may  be  represented 
in  what  seems  an  unreasonably  large  mark-up. 

Sam  Blach  of  J.  Blach  &  Sons,  an  apparel 
store,  and  the  publisher  of  the  Birmingham 
News,  got  together  in  conference,  and  as  a  re- 
sult a  special  writer  was  detailed  to  make  an 
investigation  of  prices,  profits  and  cost  of 
doing  business  in  retail  establishments.  His 
findings  were  printed  as  a  fair  and  impartial 
resume  of  retail  condtions  in  the  city,  and 
were  of  a  character  to  inspire  the  purchasing 
public  with  renewed  confidence  in  the  dry 
goods  and  clothing  market.  At  the  same  time 
the  paper  gave  a  full  page  to  a  display  editorial 
on  the  necessity  and  possibility  of  starting 
general  business  going  again  in  a  normal  way 
by  means  of  normal  consumer  purchasing. 

Articles  Help  Situation 

Colman  Blach  of  the  above  firm  writes 
that  the  articles  served  to  offset  in  a  measure 
the  many  news  items  dealing  with  the  recent 
report  of  the  Federal  Trade  Commission.  If 
merchants  in  other  cities  were  to  open  their 
books  to  an  impartial  investigator,  as  Bir- . 
mingham  merchants  did,  the  same  result  well 
might  be  obtained.  An  unbiased  review  of 
this  sort  is  likely  to  be  of  more  value  than 
any  amount  of  similar  work  by  a  single  store, 
with  its  inevitable  suspicion  of  self-interest. 

Attacking  the  same  problem  on  individual 
lines,  the  Thomas  Smiley  Co.,  Portland,  Me., 
recently  used  a  full-page  advertisement  to  give 
in  complete  detail  1920  and  1921  prices  on  all 
kinds  of  women's  apparel.  Coats  and  suits, 
dresses  of  all  kinds,  blouses,  skirts,  under- 
muslins,  hosiery,  corsets,  negligees,  knit  un- 
derwear, and,  in  fact,  every  apparel  section 
was  represented  in  the  list  of  269  articles. 


Care  was  taken  to  explain  the  difference  in 
price  of  several  simi'iar  articles  in  the  same 
section.  The  greater  amount  of  high-priced 
labor,  for  instance,  was  given  as  the  reason 
for  differences  between  simple  and  decorated 
dresses  of  the  same  material. 

Special  Sales  Featured 

At  about  the  same  time  the  six  leading 
stores  of  Portland  co-operated  in  Apparel 
Week.  During  the  week  May  16-21  these 
stores  staged  special  sales  of  women's  apparel 
from  all  departments.  A  special  edition  of 
a  local  paper  contained  an  eight-page  section 
including  ads  from  all  the  stores  participat- 
ing. 

Of  this  edition  25,000  extra  copies  were 
printed  and  distributed  free  in  towns  and 
cities  within  a  radius  of  forty-five  miles  from 
Portland.  That  the  idea  of  holding  a  city- 
wide  sale  of  women's  apparel  was  a  profitable 
one  was  proved  conclusively  by  the  splendid 
business  resulting  from  this  advertising. 

Showed  Changes  of  a  Year 

In  Cincinnati  the  H.  &  S.  Pogue  Co.  also 
followed  the  price-comparison  plan  in  the 
initial  advertising  of  their  Fifty-eighth  Anni- 
versary Sale.  The  Fifty-seventh  Anniversary 
Sale  advertisement  of  May  3,  1920,  with  an 
attractive,  decorative  border  was  reproduced 
in  a  new,  full-page  ad,  and  beneath  the  name 
of  each  article  advertised  was  given  the  price 
asked  at  the  former  sale  and  just  below  the 
price  at  the  1921  sale.  This  advei  tisement 
was  concentrated  on  women's  apparel,  but 
draperies,  china  and  glass  and  furniture  also 
were  represented. 


For  May  Day  the  Adam,  Meldrum  &  An- 
derson Co.,  Buffalo,  N.  Y.,  set  up  in  their 
millinery  department  a  flower  bedecked  May 
pole  surrounded  by  a  gay  party  of  lifesize 
dolls,  all  in  children's  costume.  Nursery 
tunes  and  Mother  Goose  melodies  were 
played  on  a  cabinet  musical  instrument  while 
the  store's  newest  juvenile  attire  was  dis- 
played to  youthful  shoppers  and  their 
mothers.  Balloons  were  given  as  souvenirs 
of  the  occasion. 
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Our  instant  shipment  service  guare 
nating  the  necessity  of  your  carryin; 
newest  styles  on  hand,  sales  increase 


ncc.  Ci.  s 


They  are  wondejrful  values  and  will  sell  readil; 
pendable  —  the  kind  of  merchandise  that  wil 


Women's  16  button  Mousquetaire  heavy  Milanese  silk  glove  made  with 
Paris  Point.  Has  the  double  tip  feature.  Colors:  White,  Pongee,  Mode, 
Beaver  and  Platinum  Gray.     $18.00  per  doz. 


lousquetaire  superior  qua! 
oidery.  Colors:  Mode,  P 
Iray.    $13.50  per  doz. 


Women's  16  button  Mousquetaire  superior  quality  chamoisuede  glove 
made  with  self  embroidery.  Colors:  Mode,  Pongee,  Brown,  Mastic, 
White  and  Platinum  Gray.    $13.50  per  doz. 


Women's  novelty  chamoisuede  gloves  made  with  5  row,  emb.  self  and 
contrasting  gore,  generous  flare  cuff,  with  strap  feature.  Colors:  Mode, 
Pongee,  Sand,  Brown  and  White.    $11.50  per  doz. 


S9  Ulliloil 


Salesmen  ai 
road  with  Fa 
sure   to  wai 


''The  House  the 
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(3S  you  the  goods  when  wanted,  elimi- 
Ijirge  stocks  —  You  always  have  the 
;bd  turnover  is  quickened. 


ecause  the  styles  are  right  —  and  qualities  de- 
uild  up  your  department. 

Women's  16  button  Mousquetaire  Tricot  double  tip.  silk  gloves.  Paris 
Point.     Colors:  White,  Mode,  Pongee.     $15.00  per  doz. 

Women's  16  button  Mousquetaire  heavy  Milanese  silk  glove  made  with 
5  row  embroidery.  Has  the  double  tip  feature.  Colors:  White,  Pongee, 
Mode,  Beaver,  Platinum  Gray.    $19.50  per  doz. 

Misses'  12  button  Mousquetaire  double  tip  silk  gloves.  White  only. 
$12.50  per  doz. 


■ 


low  on  the 

?a!|' t  y  1  e  s  —  be 
aiind  see  them. 


^Zarnes  Your  Stock" 
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KEEP  your  veil  department 
up  front. 

Keep  it  attractive  with  ever- 
changing  displays. 

Catch  the  eye  and  engage  the 
attention  of  the  women  who 
throng  your  aisles. 

Remember,  every  one  of  the 
numerous  women  who  visit 
your  store  is  a  possible  veil 
buyer. 

Remember,  a  veil  is  one  article 
that  is  bought  on  the  spur  of 
the  moment. 

Prominent,  eye-catching,  at- 
tention-engaging displays  of 
the  latest  things  in  veils  will 
increase  your  veil  sales  to  an 
astonishing  extent. 

Keep  your  veils  up  front — and 
they'll  keep  themselves  up  front 
among  your  big  profit  makers. 


Y\NRAALTE 


Makers  of  Van  Raalte  Silk  Gloves, 
Silk  Underwear,  Silk  Hosiery  and  Nets 


VAN  RAALTE  COMPANY 
Fifth  Ave. ,  30th  to  31st  Sts. ,  New  York  City 

12  West  St.,  Boston        105  S.  Dearborn  St.,  Chicago 
25  Kearney  St.,  San  Francisco,  Cal. 
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French  Veiling  Markets  Offer 

Little  of  a  Novel  Nature 

Draped  Veil  Continues  to  Predominate  in  New  Creations 
of  Paris  Couturieres — Rich  Colors  Mark  Offerings  with 
Chenille  Dots  Holding  High  Favor 


Importers  of  veilings  who  have  just  re- 
turned from  a  visit  to  French  veiling  centers 
are  keenly  disappointed  because  instead  of  a 
brilliant  array  of  novel  styles,  they  found 
very  few  radically  new  ideas. 

Practically  all  of  the  leading  veiling  themes 
of  the  past  year  were  present  in  some  form 
which,  although  slightly  varied,  was  decidedly 
unsatisfactory  from  the  standpoint  of  the 
much-needed  novelty  which  importers  agree 
will  be  needed  to  stimulate  fall  business. 

According  to  reports  one  of  the  surprising 
features  of  the  current  Paris  fashions  is  the 
continued  predominance  of  the  draped  veil. 
For  the  past  two  years  embroidered  veils  in 
various  shapes  have  been  favored  by  the  Paris 
milliners,  and  each  season  importers  have 
chosen  the  headline  styles  and  tried  to  launch 
them  in  the  United  States.  Each  season  the 
retailers  have  featured  these  new  draped  ideas 
to  give  variety  and  breadth  to  their  showing, 
but  in  spite  of  the  combined  efforts  of  the 
wholesalers  and  the  retailers,  the  much-de- 
sired broad  movement  in  this  type  of  mer- 
chandise has  not  resulted. 

Veils  in  Bizarre  Shapes 

Notwithstanding  these  discouraging  expe- 
riences, importers  are  again  showing  draped 
veils  extensively.    There  are  new  styles  that 


are  as  round  as  a  pancake,  finished  with  deep 
fancy  lace  borders,  some  in  tatting  effect. 
There  are  egg-shaped  styles  intended  to  be 
attached  to  the  crown  of  the  hat  so  as  to 
form  a  long  drape  at  one  side  only.  And 
finally,  there  are  new  veils  with  flat  panels  to 
drape  over  the  brim  in  the  back,  or  better 
still,  to  trail  over  one  side  of  the  hat.  In 
other  words,  veiling  designers  are  exerting 
their  utmost  ingenuity  to  cater  to  the  side- 
trimming  idea  in  millinery  which  so  seriously 
interferes  with  the  wearing  of  yardage  veil- 
ing in  close  arrangement. 

Gorgeous  Colors  and  New  Meshes 

In  these  newer  types  of  draped  veils,  color 
is  most  important.  Practically  all  of  the  rich 
henna,  orange,  peacock,  cornflower  blue  and 
gold  shades  of  the  past  spason  are  again  rep- 
resented in  alluring  combinations.  The  draped 
veils  are  mostly  in  the  dark,  rich,  staple 
shades  with  deep  borders  embroidered  in 
vividly  contrasting  colors.  For  display  pur- 
poses alone  these  handsome  colored  veils  are 
highly  important. 

The  vogue  for  color  in  veilings  is  likewise 
expressed  in  the  continuance  of  the  vogue  for 
colored  chenille  dots.  This  type  of  veiling  has 
sold  so  steadily  during  the  past  year  that  it  is 
now  classed  almost  as  a  staple;  consequently. 


importer^  have  made  liberal  preparations  for 
fall  delivery. 

Chenille  Dots  with  Beads 

Chenille  dots  are  variously  used  in  combi- 
nation with  daintily  embroidered  motifs  and 
new  beaded  effects.  Borders  which  are  deco- 
rated by  composition  dots  having  the  effect  of 
glass  beads  are  shown,  outlined  with  chenille 
dots. 

There  are  practically  no  radically  novel 
meshes  in  the  new  veiling  lines,  but  a  new 
effect  is  provided  by  the  use  of  a  two-tone 
color  idea  and  by  the  association  of  two  or 
more  staple  meshes  in  varying  sizes.  Many  of 
these  fancy  mesh  veilings  are  supplemented  by 
an  occasional  application  of  a  colored  chenille 
dot.  

Issue  Exhausted 

No  more  copies  of  the  World  Wide  Store 
Management  and  System  Number  of  the  Dry 
Goods  Economist,  printed  Feb.  12,  1921,  are 
available.  Copies  of  this  number,  known  as 
the  "Job  Analysis"  number,  have  been  ex- 
hausted in  supplying  the  call  from  stores, 
schools  and  colleges,  in  many  of  which  it  has 
been  used  as  a  text-book.  Only  a  limited 
number  of  World  Wide  issues  are  printed, 
and  extra  copies  are  few.  Subscribers  will 
find  it  worth  while  to, file  them  away  for  safe- 
keeping. That  the  ECONOMIST  is  constantly 
receiving  requests  for  information  contained 
in  these  issues  is  proof  of  their  value.  Why 
not  preserve  them? 

Mrs.  J.  Carberry  has  resigned  as  buyer 
of  coats  and  suits  for  J.  L.  Brandeis  &  Sons, 
Omaha,  Neb.  She  is  succeeded  by  Miss  Mae 
Fiske. 


novel  turn  by  variation  of  mesh  or  by  the  introduction  of  a  woven  spot  or  a  colored  chenille 


bs  &  Co. 
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ANNOUNCEMENT 


The  Mohawk  Glove  Corporation  have  now  prepared  and  offer 
with  utmost  confidence  for  Fall,  192 1,  their  lines  of — 

Mocha  Suedene  Gloves 

Double  Silk  Gloves 
Glove  Silk  Underwear 
Silk  Hosiery 

In  addition  to  these  comprehensive  assortments,  there  has  been 
included  a  notable  line  of — 

Woolen  Gloves 

• 

which,  because  of  their  superior  quality  and  workmanship  of 
characteristic  Mohawk  standard,  will  find  ready  sales  wherever 
they  are  offered. 

^'Mohawk  products  are  all  made  in  America'^ 

Mohawk  representatives  are  leaving  for  their  respective  territories. 
They  will  call  upon  you  at  an  early  date.  It  will  be  to  your 
interest  and  benefit  to  defer  placing  your  Fall  orders  until  you 
have  thoroughly  examined  the  complete  Mohawk  lines  that  will 
be  shown  you. 


Trade      ^^n^^K'  Mark 


MOHAWK    GLOVE  CORPORATION 

257  FOURTH  AVENUE,    NEW  YORK  CITY 

Branch  Salesrooms: 
BOSTON  SAN  FRANCISCO 

99  Chauncy  St.  133  Market  St. 

HOUSTON  PHILADELPHIA 
404  Kiam  Bldg.  422  Bulletin  Bldg. 

OUR    NEW    CHICAGO  OFFICE 
Westminster  Bldg.,  Monroe  and  Dearborn  Sis. 
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J  Good  Place  to  Buy  Hosiery 

55  to 57  WEST  25'-'  ST.,  NEW  YORK. 


70 


DRY  GOODS  ECONOMIST,  JUNE  4,  J921 


O 


0"° 

D7 

style 

Size 

Date 

txam  1  ner 

No.  1 

Examiner 

No.  2 

Examiner 

No.  3 

Boxer 

Date 
P 

Boarder 

Date 
P 

Examiner 

Date 
p 

Mender 

Date 
P 

Examiner 

Date 
P 

Seamer 

Date 
P 

Looper 

Date 
P 

Footer 
Mch.  No. 

Date 
P 

Style 

Topper 

Date 
P 

Legger 
Mch.  No. 

Date 
P 

Style 

V 


V 


Examinations 
Make  Perfe  ction 

Typical  of  the  care  with  which 
Gotham  pure  silk  Gold  Stripe  Hosiery 
is  made  is  the  ticket  reproduced 
above,  which  accompanies  each 
"bundle."  Note  that  six  examiners, 
paid  for  the  defects  they  find,  handle 
each  pair. 
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Gofboin  SilkHDsieru  (s-^"^ 

MANUFACTURERS 

516-Fifth  Ave.     New  Tork 

Mills."  Philadelphia  and    N  ew  Yorli 


c/us/  //oo/c  'Em  0?7/ 

GEM-EMNDY 

Garters       Boy's  c^^c/  Girls 

Socklet  Garters 

for  Tiny  Folk 

A  New  Gem-Dandy  Product 


This  soldier  cut-out  is  on 
the  reverse  of  the  card 
holding  Socklet  Garters — 
an  appealing  feature  to 
the  tots.  - 


Merchants  apd  Jobbers  who  stock  "GEM- 
DANDY  Socklet  Garters"  now  can  reward 
themselves  through  quick  sales.  This  is  a 
new  article — Mothers  everywhere  have 
welcomed  it.  Their  demand  for  "GEM- 
DANDY  Socklet  Garters"  is  spreading 
daily.  They  call  for  "GEM-DANDY 
Socklet  Garters"  because  they  can  be  ad- 
justed to  any  size,  will  not  bind  the  legs, 
but  will  hold  socklets  firmly  in  place.  They 
are  made  of  the  best  Mercerized  Elastic 
and  the  finest  Silk  Elastic — assorted  colors. 
Metal  parts  are  of  nickel-brass  and  will  not 
rust.  They  are  packed  in  attractive  cabi- 
nets, holding  three  dozen  pairs,  with  a 
Silent  Salesman  in  colors.  "GEM-' 
DANDY  Socklet  Garters"  are  made  for 
children  from  2  to  1  2  years  old. 


ALSO 

Gem-Dandy  Garters  for  Boys  and  Girls 
in  all  sizes 
Gem-Dandy  Garters  for  Women 


Merchants — If  your  jobber  cannot  supply  you, 
write  us. 

Jobbers— Ask  for  our  new  price  list. 


Gem-Dandy  Garter  Company 

Madison,  N.  C. 
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Properties  of  Knit  Underwear  Offer 
Advertising  Suggestions 

Here  Are  a  Few  Points  That  Are  Well  to  Know  ^  Knit  Goods  Has 
Advantages  Over  Woven  Fabric  from  Hygienic  Viewpoint 
In  Addition  to  Being  More  Comfortable 

from  the  knitted,  light-weight  undergarment 
on  a  hot  day.  Not  only  does  it  take  a  good 
deal  more  perspiration  to  make  it  cling,  but 
even  when  thoroughly  wet  it  has  a  certain 
amount  of  elasticity  which  prevents  the 
clammy,  clinging  feeling  of  the  woven  fabric 
garment  hanging  to  the  wearer's  limbs  and 
body. 

Wet  underwear  tends  to  sag  with  the 
weight  of  the  moisture  it  contains  and  the 
lighter  varieties  have  the  disadvantage  of  get- 
ting into  folds  and  chafing  the  wearer.  The 
knitted  garment  shares  this  defect  to  a  cer- 
tain degree;  but  ordinarily  it  is  the  woven 
goods  that  do  the  more  mischief. 

Another  advantage  of  the  knitted  garment 
is  that  those  who  want,  for  sanitary  reasons, 
to  wear  drawers  reaching  down  to  meet  the 
half  hose  can  do  so  without  discomfort  by 
wearing  knitted  drawers.  Men  who  were  in 
the  army  will  remember  how  decidedly  un- 
comfortable were  the  long  muslin  drawers 
some  of  them  drew.  They  were  not  so  bad 
when  dry,  though  lacking  in  that  elasticity 
that  makes  the  knitted  drawer  fit  about  the 
knee  and  give  with  its  action;  but  when  wet 
they  were  a  constant  annoyance. 


'HY  is  knit  underwear  better  than 
woven  kinds  and  why  is  cotton  un- 
derwear better  than  wool?"  was 
asked  recently  by  an  Economist  subscriber. 
He  wrote  that  he  intended  in  his  advertising 
to  get  away  from  the  regular,  stereotyped  rea- 
sons for  using  different  kinds  of  underwear. 
He  wanted  something  which  would  help  put  a 
punch  in  his  copy,  and  make  it  different  from 
the  ordinary  run.  Because  other  retailers  may 
find  the  same  idea  advantageous,  here  are 
some  points  they  may  find  interesting,  the 
latter  part  of  the  question  being  reserved  for 
discussion  in  a  later  issue. 

While  one  frequently  hears  woven  fabric 
underwear  described  as  "cut  and  sewed"  un- 
derwear, on  this  page  the  former  term  will 
be  used,  since  the  greater  proportion  of  knit 
underwear  also  is  cut  and  sewed  in  the  manu- 
facturing process. 

Knitted  Wear  Generally  Better 

Right  away  it  is  well  to  say  that  knit  un- 
derwear is  not,  always,  better  than  woven 
fabric  underwear.  In  most  cases  it  has  points 
of  advantage  which  are  generally  considered 
as  making  it  better  for  all-around  use,  how- 
ever, and  these  will  be  touched  on  first. 

The  first  point  of  superiority  is  a  matter 
of  health  as  well  as  of  comfort.  It  has  to  do 
with  the  passing  off  of  body  moisture. 

Woven  fabric  underwear  is  made  of  yarn 
tightly  twisted  in  spinning.  Weight  for 
weight,  therefore,  the  yarn  in  woven  goods  has 
a  much  smaller  surface  than  that  in  knitted 
goods.  This  means  that  it  will  pass  off  mois- 
ture more  slowly  than  will  the  knitting  yarn. 
It  is  obvious  that  the  larger  the  surface  ex- 
posed to  the  movement  of  air  about  the  body 
the  quicker  will  be  evaporation.  The  loosely 
spun  yarn,  having  the  larger  surface,  gets  rid 
of  its  moisture  the  more  quickly. 

Absorbs  More  Perspiration 

The  looseness  of  the  yarn  also  means  that 
knitted  underwear  will  absorb  more  body 
moisture  than  woven  fabric  underwear.  It 
is  true  that  two  garments  of  the  same  weight 
have  the  same  quantitative  absorbing  capacity. 
One  will  take  up  approximately  as  much  mois- 
ture as  the  other  if  we  consider  only  that  held 
in  the  yarn  and  not  that  held  by  the  arrange- 
ment of  the  yarn  in  the  garment— in  other 
words,  caught  in  the  meshes  of  the  fabric. 

But,  though  initially  the  woven  goods  may 
take  up  as  much  moisture  as  the  knitted  goods, 
over  a  period  of  time  the  latter  will  absorb 
by  far  the  greater  quantity.  It  is  simply  the 
case  of  one  fabric  getting  rid  of  its  moisture 
faster  than  the  other.  Both  fabrics  have  a 
definite  saturation  point,  beyond  which  they 
will  take  up  no  more  perspiration.  The  one 
that  passes  its  moisture  into  the  air  the  more 
speedily,  therefore,  is  able  to  take  up  more 
than  the  other,  and,  as  noted  above,  the  knitted 
fabric  has  the  advantage  here. 
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the  knitted  goods  and  impedes  less  the  filter- 
ing through  of  cool  air. 

Use  of  Light  Garments  Spreading 

At  other  times  of  year  than  summer  there 
is  no  comparison  between  the  two  types  for 
those  who  wear  underwear  for  warmth.  The 
knitted  garment  is  far  the  warmer,  no  matter 
how  light  its  weight.  However,  many  people 
every  year  are  converted  to  wearing  light- 
weight underwear  simply  for  sanitary  rea- 
sons, depending  on  their  outer  clothing  for 
warmth.  The  different  values  of  knitted  and 
woven  fabric  underwear — as  far  as  this  class 
of  people  is  concerned— is  of  little  moment 
during  most  of  the  year. 

There  is,  however,  some  advantage  favor- 
ing the  knitted  garment  even  in  these  cases, 
in  that  wearers  of  the  knitted  type  are  less 
affected  by  sudden  changes  of  temperature. 
Here  comes  in  again  the  air  layer,  held  in  the 
knitted  meshes.  It  is  easily  understood  how 
the  effect  of  a  sudden  fall  in  temperature  is 
partially  offset  by  this  warm  layer,  and  the 
gradual  change  thus  enforced  offsets  the  pos- 
sible danger  of  a  body  chill. 


Less  Clammy  Clinging 

Everyone  knows  how  uncomfortable  is  the 
feeling  of  being  draped  in  clinging  under- 
clothes soaked  with  perspiration.  That  partly 
explains  the  additional  comfort  to  be  derived 


Specific  Points  of  Advantage 

The  above  points  concern  themselves  with 
underwear  which  becomes  wet,  and  rightly  so ; 
for  the  chief  competition  between  knitted  un- 
derwear and  woven  fabric  underwear  comes 
in  hot  weather.  The  advantages  mentioned 
may  be  summed  up  as  elasticity,  sanitary 
properties  and  coolness.  The  first  needs  no 
explanation.  The  second  comes  from  the  fact 
that  body  moisture  which  remains  on  the  skin 
leaves,  on  evaporation,  certain  impurities 
there.  The  knitted  garment  takes  up  these  im- 
purities with  the  perspiration  and  holds  them 
until  they  are  washed  off  in  the  laundry.  The 
third,  coolness,  has  to  do  with  evaporation. 
Everyone  knows  how,  in  hot  countries,  porous 
jugs  filled  with  water  are  suspended  where  an 
air  movement  combined  with  atmospheric  heat 
will  start  rapid  evaporation  and  so  cool  the 
water.  The  same  effect  is  obtained  on  the  body 
through  the  more  ready  evaporation  fostered 
by  the  knitted  garment. 

Where  Woven  Garment  Comes  in 

It  must  be  admitted,  however,  that  when 
body  moisture  is  not  flowing  freely  the  woven 
fabric  undergarment  has  one  advantage — it 
allows  a  freer  circulation  of  air  about  the 
body.  When  the  two  garments  are  wet  the 
advantage  is  the  other  way  'round,  for  the 
water-soaked  woven  fabric  absolutely  prevents 
passage  of  air  through  it,  while  the  interstices 
of  the  knitted  fabric  allow  some  circulation. 
However,  the  dry  knitted  garment  tends  to 
cling  more  closely  than  the  woven  material, 
because  of  its  elasticity,  and  so  partly  shuts 
off  the  current  of  air  coming  up  the  legs,  for 
instance. 

It  does  not  let  so  much  air  through  as  does 
the  woven  fabric,  either.  One  of  the  things 
that  makes  a  knitted  garment  so  warm  is  the 
layer  of  air  which  it  forms  about  the  body  by 
holding  it  in  the  loose  structure  of  the  yarn. 
The  tightness  of  the  yarn  in  woven  goods 
makes  a  much  less  effective  air  layer  than  m 


Knit  Wear  Men  Hold 
Parley  With  Hoover 

Washington  Office  of  the  Dry  Goods  Economist, 
816  Fifteenth  St.  N.  W. 

Last  week,  representatives  of  knit  under- 
wear and  hosiery  interests  met  at  Washing- 
ton in  conference  with  Secretary  Hoover  and 
other  officials  of  the  Department  of  Commerce. 

The  meeting  was  in  reference  to  the  possi- 
bility of  better  preparation  and  more  exten- 
sive classification  of  knit  underwear  and 
hosiery  figures  by  the  Government.  At  pres- 
ent such  reports  as  are  available  are  of  too 
broad  a  nature  to  be  of  much  specific  value. 
The  knit  goods  representatives  were  of  the 
opinion  that  current  statistics  of  stocks  and 
production  would  b'e  of  particular  benefit  to 
the  industry,  and  expressed  themselves  as 
willing  to  co-operate  in  furnishing  data  on 
which  such  figures  might  be  based.  Other 
meetings  will  be  held  to  develop  plans  toward 
this  end. 


Trade  Notes 

The  Interwoven  Stocking  Co.,  makers  of 
men's  half  hose,  have  moved  from  1261  Broad- 
way to  much  larger  quarters  at  475  Seventh 
Avenue,  at  the  corner  of  Thirty-sixth  Street. 

Figures  compiled  by  the  Knit  Goods  Man- 
ufacturers of  America  on  knit  underwear 
production  show  that,  in  the  mills  furnishing 
production  data,  April  production  was  only 
47.2  per  cent  of  normal,  as  against  52.1  per 
cent  in  March.  New  orders  for  April  were 
59.2  per  cent,  against  61.5  per  cent  in  the 
preceding  month,  and  shipments  were  34.5 
per  cent,  against  47.3  per  cent.  The  report 
also  shows  that  of  39  mills  reporting,  only  two 
were  completely  closed.  In  January,  24  out 
of  41  mills  were  shut  down. 

For  several  months  German  hosiery  has 
been  coming  into  New  York  in  good-sized  lots. 
The  consignments  have  been  limited,  however, 
to  two  or  three  consignees.  A  steamer  which 
arrived  recently  brought  hosiery  from  Ham- 
burg and  Antwerp  for  no  less  than  ten  firms, 
two  of  which  were  large  New  York  depart- 
ment stores. 

Children's  half  hose  are  selling  well  in  de- 
partment stores  in  Omaha,  Neb.  In  one  store 
alone  the  total  of  a  recent  day's  selling  was 
150  pairs  of  this  type. 


<  .  
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Remove  the  Brake  on 
Underwear  Retailing 


QLD,  stagnant  stock  is  the  brake  on  youi 
underwear  retailing.   Remove  it! 

Use  SUPERIOR  quick  fill-in  service,  which  helps  you 
reduce  stocks,  speed  sales  and  cut  cost-to-do-business, 
making  possible  lower  investment,  smaller  stocks  and 
fewer  numbers. 

There's  a  SUPERIOR  for  every  purse,  person  and 
purpose.  Pre-war  quality  in  fit,  finish  and  fabric,  at 
prices  nearer  pre-war  levels  than  are  to  be  found  at 
present  on  any  standard  line  of  rnen's  unionsuits. 


THE  PERFECT  UNION  SUIT 


The  finest  line  of  heavyweight  wool  spun  men's  union- 
suits  in  America.  Closed  or  locked  crotch;  ample 
style  options.  In  addition,  SUPERIOR  Clothcut 
Athletic  is  proving  a  big  summer  seller.  In  stock  in 
the  following  five  SUPERIOR  branches: 

Make  the  nearest  of  these  SUPERIOR  Branches  your 

reserve  stockroom 


NEW  YORK  CITY: 

The  vSuperior  Underwear  Co. 
215  Fourth  Avenue. 

CHICAGO,  ILL.: 

The  Superior  Underwear  Co. 
McNeill  Building. 


BOSTON,  MASS.: 
Attaya-Crawford  Co. 
77  Summer  Street. 

SAN  FRANCISCO,  CAE: 
The  Superior  Underwear  Co. 
130  Battery  Street. 


auounvers 
bencK, 


Sitting  back  and 
waiting  for  busi- 
ness to  get  better 
isn't  going  to  hS^ 
any.  Selling  will 
sell. 


Main  Office  and  Factory 
The  SUPERIOR  UNDERWEAR  COMPANY,  Piqua,  Ohio 
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This  window  designed  by  J.  H.  Richter  for  Younker  Bros.,  Des  Moines,  Iowa,  took  first  prise  out  of  SO  contestants  who  coinpetcd  in  the  Peggy  Paige 
window  contest  conducted  recently.    The  judges  were  representatives  of  the  Dry  Goods  Economist,  Nugent's  and  Daily  Garment  News. 


Feature  Displays 
of  Bridal  Gifts 


June  Is  the  Month  o£  Weddings  and 
Retailer  Should  Act 
Accordingly 

Extra  effort  in  advertising  and  display 
of  jewelry  during  the  month  of  brides  will 
stimulate  sales.  A  few  suggestions  which 
may  prove  helpful  are  offered  here. 

In  window  displays  of  the  large  metro- 
politan stores,  jewelry  and  silverware,  sta- 
tionery and  gift  novelties  have  vied  with 
wedding  gowns  and  the  most  intimate  ap- 
parel in  the  bride's  trousseau.  For  this  rea- 
son the  suggestions  offered  here  for  pro- 
moting the  sales  of  such  merchandise  is 
timely. 

As  a  leader  for  the  June  Bride  sale,  the 
first  step  is  the  announcement  and  the  invi- 
tations. It  is  not  so  important  the  way  this 
announcement  or  invitation  is  worded  as  that 
it  should  actually  be  sent  and  received. 

A  Newspaper  Invitation 

To  insure  this,  set  up  your  newspaper  ad- 
vertising in  the  form  of  a  wedding  invita- 
tion.  Thus : 

Jones  &  Brown 
Bequest  the  honor  of  your  presence 
On  the  occasion  of 

The  Wedding 
Gifts  display  being  made  throughout 

Their  store  for  the  assistance 
Of  those  who  are  seeking  choice  gifts 

For  June  Brides. 

A  typical  wedding  style  of  type  should 
be  used  to  create  the  appearance  of  an  invi- 
tation. The  idea  could  be  carried  further 
by  sending  out  the  invitations  to  the  store's 
mailing  list  on  regulation  wedding  cards. 

These  cards  will  interest  recipients  im- 
mediately and  cannot  fail  to  make  an  im- 
pression. Still  another  idea,  would  be  to 
mail  mimeographed  letters  to  the  store's 
clientele  calling  their  attention  to  the  news- 
paper advertisement.  These  letters  might 
read: 

"Dear  Madam: 

'"The  Banner'  of  next  Sunday  will  con- 
vey a  personal  message  to  you  from  us.  Do 
not  fail  to  look  for  it." 

A  practical  plan  where  the  family  of  the 
prospective  bride  can  be  approached,  is  to 
secure  a  list  of  those  to  whom  wedding  in- 
vitations will  be  sent,  and  when  the  invita- 
tions are  out,  send  your  own  announcement 
in  the  form  of  a  card  in  an  envelope,  read- 
ing about  as  follows: 
"Dear  Mrs.  Jones: 

You  are  doubtless  invited  to  the  Clafton- 
Green  wedding  and  you  may  wish  to  select 


an  attractive  gift  for  the  bride.  We  have 
just  received  an  assortment  of  suitable  gifts 
which  have  not  yet  been  displayed. 

If  you  are  interested  in  seeing  the  line, 
we  ask  you  to  present  this  card  on  calling 
at  our  store." 

A  Flattering  Announcement 

Such  a  card  conveys  the  impression  of 
special  privileges  which  will  flatter  the  re- 
cipient. Another  point  is  to  create  an  air 
of  importance  and  special  care  as  regards 
selection,  packing,  delivering,  etc.  This  may 
be  done  through  special  announcements  and 
window  cards.  Here  is  a  good  announce- 
ment : 

"We  avoid  duplication  of  gifts  by  keep- 
ing an  individual  record  of  the  gifts  sold 
for  each  wedding."  To  do  this  it  is  neces- 
sary to  keep  a  card  index  of  the  purchases 
for  the  individual  wedding  event.  Such  as 
Miss  Brown — Park  Road— tea  set — colonial 
pattern.  When  Miss  Green  comes  in,  bent 
on  selecting  such  a  tea  set,  she  will  appre- 
ciate your  being  able  to  tell  her  that  Miss 

  bought  one  yesterday  and  she  will  be 

impressed  by  your  system  and  service. 

Judgment  must  of  course  be  exercised  in 
the  use  of  the  name  of  the  purchaser  of  the 
tea  set.  Usually  the  omission  of  the  name 
will  be  appreciated. 

Other  Sample  Cards 

Other  cards  might  read:  "Wedding  gifts 
packed  and  shipped  with  great  care."  With 
this  show  a  package  tied  and  addressed  and 
ready  for  delivery.  "The  special  care  we 
give  you  costs  you  nothing.  It  is  a  part  of 
our  regular  service.  Let  us  help  you  to  se- 
lect your  wedding  and  anniversary  gifts,  it 
is  a  part  of  our  regular  service." 

Convey  the  impression  of  personal  inter- 
est. Anniversary  and  wedding  gifts  are  not 
ordinary,  everyday  merchandise.  They  are 
love's  offerings  and  require  the  sentimental 
touch. 

In  displaying  wedding  stocks,  special 
care  should  be  taken  to  impress  patrons  with 
their  purpose.  Show  the  customer  how  the 
gift  will  look  when  it  is  ready  for  delivery 
and  the  form  in  which  it  will  be  presented 
to  the  bride.  Persons  purchasing  wedding 
gifts  are  often  more  interested  in  receiving 
credit  for  having  done  the  right  thing,  and 
done  it  handsomely,  than  in  the  bride  get- 
ting something  she  really  wants  and  needs. 


Any  article  or  line  of  merchandise  de- 
scribed or  illustrated  in  the  Economist  is  re- 
ferred to  or  shown  solely  in  the  interests  of 
the  retailer.  Is  it  new  in  itself?  Does  it 
faithfully  represent  a  new  tendency?  Is  it 
trade  news  that  the  retailer  ought  to  know? 
These  are  among  the  acid  tests  applied  by  the 
editor  to  every  item  that  goes  into  our  reading 
pages. 


Snap  Fastener  Now 
Is  Home  Product 

Imported  Varieties  Are  Supplanted 
by  Those  Made  by  American 
Manufacturers 

If  there  is  any  particular  article  for  the 
notions  and  small  wares  departments  which 
take  precedence  in  importance  over  all  others 
it  is  the  snap  fastener,  and  this  because  of  its 
technical  construction.  When  perfected,  one 
snap  fastener  is  as  good  as  another,  and  until 
it  is  perfected  it  is  not  a  snap  fastener.  In  all 
notions  and  small  wares  quality-dependability 
is,  of  course,  necessary.  But  with  snap  fast- 
eners it  is  absolutely  essential,  and  cheap 
fasteners  are  not  cheap  at  any  price. 

Previous  to  the  war  the  bulk  of  snap  fast- 
eners were  imported  from  Czecho-Slovakia, 
Germany  and  Japan. 

During  the  war  American  manufacturers, 
realizing  the  importance  of  the  industry, 
brought  over  quantities  of  foreign  machinery 
and  almost  immediately  met  the  demand  by 
making  them  in  this  country,  and  this  output 
has  proven  so  satisfactory  and  the  products  so 
superior  to  the  imported  goods  that  foreign 
entries  now  are  finding  it  difficult  to  make  any 
impression. 

Unlike  some  other  classes  of  goods,  made 
in  this  country  to  meet  war-time  exigencies, 
snap  fasteners  maintained  a  price  record 
throughout  only  a  little  above  pre-war  prices, 
and  owing  to  their  superior  quality  the  com- 
petition of  foreign  goods  at  even  cheaper 
prices  has  not  been  felt.  The  snap  fastener 
industry  is  now  almost  entirely  American, 
and  the  output  is  adequate  to  meet  a  steady 
demand. 

Hair  Net  Supply 
Remains  Constant 

There  is  not  likely  to  be  a  shortage  of  hair 
nets  for  many  years  to  come.  Owing  to  the 
rapid  growth  of  Chinese  hair  the  supply  is 
practically  inexhaustible,  and  as  labor  troubles 
have  not  yet  penetrated  the  flowery  kingdom, 
there  are  plenty  of  workers  who  are  glad  to 
have  this  source  of  revenue,  according  to  I. 
Silverberg,  president  of  the  Bonnie-B  Co. 

"Until  the  foundation  of  the  hair  net  in- 
dustry in  China  in  1911,"  he  said,-  "Chinese 
women  had  no  means  of  earning  money  out- 
side of  weaving  basketware  and  tapestry.  To- 
day, by  working  twelve  hours  a  day,  they  can 
make  two  hair  nets  and  earn  two  yens,  or  one 
cent  in  our  money.  The  work  is  extremely 
delicate,  one  broken  strand  will  make  a  net 
useless  and  cause  its  rejection  when  turned 
in  for  examination. 
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OVER-ALL, 
SLIP-OVER  and  PURITAN 
BABY  PANTS 


-are 


manufactured  exclusively  by 
the  J.  J.  Beyerle  Mfg.  Co.,  New  York, 
under  Patent  No.  1314799. 


These  Baby  Pants  are  made  in  pure 
WHITE,  TAN  and  FLESH  colors. 
They  combine  all  improvements 
that  CAREFUL,  SERIOUS 
STUDY  that  long  experience  in 
manufacturing  and  evolution  of 
Baby  Pants  construction  have 
developed. 


They  are  made  to  FIT  the  baby — 
Large  where  necessary — RE-IN- 
FORCED  where  strength  and 
stretch  are  required — made  with 
FRONT  and  BACK.  The  stretch 
of  the  medium  size  is  over  40  inches 
and  other  sizes  in  proportion. 


The  elastic  band  around  the  waist  stretches  easily  and  is  so 
constructed  that  it  can  be  stretched  to  its  fullest  capacity  with- 
out breaking,  binding  or  slipping  off  the  baby. 


Do  not  be  MISLED  by  imitations 
and  infringements  of  our  BABY 
PANTS.  All  Baby  Pants  under 
our  OWN  brands  or  under  any 
SPECIAL  brand  manufactured  by 
us  for  our  customers  have  Patent 
No.  1314799  stamped  on  the  inside 
f^")  of  each  Baby  Pants  and  are  GUAR- 
r/c-^  ANTEED  fully  against  any  LAW- 
SUITS for  Patent  infringements, 
against  Dealers  and  Distributors. 


1^3 


J.  J.  BEYERLE  MANUFACTURING  CO. 

18-20-22  West  20th  Street,  New  York  City.        Rubber  Works:  East  Northport,  L.  I. 

Makers  of  PURITAN  BRAND  Dress  Shields,  Sanitary  Aprons, 
Rubber  Sheeting,  House  Aprons  and  other  sanitary  specialties. 


Basch's   Grip-Fast   Belting  on 
Oxidized  Display  Stand 
Stand  FREE  with  12  pc.  first  orders. 


Other  Basch  Specialties 

Basch's  Gripfast  Belts 
Basch's  Stay  Rite  Belting 
Basch's  Plain  Dress  Belting 
Basch's  Reddy-Maid  Skirt  Belts 
Basch's  Super-Snap  Fasteners 
Write  for  samples 


Better  Than 
a  "Sale" 

Full  profits  all  the  time  on 
merchandise  that  sells  every 

hour  and     always  makes 

new     customers  that's 

Grip-Fast  Belting. 

Basch's  Grip-Fast  Belting  pre- 
vents the  skirt  from  twisting 
around  or  slipping  up  or  down 
and  keeps  the  shirt  waist  snug 
and  trim.  The  wonderful  patented 
rubber  grips  accomplish  this. 

Grip-Fast  Belting  can  be  washed 
and  boiled;  durable,  and  may  be 
sold  profitably  at  popular  prices. 

Write  for  Samples 

Order  through  your  wholesaler; 
but  if  he  does  not  happen  to 
have  Grip-Fast,  order  direct  and 
please  give  us  his  name. 


TRADE 


.w. 


MARK 


23-25  E.  21st  St., 
New  York 


Foreign  Representative, 

D.  E.  Bronson  Co., 
15  East  26th  St.,  N.  Y. 


Sole  Canadian  Mfr«.  for  Gripfast  Skirt  Belting: 
Eisman  &  Co.,  9  Temperance  St.,  Toronto,  Ont. 


Decorated  Baskets 

In  a  variety  of  styles  and  sizes  with 
up-to-date  Hand  Painted  Artistic 
Designs  and  tasselled  decorations. 


ALSO 
A 


Complete  Line  of 

Sweet  Grass 
Baskets 

"The  Kind  with  the  Natural 
Fragrance." 
(Send  for  Catalogue.) 

Terry  Cloth 

Nursery  Dolls 

and  Animals 

Trimmed  Baskets 

and 

Silk  Novelties 

ASSORTMENTS  in  any  of 
the  above  lines,  $50.00, 
$75.00,  $100.00  and 
Upwards. 


Moore  &  Gibson  Corporation 

Manufacturers  and  Importers 

48,  50,  52  East  21st  Street  New  York 
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DRESS  COTTONS 


WHOLESALE  DRY  GOODS 


LININGS 


LINENS 


mOISTIRED  TRADE  MARK 

Clafuns  Incorporated 

^^■^  NEW  YORK 


TRADE 


MARK 


CLAFLiNS  Incorporated 

H.  P.  Bonties.  President,  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


The  Gilbert  Manufac- 
turing Company's 
Linings  converted  and 
distributed  solely  by  us. 

Complete  range  of  everything  carried 
in  a  Lining  Department. 
CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


MADEIRA 

Hand  Embroidered  linen*  ■  ^  .  ■ 

«ith  tte  ProjreM  Br»nd  t»M  M  . 

»  guarantee  of  quality,  flue  w«tK-  ■  ^is^ 
man-hiD  and  ettraetive  designs.      '  .        ,,  - 
Handkerchief*.  Napkins,  Luncheon  Sets  and 
Corers,  and  a  Urge  variety  of  Noveltje*. 

Campbell,  Metzger  &  Jacobson 

932  Broadway.  NEW  YORK   Cor.  22nd  St. 


SPERO 

'Cotton  Goods-^ 

"Best  in  the  Worlo" 
Richard  Haworth  and  Company,  Limited 

SPERO    MILLS    ON    MANCHESTER    SHIP  CoN.i. 

The  model  Factories  of  Lancashire 


PfeilliilL^  ;i        Special  Catalogs 
^}     To  Dealers  only. 
^  JohnVfarw  ell  Company 

Wholesale  Dry  Goods  and  General  Merchandise 


DERRYVALE 

If  it's  "Derryvale^ 
it's  "Irish  Linen 

DERRYVALE  LINEN  COMPANY 
23  East  2.2;i2  Street, N.Y. 


g'liiiiniiiiniuDiimumiuiiiiuiiimiiimuiuMiimiimMiiuiiiimmiim 


mimiiimuui 


lllllimniiiniiimiiiiiiiniillllullllllllllllllinillllllllNlinulllll 


"HOOSIER" 

The    beat    36-lnch  brown 

domestic    in  America 
Bm  it  hv  tTie  iale;  sell  it 
by  the  bolt 

Sold  by  all  wholesalers 
Indiana  Cotton  Mills 

Cannelton,  Ind 


INDEX 

Buyers'  Merchandise  Guide 


DRESS  GOODS 


Art  Needlework. 


Pages 
. ...  86 


BRADFORD  NEW^  YORK 

W.  W.  Rycroft  &  Co. 

66  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 
Imported  Mohairs,    Sicilians,  Wool  and 
Cotton  Dress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


Baby   Goods   90 

Blankets   °° 

Books    °l 

Braids  and  Trimmings   86 

Button    Machines   88 

Children's  Dresses  —  •  87 

Children's  Wear   87 

Coats  and  Suits   87 

Corsets    °^ 

Curtains    ^' 

Display    Fixtures.   91 

Dolls  and  Toys   90 

Dress    Cottons   |5 

Dress  Goods   |5 

Dresses    °' 


Pages 

Linings   

Millinery    86 

Music   Publishers   sa 

Muslin   Underwear   87 

Neckwear   •  •  86 

Notions  and  Fancy  Goods  89,  90 

Paper  Shredders   91 

Pillows   90 

Playsuits    87 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addreM 
and  line. 


WOOLENS 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  for 

Sporting  Suits 
Patterns  and  Prices  on  Application. 

So  A.  NEWALL  &  SONS 

(D.  G.E.) 
Stornoway,  SCOTLAND. 

State  Shade  Desired. 


BLANKETS 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  A.B.C.  5th  Edition  &  Bentley's 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
huver  some  good  tips,  furnish  the  sales- 
Sple  real  sfllir^g  knowledge,  and  get  be 
hind  the  display  man  with  suggestions 
The  Dry  Goods  Economist  is  at  your  ser 
^ce  Get  out  the  last  half  dozen  numbers 
let  now  and  watch  the  department  improve 


,K1NG  PHILIP  MILLS 

The  Home  of 

NAINSOOKS 

S.  H.  Howe.  Selling  Agent 

New  York  / 


RIBBONS 


r 


S&K  RIBBONS 

and  SPORT  SILKS 

SMITH  &KAUFMANN,1NC. 

19  East  letKStreet.New  York 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 

Adams  and  Wells  Sts,^  Chicago 


ALRECO  FABRICS 

Complete  lines  of 
Staple  anid  Novelty 

WHITE  GOODS 

"The  Right  White  Merdiandiie" 
Samples  on  request 
A.  L.  RE  ID  &  CO. 
White  Goods  Specialists 
44.^6  E.  25th  St.,      New  York 


IRISH  LINEN  SOCIETY 

JV   HiriCAST     IRELAND  '  --^^ 

A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  or  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  STREET.  NEW  YORK 


DRESS  LINENS 


"Old  Bleach"  LiNe^  G^Ij? 

PURE  IRISH  LINEN 
^k^P  LINEN  DAMASKS 

'23-2'3Easl  Qe™  Street      New  York 


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers*  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

4S  East  20th  St.   N.  V.  City 


SELLING  AGENTS 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agenta 
86  to  88  Worth  Street 


iug.u.a 


Fkt.  Office 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Cutting-Up  Trade 


J  INTRODUCING 

'  — ourplans,  ideas,  cuts,  etc,  in  your 
advertising  means  sure  results.bigger 
business,  better  pro6u.  An  eidusive 
)r  service  lor  the  best  retailer  in  every 
town.  Full  detail*  FREE  upon  re- 

k  quest 

THE  ECONOMV  SEKVlGb 
231  W.  39th  Street               New  York  City 
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Stocks  of  Wool 
Show  Increase 

Bureau  of  Markets  Makes  Report  on 
Supply  in  Hands  of  Mills, 
Dealers  and  Government 

The  quarterly  report  of  the  Bureau  of  Mar- 
kets, Department  of  Agriculture,  on  the  wool 
stocks  in  the  hands  of  mills,  dealers  and  the 
Government,  as  of  Dec.  31,  1920,  shows  an 
increase  of  more  than  17  per  cent,  as  compared 
with  Dec.  31,  1919.  Stocks  of  grease  wool 
amounted  to  308,588,000  pounds  and  of  scoured 
wool  to  45,105,000  pounds.  Stocks  held  by  the 
United  States  Government  amounted  to  about 
51,005,000  pounds,  showing  a  reduction  of 
about  50  per  cent  for  the  year,  and  the  British 
Government  still  owned  in  this  country  about 
2,407,000  pounds  of  grease  wool. 

Grow^ers'  Stocks  Not  Counted 

These  figures  take  no  account  of  the  stocks 
held  by  wool  growers,  which  are  believed  to 
be  many  times  larger  than  at  the  close  of 
1919.  Nor  do  they,  of  course,  include  the  ex- 
ceptionally heavy  importations  of  wool  from 
abroad  during  the  first  quarter  of  this  year. 
Importations  of  foreign  wools  during  March 
and  April  of  this  year,  according  to  figures 
issued  by  the  Merchants'  National  Bank  of 
Boston,  amounted  to  about  150,000,000  pounds, 
or  about  half  the  total  imports  for  the  entire 


year  of  1919.  Imports  of  wool  tops  during 
February  and  March  of  this  year  amounted  to 
6,947,994  pounds,  or  almost  three  times  the 
total  imports  for  the  entire  five-year  period 
from  1916  to  1920  inclusive. 

The  report  of  the  Bureau  of  Markets  on 
wool  consumption  shows  a  decided  increase 
during  the  first  quarter  of  this  year.  Con- 
sumption during  March  was  about  twice  that 
for  December,  1920.  The  figures  for  the  four 
months  beginning  December,  1920,  are  as  fol- 
lows: December,  20,264,000  pounds;  Janu- 
ary, 26,300,000  pounds;  February,  31,449,000 
pounds ;  March,  40,828,000  pounds.  The  totals 
are  from  30  to  65  per  cent  less  than  for  the 
corresponding  months  of  1920  and  1919.  The 
high  point  was  reached  in  January  of  last  year 
when  the  consumption  amounted  to  63,064,000 
pounds. 

Big  Imports  of  Woolens 

Imports  of  wool  goods  into  the  United 
States  during  February  and  March  of  this 
year,  according  to  figures  issued  by  the  De- 
partment of  Commerce,  amounted  to  2,104,- 
135  yards,  showing  a  considerable  decrease 
from  the  figures  for  the  corresponding  months 
of  last  year.  An  even  greater  decrease  was 
registered  in  the  exports  of  wool  goods  from 
this  country,  which  amounted  to  only  709,770 
yards  during  February  and  March,  1921,  as 
compared  to  1,016,723  yards  during  the  month 
of  March  alone  last  year.  Exports  of  wool 
goods  for  the  nine  months  ending  March  31, 
1921,  amounted  to  4,481,022  yards,  as  com- 
pared with  12,457,868  yards  during  the  nine 
months  ending  March  31,  1920. 


U.  S.  Active  Buyer 
in  British  Markets 

London  Office  of  the  Dry  Goods  Economist, 
11  Haymarket,  S.  W.  1 

A  representative  of  a  local  buying  organ- 
ization for  twenty  prominent  American  retail 
stores  says  that  buyers  are  making  very  good 
purchases  of  British  made  plush  toys,  which 
seem  to  have  qualities  lacking  in  those  of  other 
countries.  Good-sizfed  orders  are  being  placed 
for  sports  wear  hosiery,  too,  and  for  knitted 
outerwear  such  as  sports  coats,  jumpers  and 
scarfs,  especially  with  Scottish  manufacturers. 

Very  big  orders  are  being  placed  for  fine 
Madras  shirtings  and  cretonne  manufactur- 
ers, also,  are  getting  good  orders.  Makers  of 
inlaid  linoleums  as  well  as  other  varieties  find 
their  products  in  demand  by  American  buyers. 

The  buying  office  opened  here  by  Lord  & 
Taylor,  early  in  May,  is  located  in  Ulster 
House,  Regent  Street.  Besides  purchasing 
for  the  home  store  the  needs  of  the  following 
organizations  are  cared  for:  Wm.  Hengerer 
Co.,  Buffalo,  N.  Y.;  James  A.  Ogilvy's,  Ltd., 
Montreal,  Canada ;  the  Powers  Mercantile  Co., 
Minneapolis,  Minn.;  the  Stewart  Dry  Goods 
Co.,  Louisville,  Ky.;  Stewart  &  Co.,  Baltimore; 
Hahne  &  Co.,  Newark,  N.  J.,  and  the  New- 
comb-Endicott  Co.,  Detroit. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 


'(^TTTELTESi  WASH 
\y  CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS         WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New   York   Salesroom   61    White  St. 


■^o.TOWE  L  ..r^  ^ 

A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
Vfaubm  white  ;  that  costs  no  more  than  the 
ordinary  huck  towel. 

Bample  on  Bequest. 

John  R.  Lankenau  Co.,  Boston-11,  Mass 


TiAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Q)H0E5,N.Y. 


Sanitary 

Cleaning  Cloths 

lor  Kitchen  &  Household 
Sponge-Dish  Cloths. 

.  Scrub,  Paint,  Dusl  and  Pol- 

■>hingClc.(h<.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pol  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
73'/^  FRANKLIN  ST..     NEW  YORK  CITY 


Ma  w  y  FA  ST  u  rs 

328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 
BRAIDS,  CORDS,  DRESS  TRIMMINGS 


Manufacturers  of 


FEATHERBONE  Dress  Specialties 
GIRDELIN  Dress  Belting 

Three  Oaks,  Mich. 

New  York  Chicago       San  Francisco 


LACES  &  EMBROIDERIES 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  inc. 


32-46  W.  23rd  Street 


New  York  City 


Just  Enough 

The  ads  in  the  Buyers*  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


ART  NEEDLEWORK 


FANCY  LINENS 

EMBROIDERY  MATERIALS 
"Peri-Lusta"  5^1^13  "Crystal" 

Mercerized  .  Artificial 

COTTONS       SSyT^  SILK 
Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


GLOVES 


55 


LOVES 

English,  French,  American 

Whoksale  Department:  ' 
2  West  37th  Street         New  York 


RICIinRDSON'S 

==  _  -g,  _  for  SEWING  ygsg 
miMMm,  CROCHETIMG  V" 

Richardson's  lOc  Crochet  Books 
RICHARDSON  SILK  COMPANy 
Chicago     Manufacturers     New  york  ^ 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO., 


Johnstown, 
N.  Y. 


MILLINERY 


Telephones/  ^^^Horamercy 
•  ( 63o0 ) 

Lewis  &  Locke 

Importers 


KID  and  FABRIC  GLOVES 


160  Fifth  Avenue,  New  York 

Nortnwest  corner  21st  St. 


D.  B.FISK&  CO. 

CHICAGO 


AND 

'milliner-v 
merchandise 

Open  thruout  the  year 
,)     NEW  YORK 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
Ave. 


41 1  Fifth  Avenue     Cleveland,  Hotel  Cleveland 


Do  you  need  a  good 

BUYER? 
DISPLAY  MAN? 
ADVERTISING  MAN? 
CARD  WRITER? 

ECONOMIST  WANT  ADS 

BRING     BEST  RESULTS 
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Bits  of  News 


Miss  Mary  Marston,  who  has  been  adver- 
tising manager  for  the  Burgess-Nash  Co., 
Omaha,  Neb.,  for  the  past  six  years,  has  re- 
signed her  position.  Her  future  plans  are  in- 
definite. 

Maurice  E.  O'Connell,  director  of  publicity 
and  sales  promotion  for  Blauner's,  Philadel- 
phia, resigned  June  1  to  become  advertising 
manager  of  the  C.  F.  Hovey  Co.,  Boston.  The 
advertising  of  this  store  has  been  handled  by 
an  advertising  agency.  Mr.  O'Connell  has  the 
task  of  building  up  a  staff  and  a  policy  of  his 
own.  Prior  to  his  connection  with  Blauner's 
he  was  for  nearly  two  years  assistant  to  the 
advertising  manager  of  Lit  Bros.,  Phila- 
delphia. 

Julian  Bressler,  formerly  with  the  L. 
Frank  Co.,  Chicago,  is  the  new  buyer  of 
ready-to-wear  for  the  Johnston-Shelton  Co., 
Dayton,  Ohio.   He  succeeds  C.  W.  Bowers. 

The  tearoom  and  cafeteria  in  the  newly 
built  addition  to  the  Burgess-Nash  Co.  store, 
Omaha,  will  be  in  charge  of  Miss  C.  Stephani, 
of  San  Francisco. 

The  Gilchrist  Employees'  Mutual  Benefit 
Association  of  the  Gilchrist  Co.,  Boston,  has 
adopted  a  new  name.  Henceforth  it  will  be 
known  as  the  Gilchrist  Organization.  This 
step  was  taken  in  response  to  a  sentiment  that 
differentiation  between  employer  and  em- 
ployee as  suggested  in  the  former  name  was 


detrimental  to  the  best  relationship  between 
them.  Thirteen  hundred  of  the  firm's  em- 
ployees were  present  at  the  meeting  which 
took  action  on  the  by-laws  of  the  new  asso- 
ciation. It  was  also  decided  to  elect  officers 
by  popular  vote,  rather  than  by  action  of  the 
board  of  directors. 

The  H.  K.  H.  Silk  Co.,  Watertown,  Conn., 
has  purchased  the  Rockland  Silk  Co.,  Haver- 
straw,  N.  Y.  The  output  of  the  mill  will  be 
increased  and  marketed  under  one  of  the 
brands  of  the  purchasing  company. 

■  The  Century  Novelty  Co.,  1107  Broadway, 
is  a  new  firm  dealing  in  fancy  goods  and  nov- 
elties, beads,  necklaces,  etc.  The  president  is 
Henry  W.  Levy. 

The  Royal  Worcester  Corset  Co.,  Worces- 
ter, Mass.,  recently  celebrated  the  sixtieth  an- 
niversary of  its  business  life.  Starting  in 
1861  in  a  single  room  in  Worcester,  David  H. 
Fanning  began  the  manufacture  of  hoop 
skirts  with  the  help  of  one  assistant.  Now 
the  company  is  one  of  the  largest  corset  mak- 
ers in  the  trade  and  Mr.  Fanning,  though 
ninety  years  old,  still  is  head  of  the  business. 
Over  a  thousand  employees  and  friends  joined 
in  the  three-day  celebration  marking  the 
event. 


Tonic  Sale  Catches 
Public's  Interest 


Carr  Whipple  who,  for  eight  years,  has 
been  director  of  publicity  of  the  Crowley,  Mil- 
ner  Co.  of  Detroit,  Mich.,  has  severed  his  con- 
nection, effective  June  1,  to  enter  into  adver- 
tising agency  work.  He  has  associated  with 
him  Mr.  Grant,  and  the  firm  has  been  incor- 
porated as  Whipple  &  Grant. 


"The  result  of  a  linked  interest  among 
America's  leading  industries"  is  what  the 
Joske  Bros.  Co.,  San  Antonio,  Tex.,  calls  its 
recent  Manufacturers'  and  Mills'  Sale.  The 
management  of  the  firm  felt  desirous  of  con- 
tributing something  toward  the  promotion  of 
prosperity.  Getting  in  touch  with  a  number 
of  leading  wholesalers  and  explaining  the 
proposition,  goods  were  secured  at  advanta- 
geous prices.  The  store  undertook  to  forego  a 
part  of  the  usual  profits,  and  staged  a  big 
sale  in  the  advertising  of  which  the  names  of 
the  co-operating  manufacturers  and  their  ex- 
pressions of  willingness  to  assist  were  fea- 
tured. 

The  sale  was  explained  to  the  public  as  a 
move  to  help  increase  distribution,  manufac- 
turing and  employment  by  bringing  prices  be- 
low prevailing  levels.  That  is,  the  "public 
interest"  note  was  stressed.  The  firm  reports 
that  not  only  was  a  greater  business  activity 
created  but  a  brighter  view  of  the  future  was 
awakened  through  the  "tonic"  sale. 


Vogue's  have  appointed  Miss  Maude  New- 
man as  buyer  of  ready-to-wear  to  take  the 
place  of  Mrs.  Winifred  Van  Bergen,  who  re- 
cently accepted  an  Eastern  position.  Miss 
Newman  was  formerly  with  L  Magnin  &  Co. 
of  San  Francisco. 


COATS    &  SUITS 


snow 
showing 


A.  L.  COHEN  i 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES 
Waists-  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  Blvd.  and  Wells  St. 
CHICAGO 


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-126  W.  2eth  St.  New  York 


WAISTS 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago 


DRESSES 


Cotton 
Waists 


THE 

HIRSCH-  Silk 

STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 
16  So.  Market  St.,  Chicago 


□dresises 

for  Girls,  Flappers  &  Juniors 

Specializing  on  , 
Silk,  Taffeta,  Georgette 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The   Little   Goddess   Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone.   Chelsea  1113 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims—  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


CHILDREN'S  WEAR 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


SIoneWau. 

WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldg.,  Baltimore,  Md. 
''N.  Y.  Office:  1182  Broadway,  Room  906. 


DRESSES 


We. 


Made  by 

MITCHELL  BROS.  CO. 
367  W.  Adams  St. 


Adams  Street, 
at  the  Bridge 


CHICAGO 


Good  Values 
E}xclii8lve  Styles 
Tricotlmes 
Serges 
Jer.seys 
Satins 
Georgette 
Taffetas 
$15.00  to 

.>P40.00 
Send  for 
samples. 
Prompt 
deliTeries     158  W 


DRESSES 


29th 


Tel.:  Watkins 
7350-7351 
St.     New  York 


PLA YSUITS 


KOVERALLS 

l^eg.       Pat.  01^ 

Patented  January  8th  1918 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


TKe  Tconomy  Ganwirf^ 

"America's  Play  Garment" 

is  as  well  made  as  the 
I  ^  famous  Outerall  one^iece 
work  garment.  Assorted 
I,, styles.  Samples  on  request, 

Michisan  Motor  Garment 
COii  Greenville,  Mich  a 

MUSLIN  UNDERWEAR 


F     U  R 


(lOTTLIEB  BROS. 

MANUfACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  27»'  ST.,  NEW  YORK. 

CHICAGO  OFFICE  -  223  JACKSON  BOUieVARD 

W.F  0ROE6EMUELLER 
SAM  FRANCISCO  OFFICE-   I35KEARNY  ST. 
I.  HANAIO 


ACKMAN'S 

F  U  R  S 

'America's  Leading  Fur  Line" 

jSTEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


SKIRTS 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers*  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addreaa 
and  line. 
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Silk  Sale  Given 
Educational 
Slant 

Rike-Kumler  Co.  Shows  Motion  Pic- 
tures Detailing  Making  o£  Fabric 
— "Needle  Paintings"  for  Win- 
dow Display 

The  Rike-Kumler  Co.,  Dayton,  Ohio,  held 
the  first  of  the  two  silk  sales  scheduled  for 
1921  from  May  13  to  21  inclusive.  This  store 
holds  silk  sales  semi-annually,  in  May  and 
December.  In  connection  with  the  most  re- 
cent one  it  was  decided  to  go  afield  for  attrac- 
tions to  gain  consumer  interest.  Because  the 
great  silk  show  held  in  New  York  early  this 
year  attracted  so  much  attention  the  firm 
adopted  some  of  the  features  which  made  it  a 
success. 

Coming  to  New  York  in  April,  C.  F.  Kum- 
ler,  advertising  manager,  made  arrangements 
with  Rosalie  Sparacino  and  her  father,  Jus- 
tin Sparacino,  to  go  to  Dayton  and  exhibit 
their  work.  This  is  the  production  of  "needle 
paintings"  made  with  silk  thread  on  a  linen 
canvas  ground.  Miss  Sparacino's  work  was 
one  of  the  features  of  the  silk  show.  Her 
portraits  are  extraordinarily  beautiful,  the 
luster  and  glow  of  the  rich  silk  thread  giving 
splendid  life  to  the  pictures. 

In  one  of  the  most  prominent  windows 


Miss  Sparacino  was  placed,  doing  her  work 
before  the  eyes  of  passersby  and  surrounded 
by  finished  tapestries  of  her  own  making.  At 
the  same  time  her  father  lectured  in  the  silk 
department  on  the  second  fioor  on  the  work 
she  is  doing. 

Through  the  courtesy  of  a  number  of  ex- 
hibitors at  the  New  York  show  were  obtained 
a  number  of  motion  picture  reels  showing  the 
making  of  silk.  These  were  shown  at  spe- 
cial performances  in  two  theaters,  before  au- 
diences of  newspaper  men,  heads  of  women's 
clubs  and  school  principals.  So  impressive 
were  the  showings  that  by  special  request  the 
films  were  shown  to  classes  in  the  city  schools 
and  later  to  the  general  public,  who  came  in 
crowds.  A  picture  machine  was  run  in  the 
store  auditorium  every  afternoon  during  the 
sale,  too,  and  many  people  attended. 

Bales  of  raw  silk,  cocoons,  and  samples  of 
various  grades  of  silk  in  different  stages  of 
manufacture  also  were  obtained  from  the 
same  source  as  the  films,  and  being  displayed 
in  the  windows  devoted  to  silk  goods  were 
most  effective  drawing  cards.  The  silk  sale 
was  a  big  success  and  the  management  at- 
tributes it  largely  to  the  attraction  of  the 
above  features. 


Reid  &  Hughes  Co.  of  Lawrence,  Mass., 
has  appointed  Frank  E.  Flint  buyer  and  man- 
ager of  their  ready-to-wear  department.  Mr. 
Flint  was  formerly  ready-to-wear  buyer  for 
the  Gilchrist  Co.  of  Boston,  Mass. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 


Southern  Textile 
Association  Meets 

Body    Believes    Worst    Phase  of 
Depression  Has  Passed — 
Officers  Elected 

Economist  Correspondence,  Atlanta,  Ga, 

The  worst  of  depression  has  passed  by  and 
the  textile  industry  is  now  on  the  road  to  re- 
covery, was  the  sentiment  of  the  twenty-third 
annual  convention  of  the  Southern  Textile  As- 
sociation, held  at  Atlanta  recently.  It  was 
admitted  that  betterment  might  be  expected 
to  be  slow  after  the  severe  squeeze  the  indus- 
try has  undergone.  The  convention  was  well 
attended  and  elaborate  entertainment  v/as 
provided  by  the  city's  committee  in  charge  of 
this  feature. 

Gordon  E.  Johnstone  of  the  Winsboro,  S. 
C,  mills  was  unanimously  elected  president. 
Other  officers  for  the  ensuing  year  are :  Vice- 
president,  John  W.  Clark  of  the  Erwin  Cotton 
Mills,  West  Durham,  N.  C. ;  secretary,  A.  B. 
Carter,  Greenville,  S.  C,  and  treasurer,  Mar- 
shall Dilling,  Gastonia,  N.  C. 


Miss  Louise  Smith  has  accepted  a  position 
with  the  Swagger,  a  new  Los  Angeles  ready- 
to-wear  shop.  Miss  Smith  was  formerly  with 
Vogue's  of  that  city  as  assistant  buyer  of 
ready-to-wear. 


KNIT  GOODS 


HOSIERY 


HOSIERY 


SHOES 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Us  PAT  OFFICE 

Sanitary  Napkins— Made  in  eleven  sizes. 
5  to  22  ounces  per  dozen. 
Prices  and  samples  on  request. 
Desirable  territories  open. 

PALMYRA  KNITTING  COMPANY 

PALMYRA,  N.  J. 


Art  Silk  Tuxedo 
Coats  and  Sashes 

NG  SUITS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  Bldg.,  1270  B'way 


INTRODUCING 

—our  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  results.bigger 
business,  better  profits.  An  eidusive 
•ervice  lor  the  best  r'tailer  in  every 
town.  Full  deUils  FREE  upon  re- 
quest. 

Tmi Economy  service 

231  W.  39th  Street  New  York  City 


THIS  BUYERS' 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


LADIES  FULL  FASHIONED^ 


SI  LfrC 
HOSIERY 


J.R.Beaton  Co.,lnc. 

331  Fourth  Ave.       New  York 


Real  Hosiery  U^^lue 

No.  630  Ladies'  pure  silk  finest  gauge. $10.50 
No.  600  Ladles'  pure  silk  lace  ankle..  10.50 
No.  630X  Ladles'  pure  silk  lace  Inserted.  22. 50 

No.  100  Ladles'  full  mercerized   3.25 

No.  240  Men's  pure  silk  finest  gauge.,  7.00 

ALL  THE  NEW  COLORS 
Mill  to  retailer  Write  for  sample 

LAZAR  SILK  HOSIERY  MILLS 

Clifton  Heights,  Pa.   


Wilkr 


SOCKS  FOR  WEAR 

From    Mill  "  Retailer 

%J>.^.  SAMPLES  wPGICE 3 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  your  needs 


LABELS 


WOVEN  ENGRAVED  EMBOSSED  &  PRINTED  J 


I   FOR   ALL  WEARING  APPAREL 
404  S.WELLS  STREET  CHICAGO 


Th«  original 


The  Trad* 


and  only  man-  '"."J.  ^/'x 

the  genuine  .   ronii».»i««  W 

Racine  Feet.  The  Trade  Mark  with  a  reputatioofeputation  m 

^    RACINE  FEET  KNITTING  CO.  # 

M  BELOIT.  WISCONSIN  ■ 

'X-     ^       -       .       -        .  . 


"Made  in  U.  S.  A." 


THE  BEST 
CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway      New  York 

"No  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RlUQSIDEKNiniNG  MILLS 

READINe  PA 


BUTTON  MACHINES 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITl 
Their  own  or  your  material 
EASY— ECONOMICAU-PROFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 


149  W.  28th  St.,  New  York 
60  Yeart  Experience  behind  our  Service 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


Ladies  COMFORT  Shoes 

Soft-nexible  Leaiher 


low  t2.e?  Pair 

Other  Sryles  on  R^uest 
Made  in  CX)  E  EE  wdths 
Sold  in  3b  Pair  Lots  — 
FOB  Factorv 


HIGH  t3J5  Kur 


THE  HELD  COPIPORATION 

*I  UNION  SQ.U>\RE     NEW  YORK 


YDE-TOP 

SHOE 

No.  177— AH  Glazed  Kid 
8-inch  Welt.  "YDE-TOP,"  1%- 
inch  Cuban  Heel,  arch-supportmg 
shank  niece,  extra  long  oounters- 
B-4%-8;    C-3-8%;    D    and  IK 

3-9   ^o.oO 

Arid  "25c  for   sizes   SV2  to  9 


The  HOLTERS  COMPANY 


Men*s 
Fine 
Shoes 

Rockland 
Quality 


An  Easy  Index — - 

That  is  what  you  will  find  the 
Buyers'  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


Retailers  to  Fight 
French-Capper  Bill 

N.  R.  D.  G.  A.  and  N.  G.  R.  A.  to 

Watch  Progress  of  "Truth  in 
Fabric"  Measure 

The  French-Capper  "Truth  in  Fabric"  bill 
is  to  be  opposed  not  only  by  several  garment 
manufacturers'  associations  in  New  York  but 
by  two  national  associations  of  retailers — the 
National  Garment  Retailers'  Association  and 
the  National  Retail  Dry  Goods  Association. 
These  associations  held  meetings  last  week  at 
which  opposition  to  the  measure  was  discussed 
and  it  was  decided  to  send  representatives  to 
the  hearings  on  the  bill  to  keep  track  of  its 
progress  and  to  take  steps  to  bring  pressure 
against  it  when  the  time  is  ripe.  The  garment 
associations  interested  are  the  Cloak,  Suit  and 
Skirt  Manufacturers'  Protective  Association, 
the  Merchants'  Ladies'  Garment  Association 
and  the  Dress  and  Waist  Manufacturers'  As- 
sociation. . 

Briefly,  the  reasons  for  opposing  the  bill 
are  these:  The  identifying  marks  provided 
for  in  the  bill  would  mislead  the  public  be- 
cause consumers  would  be  impressed  with  the 
idea  that  all  virgin  wool  is  better  than  all  re- 
worked wool,  which  is  not  the  case,  some 
fabrics  containing  a  mixture  of  these  ma- 
terials being  superior  to  all-virgin  wool  fab- 
rics; the  South's  interests  would  be  injured 
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through  prejudicing  the  public  against  cotton 
mixtures,  many  of  which  are  thoroughly  sat- 
isfactory; low  quality  virgin  wool  fabrics 
would  come  on  the  market  in  large  quantities, 
giving  less  service  than  higher  grade  goods 
containing  reworked  wool  or  cotton,  and  so 
being  injurious  to  the  consumer's  interest;  the 
bill  would  be  of  little  benefit  to  any  class  other 
than  wool  growers,  and  would  be  a  constant 
source  of  annoyance  and  expense  to  retailers. 

The  French-Capper  bill  will  be  opposed 
vigorously  by  wool  fabric  manufacturers,  of 
course;  but  it  is  in  the  retailer's  own  interest 
that  he  also  should  take  steps  to  strengthen 
opposition  to  the  measure. 


Philadelphia  Plants 
Increase  Activity . 

Philadelphia  Office  of  the  Dry  Goods  Economist, 
1420  V^idener  Building 

Unemployment  in  textile  plants  in  and 
around  this  city  has  been  relieved  somewhat 
during  the  last  two  weeks.  In  most  of  the 
districts  throughout  the  State,  too,  there  is 
a  closer  approach  to  normal.  There  are  now 
only  about  19,000  workers  lacking  positions. 
Waist  and  dress  manufacturers  are  fairly 
busy,  but  are  suffering  from  a  scarcity  of  some 
varieties  of  cotton  piece  goods.  Mills  making 
such  materials  have  received  many  orders  for 
immediate  delivery,  and  only  a  small  propor- 
tion of  them  can  be  filled. 
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"On  to  Greensboro"  Is 
Merchants^logan 

North  Carolina  Retailers  to  Convene 
June  21,  22,  23 

The  nineteenth  annual  convention  of  the 
North  Carolina  Merchants'  Association  will 
be  held  at  Greensboro,  June  21,  22  and  23. 
Many  local  associations  throughout  the  State 
—there  were  thirty-three  of  them  last  year — 
have  adopted  the  slogan,  "On  to  Greensboro," 
and  are  planning  to  send  big  delegations. 
Business  and  entertainment  will  occupy  the 
first  two  days  of  the  gathering,  addresses  by 
a  number  of  well-known  men  being  scheduled 
for  the  evenings  of  the  last  two  days. 

Among  the  speakers  already  listed,  with 
their  subjects,  are:     Dr.  D.  W.  Daniel  of 
Clemson  College,  "The  Ideal  Merchant";  R. 
R.  Clark,  formerly  editor  of  the  StatesviUe 
Landmark,  "The  Newspaper  and  Its  Relation 
to  Merchant  and  Business  Man" ;  George  W. 
Coggin,  State  supervisor  of  trade  and  indus- 
trial education,  "Vocational  Training";  C.  F. 
Nesbit,  an  authority  on  mutual  insurance— on 
the  subject  of  insurance;  David  Owens,  a  suc- 
cessful store  executive— subject  unannounced; 
Clement  S.  Ucker,  formerly  executive  officer 
of  the  Department  of  the  Interior,  "Rural  De- 
velopment and  Its  Effect  on  Business  of  Ad- 
jacent Towns  and  Cities,"  and  Ernest  C.  Hast- 
ings, managing  editor  of  the  DRY  Goods 
Economist,  who  will  talk  on  store  manage- 
ment, salesmanship  and  kindred  subjects. 


NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY^S^  NOTIONS  &  FANCY  GOODS  NOTIONS  &  FANCY  GOODS 


"KEEP  THE  HAIR  IN  PLACE" 
19(8  Prairie  Av.,  CMoago 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street        Bo»ton.  Ma»»- 


Liberty-Belle 

HAIR  PINS 


Cabinets 


Tubes 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


DoN'T  F 


DN'TrORGET 

the 


ToG 


ET 


Close -Fit  Hair  Net 

E.  MITTELSTAEDT,  INC. 

84-83  University  PI.  New  York 


THIMBLES 

FINE    THIMBLES  OF  ALL  DE- 

 SCRIPTIONS.  STANDARD 

PArKINCS  AND  DISPLAV  CABINETS: 
WbStE  TOR  ILLUSTRATED  FOLDER 
WHICH  CltfES  DETAILED  INFORMA- 
TIGnV  please  mention  YOUR 
JOBBER'S  NAME. 

The  ANSONIA   NOVELTY  Co. 

ANSONIA,    CONN.  V.S.I\. 


,,3,„^SCISSORSm 


THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSOaS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTIiY 

fTHE  EVERSHAI^P  SUEAR  CO, 

BRIDGEPORT  CONNECTICUT 


¥®U  SILL 

QUALITY  PmST 


&  Emm 

Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N  E W  YOR  K 


The 


ancl 


SANITARY  NAPKINS 

Conveniently  and  attractively  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write    for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
200  Broadway    New  York  City 


IDEAS 

Cuts — Ads — Circulars 
Show-cards— Letters 
Window  Tri ms  — Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 
231  West  39th  Street  New  York  Gty 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 
Mfrs.    of   Ladies   Hand  Bags 

All  Styles  and  Prices 
300-308      So.      Franklin  ,  ?' 
CUcago,  111. 


SANITARY  NAPKINS 

APRONS-KNICKER^ 

BELTS^ 


^P"'  GOODS 

FOR  INFANTS 
.AND  WOMEN 
'62" S' !,GiraPOl Ave  PHILADELPHIA, 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Wovin  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


,•►1'* 


KIRBY, BEARD  &  CO.  Birininghain,Eng. 
Hair  Pins,  Pins,    Needles,  Needle  Cases  n 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise   Guide    are  short  

"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


BOOKS 


MUSIC  PUBLISHERS 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff.  President 


Q      Foreign &Domestic 

'  NOTIONS 


IBSI 


Sole  Agents  for  the  Lightning  Needle  Co.S 
27-33  West  23rd  Street  New  York  City 


Uoslue**  Hair  Net 

The  net  in  the  practical  folder 
• — patented — (not  an  envelope) 
Dependable  Quality 
Single  and  Double  Mesh 
Cap  and  Fringe 
SEIDNER  &  HITZIGRATH 

24  East  21st  Street,  New  York 

Samples  and  quotations  upon  request 


!F  YOU  ARE  INTERESTED 

In  Installing  a  Book  Department 
That  Requires  But  30  x  39  Inches 

Write  For  Particulars  To 

GROSSET  &  DUNLAP,  New  York 

Publishers 


200%  Profit 

That  should  appeal  to  yon 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
"Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


REEP 


,  riandTaDled^r>/-€v«?Ba^ 

.  N/ y--^'  AL/o  &«1^eral  Line  of 

^^^^''^^^^Hep./^ocketbaokr  Game 

/collar  Bdi^  Manicure/  Etc 
sJiABjt;/    A.I..     R-EED  CO. 

•3-7  3- FIFTH  AVE.  MEW  YORK- 
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Social  Gathering 
Sees  Style  Show 

Blauner's  Put  on  Affair  at  Meeting  of 
Women's  Organization 

Introducing  a  fashion  show  as  the  star  at- 
traction at  a  social  gathering,  combining  a 
practical  merchandising  idea  with  the  time- 
worn  publicity  stunt — and  doing  it  at  an  out- 
lay of  less  than  $30,  was  a  recent  accomplish- 
ment of  Blauner's,  Philadelphia. 

To  a  large  women's  organization  about  to 
give  a  dance  Miss  Ida  Gekoski,  the  store's 
superintendent,  suggested  a  fashion  show  as 
part  of  the  evening's  entertainment.  The 
store  provided  all  the  models,  gowns  and  ac- 
cessories. Every  article  was  taken  from  stock 
and  was  described,  with  its  price,  in  a  special 
program.  More  than  fifty  costumes  were 
shown. 

None  of  them  went  back  to  the  store. 
Many  were  sold  on  the  floor  that  night,  just 
as  the  girls  took  them  off.  The  rest  were 
bought  at  cost  by  the  girls  who  had  worn  them, 
including  shoes  and  stockings.  Just  $8.25 
worth  of  merchandise  went  back  to  stock. 

One  thing  that  made  it  a  really  profitable 
show  was  the  personal  contact  established  be- 
tween the  girls  and  women  in  the  audience. 
After  the  display  was  ended  the  latter  clus- 
tered about  and  asked  questions.  The  girls 
were  thoroughly  trained  in  their  merchandise 
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and  not  only  were  able  to  sell  garments  then 
and  there  but  also  to  make  acquaintanceships 
that  brought  scores  of  women  into  the  store 
afterward.  Opening  charge  accounts  was  sug- 
gested in  some  cases,  and  these  were  put  on 
the  books  in  short  order.  This  is  strong  tes- 
timony to  the  value  of  store  employees  as 
mannikins  in  preference  to  outsiders.  If  a 
fashion  show  is  to  do  more  than  suggest  ap- 
parel purchases  in  a  distant  way,  the  combi- 
nation of  apparel  and  a  working  knowledge  of 
it  by  its  wearers  is  important.  As  a  result 
of  the  combination  in  this  particular  case  new 
customers  still  are  being  made  by  Blauner's. 


Button  Report  Issued 


A  preliminary  statement  of  the  general 
results  of  the  1919  census  of  manufactures 
with  reference  to  the  production  of  buttons 
has  been  issued  by  the  Bureau  of  the  Census, 
Department  of  Commerce. 

Reports  were  received  from  557  establish- 
ments in  1919,  with  products  valued  at  $41,- 
840,000,  while  the  517  establishments  engaged 
in  the  same  industry  in  1914  reported  prod- 
ucts amounting  to  $20,712,000,  an  increase  of 
102  per  cent. 

Of  the  total  number  of  establishments,  243 
were  located  in  New  York,  77  in  Iowa,  and 
70  in  New  Jersey,  the  total  value  of  products 
for  these  states  amounting  to  $31,335,000, 
or  approximately  75  per  cent  of  the  total  for 
the  industry. 


Clothing  Strike 
Near  Settlement 

General  Wage  Reduction  Accepted — 
Working  Hours  Not  to  Be 
Increased 

The  peace  settlement  of  the  clothing  indus- 
try strike  in  New  York  is  well  assured,  though 
at  time  of  going  to  press  the  new  agreement 
between  manufacturers  and  employees  has  not 
been  signed.  For  several  days  small  details 
have  held  up  action ;  but  it  is  understood  that 
the  terms  of  settlement  are  about  as  follows: 

There  will  be  a  general  reduction  in  wages 
of  15  per  cent  or  less,  cutters  alone  being  ex- 
cepted. The  wages  of  these  workers  will  be 
stabilized  at  $51  a  week. 

Standards  of  production  will  be  estab- 
lished in  such  degree  as  will  increase  the  out- 
put of  the  industry  without  a  corresponding 
increase  in  persons  employed.  The  impartial 
machinery  for  settling  disputes  will  be  re- 
established as  before  the  strike. 

It  will  be  noted  that  the  unlimited  right  to 
discharge  employees  is  not  granted  employers, 
nor  are  working  hours  increased.  Neither  is 
the  piece  work  system  installed.  The  employ- 
ers lost  these  points. 

However,  it  is  a  case  of  give  and  take,  and 
probably  the  new  agreement  will  work  out  to 
the  satisfaction  of  both  sides. 


NOTIONS  &  FANCY  GOODS 


BABY  GOODS 


BABY  GOODS 


SAMPLES  ON  RWUEST 


RISDON(^ 
__FETyPINS 

Vhe  A  Point  Pin" 

HEAVY  SPRINO  BRASS  WIRE 
EXTRA  HEA^/Y  NJCKEL  FINISH 
LONG  TAPeniNG  POINTS- HON-PULLIKQ 
CAPS  U  GUARDS  SECURELY  ASSEMBLED 

RISDON  MFG.  CO.,  Naugatuck,  Conn. 


SELECTE"  NOTIONS 

Hiiiiiiimni 


CMALL  wares  and  fancy  goods  at 
>^   lowest  prevailmg  market  prices. 


J  Sole  Agent  for  D.  F.  Tayler  &  Co. '3 

■  P/A'.S'   AA'fl  HAIRPINS 

I  GOTHAM  LEATHER  GOODS  CO. 

^  Small  Wares.  Fancy  Goods  S' Buttons  . 

m  222  Fourth  Ave.  &tI8lhSt,Nnr York  Boston  Office  WOaailcyStj 


c//ze 

OrEATORS  or  BOXED 
GTlFT  NOVELTIES 


PRESTOM  STUDIOS 

fiCPUBLIC 
BUILDING 

...     ,  ...  -  ISTRJBLfTOftS 


223    FirXrt  AVE.  NEW  YORK 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
TUCKE.T     R.  .  I. 


BEADS 

Frinijes  Spangles  TrimminKS 
Tassels  Necklaces  Girdles 

PEARLS 

Leaders  of  the  World 

ROSENBERG&COJnc. 


36  W.  38th  Si. 


New  York 


1?ibboncralf 
G)mpan? 


Makers  of  Gifts  for 
Baby  and  Milady 

31  Union  Square  NEW  YORK  CITY 

223  W.  Jackson  Boul.       CHICAGO,  ILL. 


INFANTS'  GOODS i 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  DraweKS. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  new^\^ork 


BABY     IM  OVE  LT  I  E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Bets,  Eecord  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31sl  St.,  N.  Y. 


WiaiiyiaKiiiaiim) 


or 


Richard  G.  Krueger 
395  Fourth  Ave.  new  york 

send  for  catalogue 


DOLLS   &  TOYS 


Roily  Rattle  —  it  FloaU. 
Assorted  characters  at 

$4;  $6  &  $75» 


Water  Baby — in  assorted 

tyl=»$225  to  $15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

Sig. Schwartz  Co. 
nOW.32ndSt..N.Y. 

Send  for  catalog  10 


iriginal  SANITARY  Nursery 
Playthings  for  BABY 


-Send  for  a- 


$25  or  $50  RiteAssortmenl 


It's  the  Rite  Line 

Seo  0ltt0t,  inc. 

No.  119  West  42nd  St., New  York 

Rattledy  Rites  Opposite  Bush  Bldg. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 

knockabouts.      None  genuine 

without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad   St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TrMBERLAKE 
&  SONS,  Mfrs.^ 

Jackson,  Michigan 


TYROLER'S  EAR  CONFORMER  CAP 


Prevents  projecting  or  folding 
of  infants'  ears  while  asleep  or 
lying.  Removes  and  corrects  all 
tendency  of  ears  to  protrude. 
.Sanitary,  washable.  Each  cap 
separate  package. 
3  sizes— small,  medium,  large. 

Cotton  $4.50  per  doz. 

Silk   6.00  per  doz. 

All  year  round  seller  in  infant 
wear  dept. 


TyroIerMfg.Co.245  X^^*YV,?,^*• 


PILLOWS 


tAHlff  PILLOWS 

Bfwww    assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


YARNS 


Pennant 
Darning  Cotton 

30  yd.;  8-ply;4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett&OrswellCo. 
Pawtucket,  R.  I. 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


YOUR  HELP  SITUATION  jo  DAY 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  (or  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 

New 
York 
City 


a  frt-y ,15  • '  /I  rs.-ri\fA(1ttrA> .  i 


FLOOR  COVERINGS 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehotises,  located  at 
Chicago,  St.  Louis,   Kansas  City,    Denver,  Galveston, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Adyertising  Ideas 

239  W.  39th  St.,  N.  Y. 
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Birthday  Event 
Features  Prices 

Young-Quinlan    Co.,  Minneapolis, 
Announce  Affair  by  Distribut- 
ing Folders  to  40,000 
Women 

The  Young-Quinlan  Co.,  Minneapolis,  the 
pioneer  in  exclusive  women's  wear  in  the 
Northwest,  is  twenty-seven  years  old,  and  each 
year  it  holds  a  birthday  sale  event,  which  is 
ialled  the  "Fete  Sale."  It  is  one  of  only  three 
store-wide  sales  held  during  the  year,  the 
others  being  seasonal  clearance  sales.  This 
year  it  was  decided  to  depart  from  the  ideas 
used  for  previous  birthday  sales  and  to  re- 
frain from  emphasizing  the  historical  side  of 
the  event.  It  was  believed  that  customers 
were  interested  more  in  goods  and  values  than 
in  generalities,  no  matter  what  their  interest 
might  be  in  more  normal  times. 

Specials  in  Each  Section 

Attention  was  centered  on  driving  home 
the  point  of  exceptional  prices  on  new,  modish 
garments  at  the  opening  of  the  season  Two 
to  four  specials  were  offered  in  each  depart- 
ment, all  high-grade  garments,  ordered  far  m 
advance  and  priced  at  a  small  margin  above 

''''^Several  days  before  the  sale  folders  in 
lavender  type  and  with  cuts  in  the  same  shade 
wire  mailed  to  a  verified  list  of  40,000  women 
in  the  Northwest.    These  were  calculated  to 


arouse  special  interest  because  it  is  contrary 
to  the  general  policy  of  the  store  to  illustrate 
its  goods.  This  was  the  first  "Fete  Sale"  in 
which  illustrations  were  used,  and  the  marked 
reversal  of  a  well-known  policy  was  most  ef- 
fective. 

Store  Bulletins  Used 

Store  bulletins  in  the  form  of  a  one-sheet 
newspaper  were  used  to  key  up  employee  in- 
terest just  prior  to  and  during  the  sale.  Really 
artistic  springlike  posters  in  two  colors  were 
inclosed  with  the  folders,  and  enlargements 
were  framed  and  placed  in  all  sales  depart- 
ments. The  same  theme  was  carried  out  on 
package  labels  and  in  black  and  white  in  the 
lavish  newspaper  advertising,  which  included 
both  daily  and  weekly  local  papers,  as  well  as 
suburban  and  college  journals. 

For  the  convenience  of  patrons,  lunch  was 
served  in  the  store  during  the  fete.  That 
these  moves  were  in  the  right  direction  was 
proved  in  checking  up  sales  totals,  which 
showed  that  the  week  had  brought  a  substan- 
tial increase  over  the  1920  event,  despite  bad 
weather  for  the  first  few  days. 


The  close  of  the  first  year  of  the  Mutual 
Benefit  Association  of  the  employees  of  Kauf- 
man's Underselling  Store,  Harrisburg,  Pa., 
was  celebrated  recently  by  a  banquet  at  which 
140  of  the  store  force  gathered.  M.  Raymond 
Clark,  general  manager  of  the  store,  presided. 
David  Kaufman  was  the  principal  speaker, 
replying  fittingly  to  his  employees'  congratu- 
lations on  the  announcement  of  plans  for  build- 
ing the  largest  department  store  in  central 
Pennsylvania. 


Good  Values  Draw 
Throngs  to  Sale 

Again  demonstrating  the  pulling  power  of 
good  values  in  these  days  when  consumers 
are  looking  for  reduced  prices  and  special  bar- 
gains, the  Whitney  MacGregor  Co.,  Minne- 
apolis, Minn.,  sold  8528  children's  dresses  at 
$1  each  between  9  and  12  o'clock  on  the  morn- 
ing of  Thursday,  May  5.  The  attraction  was 
chiefly  in  the  values  offered.  Writes  J.  H. 
Keenan,  advertising  manager  of  the  store, 
"The  values,  of  course,  were  really  wonderful. 
As  evidence  we  offer  the  fact  that  we  found 
several  women  selling  the  dresses  over  again 
on  the  floor  at  $2  and  $2.50." 

The  store  secured  the  surplus  stock  of  a 
single  manufacturer  and  advertised  with  ads 
taking  more  than  half  of  a  page  in  each  of 
two  papers  the  evening  preceding  the  sale. 
In  addition,  six  windows  showed  the  dresses 
on  Tuesday.  Sizes  ran  from  2  to  14,  and  in 
the  ads  the  idea  of  buying  a  complete  summer 
dress  outfit  for  girls  was  stressed.  Plenty  of 
floor  space  was  accorded  the  sale  as  well  as 
extra  salespeople,  and  dresses  were  arranged 
on  tables  according  to  size.  The  whole  offer- 
ing was  8728  dresses.  All  sizes  6  to  14  were 
gone  by  noon  and  only  200  of  the  smaller  sizes 
remained.  Several  policemen  helped  maintain 
a  certain  degree  of  order  and  altogether  the 
management  considers  it  the  greatest  sale  the 
store  has  ever  put  over. 


Department  managers  find  it  easier  going 
when  the  salesforce  read  the  ECONOMIST. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


CURTAINS 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO.. 

338  North  Clark  St.,  Chicago. 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39thSt.,N.Y. 

Wholesalers   &  Importers  Only 


DISPLAY  FIXTURES 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 

GALVA  Illinois 


EVERYTHING  IN  FIXTURES 

K  ..H         Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO, 

232  West  Jackson  Blvd.,  Chicago,  HI. 


BALDWIN 
p^kai:**  Carriers 

give  most  service  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas. 

L.Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicago 


""^^^ 

PM||^>^in  1  Air  Brushes 

if  a  ^  ^Uade  in  all  sizes.  Better  in 
1  i?               every  way  for  sliow  card  ana 

f*,,:*=>^              window    Viackgrouud  use. 

¥^           Write  for  catalogue. 

'.asche  Air  Brush  Co,,  Dept.  F,  1227  Wash.  Bl.,  Chicago 

€cl)o  ^tihqt  Curtatnji 

Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
Tbe  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Flftli  Ave.,  New  York, 
entrance  aronnd  the  corner  on 
Thirty-first  Street. 

Putnam's  improved  Cloth  Chart 


SEE  Y&RDS^RIGHT 
vTHEBE^ 


Write 


THE  A.  E.  PUTNAM  COMPANY,    Washington,  la. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


UPHOLSTERY  MATERIALS 


PAPER  BOXES 

For  Christmas  and 
other  days,  in  sizes 
you  want. 
Catalogue  on  request 

THEliiARSH-BURGESS  CO. 

DUNKIRK  Dept.  G,        NEW  YORK 


furniture 
equipment 

^MANUFACTURERS  FOR  0VER5QYRS. 


EISCHMANNCO. 

>  229  to  239  West  36tli  Street,  H.  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,         NEW  YORK 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 
French 
  Wax  Figure  Company 

Water   St..    Milwaukee,   Wis.;  715  Medinah 
Bldg..  Chicago,  111. 


PAPER  SHREDDERS 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willhelp you  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3S47W.  4th  St..  Cincinnati.  Ohio,  U.  S.  A. 


The  Department  Store 

«ul  styles.  colors  and  grades.  b^^^ 
Ask  to  sec  the  "McCaskev  trip.- 
write  for  samples  and  prices 

The  Mccaskey  register  Co. 

alliance.  OHIO 


Ideal  Line 

■^4 


Rolling   Step  Ladders 

Fifteen  Styles. 
Satisfaction  Guar- 
anteed. Lasts  a 
Lifel-time.  Write 
for  Catalogue. 

Daynile 
Furniture  Mfg.  Co, 

Cape  Girardeau,  Mo. 

Factory  at 
St.   Louis,  Mo. 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomfeldi  &  Rapp  Company 

108  N,  Jefferson  Street 
CHICAGO,  ILL. 


Stop  Hiding  Your  Merchandise,  Display  It, 

Give  your  mercfiandise  a  ciiance  to  sell  Itself,  thru 
uttracUve  displays.    Make  it  easy  for  customers  to 
Buy— easy   for   you   to  sell. 
The  S-X  Display  Racks  will 
give   you   this   service,  and 
more.     Write  for  circulars. 
SYLVAN 
SPECIALTY 
SHOP 

552  W.  Lake  Str.; 
Chicago,  Illinois 


92 


DRY  GOODS  ECONOMIST,  JUNE  4,  1921 


llllllllllllllillllllllllllllllllllllllllllllllllllllllllllllllllin^ 

ECONOMIST       WANT  ADS 


AGENTS  WANTED 


Y^AN'IEI) — Agent,  with  sound  connection,  by 
"  Saxdn  manufacturer  of  high  class  Beaded 
Pearl  Bags,  Celluloid  Buttons  and  Silk  Braids, 
Laces,  etc.  Offers,  stating  references,  to  A. 
1805  an  Ala-Haasenstein  &  Vogler,  Chemnitz, 
Sa.  Deutschland. 


LINES  WANTED 


pNGLISHMAN.  age  40,  wishes  to  represent 
^  American  firm  in  England,  preferably  on 
commission  basis.  Had  10  years  successful 
American  selling  experience  in  Linens,  White 
Goods,  etc.  Will  consider  any  line.  First 
class  references.  BOX  2187,  Dry  Goods 
Economist. 


BUSINESS  OPPORTUNITIES 


DO    YOU   WISH   TO  RETIRE? 

Pay  Highest  Cash  Prices 
For  Entire  Stocks  of  Merchandise. 
No  Stocks  Too  Large. 
I.  SINGER, 
582  Broadway  &  21  Throop  Ave., 
Brooklyn,  N.  Y. 
Phone  5371  Stagg. 


pXPERIENCED  Buyers,  Managers  and  Vol- 
'-^  ume  Getters  desire  to  rent  on  basis  of  per- 
centage of  gross  sales  popular  price  ready-to- 
wear  department,  where  it  is  possible  to  sell 
$200,000  or  more.  Fixtures  must  be  furnished. 
Will  buy  or  stock  new.  Have  ample  capital. 
Write  full  details.  BOX  2116,  Dry  Goods 
Economist. 


P  XPERIENCED  department  store  man  for  an 
'-'  up-to-date  store  near  New  York,  estab- 
lished 15  years;  doing  $200,000;  can  be  in- 
creased $300,000  by  right  man;  must  be  able 
to  take  $10,000  or  $15,000  interest.  Christian 
firm.  Apply  Edward  Welch,  care  of 
BROWN  DURRELL  CO.,  11  West  19th  St., 
New  York  City. 


TF  you  wish  to  retire  or  sell  your  store  as  a 
'  going  business,  drop  a  line  to  GOODSTEIN 
BROS.,  P.  O.  BOX  822,  Trenton,  N.  J.  All 
communications  held  strictly  confidential. 


T  NDIVIDUAL  or  sales  organization  with 
*  some  capital  as  partner  in  old  established 
business  owning  plant  and  full  equipment  for 
manufactured  garments.  Low  operating  cost. 
Full  investigation  solicited.  BOX  2130,  Dry 
Goods  Economist. 


T  WANT  TO  LEASE  SPACE  for  Infants' 
^  and  Ch'ldren's  (2  to  6)  department  on 
first  floor  of  department  store.  West  of  Chi- 
cago city  above  40.000  population.  Flat  rental 
or  percentage  basis.  BOX  2100,  Dry  Goods 
Economist. 


LET  ME  BUY  FOR  YOU  IN  EUROPE 

Whether  or  not  you  send  your  buyer 
across,  it  will  pay  you  to  have  an 
AMERICAN  who  is  established  on  the 
Cont  nent  since  the  Armistice  to  look 
after  your  interests. 

The  small  commission  you  pay  me 
will  be  an  INSURANCE  that  you  ?et  the 
right  goods  at  the  right  price  and  that 

YOU  GET  THE  GOODS. 

WALTER  DENMAN, 
19  RUE  AUBER, 
PARIS,  FRANCE. 


As  the  Economist  circulation  covers  such  a  wide  area,  whenever  possible 
give  name  and  address.    If  a  box  number  is  used,  give  some  idea  of  location 
of  business.     For  example,  "Pennsylvania,"  Bex  810,  Dry  Goods  Economist. 
In  "Position  Wanted"  ads,  state  preference  as  to  location,  if  any. 
All  replies  to  box  numbers  are  forwarded  daily  from  the  Economist  office. 

IF,  in  answering  Economist  Want  Ads  directed  to  this  office,  you  supplement 
your  letter  with  additional  matter  photographs,   samples   of  ads,  etc.  

be  sure  and  send  sufficient  postage  to  cover  the  cost  of  forwarding  them  to  the 
advertiser.  The  Economist  can  only  forward  first  class  mail  covered  by  2c 
postage. 

Rates: — Position  Wanted — 40  cents  per  line.     All  other  heading^s — 50  cents  per  line. 
6  words  or  fraction  thereof  usuailly  constitute  1   line.    Minimum  amount  accepted  4 
lines.    Capitals  considered  as  two  lines.     Boxed  display  ads — $7.00  per  inch;  Position 
Wanted — $6.00  per  inch — minimum  amount  accepted  1  inch. 
Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  double  the  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


BUSINESS  OPPORTUNITIES 


VY/ANTED  to  lease  space  for  Wall  Paper  De- 
"  partment  in  a  department  store,  by  a  suc- 
cessful wall  paper  man.  Address  Box  2121, 
Dry  Goods  Economist. 


^OMEN'S  READY-TO-WEAR  SECTIONS 
WANTED  IN  DEPARTMENT 
STORES  BY  RESPONSIBLE  VOLUME 
BUSINESS  GETTER.  BOX  400,  717  ST. 
JAMES  BLDG.,  NEW  YORK. 


WANTED  TO  BUY 


WANTED— Small  Dry  Goods   Store,  within 
100  miles  of  New  York,  or  would  buy 
stock  of  goods,   $5,000.00  to  $10,000.00.  Ad- 
dress P.  O.  BOX  150,  Mount  Vernon,  N.  Y. 


WANTED  TO  BUY  FOR  CASH 

Women's 
Ready-to-Wear 
Specialty  Store 

Doing  $100,000  or  over  in  city  of  35,000  or 
more. 

Box  5O0,  717  St.  James  Bldg.,  New  York. 


FOR  RENT 


A  DEPARTMENT  store  doing  leading  mil- 
^  linery  and  ready-to-wear  business  in  a 
thriving  Pennsylvania  city  wishes  to  rent  mil- 
linery department  to  a  concern  able  to  main- 
tain its  present  high  standard.  The  department, 
which  has  admittedly  the  leading  business  in 
the  city,  both  in  quantity  and  quality,  has  been 
long  under  the  personal  care  of  the  proprietor, 
who  finds  it  increasingly  difficult  to  give  the 
necessary  time  to  its  management  owing  to  the 
general  expansion  of  the  store  business.  Reply 
BOX  2139,  Dry  Goods  Economist,  giving  full 
particulars,  stating  similar  departments  under 
lease  in  Pennsylvania. 


WANTED  — A  BUSINESS  — W-II  buy  a 
y  plant  outright.  —  Want  some-  article  or 
line  that  can  be  built  up.  If  you  have  a  good 
article  but  lack  sufficient  money  to  expand  will 
take  it  over  or  join  you.  No  absurd  metal 
novelties  will  interest  me,  prefer  something 
salable  for  women  and  children.  Write  what 
you  have  first  letter.  No  brokers.  BOX 
2184,  Dry  Goods  Economist. 


WANTED  TO  LEASE  CLOAK  AND  SUIT 
DEPART.MENTS,  IN  TOWNS  OF 
TWENTY-FIVE  THOUSAND  OR  UP- 
WARDS, BY  A  MAN  OF  EXCEPTIONAL 
ABILITY  AND  EXPERIENCE  AND  GOOD 
FINANCIAI,  CONDITIONS.  BOX  2123, 
DRV  GOODS  ECONOMIST. 


VT7ANTED— To  lea',-  sh-K;  dr-partment  in  dc- 
"  partmfnt  store  in  New  England.  BOX 
2162,  Dby  Goods  Economist. 


rjEPARTMENT  store  will  sublet  Dry  Goods 
'-^  Department  also  others  to  a  live  wire. 
Write;  give  references.  275-7  Jackson  Ave., 
Jersey  City,  N.  J. 

pOR  RENT— Building  suitable  for  depart- 
*  ment  store:  Kokomo.  Indiana.  Remodel  to 
suit  tenant.  BOX  2127,  Dry  Goods  Economist. 


ST.   LOUIS   SALES  OFFICE 
and 

STORE  FOR  LEASE 

In  new  building,  center  of  St.  Louis' 
Ij'g  wholesale  district;  space  comprises 
apjiroximately  2000  square  feet  on  main 
floor,  with  as  much  or  n^ore  basement 
space.  Ideal  location  for  high-grade 
concern  desiring  St,  Louis  wholcs.ilc 
headquarters.  The  central  jobbing  mar- 
ket for  the  entire  Mississippi  Valley. 
Wire  or  write  owner  for  particulars. 

SEVENTEENTH  STREET  REALTY 

COMPANY 
307  Advertising  Building,  St.  Louis,  Mo. 


FOR  RENT 


STORE  FOR  LEASE 
Three-story  building,   18%   x  55  ft.,  modern 
throughout,  in  heart  of  best  ready-to-wear  re- 
tail   district.     Possession    August    1.     J.  S. 
RICHiARDS,  409  Race  St.,  Cincinnati,  Ohio. 


CTRICTLY  modern  store  on  East  Avenue, 
'-^  Rochester,  New  York.  Best  location  in  the 
city.  Has  been  established  as  high  class  ladies' 
ready-to-wear  about  five  years.  Occupied  to 
July  1st,  1921,  by  BAER  BROTHERS. 

Size  about  33  x  125;  two  floors  and  basement, 
passenger  elevator,  new  and  attractive  front. 

Will  lease  for  ten  years;  twelve  thousand  first 
five  years,  thirteen  thousand  five  hundred  for 
second  five  years. 

ADDRESS    I.  FRIEDLICH, 
525  Harvard  Street,  Rochester,  New  York. 


■pHE  best' location  for  Ladies'  Ready-to-Wear 
store  in  the  heart  of  the  women's  shopping 
district  in  Mobile,  Alabama.  For  full  informa- 
tion write  POST  OFFICE  BOX  1361,  Atlanta, 
Ga. 


"THE  most  progressive  store  in  the  best  city 
of  Maryland,  outside  of  Baltimore,  has 
desirable  space  to  lease  for  Shoes,  Men's  and 
Boys'  Clothing,  Jewelry,  Beauty  Parlor  and 
Optician,  on  percentage  of  sales  basis.  Only 
responsible  parties  need  answer.  Address 
UNITED  GARMENT  BUYERS,  303  Fifth 
Ave.,  New  York  City. 


FOR  SALE 


DRY  GOODS  STOCK  FOR  SALE 

ENTIRE  STOCK  DRY  GOODS, 
MEN'S  AND  LADIES'  FURNISH- 
INGS, SHOES  AND  READY-TO- 
WEAR.  THESE  GOODS  PUR- 
CHASED DIRECT  FROM  MANU- 
FACTURERS. WILL  INVENTORY 
AROUND  $35,000.  WILL  SACRI- 
FICE STOCK  $12,500.  WILL  SELL 
WITH  OR  WITHOUT  FIXTURES. 
CAN  RENT  BUILDING  IF  DE- 
SIRED. VERY  BEST  LOCATION 
IN  SMALL  TOWN,  NORTH  CARO- 
LINA. ACT  QUICKLY,  WE  ARE 
GOING  TO  SELL. 

ADDRESS  N.  C,  BOX  2106,  DRY 
GOODS  ECO'NOMIST. 


SPLENDID  OPPORTUNITY 
On  account  of  death  will  sell  highest  type  ex- 
clusive ladies'  ready-to-wear  store  with  or  with- 
out merchandise.  Small  stock,  positively  all 
new  goods.  Established  6  years.  Ideal  loca- 
tion. Central  Ohio  town  of  65,000.  BOX  2136, 
Dry  Goods  Economist. 


T-HE  SPERRY  DRY  GOODS  STORE  in 
^  Hamilton,  N.  Y.  for  sale.  Clean  up-to- 
date  stock  of  about  $12,000  which  can  be  re- 
duced, if  necessary,  before  selling.  Hamilton 
is  one  of  the  best  villages  in  Central  New 
York,  and  is  the  seat  of  Colgate  University 
with  600  students.  Reason  for  selling,  death 
of  the  owner.  For  further  information  in- 
quire of  THE  GEO.  E.  SPERRY  ESTATE, 
Hamilton,  New  York. 


HELP  WANTED 


"TO  LEASE — Bargain  basement  department  in 
largest  department  store  in  growing  city 
of  50,000,  Ohio  valley  district.  Now  operated 
on  self  service  basis.  Address  BOX  2113, 
Dry  Goods  Economist. 


"TO  RENT — Space  for  women's  and  children's 
shoe  department.  Store  of  Middle  West 
do'ng  a  million  dollar  business  will  lease  first 
floor  space  to  reliable  firm  or  individual.  Old 
established  concern;  sells  quality  merchandise; 
has  fine  modern  building;  prosperous  city  of 
thirty  thousand;  steady  pay  roll;  people  well 
employed.  For  particulars  write  Mr.  WOOD, 
care  of  ACKEMANN  BROTHERS,  Elgin,  111. 


FOR  SALE 


ADVERTISING  MANAGER 
Dominating  store,  Western  Pennsylvania, 
seeks  man  who  is  primarily  writer  of  style, 
vigor  and  depth.  Pronounced  talent  will  count 
for  more  than  experience.  Unusual  opportunity 
for  ambitious  writer.  Give  full  details. 
Specimens  requested.  Address  BOX  2178, 
Dry  Goods  Economist. 


ADVERTISING  MAN  and  sales  promoter 
first-class,  experienced,  wanted  for  retail 
department  store,  in  particular  men's  and  boys' 
clothing,  furnishings  and  hats.  State  salary 
expected.  Must  have  best  of  references  and 
apply  in  own  handwriting  to  WM.  ERLANGER 
CO.,  East  Liverpool,  Ohio. 


r^ASH  business  handling  ready-to- 
^  wear,  millinery,  silks,  cotton  goods 
and  woolens.  Sales  1920,  $95,000. 
Books  open  for  inspection;  Texas  city, 
40,000  population;  4-year  lease;  a  snap 
at  $18,000  cash;  space  will  accommodate 
double  amount  of  stock  we  have  han- 
dled, and  with  proper  management  sales 
can  be  increased  more  than  double  first 
year.  For  quick  sale  address  TEXAS 
40,000,  Box  2152,  Dry  Goods  Econo- 
mist. 


A  DVERTISING  man— Must  have  at  least  a 
'*  high  school  education  and  be  a  good  copy 
writer.  Layout  work  not  as  essential  as  ability 
to  write  good,  convincing,  forcible  copy.  This 
position  requires  a  man  who  is  ambitious  and 
willing  to  do  a  good  deal  of  detail  work  out- 
side of  actual  copy  writing;  in  fact,  for  a  time 
the  detail  work  will  be  greater  than  the  other. 
The  position  involved  is  as  a  member  of  the 
staff  in  the  home  office  advertising  department 
of  a  department  store  chain.  Send  samples  of 
work,  state  age  and  give  full  detailed  particu- 
lars in  first  letter.  Address  BOX  2126,  Dry 
Goods  Economist. 


rxEPARTMENT  STORE  in  town  3,000, 
'-^  Northwestern  Iowa.  Stock  about  $40,000; 
sales  1920  $165,000.  A  wonderful  opportunity 
for  making  monej'  in  a  good  going  business. 
BOX  2115,  Dry  Goods  Economist. 


LAMSON  CASH  SYSTEM  FOR  SALE 
r.amson's  "Preferred"  and  "Perfection"  Cable 
Cash  Carrier  System,  consisting  of  eleven  lines, 
47  stations,  166  cups,  one  motor,  drive  shaft  and 
pulleys — enough  to  take  care  of  three  or  four 
large  floors,  a  real  bargain  for  a  quick  buyer. 
SMITH  &•  WELTON,  INC., 
Norfolk,  Va. 


ASSISTANT 
ADVERTISING  MANAGER 

A  progressive  middle  west  store  catering  to 
medium  and  better  classes  requires  the  services 
of  a  young  man  as  assistant  to  the  advertising 
manager. 

He  must  be  a  forceful  writer  of  retail  adver- 
tising, know  merchandise,  type  and  layouts, 
and  be  thoroughly  eflficient  in  handling  the  de- 
tails of  an  advertising  ofiice. 

An  active  and  ambitious  young  man  can  make 
an  advantageous  connection  with  growing  or- 
ganization. Give  full  business  history  in  first 
letter  and  enclose  one  specimen. 

BOX  2111,  Dry  Goods  Economist, 


ASSISTANT  BUYER  WANTED 
For  Large  Specialty  Store,  about  three  and 
one-half  hours  Southwest  of  Chicago,  catering 
to  better  class  of  trade.  Desire  services  of 
Woman  with  retail  experience  to  take  charge  of 
Women's  and  Misses'  Dress  Department  in 
capacity  of  assistant  buyer.  Must  m^ke  good 
appearance  and  have  pleasing  personality. 
Must  know  how  to  supervise  sales  force.  Must 
be  a  good  stock  keeper.  Will  not  be  requested 
to  d'o  buying.  Good  salary  and  excellent  op- 
portunity with  assurance  of  advancement  for 
one  who  will  qualify.  BOX  2177,  Dry  Goods 
Economist. 
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It  would  be  easy 


if  you  were  giving  your  merchandise 
away — you  could  probably  do  it  in  the 
dark  and  never  have  to  bother  about  store 
lighting  at  all.  But  selling  your  stock  is  a 
different  proposition. 

You  must  provide  a  good  light  to  show 
the  merchandise  and  one  that  is 
easy  to  see  by. 

Duplex  Lighting  has  been  found 
by  successful  merchants  all  over  the 
country  to  be  ideal  for  store  lighting. 
It  distributes  the  light  from  the  ef- 
ficient Ma^da  C  lamp  in  such  a  way 
that  the  source  is  inconspicuous. 


In  a  test  held  recently  in  a  large  depart- 
ment store,  it  was  practically  impossible  to 
tell  where  daylight  stopped  and  Duplex 
Lighting  began. 

We  have  representatives  throughout 
the  country.    Let  us  have  our  nearest 
one  demonstrate  Duplexalite  and 
explain  it  further. 

Send  for  our  booklet  "The 
Duplex  Lighting  System  as 
applied  to  Commercial  B^equirc' 
ments."  It  shows  the  principles 
of  good  store  lighting. 


Duplex  Lighting  Works 

of  GENERAL   ELECTRIC  COMPANY 

6   West   48TH   Street  New   York  City 
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There's  a  Lot  of  Money  To  Be  Saved 
By  Training  Packers  Properly 

Wrapping  Costs  Are  Mounting  Continually,  Stores  Report,  but 
Costs  Can  Be  Reduced  Considerably  by  Instructing  New  Em- 
ployees in  the  Use  of  Efficient  Methods  —  Fiber  Containers  Are 

Economical 


PACKING  supplies  have  been  reduced 
considerably  since  last  year,  but  still 
the  executive  who  has  charge  of  this 
branch  of  the  store's  work  is  kept  on  the 
jump  trying  to  keep  costs  down. 

It  appears  that  even  with  the  lowered 
cost  of  materials  the  cost  of  wrapping  and 
packing  is  mounting.  From  all  territories 
one  learns  that  the  packing  costs  are  grow- 
ing larger  instead  of  smaller,  but  why,  no 
one  seems  to  know. 

These  stores  are  endeavoring  to  find  a 
way  to  reduce  this  expense,  which  represents 
a  total  loss,  inasmuch  as  packing  material 
seldom  finds  its  way  back  into  the  store. 

Some  concerns  are  delivering  certain  ar- 
ticles in  the  original  packing  in  which  they 
are  received  from  the  manufacturer.  Others 
are  using  cardboard  or  wooden  boxes  and 
olfering  the  drivers  a  premium  for  their 
return. 

Train  the  Packer 

All  of  these  diiferent  methods  go  toward 
reducing  the  packing  expense,  but  in  the  ma- 
jority of  cases  the  savings  could  be  increased 
a  thousandfold  if  packers  and  wrappers 
throughout  the  store  were  instructed  just 
how  to  wrap  or  pack  every  item  that  is  sold. 

Some  stores  do  train  their  new  packers, 
but  the  firms  that  put  them  through  a  full 
course  are  few  and  far  between.  As  a  rule 
the  training  does  not  extend  over  any  long 
period  of  time,  inasmuch  as  a  great  many 
houses  feel  they  cannot  afford  to  pay  a  new 
employee  for  being  taught  to  do  what  she 
or  he  was  hired  to  do.  Due  to  this  feeling 
the  new  employee  is  sent  to  the  deparljment 
without  any  real  practical  training  as  to 
how  the  store  demands  that  its  parcels 
should  be  wrapped. 

Different  Method  for  Different  Goods 

It  is  real  comedy  to  watch  some  wrappers 
doing  up  parcels.  It  makes  no  difference 
whether  the  merchandise  is  a  flannel  shirt  or 
a  georgette  crepe  waist,  they  employ  this 
same  method — with  folds  in  a  piece  of  card- 
board and  a  piece  of  paper  twice  the  size 
necessary,  the  parceling  is  finished.  Then  the 
twine  is  run  around  the  parcel  three  or  four 
times  and  the  package  is  ready  to  be  sent  out 
or  given  the  customer. 

When  this  waist  gets  to  the  customer's 
home  it  is  safe  to  say  that  she  will  not 
keep  it.  When  she  does  return  it  to  the 
store  she  is  frowned  upon,  and  often  is  told 
that  the  waist  cannot  be  taken  back  for 
credit,  due  to  its  condition. 

Of  course,  usually  the  customer  wins  out, 
but  the  store  still  has  the  impression  that 
the  customer  spoiled  the  waist.  In  reality, 
however,  the  fault  is  not  the  customer's, 
but  the  wrapper's. 

A  new  wrapper  should  be  taught  to  know 
just  how  to  wrap  each  different  kind  of 
merchandise  and  what  sort  of  a  parcel  to 
make  out  of  it.  She  should  be  able  to  tell 
at  a  glance  just  what  size  piece  of  paper 
will  be  required  to  wrap  the  goods.  If  the 
article  is  to  be  packed  in  a  box,  she  should 


be  able  to  tell  at  a  glance  just  what  size 
box  is  required. 

Twine  Needlessly  Wasted 

Twine  is  another  item  that  is  often 
wasted.  Occasionally  one  receives  a  parcel 
from  a  store  that  is  tied  with  yards  of  cord 


when  a  piece  about  a  foot  long  would  have 
done  the  work. 

Many  stores  have  tried  the  method  of 
cutting  their  twine  into  different  lengths 
before  supplying  same  to  their  wrappers. 
The  idea  was  to  train  the  wrapper  to  use 
the  exact  length  that  she  needed  to  tie  the 
parcel.  This  method  failed  because  the  ma- 
jority of  wrappers  used  a  longer  piece  than 
was  necessary.    This  necessitated  cutting 


!3 


the  surplus  piece  off,  and  a  method  that  was 
to  effect  economy  in  reality  increased  ex- 
pense. 

Gummed  Tape  Liked 

Gummed  tape  is  becoming  more  in  favor 
every  day  due  to  its  economy.  The  machine 
can  be  set  for  any  desired  length  and 
slight  pressure  on  a  handle  moistens,  cuts 
and  ejects  the  tape.  As  only  one  or  two 
inches  of  gummed  tape  are  required  to  seal 
a  package  a  great  saving  is  thus  effected 


over  the  use  of  twine.  In  addition  there  is 
far  greater  speed.  A  wrapper  can  seal  both 
ends  of  the  parcel  in  less  time  than  she 
could  tie  them. 

Bulky  merchandise,  such  as  housefurnish- 
ings,  toys  and  perambulators,  are  items  that 
tax  the  ingenuity  of  the  delivery  superin- 
tendent and  expense  manager. 

These  items  require  considerable  packing 
material,  regardless  of  how  efficient  the 
operator  may  be.  If,  however,  the  employee 
is  indifferent  he  or  she  is  apt  to  use  a 
larger  amount  of  packing  material  than  is 
necessary. 

Herewith  are  shown  two  illustrations 
showing  how  two  concerns  have  solved  the 
problem  of  partly  eliminating  packing  ex- 
penses. Here  is  shown  a  cover  used  to  pro- 
tect a  refrigerator,  also  a  cover  used  to  protect 
a  baby  carriage. 

Under  the  old  method  of  packing  these 
items  would  have  been  wrapped  in  excelsior 
pads  and  then  covered  with  large  sheets  of  ex- 
press paper  and  tied  with  heavy  twine.  With 
these  covers  there  is  nothing  to  do  but  place 
the  cover  over  the  article  and  fasten  the  straps 
that  are  on  the  cover.  When  the  merchandise 
is  delivered  into  the  customer's  home  the 
straps  are  loosened  and  the  cover  is  removed. 

In  addition  there  is  a  great  saving  for  the 
store.  There  is  no  excelsior  required  to  pro- 
tect the  article,  no  paper  or  twine  to  hold  the 
excelsior  on  the  merchandise,  and  no  time  lost 
in  packing.  The  cover  is  brought  back  by  the 
driver  and  used  indefinitely. 

These  covers  are  made  of  brown  canvas, 
fleeced  lined  and  filled  with  cotton,  and 
stitched  both  ways. 

Glass  Goods  Badly  Packed 

Articles  made  of  glass  or  other  fragile 
materials  are  other  items  that  loom  up  large. 
One  concern  recently  told  an  Economist 
staff  member  that  its  breakages  of  this  sort 
of  merchandise  amounted  to  $800  for  the 
last  six  months,  all  due  to  inefficient  pack- 
ing. 

The  average  wrapper  when  parceling  a 
bottle  or  any  other  breakable  article  is 
usually  inclined  to  wrap  the  article  in  ex- 
celsior or  in  an  excelsior  pad,  but  the  pro- 
tection is  all  around  the  center.  If  the  par- 
cel is  dropped  on  its  end  the  article  slides 
through  the  packing,  strikes  the  floor  and  is 
broken. 

Salvage  Manufacturer's  Material 

If  a  store  receives  a  great  number  of 
parcels  from  manufacturers  and  jobbers  it 
will  pay  it  to  install  a  salvage  department. 
Every  piece  of  packing  material  should  be 
sent  to  that  section  and  examined  and  sorted. 
This  material  will  answer  the  needs  of  the 
store  for  packing  rough  or  bulky  merchan- 
dise. Cardboard  boxes  can  be  used  for  ship- 
ping small  items. 

If  the  paper  is  soiled  so  that  it  will  not 
look  presentable  it  should  be  put  through  a 
macerating  machine  and  shredded  very  fine. 
It  then  can  be  used  in  place  of  excelsior.  One 

(Continued  on  page  111) 
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Which  System  Wil 


Which  will  attract  the  greater  number  of  customer 

Considering  the  ''lost  mo- 
tion'' produced  by  one  and 
the  quick  service  feature 
of  the  other,  which  can  be 
operated  more  economical- 
ly? The  one  puts  a  pre- 
mium upon  a  limited  show- 

Our  New  and  Enlarged  Edition 
Illustrates  and  Describes  t\ 


Here  is  an  illustration  of  the  waste  which  applies  to  the  old  system  

the  extravagance  of  departmental  rental.  Likewise,  it  is  a  good  illus- 
tration of  the  lost  motion  incidental  to  showing  and  handling  merchan- 
dise as  a  result  of  obsolete  methods— methods  which  served  well  a 
quarter  of  a  century  ago,  but  which  today  do  not  answer  for  a  trade 
which  demands  the  kind  of  service  now  being  rendered  by  others. 


Grand  Rapids  k 

GRAND  ll 

Branch  Factory:  LUTKE  MAI  f'A 
Licensed  Canadian  Manjfacturers:  I'N 
KANSAS  qXY  PALL 
606-607-608  Ridgo  Bldg.  705  insuram  Bl. 

NEW  XORK  CHICAGO 
1«5  Broadway  at  42nd  St.  215  South  Market  '. 
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ACCOUNTING 

By  Leopoldf Minster 


SYSTEM 


m 


Merchandise  Pre- 
War  Stock-Turns 

Figures  for  1913,  1914  and  1916,  in 
Famous  Retail  Store. 

We  have  had  so  many  requests  from  our 
subscribers  for  pre-war  figures  on  stock  turns, 
especially  covering  the  Pacific  Coast,  that  we 
have  been  compelled  to  order  several  hundred 
reprints  of  former  articles  to  take  care  of  the 
requests. 

These  reprints  have  been  distributed,  and 
still  inquiries  are  pouring  in  upon  us  for  this 


data.  The  merchants  making  these  requests 
state  that  they  are  interested  in  pre-war  fig- 
ures as  the  figures  compiled  during  the-  war 
period  were  largely  artificial  and  did  not  give 
them  a  fair  idea  of  what  their  stock  turn-over 
should  be. 

To  give  all  of  our  readers  the  same  infor- 
mation we  are  reprinting  the  pre-war  stock 
turnover  figures  of  one  of  the  most  represen- 
tative stores  on  the  Pacific  Coast. 

The  figures  in  the  following  schedule  are 
intended  to  show,  for  each  department,  how 
many  times  the  selling-price  of  its  sales  con- 
tained the  selling -^vice  of  its  average-?,tock. 
These  stock-turns  are  based  on  statistics  taken 
direct  from  records  of  one  of  the  largest  de- 
partment stores  on  the  Pacific  Coast  and  cover 


the  years  1913,  1914  and  1916.  The  merchan- 
dise handled  by  this  store,  like  that  of  many 
others  in  this  country,  is  largely  of  the  popular 
and  medium-priced  kinds. 

These  Are  Real  Stock  Turns 

We  must  draw  special  attention  to  the  fact 
that  the  figures  here  presented  represent  real 
stock-turns,  that  is,  as  saiJ,  they  are  based  on 
the  selling -"^rice  of  the  a'veras'e-stock  carried 
zy  each  department. 

The  smaller  figures  in  our  schedule,  as 
usual,  represent  tenths;  thus  the  stock  of  the 
store's  Art  Embroidery  department  (the  first 
item  in  our  schedule)  was  turned  1'  (one  and 
six-tenths)  times  during  1916. 

Now,  a  few  words  to  summarize  and  again 

(Continued  on  page  111) 


Comparative  Schedule  Showing  Real  Merchandise  Stock-Turns 
During  Three  Recent  Years  on  Pacific  Coast 


Stock-Turns 

Departments  1913  1914  1916 

Art  Embroidery,  Stamped  Linens,  etc   ..  1^ 

Auto  Supplies    1^ 

Bedding,  including  Blankets,  Comforts,  etc.  . .  . .  1^ 

Books   3  23  29 

Cameras,  Photo  Supplies,  etc   6  33  3i 

Candy    IIV  13^  9 

Carpets,  Mattings,  Linoleum  and  Domestic 

Rugs    27  29  28 

China,  Glassware,  Lamps,  Electric  Lighting 

Fixtures,  etc   1*  1^  1^ 

Clocks,  see  Jewelry 

Clothing  (Boys')    2^  2  26 

Clothing  (Men's)   3*  2^  1^ 

Coats  (Women's  and  Misses'),  see  Suits 

Corsets    43  43  4^ 

Domestics,  etc.,  including  "Bed  Linens"   •  •  3 

Dress  Goods  (Wool,  etc.)   23       22  3 

Druggist  Sundries,  see  Toilet  Goods 
Electric  Lighting  Fixtures,  see  China 

Embroideries    2        1*  1^ 

Glassware,  see  China 

Gloves  (Women's  and  Children's)   2^       1^  2^ 

Gloves  (Men's),  see  Men's  Furnishings 

Handkerchiefs  (Women's),  see  Umbrellas 

Hats  (Men's  and  Boys')   1^       1^  ^ 

Hosiery  (Women's  and  Children's)   2 

Hosiery  (Men's),  see  Men's  Furnishings 

House  Dresses,  Negligees,  Kimonos,  etc   32      32  3 

Housefurnishings,  including  Hardware,  etc.      2       2  1 

Infants'  Wear    29      2^  32 

Jewelry,  Silverware  and  Clocks   2^       1^  1'^ 

Kimonos,  see  House  Dresses 

Knit  Underwear  (Women's  and  Children's)   2i 

Laces,  Trimmings,  etc   2^ 

Lace  Curtains,  see  Upholsteries 
Lamps,  see  China 

Leather  Goods,  Belts,  etc. ...............  ■       3i       4  2^ 

Linens,  etc  

Linens,  Stamped,  see  Art  Goods 

Lining^  ....    35       28  3^ 


Departments 
Linoleums,  see  Carpets 
Mattings,  see  Carpets 

Men's  Furnishings,  including  Men's  Gloves, 
Hosiery,  Underwear  and  Handkerchiefs . . 

Millinery   •  

Muslin  Underwear  

Neckwear   (Women's),  Veilings,  Chiffons, 

etc  

Negligees,  see  House  Dresses 

Notions   

Parasols,  see  Umbrellas 

Patterns   

Perfumery,  see  Toilet  Goods 

Petticoats,  Women's  Sweaters,  etc  

Phonographs   

Pictures,  Frames,  etc  

Ribbons   

Rugs  (Domestic),  see  Carpets 

Sewing  Machines  

Sheets,  Sheetings,  etc.,  see  Domestics 
Shoes  (Men's,  Women's,  Misses'  and  Chil- 
dren's)   

Silks  and  Velvets  

Silverware,  see  Jewelry 

Sporting  Goods,  Trunks,  Suitcases,  etc ... . 

Stationery  

Suits  and  Coats  (Women's  and  Misses')  . . . 
Sweaters  (Women's),  see  Petticoats 

Toilet  Goods,  Druggist  Sundries,  Perfum- 
ery, etc  

Toys,  Baskets  and  Baby  Carriages  

Trimmings,  see  Laces 

Trunks  and  Suitcases,  see  Sporting  Goods 

Umbrellas,  Parasols  and  Women's  Hand- 
kerchiefs  

Upholsteries,  Lace  Curtains,  etc  

Veilings,  see  Neckwear  (Women's) 
Velvets,  see  Silks 

Waists   

Wash  Goods  


Stock-Turns 
1913  1914  1916 


23 

24 

32 

65 

74 

65 

3 

29 

22 

43 

35 

22 

27 

27 

34 

31 

15 

41 

34 

24 

64 

37 

29 

24 

24 

23 

22 

2 

21 

24 

19 

23 

23 

22 

26 

29 

24 

22 

58 

34 

23 

25 

23 

18 
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Upper  View.  Every  depa" 
ment  in  the  attractive  store  f 
the  Kerrison  Dry  Goods  Co.  5 
connected  by  Lamson  pne- 
matic  tubes  with  the  central  s;- 
tion  in  the  lower  picture. 
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Latest  Ideas  in  Construction 
Utilized  by  New  Houston  Store 

» 

Main  Floor  of  Harris-Hahlo  Establishment  Is  Devoted  to  Sale  of 
Smaller  Wares  While  Piece  Goods  Are  Offered  on  Second  Floor- 
Ceilings  and  Walls  of  Building  Are  Painted  in  White  Enamel 


ONE  of  the  finest  buildings  in  Houston, 
Texas,  is  that  of  the  Harris-Hahlo  Co., 
which  was  opened  to  the  public  a 
short  time  ago.  This  building  is  situated  on 
the  city's  main  corner  exactly  in  the  busi- 
ness center. 

The  building  is  six  stories  in  height  and 
has  a  basement  that  extends  out  12  ft.  under 
the  sidewalks,  to  a  point  under  the  edge  of 
the  curb.  The  building  is  constructed  of  re- 
inforced concrete  faced  with  brick  and  terra 
cotta.  At  the  rear  of  the  building  there  is 
an  "L"  that  measures  50  by  50  ft.  The 
building  covers  a  plot  of  ground  approxi- 
mately 70  by  120  ft.,  exclusive  of  the  "L." 

There  are  two  entrances  to  the  store — 
one  at  the  front  and  the  other  at  the  rear. 
The  entrance  at  the  front  is  flanked  by  two 
large  deep  display  windows.  Along  the  side 
of  the  store  there  are  four  big  display  win- 
dows. A  handsome  marquee  extends  around 
the  two  sides  of  the  building  facing  the 
street. 

The  store  caters  particularly  to  women 
and  children,  but  it  also  handles  dry  goods 
iand  various  other  necessities  for  the  home. 
» 

Main  Floor  Sections 

The  main  floor  is  given  over  to  the  sale 
of  all  of  the  smaller  wares  usually  found 
on  the  first  floor,  such  as  gloves,  hosiery, 
jewelry,  laces,  embroideries,  handkerchiefs, 
bags,  veils  and  notions.  Showcase  counters 
are  used  almost  exclusively  on  this  floor  and 
all  active  stock  is  kept  in  glass  front  wall 
cases.  The  fixtures  are  of  mahogany. 

Ceilings  and  walls  throughout  the  build- 
ing are  painted  with  white  enamel.  This 
renders  them  easy  to  clean. 

Around  the  main  floor  there  is  a  wide 
mezzanine  which  is  devoted  to  the  sale  of  art 
goods  and  paper  patterns.  On  this  mezzan- 
ine there  is  a  beauty  parlor  and  also  a  rest 
room.  It  is  planned  to  open  a  shoe  depart- 
ment on  this  mezzanine  at  an  early  date. 


The  staircase  leading  to  the  mezzanine  is 
built  of  marble. 

Piece  Goods  on  Second  Floor 

The  second  floor  is  devoted  to  the  sale  of 
piece  goods,  linens  and  staples.  The  arrange- 
ment of  this  floor  is  striking.  Along  each 
side  there  are  long  counters  with  wall  fix- 
tures behind  them.  Running  down  the  cen- 
ter of  the  floor  are  five  display  tables.  On 
each  side,  between  these  five  tables  and  the 
counters,  there  is  another  row  of  nine  dis- 
play counters. 

Bolts  of  goods  are  attractively  displayed. 
On  this  floor  and  also  on  all  of  the  other 
upper  floors  there  are  mirrors  built  around 
the  columns,  the  bases  of  which  are  finished 
in  mahogany. 


The  arrangement  of  the  ready-to-wear 
department,  which  occupies  the  entire  third 
floor,  is  quite  effective.  The  usual  display 
of  garments  on  figures  and  stands  is  lack- 
ing. 

Dust-proof  Booths  Used 

All  merchandise  is  kept  in  dust-proof 
booths,  which  are  built  into  the  fixtures. 
The  fixtures  are  built  around  the  sides  of 
the  floor,  leaving  the  entire  center  an  open 
space.  The  fixtures  have  glass  tops.  In 
front  of  each  section  of  the  stock  fixtures 
there  is  placed  a  rack  on  which  goods  may  be 
hung  while  making  a  sale,  also  three  chairs. 
In  front  of  the  chairs  there  is  a  table  rack 
over  which  the  garments  may  be  laid  so  as 
to  allow  the  customer  to  examine  them  as 
she  sits. 

Across  the  front  of  the  floor  there  is  a. 
French  room  furnished  in  Louis  XV  style. 
The  fitting  and  alteration  rooms  are  situated 
in  the  "L"  section  of  the  floor. 

Fitters  superintend  their  own  alterations. 
This  method  has  reduced  all  possible  chance 
of  errors  creeping  into  the  alteration  of  a 
garment. 

The  floor  here  is  covered  with  a  soft  gray 
carpet  with  a  deep  pile.  The  mirrors  aro.und 
the  columns  in  this  department  extend  down, 
to  the  floor. 

Millinery  on  Fourth 

The  fourth  floor  houses  the  millinery, 
blouse,  sweater  and  corset  departments,  mil- 
linery occupying  the  major  part.  In  these 
departments  all  stock  is  kept  in  glass  front 
wall  cases.  In  the  millinery  section  there 
are  several  large  display  tables  with  draw- 
ers in  the  bottom  where  reserve  merchandise 
is  kept. 

The  blouse  department  runs  along  one 
entire  side  of  the  floor,  adjoining  the  milli- 
nery department.  In  this  section  the  wooden 
counter  is  used  with  chairs  set  in  front  of  it. 

Corsets  are  sold  in  the  "L"  portion  of  the 

(Continued  on  page  111) 


Piece  goods  occupy  the  entire  floor.    Note  the  unique  arrangement  of  the  counters. 
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Retails  for  $L00 


From  this 


this 


This  package  contains  the 
Liberty  Dress  Form  Set— and 
occupies  little  shelf  room. 


A  Dress  Form  For  $1.00 

With  the  Liberty  Dress  Form  Set 
which  retails  for  one  dollar  (and 
which  shows  you,  Mr.  Dealer,  a 
substantial  profit)  a  woman  can 
have  a  Dress  Form  which  exactly 
reproduces  her  figure  and  which 
is  satisfactory  in  every  way. 


This  IS  the  completed 
form  made  from  the 
liberty  Dress  Form  Set. 

THE  field  for  Dress  Forms  has  scarcely  been 
touched.  A  little  effort  on  the  part  of  any  live 
dealer  will  put  Liberty  Dress  Form  Sets  into  the 
hands  of  hundreds  of  women  who  really  need  and 
want  an  inexpensive  Dress  Form. 

EVERY  WOMAN  in  the  country  is  a  prospect. 

EVERY  WOMAN  who  buys  one,  spreads  the  idea. 

EVERY  WOMAN  who  gets  a  set  is  a  sure  customer 
for  patterns,  trimmings,  piece  goods,  etc. 

DON'T  "  C  A  R  RY  "  THEM-"  PUSH"  THEM. 
They  will  stimulate  your  business. 

The  materials  and  directions  included  in  the  Liberty 
Dress  Form  Sets  follow  closely  the  methods  advo- 
cated by  the  Home  Demonstration  Agents  of  the 
U.  S.  Department  of  Agriculture,  who  have  taught 
and  are  now  teaching  thousands  of  women  how  to 
make  Dress  Forms  of  this  sort. 

.  Do  not  overlook  this  opportunity  to  increase  your 
'business.    Write  TODAY  for  further  particulars. 

LIBERTY  PAPER  COMPANY 

203  Lafayette  Street         New  York  City 
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The  color  scheme  in  this  window  is  pink,  green,  black  and  gold.  The  French  wvidow  at  the 
back  is  black  with  a  scenic  painting  set  behind  it.  Between  the  window  and  the  painting  are  pink 
hollyhocks  with  green  leaves.  On  each  side  of  the  window  is  a  curtain  of  pink  satin  with  gold  fleur 
de  lys  stencilled  on  the  bottom.  On  the  outer  edge  of  the  curtain  is  a  panel  of  light  green  with  gold 
ornaments.  Hanging  on  each  of  these  panels  there  is  a  circle  of  black  satin  zvith  a  gold  fleur  de 
lys  stencilled  thereon.  The  black  circles  are  suspended  by  black  velvet  cords  with  gold  tassels  at 
the  ends.  The  furniture  is  of  a  cream  colored  wicker  upholstered  in  pink  flowered  cretonne.  Green 
plush  is  draped  across  the  table  and  reaches  to  the  floor  which  is  of  light  and  dark  green  blocks. 
The  walking  sticks  are  of  a  light  color.  Display  e.vecuted  by  L.  L.  Wilkins,  Jr.,  display  manager 
for  Crook-Record  Co.,  Paris,  Texas. 


Striking  Lighting 
System  Utilized 
By  Store 

M.  E.  Blatt  Co.  Gives  Atlantic  City 
Establishment   of   First   Rank  — 
Pillars  Embellished  with  Metallic 
Paints  in  Oriental  Designs 

The  M.  E.  Blatt  Co.  has  succeeded  tha 
Braunstein-Blatt  Co.,  Atlantic  City,  N.  J., 
David  Braunstein  having  withdrawn  from  the 
concern.  M.  E.  Blatt  continues  as  president. 
Louis  E.  Stern,  who  has  been  associated  with 
the  concern  for  some  time,  has  acquired  a 
larger  interest  in  the  business  and  is  secre- 
tary-treasurer. Ralph  W.  Bates,  for  a  num- 
ber of  years  connected  with  the  concern's 
three  stores  on  the  Boardwalk,  is  the  third 
member  of  the  board  of  directors. 

The  new  eight-story  building  occupied  in 
its  entirety  by  what  is  now  the  M.  E.  Blatt 
Co.  was  described  in  a  fairly  recent  issue  of 
the  Economist.  One  of  our  staff-members 
who  has  just  visited  the  store  was  particu- 
larly struck  by  the  method  of  lighting  adopted 
on  the  main  floor.  This,  Mr.  Blatt  said,  was 
an  idea  of  the  architects,  the  firm,  by  the  way 
that  designed  the  wonderful  Traymore  and  the 


Marlborough-Blenheim,  the  most  elaborate  of 
the  Atlantic  City  hotels. 

In  the  Blatt  store,  the  tops  of  the  pillars 
are  plain  and  smooth  from  the  ceiling  down, 
gradually  narrowing  from  that  point  in  a 


I 

J: 


graceful  curve  and  then  spreading  out  in  a 
capital  effect  in  decorative  design.  The  in- 
novation is  that  this  capital  is  so  shaped  as  to 
provide  spaces  for  the  installation  of  lamps 


which  are  invisible  from  the  floor  and  which, 
flooding  the  ceiling  with  luminous  rays,  form 
a  most  effective  system  of  indirect  illumina- 
tion. 

In  the  Blatt  store  the  pillars  between  capi- 


tal and  ceiling  are  decorated  in  metallic  paints 
in  various  colors  in  a  sort  of  Oriental  design. 
Incidentally,  this  kind  of  decoration  in  modi- 
fied form  is  applied  at  the  corners  of  show- 


case woodwork.  Such  decoration  on  the  pil- 
lars is  not  essential,  however. 

Asked  as  to  the  prospects  for  so  elaborate 
and  so  large  a  retail  establishment  in  Atlan- 
tic City,  Mr.  Blatt  said: 

"During  the  year  from  six  to  seven  mil- 
lion dollars'  worth  of  business  goes  from  here 
to  Philadelphia,  due  in  part  to  the  fact  that 
the  stores  there  make  regular  deliveries  in 
Atlantic  City,  but  also  because  there  has  been 
little  inducement  or  even  opportunity  to  give 
Atlantic  City  the  preference. 

"In  other  words,  there  was  no  store  of  a 
Philadelphia  character.  Now  we  have  the 
store  and  if  we  don't  get  the  business  we  alone 
will  be  to  blame." 

This  boudoir  window  by  Harry  H.  Heim, 
display  manager  for  The  Marsten  Co.,  San 
Diego,  Cal.,  shows  what  can  be  done  with  a 
very  difficult  type  of  merchandise.  The  mer- 
chandise used  in  this  trim  was  mostly  boudoir 
caps  and  camisoles.  However,  by  using  only 
one  wax  figure  and  a  very  pretty  breakfast 
coat  and  keeping  the  other  units  distinctive,  the 
effect  is  one  that  is  hard  to  beat. 


A  bridal  processional  display  by  Carroll  S.  Nichols,  for  the  R.  H.  White  Co.,  Boston,  Mass.  The  display  occupied  three  wnidows  with  the  sepc^ratm 
Petitions  removed,  making  one  large  window.  The  floor  was  covered  with  pearl  gray  silk  velour  and  a  white  sat m  runner.  The  white  and  gold  pilasters 
were  surmounted  with  orchids  and  trimmed  with  asparagus  fern  vines.    White  satin  was  also  used  on  the  pilasters.  _  .  hnt 

The  bride's  gown  was  of  white  satin  and  lace  trimmed  with  orange  blossoms  and  ribbon.    The  maid  of  honor's  dress  was  of  turquoise  with  the  hat  of 

*%hTbrid'esmaids'  dresses  were  of  taffeta  with  hats  to  match.    The  mother's  gown  was  of  gray  beaded  georgette  over  apple-green  satin.        ,  ,  .,  ,  ., 
Five  other  windows  completed  the  entire  bridal  display.    These  included  exhibits  of  art  linens,  silver  gifts,  trousseau,  white  satin  corsets,  and  bridal  veils 

^^%hTsale  of  merchandise  direct  from  the  windows  as  displayed  totaled  over  $2,000  on  the  first  four  days. 


108 


DRY  GOODS  ECONOMIST  STORE  SERVICE  AND  EQUIPMENT  SECTION 


LOUIS  XVI 
Period 
Design 


No.  2235 


''Make 
Buyers 
Out  of 
Passers- 
by'' 


No.  2234 

SIGHT  DETERMINES 
MOST 
PURCHASES 

THE  senses  of 

sight,  sound, 
smell,  touch 
and  taste, 

ALL  play  important  parts  in  the 
completion  of  a  sale. 

AFTER  a  thorough  study  of  the 
reactions  of  these  five  important 
senses — 

IT  has  been  determined  that  87  % 
will  buy  by  the  attraction  of  sight, 
including  goods  on  display 
(whether  in  windows,  on  counters 
or  in  show  cases). 

THIS  clearly  demonstrates  that 
considerable  and  careful  atten- 
tion should  be  concentrated  on 
the  arrangement  of  attractive  dis- 
plays. 

OUR  FIXTURES  show  YOUR 
merchandise  as  clearly  as  your 
store  salesman. 

WE   will  be 
pleased  to  mail 
you  a  set  of  our 
COMPLETE 
FIXTURE 
CATALOGS. 

May  we? 


No.  2232 


No.  2222 


No.  412 


Hugh  Lyons  &  Company 

"Make  Buyers  out  of  Fassersby" 

Lansing,  Michigan 
700  South  Street 

Chicago  New  York 

232  S.  Franklin  St.  35  W.  32nd  St. 


No.  2203 


No.  2249 


Call  Upon  Your  Light- 
ing to  Increase  Sales 

In  every  instance  the  store  which  acts  as  a  magnet 
to  both  casual  passers-by  and  hurrying  pedestrians 
alike — ^which  draws  trade  and  faithfully  performs  its 
mission  as  a  silent  day  and  night  salesman  and  mer- 
chandiser— is  the  store  which  is  scientifically  hghted. 

Scores  of  merchants  all  over  have  realized  the 
value  of  proper  illumination  and  are  daily  profit- 
ing through  the  wise  use  of  this  selling  agency. 

Your  wall  cases  and  showcases  can  be  made 
more  than  a  mere  storeplace  for  goods.  Make 
them  all  active  selling  factors  by  installing 

FRINK 

Linolite  Lamps 

Few  people  can  resist  the  attraction  of 
tastefully  arranged  display,  so  lighted 
as  to  bring  out  the  delicate  color  values, 
subdue  the  harsh  glares  and  artistically 
emphasize  the  shadings.  The  trade  is 
unconscious  of  the  Light — yet  impelled 
to  stop  and  admire. 

Frink  Engineers  stand  ready  to  place  their  years 
of  experience  at  your  service.  Call  them  in  to 
go  over  your  lighting  problems  with  you.  This 
will  not  obligate  you  in  any  way. 


When  placed  end  to  end  a  continuous  LINE  OF 
LIGHT— with  an  average  useful  life  of  over  looo 
hours  per  lamp. 

UPON  REQUEST 

An  interesting  booklet  explaining 
and  illustrating  the  use  of  this 
system   in   store  merchandising. 

LP  FRINK  Jec, 


24th  St.  and  10th  Ave. 


NEW  YORK 


JUNE  FOURTH,  NINETEEN  TWENTY-ONE 


FOR  THE  WIDE-AWAKE  STORE  EXECUTIVE 


109 


See  That  Your  Store  Equipment 
Keeps  Pace  With  the  Times 

 .  _i  

Executives  Cannot  Afford  to  Overlook  New  Devices 
Which  May  Eliminate  a  Lot  of  Work— Supply 
.  Manager  Often  Misses  a  Good  Bet  by  Think- 
ing Only  of  Initial  Cost 


AT  the  present  date  every  store  owner 
and  executive  is  interested  in  devising 
methods  and  finding  ways  to  increase 
the  efficiency  of  his  organization. 

Regardless  of  how  well  trained  his  employ- 
ees may  be,  if  they  do  not  have  the  proper 
tools  to  work  with  they  will  not  be  able  to  ac- 
complish the  desired  results. 

The  greatest  aid  toward  obtaining  this 
much  desired  efficiency  is  proper  equipment. 
To-day  more  than  ever  it  is  imperative  that 
a  store  be  equipped  with  devices  and  equip- 
ment that  will  eliminate  all  unnecessary  labor. 

No  device  that  is  used  in  the  store  should 
be  considered  too  small  to  worry  about  or  re- 
garded as  not  of  sufficient  importance  to 
study. 

Never  Heard  of  Them 

Many  merchants  think  that  their  mechani- 
cal and  physical  equipment  is  right  up  to  the 
minute,  yet  if  they  were  to  spend  a  few  weeks 
scouring  the  markets  they  would  find  many 
devices  the  existence  of  which  they  never 
even  dreamed  of. 

In  many  stores  the  fault  can  be  laid  direct- 
ly at  the  door  of  the  purchasing  or  supply 
manager.  Representatives  from  various 
manufacturing  concerns  no  doubt  have  at  dif- 
ferent times  called  upon  him  with  their  new 
devices,  but  there  the  matter  ended. 

Inasmuch  as  the  supply  man  is  trying  to 
keep  expenses  down  and  the  store  had  a  device 
that  was  something  like  the  one  shown  it 
seemed  to  be  unnecessary  to  spend  more 
money.  Thus  it  often  happened  that  the  de- 
vice was  never  given  a  second  thought. 

What  it  would  do  and  what  savings  it 
would  effect  were  never  taken  into  considera- 
tion. The  only  thought  was  the  initial  cost. 
It  was  never  considered  in  relation-  to  possible 
savings. 

Discovered  on  the  Outside 

Many  merchants  while  visiting  other 
stores  or  cities  discover  devices  which  they 
feel  should  be  in  their  stores  taking  the  place 
of  equipment  they  are  using. 

An  instance  of  this  was  brought  to  our  at- 
tention  a  while   ago.    A  certain  executive 
while  attending  a  convention  in  Chicago  vis- 
ited one  of  the  large  stores  there.    He  no- 
ticed that  the  wrappers  did  not  tie  the  parcels 
i  with  cord  but  used  gummed  tape  which  was 
moistened,  cut  and  ejected  from  the  machine 
I  in  one  operation.    Instead  of  the  wrapper  us- 
ing about  three  feet  of  cord  to  tie  the  parcel 
j  she  sealed  it  with   about  four   inches  of 

gummed  tape. 
\        He  inquired  as  to  who  the  manufacturer 
I   of  the  machine  was  and  found  that  the  maker 
j   was  located  in  his  own  city.    Upon  returning 
to  his  store  he  telephoned  the  manufacturer 
of  this  machine  and  was  informed  that  a  rep- 
resentative had  visited  the  store  on  a  number 
of  occasions  but  could  not  interest  the  pur- 
chasing manager.   The  result  was  that  the  ex- 
ecutive ordered  more  than  one  hundred  of 
these  gummed  tape  machines. 

Every  Device  Should  Be  Inspected 

This  instance  shows  the  need  for  giving 
attention  to  every  new  device  that  is  pre- 
sented.   Every  representative  who  has  any- 


thing mechanical  to  sell  should  be  given  an 
opportunity  to  demonstrate  his  product. 

It  should  also  be  made  imperative  that  the 
executive  who  has  the  power  to  spend  the 
firm's  money  see  every  new  machine.  Many 
times  an  article  that  may  seem  expensive  to 
one  man  will  prove  economical  to  another. 

Even  in  the  majority  of  stores,  ever  on  the 
alert  for  the  newest  devices,  it  is  safe  to  say 
that  there  are  many  things  that  can  be  im- 
proved upon. 

Credit  and  Bookkeeping  Sections 

If  an  investigation  were  made  of  the  ap- 
pliances or  devices  used  in  the  bookkeeping 
and  credit  departments  it  would  be  found  that 
in  a  number  of  cases  they  were  antiquated. 
New  visible  index  systems  have  been  devised 
in  the  last  few  years  which  have  gone  a  long 
way  toward  establishing  clearer  and  more  ac- 
curate credit  records  and  speeding  up  the 
service. 

New  bookkeeping  machines  have  been  in- 
troduced that  are  rapidly  pushing  the  old  pen 
and  ink  method  to  the  discard.  With  these 
systems  it  is  possible  to  determine  every  cus- 
tomer's balance  at  a  glance.  Machine  book- 
keeping has  made  it  possible  to  have  each 
patron's  bill  in  the  mail  the  day  it  is  due  with 
all  purchases  made  thereon  and  without  any 
night  work. 

Fixtures  Can  Be  Improved 

Many  concerns  still  adhere  to  the  habit  of 
keeping  their  stock  in  the  original  boxes  in 
which  it  is  received.  When  a  customer  asks 
for  a  certain  article  it  becomes  necessary  for 
the  salesperson  to  fumble  through  many  boxes 
to  find  the  goods.  Many  of  the  articles  be- 
come soiled  and  later  must  be  sold  at  a  re- 
duced price. 

Glass  front  wall  fixtures  would  eliminate 
much  of  the  confusion  that  exists  in  this  case. 
For  one  thing  the  stock  is  visible  to  the  cus- 
tomer through  the  glass  fronts  and  it  is  safe 
to  assume  that  in  a  number  of  instances  mer- 
chandise she  did  not  have  in  mind  appeals  to 
her  with  additional  sales  resulting. 

A  great  many  stores  use  the  old  style 
wooden  counter  in  every  department  in  the 
store  where  counters  are  needed.  This  type 
of  counter  might  very  well  be  used  in  some 
departments  but  they  are  few.  At  best  it  is 
found  wanting.  As  a  rule  all  sorts  of  stock 
boxes  are  placed  beneath  it  and  fine  fire  haz- 
ards result. 

As  the  space  such  a  fixture  takes  up  must 
be  figured  as  department  rent  it  should  be 
doing  some  sort  of  work.  Show-case  counters 
in  these  instances  would  be  the  logical  equip- 
ment. The  top  of  the  case  serves  as  a  counter 
while  the  case  itself  acts  as  a  display  medium. 

Give  the  Delivery  the  ""Once  Over" 

The  study  of  the  various  devices  used  in 
the  delivery  department  should  be  regarded  as 
of  some  "^a^e.  In  this  section  of  the  estab- 
lishment it  is  a  case  of  all  going  out  and  noth- 
ing coming  in.  The  expenses  go  on  as  long  as 
there  is  merchandise  to  be  delivered  and  in 
the  majority  of  cases  it  matters  not  whether 
the  day's  business  be  large  or  small,  the  de- 
livery department  expenses  are  the  same. 

Modern  vehicles  and  modern  garage  equip- 


ment go  a  long  way  toward  creating  efficiency 
but  these  two  items  must  be  assisted  by  the 
internal  works  of  the  department  to  bring 
about  and  retain  the  desired  results. 

Light  a  Big  Item 

Another  point  that  does  not  receive  the  at- 
tention that  it  should  in  all  instances  is  the 
lighting  system  used  throughout  the  estab- 
lishment. These  days  the  lighting  system  of 
a  store  holds  great  sway  over  a  customer. 

The  lighting  system  also  has  a  great  effect 
upon  the  efficiency  of  the  employees.  Many 
employees  seem  to  be  indifferent  to  their 
duties  toward  the  close  of  the  day  when  in 
reality  they  are  fagged  out  due  to  eyestrain 
caused  by  poor  lighting. 

Light,  in  many  cases,  can  be  brought  into 
dark  corners  of  a  floor  where  it  is  impossible 
to  satisfactorily  install  lighting  units,  by  the 
use  of  electrically  lighted  showcases.  These 
will  bring  a  cheery  atmosphere  where  for- 
merly gloom  predominated. 

Central  Wrap  Idea 
Improves  Service 

N.  Snellenburg  &  Co.,  Philadelphia,  are 
now  wrapping  all  "send"  packages  from  the 
main  floor  in  a  central  wrap  section.  This 
plan  has  been  in  operation  for  a  few  months 
and  is  proving  successful.  To  give  better 
service,  both  to  the  customer  at  the  coun- 
ter who  wishes  to  carry  her  own  parcel  home 
and  also  to  the  customer  who  desires  to  have 
her  purchase  delivered,  was  the  idea  that 
impelled  the  store  to  install  a  central  wrap 
station. 

There  are  wrapping  desks  in  all  of  the 
selling  departments,  but  the  store  decided 
that  by  relieving  the  wrappers  of  the  "send" 
parcels  and  handle  only  "take  withs"  the 
service  to  the  waiting  customers  would  be 
much  improved. 

The  merchandise  to  be  delivered  is  placed 
in  a  cloth  bag  and  deposited  on  a  parcel  con- 
veyor which  brings  it  directly  to  the  central 
wrap  station.  Parcels  from  all  over  the 
store  are  taken  on  the  conveyor  to  the  de- 
livery department. 

The  semi-wrap  parcels  and  cloth  bags 
are  removed  from  the  conveyor  by  an  opera- 
tor, who  stands  on  a  platform  and  placed  on 
a  chute  leading  to  a  table.  The  merchan- 
dise is  then  distributed  among  the  wrappers 
who  are  located  on  both  sides  of  the  room. 

There  are  about  twelve  wrappers  and 
each  one  handles  from  200  to  400  parcels  per 
day.  Each  wrapper  is  furnished  with  a  sup- 
ply of  twine,  paper,  boxes,  mailing  tubes, 
etc. 

When  the  merchandise  is  wrapped  the 
parcel  is  placed  back  on  the  conveyor  on 
which  it  came  in  and  it  goes  direct  to  the 
delivery  department. 

Special  Container  for  Cut  Goods 

An  exceptionally  good  idea  used  in  con- 
nection with  sending  the  merchandise  to  the 
central  wrap  station  is  a  specially  con- 
structed portfolio  in  which  silks  and  other 
yard  goods  are  sent  over  the  conveyor.  This 
portfolio  is  so  constructed  that  the  mer- 
chandise cannot  become  wrinkled  or  crushed 
and  arrives  at  the  wrapper's  desk  in  perfect 
condition. 

A  number  of  department  stores  have 
adopted  central  wrap  stations  to  serve  vari- 
ous parts  of  the  store  in  which  clerk-wrap 
is  employed,  but  the  Snellenburg  store  is 
one  of  the  few  large  stores,  if  not  the  only 
one,  to  employ  the  central  wrap  idea  for  de- 
partments in  which  wrappers  are  located. 
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A.  I.  Namm  &  Son 
Are  Using  441  Whiting 
Celestialite  lUuminants 

Having  selected  Celestialite  as  the  best  lighting  system,  A.  I, 
Namm  &  Son,  Brooklyn,  N.  Y.,  completely  equipped  two 
floors  of  their  old  building  with  this  illumination. 
1  59  units  were  installed.  They  were  given  severe  tests,  ex- 
tending over  three  months.  Results  obtained  thoroughly  con- 
vinced the  store  that  Whiting  Celes- 
tialite lighting  was  the  best  illumina- 
tion possible  to  attain. 
As  a  consequence,  this  store  has  com- 
pletely equipped  its  new  building 
with  Celestialite,  where  282  units  are 
in  use,  making  a  total  of  441  in  the 
store. 

The  letter  reproduced  above  shows 
how  highly  A.  I.  Namm  &  Son  value 
this  equipment. 

H.S.  WHITING  CO. 

INCORPORATED 

Grand  Central  Terminal,  New  York 

Let  our  service  department  prepare  com- 
plete lighting  specifications  for  your  store 
— including  counter  color  matching,  win- 
dow and  show  case,  lighting. 
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PL ANETLITE 


Soft 


Powerful 


Progressive  retailing  demand 
ments. 


s  improve- 


"Shipped 
Complete — 
Ready  to 
Hang" 


One  of  the  most  forward  steps,  and  one 
which  is  most  noticeable  to  the  store's 
customers  and  most  beneficial  to  the  store 
itself,  is  better  lighting. 

The  new  Planetlite  supplies  this;  it  throws 
a  soft,  powerful  glow  over  a  wider  area 
and  sends  daylight  to  the  most  obscure 
corners. 

The  Planetlite  has  many  exclusive  features 
which  make  for  economy,  simplicity  and 

good   appearance  and   gives  more  and 

better  light  at  no  increased  cost. 


Write  for  particulars 


PLANETLITE  CO.,  INC. 

Manufacturers 
15  EAST  40TH  STREET      NEW  YORK 


I  What  Is  Safety  Worth?  | 

^  If  you  could  be  confident  that  one  of  the  sources  of  greatest  I 

=  danger  to  your  business  was  practically   eliminated,   what  Z 

~              would  you  pay  especially  if  one  payment  would  bring  the  z 

^  result  once  for  all?                  •  I 

S  That  source  is  loose  waste  paper,  the  cause  of  so  many  Z 

ZZ  fires.    It  invites  flames  in  piles  or  in  sacks.  ; 

^  The  one  way  to  handle  waste  paper  is  to  bale  it,  which  not  S 

^  only  reduces  danger  but  also  makes  it  more  salable.  Z 

—  The  MINNICH  is  the  ideal  baling  press,  because  it  is  most  z 

^  easily  operated  (a  boy  can  make  it  exert  tremendous  pres-  j 

^  sure),  because  it  is  steel  and  lasts  longest  never  wears  out.  Z 

~  Has  only  a  few  parts  that  ever  need  replacing  and  those  5 

^  after  many  years  of  wear.  S 

E  Thirty-year-old  MINNICHS  are  still  in  use.  i 

=  You  may  test  a  MINNICH  before  you  buy.     We'll  ship  you  i 

Zi  one  on  ; 

E  30  Days'  Free  Trial  E 

^  Write  for  one  and  secure  safety.                     •  5 

1  The  Minnich  Machine  Works  I 

E  Makers  of  Baling  Presses  for  all  Purposes  £ 

E  Landisville  Lancaster  Co.,  Pa.  | 
'iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii? 
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JUNE  FOURTH,  NINETEEN  TWENTY-ONE 


FOR  THE  WIDE-AWAKE  STORE  EXECUTIVE 
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St.  Paul  Extends  the  Glad  Hand 

to  International  Display  Men 

July  Convention  of  Association  Bids  Fair  to  Exceed  in  Importance 
AH  Previous  Events  —  Particular  Thought  Given  Educational 

Features  of  Gathering  , 


As  the  time  draws  near  for  the  1921  con- 
vention of  the  International  Association  of 
Display  Men,  to  be  held  in  St.  Paul,  July  11, 
12,  13  and  14,  it  is  well  to  outline  briefly 
some  of  the  things  that  St.  Paul  has  done 
in  making  good  the  promise  given  at  Detroit 
last  year  that  this  year's  convention  would 
be  bigger  and  better  than  any  yet  held.  The 
fact  is  appreciated  that  Detroit  set  a  new 
mark  and  standard  last  year  for  conventions 
that  was  hard  to  equal,  but  at  this  time  the 
display  men  of  the  Twin  Cities  have  per- 
fected plans  that  will  prove  that  the  promise 
has  been  fulfilled. 

The  educational  features  of  the  conven- 
tions are  perhaps  of  most  importance,  inas- 
much as  the  majority  of  display  men  attend- 
ing the  conventions  do  so  to  obtain  helpful 
information.  It  has  been  the  endeavor  of 
the  committees  to  make  the  educational  fea- 
tures this  year  more  comprehensive,  in  that 
more  lines  will  be  demonstrated  than  ever 
before  and  the  talks  will  be  of  particular 
interest. 

Special  Window  Shows 

The  demonstrations  will  be  conducted  in 
three  properly  constructed  windows  installed 
on  the  stage  of  our  auditorium,  giving  the 
demonstrator  a  better  opportunity  to  put 
his  work  and  message  over  to  the  many  who 
will  be  present.  Here  will  be  an  opportunity 


New  Houston  Store 


(Continued  from  pag-e  105) 

floor.  This  department  is  built  on  the  alcove 
plan  and  the  fixtures  are  so  built  that  a  cus- 
tomer is  not  continuously  faced  with  the  un- 
sightly ends  of  corset  boxes. 

Baby  Shop  on  Fifth 

All  varieties  of  underwear,  knit,  silk  and 
muslin,  are  sold  on  the  fifth  floor.  Another 
section  of  the  floor  is  given  over  to  larger 
children's  wear. 

Across  one  entire  end  of  the  floor  is  the 
baby  wear  store.  This  shop  is  separated 
from  the  balance  of  the  floor  by  a  line  of 
large  showcases  which  act  as  windows  where- 
in a  continuous  display  of  infants'  merchan- 
dise is  displayed.  This  shop  is  finished  in  old 
ivory  and  is  about  20  by  50  feet. 

On  this  floor  all  stock  is  kept  in  the  most 
modern  cases.  In  the  center  of  the  under- 
wear departments  there  is  a  row  of  six  large 
display  tables. 

Sixth  Floor  for  Service 

The  sixth  floor  is  devoted  to  service. 
Here  is  situated  the  dressmaking  depart- 
i  ment,  general  offices,  rest  rooms  and  other 
I  service  features  both  for  the  employees  and 
the  store's  customers. 

A  feature  on  this  floor  is  the  large  as- 
;  sembly  room  capable  of  seating  200  people. 
This  room  is  used  mornings  for  educational 
work  among  the  employees. 

During  the  afternoons  the  assembly  room 
is  used  by  various  women's  clubs  of  the  city 
as  a  meeting  room.  No  charge  is  made  to 
these  different  organizations  for  its  use.  The 


to  see  a  display  started  and  carried  through 
to  the  finish.  These  windows  will  be  equipped 
in  the  most  modern  manner,  both  in  regard 
to  background  and  lighting  effects. 

The  presentation  of  display  accessories 
that  will  be  made  at  this  convention  will, 
by  far,  surpass  any  previous  effort,  both  as 
to  the  numbers  and  quality  of  merchandise 
shown. 

The  exhibition  space  of  the  auditorium 
is  unusually  large  and  well  adapted  for 
decorative  purposes  and  splendidly  lighted. 
The  decorative  features  of  the  auditorium 
hall  will  be  an  inspiration  to  all  display  men 
attending. 

As  to  the  entertainment  features,  there 
will  be  more  entertainment  for  those  attend- 
ing this  convention  than  ever  attempted  be- 
fore, and  no  one  will  be  disappointed  in  the 
entertainment  and  hospitality  which  the 
Twin  Cities  will  provide.  Particular  atten- 
tion will  be  paid  to  the  ladies  and  their  en- 
tertainment while  here  as  our  guests. 

Accommodations  Are  Good 

The  hotels  are  more  than  adequate  and 
the  prices  are  reasonable.  And  just  at  this 
time  it  is  well  to  remind  you,  again,  to  make 
your  reservations  at  once. 

The  many  advantages  that  Minnesota 
has  to  offer  as  a  convention  State  are  too 


weekly  attendance  at  these  meetings  totals 
from  700  to  900. 

"Courtesy"  the  Watchword 

A  rather  unique  idea  has  been  adopted 
throughout  the  store  in  bringing  the  word 
courtesy  to  the  attention  of  salespeople  and 
customers.  "Courtesy,"  in  gold  letters,  is 
placed  under  or  in  back  of  all  showcases, 
wall-cases,  elevator  doors,  mirrors  and  other 
places  where  it  is  likely  to  be  seen  by  pa- 
trons. 

To  further  instill  "courtesy"  in  the  minds 
of  employees  a  Courtesy  Club  has  been  or- 
ganized. On  each  floor  there  are  three  peo- 
ple who  keep  on  the  lookout  for  special  acts 
of  courtesy  on  the  part  of  the  employees. 
Notes  are  made  of  them  and  they  are  graded 
on  the  basis  of  ten  points  for  each  act.  If 
a  customer  reports  an  act  of  courtesy  the 
employee  is  credited  with  twenty  points.  Re- 
wards are  given  to  the  most  courteous  em- 
ployees. 

A  noteworthy  feature  of  the  concern  is  the 
fact  that  the  new  company  was  organized, 
a  site  secured,  the  old  buildings  torn  down 
and  a  new  building  erected,  fixtures  designed 
and  built,  stocks  purchased,  an  organization 
perfected  and  the  business  opened  to  the 
public  in  less  than  one  year's  time. 

Training  Packers  Properly 

(Continued  from  page  97) 

large  concern  that  adopted  this  salvage  idea 
is  saving  about  $15,000  annually. 

Fiber  Boxes  Are  Economical 
Another  method  that  goes  a  long  way 
toward  reducing  packing  expenses,  and  one 


well  known  to  need  repetition  here. 

Rates  of  a  fare  and  a  half  on  the  cer- 
tificate plan  have  been  secured  from  every 
passenger  association,  with  the  exception  of 
the  New  England  Passenger  Association. 
One  transcontinental  passenger  association 
has  already  issued  its  summer  excursion 
rate,  which  will  mean  that  a  display  man 
living  in  that  territory  can  make  the  round 
trip  for  a  fare  and  a  third. 

See  the  bpss  at  once  and  talk  it  over  with 
him,  and  if  you  put  this  matter  up  to  him 
in  the  right  light  he  will  do  his  share  in 
sending  you  to  this  Convention.  Then  see 
your  local  ticket  agent  in  regard  to  the  spe- 
cial rates  and  come  to  St.  Paul,  for  St.  Paul 
has  certainly  done  her  share.  Now  it  is  up 
to  you  to  do  your  part.  No  matter  what  a 
convention  committee  can  do  in  planning  the 
details  of  a  convention,  it  is  in  the  numbers 
attending  that  makes  a  convention  suc- 
cessful. 

It  is  highly  gratifying  to  see  the  interest 
that  is  being  taken  in  the  event  by  display 
men,  particularly  those  in  the  East.  If  each 
and  every  display  man  will  come  to  St.  Paul, 
then  we  will  have  the  opportunity  of  dis- 
cussing subjects  that  are  of  vital  impor- 
tance to  this  organization  and  to  the  indi- 
vidual, for  there  has  never  been  a  time  when 
serious  thought  and  action  on  the  part  of 
the  display  men  as  a  body  was  so  essential 
as  at  present.  The  International  Association 
of  Display  Managers  is  on  the  eve  of  greater 
achievement  and  of  much  greater  importance 
if  all  of  its  members  will  grasp  the  oppor- 
tunity. 

St.  Paul  bids  you  welcome  with  the 
knowledge  that  everything  has  been  done  to 
make  this  Convention  mean  more  to  you  per- 
sonally and  to  the  International  Association 
of  Display  Men  as  a  body  than  any  previous 
event. 

LET'S  GO! 


that  has  been  adopted  by  a  great  many 
firms,  is  to  send  all  merchandise  of  a  fragile 
nature  out  in  fiber  containers. 

When  these  containers  are  used  it  is 
only  necessary  to  place  a  quantity  of  excel- 
sior in  the  bottom  of  the  receptacle  and  place 
the  articles  therein.  The  driver  brings  back 
the  container  after  each  delivery  and  it  can 
be  used  indefinitely. 

Packing  expenses  are  something  that  can- 
not be  entirely  eliminated,  but  with  proper 
training  of  newcomers  and  a  good  follow-up 
system  to  see  that  they  do  not  "lay  down  on 
the  job,"  the  existing  expenses  can  be  great- 
ly reduced  and  at  the  same  time  better  serv- 
ice effected. 


Merchandise  Stock  Turn 


(Continued  from  page.  101) 

emphasize  how  these  "turns"  were  computed. 

How  Computations  Were  Made 

(1)  At  each  month's  end,  in  the  offite  of  the 
Pacific  Coast  store  to  which  we  are  indebted 
for  these  statistics,  an  "estimate"  was  made 
of  the  selling-price  of  the  approximate  amount 
of  stock  then  on  hand,  in  each  department. 

(2)  At  each  year's  end,  to  find  the  selling- 
price  of  a  department's  dver age-stock  (for 
the  year)  its  twelve  selling-price  months-end 
stock-estimates  were  added  together — and  the 
total  thus  found  was  divided  by  12. 

(3)  Then,  to  find  a  department's  stock- 
turns  the  selling-price-total  of  its  net-sales 
(for  the  year)  was  divided  by  the  selling-price 
of  its  average-stock  (for  the  year) . 
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cojsrsiDi:!^ 

THE, 

iPOINTS 


THIS  ->>R  V  THIS  ? 


GIVING 
CLOSE  ATTENTION 

to  what  appear  small  matters  will  mean 
better  than  ordinary  success  —  a  more  im- 
posing total  on  the  profit  side  of  the  ledger. 
Using  Noesting  Pin  Tickets  is  an  important 
"small  matter"  that  will  bring  big  results — 
it  means  no  torn  merchandise — 

No  poisoned  fingers — 

Time  saved  marking  goods — 

Neater  appearance. 

Write  for  samples  and  prices  of 
plain  tickets,  and  with  your  store's 
name  printed  thereon. 

%cmtmg  PinTicket  ^Jm. 

SOLE  OWNERS  AND  MANUFACTUHEHS 

Mount  Vernon  ,  N  .  Y. 


DO  YOU 

WAT^T  A 
DISPLAY 
MANAGER? 

An  advertisement  in  next 
week's  Economist  will  put 
you  in  immediate  touch 
with  thousands  of  highly 
trained  men  and  women. 
Economist  "Want  Ads" 
have  no  waste  circulation. 


DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 

4900  Bryant 


Equipment 
&  Supply 

Buyers' 
Directory 


OASKETS,  TRUCKS,  warehouse  cars 
^  and  boxes  in  rattan,  canvas  and  vul- 
canized fibre.  Also  wheels  and  casters. 
Write  for  prices.  JULIUS  FOWL,  207 
W.  18th  St.,  New  York.    Phone  Chel.  6186. 


jTIXTURES — of  metal,  wood  and  glass, 
*  Wax  figures,  papier-mache  forms, 
valances,  etc.  Get  catalogue.  THE 
HECHT  FIXTURE  CO.,  Medinah  BIdg., 
Chicago,  also  65-67  E.  12th  St.,   N,  Y. 


I  ABELS — WOVEN  LABELS  are  used 
^  on  every  article  of  wearing  apparel. 
Your  name  on  your  merchandise  Is  a 
lasting  advertisement.  Write  for  sam- 
ples and  prices.  U.  S.  WOVEN  LA- 
BEL CO.,  36  West  34th  St.,  New  York. 


I  IGHTING  EQUIPMENT  —  Macbeth 
^  Artificial  daylight  lamp  with  evening 
combination,  seen  in  leading  stores. 
Catalog.  ARTIFICIAL  DAYLIGHTING 
CO.,  Inc.,  235  W.  17th  St.,  N.  Y. 


M' 


B 


ETAL     DISPLAY     FIXTURES— for 

every  modern  merchandising  need. 
OXES — Exclusive  high  grade  set  up    All  desirable  styles  and  finishes.  Spe- 
cial  fixtures   built   to   order.  VISEL- 
DARLING  CO.,  Inc.,  Bronson,  Mich. 


millinery,  fur,  etc.  We  specialize 
in  originating  or  working  out  your  own 
ifleas  for  any  department.  BRICK  & 
BALLERSTEIN,  111  W.  22nd  St.,  N.Y.C, 


Made  Since  1855 


Known  the  World  Ove 


J  &  J  Kohn  and  Mundus  Imported 
Bentwood  Furniture 


Chosen  by  hundreds  of  leading 
stores.  Handsome,  durable,  and 
economical.    Write  for  catalogue  E. 

KOHN 

Incorporated 

25-27  West  32n(]  St.  1410  So.  Wabash  Ave. 
NEW  YORK  CITY  CHICAGO 


OARD  WRITING  MACHINE— As  easy 
^  to  operate  as  a  typewriter — different 
sizes  and  styles  of  letter.  Write  for  de- 
tails, THE  PRINTASIGN  CO.,  702  E. 
40th  Street,  Chicago. 


DLEATING  OUTFITS— Complete  equip- 
'  ment.  Remarkably  simple.  Pays  for 
itself  quickly.  We  are  pleating  head- 
quarters. Write  for  catalog.  CIRCLE 
PLEATING  CO.,  1249  Broadway,  N.  Y. 


TIME  CLOCKS — All  makes,  new  and 
'  used.  Watchmen's  clocks  and  time 
systems  for  retail  stores,  etc.  Catalogues 
sent  on  request.  E.  C.  ROCKWELL, 
135  5th  Ave.,  New  York  City. 


[DISPLAY  FIXTURES— Forms  and 
'~'  Wax  Figures  basos  equippfd  with 
Frankel's  Patent  Felt  bottoms — we  cre- 
;(tr.  nfiwest  innovations.  FRANKEL 
DISPLAY  FIXTURE  CO.,  1146  Broad- 
way, N.  Y. 


TRELLIS,   MANIFOLD  ADJUSTABLE 

'  varieties  of  store  decoration  possible 
through  this  simple  folding  Trelll.'=!;  also 
Trellis  Stakes  and  Fan  Trellis.  EVAN 
L.  REED  MFG.  CO.,  Ste-llng,  III. 


piXTURES— DISPLAY— Our  line  con- 
'  sists  of  metal  and  wood  forms,  wax 
figures,  hangers.  Also  valancfs.  artifi- 
cial flowers.  L.  A.  FELDMAN  FIX- 
TURE CO.,  32  W.  32nd  St.,  N.  Y. 


VELVET  COVERED  DISPLAY 

STANDS — for  hags,  waists,  linge- 
rie, hose,  jewelry,  millinery,  etc.  Save 
by  biivint;  direct  from  manufacturer. 
C.  WEINSTEIN,  20  West  15th  St..  N.  Y. 


DO  YOU  WANT  TO  DISPOSE  OF  EQUIPMENT? 

If  all  the  stores  into  which  the  Economist  goes 
were  combined  into  one  store  this  store  would 
occupy  over  6250  acres  of  floor  space  and 
would  take  1000  workmen  20  years  to  plaster. 

Here  is  the  largest  existing  market  for  store 
equipment.  Economist  "Wants"  reach  the 
men  who  need  the  kind  of  equipment  you 
have  to  sell. 

DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 

4900  Bryant 


75th  Year 


Saturday,  June  11,  1921 


No.  4014 


EC 


PUBLISHED  WEEKLY 


GOODS 
ONOMI8T 


TEXTILE  PUBLISHING  COMPAN 


PEC.  U.S.  PAT,  orr, 
■  WEST  39TH  STRE^  'RK 


^2 

/A 


1^ 


"How  Can  I  Tell  It's 
Real  IRISH  LINEN?" 

" — This  Hallmark  Seal  Proves 

It,  Madam." 

That  is  the  purpose  of  the  Hallmark 
Seal — to  assure  the  customer  and 
you — the  merchant — that  the  mer- 
chandise you  offer  for  sale  is  the 
real  thing — pure  flax  IRISH  Linen. 

It  eliminates  doubt — does  away  with 
the  necessity  of  using  the  old  and  un- 
reliable tests — for  where  this  Hall- 
mark Seal  appears  there  can  be  no 
other  thought  than  that  "This  really 
IS  True  Irish  Linen." 

Pure  Flax  linens  made  in  Ireland  by 
members  of  the  Irish  Linen  Society 
bear  this  Hallmark  Seal. 

Feature  this  fact  in  your  advertising 
and  selling  of  Irish  Linens — impress 
on  your  customer  that  the  Hallmark 
Seal  is  an  absolute  guarantee  of 
fabric  purity. 

IRISH  LINEN  SOCIETY 

^^^^^^..^.^^jjll^l^j^^nELFAST  IRELAND 

American  Office  and  Information  Bureau 
231  West  39th  Street,  New  York 


T  V. 
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The  Responsibility 
Of  Leadership 

Generations  ago  "Old  Bleach"  pure  Irish 
linens  attained  pre-eminence  through 
purity  of  fabric,  quality  of  workmanship 
and  originality  of  design. 

In  the  "Old  Bleach"  factories  this  is  the 
governing  idea — "No  compromise  where 
quality  is  concerned." 

You  do  not  have  to  sell  "Old  Bleach" 
linens  on  a  competitive  basis — use  them 
as  the  leading  line  in  your  linen  depart- 
ment, to  set  the  sales  pace. 

The  "Old  Bleach"  combination  of  qual- 
ity, beauty  and  -value  will  justi  y  you  in 
pushing  this  fine  merchandise  as  a  means 
to  secure  local  linen  dominance. 


The 

"OLD  BLEACH"  LINEN  CO.,  Ltd. 

Reg.  Tiade  MiirK 

23-25  East  2bth  Street        -:-        New  York 

Canadian  Representative:  W.  H.  STELEY 
22  West  Wellington  Street,  Toronto,  Ont. 
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New  York,  Saturday,  June  11,  1921 

S.  H.  DiTCHETT,  Editor-in-Chief 

John  Darby,  News  Editor 
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Ernest  C.  Hastings,  Managing  Editor 

department  editors 

J.  E.  BoLLAND — Women's  and  misses'  apparel 


R.  B.  BUNTiNS — Ploorcoverings,  draperies  and 

other  home  goods  ;  linens 
W.  D.  Darby — Silks,  woolens,  worsteds,  cottons 
Gus  Henning — Store  service  and  equipment 
C.    K.    McDermut,    Jr. — Knit    underwear  and 

hosiery 

Miss  Jack  Sbeley — Laces,  embroideries,  ribbons, 
trimmings 


Miss  Mat  Hallett — Fashions  as  they  influence 
merchandise 

Guy  Hubbart — Retail  advertising,  and  "how  to 
sell  it"  articles 

Leopold    Minster — Store    and    offlce  manage- 
ment ;  accounting  and  system 


Mrs.  Bernice  Todd — Corsets,  brassieres  ;  fancy 
goods ;  toys 

J.  L.  Cargill — Shoes  ;  men's  wear  ;  boys'  wear 

Mrs.     Beatrice    Hastings — Gloves  ;     veilings  ; 
women's  neckwear 

G.  A.  VanMeter — Women's  apparel 


London  OfRce,  11  Haymarket,  S.W.I — John  C. 

CURTISS 


Washington   Office,    816   Fifteenth   St,,   N.W. — 
William  L.  Daley 


Paris  Office,   2  Rue  des  Italiens — Miss  Laura 
Hubbard 
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Fall  Fashion  Number,  Out  Next  Week 

Next  week's  issue  of  the  Economist  will  present  an  exhaustive  digest  of  what  Paris  is  doing  and 
planning  for  the  coming  fall  and  winter  in  the  realm  of  Fashion.  The  styles  that  will  be  dealt  with 
are  those  which  are  expected  to  have  a  very  direct  bearing  upon  the  modes  which  will  reign  here  m 

the  coming  season.  ,,.T-,ir-i.NTi       /d-i  i-Jt  j 

Subscribers  who  wish  extra  copies  of  this  Fall  Fashion  Number  ($1  each)  are  requested  to  send 

in  their  orders  at  once. 

Plan  now  to  get  all  possible  benefit  from  this  Economist  Fall  Fashion  Number  of  June  18. 
//  it's  of  interest  to  the  trade  it's  in  the  Economist 
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Sectional  Net  will 
not  be  shown  in 
our  Advertising— 
ask  our  salesman 
to  show  it  or  call 
at  our  New  York 
Office, 


What  is  Sectional  Net? 

1.  It  is  a  ready  to  hang  curtain  by  the  yard  (if 

that  seems  a  difficult  combination  ask  our 
salesman  to  show  you  the  goods). 

2.  A  means  of  giving  the  woman  with  a  limited 

amount  to  spend  better  looking  window 
drapes.  The  curtain  can  be  hung  as  a  panel 
or  by  the  pair  and  needs  only  a  narrow  over 
drape  to  add  a  touch  of  color.  ^ 

3.  A  fabric  so  adaptable  as  to  fit  any  door  or 

window — providing  for  curtaining  an  entire 
floor  or  a  house  in  uniform  style. 

4.  A  novelty  to  attract  new  trade  and  stimulate 

new  interest  in  your  department. 


Important  Note  "showing"  is  based  on  money-volume  not  yard- 
age-volume. Better  sell  Mrs.  Limited  Purse  2  yards 
per  window  at  a  dollar  a  yard  than  4  at  50c.  It  raises 
her  standards,  costs  you  less  to  cut  and  deliver,  and 
blocks  the  chance  that  sjte  may  some  day  decide  that 
2  yards  of  joc  material  would  do! 

QUAKER  LACE  CO. 

MILLa^  PHILADELPHIA,  PA.  NEW  YORK  SALESROOMS,  89O  BROADWAY 
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Safeguard  Your  Fire  Insurance 


THERE  are  still  too  many  merchants 
who  give  their  fire  insurance  far  less 
thought  than  it  deserves.  Oui-  purpose 
here  is  to  bring  home  to  those  who  need  it 
the  suggestion  that  this  vital  matter  be 
handled  with  due  care  and  be  attended  to 
properly  before  it  is  too  late. 

As  an  example  of  the  unwisdom  of  treat- 
ing a  concern's  fire  insurance  carelessly,  note 
a  case  which  was  recently  decided  by  the  Ap- 
pellate Division  of  the  Supreme  Court  of  the 
State  of  New  York.  Both  that  court  and  a 
lower  State  court  have  rendered  a  verdict  in 
a  certain  dealer's  favor.  Yet  though  he  has 
waited  for  years  for  his  money  he  must  wait 
still  longer.  The  fire  insurance  company  in- 
volved has  carried  the  case  to  the  next  higher 
court,  viz.,  the  Court  of  Appeals  of  this  State! 

This  unfortunate  experience,  moreover, 
while  of  interest  to  business  men  everywhere, 
is  of  particular  interest  to  concerns  in  smaller 
centers,  and  for  this  reason:  The  case  hinged 
on  the  important  question  of  whether  a  mer- 
chant's entire  stock  is  covered  by  his  fire  in- 
surance when  a  portion  of  that  stock  is  in  a 
building  which,  while  adjacent  to  the  main 
building,  is  not  physically  connected  with  that 
structure. 

In  the  case  under  discussion,  part  of  the 
insured  stock  was  kept  in  a  building  mentioned 
in  the  policy,  viz.,  1135  East  Tremont  Avenue, 
New  York  City — a  frame  structure.  The  re- 
mainder was  kept  in  another  frame  building 
— a  barnlike  structure  immediately  behind  the 
main  building,  but  fronting  on  another  street, 
viz.,  179th  Street.  And  it  is  to  be  noted  that 
there  was  a  distance  of  only  14  feet  between 
the  front  and  rear  building. 

Interesting  details  of  this  case  were  dis- 
cussed in  a  recent  issue  of  Best's  Insurance 
News,  by  William  Otis  Badger,  Jr.,  of  the 
New  York  bar.  Before  presenting  them,  it  is 
only  fair  to  add,  however,  that  the  two  ver- 
dicts in  the  dealer's  favor  were  obtained  by 
Horowitz  and  Hurwitz  of  this  city.  The  im- 
portant details  are  as  follows : 

While  the  179th  Street  barn-like  structure 
had  doors  fronting  on  that  street,  those  doors 
had  always  been  kept  closed  during  the  deal- 


er's occupancy  of  the  premises.  The  only 
access  to  the  structure  which  he  permitted  was 
through  "the  main  building  on  East  Tremont 
Avenue  .  .  .  thence  through  the  back 
yard." 

It  may  help  our  readers  to  visualize  the 
premises  at  the  time  of  the  fire  if  we  add  that 
East  Tremont  Avenue  might  be  regarded  as 
178th  Street,  since  at  this  point  it  runs  parallel 
to  179th  Street,  and  there  is  only  a  short  dis- 
tance between  the  two. 

The  fire  insurance  clause  indicating  the 
location  of  the  insured  goods  read  as  follows : 

"All  while  contained  in  on  the  building 
extensions  and  additions  thereto,  situate  No. 
1135  East  Tremont  Avenue,  New  York  City." 

A  fire  occurred  on  the  premises  and  the 
fire  insurance  company  involved  disputed  the 
dealer's  claim  for  loss.  It  maintained  that  in 
its  policy  the  words  "extensions  and  additions 
thereto"  did  not  make  the  policy  cover  the 
stock  in  the  179th  Street  frame,  rear  struc- 
ture. 

Note  carefully,  also,  that  the  company 
took  this  stand  despite  the  fact  that  within  a 
few  days  after  it  had  issued  its  policy  one  of 
its  special  agents  visited  the  insured  premises, 
saw  one  of  the  dealer's  employees  working  in 
the  so-called  rear  building  on  lldth  Street, 
and  saw  the  stock  that  was  stored  there.  In 
brief,  "although  the  agent  made  note  of  this, 
the  policy  was  not  cancelled  nor  was  an  extra 
premium  demanded  by  the  company." 

The  lower  court,  rendering  a  verdict  in  the 
dealer's  favor,  decided  that  the  property  in 
the  rear  building  was  covered  through  the 
use,  in  the  fire  policy,  of  the  words  "extension 
and  additions  thereto."  Among  the  judges  of 
the  Appellate  Division,  two  dissented,  but  the 
other  three,  through  Judge  Greenbaum,  up- 
held the  verdict  of  the  lower  court  and  ren- 
dered a  decision  to  the  following  effect: 

While  in  certain  cases,  cited  by  the  fire  in- 
surance company,  courts  have  held  that  the 
word  "additions"  in  a  policy  refers  to  a 
physical  annexation  to  the  main  building,  there 
are,  on  the  other  hand,  many  cases  in  which 
in  New  York,  as  well  as  in  other  States,  courts 
have  decided  that  the  word  "additions"  does 


not  necessarily  mean  only  a  structural  or 
physical  annexation  to  the  main  building,  but 
may  mean  one  wholly  disconnected  therefrom. 

In  one  such  case,  cited  by  Judge  Green- 
baum, the  policy  described  the  insured  prem- 
ises as  "the  brick  building  and  extensions 
thereto,"  and  those  "extensions"  consisted  of 
another  brick  building  in  the  rear  of,  and 
about  25  feet  away  from,  the  front  structure. 
In  the  East  Tremont  Avenue  case,  moreover, 
as  the  court  pointed  out,  the  distance  between 
the  two  buildings  involved  was  only  14  feet. 

Judge  Greenbaum  also  quoted  from  "Rich- 
ards on  Insurance"  (3d  edition),  page  291,  to 
the  effect  that  "if  a  building,  though  physi- 
cally separate  from  the  building  described  in 
the  policy,  is  connected  with  it  in  use,  the 
court  may  readily  conclude  that  it  is  covered 
by  the  term  'additions.'  .  .  .  And  clearly 
applicable  is  the  rule  where  there  is  no  other 
structure  except  the  independent  building  to 
answer  to  the  description  of  'additions.' " 

The  court  then  added  a  statement  to  the 
effect  that,  for  the  reasons  named,  it  must  be 
assumed  that  the  company  must  have  knovm 
the  conditions  affecting  the  insured  property 
and  must,  therefore,  have  intended  to  include 
in  its  policy  the  merchandise  contained  in  the 
rear  structure,  on  179th  Street. 

To  sum  up,  the  court  asked:  "If  it  was 
the  intention  of  the  insurer  not  to  include 
the  rear  building,  to  what  would  the  words 
'extensions  and  additions'  refer?" 

Several  controversies  of  this  type  were 
cited  by  the  lawyers  involved,  and  even  others 
were  cited  by  the  court  itself.  And  have 
there  not  been  such  controversies  which  did 
not  get  into  the  courts  at  all? 

It  is  plain,  therefore,  that  merchants  ought 
not  to  depend  on  mere  chance — or  on  the 
courts — for  a  favorable  interpretation  of 
terms  used  to  describe  their  premises  in  their 
fire  insurance  policies.  » 

The  dealer  in  the  case  ur\,der  discussion 
knew  that  part  of  his  stock  was  in  the  rear 
structure.  Why  did  he  not  have  both  the 
buildings  accurately  specified  in  his  fire  insur- 
ance policy? 

Sad  to  say,  however,  it  is  not  only  in  such 
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ways  that  merchants  permit  their  insurance 
to  be  jeopardized.  A  certain  concern,  on  suf- 
fering a  burglary  loss,  discovered  that  for 
years  it  had  been  carrying  insurance  which, 
instead  of  covering  its  own  premises,  covered 
neighboring  property! 

Here's  hoping  that  the  dealer  in  the  case 
above  quoted  will  win  again — and  finally.  In 
the  meantime,  let  other  merchants  heed  this 
well-meant  advice: 

Give  your  fire  insurance  the  attention  it 
demands! 

Describe  conditions  accurately. 


Employees'  Savings  Clubs- 
Why  Form  Them 
And  How 


WITH  a  view  to  encouraging  thrift  on 
the  part  of  their  employees  an  in- 
creasing number  of  large  concerns, 
prominent  among  them  being  the  Guaranty 
Trust  Co.,  New  York,  have  "savings  clubs" 
composed  of  members  of  their  personnel.  In 
some  instances,  in  order  to  strengthen  the  de- 
sire to  save  and  help  the  employee  to  adhere 
to  his  resolution,  a  certain  amount,  specified 
by  the  employee,  is  deducted  from  his  salary. 
This  sum  may  be  deposited  in  a  savings  bank, 
the  bank  book  being  retained  in  the  custody  of 
the  employer.  The  Vermont  Marble  Co.,  Proc- 
tor, Vt.,  is  a  prominent  exponent  of  this  plan. 

Other  employers,  among  them  the  Com- 
monwealth Edison  Co.,  Chicago,  make  such  de- 
ductions and  instead  of  placing  the  money  in  a 
savings  bank  invest  it  in  securities  selected  by 
the  employer. 

There  are  also  concerns  which  inculcate 
thrift  by  means  of  educational  talks,  explain- 
ing to  their  employees  the  advantages  derived 
from  keeping  a  personal  budget  as  an  aid  in 
systematic  saving. 

The  method  employers  should  adopt  with 
a  view  to  inducing  their  employees  to  save  and 
the  advice  as  to  how  best  to  invest  the  sums 
thus  accumulated  will  depend  in  large  degree 


on  the  employees'  wage-earning  capabilities. 
What  might  be  suitable  and  appealing  to  work- 
ers in  a  great  steel  plant  would  be  out  of  all 
proportion  as  regards  the  average  run  of 
workers  in  stores  or  in  offices.  Employees  of 
the  former  class  and  in  those  other  industries 
where  wages  are  high  might  within  a  reason- 
able period  accumulate  a  fund  sufficiently  large 
to  warrant  their  withdrawing  it  from  the  sav- 
ings bank  and  purchasing  a  good  bond  or  other 
safe  security.  The  majority  of  store  employees 
might  have  to  utilize  the  bank  almost  as  a 
permanent  place  of  deposit  unless  they  pre- 
ferred to  put  their  savings  into  Government 
Savings  Stamps  or  into  Liberty  Bonds  of  small 
denomination. 

The  main  thing  is  for  the  employer  to  con- 
vince his  employees  by  clear,  simple  explana- 
tions, repeated  at  frequent  intervals,  that  his 
interest  in  their  adoption  of  thrift  habits  is 
personal  only  in  these  respects : 

That  he  feels  a  personal  interest  in  the  well- 
being  of  each  of  his  co-workers,  and 

That  the  thrifty  employee  is  usually  hap- 
pier, more  conscientious  and  possessed  of  more 
initiative  and  therefore  more  efficient  than  the 
one  who  takes  no  thought  for  the  morrow. 

The  "boss"  ought,  furthermore,  to  explain 
to  his  people  just  why  habits  of  thrift — that  is 
to  say,  knowledge  of  how  to  make  the  best  use 
of  one's  money — -if  acquired  by  the  majority 
of  the  country's  workers  would  provide  a  great 
part  of  the  capital  which  this  country  sorely 
needs  for  the  construction  of  factories  and 
homes,  for  the  rehabilitation  of  the  railroads, 
for  the  extension  of  electric  lighting  and  power 
plants,  gas  works  and  trolley  lines  and  for  the 
construction  of  highways.  He  should  make 
clear  also  the  degree  in  which  the  accumula- 
tion and  proper  investment  of  these  funds 
would  benefit  the  entire  country  and  thus  be 
of  direct  or  indirect  advantage  to  each  indi- 
vidual citizen.  Many  other  suggestions  might 
be  offered,  but  they  will  readily  occur  to  any 
intelligent  merchant  or  manufacturer. 

The  organization  of  savings  clubs  among 
employees — in  store  or  in  factory — involves  no 
difficult  problem.  It  will  require  some  outlay 
of  time  and  of  energy  to  start  such  a  club  and 


to  keep  it  going.  But  if  employers  generally 
will  take  up  this  thrift  idea  and  push  it  con- 
tinuously and  judiciously  so  that  each  em- 
ployee's interest  will  be  maintained  at  concert 
pitch,  the  efforts  will  be  far  more  than  repaid 
by  the  advantages  derived  from  them. 


Quotation  That  Flatters 

yiS  imitation  is  the  sincerest  sort  of  flattery 
/A  so  is  quotation.  Many  retailers  print 
in  their  store  papers  or  elsewhere  se- 
lections from  the  Economist.  We  like  to 
have  them  do  it.  It  indicates  that  we  have 
secured  what  we  seek — the  approval  of  our 
readers. 

But  more  than  that:  it  increases  our  help- 
fulness. When  every  store  worker  cannot 
read  the  Economist  the  next  best  thing  is  to 
have  selected  and  reprinted  for  him  the  things 
most  nearly  applicable  to  his  daily  work  and 
those  imparting  a  broad  grasp  of  his  field. 

Many  store  papers  coming  to  us  make  ffee 
use  of  the  educational  advantages  of  such  se- 
lections. Others  well  might  do  so.  No  store, 
no  department,  should  be  a  one-man  affair. 
The  thing  that  interests  the  man  higher  up 
will  interest  the  man  lower  down — for  more 
and  more  it  is  realized  that  a  policy  of  promo- 
tion from  the  ranks  is  the  surest  way  of  stim- 
ulating morale  and  interest  in  the  store's 
progress. 

Knowing  this,  the  "ranker"  is  eager  to  fit 
himself  for  a  higher  place.  He  welcomes 
whatever  aids  him  to  a  broader  view  of  his 
field,  as  well  as  those  things  which  help  im- 
mediately to  secure  better  results  in  his  daily 
work.  The  store  paper  is  the  logical  medium 
for  passing  on  the  things  he  can  use. 

We  believe  it  fitting  that  where  this  is 
done^  the  name  of  the  Economist  should  be 
mentioned.  It  is  not  for  our  glorification. 
It  is  to  encourage  the  interested  employee  to 
seek  further  information  from  the  source  of 
the  quotation  or  modified  selection.  The  read- 
ing of  business  papers  increasingly  is  recog- 
nized as  a  factor  in  improving  sales  and  serv- 
ice.   We  seek  its  encouragement. 


Mr.  Hoover  Makes  Entry  on  Business  Film  as  Friend  to  Industry. 


Tariff  Squabble 
Ties  Up  Congress 

Acceptance   of    Commission's  Plan 
Would  Bring  About  Temporary 
Peace— Valuation  Clause 
Causes  Split 

Washington  Office  of  the  Dry  Goods  Econo- 
mist, 816  Fifteenth  St.,  N.  W. 

Controversy  over  ad  interim  tariff  legis- 
lation threatens  to  seriously  impede  legisla- 
tive work.  Republican  leaders  are  at  odds 
over  the  proposed  Longworth  joint  resolution 
which  would  make  the  permanent  tariff  rates 
effective  from  the  date  of  introduction.  It 
appears  that  the  only  way  to  make  peace 
among  the  tariff  agitators  is  to  accept  the  so- 
called  non-controversal  legislation  which  the 
United  States  Tariff  Commission  will  propose 
as  a  revenue  measure.  If  the  Commission's 
plan  is  accepted,  it  will  bring  about  temporary 
peace  in  political  camps. 

The  Tariff  Commission  had  previously 
recommended  to  the  Ways  and  Means  Com- 
mittee of  the  House  that  statutory  provision 
be  made  whereby  duties  and  taxes  would  at- 
tach to  merchandise  previous  to  the  date  of 
the  final  passage  of  tariff  and  internal  revenue 
laws.  In  making  this  recommendation,  the 
commission  designated  as  "the  interim"  the 
period  between  a  time  to  be  fixed  in  a  rev- 
enue bill,  or  between  the  time  of  the  report 
of  such  measure  by  the  Ways  and  Means  Com- 
mittee of  the  House,  and  the  date  of  the  defi- 
nite enactment  of  the  measure  into  law. 

Withdrawals  Are  Multiplied 

They  insisted  that  with  statistical  cor- 
roboration, that  where  increases  in  customs 
duties  and  internal  taxes  are  under  considera- 
tion and  probable,  importations  are  "rushed" 
and  withdrawals  from  bonded  warehouses  mul- 
tiplied, with  the  manifest  purpose  of  avoiding 
the  anticipated  new  duties  and  taxes.  Cer- 
tain Republican  leaders  believe  that  it  is  only 
fair  to  the  taxpayers  of  this  country  to  enact 
ad  interim  legislation  in  order  to  protect  the 
revenue.  There  are  numerous  European 
countries  and  Canada  which  have  this  so- 
called  "stop-gap"  legislation  which  is  not  re- 
garded as  discriminatory  in  any  respect. 

Even  the  optimistic  in  Congress  are  un- 
willing to  admit  that  the  permanent  tariff  bill 
can  be  enacted  within  two  months.  The  quar- 
rels within  the  ranks  of  the  majority  have  de- 
veloped to  such  an  extent  that  it  is  extremely 
doubtful  that  the  bill  will  be  reported  by  June 
15.  There  have  been  many  petty  bickerings 
over  chemicals,  cotton,  woolen  and  silk  and  the 
tentative  schedules  drafted  by  subcommittees 
have  been  revised  from  tiine  to  time. 

Dye  Men  Want  License  System 

f 

An  effort  is  being  made  by  the  dye  inter- 
ests to  continue  the  license  system,  which  is 
now  in  the  emergency  tariff,  in  the  perma- 
nent tariff  bill.  It  is  their  contention  that  it 
should  be  continued  at  least  five  years,  in 
order  to  build  up  the  American  dye  industry. 

Because  it  practically  amounts  to  an  em- 
bargo, strong  opposition  to  the  plan  has  been 
developed  in  both  parts  and  threatens  to  check 
all  tariff  legislation.  Members  of  the  House 
Committee  on  Ways  and  Means  say  that  they 
have  been  unable  to  reach  an  agreement  as  to 
basic  rates  in  the  silk  schedule.  The  chang- 
ing conditions  in  the  silk  situation  since  the 
■collapse  of  the  Japanese  market  makes  it  dif- 
^cult  for  the  tariff  framers.  The  cotton 
schedule  is  far  from  completion  because  of 
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pressure  exerted  by  the  New  England  textile 
interest  whenever  they  learn  of  the  tentative 
schedules  adopted  by  the  subcommittees. 

Valuation  Clause  a  Moot  Point 

It  is  understood  that  advocates  of  protec- 
tion will  insist  upon  the  continuation  of  the 
American  valuation  clause  in  the  permanent 
tariff.  The  Senate  and  House  split  over  this 
item  in  the  emergency  tariff  and  undoubtedly 
there  will  be  a  wide  difference  of  opinion 
when  this  subject  is  up  for  discussion. 

Strong  opposition  has  developed  at  the 
hearings  on  the  Capper-French  "truth-in- 
fabric"  bill  now  before  the  Senate  Interstate 
commerce  committee.  Manufacturers  of 
cloth  have  been  unanimous  in  protesting  the 
proposed  branding  measure  because  of  its  ob- 
vious inequities.  Paul  T.  Cherrington  of 
Boston,  president  of  National  Association  of 
Wool  Manufacturers,  on  Tuesday  testified 
that  the  proposed  labeling  would  add  greatly 
to  the  cost  of  manufacture  and  consequently 
to  the  retail  price.  It  was  his  contention  that 
a  brand  on  the  material  would  afford  the 
buyer  little  information  and  "it  would  be  pos- 
sible for  him  to  be  astonishingly  misled." 
He  described  it  as  a  nuisance  to  manufactur- 
ers and  worthless  to  consumers. 

Growers  Behind  Measure 

Stanley  R.  Stager  of  Philadelphia,  presi- 
dent of  the  National  Association  of  Worsted 
and  Woolen  Spinners,  also  appeared  to  pro- 
test the  measure.  The  advocates  of  the  legis- 
lation were  chiefly  wool  growers  and  dyers. 
Indications  are  that  the  bill  may  be  reported 
to  the  Senate  as  "political  sop"  because  of  the 
pressure  of  organized  wool  growers  in  the 
West  and  Southwest.  They  have  powerful 
spokesmen  in  the  House  and  Senate  and  the 
real  fight  on  the  bill  will  develop  on  the  floor. 
This  legislation  has  been  proposed  several 
times  but  always  fell  short  of  enactment. 

Secretary  of  Commerce  Herbert  Hoover 
believes  that  the  American  textile  industry 
is  due  for  a  revival  in  foreign  trade.  After  a 
careful  study  of  the  economic  situation  in  Eu- 
rope, he  has  stated  that  it  is  reasonable  to 
believe  that  there  will  be  a  larger  consump- 
tion and  imports  of  textiles  in  Central  and 
Eastern  Europe  than  heretofore. 

Mr.  Hoover  has  stated  that  "The  clothing 
situation  in  Central  and  Eastern  Europe  has 
not  shown  the  improvement  of  the  other  basic 
necessities.  The  clothing  of  the  people  is 
worse  than  even  at  the  armistice,  that  is,  im- 
ports of  textile  materials  have  been  insuffi- 
cient to  keep  pace  with  wear.  It  is  reasonable 
to  expect  that  the  next  step  will  be  improve- 
ment in  clothing.  Such  an  assumption  im- 
plies larger  consumption  and  imports  of  tex- 
tiles." 


Wm.  B.  Wakelin  Dead 


William  B.  Wakelin,  president  of  the  Mc- 
Auslan  &  Wakelin  Co.,  Holyoke,  Mass.,  died 
recently  at  the  age  of  eighty  years,  fol- 
lowing a  long  illness.  Born  in  Glasgow,  Scot- 
land, he  served  his  apprenticeship  in  the  dry 
goods  business  in  the  firm  of  which  his  father 
was  manager.  Coming  to  this  country  he  en- 
tered the  employ  of  Brovra,  Thomson  &  Co., 
Hartford,  Conn.,  later  becoming  a  traveling 
salesman  for  several  large  New  York  whole- 
salers. His  first  venture  on  his  own  account 
was  in  Nashua,  N.  H.,  where  he  bought  a 
small  store  in  1880.  Four  years  later  Mr. 
Wakelin  founded  the  McAuslan  &  Wakelin  Co. 
store  at  Holyoke,  in  which  his  two  sons  are 
now  active.  He  was  affiliated  with  a  number 
of  organizations,  holding  high  rank  in  the 
Masons  and  the  Knights  Templars. 
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Veteran  Merchant 
Dies  in  79th  Year 

C.  K.  Whitner  of  C.  K.  Whitner  & 

Co.,  Reading,  Pa.,  Is  Victim 

of  Pneumonia 

Calvin  Kline  Whitner,  head  of  C.  K.  Whit- 
ner &  Co.,  a  department  store,  Reading,  Pa., 
died  on  May  30  at  the  age  of  seventy-nine. 
He  apparently  was  recovering  from  a  minor 
operation,  but  pneumonia  set  in  and  death 
followed  quickly.  Born  in  1841,  Mr.  Whitner 
founded,  in  1877,  the  firm  of  which  he  was 
head,  after  gaining  merchandising  experience 
in  several  sm.all  stores  and  as  an  employee  of 
Kline,  Eppihimer  &  Co.,  the  first  Reading  de- 


Cahin  Kline  Whitner 

partment  store.  His  first  establishment  was 
small,  20  by  90  feet,  and  employing  six  sales- 
people, but  it  grew  steadily  and  soundly  and 
is  now  an  establishment  employing  several 
hundred  people.  The  present  store  was  built 
after  the  first  structure  was  destroyed  by  fire 
about  ten  years  ago. 

Mr.  Whitner  had  not  been  active  in  the 
business  for  some  years.  All  his  life  he  took 
an  active  interest  in  church  and  civic  affairs. 
He  was  a  former  president  of  the  Reading 
Merchants'  Association  and  for  the  last  four- 
teen years  president  of  the  Farmer's  National 
Bank.  He  is  survived  by  five  daughters  and 
several  grandchildren. 


Was  Trade  Leader 


Max  Furchgott,  founder  of  the  big  depart- 
ment store  of  M.  Furchgott  &  Sons,  in 
Charleston,  S.  C,  died  in  that  city  Saturday, 
June  4,  in  his  77th  year,  after  more  than  fifty- 
five  years  of  merchandising  in  that  city.  Mr. 
Furchgott  was  born  at  Nyra,  Hungaria,  Au- 
gust 13,  1844,  and  came  to  the  United  States 
when  a  lad.  He  was  the  dean  of  merchants 
in  the  city  of  Charleston,  and  took  an  active 
part  in  the  business  which  he  founded  and  in 
the  city's  welfare  until  a  few  months  prior  to 
his  last  illness. 

The  store  of  M.  Furchgott  &  Sons  has  been 
for  some  time  in  full  charge  of  Mr.  Furch- 
gott's  sons.  The  deceased  was  a  brother  to 
Leopold  Furchgott  of  New  York.  The  funeral 
was  held  at  the  Hasel  Street  Synagogue  in 
the  city  of  Charleston,  Monday,  June  6. 


Jesse  P.  Brundage,  treasurer  of  Rogers- 
Peet  Co.,  was  killed  in  an  automobile  accident 
on  Tuesday  of  this  week.  He  was  thirty-three 
years  old.  He  leaves  a  wife  and  three  chil- 
dren. 
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Situation  Abroad 
More  Favorable 
For  Business 

Steel  Industry  Expected  to  Benefit 
from  Clearing  Skies  in  Europe — 
Considerable  Liquidation  in 
Cotton  Market 

MARKED  improvement  in  the  economic 
situation  in  central  and  western  Eu- 
rope, the  continued  though  gradual 
reduction  of  commodity  costs,  a  heavy  move- 
ment of  grain,  the  confident  belief  of  mer- 
chants and  producers  of  textiles  that  a  good 
fall  trade  is  in  prospect  are  among  the  im- 
portant developments  of  the  times. 

Viewed  broadly,  the  European  situation 
points  to  a  much  greater  demand  for  Ameri- 
can products  and  raw  materials  with  reason- 
ably good  prospects  of  return  shipments  of 
needed  commodities  in  the  near  future.  Eu- 
rope is  still  in  need  of  articles  of  apparel 
which  must  be  obtained  from  outside  her 
borders.   She  is  not  in  so  great  need  of  food. 

Shipment  of  textiles  and  of  cotton  from 
this  country  to  the  Old  World  will  have  a 
stabilizing  effect  on  the  American  market. 

In  steel  production  and  in  other  impor- 
tant American  industries  the  effects  of  the 
improved  foreign  situation  will  be  reflected 
in  greater  activities,  more  employment  of 
labor  and  an  accompanying  increase  of  con- 
sumption in  the  home  market. 

The  Price  Trend 

At  this  week's  meeting  of  credit  men  in 
Chicago  the  opinion  was  generally  expressed 
that  prices  must  of  necessity  recede  further 
in  the  near  future. 

Commodity  prices  fell  only  very  slightly 
during  May,  when  they  reached  a  level  37.2 
per  cent  below  the  peak  of  May,  1920,  and 
37  per  cent  above  the  pre-war  prices.  The 
computation  was  by  Bradstreet's  in  their 
monthly  summary,  printed  last  week. 

Another  Rug  Auction 

Announcement  of  a  third  auction  sale  by 
the  Alexander  Smith  &  Sons  Carpet  Co., 
which  will  begin  on  Monday  of  next  week,  and 
at  which  41,000  bales  of  rugs  and  1000 
rolls  of  carpeting  will  be  offered,  has  re- 
vived the  question  of  how  much  will  the 
consumer  pay  for  floorcoverings  and  other 
needed  articles. 

Cotton  and  Cotton  Goods 

Reports  of  a  deadlock  in  the  wage  con- 
troversy in  the  Lancashire  cotton  industry, 
and  the  strike  in  the  North  Carolina  mills, 
have  caused  considerable  liquidation  in  the 
cotton  market  and  some  decline  in  prices. 

There  has  been  a  tendency  of  late  to 
make  much  of  the  big  carryover  as  compared 
with  the  probable  consumption  of  American 
cotton  next  season,  and  it  will  probably  take 
some  very  striking  crop  or  trade  develop- 
ments to  lift  cotton  appreciably  higher  in 
the  near  future. 

The  gray  goods  markets  were  somewhat 
more  active  last  week  and  the  market  gen- 
erally was  firmer.  Demand  was  confined 
largely  to  wide  print  cloths,  but  there  was 
also  a  good  demand  for  fine  goods,  sheetings 
and  fancies.  Sales  of  print  cloths  at  Fall 
River  last  week  amounted  to  about  100,000 
pieces.  Print  cloth  quotations  in  the  New 
York  market  at  the  beginning  of  this  week 
were  on  the  basis  of  6%  cents  for  5.35-yard, 
38y2-inch  64  x  60's. 
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The  continuation  for  fall  of  spring  prices 
on  percales  and  the  offering  of  dress  ging- 
hams for  next  spring  were  the  outstanding 
events  in  the  market  for  finished  cottons. 
The  gingham  offerings  are  being  taken  freely 
and  most  buyers,  it  is  said,  are  asking  for 
larger  allotments.  Percales,  ginghams,  sheets 
and  pillowcases  continue  difficult  to  secure 
for  prompt  delivery.  There  has  been  a  pretty 
brisk  movement  in  many  lines  of  wash  goods. 

Silks  More  Active 

In  the  broad  silk  market  activity  has  been 
especially  brisk  on  sports  silks.  There  is 
also  a  good  current  business  being  done  on 
wash  satins,  crepes  de  Chine,  georgettes, 
printed  chiffons  and  foulards.  Advance 
business  for  fall  is  said  to  be  fairly  satis- 
factory, and  it  is  generally  assumed  that 
the  fall  market  will  be  firm,  if  not  higher. 

Raw  silk  during  the  last  week  has  shown 
an  advancing  tendency.  Desirable  grades 
are  scarce  for  June  delivery,  and  in  the  case 
of  Cantons  the  scarcity  applies  to  July  and 
August  deliveries  as  well.  The  market  is 
very  strong,  but  there  is  considerable  un- 
certainty as  to  what  it  may  do  when  the 
Japanese  syndicate  begins  to  unload  its  hold- 
ings, which  amount  to  about  40,000  bales. 
Under  the  circumstances  manufacturers  are 
proceeding  cautiously.  It  is  not  expected, 
however,  that  appreciably  lower  raw  silk 
prices  will  be  seen  in  time  to  affect  the 
fabric  market  for  fall. 

Woolens  and  Worsteds 

Offerings  of  staple  worsteds  for  July, 
August  and  September  delivery  at  practically 
unchanged  prices  have  been  made  by  some 
houses  which  opened  in  March  for  delivery 
only  to  July  1.  The  market  is  very  confident 
of  the  outlook  for  fall  business.  Current 
business  is  concentrated  on  sports  fabrics, 
including  knitted  cloths,  tweeds,  fancy  skirt- 
ings and  light-colored  flannels. 

Consumption  Less 

Wool  consumption  for  April,  according  to 
a  report  issued  this  week  by  the  Bureau  of 
Markets,  Department  of  Agriculture,  was 
about  80  per  cent  of  the  consumption  for 
April  last  year,  and  about  6,000,000  pounds 
greater  than  for  March  of  this  year.  Wool 
stocks  in  the  hands  of  dealers,  manufacturers 
and  the  Government,  as  of  March  31,  show 
a  gain  of  over  50,000,000  pounds  as  com- 
pared with  December  31,  1920.  The  raw  wool 
market  continues  quiet  and  unchanged. 

Garment  Workers'  Agreement 

Peace  for  five  months,  at  least,  is  assured 
the  New  York  garment  industry  through  the 
signing  of  a  new  agreement  between  em- 
ployers and  workers.  No  change  is  made 
in  wages  or  working  hours,  the  chief  feature 
being  provision  for  a  commission  to  investi- 
gate charges  of  too  low  production  and  to 
work  out  methods  to  bring  productivity  of 
workers  up  to  a  level  which  will  enable  man- 
ufacturers to  sell  goods  at  reasonable  prices. 
Both  sides  agree  to  enforce  decisions  of  the 
commission.    The  agreement  expires  Nov.  1. 

Neckwear  and  Veilings 

The  movement  in  women's  neckwear  dur- 
ing the  past  week  has  shown  decided  im- 
provement. Various  types  of  dainty  frilled 
guimpes,  sashes,  tuxedo  collars,  bandings 
and  vestings  figure  prominently  in  the  cur- 
rent orders.  Both  the  wholesaler  and  the 
retailer  are  encouraging  this  mid-summer 
demand  by  marking  their  goods  at  a  very 
close  figure.  In  the  advance  fall  models  now 
in  preparation  real  Irish  and  Venise  laces 
are  indicated  for  a  strong  position. 

The  outstanding  feature  in  the  veiling 


field  is  the  demand  for  bridal  veils  and 
mourning  veils. 

This  activity  is  particularly  gratifying 
in  view  of  the  fact  that  both  the  wholesalers 
and  the  retailers  are  marking  these  goods 
so  as  to  admit  of  a  substantial  profit. 

Interest  in  the  general  line  of  veilings 
continues  to  lag,  due  primarily  to  the  adop- 
tion of  mid-summer  millinery  unfavorable 
to  a  wide  use  of  the  veiling  accessory. 


Dresses  Appeal 
Most  to  Buyers 


The  large  increase  over  last  week  in  the 
number  of  buyers  in  New  York  is  due  partly 
to  the  fact  that  there  was  one  holiday  last 
week,  and  partly  to  the  opening  of  the  fall 
dress  season.  More  buyers  are  looking  at 
dresses  than  any  other  kind  of  apparel,  though 
jobs  of  various  kinds  of  ready-to-wear  still 
are  in  demand.  So  far  there  has  been  little 
fall  dress  buying.  Visitors  to  showrooms 
spend  more  time  looking  around  than  talking 
business.  More  shoe  buyers  than  for  some 
weeks  are  noted.  Most  of  those  classified  un- 
der carpets  are  seeking  draperies  and  up- 
holsteries. 

Bear  in  mind  that  the  table  is  representa- 
tive of  the  state  of  buying,  but  does  not  in- 
clude all  buyers  present  in  the  city. 


Middle  Far  South 
Lines         East    West  West  West  South 


Gen'l  piece  goods 

1 

1 

1 

1 

Dress  goods   

17 

11 

"i 

1 

1 

Silks   

21 

1 

A 

4 

1 

Velvets   

5 

3 

8 

11 

*i 

"i 

White  goods,  linens 

15 

7 

1 

Domestics,  Wnk'ts 

etc  

13 

11 

1 

1 

2 

General  apparel. . 

37 

27 

'4 

*7 

Apparel  jobs  .... 

44 

28 

2 

2 

34 

26 

5 

2 

Skirts   

21 

22 

3 

67 

42 

6 

*4 

"2 

21 

18 

2 

1 

1 

House  dresses,  neg- 

ligees, petticoats, 

10 

11 

1 

Muslin,    silk  un- 

15 

11 

1 

1 

2 

Children's,  girls' 

15 

9 

2 

1 

9 

5 

i 

23 

13 

*i 

2 

'i 

Furs   

17 

12 

1 

1 

Infants'  wear. . . . 

13 

8 

1 

i 

Sweaters,  bathing 

18 

8 

18 

8 

"i 

'i 

"4 

Knit  underwear. . 

20 

11 

1 

12 

3 

2 

Art  needlework. 

embroidery  .... 

8 

1 

1 

Ribbons,  laces. . .  . 

21 

7 

2 

Leather  goods. 

jewelry,  fancy 

goods,  etc  

13 

4 

2 

Neckwear,  veilings  14 

4 

"2 

Handkerchiefs  . . . 

6 

1 

1 

18 

3 

*i 

2 

7 

3 

1 

Umbrellas   

5 

3 

Books,  stationery 

6 

'i 

Luggage   

1 

i 

2 

Sport  goods,  toys. 

1 

1 

Carpets,  draper- 

13 

5 

1 

3 

1 

1 

House  furnishings 

2 

1 

1 

Men's   clothing. . . 

19 

13 

'4 

1 

Men's  furnishings  24 

28 

2 

3 

Boys'  clothing,  fur- 

20 

10 

1 

3 

Men's  hats   

3 

5 

7 

11 

'2 

'2 

Miscellaneous    . .  . 

19 

18 

2 

2 

3 

Total  lines  sought. 682 

438 

41 

33 

58 

145 

61 

25 

46 

Buyers  this  week . 

982: 

Buyers  last  week. 
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Launching  of  Really  Effective  Sale 
Requires  Some  Generalship 

Here  Are  Outlined  a  Few  Ideas  That -if  Followed  Out  Will  Cram 
the  Aisles  of  Your  Store  with  Ready  Purchasers — Stir  Up  Enthu- 
siasm Among  Salespeople  and  Get  a  Catchy  Name  for  the  Event 


PREPARING  for  a  big  sale  is  exactly  like 
getting  ready  for  a  great  battle,  the 
only  difference  being  that  the  latter  re- 
duces the  manpower  of  the  community  while 
the  former  severely  cripples  the  pocketbooks. 
Each  is  apt  to  leave  many  aching  hearts  for 
what  DID  happen  or  DID  NOT  happen.  And, 
the  success  of  each  depends  entirely  upon  the 
thoroughness  of  the  preparations  coupled  with 
intelligence  on  the  part  of  the  men  who  carry 
out  the  plan  of  attack. 

We  might  even  carry  our  analogy  further 
by  comparing  a  store's  advertising  to  the  bul- 
lets and  shells  of  every  size  and  kind,  to  the 
poison  gas,  to  the  aeroplane  bombs,  etc.;  the 
display  to  the  arrangement  of  the  heavy  and 
light  artillery,  the  machine  guns,  the  trenches, 
etc.,  and  the  personnel  to  the  men  in  the  vari- 
ous branches  of  the  service. 

But  we  must  not  write  more  of  generali- 
ties. It  is  our  purpose  to  outline  here  the 
method  of  planning  and  executing  a  SALE — 
A  STORE  SALE  OF  UNUSUAL  magnitude 
— the  kind  of  a  plan  that  has  brought  the 
BIGGEST  day's  business  in  the  history  of  at 
least  three  prominent  stores.  If  you  carry 
out  the  scheme  faithfully  and  conscientiously 
we  guarantee  that  equal  results  may  be  had 
by  you. 

Something  in  a  Name 

The  first  thing  is  to  decide  upon  a  name. 
While  this  will  neither  make  nor  break  the 
sale  it  will  help  if  the  name  carries  some  defi- 
nite idea  with  it,  such  as  "Half  a  Million 
Dollar  Sale,"  "Great  Stock  Reducing  Sale," 
"Store-Wide  Remnant  Sale,"  etc. 

Once  you  have  the  name,  call  your  buyers 
together  and  explain  the  idea  to  them.  Get 
them  enthusiastic  over  the  plan  and  tell  them 
just  what  is  expected,  in  a  general  way,  as  to 
values  and  merchandise. 

A  display  ad  might  be  inserted  in  a  New 
York  paper  offering  to  buy  specially  priced 
merchandise,  this  ad  to  be  reproduced  later  in 
the  local  papers.  The  buyers  could  be  in  New 
York  at  a  specific  time  to  look  at  items  offered 
because  of  the  ad.  These  same  buyers  might 
send  specially  prepared  letters,  or  even  tele- 
grams in  case  of  items  that  run  into  consider- 
able money,  to  the  store's  mailing  list  stating 
that  some  WONDERFUL  things  had  just  been 
bought  for  the  BIGGEST  sale  of  the  store's 
history  to  be  announced  shortly. 

Launch  Teaser  Campaign 

About  a  week  before  the  sale,  start  a 
teaser  campaign  in  the  papers.  Anything  that 
will  tickle  the  curiosity  of  the  public,  keeping 
the  store's  name  "DARK"  until  the  day  before 
the  BIG  announcement  appears  in  the  papers. 

If  you  have  charge  accounts  be  sure  that 
the  statements  going  out  the  first  of  the  month 
preceding  the  sale  have  some  announcement 
of  the  sale  itself  or  tell  your  customers  to  keep 
their  eyes  on  your  publicity  during  the  com- 
ing month. 

Every  package  also  must  be  made  a  walk- 
ing ad  beginning  two  or  three  days  before  the 
sale  by  means  of  package  stuff ers.  Just  a 
brief  story  winding  up  with  a  mention  of  the 
papers  in  which  the  sale  will  be  announced. 


By  Ernest  C,  Hastings 

Have  half  sheet  or  pennant  posters  pre- 
pared telling  of  the  coming  of  the  sale  and 
put  them  up  at  the  same  time  you  start  your 
package  stuffer  campaign. 

Get  out  an  EXTRA  edition  of  the  store 
paper  full  of  pep  and  fire  about  the  sale,  and 
distribute  it  to  the  employees  several  days 
ahead  of  time.  Tell  of  all  contests,  etc.,  to 
be  held  and  fill  'er  full  of  the  kind  of  talk  that 
makes  red  blood  tingle. 

Announce  that  post  cards  will  be  supplied 
each  employee  on  which  he  or  she  can  write 
a  story  of  the  sale  to  friends  and  relatives. 
The  store  should  pay  the  postage.  Follow  this 
up  and  see  that  it  is  done.  Don't  worry  if 
three  or  four  cards  are  sent  to  the  same  per- 
son, so  long  as  they're  signed  by  different 
people.  Let  each  girl  tell  something  specific 
about  HER  department.  In  the  smaller  towns 
and  where  practical  the  phone  can  also  be  used 
as  above.  If  you  have  an  up-to-date  mailing 
list  send  some  kind  of  card  to  each  announc- 
ing the  sale,  and  calling  attention  to  the  ads 
in  specific  newspapers  on  certain  dates. 

Human  Interest  Stuff 

The  owner  of  the  store  should  also  write 
a  short  "peppy"  letter  to  each  employee  and 
have  it  MAILED  to  his  or  her  address  so  as 
to  arrive  the  day  before  the  sale  starts.  It 
will  be  appreciated  greatly  and  will  stir  up 
extra  enthusiasm.  Make  the  letter  intensely 
human- — that's  all. 

Have  the  newspaper  ads  prepared  long 
enough  ahead  of  time  so  that  you  can  have  a 
lot  of  them  printed  as  circulars  to  be  dis- 
tributed broadcast  in  surrounding  towns  and 
villages,  even  in  your  own  city  unless  there  is 
a  city  ordinance  against  hand  bills. 

From  the  day  the  sale  starts  until  it  fin- 
ishes have  a  bulletin  board  or  boards  in  promi- 
nent places  about  the  store  on  which  you  can 
announce  the  EXTRA  specials  for  THAT  day. 
Which  reminds  me  of  one  warning — don't 
shoot  all  your  ammunition  the  first  day.  Save 
some  GOOD  bargains  for  succeeding  days. 
Another  thing,  don't  mark  down  everything 
you've  got.  It  isn't  necessary.  Take  a  FEW 
items  from  each  department  and  make 
WORTH-WHILE  reductions. 

With  the  releasing  of  your  newspaper  ads, 
the  sale  is  on  so  far  as  the  advertising  goes. 

Pay  Attention  to  Displays 

Now  let  us  consider  a  few  of  the  DISPLAY 
features. 

First  of  all  change  the  color  of  your  cards 
to  something  different  from  what  you  use 
every  day.  Or  if  you  can't  do  that  have 
specially  printed  cards  to  give  the  impression 
of  something  different.  Don't  forget  the  pos- 
sibilities of  elevator  cards  calling  attention  to 
the  sale  as  well  as  cards  under  the  glass  tops 
of  beauty  parlor  tables  and  other  conspicuous 
places. 

Pull  the  shades  on  all  your  windows  the 
day  before  the  sale  and  announce  on  cards 
that  they  are  being  trimmed  with  sale  mer- 
chandise, and  that  the  windows  will  be  opened 


at  5  p.  m.  that  evening.  This  serves  to  still 
further  impress  upon  the  public  that  some- 
thing VERY  out  of  the  ordinary  is  on  tap.  It 
increases  the  tension  of  expectation  and  cen- 
ters eyes  on  your  store.  Be  sure  to  put  price 
tickets  on  your  window  merchandise. 

Stimulate  Department  Interest 

Offer  prizes  to  the  departments  having  the 
best  displays.  Have  showings  of  sale  items 
in  different  parts  of  the  store.  For  instance, 
show  sale  hosiery  in  the  shoe  department ;  mil- 
linery in  the  dress  section;  laces  and  trim-  , 
mings  in  the  fabric  departments;  toys  in  the 
children's  department,  etc. 

Also  arrange  what  might  be  called  idea  dis- 
plays, that  is,  show  a  SALE  UNIT  composed 
of  say  a  suit,  waist,  hat,  shoes,  hosiery  and 
gloves.  Don't  quote  them  as  an  outfit  for 
$100  but  as  an  $18.50  suit,  $2  gloves,  etc. 
Folks  don't  react  favorably  to  made-up  lots  or 
outfits. 

It  scarcely  need  be  said  that  all  cases  and 
showcases  should  reflect  at  least  the  spirit  of 
the  sale  if  not  actually  sale  goods. 

Aid  of  Personnel 

Now  comes  the  third  and  most  important 
phase  of  the  preparations — the  personnel.  It 
makes  no  difference  how  complete  or  how  thor- 
ough your  plans  are,  if  your  fellow  workers 
aren't  back  of  the  sale  heart  and  soul  you'll 
fail  to  get  the  returns  you  expected. 

A  few  things  have  already  been  suggested 
to  stir  up  excitement,  but  there  are  many 
more.  In  fact,  so  many  more  that  I  shall  at- 
tempt to  mention  only  the  ones  that  are  most 
"result  getting." 

First  of  all,  take  your  people  into  your  con- 
fidence. Tell  them  of  the  sale  and  what  you 
are  hoping  for.  Have  buyers  tell  their  help 
of  extraordinary  purchases,  even  showing 
some  of  the  best  items,  and,  above  all,  allow 
your  own  people  to  BUY  ALL  THEY  WANT. 
If  necessary,  get  extra  lots  for  the  help.  A 
sale  that  doesn't  find  ready  buyers  among  the 
store  help  is  NO  SALE  AT  ALL. 

Fix  Departmental  Quotas 

Now  work  out  quotas  for  each  department, 
using  last  year's  figures  and  the  present  per- 
centage of  increase  or  decrease  of  each  depart- 
ment. Offer  a  prize  for  the  department  that 
first  "GOES  OVER  THE  TOP,"  and  fix  up 
some  sort  of  chart  in  the  employees'  room  that 
all  can  see  how  the  sections  stand  from  day 
to  day. 

Then  divide  the  departments  of  the  store 
into  two  teams,  say  the  reds  and  blues,  making 
your  combinations  so  that  the  quotas  of  each 
are  equal.  Give  prizes  to  the  team  that  makes 
the  biggest  percentage  of  increase  over  the 
quota.  By  the  way,  make  ALL  and  EVERY 
quota  easily  attainable.  Nothing  so  kills  en- 
thusiasm as  impossible  figures.  The  team  idea 
will  make  for  suggestion  sales,  that  is,  de- 
partments on  the  same  team  will  send  custom- 
ers from  one  to  the  other. 

Put  Pep  in  Aisle  Men 

Give  all  aisle  men  a  special  training  for  the 
sale  as  to  the  items  that  are  to  go  on  sale. 

(Continued  on  page  20) 
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Sd\X  and  Pepper, 


Copyi'l^ht    1921    {>y  the    Textile     Publish  ing  C<; 

By  Professor  Dock 


The  sad  sea  waves  make  men  sadder  than 
ever  as  they  (men)  watch  the  wind  blowing 
the  foam  over  the  bar. 


Says  the  Dressen-Allen  Co.,  Sibley,  Iowa,  in 
its  customers'  paper:  "Take  a  look  through 
the  store.  Bring  an  egg  along  with  you  and 
the  first  fellow  you  find  without  a  smile,  soak 
him."  We've  been  in  some  stores  that  would 
raise  hob  with  our  egg  bills. 


"I  know  a  man  who  has  been  married 
30  years  and  he  spends  all  his  evenings  at 
home." 

"That's  what  I  call  love." 

"Oh,  no;  it's  paralysis." 


When  James  J.  Hill  was  at  the  Jieight  of 
his  power  in  the  railroad  world,  he  was  stopped 
on  the  street  one  day  by  a  man  from  the  little 
Canadian  town  where  he  was  born. 

They  had  been  boys  together,  and  the  great 
railroad  man  enjoyed  a  few  moments  of  chat- 
ting about  things  back  home.  The  conversation 
finished  up  about  like  this : 

"What  are  you  driving  at,  Jim?" 

"Railroad  business." 

"That's  a  great  business ;  what  do  you  do?" 

"Did  you  ever  see  a  train  pull  into  a  big 
station,  and  a  man  comes  around  with  a  long- 
handled  hammer  and  pounds  on  the  axles?" 

"Yes." 

"Well,"  said  Hill,  "I  help  him  listen." 


"Yes,"  said  the  cynical  old  sea  captain, 
"when  I  was  shipwrecked  in  South  America 
I  came  across  a  tribe  of  wild  women  who  have 
no  tongues." 

"Good  gracious!"  exclaimed  the  listener; 
"how  could  they  talk?" 

"They  couldn't,"  was  the  reply;  "that  was 
what  made  them  wild." — The  Clarion. 


Mr.  and  Mrs.  Chas.  H.  Fisher  of  the 
Bailey  Co.,  Cleveland,  Ohio,  have  gone  on  a 
belated  honeymoon.  Friends  predict  that  his 
aggressiveness  will  make  him  captain  of  the 
ship  before  he  returns.  However,  the  baby  is 
along.  Perhaps  it  will  use  some  of  Mr.  F's 
excess  energy. 


Mr.  Kinsey  of  Dives,  Pomeroy  &  Stewart, 
Reading,  Pa.,  has  written  and  staged  a  new 
play,  "Why,  Myrtle,"  for  and  by  the  store 
family.  It  brought  down  the  house  the  first 
night  and  a  shower  of  vegetables  the  second. 


So  many  men  waste  so  much  time  looking 
for  the  escalator  to  success  that  they  never 
find  the  stairs. 


It  is  intimated  that  many  women  are  now 
asking  for  a  sample  of  silk;  taking  it  home 
and  making  a  new  bathing  suit.  Watch  'em, 
men ! 

*  *  * 

Something  to  make  you  foi'get  your 
troubles.  Montgomery,  Ward  &  Co.  are  re- 
ported to  have  dropped  over  sixteen  million 
dollars  in  sales  the  first  four  months  of  this 
year. 

*  *  * 

Reformers  haven't  yet  started  to  blame 
crime  on  tea  and  coffee  or  buttermilk.  But 
they  will  sooner  or  later. 


Some  day  our  country  will  become  so  per- 
fect that  reformers  will  have  nothing  to 
change  but  the  color  of  the  postage  stamps. 


Floorwalker  to  little  girl  lost  in  the  store, 
"But  why  didn't  you  hold  on  to  your  mother's 
skirt?" 

Little  girl,  "Oh,  sir,  I  tried  to  but  I 
couldn't  reach  it." 

*    *  * 

Henry  Lansburgh,  illustrious  potentate  of 
Almas  Temple,  Washington,  D.  C,  had  the 
honor  of  introducing  President  Harding  dur- 
ing the  initiation  conducted  for  the  benefit  of 
visitors  to  the  annual  convention  of  the  Na- 
tional League  of  Masonic  Clubs. 

The  President  expressed  his  pleasure  at 
being  able  to  cast  aside  governmental  duties 
for  the  fun  of  the  evening.  Said  he  valued 
fraternalism  among  men  and  nations,  and  re- 
assured the  assembled  nobles  of  his  desire  to 
attend  fraternal  organizations. 


"Who's  the  stranger,  mother  dear? 
Look!    He  knows  us!    Ain't  he  queer?" 
"Hush,  my  own !    Don't  talk  so  wild, 
"That's  your  father,  dearest  child!" 
"He's  my  father?   No  such  thing! 
Father  died,  you  know,  last  spring!" 
"Father  didn't  die,  you  dub! 
Father  joined  a  golfing  club, 
But  they  closed  the  club,  so  he 
Had  no  place  to  go,  you  see ! 
No  place  left  for  him  to  roam. 
That's  why  he's  coming  home. 
Kiss  him — he  won't  bite  you,  child, 
All  these  golfing  guys  look  wild!" 

— Author  Unknown. 
*    *  * 

The  next  best  thing  to  having  a  worthy 
article  is  to  tell  the  public  you've  got  it. 


Trouble  with  many  of  us  is  that  we  have 
our  eyes  so  set  on  the  buying  of  our  merchan- 
dise we  forget  the  selling  end. 


Customer — "Can  you  tell  me  where  I  can 
get  something  to  put  a  chicken  in?" 

Floorwalker — "Camisole  or  casserole?" 


"It  was  the  night   before  payday   and  all 

through  my  jeans, 
I  hunted  in  vain  for  the  price  of  some  beans. 
Not  a  quarter  was  stirring,  not  even  a  jit; 
The  kale  was  off  duty,  milled  edges  had  quit. 
Forward,  turn  forward,  0  time  in  thy  flight. 
Make  it  to-morrow  just  for  to-night." 

— Hours  at  Powers. 


Dear  Prof.: 

While  cranking  my  Ford  it  accidentally 
slipped  out  of  my  hand  and  lodged  in  a  tree. 
What  shall  I  do  ?  A.  Mayer. 

Ans.:   Just  shake  the  tree  and  pray. 


Mr.  Gardner  of  Harris-Emery,  Des  Moines, 
Iowa,  claims  he  has  the  best  garden  of  any 
store  man  in  the  country.  Are  the  rest  of  you 
going  to  let  him  "get  away"  with  a  statement 
of  that  kind?    Let  me  hear  from  you. 


So  beautiful  she  seemed  to  me 
I  wished  that  we  might  wed. 

Her  neck — 'twas  just  like  ivory. 
But,  alas  I  so  was  her  head. 

*  *  * 

Many  men  have  arrived  at  the  time  when 
a  hair  on  the  head  is  worth  two  in  the  brush. 

*  *  * 

From  a  Locomotive  to  a  Little  Boy 

Boy,  whose  little,  confiding  hand 
Your  father  holds,  why  do  you  stand 
Staring  in  wonderment  at  me — 
Poor  thing  of  iron  that  I  be? 

Your  unsophisticated  eyes 
Are  full  of  beautiful  surprise; 
And,  oh,  how  wonderful  you  are. 
You  little,  golden  morning-star! 

Poor  thing  of  iron  that  I  be, 

A  mortal  man  imagined  me; 

But  you — your  drop  of  morning  dew — 

God  and  His  heaven  are  globed  in  you. 

— Benjamin  R.  C.  Low. 

*  *  * 

"Wheat  swells  and  drops,"  headlines  a 
paper  reporting  the  grain  market.  That's  the 
brief  history  of  many  a  man.  Swelling  of 
one's  head  is  all  right — if  one's  brain  expands 
at  the  same  time. 

*  *  45- 

Getting  back  to  pre-prewar  prices  in  Bos- 
ton— a  store  advertises  "Good,  dependable  all 
WOOL  coats  for  girls  and  juniors,  sizes  2  to  19 
years"  at  $2.89.  And  they  say  retailers  are 
holding  prices  up. 
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What  the  Store  Paper  Editors 
Are  Doing  to  Spread  the  Light 

Here  Is  a  List  of  Publications  You  Should  Have  Upon 
Your  Exchange  List — Many  Organs  Suffer  Through 
Lack  of  Originality — More  Items  of  Direct  Personal 
Interest  to  Employees  Should  Be  Printed 


A GOOD  many  letters  have  come  to  the 
Economist  asking  for  a  list  of  papers 
published  by  department  stores.  Many 
of  the  writers  want  to  exchange.  A  lot  can  be 
learned  from  the  other  fellow.  It  pays  to 
read  his  paper.  So  here  is  a  list  of  those  re- 
ceived at  the  Economist  office — with  an  excep- 
tion or  two : 

The  Ace,  The  Gilchrist  Co.,  Boston,  Mass. 
Ayrograms,  L.  S.  Ayres  &  Co.,  Indianapolis,  Ind. 
Bailey's  Service,  The  Bailey  Co.,  Cleveland,  Ohio. 
The  Beacon  Light,  Houghton  &  Button,  Boston, 
Mass. 

The  Beaver,  Hudson's  Bay  Co.,  Winnipeg,  Canada. 

Betiueen  Ourselves,  David  Jones  Co.,  Ltd.,  Syd- 
ney, Australia. 

The  Big  Idea,  Oppenheimer-Alsop  Store,  Oska-  ■ 
loosa,  Iowa. 

Blooming  dale's  Store  News,  Bloomingdale  Bros., 

New  York  City. 
Broadway   World,   Broadway  Dept.   Store,  Los 

Angeles,  Cal. 
Bryology,   Bry-Block   Mercantile   Co.,  Memphis, 

Tenn. 

Burnasco,  Burgess-Nash  Co.,  Omaha,  Neb. 
The  Buzzer,  The  Fair  Store,  Chicago,  111. 
The  Clarion,  Faris-Walker,  Los  Angeles,  Cal. 
Co-Operator,  H.  &  S.  Pogue  Co.,  Cincinnati,  Ohio. 
Co-Operator,  The  Edw.  Malley  Co.,  New  Haven, 
Conn. 

Counter  Currents,  L.  Bamberger  &  Co.,  Newark, 
N.  J. 

The-  Courtesy  Chain,  Roos  Bros.,  San  Francisco, 

Cal.  (five  stores). 
The  Co-Worker,  Young-Quinlan  Co.,  Minneapolis, 

Minn. 

The  Davidson  Neivs,  Davidson  Bros.  Co.,  Sioux 
City,  Iowa. 

Denecke   Owl,   C.   Denecke  &   Co.,  Inc.,  Cedar 

Rapids,  Iowa. 
Elkleinews,  L.  Klein  Store,  Chicago,  111. 
The  Ell-Bee,   Lansburgh  &   Bro.,  Washington, 

D.  C. 

The  Fellow  Worker,  Jordan,  Marsh  Co.,  Boston, 
Mass. 

Florida  Magazine,  Harrod's,  Ltd.,  Buenos  Aires, 
Argentina. 

Ha-D-Go  Co.  News,  L.  Hammel  Dry  Goods  Co., 
Mobile,  Ala. 

Harrodian  Gazette,  Harrod's,  Ltd.,  London,  Eng. 
Holmes  Store  News,  D.  H.  Holmes  Co.,  Ltd.,  New 
Orleans,  La. 

Honey  Comb  Briefs,  L.  S.  Plaut  &  Co.,  Newark, 
N.  J. 

Hours  at  Poivers,  Powers  Mercantile  Co.,  Minne- 
apolis, Minn. 

Hoveyscope,  The  C.  F.  Hovey  Co.,  Boston,  Mass. 

The  Hub,  The  Hub,  Baltimore,  Md. 

The  Hudsonian,  J.  L.  Hudson  Co.,  Detroit,  Mich. 

Ivey  Leaves,  J.  B.  Ivey  &  Co.,  Charlotte,  N.  C. 

The  Kan-Sun,  S.  Kann  Sons  Co.,  Washington, 
D.  C. 

Keeping  in  Touch,  Ed.  Schuster  &  Co.,  Milwau- 
kee, Wis. 

Key  of  the  House,  Selfridge  &  Co.,  Ltd.,  London, 
Eng. 

Killian  Fellowship,  The  Killian  Co.,  Cedar  Rapids, 
Iowa. 

Lightnin',  John  Schoomaker  &  Son,  Newburgh, 
N.  Y. 

Lo-Be-Te  News,  Loveman,  Berger  &  Teitlebaum, 
Nashville,  Tenn. 

Luckey's  Mile  Post,  The  Luckey-Platt  Co.,  Pough- 
keepsie,  N.  Y. 

The  McCreerian.  James  McCreery  &  Co.,  New 
York  City,  N.  Y. 

Mandel  Brothers'  Store  News,  Mandel  Bros.,  Chi- 
cago, 111. 

Martin's  Mirror,  T.  S.  Martin  Co.,  Sioux  City, 
Iowa. 

The  Messenger,  Lasalle  &  Koch  Co.,  Toledo,  Ohio. 
The  Mirror,  The  Jeleff  Shop,  Washington,  D.  C. 
Mirror,  Maas  Bros.,  Tampa,  Fla. 
Nammson  News,  A.  I.  Namm  &  Son,  Brooklyn, 
N.  Y. 

O.  C.  Topics.  Oppenheim,  Collin?  &  Co.,  New  York 
City,  N.  Y. 


The  Oriole,  Hochschild,  Kohn  &  Co.,  Baltimore, 
Md. 

Our  Mutual  Messenger,  Jones  Store  Co.,  Kansas 
City,  Mo. 

Progress,  H.  C.  Caswell  Co.,  Oakland,  Cal. 
P.-B.   Netvs,    Parker-Bridget    Co.,  Washington, 
D.  C. 

Rhodesa  Enterprise,  Rhodes  Bros.  Co.,  Tacoma, 
Wash. 

The  Shepard  News,  The  Shepard  Stores,  Boston, 
Mass. 

Spotlight,  Blauner's,  Philadelphia,  Pa. 

The  Storagram,  Kaufmann's  Dept.  Store,  Inc., 
Pittsburgh,  Pa. 

Store  Booster,  Dives,  Pomeroy  &  Stewart,  Read- 
ing, Pa. 

Store  Lore,  The  Bush  &  Bull  Co.,  Williamsport, 
Pa. 

Store  News,  The  Block  &  Kuhl  Co.,  Peoria,  111. 
Store  News,  The  Golden  Rule,  St.  Paul,  Minn. 
Store  News,  Shriver-Johnson  Co.,   Sioux  Falls, 
S.  D. 

The  Tattler,  Denholm  &  MicKay  Co.,  Worcester, 
Mass. 

Team  Spirit,  A.  A.  Brager,  Baltimore,  Md. 
Tips,  Harris,  Emery  D.  G.  Co.,  Des  Moines,  Iowa. 
Tips  and  Taps,  Hutzler  Bros.  Co.,  Baltimore,  Md. 
The  Tuning  .Fork,  Sisson  Brothers-Welden  Co., 

Binghamton,  N.  Y. 
Traxology,  Louis  Traxler  Co.,  Davton,  Ohio. 
The  Whitnews,  W.  M.  Whitney  &  Co.,  Albany, 

N.  Y. 

Y.  D.  Million,  Yowell-Drew  Co.,  Orlando,  Fla. 
The  Best  Way,  Best  &  Co.,  New  York. 

After  reading  fifty  or  more  store  papers 
one  is  struck  by  the  fact  that  while  a  lot  of 
them  print  a  great  many  items  from  and 
about  people  in  the  store,  others  fill  most  of 
their  space  with  reprinted  matter  or  compara- 
tively long  articles  on  uplift  themes  or  on 
salesmanship  and  the  like.  A  certain  amount 
of  this  sort  of  thing  is  good.  It  is  part  of 
a  paper's  function  to  print  it.  But  a  paper 
that  is  to  be  an  employees'  paper  ought  to 
give  more  space  to  the  things  its  readers  do, 
say  and  write.  John  Henry,  in  the  shoe  de- 
partment, likes  to  see  his  stuff  in  type — it's 
a  failing  a  lot  of  us  have — and  he  likes  also 
to  see  something  by  his  friend  Myra  Kelly, 
in  the  ribbon  section. 

The  sm.aller  papers,  which  by  their  size  are 
prevented  from  taking  the  "magazine"  slant, 
run  pretty  largely  to  the  strictly  personal  mat- 
ter. Some  of  the  larger  ones  print  an  ade- 
quate proportion  of  such  stuff,  too.  As  a  con- 
tributor to  Bailey's  Service  says,  what  a  fel- 
low employee  says  carries  more  weight  than 
the  words  of  an  outsider — and  generally  more 
interest,  too.  Many  papers  can  stand  improve- 
ment in  this  respect. 

There  are  seven  papers  this  time  that  never 
before  have  been  introduced  in  the  Economist. 
Tips  and  Taps,  from  the  Hutzler  Bros.  Co., 
Baltimore,  is  only  four  months  old.  It  is  well 
balanced,  comprehensive  and  most  of  the 
things  in  it  are  short,  adding  to  its  snap. 
Apparently  the  store  is  an  unofficial  matri- 
monial bureau,  for  nearly  a  page  is  taken  up 
with  announcements  of  new  brides. 

The  Messenger,  from  Lasalle  &  Koch,  To- 
ledo, Ohio,  is  printed  in  brown  ink  on  a  pale 
buff  paper.  An  interesting  contest  in  guess- 
ing silhouettes  is  being  run  every  month,  with 
five  one-dollar  prizes.  A  large  portion  of  its 
space  is  given  to  the  children's  style  show  held 
in  March  and  to  a  story  of  the  life  of  Joseph 
Koch,  one  of  the  founders  of  the  store.  There 


is  enough  short  and  medium  material  to  even 
up,  however. 

The  June  number  of  Our  Mutual  Messen- 
ger, from  the  Jones  Store  Co.,  Kansas  City, 
Mo.,  is  the  second  issue.  It  is  interesting  and 
amusing;  but  there  are  ads  on  nearly  every 
page.  Whether  or  not  they  are  paid  for  by 
the  firms  whose  goods  the  store  sells,  they 
look  very  much  out  of  place  in  an  employees' 
paper.  Other  stores  advertise  special  items  of 
timely  interest  to  their  readers,  but  only  in  a 
moderate  way.   It  can  be  overdone. 

The  Harrodian  Gazette,  from  Harrods, 
Ltd.,  London,  England,  is  of  the  magazine 
type.  In  a  store  with  as  many  employees  as 
Harrods  that  is  necessary.  And  it  is  a  good 
magazine,  covering  sports,  the  musical  drama, 
departmental  news  and  making  general  timely 
comment  in  an  interesting  manner.  A  notable 
feature  is  the  absence  of  both  "uplift"  matter 
and  advice  to  employees. 

The  Ell-Bee,  from  Lansburgh  &  Bro., 
Washington,  D.  C.,  is  well  illustrated,  has  well- 
selected  jokes  and  stories  and  many  short 
items.  But  there  is  a  little  too  much  business 
mixed  with  pleasure  in  it.  The  P-B  Neivs, 
from  the  Parker-Bridget  Co.,  of  the  same  city, 
shares  the  same  defect.  More  individual  in- 
terest would  make  it  more  entertaining  read- 
ing. There  are  very  few  personal  notes.  The 
Big  Idea,  from  the  Oppenheimer-Alsop  store, 
Oskaloosa,  Iowa,  goes  to  the  other  extreme. 
Of  four  large  pages,  three  are  filled  with  news 
notes  and  items,  well  mixed.  It's  the  better 
side  to  take;  but  one  article  an  issue  on  some 
phase  of  store  work,  a  trade  tendency,  etc., 
would  add  value  without  detracting  interest. 

Bailey's  Service,  from  the  Bailey  Co., 
Cleveland,  prints  the  first  of  a  series  of  ar- 
ticles on  silk,  written  by  a  well-known  manu- 
facturer, and  an  article  on  the  value  of  a  store 
paper  which  contains  this  paragraph :  "Many 
like  to  see  their  names  and  thoughts  in  cold 
type,  hence  it  creates  a  desire  to  write,  and 
to  write  makes  one  think,  and  thinking  culti- 
vates and  builds  up  the  reasoning  power,  the 
power  which  firms  spend  much  money  to  bring 
out  of  their  forces." 

The  Store  Booster,  from  Dives,  Pomeroy 
&  Stewart,  Reading,  Pa.,  is  especially  strong 
on  illustration  by  pen  and  camera.  Celebrat- 
ing Memorial  Day,  it  reproduces  pictures  of 
members  of  the  store  force  who  served  in  the 
recent  war  and  also  four  survivors  of  the  Civil 
War  who  still  are  with  the  firm.  Likewise  ap- 
pear eighty-three  members  of  the  force  who 
took  part  in  the  store's  latest  dramatic  success. 

Counter  Currents,  from  L.  Bamberger  & 
Co.,  Newark,  N.  J.,  had  a  good  stunt — in  a 
recent  issue.  It  reproduced  the  store  direc- 
tory in  a  size  small  enough  to  be  clipped  and 
pasted  in  a  salesbook,  furnishing  every  em- 
ployee with  a  handy  reference  from  which  to 
answer  inquiries. 

The  McCreerian,  from  James  McCreery 
&  Co.,  New  York,  will  cost  readers  5  cents  a 
copy  hereafter.  Its  forty  pages  are  worth 
it.  An  especially  interesting  feature  is  the  re- 
production of  graphic  charts  showing  sales, 
expenses,  adjustments,  transactions,  etc.,  com- 
pared with  the  five-year  average,  indicating 
most  clearly  just  what  employees  will  have  to 
do  to  earn  the  economy  bonus. 

The  Beaver,  from  the  Hudson's  Bay  Co., 
deals  with  Northern  tales  in  a  manner  to  make 
some  of  our  fiction  writers  envious,  and  they're 
all  true.  The  material  this  paper  has  to  work 
with  makes  it  easy  to  get  out.  The  editor  has 
a  cinch. 

The  Bullock  Way,  from  Bullock's,  Los  An- 
geles, is  one  of  the  best  departmentized  papers 
received  and  is  well  edited  all  through.  The 
May  issue  has  covers  in  blue  and  brown,  show- 
ing the  Civil  War  veteran  on  the  first  cover 
and  the  survivor  of  the  recent  mess  on  the 
last. 
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Store  Controllers 
Meet  in  Chicago 

Group  of  National  Retail  Dry  Goods 
Association  Hear  Addresses  by 
Notable  Speakers 

Chicago  Office  of  the  Dry  Goods  Economist, 
215  South  IVIarl<et  St. 

Controllers  of  retail  dry  goods  and  de- 
partment stores  in  centers  all  over  the 
country  gathered  at  the  Hotel  Sherman  Mon- 
day of  this  week,  to  the  number  of  more 
than  three  hundred,  to  attend  a  group  meet- 
ing under  the  auspices  of  the  National  Re- 
tail Dry  Goods  Association.  At  the  morning 
session  addresses  of  welcome  were  delivered 
by  D.  F.  Kelly,  manager  of  Mandel  Brothers, 
and  W.  H.  Mann,  manager  of  Marshall  Field 
&  Co.,  wholesale.  Speaking  in  behalf  of  the 
mayor  of  Chicago,  Mr.  Kelly  said  Mayor 
Thompson  was  constantly  working  for  the 
interests  of  the  city. 

He  referred  to  the  coming  pageant  of 
progress  which  is  to  be  held  on  the  Municipal 
Pier,  and  declared  that  three  and  one-half 
miles  of  exhibits  were  already  assured. 

More  than  15,500  square  feet  of  floor 
space  had  been  sold  for  exhibition  purposes 
by  the  business  men  of  Chicago,  and  the 
total  receipts,  inclusive  of  admission,  Kelly 
estimates  at  more  than  $1,000,000. 

Chicago  Trade  Grows 

The  business  of  the  Chicago  stores  had 
increased  over  last  year  in  dollars  and  cents 
as  a  result  of  keeping  everlastingly  at  it, 
Mr.  Kelly  said.  He  cautioned  the  controllers 
present  to  give  attention  to  essentials  of 
business  rather  than  to  frills.  In  introduc- 
ing Mr.  Mann,  Carlos  B.  Clark,  of  the  J.  L. 
Hudson  Co.,  who  presided,  said  business 
built  on  fair  dealing  was  a  watchword  of 
the  Field  organization.  The  success  of  the 
concern  and  its  continuous  growth  through 
so  many  years  showed  that  its  policies  and 
methods  must  be  absolutely  right,  he  added. 

In  the  course  of  his  address  Mr.  Mann 
spoke  of  the  stimulus  derived  by  merchants 
from  the  exchange  of  information.  He  ex- 
pressed regret  that  there  was  less  of  that 
sort  of  thing  among  small  merchants  than 
among  the  larger  ones.  He  referred  to  the 
mail-order  house  as  a  great  stimulus  to  the 
small  merchant,  adding  that  the  big  stores 
can  be  a  great  stimulus  also.  If  the  idea  of 
exchanging  information  can  be  gotten  over 
by  this  gathering  to  the  small  merchant,  he 
continued  it  will  be  a  boon.  He  pledged  the 
co-operation  of  Chicago  merchants  in  making 
the  visitors'  stay  a  pleasant  and  useful  one, 
and  expressed  regret  that  the  conventions  of 
the  national  association  are  not  held  in 
Chicago. 

Other  Speakers 

Other  speakers  on  the  program  were 
Harold  R.  Young,  Washington  representative 
of  the  National  Retail  Dry  Goods  Associa- 
tion, who  spoke  on  the  taxation  situation  at 
the  national  capital  at  the  present  moment, 
and  C.  E.  Applegate,  of  the  Lasalle  &  Koch 
Co.,  Toledo.  The  latter  outlined  the  recom- 
mendations of  the  Committee  on  Standardi- 
zation. The  simplification  of  financial  state- 
ments used  in  granting  credit  was  discussed 
by  T.  L.  Blanke,  of  the  Wurzburg  Dry  Goods 
Co.,  Grand  Rapids.  His  address  was  a  well- 
worked-out  analysis  of  assets  and  how  they 
should  be  reported.  C.  K.  Creighton,  of  E.  T. 
Slattery  Co.,  Boston,  had  for  his  subject  the 
operating  subject.  Each  of  the  addresses 
was  followed  by  a  discussion. 


At  opening  of  the  Tuesday  morning  ses- 
sion Chairman  Carlos  B.  Clark  called  to  the 
speakers'  platform  all  the  women  controllers 
present.  Eleven  occupied  places.  W.  J.  Hun- 
ter of  Mabley  &  Carew  Co.,  Cincinnati,  ad- 
dressed the  delegates  regarding  expense  clas- 
sification followed  by  discussions  on  this  sub- 
ject by  members  present.  During  the  after- 
noon A.  J.  Martell  of  Loveman,  Joseph  &  Loeb, 
Birmingham,  Ala.,  talked  to  the  members  re- 
garding the  classification  of  merchandise.  By 
this  subdivision  of  merchandise,  executives 
will  know  which  department  will  be  making 
certain  turnovers,  he  said. 

The  entire  day  was  devoted  to  a  continua- 
tion of  the  discussion  of  tentative  plans  for 
classification  of  merchandise  and  standardi- 
zation of  forms  for  operating,  trial  balance 
and  financial  statements  started  on  the  open- 
ing day.  During  the  evening  session,  E.  Katz 
of  R.  H.  Macy  &  Co.,  Inc.,  New  York,  told  of 
the  duties  and  functions  of  the  controller  in  a 
large  department  store. 


Launching  a  Sale 


(Continued  from  page  17) 

Get  them  so  full  of  ginger  that  they'll  forget 
their  corns  and  other  minor  troubles.  Get 
them  to  looking  and  acting  as  though  some- 
thing BIG  were  being  pulled  off. 

The  same  is  true  of  the  elevator  girls,  and 
in  addition  they  might  call  extra  big  bargains 
as  they  come  to  the  floors  instead  of  just  de- 
partments. 

If  you  can  induce  some  high  school  or  so- 
ciety or  special  class  of  girls  to  come  in 
and  help  out  during  the  sale  it  will  give  a 
great  deal  extra  advertising  at  little  expense 
even  though  they  may  not  be  .very  efficient 
salesfolks. 

A  few  general  salespeople  who  will  go  any 
place  in  the  store  with  customers  who  want 
to  make  a  lot  of  purchases  will  bring  many 
extra  dollars. 

A  Badge  for  Salespeople 

Try  to  get  all  the  help  to  wear  some  special 
ribbon  or  badge  during  the  sale.  Wear  one 
yourself  as  an  example.  It  still  further  adds 
to  the  spirit  of  something  VERY  unusual. 

Finally  hold  one  GREAT  big  get-together 
dinner  or  dance  or  something  just  before  the 
sale.  Have  everybody  out  and  plan  a  HOT 
time  in  the  old  store.  Don't  talk  about  the 
sale  but  let  it  be  understood  that  the  affair 
is  the  opening  gun  of  the  BIG  SALE.  Be  a 
regular  fellow  yourself  and  get  into  the  spirit 
of  the  evening.  Dance  with  the  cash  girls 
and  the  sales  girls  even  if  your  wife  is  "among 
those  present."  Lead  a  song  or  two.  Dance 
a  jig  if  you  can.  Anything  to  let  them  know 
you're  a  regular  guy  not  always  trying  to  find 
fault  with  them.  Send  'em  home  happy  and 
so  full  of  enthusiasm  for  you  and  your  store 
that  they'll  rob  the  baby's  bank  to  get  some 
extra  pennies  to  spend  during  the  GREATEST 
sale. 

That,  Mr.  Merchant,  is  a  plan  for  any  big 
store  sale  you  may  wish  to  "put  over,"  and 
there  isn't  a  community  in  the  United  States 
that  can  resist  such  an  appeal.  Even  cus- 
tomers long  since  dead  would  climb  out  of 
their  graves  to  buy  a  new  shroud  at  the  bar- 
gain square  during  such  a  sale  if  they  could 
be  reached  by  your  advertising. 

But,  since  it  would  be  too  big  a  job  to 
classify  the  mailing  list  according  to  asbestos 
or  gold  leaf  circulars,  you'll  have  to  be  con- 
tented with  the  live  ones. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  ECONOMIST. 


Middle  Aged  Men 
Do  Like  Suspenders 

Belts   Strike   the   Youthful  Fancy 
Mainly  Because  They  Are 
Ornamental 

EVERY  man  uses  some  device  to  keep  his 
pants  up.  Whether  he  does  it  with  belt 
or  with  suspenders  depends  on  his  age, 
taste  or  figure ;  but  he  wears  one  or  the  other. 
If  he  wears  cuffless  trousers  it's  a  safe  bet  he 
wears  suspenders.  If  he  is  middle-aged  and 
inclined  to  swell  around  the  midriff  it's  equally 
a  cinch.  And  if  he  is  one  of  the  unfortunate 
chaps  with  straight  side  lines,  his  lack  of  hips 
makes  suspenders  imperative. 

The  younger  chap,  on  the  other  hand,  who 
is  likely  to  engage  in  an  impromptu  game  of 
ball  or  some  other  activity  requiring  free  and 
strenuous  swinging  of  the  shoulders  is  more 
likely  to  favor  a  belt.  It  is  rather  embarrass- 
ing to  take  a  cut  at  the  ball  and  feel  that  the 
resulting  home  run  was  achieved  at  the  cost  of 
a  rear  suspender  button.  A  belt,  too,  gives  a 
feeling  of  trimness,  and,  more  important  still, 
it  allows  of  personal  adornment. 

Belts  Are  Ornamental 

This  last  feature  was  stressed  by  several 
buyers  in  New  York  department  stores  who 
were  interviewed  recently.  They  stated  that 
the  sale  of  belts  is  aided  and  abetted  to  a  con- 
siderable degree  by  the  fact  that  silver  buckles 
to  be  worn  with  them  appeal  not  only  to  men 
buyers  but  to  the  many  women  who  are  pur- 
chasers of  furnishings. 

Nevertheless,  this  survey,  which  included 
seven  department  stores  and  two  large  m^n's 
wear  organizations  operating  a  number  of 
stores  brought  out  the  fact  that  suspenders  are 
by  no  means  ready  to  be  discarded  and  rele- 
gated to  the  rag  bag.  One  of  the  men's  wear 
stores  and  one  department  store  reported  sell- 
ing as  many  suspenders  as  belts,  and  another 
department  store  actually  sells  more  of  sus- 
penders, except  in  the  hot  summer  months. 

The  last-mentioned  store  has  suspenders 
always  on  display,  though  they  are  never  ad- 
vertised. The  men's  store  also  has  a  perma- 
nent display,  and  so  has  the  other  department 
store.  Several  other  stores  give  suspenders 
good  display  and  one  other  advertises  them. 
Four  of  the  nine  stores  visited  were  indifferent 
as  to  suspenders,  carrying  them  in  stock  but 
making  no  effort  to  push  them.  Of  the  five 
others  all  give  adequate  display  and  two  adver- 
tise them  in  the  case  of  sales  and  around  the 
holiday  season,  as  put  up  in  attractive  boxes 
they  sell  readily  as  gifts.  These  stores  deal 
chiefly  with  a  medium  class  of  customers. 

How  Stores  Stand 

A  summary  of  the  nine  stores  would  be 
about  like  this :  Three  carry  suspenders,  but 
do  not  display  them;  one  uses  a  small  display 
in  a  case ;  two  have  rather  large  case  displays, 
and  three  find  that  counter  displays  are  very 
effective.  Only  two  stores  advertise  them,  and 
these  only  on  special  occasions.  These  stores 
push  suspenders  as  they  would  any  other  mer- 
chandise, looking  for  special  lots  to  advertise, 
and  they  do  a  good  business. 

None  of  these  stores  is  of  the  Fifth  Avenue 
type.  Those  which  come  nearest  to  it  have 
less  success  with  suspenders  than  those  deal- 
ing largely  with  a  medium-class  trade.  But 
that  the  latter  are  able  to  do  a  profitable  sus- 
pender business  with  comparatively  little  effort 
indicates  that  stores  of  a  similar  class  can 
afford  to  pay  more  attention  to  the  possibili- 
ties of  this  furnishing  article. 
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Cleveland  Garment  Men  Hold 
Semi-Annual  Business  Conference 

Visiting  Retailers  Shown  New  Fall  Lines— Development  of  Art  of 
Costuming  Depicted— Key  to  Prosperity  Is  Co-operation,  Fred  I. 
Cox  Tells  Manufacturers'  Association  —  "Truth  in  Fabrics"  Bill 

Flayed 

Cleveland  Office  of  the  Dry  Goods  Economist,  539  Guardian  Bldg. 


THE  fall  showing  by  the  Cleveland  Gar- 
ment Manufacturers'  Association  held 
June  6-9  with  the  third  semi-annual 
business  conference  at  the  Hotel  Cleveland 
gave  manufacturers  and  visiting  retailers  a 
clear  indication  of  what  the  retail  merchant 
and  consuming  public  can  expect  in  style, 
prices  and  business  activity  next  fall  and 
winter. 

The  program  of  the  first  dinner  meeting 
Monday,  June  6,  held  a  treat  for  everybody. 
The  development  of  costume  from  ancient  to 
modern  times  was  depicted  in  panels  which 
lined  the  walls  of  the  banquet  hall.  Living 
models  paraded  about  the  hall  in  true  cabaret 
style,  showing  first  reproductions  of  dresses 
of  long  ago,  followed  "by  representative  gar- 
ments from  Cleveland  makers  taken  from 
their  new  fall  lines. 

Walker  Is  Heard 

After  the  style  showing,  Morris  C.  A. 
Black,  of  the  Cleveland  Garment  Manufac- 
turers' Association  who  presided  at  the  con- 
ference, introduced  Allen  Walker,  manager  of 
the  Foreign  Trade  Bureau,  Guaranty  Trust 
Company,  New  York  City. 

He  said  in  part:  "The  up-to-date  mer- 
chants will  demand  not  only  less  government 
in  business  and  more  business  in  government, 
but  also  more  business  in  business.  The  man- 
ufacturer who  thinks  along  these  lines  will 
insist  upon  better  industrial  relations,  upon 
more  constructive  service  to  the  retailer  and 
maintenance  of  prices  which  mean  uninter- 
rupted turnover  rather  than  large  interrupted 
profits. 

Look  to  Customers'  Interests 

"He  will  be  as  much  opposed  to  unwise 
over-buying  on  the  part  of  his  customers  as 
he  is  to  the  wasting  of  his  own  credit  during 
periods  of  prosperity,  knowing  the  margin 
needed  for  rainy  days. 

"To-day's  manufacturer  will  insist  that 
•  his  representative  in  Congress  close  his  ears 
to  special  pleadings  of  groups  of  men  who  are 
blind  to  national  interest  in  their  demands  for 
privilege  legislation.  He  will  think  about  such 
broad  questions  as  tariff,  transportation  and 
foreign  trade  in  new  terms. 

"The  main  questions  which  confront  the 
business  man  to-day  are  the  solution  of  Euro- 
pean credit  and  reparation  problems,  the  na- 
tional transportation  problems,  the  suspension 
of  which  prevents  any  general  resumption  of 
railroad  buying,  and,  above  all,  the  big  task 
of  labor  readjustment  with  the  removal  from 
the  minds  of  organized  labor  everywhere  they 
are  the  only  people  in  the  world  exempt  from 
routine  processes  of  deflation  and  from  the 
necessity  of  working  harder.  Then  there  is 
the  whole  foreign  trade  problem  and  that 
means  whereby  we  are  to  develop  a  new  na- 
tional policy  to  meet  our  new  place  in  the 
world,  that  of  a  creditor  instead  of  a  debtor 
nation. 


"As  we  approach  settlement  of  these  pri- 
mary problems,  a  settlement  that  will  be  based 
upon  sound  economic  principles  and  not  upon 
quack  superficialities,  so  we  shall  approach 
that  stability  of  business  conditions  which  we 
can  set  down  as  the  foundation  of  renewed  and 
sustained  national  prosperity." 

In  his  address  on  "The  Outlook  in  the  Silk 
Industry,"  Fred  I.  Cox  of  Belding  Bros.  &  Co. 
said: 

"It  is  safe  to  assume  that  manufacturers 
in  the  silk  industry  have  never  experienced 
such  extreme  market  conditions  as  those 
through  which  they  have  just  passed,  and  we 
may  never  find  occasion  to  witness  a  repeti- 
tion of  such  wide  fluctuations  in  the  future. 
The  industry  has  gone  through  a  period  of 
rapid  advances  in  the  price  of  raw  material. 
This  naturally  affected  the  value  of  all  manu- 
factured products  and  it  led  to  wild  specula- 
tion among  a  great  many  operators  as  well 
as  attracting  vast  hordes  of  speculators  from 
other  pursuits  with  the  resulting  crash. 

Silk  Industry  Kept  Faith 

"There  came  the  sudden  drop  in  raw  silk. 
These  were  trying  times  for  all,  but  while 
industry  was  disheartened  it  was  never  dis- 
mayed, and  true  to  traditions  it  has  set  a 
noble  example  for  all  other  industries  to 
follow. 

"The  silk  makers  discounted  the  recon- 
struction period,  bravely  faced  facts,  put  all 
troubles  behind  and  turned  to  meet  the  pros- 
perity that  the  future  holds  for  all  industries 
in  this  country.  The  key  to  this  prosperity 
is  co-operation." 

Mr.  Cox  then  gave  an  interesting  and 
highly  instructive  lecture  on  the  manufac- 
ture of  silk  and  his  talk  was  accompanied  by 
moving  picture  illustrations. 

Henry  Turner  Baily,  Dean  of  the  Cleveland 
School  of  Art,  gave  the  concluding  address, 
which  was  a  brief  outline  of  what  the  Cleve- 
land garment  manufacturers  and  Art  School 
are  doing  in  their  co-operative  plan  school  for 
costume  designers  and  fashion  illustrators. 

New  Styles  Shown 

The  second  day  of  the  conference  was  given 
over  to  the  viewing  of  the  new  styles  at  the 
various  exhibit  rooms  of  the  factories.  Visit- 
ors from  every  part  of  the  country  were  given 
this  day  to  get  a  more  comprehensive  idea 
of  what  they  will  want  to  buy  for  their  fall 
stocks. 

Another  dinner  meeting  was  held  Wednes- 
day evening,  the  last  day  of  the  conference. 
Victor  Sincere  of  the  Bailey  Co.  was  the  chair- 
man of  the  evening.  The  speakers  were  Paul 
T.  C.  Herrington,  secretary  of  the  National 
Association  of  Woolen  Goods  Manufacturers, 
and  V.  C.  Thompson  of  the  V.  C.  Thompson 
Co.,  Warren,  Ohio. 

Mr.  Thompson  spoke  to  the  retailers  par- 
ticularly.  He  urged  that  merchants  and  news- 


papers do  their  duty  and  not  only  be  dis- 
tributors of  merchandise  and  news  but  edu- 
cators and  adjusters  as  well. 

Living  Expenses  Lower 

He  outlined  a  plan  used  by  his  store  to 
bring  before  the  people  the  fact  that  living 
expenses  are  much  lower  than  they  were,  and 
he  asked  that  all  merchants  try  similar  plans 
by  using  window  displays  and  comparative 
prices  and  other  such  media. 

Mr.  Herrington  brought  home  the  fact  that 
"prices  now  prevailing  are  so  low  that  they 
cannot  go  lower  and  remain  above  the  cost  of 
production."  He  added  that  the  other  ele- 
ments of  cost  are  on  such  a  basis  that  no  re- 
duction in  fabric  prices  can  be  looked  for  in 
the  near  future. 

"It  is  even  a  question  whether  the  narrow 
margins  of  the  past  season  can  be  safely  con- 
tinued. The  fabric  market  shows  evidences 
of  a  return  to  more  nearly  normal  conditions," 
he  said.  "The  light-weight  season  just  closed 
was  wildly  erratic,  with  scarcely  any  buying 
done  except  on  staples  for  months  after  lines 
were  open.  The  opening  of  heavy-weight 
goods  in  February  at  prices  which  showed 
clearly  the  determination  of  mills  to  get  to 
rock  bottom  showed  a  satisfactory  response, 
and  while  there  has  been  no  over-production, 
the  danger  of  a  serious  shortage  of  goods  is 
manifestly  averted." 

Fabric  Bill  Hard  Hit 

Much  of  Mr.  Herrington's  address  was  de- 
voted to  unfavorable  comment  on  the  French- 
Capper  bill  and  the  so-called  "Truth  in  Fab- 
rics" agitation,  which  would  make  it  obliga- 
tory to  brand  wool  fabrics  to  show  certain 
facts  about  their  fiber  content.  According  to 
the  secretary,  this  is  in  reality  an  attempt  to 
compel  the  branding  of  all  fabrics  containing 
wool  with  incomplete  and  misleading  partial 
truth  of  a  character  which  will  open  up  new 
opportunities  for  fraud  and  will  burden  fabric 
makers,  garment  makers  and  the  public  with 
unremunerative  costs. 

"If  any  fabric  manufacturer  wants  to 
forego  the  use  of  reworked  wool  that  is  his 
privilege.  But  when  he  undertakes  to  make 
the  whole  clothing  industry  and  trade  adopt 
compulsory  branding  to  conform  to  his  ideas 
he  is  working  an  injustice  to  the  clothing  busi- 
ness and  is  imposing  on  the  public,"  Mr. 
Herrington  said. 

In  speaking  for  the  National  Association  of 
Woolen  Goods  Manufacturers  he  espoused 
some  such  bill  as  the  British  merchandise 
marks  act  of  1887  which  has  effectively  checked 
unfair  trading  methods  in  the  corresponding 
British  and  Colonial  trades.  The  Lodge- 
Rogers  honest  merchandise  bill  would  do  the 
same  thing  for  this  country,  he  quoted  as  the 
opinion  of  the  association  and  asked  the  offi- 
cials at  the  conference  to  lend  it  their  sup- 
port. 
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The 


Tootal 

Broadhurst 
Lee 


Co. 


MANUFACTURERS 
OF 
FINE  ' 
COTTON  GOODS 


387  FOURTH  AVENUE  AT  27th  STREET 
NEW  YORK  CITY 


STOFFELt 


1 00 "  "XHADES  .^€^^/^- 
TRANSPARENT  SWISS 
WORLD  FAMOUS  .J^s^ 
FOR  BEAUTY  &  PERMANENCE 
or  FINISH  AND  COLOR. 

/olccJuents  hi  United  JtaL'j 
j:>r'/UffelU\id.Gall  ' 


BROADWAY  AT  24TH  STREET 

FOR  the  convenience  of  merchants 
in  the  Atlantic  Coast  States  and  in 
the  Canadian  territory  east  oi  Toronto, 
Marshall  Field  6^  Company  carry  in  their 
New  York  Salesrooms,  Broadway  at  24th 
St.,  many  complete  lines  of  the  merchan- 
dise which  they  manufacture  or  convert. 


Jllexandre  Kid  Qloves 
jJthena  Knit  Underwear 
Turlington  Newfashioned 

Hosiery 
Handkerchiefs  — Imported 
and  Domestic 

'Damask 
Canterbury  Decorative  Fabrics 
Colonial  Decorative  Fabrics 
Homecrest  Floor  Coverings 
Jvanhoe  Silk  Qloves 
Jvanhoe  Fabric  Qloves 
Imperial  Outings 

Women's  and  Children 


Linings 
Silks  fBeau  Ji(Conde 
Si  leaf  Apparel  Fabrics 

Trowels— Huck  and'Uurkish 
<LM^ount  "Demon  Curtain 

^M^aterials 
'Uiny  "Uot  Vests,  ^ands 
and  Wrappers 
Wearwell  Blankets 
Wearwell  Sheetings,  'tubings. 
Sheets  and  'Pillow-cases 

Wearwell  Bedspreads 
Zion  Laces  and  Curtains 
's  Fleeced  Underwear 


MARSHALL  FIELD  ^  COMPANY 

^iXanufaclurers  and  'Distributers  of  Standard  ^M^erchandise 
CHICAGO  .   NEW  YORK 


}J|iiiiiiiiiiiiiiniiiiiiuiiiii  1  11  Ill  I  iiiiiiiiiiiiiiiiiiiiiiiiiiii  II 


JAMES  ELLIOTT  &  CO,,  Imc. 

370  Broadway,  N.  Y. 

Manufacturers  and  Importers 

Table  Damasks,  Napkins,  Crashes, 

Staple  and  Fancy  White  Goods, 

Quilts,  Satin  and  Crochet 
Irish  Linens. 

GRANITE  LINEN  COMPANY 

Manufacturers 

Huck  Towels,  Name  Towels,  Towelings, 
Homespun  Damask,  Napkins,  Art  Crashes,  Etc. 

II  iiiiiiiiiiiiiii  iiiiiiiiiii  I  I  MiiiiiMhiiiiiiiiiiiiiiiniiiiiiiiMiiiihiiirTTnT 


That  is  what  you  will  find 
the  Buyers'  Merchandise 
Guide  is  as  you  check  over 
the  trade  marks  and  names. 
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Labor  Situation  Casts  No  Shadow 
Over  Outlook  in  Apparel  Field 

Manufacturers  and  Retailers  Voice  Opinions  on  Business  Prospects — 
Buy  Only  for  Immediate  Needs,  One  Factor  Advises — Garments 
Without  Fur  Trimmings  to  Be  Reduced  Considerably 


DESPITE  the  fact  that  retailers  and  man- 
ufacturers of  ready-to-wear  unfortu- 
nately seem  to  use  every  effort  to  work 
out  their  merchandising  problems  from  dia- 
metrically opposite  viewpoints,  the  opinions 
of  a  few  leading  factors  on  both  sides  of  the 
fence  seem  to  indicate  that  under  the  surface 
their  views  of  fall  conditions  and  requirements 
are  not  entirely  dissimilar. 

Both  manufacturers  and  retailers  who 
handle  high-class  merchandise  are  agreed  that 
it  is  necessary  for  the  retailer  to  purchase  at 
least  a  small  portion  of  his  fall  lines  early. 
Both  manufacturers  and  retailers  also  believe 
that  the  bread  and  butter  type  of  merchandise 
should  be  bought  as  requirements  may  war- 
rant. 

Buy  for  Needs  Only 

One  manufacturer  of  high-grade  coats  said 
that  no  matter  how  labor  conditions  improve, 
it  is  good  business  always  to  be  in  a  position 
to  buy.  A  prominent  maker  of  dresses  said 
he  thinks  conditions  for  fall  will  make  it  de- 
sirable for  retailers  to  buy  for  immediate 
needs  only,  and  frequently.  While  realizing 
such  merchandising  is  not  to  the  advantage 
of  the  manufacturer,  he  thinks  it  will  lead  to 
healthier  conditions.  Two  skirt  manufactur- 
ers recommended  early  buying.  One  advised 
that  conditions  would  improve  if  retailers  or- 
dered more  freely  for  the  reason  that  all  ele- 
ments which  have  tended  to  make  prices  un- 
stable are  gradually  bettering.  A  manufac- 
turer of  popular-priced  frocks  recommends 
selling  seasonable  merchandise  in  season.  Fall 
conditions  as  he  sees  them  make  it  advisable 
to  purchase  requirements  from  time  to  time 
to  meet  current  conditions. 

One  Retailer's  View 

A  large  retailer  said  his  plans  called  for 
reasonable  purchases  as  soon  as  new  lines  are 
ready.  "We  do  not  intend  to  speculate,"  he 
said,  "nor  are  we  inclined  to  starve  our  stocks. 
We  will  buy  moderately  until  the  public  de- 
mand states  itself;  then  we  will  do  our  bulk 
purchasing  along  the  lines  indicated  by  the 
consumer.  I  believe  that  the  situation  in  the 
garment  market  this  fall  will  be  very  much 
the  same,  as  it  has  been  for  some  time.  No 
large  quantities  or  quick  deliveries  on  very 
fine  goods,  but  reasonably  quick  delivery  on 
popular-priced  merchandise  is  to  be  expected. 

A  big  operator  on  high-grade  merchandise 
in  the  Southwest  said  he  would  buy  his  fall 
requirements  with  an  idea  of  having  at  the 
opening  of  the  season  a  complete  line  of  the 
best-grade  merchandise  available. 

Buying  Furs  for  Fall 

"Our  garment  buyers  are  buying  furs  and 
are  in  the  market  for  early  fall  lines,  which 
\fe  expect  to  run  as  strong  as  ever."  Another 
Middle  Western  retailer  who  does  a  large  busi- 
ness said  he  had  already  been  buying  heavily. 
On  the  other  hand,  some  leading  department 
stores  in  the  Middle  West  say  it  is  advisable 
now  more  than  ever  before  to  buy  from  hand 
to  mouth.  "The  little  there  is  to  be  bought 
should  be  bought  early  but  in  small  quanti- 
ties," it  was  said. 

An  executive  of  a  leading  store  in  upper 
New  York  State  said:  "It  is  not  our  inten- 
tion to  buy  any  substantial  amount  of  fall  mer- 


chandise before  September." 

Labor  conditions  in  the  garment  industry 
are  such  that  the  retailer  should  have  no  fear, 
for  his  orders  will  be  taken  care  of,  according 
to  manufacturers,  who  say  that  buyers  can  be 
reasonably  sure  of  prompt  delivery.  While 
conferences  are  being  held  between  manufac- 
turers and  the  union  it  is  expected  whatever 
differences  are  now  being  discussed  will  be 


Imported  sweater  of  black  wool  trimmed  with 
white  Angora.  The  contrast  of  the  fine  rib 
in  the  body  of  the  sweater  and  the  long  hair 
in  the  Angora  is  a  distinctive  feature.  From 
M.  L.  Hinzpetcr  Co.,  Importers. 

adjusted  satisfactorily  and  in  time  to  prevent 
any  disruption  in  production. 

Prices  to  Be  Lower 

It  is  conceded  by  manufacturers  generally 
that  prices  for  fall  will  be  lower  than  they 
were  last  fall.  On  high-grade  merchandise 
these  reductions  will  probably  not  exceed  10 
to  15  per  cent.  The  percentage  will  increase 
in  the  inverse  ratio  to  the  value  of  the  garment 
involved.  This  will  operate,  according  to  some 
manufacturers,  until  a  reduction  of  50  per 
cent  may  be  noted  in  some  of  the  lower-priced 
goods. 

Where  merchandise  is  not  fur  trimmed, 
or  where  its  fur  trimming  does  not  exceed  the 
cost  of  the  material,  a  reduction  of  33  1/3  per 


cent  may  be  effected,  according  to  one  factor, 
who  said,  however,  that  most  garments  that 
were  fur  trimmed  last  year  and  were  not  tax- 
able, will  carry  this  year  a  tax  almost  offset- 
ting the  reduction  in  price  made  possible  by 
the  reduced  cost  of  materials. 

Many  Fall  Lines  Open 

A  number  of  fall  lines  of  coats,  suits  and 
dresses  have  been  opened  and  others  will  be 
displayed  soon.  While  there  are  no  radical 
style  changes,  manufacturers  are  showing  at- 
tractive garments  in  varieties  to  meet  various 
tastes  and  requirements. 

Retailers  in  various  sections  of  the  coun- 
try declare  that  for  the  most  part  they  will 
follow  their  regular  policy  of  marking  up  mer- 
chandise, but  will  modify  prices  to  meet  ex- 
isting conditions.  In  other  words,  the  open- 
ing of  the  season  should  show  prices  marked 
up  consistently  from  the  wholesale  base.  This 
markup,  following  the  statement  of  manufac- 
turers that  prices  will  be  lower,  should  reveal 
a  lower  retail  price  level  than  existed  last  fall. 
Anniversary  sales  and  other  special  features 
will  be  occasions  for  radical  reductions. 

Propaganda  Is  Harmful 

Eetailers  generally  are  somewhat  discour- 
aged over  charges  so  freely  made  that  they 
have  refused  to  reduce  prices  in  the  same  pro- 
portion as  did  the  manufacturers.  One  con- 
servative merchandise  manager  expressed  the 
view  commonly  held  when  he  said:  "We  feel 
that  the  propaganda  charging  retailers  with 
maintaining  high  prices  has  done  us  no  good. 
It  is  extremely  difficult  to  trace  any  direct 
falling  off  of  business  to  this  source.  We  have 
made  absolutely  no  reference  to  this  propa- 
ganda in  any  of  our  advertising.  We  are  not 
comparing  prices  with  those  of  last  year,  or 
making  any  reference  to  the  fact  that  condi- 
tions are  greatly  changed. 

"We  are  trying  in  every  department  to  sell 
merchandise  on  as  low  a  markup  as  possible, 
and  believe  that  the  public  will,  in  the  long 
run,  have  much  more  confidence  in  our  store 
by  our  pursuing  this  policy." 

Store  Compares  Prices 

Another  class  of  retailers  is  represented 
by  one  who  states:  "We  have  in  an  indirect 
way  been  refuting  the  question  of  prices  by 
calling  attention  to  comparisons  of  present- 
day  prices  with  prices  early  in  the  season,  all 
early  merchandise  being  offered  to  the  public 
at  cost.  In  fact,  some  garments  are  being 
sold  at  a  loss.  Merchandise  has  not  been  as 
high  at  retail  as  wholesale  prices  would 
justify.  In  order  to  equalize  prices  with  de- 
mand we  have  frequently  marked  goods  below 
what  we  term  a  standard  markup." 

Manufacturers  are  looking  forward  to  a 
very  good  fall  season.  Retailers  are  somewhat 
more  conservative.  They  do  not  look  for  a 
large  demand  for  fall,  but  will  be  satisfied  to 
break  even  with  last  year.  They  feel  in  some 
instances  that  a  good  fall  business  will  de- 
pend on  further  deflation  of  garment  prices. 
The  higher  priced  lines  for  spring,  1921,  it  is 
said,  did  not  reflect  the  reductions  that  the 
public  had  been  offered  in  other  commodities, 
and  if  fall  lines  should  be  marked  at  a  rea- 
sonable price  an  improvement  is  looked  for. 

Another  retailer  held  that  the  fall  demand 
will  not  be  as  big  as  it  was  last  year,  but 
it  will  be  more  steady.  A  retailer  who  said 
that  fall  business  cannot  really  be  predicted 
now,  adds  that  general  labor  conditions,  crops, 
internal  conditions  and  foreign  affairs  will  all 
have  a  tendency  to  affect  trading  for  the  com- 
ing season. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  pur- 
poses articles  from  the  Economist. 
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Blouses  of  dis- 
tinctive style 
and  assured 
quality  are  pro- 
duced by  Cleve- 
land manufac- 
turers. 


Dependable  Values  In 
Smart  Blouses 


Blouses  created  by  Cleveland  manufac- 
turers possess  that  allurement  of  style, 
that  assurance  of  qualit)^,  which  cause 
women  to  seek  the  shops  where  these 
blouses  are  sold. 

Each  blouse  carries  with  it  the  assur- 
ance of  modish  design,  of  dependable 
fabric  and  of  exceptional  care  in  styling 
and  needle  work — yet  these  blouses 
cost  no  more  than  the  commonplace. 


A  reputation  for  quality  is  the  strongest 
factor  in  building  a  profitable,  growing 
ready-to-wear  department,  and  mer- 
chandise produced  by  Cleveland  man- 
ufacturers is  uniformly  dependable  as 
to  workmanship  and  quality. 

Appreciation  of  these  dependable  qual- 
ities is  shown  by  the  constantly  in- 
creasing number  of  merchants  who  are 
featuring  Cleveland-made  lines. 


^he  QUALITY  Market 


COATS -SUITS-DRESSES -WAISTS -SKIRTS -KNITTED  OUTER  GARMENTS 
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Knitted  Outerwear  Market  Offers 
Big  Selection  of  Attractive  Goods 

A  Buyer  Makes  a  Trip  Through  Field  and  Comes  Across  a  Varied 
Assortment  of  Apparel  for  the  Coming  Season — 
Tuxedos  Lead  Sweater  Styles 


HERE  is  the  experience  of  a  buyer  on  a 
trip  through  the  knitted  outerwear 
market.  He  picks  up  items  here  and 
there  that  seem  good,  either  because  of  their 
price,  the  style  element  or  some  other  fea- 
ture which  will  make  them  salable  garments 
in  any  progressive  store. 

Before  starting  something  might  be  said 
about  sweaters,  the  principal  item  of  outer- 
wear, in  order  to  give  a  general  idea  of  what 
is  considered  good  this  season.  Tuxedos 
continue  to  be  the  leading  style.  Many  other 
attractive  styles  are  being  used,  including 
the  new  buttonless  coat,  which  resembles 
the  tuxedo  but  does  not  have  a  revere.  The 
slipover  is  popular  in  all  styles — the  high 
neck  being  adapted  to 
the  use  of  a  Peter 
Pan  collar  ;  the  V 
neck,  the  round  neck 
and  the  campus  coat 
which  has  a  low  cut 
neck  to  the  waist  line, 
a  ff  0  r  d  s  opportunity  , 
for  the  display  of 
jabots,  etc. 

Blouses  of  tricol- 
ette,  mignonette  and 
similar  fabrics  are  in 
big  demand  in  the  re- 
t  a  i  1  stores,  particu- 
larly in  popular  priced 
lines.  Some  manufac- 
turers of  knitted 
capes  of  the  better 
grade  have  discon- 
tinued their  produc- 
t  i  0  n  because  of  the 
large  number  of  low- 
priced  imitations. 


fitted  in.  These  suits  are  being  featured  in 
some  of  the  leading  New  York  stores  as  a 
sport  garment,  especially  for  the  younger 
set.  A  number  of  attractive  knitted  dresses 
ranging  in  price  from  $20  to  $50  are  dis- 
played by,  a  maker  who  uses  only  imported 
yarns. 

A  novelty  in  a  hand  knitted  filet  cape, 
with  angora  collar  and  tuxedo  front,  sev- 
eral colors,  can  be  bought  for  $22.50,  lend- 
ing a  somewhat  different  effect  than  the 
regular  knitted  style  so  frequently  seen 
nowadays.  A  pure  silk  knitted  wrap,  close 
stitch,  trimmed  with  a  self-colored  mignon- 
ette shawl  collar,  is  offered  at  $25.  In  the 
line  of  scarfs  there  is  one  which  stands  out 


Knit  outerwear  holds 
Virtue"  is  dressed  in  kni 


Style  Is  Important 

Makers  of  high- 
grade   silk  sweaters 
are  devoting  their  at- 
tention to  novelties  and  feature  style  primar- 
ily.   Fall  sweaters  probably  will  not  be  more 
than  27  inches  long  in  coat  models  and  about 
23  inches  for  slip-ons. 

Jersey  suits,  which  had  such  a  good  run 
during  the  early  spring,  are  favored  by  man- 
ufacturers for  fall.  Knitted  hats  on  wire 
frames  are  being  shown.  They  are  worn 
with  a  scarf  to  match. 

Included  in  the  articles  seen  in  the  mar- 
ket were  some  excellent  imported  hand-made 
silk  sweaters,  for  sale  in  the  better  grade 
stores.  These  were  priced  from  about  $30 
to  $60,  and  were  made  in  a  number  of  stitches 
and  styles.  A  combination  sweater  and 
skirt,  imported  from  Switzerland,  was  marked 
$150.  A  good  line  of  sweaters,  machine  made 
in  this  country,  of  imported  yarns,  ranged 
from  $42  a  dozen  up.  A  particularly  neat 
knitted  suit  made  in  Europe  of  silk  yarn  was 
priced  at  $42.50.  The  suit  is  made  up  in 
various  two-tone  effects,  skirt  accordion 
pleated  and  fitted  with  an  elastic  waist  band 
to  fit  several  sizes. 

Jumper  Completes  Suit 

The  suit  was  completed  with  a  jumper, 
form  fitting  and  reaching  to  the  waist.  The 
sleeves  were  elbow  or  long,  as  desired,  and 


a  prominent  place  in  fashions  to-day.  The  octette  above  from  "Princess 
t  garments.    From  the  Franklin  Knitting  Mills. 


strikingly  as  a  novelty.  It  is  a  white  brushed 
knitted  mohair,  resembling  a  lynx.  It  is  18 
inches  wide  and  72  inches  long,  trimmed  with 
a  white  mohair  fringe  9  inches  long.  The 
price  is  $15.  For  a  store  catering  to  popular 
priced  trade  there  are  some  good  looking 
wool  tie  backs  at  $1.25  up,  and  tuxedo  models 
in  worsted  running  from  $2.50  up.  Fiber 
silks  are  shown  in  one  line  at  $7.50  and  $9. 
In  the  same  stock  are  hand-made  pure  silk 
sweaters  ranging  from  $14.25  to  $25. 

Attractive  Svi^eater  Line 

One  concern  is  featuring  a  knitted  cape 
at  $8.50,  with  others  up  to  $20.  It  is  also 
showing  a  line  of  sweaters  from  $27  a  dozen 
up.  While  the  price  is  a  trifle  more  than 
some  other  houses  are  asking,  the  difference 
is  put  in  the  tailoring  and  material  in  the 
garments  offered. 

Worsted  capes  are  available  now  at  $5  to 
$8.50.  A  good  novelty  for  summer  wear  is 
shovra  in  a  fiber  silk  cape,  with  knitted-in 
stripes,  at  $10  and  $12.50.  All  sorts  of 
scarfs  can  be  bought  to  suit  any  taste.  They 
are  made  in  plaids,  stripes,  fancy  stitches 
and  assorted  color  combinations.  They  run 
from  10  to  20  inches  wide  and  are  72  inches 
long.    The  price  varies  from  $24  to  $60  a 


dozen. 

Some  attractive  fiber  silk  sashes  in  Roman 
stripe  effects  are  $30  to  $36  a  dozen.  A 
scarf  novelty,  which,  while  it  is  not  new, 
is  still  popular,  is  the  wide  worsted  scarf 
with  a  form-fitting  belt  and  buckle,  fringed, 
and  fitted  with  patch  pockets.  It  is  made  up 
in  a  number  of  patterns,  particularly  plaids, 
'and  sells  in  various  grades  from  $36  to  $72 
a  dozen.  Another  scarf  feature  is  an  im- 
portation from  England,  made  of  blooded 
stock  worsted,  in  prices  ranging  from  $33  to 
$300  a  dozen. 

Silk  Tuxedo  Sweaters 

Another  line  includes  fiber  silk  tuxedo 
sweaters  at  $6.50  to  $10;  pure  silk  sweaters 
in  many  shades  and  stitches  at  $15  to  $23.50, 
and  mercerized  at  $4  and  $5.50.  An  attrac- 
tive novelty,  somewhat  extreme,  is  repre- 
sented by  a  fiber  silk  slip-on,  with  short 
sleeves,  fringed.  The  body  is  27  inches  long, 
is  form  fitting  and  has  a  fringe  15  inches  long. 
It  has  a  round  neck.  The  price  is  $10.  A 
long  fiber  silk  slip-on  with  short  fringed 
sleeves  has  a  hand-knotted  fringe  on  the 
sides  to  show  the  sports  skirt  under  it.  It 

has  a  braided  girdle 
and  sells  for  $12.50. 
A  practical  golf 
middy  is  shown  in 
Shetland  wool,  camel's 
hair  and  chiffon  al- 
paca. It  is  priced  at 
$30  to  $90  a  dozen. 

Knitted  coats  and 
capes  for  infants,  the 
smallest  possible  copy 
of  what  "Ma"  has, 
can  be  bought  for  $21 
to  $24  a  dozen.  There 
are  many  novelties 
for  kiddies  at  prices 
which  make  them 
easy  sellers. 

Bathing  suits  of 
cotton  range  from  $12 
to  $36  a  dozen; 
worsted  at  $36  to  $90 
a  dozen.  Some  very 
attractive  suits  are 
shown  in  models 
which  can  be  worn  in 
accordance  with  dif- 
ferent beach  regula- 
tions. 

The  Dry  Goods  Economist  can  be  of 
service  to  buyers  or  retailers.  I  will  be 
glad  to  answer  any  inquiry  buyers  or  retail- 
ers may  submit  relative  to  what  the  market 
offers  in  any  particular  line  of  knitted  outer- 
wear which  they  may  desire.  Just  specify 
the  style,  particular  stitch  or  trimming,  and 
the  price. 


Birthday  Sale  Marks 
Store  Anniversary 

The  Wm.  Gushard  Dry  Goods  Co.,  Decatur, 
111.,  not  long  ago  celebrated  its  twenty-fifth 
anniversary.  It  was  the  first  time  this  firm 
has  held  a  birthday  event.  The  celebration 
started  with  a  banquet  to  the  store's  employees 
and  a  month  of  special  merchandising  events 
followed.  Among  the  many  features  were 
demonstrations  in  a  number  of  departments, 
parties  for  children  in  conjunction  with  the 
store  play  room,  style  shows  for  both  women 
and  children,  an  oil  painting  exhibit  and  a 
"Thank  You"  week.  Attractive  souvenir  book- 
lets in  color  were  distributed.  Decorations 
throughout  were  in  silver,  mulberry  and  blue. 

The  store  was  founded  by  William  Gush- 
ard in  1896. 
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©  Simon  Ascher  &  Co.,  1919 


Strengthening  National  Acceptance 
of  Ascher' s  Knit  Goods 


The  satisfaction-giving  qualities  that  for 
nearly  half  a  century  have  established 
Ascher's  Infants'  and  Children's  Knit 
Goods  with  mothers,  find  a  strong  ally 
in  twelve-month  national  advertising 
dwelling  on  the  health-protection,  util- 
ity and  economy  of  100%  Pure  Wool. 


Rco.  u.$.PAT.  ore 


Profiting  by  this  strengthened  appeal, 
aggressive  merchants  are  concentrating 
throughout  the  year,  in  newspaper  ad- 
vertisements and  store  displays,  on  knit 
goods  bearing  the  "100%  Pure  Wool" 
assurance  of  the  "Label  of  the  Lamb." 


Established  1879 


SIMON  ASCHER  &  CO.,  Inc. 
362  Fifth  Ave.,  at  34th  St.,  New  York 


Mill-— 134th  Street  and  Third  Avenue 
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Fashion  Fails  to  Hold  Spotlight 

as  Racing  Starts  at  Belmont  Park 

Millinery  Worn  at  Opening  of  Meet  Distinguished  by  Its 
Sameness  with  Felt  Models  Predominating — Black  Leads 
Field  —  Harem  Nose  Veils  of  Chantilly  Lace  Prove 

Popular 


CROWDS  and  enthusiasm  were  not  lack- 
ing, the  sporting  spirit  was  there,  but 
Dame  Fashion  was  conspicuous  by  her 
absence  from  the  opening  of  the  racing  season 
at  Belmont  Park,  L.  I. 

Differing  from  the  customs  of  France, 
where  fashions  play  a  leading  part  at  the 
races,  American  women  enter  more  into  the 
spirit  of  the  event,  and  dress  accordingly. 
Consequently  the  majority  of  clothes  worn  at 
the  races  here  were  of  the  sports  variety. 

Longchamps  and  Auteuil  races  are  consid- 
ered show  places,  and  manikins  from  the  lead- 
ing couturiers  display  new  creations  and  in- 
troduce ideas  in  fashions  for  the  sole  purpose 
of  launching  them  for  the  coming  season. 
Here  only  those  interested  in  the  races  them- 
selves attend  the  events.  The  clothes  are  prac- 
tical rather  than  showy. 

Felt  Rules  Supreme 

Among   the   thousands    of   women  who 
strolled  in  and  about  the  lawns  and  grand- 
stands of  the  famous  park  there  were  some 
who  stood  prominently  from  a  fashion  stand- 
point, but  viewing  them  as  a  whole,  the  most 
striking  feature  noted  was  the  sameness  of 
the  hats.    Felt  seemed  to  rule  supreme.  Not 
the  large  black  felt  so  well 
liked  in  Paris,  but  small  crush 
styles  with  innumerable  trim- 
mings  of  brilliant  yarns  or 
leather  flowers  or  long  pheas- 
ant feathers,  shooting  off  on 
one  side  of  the  brim. 

Felts  in  lavender,  henna, 
tans,  grays  and  white  predomi- 
nated. Gray  and  white  with 
black  as  a  striking  contrast  in 


the  trimming  was  a  popular  combination. 
Not  only  in  the  hats  did  black  and  white  hold 
the  center  of  the  field.  This  combination  pre- 
vailed in  wraps  and  dresses.  In  fact,  it  was 
so  much  in  evidence  that  an  occasional  cos- 
tume of  linen  in  yellow  or  the  fashionable  to- 
mato shade  caused  considerable  comment. 

Variety  was  afforded  in  ways  and  means 
of  trimming.    This  note 
was    expressed    in  ap- 
pliques of  white  kid  flow- 
ers,   in   black   cloth  or 
crepe    backgrounds,  in 
variety    of    braiding  in 
self-tone  or  metal  braids 
and  in  the  unique  use  of 
embroidery,  which  by  the 
way    is    decidedly  more 
subdued  than  last 
season.  All-over 
embroidery  is  fav- 
ored but  only  in 


Gloria  Swanson,  motion  picture  star,  was 
seen  at  the  races  in  a  dress  of  black  kitten's 
ear  satin  and  white  pipings  of  chiffon  and 
square  cut  sleeves  also  of  white  chiffon.  This 
type  of  sleeve  is  extremely  new  and  will  be 
seen  in  the  fall  models. 


Sketched  by  an  Economist  artist 

Among  the  most  striking  costumes  noted  at  the  Behnont 
Races  was  a  wrap  of  heavy  wool  in  a  salmon  shade,  striped 
in  yellow  and  trimmed  with  imitation  sheep  skin  made  of 
cuf  yarn.  Felt  hats  were  the  most  prominent  and  small  mod- 
els in  plain  colors  predominated.  Sleeves  of  unusual  cuts 
such  as  shown  in  the  sketch  above  were  features  of  the  silk- 
dresses  seen. 

a  single  contrasting  color  to  the  fabric  of  the 
costume. 

This  is  a  development  from  the  two  fabric 
combination  of  materials  so  well  liked  last 
season,  and  has  been  so  cleverly  executed  that 
from  a  distance  the  embroidery  has  the  ap- 
pearance of  a  brocade  in  two  tones. 

Monkey  fur  and  silk  fringe,  both  hang- 
overs from  a  year  ago,  continue  to  add  that 
subtle  fascination  of  grace  and  motion  so 
sought  after  by  the  creators  of  fashions. 

Black  Leads  Field 
There  were  capes  of  Canton  crepe  and 
satin  with  deep  collars  of  monkey  fur  or  many 
tiers  of  fringe.  With  these  were  worn  black 
satin  hats  or  smart  broad-brimmed  straws  also 
of  black  with  little  trimming.  In  fact,  black 
dominated  the  field  in  hats,  wraps  and  dresses. 

Harem  nose  veils  of  Chantilly  lace  were 
worn  on  the  small  satin  hats,  while  large 


One  of  the  smartest  veils  seen  at  the  races 
was  a  combination  of  chiffon  and  silk  mesh 
zvorn  entirely  over  a  toque  zvith  the  chiffon 
hanging  to  the  waistline  in  the  back.  The 
picture  above  was  posed  by  Gloria  Swanson, 
film  star. 

chiffon  veils  in  brilliant  colors  completely  cov- 
ered the  more  tailored  turban. 

Unusual  in  cut  and  decidedly  different  was 
a  sports  cape  of  heavy  salmon  pink 
plaided  wool,  trimmed  with  clipped 
yarn,  giving  the  effect  of  real  sheep 
wool.  (A  sketch  of  the  wrap  is 
shown  on  this  page.)  With  it  was 
worn  a  small  turban  of  felt  in  tan. 
Heavy  ribbed  sports  stockings  and 
tan  buckskin  shoes  completed  the 
outfit. 

Sleeves  Are  Interesting 

Sleeves  held  second  place  to  no 
other  part  of  costumes  worn  with- 
out wraps.  They  were  fantastic 
in  cut  and  striking  in  originality. 
In  fact,  sleeves  and  collars  are  the 
distinguishing  features  of  the 
newest  dresses. 

One  Canton  crepe  dress  seen  at 
the  races  carried  a  flowing  sleeve 
of  white  which  hung  from  a  close- 
ly fitted  black  cape,  the  entire 
length  of  the  arm.  Another  showed 
an  interesting  treatment  in  stripes 
of  silk  crepe  of  which  the  dress 
was  made  caught  at  wrist  in  a 
closely  fitting  band.  Other  sleeves 
flared  from  the  shoulder  into  a  bell 
shape  with  the  lower  part  heavily 
braided. 

The  majority  of  dress  skirts 
worn  were  from  8  to  10  inches 
from  the  floor  with  loose  panels  hanging  at 
irregular  lengths.  Collars,  as  a  rule,  were 
low,  but  an  occasional  cloth  dress  carried  a 
collar  buttoned  to  the  throat.  These  models 
were  the  smartest  seen. 


Apparel  Outlook 

Statenients  of  manufacturers  and  retailers 
as  to  business  in  women's  and  misses'  apparel 
don't  gibe.  Almost  invariably  the  latter  re- 
port good  business  in  these  lines.  Neverthe- 
less, the  former  complain  that  collections  from 
their  retail  customers  are  unusually  slow. 
Manufacturers  claim  they  are  meeting  retail- 
ers' demand  for  lower  prices  to  such  an  extent 
that  their  proflts  have  been  cut  materially,  and 
they  feel  they  should  receive  at  least  sufficient 
co-operation  from  customers  to  enable  them 
to  finance  production  adequately. 
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REAL  LEADERS  IN 

SPORTSWEAR 


ATTRACTIVE 
PRICES! 

SAME  DAY 
DELIVERY! 

DON'T 
WAIT! 

FILL  IN  NOW! 


Bathing  Suits  for  Jui'eniles,  Misses,  Ladies,  Boys 
and  Men.  Prices — Juveniles,  all  colors  $8.00  per 
doz.  and  up.  Boys,  all  colors  $12.00  per  doz. 
and  up.  Misses,  all  colors,  $16.50  per  doz,  and 
up.  Ladies,  all  colors,  $18.00  per  doz.  and  up. 
Men's,  all  colors,  $9.00  per  doz.  and  up. 


The  Sportswear  season  is  in  full 
swing.  Beaches  swarming  with 
bathers.  Woods  and  fields  filled 
with  merrymakers.  Mountains 
and  rivers  echoing  with  the  laugh- 
ter of  campers  and  boating  parties. 

Sportswear  is  in  evidence  every- 
where. 

The  merchant  with  the  full  stocks 
— the  varied  selection  of  Roseknit 
Garments — "Made  to  Wear  and 
Fit,"  is  going  to  cash  in  on  this  sea- 
sonable merchandise. 

The  demand  will  grow  as  the  month 
advances — don't  let  this  rare  op- 
portunity pass  to  a  wiser  dealer; 
take  full  advantage  today — look 
over  your  stock;  scan  the  list  here- 
with; let  your  store  be  the  leading 
Sportswear  shop  in  your  town — 
ORDER! 


Capes.  Large  assortment  for  Juveniles,  Misses 
and  Ladies  in  color  themes  that  appeal  to  your 
customer.  As  Beautifiil  as  artists  can  blend. 
Juveniles,  $2.75  each  and  up;  Misses'  $5.00  each 
and  up;  Ladies',  $6.25  each  and  up. 


Write  —  Wire  or  *  Phone 
Your  Orders 


special  All  Worsted  Jersey  Knni.k-About  Sport 
Jackets.  Illustration  No.  1828,  is  one  of  our 
many  fulled  Jersey  Tuxedo  Jackets.  Made  of  the 
finest  virgin  wool  worsted  fabric  corded  front  and 
hack  panels,  also  corded  trimmed  pockets.  All 
colors.  I'rirr,  $7.00  each.  Other  Jrrwy  Tuxedo 
larhrf.,   $1  00   rarh    and  uf' 


THE  ROSE  KNIT  GOODS  CO. 

Creators  of  Knitted  Novelties 

Cleveland,  Ohio 

New  York 
409  Wilson  Building,  1270  Broadway 


Silk  Sweater  Coats.  Daring  Startling  Lines. 
Country  Wide  flcmand.  Heavy  Pure  Fibre 
Tricolette.  We  have  the  most  complete  popular 
priced  silk  coats  being  shown  by  ANY  knit  goods 
house.  Prices,  $60.00  per  doz.  and  up. 
Here  you  have  a  big  stock  of  silk  sweaters,  Capes 
and  Bathing  Suits  to  draw  from.  Merchandise  that 
will  sell  NOW. 
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Carry  Stoutwear 
In  Regular  Section 

Oversize  Women  Are  Sensitive  and 
Do  Not  Care  to  Patronize 
Distinct  Department 

Is  stout  wear  sold  more  successfully  in  a 
department  by  itself  than  in  the  regular  gar- 
ment department  ?  The  question  has  been  dis- 
cussed by  leading  merchants  all  over  the  coun- 
try and  it  is  generally  thought  that  the  gar- 
ment department  is  more  advantageous  than 
a  separate  shop.  The  strongest  argument  for 
this  idea  is  based  upon  the  peculiar  sensitive- 
ness of  the  woman  of  unusual  size.  As  a  rule 
large  women  are  very  conscious  of  their 
looks  and  are  often  hurt  when  reminded  of 
their  extra  poundage. 

They  will  walk  into  a  regular  garment  de- 
partment and  ask  to  be  fitted  with  a  suit. 
Imagine  their  annoyance  when  the  salesgirl 
informs  them  that  they  must  take  the  elevator 
to  the  next  floor  where  only  stout  wear  is 
sold. 

Even  if  a  stout  wear  department  is  well 
advertised  and  specially  featured,  it  will  not 
draw  well.  Stouts  hate  to  seem  different  and 
rather  than  be  seen  in  a  stout  wear  shop  they 
will  seek  a  store  that  can  fit  them  in  the  regu- 
lar women's  sections.  This,  of  course,  is  poor 
business  on  the  part  of  the  customer;  she  has 
allowed  her  pride  to  cause  her  considerable 
trouble  in  getting  what  she  wants. 

Because  of  this  peculiar  attitude,  stores 
handling  separate  stout  wear  departments 
have  been  forced  to  carry  extra  sized  gar- 
ments in  their  regular  departments  in  order 
that  they  may  serve  the  customers  who  do  not 
or  will  not  recognize  the  fact  that  they  are 
extra  size. 

The  fundamental  principles  of  selling  are 
easily  applied  in  the  case  of  these  supersen- 
sitive customers.  A  keen  salesgirl  can  dis- 
cern quickly  the  weakness  of  her  customer 
which,  after  all,  is  the  first  step  in  making  a 
sale.  The  customer  should  be  treated  as  an 
ordinary  human  being  and  made  feel  perfectly 
at  home.  She  must  not  be  made  conscious  of 
her  size.  Extra  sized  garments  carried  along 
with  regular  stock  so  that  any  salesgirl  can 
meet  and  take  care  of  the  wants  of  the  extra 
sized  customer  will  meet  many  a  difiicult 
situation.  On  the  whole  the  regular  garment 
department  is  the  best  and  most  logical  place 
to  carry  stout  wear. 

Oversize  Figures 
Difficult  to  Fit 

Buyers  Find  Difficulty  in  Selecting 
Garments  for  Stouts — Special 
Chart  Helps 

With  40  per  cent  of  American  women  to- 
day classified  as  "stouts,"  it  behooves  the  gar- 
ment buyer  to  acquaint  herself  with  the  best 
means  of  catering  to  this  type  of  customer. 

It  is  not  an  easy  matter  to  buy  garments 
for  figures  that  are  oversized  and  out  of  pro- 
portion, and  it  has  been  only  within  the  last 
ten  years  that  manufacturers  have  realized 
the  difficulties  of  buyers  in  this  field  and 
specialized  in  making  clothes  according  to  ac- 
tual measurements. 

In  a  recent  conversation  with  M.  R.  Da 
Costa,  a  member  of  the  firm  of  Bernstein, 
Baum,  Da  Costa  Co.,  and  an  authority  on 
stout  wear  for  women,  it  was  brought  out 


that  even  in  this  day  and  age  of  specialization 
few  buyers  know  how  to  select  garments  for 
their  oversized  customers. 

Mr.  Da  Costa  has  anticipated  the  diffiicul- 
ties  of  inexperienced  salespeople  in  handling 
these  garments  and  has  worked  out  a  chart 
of  sizes  proportioned  to  the  three  general 
styles  of  stout  figures. 

Chart  Outlines  Types 

A  copy  of  this  chart  was  published  in 
the  May  7  issue  of  the  Economist,  and  by 
studying  it  a  salesperson  or  buyer  may  ac- 
quire a  comprehensive  grasp  of  the  types  of 
women  she  must  cater  to. 

Charts  of  this  kind  which  carry  the  actual 
measurements  of  odd-sized  figures,  in  addi- 
tion to  aiding  salespeople,  are  also  a  great 
help  to  buyers  in  determining  the  type  of 
figures  they  have  the  most  call  for. 

If  such  charts  were  hung  in  the  stockrooms 
of  garment  departments  and  suitable  entries 


Embroidery  and  braiding  are  features  of 
the  fall  suit  coats  now  seen  in  the  manufac- 
turer's showrooms.  The  model  above  is  ex- 
tremely good  for  a  stout  figure  as  the  inserts 
of  braid  have  a  tendency  toward  lengthening 
the  lines  of  the  coat. 

Full  length  wraps  with  flaring  sleeves  and 
deep  collar  effects  trimmed  in  self  tone  em- 
broidery are  among  the  newest  in  the  stout 
wear  lines.  A  collar  of  kolinsky  adds  rich- 
ness to  the  model  above.  Both  from  Bern- 
stein, Baum;  Da  Costa  Co. 

made,  each  time  a  stout  garment  was  sold  or 
asked  for  a  buyer  soon  could  determine  the 
styles  and  sizes  she  should  keep  in  stock. 

Easy  for  Buyer 

A  buyer  can  keep  in  closer  touch  with  the 
style  of  stout  wear  called  for  than  regular- 
sized  garments,  because  a  stout  customer  once 


pleased  will  come  back  to  the  same  store  and 
the  same  size  will  be  called  for  again,  a  second 
time.  There  is  not  the  danger  of  losing  such 
a  customer  once  she  has  been  pleased,  for  the 
difficulty  of  getting  a  proper  fit  is  a  hard  one 
for  the  oversized  woman.  For  this  reason,  if 
the  client  can  find  what  she  wants  she  will 
remain  a  loyal  customer. 

The  stout  woman  is  worth  catering  to.  She 
pays  well,  does  not  shop  around  for  cheaper 
goods  and  is  not  always  looking  for  new  styles. 
She  thinks  rather  of  the  quality  and  fit  of  the 
clothes  she  buys. 


Students'  Design 
Work  Exhibited 

Costumes  Created  by  Cooper  Union 
Class  Get  Public  Showing 

The  62nd  Annual  Exposition  of  Cooper 
Union  was  opened  to  the  public  on  Wednes- 
day evening,  June  1,  2,  3  and  4.  Among  the 
exhibits  shown  in  the  Costume  Design 
and  Illustration  Class  conducted  by  Ethel 
Traphagen  was  a  large  collection  of  photo- 
graphs of  period  costumes  and  designs  made 
for  Alexander  Leftwich  and  Miss  Beckwith  of 
the. Lyceum  Theater  for  the  International  Silk 
Exposition,  held  at  the  Grand  Central  Palace, 
Feb.  7  to  12  of  this  year.  Other  interesting 
features  were  costumes  made  for  "The  Beg- 
gar's Ball,"  sponsored  by  Mrs.  Montgomery 
Hare  and  Mrs.  Edith  P.  Morgan.  The  cos- 
tumes were  carried  out  as  cheaply  as  possi- 
ble and  a  unique  collection  of  original  designs 
were  the  result.  The  Beaux  Arts  Ball  afforded 
another  theme  in  which  the  students'  under- 
standing of  how  to  use  New  York  Museums 
and  Libraries  for  inspiration  was  demon- 
strated. The  judges  were  Miss  Helen  Koues 
of  Good  Housekeeping  Magazine,  Miss  May 
Hallet,  the  Dry  Goods  Economist;  Miss  Mar- 
jory Wells,  New  York  Times,  and  R.  S.  Ament, 
Sunday  World. 

The  first  prize,  first  year,  was  given  to 
Miss  Campbell  Ross,  second  prize.  Miss  Marie 
Antonia  Moran.  First  prize,  second  year, 
was  awarded  to  Marie  E.  Schroeder,  and  sec- 
ond prize  to  Bertha  Berres.  First  prize,  third 
year,  Helen  Rawlins.  Evelyn  N.  Tate,  Elsa 
Grasme,  Eleanor  Schumacker,  Frances  Mac- 
kenzie, Helen  Trenholm,  Constance  Boulard, 
Jennie  LoMonte  all  received  honorable  men- 
tions. 

Many  of  the  students  have  been  placed 
direct  from  the  class  in  the  advertising  de- 
partments of  well-known  stores.  And  many 
New  York  dressmaking  establishments  are 
employing  artists  and  designers  from  the 
Cooper  Union  Costume  Class. 


Bits  of  News 


The  Imperial  Cloak  &  Suit  Co.  and  I.  L. 
Meyer,  formerly  Sheer  &  Meyer,  are  asso- 
ciated under  the  name  Silberman  &  Meyer, 
105  Madison  Avenue.  They  manufacture 
coats  and  suits. 

Murray  Lewis,  Middle  West  representative 
of  Phil  Katz  &  Co.,  now  is  a  member  of  the 
coat  and  suit  firm  of  Siegel  Bros.,  11  East 
Thirty-second  Street. 

Frank  W.  Coombs  now  is  a  vice-president 
of  the  Jordan  Marsh  Co.,  Boston,  sharing  this 
honor  and  responsibility  with  W.  F.  Watters. 
Mr.  Coombs  is  a  member  of  the  firm's  Quarter 
Century  Club. 
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S'pecial  Darings 
'tlo  (garment  buyers 


COATS,  SU  ITS,  WRAPS 

ANEW  YORK  REPRESENTATIVE  for 
your  ready-to-wear  department  will 
keep  you  well  posted.  Will  purchase 
all  merchandise  without  any  charge. 
Trial  order  will  convince  you.  Wire  or 
write  your  wants  today.  H.  HARRIS, 
1270  Broadway,  N.  Y. 


DRESSES 

«pOSEBUD  FOR  COTTONS"  —  Lin- 
ri  enes,  printed  voiles,  ginghams. 
$2.7o-$7.50;  linens,  organdies,  dotted 
voiles.  $4.5n-$12.75:  wash  skirts,  $1.25- 
$5.00.  ROSEBUD  MFG.  CO.,  37  W.  26th 
St.,  N.  Y.    Chicago,  914  Medlnah  Bldg. 


DRESSES — In  organdies,  voiles,  dotted 
Swiss;  also  other  fine  summer 
materials,  profusion  of  styles.  Several 
thousands  on  the  racl<^s  for  immediate 
delivery.  GOLDBLATT  &  SCHAEF- 
FLER,  130  W.  25th  St.,  N.  Y. 


r\RESSES — 15.000  stout  cotton  voiles, 
^  exceptional  values  ?3.75-$7.75;  must 
be  closed  out  before  removal  into 
larger  quarters.  Advise  quick  action. 
ESSENAR  DRESS  CO.,  106  W.  32nd 
St.,  N.  Y. 


FEATURING  summer  frocks,  imported 
organdies,  dotted  Swiss  and  ging- 
hams. Wire  or  write  for  assortment  of 
six  dresses.  $.3.75  to  $17.50.  DAVID 
SCHWARTZ,  135-141  W.  29th  St..  N.  Y. 


rjRESSES — Tricolette  sport  dresses, 
many  styles,  $7.50-$13.75;  also 
snappy  ginghams,  voiles,  organdies,  dot- 
ted Swiss,  $3.50-$14.50.  Immediate  de- 
livery. Send  for  sample  assortment. 
ROLNICK  BROS.,  370  Seventh  Ave., 
N.  Y, 


WINNERS  —  Quick  sellers.  Newest 
dotted  voiles,  organdies,  $4.62%. 
STOUTS,  linene,  voile,  satin,  crepe  de 
Chine,  $4.62V2-$12.75.  Send  for  our 
prize  sample  assortment.  RAINBOW 
DRESS  CO.,  147  W.  26th  St.,  N.  Y. 


I  A.  HARTSTEIN  &  CO..  5  W.  31st  St., 
'•  N.  Y. — Latest  beautiful  creations  of 
Stoffel's  Swiss  organdies  and  dotted 
Swisses,  newest  shades,  $8.75-$16.75. 
Samples  on  request.  All  dresses  have 
Stoffel  labels. 


EDEUTSCH,  maker  of  Primo  Dresses, 
•  23  West  32nd  St.  Exceptional  values 
in  Summer  Models,  Organdies,  Voiles, 
Georgettes,  Taffetas.  Graduation  dresses 
also  "stouts  that  fit,"  $2.25-$18.75.  For 
special  sales  consult  us.  We  employ 
no  salesmen. 


GREAT  REDUCTIONS  in  summer 
dresses.  Variety  styles;  voiles,  $3.75- 
$5.00;  organdies,  $3.75-$10.00;  ginghams, 
$3.75-$7.50.  Immediate  delivery.  Wire  or 
write  wants.  WEINGARTEN  BROS., 
145  W.  30th  St.,  N.  Y. 


PETTICOATS 

I  IMMEDIATE  DELIVERY— 100  doz.  im- 
'  ported  satinettes,  white  and  flesh, 
made  with  3  in.  hem,  double  panels,  $18 
doz.;  tub  silks,  $2.12%;  wash  satins.  $3. 
Open  orders  sent  on  approval.  BOSTON 
SUPERIOR  PETTICOAT  CO.,  225  Fifth 
Ave.,  N.  Y. 


SKIRTS 


SENSATIONAL  SKIRT  VALUES— All 
wool  worsted  plaids,  plain,  pleated 
models,  $4.75;  prunella  plaids,  stripes, 
$6.75-$8.75;  baronette  satins,  $6.25;  other 
silks,  $6.25-$13.75.  Samples  on  request. 
YELLIN  BROS.,  7  W.  18th  St.,  N.  Y. 


Cr\r)  SKIRTS,  high  class  novelty  silks, 
white  and  blazer  stripe  flannels 
on  the  RACKS  for  instant  delivery. 
G.  N.  C.  SKIRT  CO.,  258  Fifth  Ave., 
N.  Y.,  Dept.  E. 


UNDERWEAR 


OILK  UNDERGARMENTS,  crepe  de 
Chine  radiums,  washable  satins, 
georgettes,  etc.  Camisoles  $18-$36  doz., 
envelopes  $27-$96  doz.,  bloomers  $33-$72 
doz..  gowns  $54-$120  doz.  Excellent 
quality,  styles  and  workmanship.  W. 
BARRY  DEUTSCH,  6-8  E.  30th  St., 
N.  Y. 


WAISTS 


"^VERY     WAIST  A 


PICTURE" — 

Smart,  attractive  Porto  Rican 
hand-made  blouses;  also  imported 
French  voile,  georgette,  crepe  de  Chine, 
pussy  willow;  also  styles  stouts.  Will 
ship  on  approval  in  latest  shades;  $3.75- 
$6.75.  PICTORIAL  WAIST  CO.,  366 
Fifth  Ave.,  N.  Y. 


WAISTS — Variety  silk  fabrics,  regu- 
lars and  stylish  stouts.  Leading^ 
shades  and  black.  Stock  on  hand.  Im- 
mediate shipment.  Wire,  phone,  write 
for  sample  assortment,  or  for  repre- 
sentative. ORIGINAL  SUPREME 
WAIST  CO.,  115  W.  30th  St.,  N.  Y. 


MIDDIES,  REGULATION  DRESSES, 
Smorks  and  Camp  Clothes.  E.  L. 
B.  MANUFACTURING  CO..  Cam- 
bridge (38),  Mass. 


BATHING  APPAREL 

"MILBURY  ATLANTIC" 

A  Line  of  Distinction 

When  you  stock  Milbury  Atlantic  Bathing  Goods 

you  have 

The  Best 
Merchan- 
dise  that  gives 
you  satisfied 
customers. 
Goods  well 
made,  good  ma- 
terial, full  sizes. 

Exceptional 
Values 

Send  for  net  price 
lists. 

Shall  be  pleased 
to  submit  samples 
to  reputable  deal- 
ers. 

Also  tremendous 
assortment 
SHAWLS  and 
SWEATERS. 

The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  New  York 

MILLS— Rahway,  N.  J. 


First  Mortgage  8%  Bonds 

Secured  by  direct  first  mortgage  on  the 
land,  buildings,  fixed  machinery  and 
equipment  of  a  large  company,  which  is 
a  leader  in  its  field.  The  advantageous 
location  of  the  plant  assures  an  increase 
in  the  safety  of  the  bonds. 

Large  earnings  are  expected  to  increase 
by  20%  in  the  near  future. 

Strong  sinking  fund  provisions. 

Pi'ice  99  V2  and  interest 

Write  for  Circular  XO-30 

A.  B.  Leach  &  Co.,  Inc. 

Investment  Securities 

62  Cedar  Street,  New  York 
105  S.  La  Salle  St.,  Chicago 


Philadelphia 
Scranton 


Boston 
Hartford 


Cleveland 
Pittsburf^h 


Minneapolis 
Detroit 
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Question  of  Glove  Lengths  Furnishes 
Puzzle  for  Department  Heads 

Fashion  Situation  with  Regard  to  Sleeves  Does  Not  Help 
Factors  in  Trade  in  Making  Up  Their  Minds — Mousque- 

taires  to  Run  Strong 


QUIBBLING  over  the  length  question  is 
one  of  the  current  business  sports  in 
the  glove  field.  With  a  nation-w^ide  de- 
votion to  short  sleeves  and  new  fashions  for 
long  sleeves  creeping  into  vogue,  the  average 
glove  department  manager  is  exceedingly  per- 
plexed. 

Leather  glove  stocks  on  hand  are  composed 
chiefly  of  wrist-length  styles  and  ill-assorted, 
mongrel  qualities  of  mousquetaires  and 
strapped  wrists  resulting  from  a  too  ardent 
chase  after  "gloves  at  a  price."  Recent  ex- 
periences prove  the  wisdom  of  diluting  the 
price  mixture  with  a  substantial  tincture  of 
quality  and  style,  and  as  a  consequence  embel- 
lishment, grade  and  length  are  considered  in 
the  selection  of  glove  stocks  for  fall. 

Growing  Confidence  in  Future 

In  making  preparations  for  the  fall  season, 
neither  the  wholesaler  nor  the  retailer  has 
shown  much  courage.  Both  are  tempted  by 
the  alluring  profit  opportunities  involved  in 
selling  mousquetaires,  but  neither  is  willing  to 
abandon  a  platform  of  extreme  conservatism 
in  order  to  obtain  the  much-desired  goal. 
Just  how  they  will  enter  the  promised  land  of 
rich  profits  without  making  a  greater  effort 
and  incurring  a  moderate  amount  of  risk  the 
Economist  is  at  a  loss  to  know. 

Evidence  of  greater  faith  in  leather  mous- 
quetaire  for  fall  selling  is  growing  more  ap- 
parent, but  it  is  too  late  for  this  change  of 
heart  to  bring  much  other  than  rejoicing. 

Extraordinary  New  Sleeves 

The  fashion  situation  goes  the  merchan- 
dise situation  one  better  in  being  chaotic. 
Sleeves  of  almost  every  length  and  variety  are 
represented  not  only  in  the  late  summer  but 
in  the  early  fall  outer  apparel. 

The  newest  trend  is  toward  extreme  width 
at  the  bottom.  According  to  reports  one  of 
the  foremost  Paris  dressmakers  is  showing  a 
filmy  full-length  sleeve  that  measures  a  yard 
and  a  half  around  the  bottom.  Between  this 
extraordinary  type  of  sleeve  and  the  long,  tight 
sleeve  of  the  strict  tailormade  there  is  a  far 
cry  and  a  great  opportunity  for  the  wearing 
of  gloves  of  many  lengths. 

A  Sensible  Compromise 

As  is  usual,  when  extremes  are  present  a 
course  of  compromise  is  not  only  the  most 
likely  but  the  safest.  Undoubtedly  a  vast 
array  of  styles  will  be  represented,  but  the  long 
sleeve  which  slopes  to  a  moderate  flare  will 
be  one  of  the  most  favored  "happy  mediums." 

Some  of  the  more  conservative  wholesalers 
and  retailers  believe'  that  these  new  wide 
sleeves  are  too  unsuited  to  fall  and  winter 
weather  to  have  widespread  adoption.  The 
Economist,  likewise,  is  convinced  that  their 
use  in  the  fall  will  be  restricted,  but  for  an 
entirely  different  reason,  because  the  success 
of  a  fashion  is  rarely  determined  by  its  prac- 
tical qualities,  although  its  progress  may  be 
somewhat  impeded  by  them.  The  long,  flared 
sleeve  will  not  immediately  become  a  general 
favorite  because  the  average  woman  relin- 
quishes a  well-liked  style  reluctantly.  This 
new,  flaring  sleeve,  however,  will  be  a  factor 
to  be  considered  in  dressy  suits,  in  coats  and 
wraps,  and  in  frocks  for  general  wear,  par- 


ticularly in  the  larger  centers.  The  short 
sleeve  will  continue  to  be  used  in  the  more 
elaborate  and  formal  types  of  dresses,  and  it 
will  certainly  predominate  in  the  left-overs 
from  last  season's  wardrobe. 

Gloves  in  Intermediate  Lengths 

Interpreted  from  a  glove  standpoint,  both 
the  accepted  style  and  the  newer  fashions 
in  sleeves  indicate  a  dominant  position  for 
gloves  in  intermediate  lengths.  Six  and  eight- 
button  gloves  which  can  be  worn  over  the  con- 
ventional long,  tight  sleeve  of  the  tailormade 
or  else  with  the  flowing  sleeve  of  the  frock  or 
the  coat,  represent  the  safest  investment  be- 
cause of  their  wide  adaptability. 

The  position  of  the  shorter  mousquetaires 
will  be  strengthened  because  there  will  be  a 
certain  number  of  women  who  will  prefer  the 
glove  without  the  tab  or  the  strap  for  wear 
with  the  wide  sleeve. 

Mousquetaires  for  September 

Twelve  and  sixteen-button  mousquetaires 
will  open  the  season  with  flying  colors  if  for 
no  other  reason  than  that  they  will  finish  the 
summer  season  in  first  place.  During  Septem- 
ber and  the  first  part  of  October,  while  the 
longer-sleeve  fashions  are  beginning  to  perme- 
ate the  country,  these  longer  mousquetaires 
will  reach  their  zenith  and  gradually  decline 
in  favor  as  the  Christmas  holiday  selling  sea- 
son approaches. 

For  these  early  fall  days  mousquetaires  in 


AT  the  annual  meeting  of  the  Connecticut 
Merchants'  Association,  held  at  Hart- 
ford last  week  Isidore  Wise,  president 
of  Wise,  Smith  &  Co.,  Hartford,  was  elected 
president  of  the  association.  Charles  Walker 
of  the  Charles  Monson  Co.,  New  Haven,  was 
elected  vice-president;  C.  A.  Cook  of  Ansonia, 
treasurer,  and  Edward  N.  Allen  of  Sage,  Allen 
&  Co.,  Hartford,  secretary. 

The  executive  committee  consists  of  George 
A.  Gay  of  Brown,  Thomson  &  Co.,  Hartford; 
W.  E.  Malley  of  the  Edward  Malley  Co.,  New 
Haven ;  Colonel  Charles  L.  Upham  of  the  Ives, 
Upham  &  Rand  Co.,  Meriden;  J.  P.  Hughes  of 
the  Reid  &  Hughes  Dry  Goods  Co.,  Water- 
bury;  Henry  M.  Shartenberg  of  Shartenberg 
&  Robinson,  New  Haven;  D.  M.  Jones  of  the 
D.  M.  Read  Co.,  Bridgeport;  F.  P.  Shaffer  of 
the  James  H.  Bunce  Co.,  Middletown,  and  John 
Porteous  of  the  Porteous  &  Mitchell  Co.,  Nor- 
wich. 

At  the  meeting,  which  was  called  to  order 
by  C.  N.  Parker  of  the  Rowland  Dry  Goods 
Co.,  Bridgeport,  the  retiring  president,  lead- 
ing merchants  from  every  city  in  the  State 
were  present.  Aside  from  election  of  new  offi- 
cers and  the  presentation  of  reports  of  the 
past  year's  work  the  principal  features  of  the 
gathering  were  addresses  by  Jesse  Isidore 
Straus,  head  of  R.  H.  Macy  &  Co.,  Inc.,  New 
York,  and  Ernest  C.  Hastings,  managing  ed- 
itor of  the  Dry  Goods  Economist. 

Mr.  Straus  spoke  briefly  on  the  wider 
phases  of  the  present  business  situation  and 
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sixteen-button  length  are  the  safer  investment, 
not  only  because  the  average  sleeve  worn  at 
that  time  will  be  elbow  length,  but  also  be- 
cause, if  desired,  the  sixteen-button  can  be 
easily  transformed  into  a  twelve  or  even  an 
eight-button  length. 

Local  prosperity  or  adversity  will  influ- 
ence the  selling  of  mousquetaires  to  a  cer- 
tain extent  even  during  these  early  days  when 
the  fashion  position  of  the  long  glove  will  be 
so  strong. 

Wrist  Lengths  for  Holiday  Selling 

Even  the  wrist-length  glove  will  have  new 
opportunities  to  show  selling  strength.  Some 
of  the  very  long,  flaring  sleeves  will  be  caught 
into  a  tight,  narrow  cuff,  and  with  such  models 
the  wrist-length  style  will  be  the  logical  ac- 
cessory. Certainly,  there  need  be  no  anxiety 
about  the  investments  in  short  gloves  for  early 
fall  delivery  because  any  surplus  can  be  dis- 
posed of  profitably  during  the  holiday  selling 
period. 

Rich  Rewards  Ahead 
To  summarize:  Glove  department  mana- 
gers have  a  real  cause  for  cheerfulness.  In 
a  season  in  which  radically  new  fashion  ideas 
are  to  be  at  a  premium,  the  sleeve  is  the  chosen 
citadel  for  style  innovations.  With  the  spot 
light  of  fashion  on  this  part  of  the  garment, 
the  glove  accessory  should  have  a  varied  fall 
career  with  the  chances  of  a  greater  victory 
than  for  many  seasons  past. 

For  the  "Doubting  Thomas"  in  the  whole- 
sale or  in  the  retail  field  of  glove  selling  the 
hosiery  situation  has  a  good  lesson.  When 
the  average  line  of  merchandise  has  lagged 
this  season  hosiery  departments  have  been  in 
clover,  simply  because  hosiery  happens  to  be 
the  connecting  link  between  short  skirts  and 
low  shoes. 

From  all  present  indications,  the  sleeve 
will  have  the  important  function  of  lifting  the 
average  fall  garment  out  of  the  common- 
place, and,  however  unusual  the  sleeve,  the 
glove  is  destined  to  be  a  vital  colleague. 


their  effect  on  the  retailer.  He  stressed  par- 
ticularly the  importance  of  getting  the  matter 
of  tariff  adjustment  settled  quickly,  with  fair- 
ness to  all  interests.  Touching  on  matters  of 
more  intimate  interest  to  retailers,  Mr.  Straus 
took  up  the  question  of  reducing  operating 
costs.  He  asserted  that  nothing  is  to  be  gained 
by  reducing  salaries.  The  thing  to  do,  he  said, 
is  to  give  employees  such  training  as  will  make 
them  worth  their  present  remuneration. 

Service  for  Wages 

As  long  as  the  relationship  between  service 
rendered  and  wages  paid  is  constant,  it  makes 
little  difference  in  costs,  declared  Mr.  Straus, 
whether  an  employee  gets  a  high  or  a  low 
wage.  And  the  more  highly  paid  an  employee 
is  the  better  he  is  satisfied  and  the  more  likely 
to  do  his  utmost  for  the  advancement  of  the 
firm  he  works  for.  Mr.  Straus  has  taken  this 
stand  with  regard  to  the  employees  of  his  own 
firm. 

Increasing  sales  per  square  foot  of  total 
floor  space  was  one  of  the  main  points  of  Mr. 
Hasting's  talk,  in  which  he  described  methods 
adopted  by  different  stores  to  turn  to  profita- 
ble use  odd  corners  and  space  devoted  to  non- 
productive features — where  this  space  was 
excessive. 

Mr.  Hastings  warned  his  hearers  that  we 
are  entering  a  most  critical  period  in  mer- 
chandising, since  there  is  to  be  faced  the  pros- 
pect of  a  declining  market  for  some  years. 


Wise  Heads  Connecticut  Merchants 
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Mousquetaire 

SILK  GLOVES  & 
CHAMOISUEDES 

Powerful  Helps  to  a 
Successful  Summer 
Glove  Business — At  Your 
Service — Ready  for 

INSTANT 
SHIPMENT 

Upon  receipt 
of  your  order 

TELEPHONE 
WRITE 
WIRE 


Salesmen 
en  route — 
Don't  jail 
to  see 

Fall  novelties 


Women's  16  button  Mousquetaire  Tricot  double 
tip  silk  gloves.  Paris  Point.  Colors:  White, 
Mode,  Pongee.  $15.00  per  doz. 
Women's  1 6  button  Mousquetaire  heavy  Milan- 
ese silk  glove  made  with  5  row  embroidery.  Has 
the  double  tip  feature.  Colors:  White,  Pongee, 
Mode,  Beaver,  Platinum  Gray.  $19.50  per  doz. 
Misses'  12  button  Mousquetaire  double  tip  silk 
gloves.  White  only.  $12.50  per  doz. 
Women's  1 6  button  Mousquetaire  heavy  Milan- 
ese silk  glove  made  with  Paris  Point.  Has  the 
double  tip  feature.  Colors:  White,  Pongee, 
Mode,  Beaver  and  Platinum  Gray.  $18.00  per 
doz. 

Women's  16  button  Mousquetaire  superior  qual- 
ity chamoisuede  glove  made  with  self  em- 
broidery. Colors:  Mode,  Pongee,  Brown,  Mastic, 
White  and  Platinum  Gray.  $13.50  per  doz. 
Women's  novelty  chamoisuede  gloves  made  with 
5  row,  emb.  self  and  contrasting  gore,  generous 
flare  cuff,  with  strap  feature.  Colors:  Mode, 
Pongee,  Sand,  Brown  and  White.  $11.50  per 
doz. 

Strap  wrist  chamoisuede  glove  made  with  two 
tone  embroidery  and  self  gore.  Colors:  White, 
Mode,  Brown,  Pongee,  Black  and  Platinum  Gray. 

WIMELBACHER  &  RICE 

America' s  Largest  Stock  Glove  House" 
39  Union  Square  New  York  City 


iHf  "The  House 
that  Carries 
Your  Stock" 
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Gorham's  are  showing  quite  an  effective 
window  display  of  ladies  handbags.  The  bags 
are  black  with  gold  and  silver  mountings  or 
unmounted.  Each  one  is  displayed  on  a  ped- 
estal draped  with  white  satin.  The  bag  is  on 
top  of  the  pedestal,  leaning  against  a  white 
brocaded  easel  back  card.  The  pedestals  are 
of  various  heights.  The  white  satin  draping 
makes  the  floor  covering. 


John  Gregory's  "Frog  Girl"  has  been  re- 
produced in  a  moderate  priced  metal  that  has 
all  the  charm  and  permanency  of  bronze.  It 
is  lovely  for  book  racks  or  as  an  ornament. 


New  umbrellas  and  sun  shades  are  in 
great  variety.  One  is  of  accordion  pleated 
white  taffeta,  with  a  narrow  white  and  black 
strip  edge.  Another  is  of  rose  pink  silk  with 
the  embroidered  design  in  crystal  beads.  Still 
another,  is  made  of  narrow  ruffles  and  accor- 
dion pleated  white  taffeta.  Each  ruffle  is 
edged  with  black  satin  ribbon. 


An  interesting  line  of  dolls  has  heads  made 
of  half  cocoaymt  hulls.  The  eye  of  the  cocoa- 
nut,  painted  bright  red,  forms  the  mouth  and 
round  black  shoe  buttons  are  used  for  the 
eyes.  The  dolls  come  with  and  without  wigs 
and  with  and  without  caps.  All  are  dressed  in 
bright,  distinctive  colors. 


Three-piece  dresses  with  detachable  capes 
in  knitted  fabrics  bound  with  hercules  braids 
in  contrasting  colors,  are  shown  by  Franklin 
Simon  &  Co. 


A  new  "Lemonade"  set  consists  of  six 
crystal  tumblers  with  stirrers  of  blue  and 
crystal  glass.  There  are  two  decanters.  A 
crowing  cock  stands  suggestively  on  the  silver 
stopper  of  one  of  the  decanters,  while  a  fierce 
bull  dog  graces  the  other.  The  set  comes 
packed  in  a  basket  of  blue  enameled  straw 
with  tiny  clusters  of  bright  red  strawberries 
on  the  handle.  In  the  center  of  the  basket  a 
plate  rack  holds  a  half  dozen  blue  and  crystal 
tea  plates. 

*    *  * 

A  dog  made  of  beaten  metal  fashions  a 
combination  cigar  cutter  and  ash  tray.  The 
dog's  tail  is  used  as  a  cigar  cutter.  He  stands 
on  a  pedestal  in  the  center  of  the  4-inch  wide 
ash  tray. 


Small  jet  and  steel  buttons  will  be  used 
lavishly  on  blouses  made  of  sheer  fabrics 
and  lace. 


Two-inch  wide  girdles  of  cut  steel  with 
and  without  a  ribbon  foundation  are  very 
smart,  with  one-piece  dresses  and  separate 
blouses.   They  are  worn  quite  loose. 


Draped,  deeply  fringed  shawls,  in  all  white 
and  colors — heavily  embroidered,  plain,  and  in 
Paisley  effects  are  much  in  evidence  for  eve- 
ning and  afternoon  wear. 


A  baby  doll,  lying  on  a  fresh  white  pillow 
in  the  window  of  a  smart  doll  shop,  attracted 
many  passers-by.  One  fat  leg  was  held  aloft 
with  the  big  toe  characteristically  near  the 
pink  mouth. 


A  luxurious  evening  wrap  is  made  of  royal 
blue  taffeta  and  lined  with  old  ivory  satin.  It 
has  a  collar  made  of  ten  large  royal  blue 
ostrich  feathers. 


Smart  anklets  of  bright  gold  and  silver 
braid,  about  inch  wide  are  being  worn  un- 
derneath the  stocking.  The  braid  is  drawn 
tightly  and  sewn  on,  so  as  to  leave  no  protrud- 
ing ends  or  knots. 


Pile  fabrics  in  subdued  colors  are  smartest 
for  fall  and  winter  coats  and  suits.  Trim- 
mings will  consist  of  silk  and  metal  braids 
with  an  added  smart  touch  in  the  front  and 
side-fastenings  secured  by  the  use  of  a  few 
large,  handsome  buttons.  The  olive  shape  but- 
ton, made  of  polished  jet,  is  just  over  from 
Paris. 


New  seamless  stockings  are  so  fashioned 
that  the  drop  stitch  stripes  form  successive 
Vs  from  the  upper  part  of  the  ankle  over  the 
calf.  The  drop  stitch  effect  extends  to  the 
toe  on  the  top  of  the  foot.  There  is  a  short 
seam  starting  beneath  the  middle  toe  and 
running  up  over  the  toe. 


Women's  cane  umbrellas  to  sell  at  $4.95 
are  featured  in  one  smart  shop. 


In  a  smart  dress  shop,  objections  of  some 
customers  to  the  extremely  short  sleeves  of 
summer  frocks  is  being  overcome  by  a  clever 
suggestion — that  the  customer  take  an  8-inch 
wide  strip  of  organdy  and  gather  it  into  a 
narrow  lace  edged  band,  top  and  bottom,  the 
upper  edge  is  fastened  to  the  sleeve  and  the 
organdy  puffed  over  the  elbow. 


Composition  toilet  goods  are  now  made  in 
two-tone  effects,  shell  and  ivory,  and  amber 
and  ivory  combinations  are  most  effective. 


Will  women  usurp  the  rights  of  man? 
The  newest  thing  for  sports  wear  is  the  golf 
suit  with  knickers. 


Side  fastener  brassieres  are  being  spe- 
cially featured.  New  York  women  are  said  to 
favor  this  type  especially. 


One-to  two-inch  wide  fringe  made  of  wool 
thread  is  used  to  finish  the  short  sleeves  of 
smart  frocks.  It  is  very  becoming  to  the  aver- 
age elbow. 


Who  ever  saw  a  red-headed  doll?  Not  a 
blonde  or  a  titian,  but  bright  red.  The  hair 
is  worn  in  long  curls  with  a  blue  ribbon  bow. 


White  shoes  in  both  canvas  and  leather 
with  trims  of  purple  leather,  fashioj;iable  in 
Paris,  are  having  a'tryout  here. 


At  the  Ritz  Carlton  a  noted  woman  was 
seen  wearing  a  frock  of  -navy  matelasse,  hav- 
ing a  girdle  lined  with  red.  She  wore  red 
heeled  patent  leather  slippers  with  red  bound 
ankle  straps. 

*    *  * 

A  novel  game  device  is  the  teetotum.  It  is 
made  of  sterling  silver,  fastened  to  an  easel 
back  instruction  card  and  retails  at  $1.  One 
or  more  players  spin  the  little  top-like  nov- 
elty, each  in  turn,  the  player  winning  or  los- 
ing the  amount  indicated  when  the  teetotum 
stops  spinning. 


Time  and  place  do  not  keep  tab  on  up-to- 
date  footwear.  Black  satin  slippers,  and  the 
sheerest  of  chiffon  silk  stockings  are  worn 
anywhere,  either  day  or  night. 


A  decidedly  smart  touch  punctuating  the 
picturesque  black  and  white  of  a  stunning 
street  costume  was  the  single  strand  of  1/2 
inch  wide  red  ribbon.  It  was  worn  about  the 
waist  with  a  bow  with  long  ends  almost  to  the 
hem. 


Black  or  ecru,  now  are  the  two  leading 
colors.  There  must  be,  however,  a  touch  of 
coral.  This  promises  a  revival  of  strings  of 
coral  beads  and  other  coral  jewelry  a  little 
•later  on. 
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Quick  turnover  means  multiplied 
profits. 

Investigation  has  shown  us  that  the 
average  stock  of  Van  Raalte  Veils 
turns  over  from  4  to  6  times  a  year,  j 

Van  Raalte  methods  of  advertising 
and  sales-promotion  have  helped  to 
lift  veilings  from  a  notion  counter 
appendage  to  a  most  profitable 
department  of  itself—  , 

— from  a  hit  or  miss,  haphazard,  ' 
semi-seasonal  commodity  that  cus- 
tomers had  to  buy,  to  an  all  year  j 
round  seller  that  fairly  dances  its  ^ 
way  into  the  hands  of  willing  women 
shoppers. 

Buy  Van  Raalte  Veils  for  quick, 
profitable  turnovers. 

VAN  RAALTE  COMPANY 

Fifth   Avenue,    30th   to   31st   Streets,   New  York 
12  West  St.,  Boston       105  S.  Dearborn  St.,  Chicago 
25  Kearney  St.,  San  Francisco 


Makers  of  VAN  RAALTE  Silk  Gloves, 
Silk  Underwear,  Silk  Hosiery  and  Nets 


VAN  RAALTE 
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Lewek  Head  of 
Neckwear  Body 

Association  Holds  Annual  Meeting — 
Unethical  Trade  Practices  to 
Be  Fought 

Leo  Lewek  of  the  Lewek  Company  has  been 
named  president  of  the  Women's  Neckwear 
Association,  succeeding  F.  E.  Stanton.  Mr. 
Lewek  has  served  the  association  as  president 
in  years  past,  and  his  re-election  at  this  time 
is  particularly  acceptable. 

At  the  annual  meeting  of  the  association 
held  at  the  Advertising  Club  on  June  2  Mr. 
Stanton's  announcement  and  introduction  of 
his  successor  was  enthusiastically  received. 

In  accepting  office,  Mr.  Lewek  said: 
"There  is  much  arduous  work  ahead  of  the 
organization.  We  must  have  greater  unity 
and  closer  co-operation.  There  is  .  a  strenuous 
time  ahead  of  us.  We  are  lighting  for  our 
lives." 

He  spoke  of  the  unethical  throat-cutting 
practices  of  manufacturers,  and  the  necessity 
for  a  stabilization  of  prices. 

Would  Standardize  Ads 

f  The  association  went  definitely  on  record 
as  favoring  standardization  of  prices,  news- 
paper advertising  for  labor  and  the  prices  paid 
for  l^bor. 

It  was  voted  to  appoint  a  Board  of  Direc- 
tors whose  business  it  will  be  to  elect  a  salaried 
secretary  who  will  manage  the  affairs  of  the 
organization  and  lease  and  equip  a  permanent 
office.  Mr.  Lewek  outlined  the  duties  of  a 
managing  secretary.  He  believes  such  an  offi- 
cial will  be  extremely  valuable. 

The  secretary  will  buy  raw  materials  such 
as  machines,  sewing  cotton,  boxing  cartons, 
etc.,  for  the  members.  He  will  initiate  a  sys- 
tem for  the  collection  of  slow  accounts  and  for 
the  arbitration  and  collection  of  claims  against 
insurance  companies,  express  companies  and 
the  post  office.  A  charge  of  5  per  cent  will  be 
made  on  all  such  business  transacted. 

Investigations  show,  Mr.  Lewek  said,  that 
such  co-operative  buying  done  by  other  firms 
has  resulted  in  a  saving  of  about  30  per  cent. 

A  committee  is  to  be  appointed  to  investi- 
gate and  eliminate  price  cutting  and  an  arbi- 
tration committee  will  pass  upon  other  prac- 
tices considered  unethical. 

Elliott  Levy  was  elected  vice-president  of 
the  association  and  A.  J.  Haire  was  named 
secretary  and  Louis  Simson  treasurer. 

The  directors  are  F.  E.  Stanton,  C.  R. 
Phipps,  J.  E.  Berman,  Jos.  A.  Scott  and  F.  W. 
Pollock.  The  committee  chairmen  are:  David 
Kisch,  Ways  and  Means ;  H.  Florsheim,  Style ; 
Edw.  Aaron,  Attendance;  Edw.  Baruch, 
Grievance,  and  Max  Engel,  Expansion  and 
Research. 


Fall  Style  Trend 
Favor  Buttons 


style  tendencies  for  fall  are  favorable  to 
buttons.  Where  only  a  few  buttons  are  re- 
quired as  on  the  coat  suits  promised,  they 
must  be  very  large  and  costly.  One-piece 
dresses  are  to  have  elaborate  medium-sized 
button  trims  and  blouses  will  have  quantities 
of  small  buttons. 

E.  Newberger  of  B.  Blumenthal  Co.  who 
has  just  returned  from  a  three  months'  Euro- 
pean trip  where  he  studied  the  button  industry 
and  style  and  outlook,  says:  "Both  materials 
and  styles  for  fall  and  winter  favor  buttons. 
Materials  are  to  be  severely  elegant,  with 


sumptuous  pile  fabrics  in  plain  colors  most  in 
evidence.  These  will  depend  greatly  upon 
buttons  and  braid  for  a  distinctive,  smart 
touch. 

"Among  the  newest  buttons  is  the  olive- 
shaped,  highly  polished  jet  button.  Very  large, 
handsome  buttons  of  jet  and  gallalith  will  be 
used  largely  on  coat  suits,"  says  Mr.  New- 
berger. 

"Cut  steel  buttons  will  have  a  large  demand 
both  as  trimming  for  one-piece  dresses  and 
blouses.  For  sheer  fabric  and  lace  blouses 
there  is  a  striking  new  ruby-red  button  and 
quantities  of  small  cut  steel." 

Mr.  Newberger  asserts  Germany  is  again 
producing   in   large   quantities,   though  not 


The  makings  of  a  new  dress  form,  strips  of 
gummed  paper  hnd  a  sponge.  The  paper  is 
dampened  and  applied  to  a  gauze  shirt  as 
shown  in  the  accompanying  sketch.  When  dry 
the  shirt  and  paper  are  cut  into  halves  and 
afterwards,  joined  with  strips  of  paper.  From 
Liberty  Paper  Co. 

nearly  normal.  Paris  is  creating  smart  novel- 
ties in  both  buttons  and  fancy  buckles.  Cut 
steel  buckles  are  worn  on  a  ribbon  girdle  with 
fancy  blouses  and  one-piece  dresses. 

Arthur  Goodman,  formerly  with  the  Lit- 
tle-Long Co.,  Charlotte,  N.  C,  recently  became 
manager  of  the  Bon  Marche  store  at  Wilming- 
ton, N.  C.  Since  taking  charge  Mr.  Goodman 
has  installed  an  extensive  babies'  wear  de- 
partment, which  is  advertised  as  "Babyland." 


Cowper  wrote,  "While  the  world  lasts 
fashion  will  lead  it  by  the  nose,"  and  whoever 
would  fathom  the  alchemy  of  fashion  must 
study  the  history  of  dress  creation  and  con- 
sider the  leaven  that  has  wrought  the  trans- 
formation, the  paper  pattern. 

Development  of  Paper  Patterns 

It  is  only  a  little  more  than  half  a  century 
since  the  origin  of  the  paper  pattern.  The 
first  one  is  said  to  have  been  made  by  Ebenezer 
Butterick,  founder  of  the  Butterick  Publish- 
ing Co.  in  1865. 

The  story  is  that  Mr.  Butterick,  who  ^as 
a  tailor  by  trade,  was  watching  his  wife  try- 
ing to  fashion  a  pair  of  trousers  out  of  a  pair 
of  his  old  ones  for  her  young  son.  Taking  up 
his  shears  and  a  newspaper,  Mr.  Butterick  cut 
out  the  pattern  and  handed  it  to  her.  This 
was  found  so  practical  he  cut  other  patterns 
for  children  and  later  begun  to  make  them  to 
outline  garments  for  grown-ups. 

An  Original  Expense  Account 

Soon  afterward  the  paper  pattern  was  in- 
troduced to,  merchants  by  J.  W.  Wilder  the 
first  traveling  salesman  for  the  Butterick 
Publishing  Co.  and  father  of  the  present 
president,  George  W.  Wilder.  One  of  Mr. 
Wilder's  expense  accounts  dated  Feb.  28,  1864. 
is  quite  interesting  and  reads : 

This  day  I  commenced  traveling  for  Bat- 


Data  Issued  on  Notions 
Manufacture 

A  preliminary  statement  of  the  general  re- 
sults of  the  1919  census  of  manufactures 
with  reference  to  the  production  of  needles. 


pins,  and  hooks  and  eyes  has  been  issued  by 
the  Bureau  of  the  Census,  Department  of 
Commerce.  It  consists  of  a  detailed  state- 
ment of  the  quantities  and  values  of  the  vari- 
ous products  manufactured,  prepared  under 
the  direction  of  Eugene  F.  Hartley,  chief  sta- 
tistician for  manufactures. 

Reports  were  received  from  91  establish- 
ments in  1919.  Of  these,  23  were  located  in 
Connecticut,  19  in  New  York,  10  in  New  Jer- 
sey, 9  in  New  Hampshire,  8  in  Pennsylvania, 
6  in  Massachusetts  and  16  in  other  States. 
At  the  census  of  1914  there  were  49  such  es- 
tablishments in  the  United  States. 

Products  valued  at  $27,286,000  were  re- 
ported for  the  year  1919  as  compared  with 
$7,891,000  for  1914,  an  increase  of  245.8  per 
cent.  Connecticut  in  1919  produced  51  per 
cent  of  the  total  value  of  products  for  the  in- 
dustry. 


terick.    I  started  at  Fitchburg  and  drove  to 


Princeton : 

"Pd.  1  Neck  tie  $  .50 

1  pr.  drawers   2.00 

1  pt.  of  gin  50 

1  paper  collar  25 

1  pr.  suspenders  37 

1  buggy  whip  75 


"These  were  the  good  old  days,"  says  Mr. 
Wilder.  "Since  then  both  gin  and  patterns 
have  gone  a  long  way." 

This  crude  design  outlined  on  a  copy  of 
the  Herald  50  years  ago,  and  its  immediate 
successors  served  their  purpose,  but  they  have 
little  in  common  with  paper  patterns  as  they 
are  made  to-day. 

Fitting  Becomes  Simpler 

As  long  as  "individuality"  and  "person- 
ality" continue  to  be  the  predominating  notes 
in  women's  apparel,  just  so  long  will  the  de- 
mand for  paper  patterns  increase. 

Not  long  since  a  saleswoman  was  noted 
in  a  store  in  a  city  of  100,000  population,  hold- 
ing the  interest  of  more  than  a  dozen  custom- 
ers while  she  explained  to  them  "how  paper 
patterns  were  made."  She  had  seen  the  proc- 
ess while  on  a  recent  trip  through  a  factory. 

These  "tours  of  investigation"  are  well 
worth  while,  particularly  at  this  time  when  the 
home  dressmaker,  spurred  on  by  the  necessity 
for  economy,  is  looking  toward  the  pattern 
department  as  to  a  friend  in  time  of  need. 


Paper  Pattern  Idea  Made  Smooth 

Path  of  Home  Dressmaker 
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34tli  Street 
Vjrows  Once  M  ore 

With  both  Philadelphia  and 
New  York  mills  striving 
manfully  to  keep  up  with 
the  demand  at  the  end  of 
1916,  the  34th  Street  shop 
again  was  crowded  beyond 
its  capacity  with  customers 
(a  great  many  of  them  old, 
regular  customers).  So 
larger  quarters  became  im- 
perative. 

No.  1  West  34th  Street  be- 
came vacant — and  then  be- 
came the  bigger  34th  Street 
shop. 

Here,  with  a  great  deal 
more  space,  it  was  possible 
to  work  freely  and  to  handle 
the  ever-increasing  flow  of 
customers,  men  and  women 
.  .  .  for  about  this  time 
Gotham  Hosiery  for  men 
was  gaining  recognition. 

The  men's  hose  story  next 
week. 


18 


A 


Grofbom  Silk  Hosiery  (2/"'^ 

MANUFACTURERS  '^"^ 

516-Fifth  Ave.     New  Tork 

Mills:  Philadelpllia  and    New  York 


i 


'.0 


Can  you  tell  the  Period 
of  History  to  which  this 
costume  belongs  ? 


The  name  of  that  period  is  con- 
stantly uttered  by  salespeople  in 
ready-to-wear,  millinery  and 
other  departments,  as  well  as  by 
buyers,  manufacturers  and  con- 
sumers. 

Can  you  recognize  features  of 
to-day's  fashionable  clothes 
which  were  inspired  by  the  dress 
(men's  as  well  as  women's)  of 
that  period,  and  of  others  ? 


If  you  cannot  do  this, 
can  you  talk  intelligently 
about  fashion  mer- 
chandise ? 


The  illustration,  with  47  others  showing  authentic 
period  styles,  drawn  from  antique  prints  and  fashion 
plates,  is  included  in  a  Dry  Goods  Economist  book- 
let, entitled 


"Historic  Costumes 


Besides  the  drawings  the  booklet  includes  a  concise 
but  picturesque  story  of  those  features  of  the  dress 
of  bygone  days  which  again  and  again  reappear  in 
the  productions  of  great  fashion  creators.  And 
since  such  ideas  are  continually  being  reproduced 
by  designers  this  Economist  booklet  will  be  as 
useful  ten  years  or  more  hence  as  it  is  to-day. 

Don't  guess  any  more  !  Know  what  you  mean 
when  you  talk  of  Medicis  collars.  Renaissance 
bodices,  Louis  XIV  skirts,  Directoire  coats,  and 
so  on. 

The  20-page  booklet,  8x103^  in  size,  tells  the  tale 
accurately  and  clearly.  It's  printed  on  high-grade 
paper,  with  attractive  cover,  and  costs  only  50  cents 
per  copy. 

Sent  prepaid  on  receipt  of  price  by 

U.  p.  C.  Book  Company,  Inc. 

243-249  West  39th  St.  New  York 
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Full  -  Fashioned 
Silk  Hose  Sought 

Turn  for  Better  in  Market  Definitely 
Sets  In  —  Price  Advances 
Expected 

Inquiries  still  are  being  received  at  the 
Economist  office  for  full-fashioned  silk  stock- 
ings, almost  all  of  them  for  immediate  de- 
livery. It  is  regrettable  that  there  isn't  any 
such  merchandise — or  that  it  is  so  success- 
fully hidden— for  the  letters  received  indicate 
that  almost  any  reasonable  quantity  could  be 
sold  readily  at  retail.  The  prices  mentioned  in 
these  inquiries  range  from  $15  to  $30  a  dozen, 
indicating  that  all  classes  of  customers  are 
willing  to  pay  for  full-fashioned  silks,  despite 
the  often-repeated  statement  that  consumers 
are  economizing. 

Both  retailers  and  jobbers  are  active  in 
buying  hosiery,  including  all  varieties  from 
the  full-fashioned  silk  down  to  the  low-end 
cotton  stocking.  There  is  no  longer  any  doubt 
that  the  turn  for  the  better  is  definitely  estab- 
lished and  that  mills  whicfi  for  months  pro- 
duced very  little  now  are  working,  at  least, 
whether  they  are  making  money  or  not.  Some 
of  them  claim  that  the  "nots"  have  it,  and  that 
prices  will  have  to  be  increased  somewhat  be- 
fore financial  footings  recover  their  former 
security. 

Probably  these  claims  are  based  on  facts. 
Mills  were  idle  so  long  that,  when  the  first 
revival  of  buying  came  along,  prices  were 
made  which  represented  either  an  actual  loss 
or  bare  cost  of  production.  It  was  a  case  of 
anything  to  get  the  business.  Undoubtedly 
producers  will  make  advances  as  soon  as  they 
feel  sure  that  higher  prices  will  not  check  buy- 
ing, and  in  view  of  the  present  excellent  dis- 
tribution the  advance  is  likely  not  to  be  long 
delayed.  In  a  few  cases  it  has  been  noted 
already. 

Strike  Hampers 
Hosiery  Output 

Philadelphia  Mills  Still  Held  Up— 
Fall  Fashioned  Silk  Goods 
Scarce 

No  relief  is  in  sight  yet  from  the  full- 
fashioned  silk  hosiery  shortage.  Though  mills 
in  Reading,  Pa.,  and  other  hosiery-producing 
centers  are  working  at  top  speed  to  turn  out 
their  orders,  the  Philadelphia  mills  still  are 
unable  to  contribute  their  share  because  of 
the  strike's  continuance. 

The  strike  has  been  in  progress  for 
eighteen  weeks,  and  a  solution  of  the  problem 
appears  no  nearer  now  than  when  it  first 
arose.  The  workers  are  insistent  that  there 
shall  be  no  cut  in  their  wages.  Manufactur- 
ers declare  the  condition  of  their  business 
makes  imperative  a  15  per  cent  reduction  from 
the  1920  scale.  They  point  to  the  noticeable 
reduction  in  the  cost  of  food  and  clothing  as 
justification  for  their  demand.  While  it  is 
true  that  the  full  effect  of  reductions  in  whole- 
sale food  prices  have  not  reached  the  con- 
sumer, it  is  equally  true  that  there  has  been  a 
considerable  drop  in  staple  items. 

The  principle  of  dealing  with  the  hosiery 
workers  as  individuals  is  clearly  enunciated 
in  a  recent  statement  put  out  by  the  National 
Association  of  Hosiery  and  Underwear  Manu- 
facturers. A  condition  of  "friendliness  and 
good-will"  between  employers  and  workers  is 
hoped  for  when  mills  again  are  working  full 


force  under  this  arrangement;  but  in  any 
event  the  selection  of  workers  as  individuals 
will  be  the  basis  of  employment. 

Similar  action  has  been  taken  by  the 
Wayne  Knitting  Mills,  Inc.,  Ft.  Wayne,  Ind., 
which  firm  has  announced  an  open-shop  policy. 
The  apprentice  system  has  been  done  away 
with,  also,  new  workers  receiving  instruction 
in  an  intensive  training  course  maintained  by 
the  company. 

Southern  Carded  Hose 
Yarn  Prices  Stronger 

Knitters  are  refraining  from  making  large 
purchases  of  cotton  yarns,  and  the  carded  va- 
rieties are  quiet.  Combed  sorts  are  more  ac- 
tive, but  it  cannot  be  said  that  there  is  any 
considerable  increase  in  sales.  Nevertheless, 
and  despite  statements  that  Southern  spin- 
ners are  willing  to  go  far  to  get  business  to 
keep  their  mills  running  during  the  summer, 
prices  on  Southern  carded  hosiery  yarns  are 
stronger  than  they  were  two  months  ago,  evi- 
dently reflecting  the  increased  volume  in  fin- 


Fashioned  seamless  stockings  with  drop 
stitch  running  to  the  very  point  of  the  toe,  and 
in  back  forming  successive  Vs  from  ankle 
to  calf.  A  short  seam  starts  just  below  the 
middle  toe  and  runs  up  and  barely  over  it. 
Made  by  the  Burson  Knitting  Co.,  Rockford, 
III. 

ished  hosiery  sales.  Numbers,  8,  10,  12  and 
14  of  these  yarns  show  an  advance  since  early 
April  of  one-half  cent,  while  numbers,  24,  26, 
30  and  40  are  up  from  one-half  cent  to  two 
cents. 

Raw  silk,  though  manufacturers  are  buy- 
ing according  to  their  needs,  is  weaker  than 
in  the  first  part  of  April  for  the  reason  that 
the  new  crop  is  coming  along  to  augment 
stocks  which  piled  up  during  the  long  period 
when  demand  was  slack.  Present  prices  for 
Japanese  silks  are  from  15  to  30  cents  lower 
than  in  April  on  all  grades  save  the  lowest, 
Sinshiu  No.  1,  which  is  $5.30  now  as  against 
$5.95  two  months  ago. 

It  was  stated  recently  that  prices  of  arti- 
ficial silk  had  been  advanced  by  the  largest 
producer  in  this  country.  This  has  been  de- 
nied. The  price  still  is  around  $2.65  a  pound. 
However,  in  second-hands  it  comes  higher,  es- 
pecially as  hosiery  firms  making  fiber  hosiery 
have  had  such  a  big  demand  for  their  product 
that  their  output  is  sold  up  and  the  demand 
for  the  raw  material  is  brisk. 


Misleading  Label 
Issue  Hangs  Fire 

Little  Excuse  Can  Be  Advanced  for 
Wrongful  Branding  of  Under- 
wear and  Hosiery 

IT  is  of  interest  to  note  the  Federal  Trade 
Commission's  definition  of  unfair  compe- 
tition, coming  to  the  fore  in  relation  to  the 
case  of  the  Winsted  Hosiery  Co.,  cited  by  the 
Commission  for  unfair  competition  through 
the  use  of  labels  and  names  which  the  Commis- 
sion holds  to  be  misleading.  As  was  noted  in 
last  week's  Economist,  the  Commission  has 
appealed  to  the  Supreme  Court  from  a  deci- 
sion of  the  Circuit  Court  of  Appeals  for  the 
Second  District,  which  held  that  the  misbrand- 
ing of  mixed  wool  and  cotton  undergarments 
does  not  constitute  unfair  competition  as 
against  other  manufacturers  of  underwear. 

The  Commission  holds  that  unfair  compe- 
tition does  not"  consist  in  deception  or  fraud 
of  one  competitor  by  another.  It  is  the  decep- 
tion or  fraud  on  the  public  which,  in  its  ef- 
fects, constitutes  unfair  competition. 

Commission's  View^ 

The  law  recognizes  that  the  manufacturer 
is  responsible  for  deception  of  the  ultimate 
consumer,  says  the  commission,  though  his  re- 
lations may  be  only  with  the  jobber  or  re- 
tailer and  they  are  not  deceived. 

The  Commission  holds  that  it  is  in  the  pub- 
lic interest  that  the  above  decision  should  not 
be  allowed  to  stand,  asserting  that  the  con- 
sumer is  aroused  by  the  abuse  of  his  confi- 
dence by  false  labels. 

One  may  doubt  that  consumers  are  gnash- 
ing their  teeth  with  any  particular  degree  of 
rage  over  the  question  of  false  labeling.  Prob- 
ably most  of  them  never  know  they  have  been 
deceived.  Nevertheless,  there  is  no  doubt  that 
the  question  should  be  settled  definitely, 
whether  manufacturers  and  jobbers  are  to  be 
allowed  to  continue  forms  of  labeling  which, 
whether  or  not  they  do  a  traceable  amount  of 
injury  to  anyone,  certainly  tend  to  create  false 
impressions  among  consumers. 

The  Game  Keeps  On 

The  final  distributor,  whether  or  not  he 
is  deceived — and  probably  he  is  not — sells  his 
goods  with  the  improper  labels  attached  and 
calls  them  by  the  names  put  on  them  by  the 
maker  or  wholesaler.  So  he  partakes  of  a  de- 
ception originating  "higher  up." 

There  is  no  profit  in  getting  tangled  up  in 
legal  phrases  and  meanings.  Whatever  deci- 
sions may  come  from  the  courts,  one  point  is 
clear.  Underwear  and  hosiery  of  mixed  wool 
and  cotton  have  been  sold  and  are  being  sold 
under  labels  which  imply,  if  they  do  not  state 
plainly,  that  the  merchandise  is  made  of  wool 
only.  There  is  little  need  and  no  excuse  for 
it.  Since  the  labels  do  not  deceive  distributors 
— according  to  manufacturers — despite  their 
falsity,  it  must  be  obvious  that  the  labels 
mean  nothing  to  buyers  and  influence  them 
in  no  way.  What,  then,  is  the  use  of  con- 
tinuing them  and  running  the  risk  of  causing 
even  occasional  cases  of  deception  among  the 
retailer's  customers?  The  common-sense  solu- 
tion is  to  get  a  new  set  of  labels  that  will  call 
wool  wool  and  cotton  cotton  and  a  mixture  a 
mixture. 


If  you  have  department  displays  change 
them  daily  or  every  other  day.  Many  stores 
make  the  great  mistake  of  showing  the  same 
merchandise  continually  until  it  is  sold. 
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LAWRENCE 

FLAT-KNIT 
UNDERWEAR 


T  is  in  these  summer  days  that  women  can 
be  shown  the  high  comfort  of  Lawrence 
flat-knit  underwear—both  union  suits  and 
separate  garments. 

There  is  something  so  soothing  about  the  soft  knit 
fabric  of  a  Lawrence  garment.  Knit  fabrics  next  the 
skin  must  be  more  comfortable  always,  from  their  very 
nature.  And  in  Lawrence  you  will  find  the  finest  of 
knit  goods. 

So,  for  the  tennis-playing  woman,  or  the  office  woman 
— or  for  any  woman  at  all  to  whom  summer  comfort 
is  an  important  item,  Lawrence  flat-knit  garments 
settle  a  big  question  in  a  healthful  way. 

Your  Wholesaler's  Salesman 
J^nows;  ask  f^^^  about  them. 


The  Lawrence  Manufacturing  Co. 

For  over  Sixty  Years  makers  of  the  Finest  Quality  Light  and  Medium  Weight  Bal- 
briggan  Shirts,  Drawers  and  Union  Suits  for  Men  and  Boys.  Also  Makers  of 
Lawrence  Women's  Flat  Knit  Union  Suits,  Vests  and  Bloomers,  and  (^^jg)  Fibre  Hose, 

LOWELL,  MASS. 

E.  M.  TOWNSEND  &  CO.,  Selling  Agents 

345  Broadway  New  York  City 

BOSTON  PHILADELPHIA  CHICAGO 
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Price  of  Cotton  Bound  to  Ascend 

Heflin  Tells  Conference 

Senator  E.  D.  Smith  Declares  in  Speech  Before  American  Associ- 
ation Product  Now  Is  Worth  Thirty  Cents — Longer  Credits  for 

Farmers  Urged 


THAT  the  present  value  of  cotton  is  not 
less  than  30  cents  was  the  statement 
made  by  Senator  E.  D.  Smith  of  South 
Carolina  at  the  Cotton  Conference  held  under 
the  auspices  of  the  American  Cotton  Associa- 
tion at  the  Hotel  Pennsylvania  last  week. 
The  statement  was  received  with  enthusiasm 
by  over  two  hundred  representatives  of  vari- 
ous branches  of  the  cotton  industry  who  were 
gathered  together  at  the  conference.  It  is 
doubtful  if  the. majority  of  the  audience  really 
agreed  with  Senator  Smith  on  the  figure  he 
quoted,  but  they  seemed  to  be  practically 
unanimous  in  the  opinion  that  the  price  of 
cotton  should  and  will  go  higher. 

Senator  Smith  made  a  plea  for  longer  cred- 
its to  the  cotton  grower  as  the  only  means  of 
protecting  him  against  disturbing  fluctua- 
tions in  the  market. 

Longer  Credits  Asked 

"Section  13  of  the  Federal  Reserve  Act," 
lie  said,  "gives  the  right  to  extend  accommo- 
dation for  six  months.  Six  months  is  not  long 
enough.  The  farmer  has  to  market  his  year's 
■crop  in  sixty  to  ninety  days.  He  is  compelled 
to  sell  his  produce  and  break  his  own  market. 
His  bills  come  due  practically  as  soon  as  his 
crop  is  made.  But  who  carries  the  crop  from 
that  time  until  it  finally  is  sold  to  the  con- 
sumer? Somebody  does  it;  and  whoever  it  is, 
that  credit  should  be  used  to  allow  the  cotton 
farmer  to  have  a  reasonable  period  of  time  in 
which  to  market  his  crop." 

The  present  price  of  cotton  cannot  last,  ac- 
cording to  Senator  T.  J.  Heflin  of  Alabama. 
"We  cannot  produce  cotton  at  12  cents,"  he 
said,  "and  we  will  not  attempt  to  produce  it  at 
that  figure.  We  are  not  going  to  stay  in  this 
era  of  depression  very  long.  The  men  and 
women  of  the  South  have  suffered  and  are  suf- 
fering, but  don't  you  think  for  a  minute  that 
in  the  end  they  will  not  get  a  fair  price  for 
their  cotton  and  a  price  that  will  include  the 
agony  of  the  hours  they  have  passed  through. 

"At  my  own  expense  I  am  going  to  be  one 
of  the  band  of  crusaders  which  will  go 
through  the  cotton  belt  this  fall  urging  grow- 
ers everywhere  to  'hold  the  line.'  We  will  not 
sell  our  cotton  at  any  such  figure  and  the 
world  will  know  that  we  mean  it  before  we 
are  finished." 

Growers  Kept  Promises 

"They  said  we  would  not  reduce  our  acre- 
age. We  did,  didn't  we?  They  said  we  would 
not  reduce  our  fertilizers.  We  did,  didn't  we? 
They  say  we  will  not  hold  our  cotton.  We 
will,  and  before  the  world  knows  it,  aye,  with- 
in four  months,  things  will  be  nearer  normal 
than  they  are  now  and  cotton  will  be  selling 
much  higher." 

Senator  J.  E.  Ransdell  of  Louisiana,  who 
is  a  cotton  grower,  pointed  out  that  the  cotton 
farmers  of  the  South  had  lost  about  $2,000,- 
000,000,  and  that  only  a  higher  market  for 
cotton  could  restore  the  impaired  purchasing 
power  of  the  South  and  remedy  the  bad  effects 
on  industrial  and  commercial  activity  which  a 
small  purchasing  power  necessarily  entails. 

Futures  Trading  Defended 

Defending  trading  in  futures  on  the  ex- 
change, Arthur  Richmond  Marsh,  former 
president  of  the  New  York  Cotton  Exchange, 


said  that  the  futures  contract  was  the  best 
stabilizer  of  the  market.  "To-day,"  he  said, 
"I  was  standing  on  the  exchange  and  I  saw 
one  broker  buying  thousands  of  bales  of  Jan- 
uary cotton.  The  person  who  was  buying  that 
cotton  was  not  interested  in  the  immediate 
market  for  it.  Spinners  are  not  buying  cot- 
ton. The  whole  support  of  the  market,  now 
as  always,  lies  in  the  future  demand.  This 
prospective  demand,  be  it  three,  six  or  twelve 
months  ahead,  is  the  potential  support  of  the 
market,  and  it  is  this  future  demand  which, 
during  the  past  several  months  when  the  spin- 
ners have  been  out  of  the  market,  has  held 
prices  relatively  stable. 

Immediate  Demand  Small 

"I  and  other  members  of  the  New  York 
Cotton  Exchange  agree  with  you  that  this 
price  is  too  low.  We  agree  that  the  producer 
is  not  getting  an  economically  fair  price  for 
his  product.  But  were  there  only  the  im- 
mediate demand  of  the  spinners  to  support 
the  present  market,  does  anybody  believe  that 
cotton  would  be  selling  even  as  high  as  it  is 
now? 

"The  man  who  was  buying  that  January 
cotton  to-day  believed,  as  thousands  of  peo- 
ple throughout  the  world  believe,  that  the 
period  of  readjustment  is  drawing  to  a  close. 
He  believes  that  by  January  the  turn  will  be 
so  clearly  indicated  that  he  will  obtain  a  profit 
on  his  purchase.  He  probably  does  not  know 
a  thing  about  the  growing  or  handling  of  cot- 
ton. But  he  does  know  that  cotton  is  a  basic 
commodity,  selling  below  its  cost  of  produc- 


tion, and  he  has  the  faith  in  the  future  to  in- 
vest his  money  in  cotton  at  this  price.  This 
is  the  sort  of  help,  and  help  of  the  most  sub- 
stantial kind,  that  the  futures  contract  gives 
to  the  cotton  grower,  and  through  the  futures 
contract  this  buying  is  being  done  by  people 
all  over  the  world. 

'Change  Wants  Higher  Prices 

"Those  who  believe  in  the  future  of  this 
country  and  its  industries  certainly  are  not 
selling  cotton  now  unless  they  are  compelled 
to  do  so.  Most  certain  of  all,  the  members  of 
the  New  York  Cotton  Exchange  want  to  see 
cotton  prices  higher  and  will  co-operate  with 
you  producers  to  achieve  that  result." 

The  conference  was  in  receipt  of  the  fol- 
lowing telephone  message  from  President 
Harding: 

"I  am  glad  to  say  a  word  to  the  gathering 
of  American  cotton  growers,  manufacturers 
and  representatives  of  affiliated  interests, 
gathered  to  consult  with  a  view  to  the  ad- 
vancement of  their  common  interests. 

"Not  only  does  America  produce  about  60 
per  cent  of  the  world's  supply  of  this  univer- 
sally necessary  staple,  but  our  domestic  indus- 
tries based  on  cotton  are  among  the  greatest, 
while  our  exports  of  cotton  have  for  many 
decades  been  particularly  important  in  main- 
taining our  favorable  status  in  international 
trade. 

Cotton  Is  King 

"The  importance  of  cotton  is  not  confined 
to  any  section;  everybody  either  grows,  deals 
in,  manufactures,  sells  or  uses  it.  Any  dis- 
aster to  the  cotton  industry  must  necessarily 
be  a  disaster  to  the  whole  country.  Any 
movement,  such  as  yours,  which  aims  to  pro- 
mote the  best  interests  of  all  concerned  in  the 
industries  based  on  cotton  deserves  the  cordial 
approval  of  all  the  people. 

"Just  at  this  time  it  is  recognized  that 
cotton  industries  face  a  critical  situation,  and 
you  may  be  assured  that  the  Administration 
desires  in  every  possible  way  to  co-operate 
with  those  seeking  to  improve  conditions." 


Fall  Buying  in  Broad  Silks  Remains 
Fair;  Market  Expected  to  Hold  Firm 


The  broad  silk  market  has  been  rather 
quiet  for  the  last  few  weeks,  and  buying  for 
fall  has  not  yet  attained  any  considerable 
momentum.  Here  and  there  one  hears  reports 
of  buyers  operating  pretty  freely,  but  caution 
seems  to  be  the  general  policy. 

There  is  nothing  in  particular  to  be  gained 
by  waiting.  The  market  is  bound  to  hold  firm 
for  fall  and  is  likely  to  go  higher.  The  uncer- 
tainty regarding  the  position  of  raw  siik  is 
gradually  passing.  Doubts  were  entertained 
as  to  what  the  raw  silk  market  would  do  after 
control  by  the  Japanese  syndicate  was  re- 
moved on  May  31,  but  the  removal  of  control 
has  had  no  appreciable  effect.  As  a  matter  of 
fact,  the  ruling  quotations  for  actual  business 
have  been  for  a  long  time  below  the  nominal 
pegged  level. 

Recently  the  raw  silk  market  has  been 
stiffer.  The  statistical  position  is  strong. 
Stocks  of  the  better  sorts  are  very  light,  and 
spot  shipments  are  difficult  to  obtain.  New 
crop  cocoons  are  being  held  by  the  farmers 
for  higher  prices.  The  spring  cocoon  produc- 
tion shows  a  decrease  of  about  10  per  cent  and 
a  reduction  of  30  per  cent  is  contemplated  for 
this  year.  It  seems  unlikely  that  a  sufficient 
surplus  will  develop  to  break  the  market. 

The  following  table,  compiled  by  the  Silk 
Association  of  America,  shows  the  movement 


of  raw  silk  in  this  market  during  the  twelve 
months  ending  April  30  of  this  year.  The 
increase  in  consumption,  as  compared  with 
the  closing  months  of  last  year,  is  especially 
noteworthy. 

Storage  Storage  Con- 

1st  of  End  of  sump- 

Month  Imports  Total  Month  tion 
Bales    Bales    Bales    Bales  Bales 


1920 

May              44,457  20,275  64,732 

June              42,407  18,301  60,708 

July              45,839  17,272  63,101 

August    ..  52,265  17,966  70,231 

Septem:ber.   51,130  17,017  68,147 

October  .  . .  51,523  9,396  60,919 

November..  49,807  9,285  59,092 

December  .  48,357  6,341  54,698 
1921 

January  ..  44,536  9,499  54,035 

February  .  31,859  12,794  44,653 

March   ...  27,928  15,400  43,328 

April             16,386  32,552  48,938 


42,407 
45,839 
52,265 
51,130 
51,523 
49,807 
48,357 
44,536 


22,325 
14,869 
10,836 
19,101 
16,624 
11,112 
10,735 
10,162 


31,859  22,176 

27,928  16,725 

16,386  26,942 

20,038  28,900 


N 


Quarve's  "The  Viking  Store,"  Fessenden, 
D.,  has  just  celebrated  its  twenty-fifth  an- 
niversary. It  was  started  in  1896  in  half  of 
a  furniture  store.  Shortly  afterward  a  build- 
ing 25  by  50  feet  was  occupied,  and  next 
year  a  30-foot  addition  was  added.  The  pres- 
ent building,  50  by  120  feet  and  two  stories 
high,  was  built  in  1903  and  a  25-foot  annex 
was  built  three  years  later. 
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FFiANKLIN 

WOOLEN  HOSIERVd 


Announcing  a  New  Line 


WOOLEN  GOLF  HOSE 
for  CHILDREN 

After  experiments  extending  over  a  year  we 
beg  to  announce  the  completion  and  perfec- 
tion of  a  new  line  of  woolen  hosiery — Franklin 
Brand  Golf  Hose  for  children. 

This  is  an  English  style  hosiery,  made  on  Eng- 
lish machines,  imported  especially  for  the  pur- 
pose. It  is  a  hosiery  of  the  highest  type,  all 
wool,  and  backed  by  three  generations  of 
Franklin  Brand  reputation  for  quality. 

Consequently,  it  is  a  line  which  dealers  c^n 
merchandise  with  confidence,  to  profitably 
satisfy  the  Fall's  certain  demand  for  chil- 
dren's Golf  Hose. 

SULLOWAY  MILLS 

FRANKLIN,  NEW  HAMP. 

E.  M.  Townsend  &  Co.,  Sole  Agents 
343  Broadway,  New  York 
Boston  Philadelphia  Chicago 
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Fixing  of  Percale 
Prices  Reacts 
Favorably 

Continuation  of  Present  Quotation 
Gives  Added  Confidence  to 
Cotton  Goods  Market 

As  forecast  by  the  Economist,  the  lead- 
ing percale  printers  have  continued  spring 
prices  for  fall.  In  some  quarters  it  was  ex- 
pected that  somewhat  lower  prices  would  be 
named,  but  the  well-sold  condition  of  the 
market  makes  it  unnecessary  to  force  business 
in  this  way;  besides  which  the  printers  say 
that  reductions  are  not  warranted  by  current 
production  costs  and  the  present  condition  of 
the  gray  goods  market. 

The  request  from  the  jobbers  that  gross 
prices  be  named,  on  account  of  the  mislead- 
ing impression  conveyed  to  the  consumer  by 
the  publication  of  net  prices  in  the  public 
press,  was  denied  by  the  printers  on  the 
ground  that  the  naming  of  gross  prices  might 
convey  the  impression  of  an  advance.  And  it 
is  agreed  that  the  public  would  not  take  kindly 
to  price  advances  at  this  time. 

Confidence  More  Marked 

The  continuation  of  spring  percale  prices 
has  reacted  favorably  on  the  cotton  goods  mar- 
ket generally  and  has  strengthened  confidence 
in  the  outlook  for  fall. 

A  disturbing  factor  introduced  into  the 
cotton  goods  situation  last  week  was  the  strike 
in  the  North  Carolina  mills,  involving  about 
10,000  operatives  and  about  two  dozen  mills. 
The  attitude  of  the  manufacturers  is  reported 
to  be  one  of  indifference,  as  they  say  that  they 
have  been  operating  at  a  loss  out  of  a  sense 
of  obligation  to  keep  their  workers  employed. 

Such  things,  however,  are  impediments  in 
the  course  of  readjustment  and  cause  a  good 
deal  of  uncertainty.  The  English  labor 
troubles  at  present  are  among  the  most  dis- 
turbing factors  in  the  market.  The  coal  strike 
still  drags  on,  practically  tying  up  the  Lan- 
cashire mills,  and  the  wage  controversy  be- 
tween the  Lancashire  mill  owners  and  opera- 
tives has  reached  what  looks  like  an  impasse. 
The  operatives,  according  to  reports,  are  show- 
ing an  irreconcilable  spirit  and  prospects  of  a 
speedy  settlement  are  far  from  bright. 

Labor  Postpones  Revival 

It  is  generally  agreed  that  only  these  labor 
troubles  stand  in  the  way  of  a  brisk  revival 
of  Lancashire  trade.  There  is  said  to  be 
enough  business  in  prospect  from  the  Far  East 
to  enable  the  Lancashire  mills  to  start  up  on 
full  time  if  the  coal  and  wage  questions  were 
straightened  out.  A  gradual  improvement  of 
export  demand  is  also  being  felt  in  this  mar- 
ket, although  it  is  not  yet  important  enough 
to  lend  strength  to  many  goods,  such  as  coarse 
sheetings  and  heavy  colored  cottons  which 
figure  largely  in  our  export  trade. 

The  improved  outlook  in  foreign  markets, 
together  with  unfavorable  reports  concerning 
the  new  cotton  crop,  is  helping  to  keep  the 
raw  cotton  market  fairly  firm.  All  accounts 
agree  in  placing  the  condition  of  the  crop  at 
between  63  and  68  per  cent.  The  Government 
report  last  week  gave  the  condition  as  66  per 
cent,  which  is  more  than  10  per  cent  below 
the  average  for  the  last  ten  years. 

Small  Cotton  Crop  Seen 

The  acreage  reduction  is  generally  esti- 
mated at  around  30  per  cent.    Estimates  on 


the  size  of  the  cotton  crop  are  the  sheerest 
guesswork  at  this  time  of  the  year,  but  there 
is  little  doubt  that  the  crop  will  be  the  smallest 
we  have  had  for  the  last  twenty  years. 

These  considerations  are  all  the  cotton 
market  has  to  buoy  it  up  just  at  present,  for 
domestic  trade  is  not  particularly  encourag- 
ing. Cotton  goods  are  strong  in  spots,  but  on 
the  whole  the  trade  is  still,  to  a  large  extent, 
in  the  doldrums,  and  production  is  far  below 
normal.  Improvement  is  undoubtedly  under 
way,  but  with  the  many  unsolved  economic 
problems  yet  confronting  the  world  it  is  evi- 
dently going  to  be  a  long,  slow  process. 


Fabric  Flashes 


New  York  stores  have  been  enjdying  a  run 
on  sports  silks  lately. 

*  *  * 

Foulards  and  printed  chiffons  are  selling 
pretty  well. 

*  *  * 

There  is  apt  to  be  a  considerable  vogue  for 
metal  brocades  this  fall. 

*  *  * 

Brocaded  velvets  promise  especially  well. 

*  *  * 

Pile  fabrics  are  going  to  be  big  this  fall. 
The  market  for  pile  fabrics  is  strong. 

*  *  * 

Velvets  are  a  safe  bet. 

*  *  * 

Judging  by  the  demand  for  black  silks,  the 
public  seems  likely  to  go  into  mourning  next 
fall. 

*  *  * 

Demand  for  fine  dress  ginghams  for  fall 
is  well  ahead  of  possible  production.  Fall 
needs,  if  not  already  covered,  should  be  pro- 
vided for  now. 

*  *  * 

Second-hands,  it  is  said,  are  not  finding  it 
so  easy  to  get  the  big  premiums  on  ginghams 
they  have  been  obtaining  recently. 

*  *  * 

Low-end  colored  organdies  are  moving  very 
freely  at  bargain  prices.  A  jobbing  price  of 
221/2  cents  on  40-inch  goods  is  typical; 

*  *  * 

There  are  many  real  bargains  available  in 
wash  cottons  just  now.  A  good  chance  for  a 
quick  turnover. 

*  *  * 

The  settlement  of  the  New  York  clothing 
strike  has  strengthened  the  market  for  lining 
cottons. 

*  *  * 

Percales  are  well  sold  ahead  for  the  next 
couple  of  months. 

Heavy  colored  cottons  are  very  weak. 

*  *  * 

Raw  cotton  has  advanced  about  2  cents  dur- 
ing the  last  few  months  in  the  face  of  many 
seriously  unfavorable  developments.  Does  this 
hold  out  much  promise  for  the  decline  in  cot- 
ton goods  which  some  people  are  expecting  ? 

*  *  * 

Some  market  authorities  are  expecting  a 
cotton  crop  of  7,000,000  to  7,500,000  bales. 
With  a  carry-over  of  7,000,000  to  8,000,000 
bales  this  would  make  a  total  supply  for  next 
year  of  little  more  than  the  world's  normal  re- 
quirements. A  bit  early  to  draw  conclusions, 
but  present  prospects  favor  a  substantial  rise 
in  cotton  eventually. 


Wellington  Kline,  formerly  connected  with 
Wm.  Laubach  &  Sons,  Easton,  Pa.,  has  be- 
come advertising  manager  of  the  W.  B.  Gelb 
store,  Shamokin,  Pa. 


Lines  of  Fall 
Worsteds  Offered 

Amoskeag  Co.  Makes  Little  Change 
in  Prices 

Last  week  the  Amoskeag  Manufacturing 
Co.  offered  its  lines  of  staple  worsteds  for 
July,  August  and  September  delivery  at  prac- 
tically unchanged  prices.  Slight  advances  are 
shown  on  three  numbers.  It  is  expected  that 
similar  action  will  be  taken  this  week  or  next 
by  other  houses  which  have  previously  sold  for 
delivery  up  to  July  1.  These  later  offerings 
will  probably  be  absorbed  easily  by  the  dupli- 
cate business  which  buyers  have  been  trying 
to  place  for  some  time. 

There  is  no  general  desire  among  mill 
agents  to  see  a  higher  fall  market,  as  the  ex- 
perience of  the  last  year  in  all  lines  has  given 
a  vivid  demonstration  of  the  effect  of  high 
prices  on  consumption.  Nevertheless,  the  mar- 
ket is  so  firm  that  an  upward  tendency  when 
fall  distribution  actually  starts  seems  alto- 
gether likely. 

The  settlement  of  the  troubles  in  the  New 
York  clothing  trades  on  a  basis  which  prom- 
ises a  reduction  of  about  30  per  cent  in  labor 
cost  makes  possible  a  price  level  which  will 
undoubtedly  assure  a  much  fuller  distribution 
of  clothing  than  has  been  seen  for  some  time. 
This  lends  added  strength  to  the  prospects  for 
the  fall  market  on  wool  goods. 

The  market  may  not  go  higher,  but  it  is 
pretty  safe  to  predict  that  buyers  who  hold 
off  until  the  last  moment  will  find  themselves 
paying  considerably  higher  prices  for  spot  de- 
liveries of  wanted  goods. 

So  far,  the  passage  of  the  Emergency 
Tariff  measure  has  had  little  effect  on  the  wool 
goods  market,  although  the  practical  certainty 
of  a  permanent  tariff  on  wool  and  woolens 
will  undoubtedly  affect  the  next  spring  sea- 
son, which  will  probably  start  to  open  in  July. 
The  passage  of  the  Emergency  Tariff  Act,  how- 
ever, has  had  a  stimulating  effect  on  senti- 
ment in  the  raw  wool  market.  Conditions  in 
this  market,  however,  are  virtually  unchanged. 
In  spite  of  the  fact  that  the  woolen  mills  are 
operating  to  at  least  75  per  cent  of  capacity, 
the  raw  wool  market  is  still  inactive  and 
prices  show  no  improvement.  Raw  wool 
markets  abroad  are  generally  more  active  and 
higher.  Germany  is  reported  to  be  buying 
heavily  in  South  America,  and  England  and 
Japan  are  fairly  active  buyers  in  Australia. 

In  the  dress  goods  market  activity  at  pres- 
ent is  centered  on  sports  fabrics  for  nearby 
delivery.  Knitted  cloths,  tweeds,  fancy  skirt- 
ings and  bright  flannels  are  chiefly  in  demand. 


Trade  Notes 


J.  D.  Martens,  who  for  seven  years  has 
been  manager  of  the  linen,  white  goods, 
wash  goods,  domestic,  flannel  and  blanket 
departments  of  the  M.  O'Neil  Co.,  Akron, 
Ohio,  will  resign  his  position  on  June  1  to 
join  the  executive  staff  of  the  Alms  & 
Doepke  Co.,  Cincinnati,  Ohio.  Mr.  Martens 
will  be  general  store  manager  of  the  retail 
departments  and  buyer  and  manager  of  the 
silk  and  dress  goods  departments. 

Reuben  Rosenstein,  for  three  years  adver- 
tising manager  of  the  Shartenberg  &  Robin- 
son Co.'s  store  at  Pawtucket,  R.  I.,  has  taken 
charge  of  the  advertising  of  the  same  firm's 
New  Haven,  Conn.,  store.  On  leaving  the 
Pawtucket  store  Mr.  Shartenberg  was  pre- 
sented by  the  buyers  with  a  gold  watch  in 
token  of  their  esteem. 
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ionette 

Invisible 

HAIR  NETS 


'OUR  customers  always  want 
quality — -even  in  small 
things  —  and  they  know 
that  Fashionettes  represent 
quality  in  Hair  Nets. 

Put  a  Fashionette  Hair  Net  Counter 
Cabinet  among  your  notions,  display 
Fashionettes  in  your  window,  and  let 
your  increased  sales  bear  witness  to 
the  superior  wearing  qualities  of 
Fashionette  Hair  Nets. 

With  an  initial  order  of  two  gross 
we  send  the  cabinet  free  herewith 
illustrated — order  it  today — summer- 
time always  means  an  increased  de- 
mand for  Fashionettes. 

Usual  shades  and  shapes  $12.00 
per  gross.  Extra  large  all  over  $14-40 
per  gross.  White  or  grey  $24-00  per 
gross.  A  Bonus  Dozen  with  every 
gross 

SAMSTAG  &  HILDER  BROS. 

1200  BROADWAY,  NEW  YORK 

Boston,  67  Chauncy  St.  Chicago,  212  W.  Adams  St. 

St.  Louis,  507  N.  12th^St. 
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Proper  Settings 
Enhance  Value 
Of  Displays 

Merchandise  Exhibited  in  Windows 
Must  Be  Closely  Linked  Up 
with  Backgrounds 

Appropriate  backgrounds  and  settings 
when  used  in  the  display  of  merchandise  will 
go  a  long  way  to  turn  a  customer's  mind  in 
the  direction  of  buying. 

This  is  especially  so  at  certain  seasons  of 
the  year,  although  appropriate  backgrounds 
are  an  asset  at  all  times.  Of  course  some  con- 
cerns believe  that  they  cannot  go  to  the  ex- 
pense of  constructing  special  backgrounds,  but 
even  stores  of  this  kind  can  throw  expense  to 
the  winds  a  few  times  during  the  year  to  put 
forth  a  striking  display.  Such  a  move  will  do 
much  to  arouse  the  buying  interest  of  patrons. 

Must  Harmonize  with  Merchandise 

To  obtain  the  best  results  there  must  be 
relationship  and  harmony  between  the  mer- 
chandise, the  backgrounds,  and  the  settings. 
Very  often  one  sees  merchandise  tastefully 
displayed  but  with  an  utter  lack  of  thought  or 
consideration  as  to  whether  the  settings  fit 
with  the  goods  shown.  Instances  of  this  fault 
are  often  seen  in  windows  exhibiting  furs 
The  furs  are  tastefully  arranged  on  figures 
but  the  background  portrays  a  typical  sum- 
mer scene. 


An  attractive  display  arranged  by  Carl  W.  Ahlroth,  display  manager  of  the  Union  Co.,  Columbus, 
Ohio.  The  background  is  a  futuristic  design  in  black  and  gold.  The  side  panel  and  borders  are  of 
black  felt  which  make  an  appropriate  background  for  the  grape  foliage  done  in  gold.  The  flowers 
in  the  urn  are  of  purple  and  brown.    The  gowns  were  also  of  black  and  gold. 


display  considerably.  If  the  permanent  back- 
grounds are  of  walnut  or  mahogany  and  the 
merchandise  to  be  shown  is  also  of  a  dark 
color,  a  plain  background  of  a  lighter  color 


will  be  a  great  aid  in  making  the  exhibit  stand 
out.  On  the  other  hand,  if  the  merchandise  is 
of  a  light  color,  a  background  of  a  darker 
shade  will  help. 

Unit  Idea  Helpful 

Just  now  display  managers  are  using  the 
unit  idea  to  great  advantage.  This  method  is 
nothing  more  than  the  grouping  of  merchan- 
dise in  two  or  three  divisions  with  appropri- 
ate settings  separating  the  sections.  The 
idea  generally  gets  the  attention  of  a  passer- 
by. 

The  illustrations  on  this  page  demonstrate 
pointedly  how  backgrounds  can  assist  in  en- 
hancing displays. 


A  display  of  high  grade  silk  shirts  and  ties,  with  a  few  cotton  shirts  mtermmglcd.  All  of  the 
woodwork,  fixtures,  benches  and  table  are  of  old  ivory  finish,  upholstered  with  natural  linen  and 
decorated  with  a  small  gold  pattern.  The  walls  are  finished  with  imitation  linen  in  natural  color. 
The  curtains  and  floor  are  of  deep  brown  vclour.  The  floor  has  a  border  of  ivory  casement  cloth 
14  inches  wide.  Display  executed  by  W.  Oliver  Johnson.  Display  Manager,  Johnstone  Walker,  Ltd., 
Edmonton,  Canada. 

And,  in  displays  of  bathing  suits,  one  very 
often  sees  an  urban  scene  used  as  a  back- 
ground. Such  procedure  is  absurd  and  does 
more  harm  than  good  to  the  particular  line 
of  merchandise  featured. 

Backgrounds  Easily  Constructed 

Special  backgrounds  can  be  constructed 
with  very  little  labor  or  expense.  The  display 
manager  can  work  out  some  clever  creations 
from  wall  board  and  stencilled  designs. 

These  ideas  come  in  handy  when  showing 
small  articles  which  do  not  require  scenery 
or  special  designs.  Another  method  that  goes 
a  long  way  toward  enlivening  a  display  is  to 
place  art  paper  over  the  panels  in  the  perma- 
nent background. 

Even  plain  colored  backgrounds  will  help  a 


Louis  S.  Dupuis  and  Joseph  C.  Kelly  have 
been  appointed  buyers  for  the  dress  goods  and 
silk  departments  respectively  of  Wm.  H. 
Frear  &  Co.,  Troy,  N.  Y.  These  departments 
were  formerly  in  charge  of  the  late  Daniel 
McGonical. 

The  New  England  oflSce  of  Estein  & 
Mazur,  coat  and  suit  manufacturers,  104  West 
Twenty-seventh  Street,  is  now  located  at  515 
Washington  Street,  Boston.  Jacobs  &  Spero, 
makers  and  importers  of  ribbons,  have  moved 
from  373  Fourth  Avenue  to  larger  quarters 
at  15-17  East  Thirtieth  Street. 


A  seasonal  display  of  bathing  suits  and  other  bathing  accessories  augmented  by  an  exhibit  of 
boating  accessories.  No  special  backgrounds  or  settings  were  used  beyond  placing  draped  panels  in 
front  of  the  permanent  backgrounds  and  the  employment  of  a  bench  on  which  the  figure  is  seated. 
The  display  is  one  that  will  attract  the  passerby.  Display  by  Harry  Hibscher,  display  manager 
for  L.  S.  Plant  &  Co.,  Newark,  N.  J. 
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Sutton  Insurance 


dMost  Vital  Problem  of 

button  ^tailing  Eliminated! 

THE  most  constructive  contribution  ever  advanced  in 
connection  with  button  selling  is  now  offered  by  La  Mode 
Button  Service,  thereby  scoring  another  notable  triumph. 

Neverloose,  the  Button  Insurance,  solves  one  of  the  gravest 
problems  of  your  and  of  every  other  button  department.  It  offers 
for  the  first  time,  an  unfailing  and  economical  method  of  remov- 
ing several  or  more  buttons  from  a  card  without  the  remainder 
becoming  detached. 

Neverloose  is  a  liquid  composition,  applied  in  an  instant  by  a 
stroke  or  two  of  the  brush,  under  and  over  the  thread  of  the 
button  card.  Any  one  can  apply  it.  Dries  quickly,  and  leaves 
no  odor  or  sticky  surface. 

Some  of  its  ad'vantages  are: 


(1)  It  retains  the  buttons  firmly  on  card, 
permitting  cutting  of  one  or  more  buttons 
without  theremainderbecoming loosened. 

(2)  It  avoids  the  waste  of  an  accumulation 
of  odd  and  shopworn  buttons  in  tills  and 
boxes. 


(3)  It  does  away  with  the  old-fashioned 
method  of  re-sewing  buttons  on  cards.  It 
eliminates  the  mussy  practice  of  pasting 
paper  over  the  back  of  button  cards. 

(4)  It  aids  prompt  service  by  keeping  but- 
ton stock  intact  and  easy  to  get  at. 


The  use  of  Neverloose  marks  the  up-to-date  button  depart- 
ment, where  efficiency  is  sought  and  loss  prevented. 

Neverloose  is  sold  at  $1.75  per  quart  can.  Individual  brush 
and  complete  directions  accompany  each  can.  One  quart  will 
insure  80  to  100  gross  of  buttons. 

Order  direct  or  ask  our  salesman  to  call. 

B'B^UMENTHAL.  &  Qo. 

MANUFACTURERS,  IMPORTERS  &  EXPORTERS  OF 

Buttons 


15  EAST  26th  STREET 
NEW  YORK  CITY 
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Store  Ads  Carrying  Specialized  Appeal 

Will  Whoop  Up  Sales 

Here  Are  a  Few  Samples  of  Appeals  That  Can  Be  Depended  Upon 
to  Hit  Public  in  the  Eye — ^Whether  the  Space  Used  Be  Large  or 
Small,  a  Specific  Daily  Offering  Can  Be  Depended  Upon  to  Bring 

in  Business 


IN  the  last  analysis  a  retail  advertisement 
is  good  if  it  brings  customers  into  the 
store.  All  the  other  influences  of  the 
store's  printed  message  are  but  contributory 
=to  this  definite  factor.  Also  every  type  of 
appeal,  and  there  are  many,  gets  its  drawing 
power  from  the  specific  interest  an  item  or 
group  of  items  has  on  the  greatest  number 
:pf  customers. 

•  Three  of  the  possible  five  hundred  special- 
ized appeals  are  illustrated  here  by  repro- 


Nea>  Volle^atsUJ 

If'''"'' 


FLEISHER?" 

6-a-lO  WeaJ  Waahington  Streel,  Hagerslown.  HA 


ill 


Old-Fashioned  Dollar  Day! 

Far  Greater  Economies  Than  Ever-Tomorrow,  April  26--One  Day  Only! 


■^KiTa^D^W  raat  8  Two  Pounds 


Chocolates 


Newest  Neckt^^ 

A  Bmesie  re  Specia  I 

IgjiHfJte'l 

.  JL 

AndCribBlanitea  1 

BoysJ  Piqae^  Hats 

^tnjrietTMry  Salt  Dollar  Day  | 

A  headline  attraction  tliat  is  startling  | 

500  Coats -and  Dresses 

I                Women 's.  Misses '  and  Juvenile  Sizes  | 
\  This  wonderful  pollecUoo  of   ^                    We  have  aolicipolrf  a  wonder-  | 
a  high  Kocie  C«it3  comprise  £l»                    f-l  nish  for  th^  b«.uUful  R 

9  m^uTrtJ'r'^leT^tlS                  Ifl^f    Dres*sma<leot  "''ff  llf°'  | 

a  effects  ami  Dolmang,  fashioQ-          ^^^Hk    Uolhandb>lk  matenaU  olfcrt-  ■ 
8  ed  of  dependable  popular  ma-                   HB            Jj^^'^^'^^  1 
1  |irN!^'vWk''f  teilTaS           ^^^P    ^lor°or«sTWordfifalltopro-  E 
1  and  will  proveommnwwient-          ^^^^   -po-ly  emphasffi  Mdi  vnhei!  .  B 

Knit  Union  Suits 

FineBleachMaaUn^ 

Rib.  Summer  Vests 

A  Hosiery  Special 

Sta/tdardCingham 

Sojx  for  Children 

fine  Turk  TtweU 

WQmeu'sBUiom'n 

Glycerine 

Seentad  TolUt  Soap 

11  Bars 

1  asip'SiMiss 

GirW  Tub  Frocks 

Kiddies' Rib  Hose 

fine  Wwje  Cre^ 

Nainsook  kteprins 

l.r;.?'-""':?''^!. 

An  EjOra^^^eaal 

Shetland  f'oso/a 

Maalin  Petticoats 

Now  for  Rontpert! 

ars  Sid, 

Ban^alouf ^prons 

;duced  advertisements  of  recent  date — all  run 
.between  April  25  and  May  9. 

Described  in  order  the  appeals  are  all: 
(1)  The  specialized  price;  (2)  the  specialized 
'department,  and  (3)  specialized  merchandis- 
|ing. 

These  advertisements  are  analyzed  here 
to  bring  out  the  different  methods  used  by 
three  stores  in  an  attempt  to  make  a  specific 
.appeal.  This  does  not  mean  there  is  no  gen- 
eral appeal  in  the  advertisements.  There 
is  general  appeal  in  all  of  them;  but  it  cen- 
ters or  pivots  around  a  specific  appeal  in 
each  case. 

Here  is  the  analysis  in  the  order  men- 
Jtioned  above: 

;  The  Public's  Main  Interest 

I 

In  the  advertisement  of  the  Fleisher 
'Company,  Hagerstovra,  Md.,  the  specialized 
price  appeal  is  used.  The  advertisement 
features  dollar-day  in  a  general  way  and 
[in  a  specialized  way  in  one  department — 
coats  and  dresses  at  eight  dollars. 

Most  important  of  the  points  that  make 
'this  advertisement  timely  and  a  powerful 
puller  is  the  general  price  idea.  People  are 
i  interested  in  price.  They  are  looking  for 
desirable  goods  at  a  low  price,  relatively 
jlow  at  least,  for  they  have  not  yet  forgotten 
,the  long  season  of  high  prices. 

Price  is  expressed  in  other  ways  than  in 


By  Guy  Hubbart 

figures  with  a  dollar  sign  in  front  of  them. 
Customers  know  how  much  money  they  want 
to  spend,  and  the  price  figures  direct  them 
to  all  the  items  at  or  near  that  price.  But 
value  must  be  considered.  Values  vary  in 
items,  in  price  and  in  stores. 

This  advertisement  features  what  typical 
items  can  be  bought  for  one  dollar;  it  spe- 
cially features  coats  and  dresses  at  eight 
dollars. 

Appeal  Works  Both  Ways 

The  question  is,  does  a  dollar-day  appeal 
help  the  eight-dollar  special  on  coats  and 
dresses,  or  does  it  work  the  other  way?  The 
answer  is :  It  works  both  ways.  That  is  why 
the  advertisement  is  particularly  forceful. 

Look  at  the  one-dollar  items.  They  are 
well  written,  carefully  displayed  and  sen- 
sibly merchandised  —  every  value  a  timely 
offering.  Then,  right  in  the  middle  of  the 
space,  is  the  offer  of  500  coats  and  dresses 
at  $8,  in  women's,  misses'  and  juvenile 
sizes.  The  date  is  April  25.  In  a  letter 
the  adman  says  the  results  of  this  advertise- 
ment were  highly  satisfactory. 

Isn't  it  worth  while  to  study  specialized 
appeal?   If  so,  here  is  another  kind: 

A  Department  Emphasizes  the  Store 

Watt  and  Shand,  Lancaster,  Pa.,  make 
a  specialized  appeal  through  a  single  divi- 
sion of  the  store's  stock — a  sale  of  white. 

It  is  always  practical  to  make  an  appeal 
on  one  line  and  let  the  remainder  of  the  de- 
partments benefit  as  much  as  possible.  A 
May  sale  of  white  is  always  good  for  several 
days  of  specialized  appeal.  Just  now, 
women  are  slow  to  spend  much  money  at 
a  time.  In  this  advertisement  there  are 
seventeen  seasonal  sections,  each  featuring 


STORE  NEWS  FOR  WEDNESDAY 


c/Vlau  uale  of  While  m.^ 

s„-.s;,:: ns;,:  <_/ Commences  ofrlllednesday  ~~^~S'lr-i. 

S^IS" ^Ij  annual  971ay  Euent  will praue  afullal  Intirtii     eutr^  T-'-^i.^p - 

SeimliM  Wiilf  SUM  in  Vls  .^gx^'^^'^'^^li^M^ji  "sele  Q/fm  Unusual 
(Jtiojj  Sale      WMt  ^f\Valu£sm  Vim  Srimminas--^ 


several  items.  All  these  sections  benefit  by 
the  specialized  appeal  of  white,  because 
white  has  an  appeal  all  its  own,  a  traditional 
appeal,  and,  with  the  element  of  lowered 
price,  this  appeal  is  magnified  many  fold. 

It  is  interesting  to  note  that  this  particu- 
lar advertisement  was  set  on  the  typewriter 
and  then  photographed,  due  to  a  difficulty 
at  the  printing  office.  This  special  set-up 
adds  to  the  attention  value  of  the  advertise- 
ment.   So,  in  reality,  the  advertisement  has 


Gilchrist's  Answer!^ 

Let  the  items  listed  below— selected  ,at  random-be  our  answer  to  such  unfair  criticism 

Bhle  Serge 
$2950 

Suits 

'29" 

Wraps  and 
Coats 

Percale 
Blouses 

Lag*!  Stunpi 

Bags 

$po 

'vonT' 

Waists 
$1-98 

Stamped 
Gowns 

$2-50 

FrTTch^K^ 

Gloves 

^  '72^0 

'Little  Beauty' 
Underwaista 

50c 

Serge 
$J.69 

Hemsbtched 
Handkerchiefs 

J1.00 

..-_....t~t..~. 

""wdt"" 

Oxfords 

Plaid  »i>d  Striped  Skirt.,  $9.75 

9x12  AAminster 
Rugs 

Traveling 
Bag 

Brown 
Oxfords 

Middy 
Suits 

"TiiiTw"" 

Cases 
Sl;25 

Blue  Serge 
Suits 

Face  Powder 

69c 

54^8 

Bleached 
Sheeting 

69c~ 

AltUirinum 
Tea  Kettles 

"sStVJt" 

_H«ts_ 

sfoomCT 
Dresses 

"i^3~ 

Chiffon 
Taffeta 

SJ.'9 

ShirU 

"$"l"oo"" 

a  double  specialized  appeal;  one  is  institu- 
tional, the  other  mechanical.   But  both  help. 

A  Merchandising  Specialized  Appeal 

The  Gilchrist  Co.,  Boston,  Mass.,  makes 
a  specialized  appeal  on  the  basis  of  proof 
of  lowered  prices. 

This  advertisement  is  in  refutation  of 
the  charge  made  in  some  quarters  that  stores 
have  not  reduced  prices.  Each  item  in  it 
shows  a  comparison  of  price  levels  in  May, 
1920,  and  May,  1921.  And  one  item  each 
out  of  standard  lines  of  merchandise  is 
utilized  to  make  the  comparison. 

No  matter  what  line  of  goods  a  customer 
may  be  interested  in,  she  can  see  by  this 
advertisement  that  1921  offers  her  an  advan- 
tage over  1920.  The  relative  reduction  may 
mean  little  or  much  to  the  individual  cus- 
tomer, but  to  the  general  public  it  has  a 
stimulating  effect,  for  the  average  customer 
is  still  counting  her  money  in  1920  terms. 
To  find  that  it  will  buy  more  goods  than  a 
year  ago  gives  a  thrill  which  is  likely  to 
lead  to  action.  Here,  again,  is  shown  the 
value  of  a  specialized  appeal  as  against  a 
general  one. 

Only  three  types  of  specialized  appeal  are 
here  illustrated  by  advertisements.  There 
are  other  types.  In  fact,  practically  every 
advertisement  has  in  it  the  basis  of  a  spe- 
cialized appeal.  All  that  is  needed  is  for  the 
adman  to  bring  it  out. 
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Westclox 

^thats  Big  Bens  family  name 


Getting  Pocket  Ben  turnover 

THE  illustration  above  will  appear 
on  page  one  of  the  June  4  issue 
of  the  Saturday  Evening  Post.  This 
will  be  the  first  time  that  Pocket 
Ben  has  had  this  preferred  position 
all  to  himself. 

It  is  the  fourth  time  Pocket  Ben 
has  been  on  page  one  of  the  Post, 
each  time  under  the  Westclox  ban- 
ner—March 12,  April  9,  May  6,  and 
June  4. 

Now  the  readers  of  the  Post  are 
familiar  with  the  name  Pocket  Ben 
and  what  it  stands  for.  They  know 
everything  about  him  that  the  Post 

WESTERN  CLOCK  CO..  LA  SALLE,  ILLINOIS,  U.S.A. 

Makers  of  IVeslclox:  Wig  Ben,  Baby  Ben,  Pocket  Ben,  Glo-Ben,  America,  Sleep-Meter,  Jack  o'Lantern 
Factory:  Peru.  Illinois.    In  Canada:  Western  Clock  Co..  Limited.  Peterborough.  Ont. 


advertisements  can  tell  them,  partic- 
ularly that  he's  a  Westclox  product. 

The  information  they  lack  is  the 
kind  that  nobody  but  you  can  sup- 
ply—where to  get  Pocket  Ben.  If 
you  have  Pocket  Ben  in  stock,  our 
advertising  does  not  do  you  one  bit 
of  good  until  the  people  in  your 
town  know  that  you  have  Pocket 
Ben  to  sell. 

As  soon  as  they  know  that,  you 
begin  to  take  in  the  money  for 
Pocket  Ben  sales.  When  your  stock 
moves  we  get  repeat  orders,  and 
everybody  is  happy. 


Store  Chain  Uses 
Price  Comparisons 

Gilmer's,  Inc.  Points  Out  in  Adver- 
tising the  Increased  Purchasing 
Power  o£  Dollar 

Though  a  number  of  stores  here  and 
there  are  adopting  the  device  of  advertising 
comparisons  between  this  year's  merchan- 
dise prices  and  those  of  1920,  Gilmer's,  Inc., 
with  stores  in  a  number  of  Southern  cities, 
have  made  good  use  of  the  idea  in  a  differ- 
ent and  perhaps  more  effective  way. 

The  fifteen  units  of  the  Gilmer  chain 
all  are  regular  department  stores.  The  ad 
in  question,  however,  was  confined  to  gro- 
ceries. Under  the  firm  name  and  the  head, 
"My,  What  a  Difference!"  was  a  space  lOVi^ 
inches  wide,  page  depth,  divided  down  the 
middle.  On  the  left  was  the  head,  "Here's 
What  $33.65  Bought  a  Year  Ago,"  and  be- 
neath it  three  items — a  sack  of  flour,  a  hun- 
dred pounds  of  sugar  and  a  bag  of  potatoes, 
which  cost  the  above  sum  at  that  time. 

Dollar  Will  Buy  More 

In  the  right-hand  column  was  the  head, 
"Here's  What  $33.65  Buys  To-day,"  and  be- 
neath, in  the  same  type  as  in  the  other  col- 
umn, were  the  same  items.  Following  along 
below,  though,  was  a  list  in  different  type. 
This  had  69  items  more,  including  all  sorts 
of  edibles  and  kitchen  necessities.  And  at 
the  foot  was  the  same  figure  as  appeared  in 
the  left-hand  column — $33.65. 

The  difference  in  the  amount  of  goods  ob- 
tainable for  the  same  price  in  the  two  years 
was  most  forcibly  portrayed  in  the  ads  of  all 
fifteen  stores.  The  idea  is  good  for  other 
lines  besides  groceries. 

A  Comparison  in  Fabrics 

In  the  fabric  department,  for  instance, 
the  price  to  the  left  might  be  that  of  the 
amount  of  serge  needed  for  a  woman's  suit. 
On  the  right,  with  the  same  material  head- 
ing the  list,  might  be  the  additional  goods, 
such  as  lining,  trimmings,  sewing  materials, 
buttons,  etc.,  that  can  be  bought  now  for 
the  difference  between  1920  and  1921  prices 
for  the  serge  material. 

Or  in  the  women's  ready-to-wear  depart- 
ment, against  the  price  of  a  suit  last  year 
could  be  contrasted  a  1921  suit  with  various 
costume  accessories  making  up  the  price 
difference.  The  same  thing  is  easy  in  men's 
and  in  boys'  apparel,  too. 

It  is  a  very  simple  idea.  But  somehow 
or  other  it  usually  is  the  simple  ideas  that 
get  results. 

Girls  Sport  Aprons 
To  Advertise  Sale 

Middletown    Store    Adopts  Novel 
Stunt  to  Bring  Special  Event  to 
Customers'  Attention 

Aprons.  A  lot  of  them.  Sold  in  a  three- 
day  special  sale  by  the  Tompkins  Dry  Goods 
Co.,  Middletown,  N.  Y. 

The  sale  was  initiated  by  advertising  on 
the  Monday  previous  to  the  first  day  of  the 
sale,  which  was  Thursday.  On  Monday 
morning  all  the  girls  in  the  store  donned 
aprons  of  various  kinds,  some  of  them  even 
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adorning  themselves  with  dainty  cretonne 
affairs  with  caps  to  match.  These  aprons 
were  worn  all  week. 

On  each  apron  was  sewed  a  pocket  of 
sized  sign  cloth  produced  in  the  sign  writing 
department  and  inscribed  "Ask  when — 
Tompkins  Apron  Sale."  The  idea  was  to 
get  customers  to  ask  questions  which  would 
give  salespeople  an  opportunity  to  explain 
the  details  of  the  sale.  This  was  found  very 
effective.  At  the  same  time  the  men  wore 
on  their  coat  lapels  little,  round  cardboard 
signs  reading  like  the  apron  pockets  and 
bringing  the  same  results. 

For  two  days  the  entire  front  window 
space  was  devoted  to  the  sale  goods.  Let- 


55 


ters  with  inserts  enumerating  the  sale  items 
were  sent  to  a  long  list  of  customers.  Chirp- 
ers  (a  noise-making  device)  bearing  adver- 
tising labels  were  given  to  children  coming 
into  the  store. 

On  the  opening  day  of  the  sale  aprons 
were  displayed  on  tables  in  the  main  aisles 
of  the  first  floor,  and  the  main  selling  ar- 
teries were  devoted  entirely  to  aprons  on 
Thursday  and  Friday.  On  Saturday  other 
goods  replaced  them,  though  the  sale  con- 
tinued. The  store  management  found  good 
reason  to  be  satisfied  when  the  sale  was  over, 
since  not  only  were  a  great  many  aprons 
disposed  of,  but  a  good  volume  of  other  goods 
went  along  at  the  same  time. 


Economy  Board  Starts  Out  to  Stop 
Leaks  in  Operating  Expenses 


Cutting  down  waste  is  the  function  of  the 
recently  organized  Economy  Board  of  the 
Bailey  Co.,  Cleveland,  Ohio.  In  any  store  so 
large  as  to  make  it  impossible  for  the  "big 
boss"  to  keep  his  eye  on  every  detail  of  its 
operation  there  is  bound  to  be  more  or  less 
waste  of  materials.  Most  of  it  is  uninten- 
tional. It  is  the  result  of  carelessness,  and 
may  be  checked  readily  enough  when  offend- 
ers' attention  is  called  to  the  necessity  of 
economizing  in  little  things. 

It  is  to  the  interest  of  all  employees  to 
check  waste,  for  wages  depend  to  a  certain  ex- 
tent on  the  profits  of  a  business.  If  a  store 
is  making  money  it  can  pay  better  wages  than 
the  competitor  who  just  gets  by.  The  element 
of  waste  is  one  of  the  hungry  beasts  that  eat 
incessantly  into  profits  and  at  the  same  time 
increases  the  mark-up  on  merchandise,  thus 
giving  competitors  an  obvious  advantage. 

Where  Waste  Figures 

It  costs  the  Bailey  Co.  somewhere  around 
$200,000  yearly  to  maintain  the  essential  sup- 
plies needed  to  run  its  store.  As  in  other  large 
stores  a  part  of  this  sum  represents  waste.  To 
stop  this  waste,  or  at  least  to  minimize  it,  is 
the  object  of  the  Economy  Board. 

Each  section  of  the  store  is  supervised  by 
a  member  of  the  board,  who  is,  perhaps,  a 
floor  executive  of  the  section  also.  Non-sell- 
ing departments  are  taken  care  of  by  the  head 
porter  or  the  day  house  man,  who  covers  the 


entire  store  several  times  a  day.  These  peo- 
ple keep  their  eyes  open  for  all  sorts  of  little 
things  that  represent  money  expended  with 
no  return,  such  as  lights  left  burning  after  the 
need  is  past,  several  sheets  of  paper  used 
where  one  will  do,  etc.  Every  Monday  there 
is  a  meeting  of  the  board,  at  which  each  mem- 
ber reports  his  findings  and  tells  the  action 
he  took  in  connection  with  the  cases  he  has 
observed. 

Small  Things  Grow  Large 

The  results  have  been,  so  far,  unexpectedly 
satisfactory.  It  is  not  too  much  to  claim  a 
saving  of  10  to  15  per  cent,  for  the  moral 
effect  of  the  effort  to  save  reaches  to  all  ave- 
nues of  service,  from  the  wrapper  to  the 
driver  on  the  road — whose  care  or  slackness 
in  driving  means  big  or  little  repair  and  up- 
keep bills  on  his  machine. 

It  is  not  the  purpose  of  the  board  to  re- 
strict the  use  of  supplies  where  there  is  actual 
need.  Indeed,  the  study  of  a  certain  situa- 
tion may  result  in  recommendations  for  new 
expenditure.  It  is  simply  a  systematic  at- 
tempt to  reduce  operating  expenses  by  stop- 
ping little  leaks.  The  chart  reproduced  beiow 
shows  how  the  board's  members  cover  the 
store. 
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In  the  checking  of  expenses  in  the  operation  of  the  Bailey  Co.'s  store  every  item  is  charged  to 
the  proper  cL^^^^  automatically   comes  for  attention  to  the  committee  or  sub-committee 

responsible  therefor. 
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SO-HANDY  TRAVELING  CASES 


DO  YOU 
WANT  A 
BUYER? 

How  many  readers  of  a 
daily  newspaper  are  quali- 
fied for  a  buying  position? 

The  Economist's  circula- 
tion, concentrated  on  store 
executives  and  buyers,  as- 
sures you  contact  with  peo- 
ple who  can  qualify  as 
buyer — ^who  know  mer- 
chandise. 

Your  advertisement  in 
Economist  "Wants 
100%  efficient. 


is 
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4900  Bryant  ■ 


Established  1846 


DRY  GOODS  ECONOMIST 
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Motto— What  to  Buy  and  How  to  Sell  It— Member  of  the  Root  Newspaper  Ass'n 


ISSUED  EVERY  SATURDAY 
At  Thirty-ninth  Street  Building 
239   West  39th  St.,   New  York  City,  by 

The  Textile  Publishing  Company 

Chas.  G.  Phh^lips  President 

A.  C.  Peabson  General  Manager 

H.  E.  Tatix)r  Advertising  Manager 

S.  H.  DiTCHBTT  Editor 

Franklin  T.  Root  Treasurer 


B.  M.  Arrick, 

Mgr.  Store  Equlpnnent  Dept. 
H.  G.  Wesley, 

Mgr.  Garment  &  Accessories  Depts. 

A.  E.  Hurst, 

Mgr.  Economy  Service  Dept. 

B.  H.  FiSHLiafi, 

Mgr.  Shoe  Dept. 

J.   T.  MiLLHE, 

Mgr.  Special  Service  Dept 

C.  K.  McDermdt, 

Mgr.  Knit  Goods  Dept 
O.  W.  Pearson, 

Mgr.  Carpet  Dept. 
R.  C.  Sanborn, 

Mgr.  Manufacturers  Fashion  Service 
and  Fashion  Camera. 
R.  B.  Thomas, 

Mgr.  Fabric  Dept. 
W.  A.  Watson, 

Mgr.  Fancy  Goods  and  Notion  Depts. 
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CHICAGO,  215  So.  iVIarket  Street 
Franklin  G.  Whitnet. 

ST.  LOUIS,  1627  Locust  Street. 

Root  Newspaper  Association. 

CLEVELAND,  539  Guardian  Bidg. 

Robert  Mertz. 

SAN  FRANCISCO,  423  Sacramento  St. 
P.  H.  Nealbt. 
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Miss  Laura  Hubbard. 
Mllb.  Lebrun. 


ADVERTISING  RATES. 

SINGLE  INSICRTION 

Full  Page   $276 

One-half  page   150 

One-quarter  page   30 

Contract  rates  on  application 


Telephone  Call,  4900  Bryant. 

Cable  Address,  "DOMESTIC." 
( Western  Union  Code  Uaed) 

BRANCHES: 

BOSTON,  185  Devonshire  Street. 

Jambs  H.  Gabonbr. 
PHILADELPHIA,  1420  Widener  BIdg. 

Prank  Manbbb. 
BALTIMORE,  207  Rollins  Building 

R.  F.  and  B].  D.  Nollmt. 


SUBSCRIPTION  PRICE. 

Weekly  Monthly 

United   States  J6.00  a  Tear  $1.75 

Postage,  50c.  to  $1.00  additional  west  of 
Mississippi  River. 

CANADA  AND  FQRBIQN.  > 

Weekly   $7.50 

Monthly    2.OO 

Postage  paid. 

SINGLE  copies. 

Regular   26 

World  Wide   $1.00 

Money  due  to  the  Dry  Goods  Economist 
should  be  paid  to  this  office  direct  or  to 
an  agent  bearing  the  Textile  Publishing 
Company's  written  authorization  to  col- 
lect. No  other  payments  can  be  recog- 
nized. Make  checka,  drafts,  P.  O.  orders 
etc.,  to  order  of  The  Textile  Publishing 
Company. 
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MADEIRA  '^-^Jx 

Hand  Embroidered  Linen*  ^ 

.with  the  Progress  Brand  L»bel  «re  -"JSE^  ^ 
»-  guarantee  of  quality,  due  work-  '4;^' 
manship  and  attractife  designs.;  , 
Handkerchiefs,  Napkins,  Luncheon  Sets  and 
Covers,  and  a  large  variety  of  Novelliej. 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK   Cor.  22nd  Sti 


DRESS  COTTONS 


WHOLESALE  DRY  GOODS 


LININGS 


ll[OI«TIIIED  TRADE  MABK 

Clafuns  Incorporated 

NEW  YORK 


"Best  in  th£  Woblo" 

Richard  Haworth  and  Company,  Limited 
Spero  Mills  on   Manchester  Ship  Canal 
The  Model  Factories  of  Lancashire 


"HOOSIER" 

The    best    36-inch  brown 

domestic    in  America 
Bw  it  iv  the  bale;  sell  it 
t>y  the  holt 

Sold  by  all  wholesalers 
Indians  Cotton  Mills 

Cannelton,  Ind 


DRESS  GOODS 


BRADFORD 


NEW  YORK 


W.  W.  Rycroft  &  Co. 

66  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 

Imported  Mohairs,    Sicilians,  Wool  and 
Cotton  t)ress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addres* 
and  line. 


WOOLENS 


Real    HARRIS,    LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  for 

Sporting  Suits 
Palterns  and  Prices  on  Application. 

So  A.  NEWALL  &  SONS 

(D.  G.E.) 
Stornoway.  SCOTLAND. 

Slate  ShaJe  Desired. 


BLANKETS 


MARK 


Claflins  Incorporated 

H.  P.  Bonties,  President.  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


^  j^ilberla  ► 


The  Gilbert  Manulac- 
taring  Company's 
Linings  converted  and 
distributed  solely  by  us. 

Complete  range  of  everything  carried 
in  a  Lining  Department. 

CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


Write  for  our  latest 

s  Special  Catalogs 
E  1921 


To  Dealers  only. 
JohnUFarweU  Coinpany 

CHICAGO 

Wholesale  Dty  Goods  and  General  Merchandise 
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WHITE  GOODS 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  A.B.C.  5th  Edition  &  Bentley's 


HorrOCkses''j^r  Excellence 
IN  NAINSOOKS 
AND  FINE  COTTONS. 


U.S.A0ent5  - 

Wright  «  Graham  Co., 

110. Franklin  St..  New  York. 

Canadian  A0ent  — 
J.E  Ritchie. 

59i.St.,Calherine  St.W  Montreal.Qu. 


RIBBONS 


Make  "That"  Department  Improve 

What  if  it  is  falling  behind?  Give  the 
buyer  some  good  tips,  furnish  the  sales- 
people real  selling  knowledge,  and  get  be- 
hind the  display  man  with  suggestions. 
The  Dry  Goods  Economist  is  at  your  ser- 
vice Get  out  the  last  half  dozen  numbers, 
act  now  and  watch  the  depardment  improve. 


KING  PHILIP  MILLS 

The  Home  of 

NAINSOOKS 

S.  H.  Howe,  Selling  Agent 

York 


QUALITy 


RIBBONS 

0— 'SILKS 


We  call  special  attention  to  our 
line  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  &KAUFMANN,1NC. 

19  East  letli  Street.New  York 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Dislrihulors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 

Adams  and  Wells  Sts.  Ch'caflP 


ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 
WHITE  GOODS 

"The  Right  White  Merchandise" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 

44-46  E.  Z5th  St.,      New  York 


DERRYVALE 

If  it's  "Derryvale; 
it's  "Iristi  Linen 

DERRYVALE  LINEN  COMPANY 
23  Bast  Street, N.Y. 


IRISH  LINEN  SOCIETY 

A  .g^'-FAST     IRELAND '^a.,^ 


A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  or  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  STREET.  NEW  YORK 

 .  r  ■■ — ^  . 


DRESS  LINENS' 


^M^^     PURE  IRISH  LINEN 
LINEN  DAMASKS 

■23-25  East  96™  Street      Ne^A/  York. 


An  Easy  Index- — 

That  is  what  you  will  find  the 
Buyers*  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


WE  ARE  NOW  ilECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

4S  East  20th  St.   N.  Y.  City 


SELLING  AGENTS 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agents 
86  to  88  Worth  Street 


Beg.  U.S. 


Fkt  Office 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Catting-Up  Trade 


INTRODUCING 

— OUT  plans,  ideas,  cuts,  etc,  in  your 
advertising  means  sure  resu!ts,higger 
business,  better  profits.  An  exdusiTe 
service! or  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE  ECONOMY  SERVICE 

231  W.  39th  Street  New  York  City 
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Bureau  Rules  on 
Term  'Tanama" 

St.    Louis    Better    Business  Body 
Issues  Data  for  Guidance 
of  Retailers 

With  the  straw  hat  season  under  way  re- 
tailers should  be  careful  as  to  the  use  of  the 
word  "Panama"  as  a  descriptive  term  for  hats 
of  a  certain  type.  The  St.  Louis  Better  Busi- 
ness Bureau  has  ruled  on  the  use  of  the  word 
as  follows:  When  "Panama"  is  used  to  de- 
scribe a  hat  that  is  not  genuine  (made  in 
South  America  of  a  palm  known  as  Toquilla), 
whether  used  alone  or  connected  with  or  modi- 
fied by  another  word,  such  as  "Toyo," 
"Italian,"  "Porto  Rican,"  "Adambo,"  etc.,  the 
word  "imitation"  should  be  used  immediately 
connected  therewith.  The  word  "Panama"  as 
applied  to  hats,  signifies  and  is  understood  by 
the  reader  of  advertising  to  describe  the  gen- 
uine Panama  and  all  imitations  should  either 
drop  the  word  "Panama"  or,  if  it  is  used, 
qualify  it  as  "imitation." 

The  use  of  the  following  terms  is  consid- 
ered legitimate:  "Toyo  Panamas"  (imita- 
tion); "Toyo  Hats,  Panama  style";  "Toyo 
Hats,  commonly  known  as  Japanese  Pana- 
mas." (Other  descriptive  terms  applied  to 
imitations  of  Panama  hats  to  be  substituted 
for  "Toyo.") 

The  Better  Business  Commission  of  To- 
ledo,  Ohio,  has   adopted   the  above  ruling. 


Many  complaints  are  filed  every  year  in  re- 
gard to  the  mis-naming  of  imitation  Panama 
hats.  There  is  no  excuse  for  continuing  such 
mis-naming,  more  especially  as  intelligent 
customers  know  that  a  genuine  Panama  hat 
cannot  be  bought  for  the  price  at  which  the 
ordinary  imitation  is  offered,  and  are  likely  to 
lose  confidence  in  the  store  so  advertising. 


Far  West  Looms  Up 
as  Garment  Center 

Development  of  the  Far  West  as  a  gar- 
ment-producing center  was  very  clearly  pic- 
tured by  Frank  Gallagher  at  a  recent  luncheon 
given  by  him  to  members  of  the  New  York 
trade  and  consumer  press.  During  the  course 
of  his  remarks,  in  which  he  mentioned  that 
Los  Angeles  has  an  annual  industrial  produc- 
tion of  $600,000,000,  he  said  garment  manu- 
facturers there  are  coming  to  the  front  by 
reason  of  the  particular  individuality  ex- 
pressed in  their  creations. 

Mr.  Gallagher,  who  represents  in  New  York 
a  number  of  Los  Angeles  garment  manufac- 
turers, is  planning  to  broaden  the  scope  of  his 
operations  in  order  to  promote  Los  Angeles 
as  a  whole  rather  than  to  promote  any  single 
group.  In  his  plan  to  link  up  the  Atlantic 
and  Pacific  coasts  from  a  garment-producing 
standpoint,  Mr.  Gallagher  hopes  to  take  some 
eastern  conceptions  to  the  Pacific  market. 

John  D.  Martens,  late  of  the  M.  O'Neil  Co., 
Akron,  Ohio,  has  been  appointed  general  man- 
ager of  the  Alms  &  Doepke  Co.,  Cincinnati, 
retail  department. 


Brandeis  Store 
Boosts  Capital 

Stock  Is  Increased  from  $350,000  to 
$2,500,000— All  of  Issue  to 
Remain  in  Family 

Economist  Correspondence,  Omaha,  Nfeb. 

The  capital  stock  of  J.  L.  Brandeis  &  Sons 
has  been  increased  from  $350,000  to  $2,500,- 
000.  All  the  stock  will  remain  in  the  Bran- 
deis family.  This  is  the  first  change  in  cap- 
italization to  take  place  in  twenty  years.  Two 
new  stories  on  the  Brandeis  store  building  will 
soon  be  ready  for  use. 

The  Burgess-Nash  Co.  is  making  extensive 
use  of  motion  pictures.  As  part  of  its  educa- 
tional program  for  store  employees  industrial 
films  are  being  shown  in  the  new  auditorium, 
illustrating  the  making  of  shoes,  corsets, 
dresses,  etc.  Employees  will  be  asked  to  at- 
tend one  night  a  week.  Films  are  being  used, 
too,  to  teach  children  to  know  the  Burgess- 
Nash  Co.,  a  program  being  run  every  Satur- 
day morning  at  9 :30. 

J.  R.  McQuilton,  manager  of  the  ready-to- 
wear  department  of  M.  E.  Smith  &  Co.,  has 
resigned  to  go  into  business  in  San  Francisco. 
T.  H.  Alexander  is  his  successor. 


J.  H.  Mahoney  has  joined  the  Gilchrist  Co., 
Boston,  as  assistant  buyer  of  men's  clothing. 
Formerly  he  was  with  the  Timothy  Smith  Co., 
Boston. 


WASH  CLOTHS  &  TOWELS     BRAIDS  &  TRIMMINGS 

ART  NEEDLEWORK 

GLOVES 

TTAJIX  WASH 
/I  \J  CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 

BRAIDS,  CORDS,  DRESS  TRIMMINGS 


FANCY  LINENS 

EMBROIDERY  MATERIALS 
"Peri-Lusta"  FST33  "Crystal" 

Merceriipd  .  Artificial 

COTTONS        ?WHug75*  SILK 

'  Complfjte  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


GLOVES 

English,  French,  American 

Wholesale  Department:  ' 
2  West  37th  Street         New  York 


TURKISH  TOWELS 

BATH  MATS         WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CD. 

PHILADELPHIA 

New  York  Salesroom   61    White  St. 


DRY  WIS 

TOWEL  PAT  OFF 

A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
waHheo  white ;  that  costs  no  more  than  the 
ordinary  buck  towel. 

Sample   on  Request. 

John  R.  Lankenau  Co.,  Boston-Il,  Mass 


Manufacturers  of 

FEATHERBONE  Dress  Specialties 
GIRDELIN  Dress  Belting 
Three  Oaks,  Mich. 

New  York  Chicago       San  Francisco 


RICHZIRDSOIi'S 

?.VSF  MERCERIZED 
SILKS  COTTONS 
(^mmm    for  SEWING 
HllM,  EMBROIDERING 
S^M^im,  CROCHETING  . 

Richardson's  lOc  Crochet  BooKs 

RICHARDSON  SILK  COMPANY 
.  Chicago     MaiiufaclUKK  Ncwyopk 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO., 


Johnstown, 

N.  r. 


LACES  &  EMBROIDERIES 


NECKWEAR 


TiAVELPIiOOF"  WASH  CLOTHS 
•  AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  Q)hoE5,NY. 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  2?rd  Street 


New  York  City 


ALL  THAT  THE   NAME  IMPLIES  I 

POLLOCK  &^LOWEmmJMi^ 

40  WEST  2CHh  STREEJ-NEV  >X)RK 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


MILLINERY 


^  Telephones!  ^^29|Qjan,gy^,y 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

160  Fifth  Avenue,  New  York 

Nortavvest  corner  2l8t  St. 


Sanitary 

Cleaning  Cloths 

(or  Kitchen  &  Household 
Sponge-Dish  Cloths. 
Scrub,  Paint,  Du«t  and Pol- 
MhingClcfhi.  Imitation  Chamoia.  Iron  Holder!,  Broom 
Coreri,  Tiniel  Pot  Cleaners.GIaia  and  Kitchen  Towcli. 

JOHN  RITZENTHALER 

Succ.  Adolf  Frickc 
73'/^  FRANKLIN  ST..     NEW  YORK  CITY 


Just  Enough 

The  ads  in  the  Buyers*  Mer- 
chandise Guide  are  short — 
"just  enough"  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


MILLINERY 
MERCHANDISE 

Open  thruoul  the  year 
,)    NEW  YORK 
411  Fifth  Avenue) 


D.  B.FISK&  CO. 

CHICAGO 


Branch  salesrooms — open 
during  market  season. 

St.  Louis,  1013  Washington 
Ave. 

Cleveland,  Hotel  Ciereland 


Do  you  need  a  good 

BUYER? 
DISPLAY  MAN? 
ADVERTISING  MAN? 
CARD  WRITER? 

ECONOMIST  WANT  ADS 

BRING     BEST  RESULTS 


Spokane  Concern 
Floats  Big  Loan 

Dry  Goods  Co.  Sells  $250,000  Bonds 
in  One  Day — Merchants  Plan 
Convention 

Economist  correspondence,  Spokane,  Wash. 

Culbertson's  have  closed  out  the  stock  of 
the  Emporium  Dry  Goods  Co.,  recently  pur- 
chased, and  the  store's  men's  shop  will  be 
moved  into  the  Emporium  building.  The 
property  on  which  the  building  stands  has 
been  leased  for  99  years.  No  immediate  use 
will  be  made  of  the  site  other  than  as  noted 
above;  but  an  eight-story  building  to  cost 
$250,000  will  be  erected  later  on  to  provide 
room  for  expansion. 

The  Spokane  Dry  Goods  Co.  and  its  re- 
tail department,  the  Crescent  store,  have 
floated  a  loan  of  $250,000  in  one-  to  five-year 
serial  bonds.  A  single  advertisement  in  an 
evening  and  a  morning  paper  brought  such 
response  that  the  bonds  were  taken  in  one 
day.  The  ad  offering  the  bonds  sets  forth 
that  the  net  earnings  of  the  Spokane  Dry 
Goods  Co.  have  averaged  $189,428  during  the 
last  ten  years. 

The  second  annual  Merchants  Conven- 
tion will  be  held  in  this  city  July  20,  21 
and  22.  Meetings  are  to  be  held  in  a  huge 
tent  erected  on  top  of  a  local  hotel,  cover- 
ing a  specially  made  roof  garden.  At  least 
1000  merchants  from  small  towns  are  ex- 
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pected  to  be  present.  Well-known  speakers 
from  both  East  and  West  will  be  heard. 

The  Crescent  store  is  the  only  one  in  Spo- 
kane to  follow  the  lead  of  Eastern  stores 
in  printing  comparative  prices  showing  re- 
ductions in  merchandise  prices  from  the 
levels  of  1920. 


Mrs.  Alms  Bequeaths 
Large  Sum  to  Charity 

Under  the  will  of  Mrs.  E.  C.  U.  Alms, 
widow  of  Frederick  H.  Alms,  of  the  Alms  & 
Doepke  Co.,  Cincinnati,  it  is  provided  that 
her  estate  of  approximately  $1,500,000  be 
held  intact,  the  income,  amounting  to  $100,- 
000  annually,  to  be  devoted  to  educational 
and  charitable  purposes.  From  the  income 
it  is  provided  that  the  University  of  Cincin- 
nati shall  be  given  $200,000  to  erect  a  new 
building.  A  large  sum  is  given  to  purchase 
land  to  add  to  a  public  park,  a  $250,000  wing 
is  to  be  added  to  the  local  art  museum  and 
several  smaller  sums  are  set  aside  for  special 
purposes. 

When  these  provisions  are  ultimately 
complied  with  the  income  of  the  estate  is  to 
be  devoted  entirely  to  charitable  and  edu-» 
cational  projects.  Edward  H.  L.  Haefner, 
active  head  of  the  Alms  &  Doepke  Co.,  is  to 
have  entire  control  of  the  estate's  stock  hold- 
ings in  that  firm. 

Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  ECONOMIST. 
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Boston  Will  Have 
Men's  Style  Show 

Apparel  Club  of  New  England  Will 
Hold  Exposition  in  Mechanics' 
Hall 

Plans  are  being  pushed  for  a  big  exposi- 
tion and  show  of  spring,  1922,  styles  in  men's 
clothing  and  furnishings  to  be  held  in  Me- 
chanics' Hall,  Boston,  Mass.,  some  time  dur- 
ing the  latter  part  of  September  or  early  m 
October.  It  will  be  sponsored  by  the  Men's 
Apparel  Club  of  New  England.  The  organi- 
zation expects  to  make  a  five  day  event  of  it 
and  to  hold  the  semi-annual  convention  of 
the  Men's  Apparel  Club  in  connection  with 
it  and  possibly  a  convention  of  the  New  Eng- 
land Association  of  Retail  Clothiers. 

The  plan  involves  the  co-operation  of 
manufacturers  displaying  sample  style  mer- 
chandise. The  show  should  be  a  mecca  for 
merchants  anxious  to  have  a  look  at  the 
style  creations  for  the  coming  season. 

No  retail  business  will  be  done  during  the 
event,  according  to  present  plans,  but  at 
certain  hours  each  day  wholesale  business 
might  be  transacted.  The  exhibit  will  fur- 
nish an  opportunity  to  merchants  to  see  and 
compare  the  lines  of  the  various  manufactur- 
ers. A  clothing  exposition  and  style  show 
of  this  kind  has  never  been  held  in  Boston. 
Similar  events,  however,  formerly  were 
staged  in  New  York  annually. 


COATS  &  SUITS 


DRESSES 


DRESSES 


FURS 


snow 
showing 


A.L.COHEN1 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES  ^ 
Waists-  Dresses-Coals  -  Suits  -Skirls 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  BWd.  and  Wells  St. 
CHICAGO 


□dresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on  . 
Silk,  Taffeta,  Georgette 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The   Little   Goddess  Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone,   Chelsea  1113   


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 
DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-126  W.  26th  St.  New  York 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  T  r  i  m  s  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service 

231  West  39tli  Street  New  York  City 


Made  by 

MITCHELL  BROS.  CO. 
367  W.  Adams  St. 

CHICAGO 


Adams  Street, 
at  the  Bridge 


fiOTTLIEB  BROS. 

Vj      MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST  71'^'  ST.,  NEW  YORK, 
CHICAGO  OFFICE-  223  JACKSON BOUIEVARI) 

W  F.  DROESEMUELLER 
SAN  FRANCISCO  OFFICE-  l35KEARNTf  ST. 

I.  HANAIO  


Good  Values 
Exclusive  Styles 
Tricotlne* 
Serges 
Jerseys 
Satins 
Georgette 
Taffetas 
S15.00  to 

.$40.00 
Send  for 
samples. 

Prompt  _ 
deliveries     158  W. 


DRESSES 


29tli 


Tel. :  Watkins 
7350-7351 
St.    New  York 


ACKMAN'S 

FURS 

'America's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 

CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


CHILDREN'S  WEAR 


PL AYSUITS 


WAISTS 


T)u'PrGck-T?avl5  Co. 

D^jjgners  ana  ?ManuPBcniret3  oP 

6Kclu5ive'Plou5e5^ 

'219  V(^.Vloi7roe  Sireer 
Chicago 


Originator  and  Designer  of 

WAISTS  AND 

BLOUSES 

of  distinction 

Adolph  R.  Haas 

214  So.  Franklin  St. 
Chicago  <B 


CHILDREN'S  DRESSES, 
ROMPERS,  BABY  BOY  SUITS 
THE  B.  W.  COMPANY 

73  FIFTH  AVENUE  NEW  YORK 


WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Elder.,  Baltimore,  Md. 
N.  Y.  Office:  1182  Broadway,  Room  90G. 


KOVERALIS 

*    ^^^^^    Re5^  u' "ot  o" 


f^flO,         Pot-  Oft 

Patented  January  8th  1918 
Copyrighted  name  for  one-piece 
garment  (or  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway.  N.  Y. 
Frankfort,  Ind. 


S^^jT      /jSi  ''^K  "nieEconomySanKirf' 
'V    V/*'  •  'A  "America's  Play  Garment" 

w\\  V  t  r  \,  ^  is  as  well  made  as  the 
"       '     \X  famous  Outerall  one-a>iece 
work  garment.  Assorted 
J  .styles.  Samples  on  request, 

Michigan  Motor  Garment 
Co.,  Greenville,  Mich  ,^ 

ho 


MARKS 
FURS 

Madeia 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


SKIRTS 


CORSETS 


MUSLIN  UNDERWEAR 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


Cotton 
Waists 


THE 
HIRSCH-  Silk 

STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


GnECIAN-lRECO 

Maternitj^  and 
Post-Operation  Corset 

Grecian-Tueco  Fabric  Modem-Hyi^ienic 
Helps  Nature -does  not  resist  her. 

SEND  FOR  SAMPLE 

Benjamin  6  JpHnes.Newark.N.J. 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide — it's  the 
quick  way  of  finding  their  addreM 
and  line. 
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Here's  a  Good  Idea 
for  Fashion  Show 

Firm  in  Hazleton,  Pa.,  Put  on  Dis- 
play in  Form  of  Vaudeville 
Act  in  Theatre 

Good  ideas  in  fashion  shows  continue  to 
come  along.  A  recent  one  is  from  P.  Deis- 
roth's  Sons,  Hazleton,  Pa.  This  firm  planned 
to  hold  its  show  at  a  local  theatre,  and  ar- 
ranged to  have  it  incorporated  as  one  act  of 
the  regular  bill  of  vaudeville. 

To  do  something  out  of  the  ordinary  run 
of  such  affairs  a  one-act  musical  comedy 
sketch  was  written  by  George  E.  Deisroth, 
one  of  the  firm,  with  special  music  and  stage 
settings,  the  latter  by  advertising  manager 
Frank  Mackie.  The  main  scene  was  laid  in 
the  "Vanity  Shop,"  reproducing  the  interior 
of  a  women's  specialty  store.  The  three 
scenes  ran  twenty-five  minutes  and  gave  op- 
portunity for  showing  forty-four  costumes 
twice  on  each  of  three  successive  evenings. 
They  were  presented  to  the  audience  whenever 
the  chorus  appeared  in  a  new  outfit,  summery 
apparel  being  featured  throughout,  as  it  was 
a  summer  fashion  show. 

The  characters  were  all  well-known  local 
girls,  and  of  course,  this  made  public  interest 
all  the  keener.  That  the  six  weeks  of  re- 
hearsals brought  splendid  results  is  evident 
from  the  size  of  the  audiences,  7000  people 
viewing  the  show.    Snappy  musical  numbers. 
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dancing  and  comedy  as  well  as  the  costumes 
made  an  attractive  act.  The  shop  setting 
gave  the  firm  a  fine  chance  to  show  many  ar- 
ticles not  included  in  the  costumes  of  the 
cast,  thus  increasing  its  advertising  value. 

None  of  the  apparel  worn  was  returned  to 
stock.  To  assure  customers  of  this  the  store 
held  a  special  sale  of  the  gowns  at  reduced 
prices  and  at  the  same  time  advertised  the 
complete  new  stock  of  similar  attire. 

The  material  for  the  act  has  been  copy- 
righted; but  the  firm  writes  that  it  will  be 
loaned  gladly  to  any  other  store  desiring  to 
stage  an  event  of  the  same  character. 

Cotton  Dress  Sales 
Show  Improvement 

The  sale  of  cotton  dresses,  which  was  held 
up  considerably  due  to  cool  weather,  has  been 
proceeding  favorably  in  most  retail  stores 
during  the  past  week  or  ten  days.  Retailers 
apparently  had  little  difficulty  in  obtaining  all 
the  stocks  they  required  and  seem  to  be  pre- 
pared to  meet  almost  any  demand  made  upon 
them.  This  applies  particularly  to  those 
stores  which  are  comparatively  close  to  the 
wholesale  market.  There  is  one  exception, 
however.  Dresses  made  of  red  and  white 
check  gingham  are  scarce.  While  these  can 
be  obtained,  it  takes  considerably  more  shop- 
ping to  locate  them  because  of  the  strong  de- 
mand. Some  manufacturers  have  cleaned  out 
their  lines. 

Department  managers  find  it  easier  going 
when  the  salesforce  read  the  Economist. 


Retail  Trade  Hard 
Hit  in  Phila. 

Textile  Mills  Inactive  and  Purchas- 
ing Power  Suffers 

Philadelphia  Office  of  the  Dry  Goods  Economist, 
1420  Widener  Building 

Textile  mills  here  still  are  being  operated 
at  about  half  their  normal  capacity,  with  no 
immediate  betterment  probable.  It  is  a  good 
sign,  however,  that  considerable  new  machin- 
ery is  being  purchased  for  various  plants. 
The  idleness  of  many  textile  operatives  on 
strike  is  causing  severe  curtailment  of  busi- 
ness in  retail  stores  in  several  districts  of  the 
city.  It  seems  as  though  those  people  who  are 
buying,  however,  are  determined  to  buy  where 
they  seem  to  get  most  for  their  money,  for 
stores  giving  trading  stamps  and  coupons  are 
doing  better  than  others. 

A  feature  of  the  silk  market  here  is  an 
acute  shortage  of  wash  satins,  for  which  pet- 
ticoat manufacturers  have  placed  insistent  or- 
ders. Jobbers'  stocks  are  low,  and  manufac- 
turers cannot  make  deliveries  on  new  orders 
before  July.    Fall  silk  buying  has  not  started. 

The  "Quaker  Maid"  dress,  designed  by 
girls  of  the  William  Penn  high  school,  is  a 
flulTy  creation  in  dainty  colors  noteworthy  for 
its  attractive  simplicity  and  modesty  of  style. 
About  350  dresses  designed  and  executed  by 
the  students  were  shown  at  a  recent  exhibi- 
tion. 


KNIT    GOOD  S 


HOSIERY 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Just  Enough 

The  ads  in  the  Buyers'  Mer- 
chandise Guide  are  short — 
"just  enough  "  to  say  what  the 
manufacturer  sells  and  where 
he  is. 


Art  Silk  Tuxedo 
Coats  and  Sashes 


BATHING  SUITS 


THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N.  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


INTRODUCING 

— our  plans,  ideas,  culs,  etc.,  in  your 
advertising  means  sure  results.bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  r<>tailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

the"economy  service 

231  W.  39th  Street  New  York  City 


THIS  BUYERS 
MERCHANDISE  GUIDE 

places  the  buyer  in  touch  with  new 
lines  and  tells  him  where  es- 
tablished brands  may  be 
obtained. 


LADIES  FULL  FASHIONED 


SILK. 
HOSIERY 


J.R.Beaton  Co.,I  nc. 

331  Fourth  Ave.       New  York 


Miller 

SOCKS  "for  WEAR 


Mill  "  Retaih 


9f(?ie  /^r  SAMPLES  ^jPUICES 
S.S.MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A. 


Economist  Want  Ads  are  big 
producers.  If  you  want  any- 
thing from  an  odd  lot  of  mer- 
chandise to  a  new  buyer  for 
your  Notion  Dept.,  Economist 
Want  Ads  will  fill  vour  needs 


LABELS 


<, WOVEN  ENGRAVED  EMBOSSED  &  PRINTED 

\   FOR   ALL  WEARING  APPAREL 
'■  404  S.WELLS  STREET  CHICAGO 


HOSIERY 


Real  Hosiery  Ualue 

No.  630  Ladies'  pure  silk  finest  gauge. $10.50 
No.  600  Ladies'  pure  silk  lace  ankle..  10.50 
No.  630X  Ladies'  pure  silk  lace  inserted.  22.50 

No.  100  Ladies'  full  mercerized   3.2.5 

No.  240  Men's  pure  silk  fintst  gauge.,  7.00 

ALL  THE  NEW  COLORS 
Mill  to  retailer  Write  for  sample 

LAZAR  SILK  HOSIERY  MILLS 

 Clifton  Heights,  Pa. 


.       The  Trade 
Mark 


The  original  r\WF 
and  only  man-    —  <!/ 

the  genuine    ^  ^     ,  ^ 

Racine  Feet.  The  Trade  Mark  with  a  reputatiooreputation  fl 

RACINE  FEET  KNITTING  CO. 

BELOIT,  WISCONSIN 


-COllS 

"Made  in  U.  S.  A." 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &Co. 

Selling  Agents 
345  Broadway      New  York 

"Xo  Seams  to  Injure 
the  Feet." 


TRADE  MARK 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

KNITTING  niLLS 

READINe  PA 


BUTTON  MACHINES 


MAKE  BUTTONS  'WHILE  CUSTOMERS  WAIT! 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 

149  W.  28lh  St.,  New  York 

60  Years  Experience  behind  our  Service 


SHOES 


BATHING  SHOES 


IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 


BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


Ladies  COMFORT  Shoes 

Soft-Flexible  Leather 


LOW  «  2.85  Pair 

OUler  Sryles  on  R^uest 
Made  m  CD  E  EE  'vidths 
Sold  in  3tj  Pair  Lots  — 
FOB  Factory 


HIGH  S3  J5  Pair 


THE  HELD  CORPORATION 

tl  UNION  SQ.UA.RE     lyEW  YORK 


YDE-TOP 

SHOE 

No.  177— All  Glazed  Kid 
S-incli  Welt.  "YDE-TOP."  1%- 
inrh  Cuban  Heel,  arch-supporting 
fhank  niece,  extra  long  counters. 
11-41/2-8:    C-3-8y2:    D    and  T: 

S  9   $6.50 

Add   25c   for   sizes  8V.  to  9 

The  HOLTERS  COMPANY 


"RiCE&HUTCHiNrV  Men's 
Fine 


oes 


An  Easy  Index — - 

That  is  what  you  will  find  the 
Buyers*  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 
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Items  of  Interest  from  Here  and  There 


The  Asheville,  N.  C,  store  of  Gilmer's,  Inc., 
is  to  be  increased  in  size  by  additions  which 
will  give  a  total  of  50,000  square  feet  to  the 
store's  floor  space.  This  will  make  the  build- 
ing the  largest  department  store  structure  in 
North  Carolina  and  the  largest  in  the  Gilmer 
chain  with  the  exception  of  the  store  at  Green- 
ville, N.  C.,  which  is  the  same  size.  The  sales- 
force  will  be  increased  by  the  employment  of 
twenty-five  additional  people. 

The  Franklin  Five  Cents  to  $1  Stores,  Inc., 
Utica,  N.  Y.,  have  bought  ten  of  the  5-50  cent 
stores  in  New  York  State  owned  by  the  Met- 
ropolitan 5-50  Cent  Stores,  Inc.  The  stores 
thus  acquired  will  be  run  on  the  same  lines  as 
the  other  Franklin  stores  and  with  the  same 
price  range.  The  sale  of  these  stores  by  the 
Metropolitan  company  is  in  line  with  that 
firm's  recent  announcement  of  its  intention  to 
cut  its  chain  to  100  stores  before  the  end  of 
the  year.  Recently  the  chain  consisted  of  144 
units. 

With  the  completion  of  reorganization  of 
the  White  House  store,  Oklahoma  City,  Okla., 
it  is  announced  that  the  new  name  of  the  firm 
will  be  Roberts-Little  Dry  Goods  Co.  Thomas 
H.  Roberts,  formerly  vice-president  of  the 
Rorabaugh-Brown  Dry  Goods  Co.  and  W.  A. 
Webb,  also  formerly  with  that  firm,  .^ave  pur- 
chased  interests   in   the   new  organization. 


Mason  W.  Little  and  E.  B,  Bryan  remain  with 
the  establishment. 

J.  S.  Field  &  Co.,  with  women's  apparel 
stores  in  Atlanta  and  Augusta,  Ga.,  recently 
reorganized  and  made  a  connection  with  Blau- 
ner's  of  Philadelphia  and  New  York.  The 
stores  will  be  known  as  Blauner's.  Samuel  L. 
Ginsburg,  president  of  J.  S.  Field  &  Co.,  will 
be  president  and  general  manager  of  the  two 
Georgia  stores.  Harry  Blauner  of  Blauner's, 
Philadelphia,  will  be  treasurer  and  I.  Blauner 
of  Blauner  Bros.,  New  York,  secretary. 

George  C.  Canfield,  former  manager  of  the 
women's  department  in  the  H.  Steigerwalt 
shoe  store,  died  recently  after  a  long  illness. 
He  was  connected  with  this  firm  for  thirty- 
four  years.   A  wife  and  one  son  survive  him. 

Peter  T.  Hallahan,  a  prominent  shoe  man- 
ufacturer operating  a  chain  of  retail  shoe 
stores,  is  dead  as  the  result  of  a  paralytic 
stroke.  Mr.  Hallahan  was  in  the  shoe  busi- 
ness in  this  city  for  forty-five  years.  He  was 
seventy-one  years  old. 

H.  Kobacker  &  Sons,  the  Boston  Store,  Co- 
lumbus, Ohio,  are  preparing  to  open  a  floor 
covering  and  drapery  department  in  a  build- 
ing adjoining  the  main  store.  About  4000 
square  feet  will  be  devoted  to  the  new  depart- 
ment.  Loyal  Shively,  formerly  with  the  Elder 


&  Johnston  Co.,  Dayton,  Ohio,  will  manage 
the  department,  which  will  be  merchandised 
by  J.  N.  Zeckhauser. 

A  store  to  sell  piece  goods  and  notions  ex- 
clusively will  be  opened  Aug.  1  at  Bluefield, 
W.  Va.,  under  the  name  Jackson-Henderson 
Co.,  with  L.  A.  Jackson  in  entire  charge  of  the 
business.  Mr.  Jackson  has  been  manager  of 
the  Hawley  Mdse.  Co.  for  the  past  six  years, 
was  with  C.  M.  Guggenheimer,  Lynchburg, 
Va.,  for  six  years  as  buyer  of  yard  goods  and 
prior  to  that  was  assistant  buyer  with  Miller 
&  Rhoads,  Inc.,  Richmond,  Va.  The  business 
will  be  on  a  cash  basis. 

Herman  R.  Misch,  owner  of  the  Lion  De- 
partment Store,  Chicago,  has  purchased  a  site 
300  by  125  feet  and  in  the  near  future  will 
build  a  department  store  100  by  125  feet,  two 
stories  high.  He  plans  erection  of  a  theater 
on  the  rest  of  the  property  when  current 
leases  expire. 

Henry  Borken,  for  a  number  of  years  with 
Wimelbacher  &  Rice,  is  now  connected  with 
the  Mohawk  Glove  Corp.,  covering  western 
Pennsylvania,  Ohio  and  West  Virginia. 

B.  P.  Altmeyer  is  now  buyer  of  cloaks 
and  suits  for  the  Dry  Goods  Alliance,  New 
York.  Formerly  he  filled  a  similar  position 
for  Wm.  Taylor,  Son  &  Co.,  Cleveland,  Ohio. 
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"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  Chioago 


Liberty-Belle 


HAIRPINS 


Cabinets 


Tubes 


Bundles 


Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


Vogue"  Hair  Net 

The  net  in  the  practical  folder 
— patented — (not  an  envelope) 
Dependable  Quality 
Single  and   Double  Mesh 
Cap  and  Fringe 
SEIDNER  &  HITZIGRATH 

24  East  21st  Street,  New  York 

Samples  and  quotations  upon  request 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boston.  Man- 


DoNT  Forget  To  Get 

the 

Close -Fit  Hair  Net 

E.  MITTELSTAEDT,  INC. 

84-85  University  PI.  New  York 


IDEAS 

Cuts — Ads — Circulars 
Show-cards — Letters 
Window  Trims  —  Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchants  Business  Building  Service 
231  West  39th  Street  New  York  City 


SANITARY  NAPKINS 

APRONS-KNICKER^ 

BELTS^ 


<=,h^  GOODS 

FOR  INFANTS 
AND  WOMEN 

62"^S'  vGiParcL  Ave.  PHILADELPHIA. 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers*  Merchandise  Guide — it  s  the 
quick  way  of  finding  their  addreM 
and  line. 


THIMBLES 


^FINE  THINIBUES  OF  ALL  DE- 
SCRIPTIONS»  STANDARD 
PACKINGS  AND  DISPLAY  CABINETS: 
WRITE  FOR  ILLUSTRATED  FOLDER 
WHICH  CItfES  DETAILED  INFORMA- 
TION? PLEASE  MENTION  YOUR 
JOBBER'S  NAME. 

TKe  ANSONIA    NOVELTY  Co. 

AHSOHIA,     CON  N.  ^S.  A. 


VEVERSHARP"15'^5p^75< 
SCISSORS 


THE  EDGE 
THAT  IS  ALWAYS  SHARP. 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICES 
SHIPPED  PROMPTLY 

ITHE  EVERSHARP  SUEAR  CD. 

BRIDGEPORT  CONNECTICUT 


3  '  I 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

Tlie     Effbee  Com- 
pany 

Mfrs.    of   Ladies   Hand  Bags 

All   Styles  and  Prices 
300-306      So.      Franklin  ? 
Chicago.  111. 


T.  B.  M.  GATES 


432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Woven  Fabrics 
Notions  and  Small  Wares 
Sole  Selling  Agent 


'"•lot 


KIRBY,  BEARD  &  CO.  Birmingham,Eng. 

Hair  Pins,  Pins,   Needles,  Needle  Cases 


MUSIC  PUBLISHERS 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 


m&  ¥®U  SILL 

,11 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    NEW  YORK 


SANITARY  NAPKINS 

Convenienily  and  attractively  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
aOO  Broadway     New  York  City 


Sanitary  Napkins — Made  in  eleven  sizes. 
5  to  22  ounces  per  dozen. 
Prices  and  samples  on  request. 
Desirable  territories  open. 

PALMYRA  KNITTING  COMPANY 

PALMYRA,  N.  J. 


Manhattan  Trading  Corporation 

E.  C.  Dieckeihoff,  President 


kQ.  Foreign &Domestic 

—  NOTIONS 


Sole  Agents  for  the  Lightning  Needle  Co.  - 
27-33  West  23rd  Street  New  York  City 


KEEP 


iand  Tooled.-Pcr./-e/  d  Ba^ 

A1./0  G-pfteral  Line  of 

PocKetbcDk/  Game 
^  ^      hrQjym4)  Cayey 
Collar  Bd^/-  Manicurey  Etc 
A.U.  R-EEDCOt 

■373-FIFTH  AVE.  NEW  YORK 
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Employees  Clubs 
Plan  Debated 

Department  Stores  Well  Represented 
at  Meeting  Aiming  to  Bring 
Bodies  Closer 

At  the  conference  gathering  to  formulate 
plans  for  organizing  the  Employees  Clubs  of 
America,  held  in  New  York  recently,  seventy- 
five  representatives  of  employees'  clubs  and 
associations  were  present.  The  department 
store  field  was  represented  by  R.  L.  Harlow, 
executive  secretary  of  Filene's  Co-operative 
Association,  of  the  Wm.  Filene's  Sons  Co., 
Boston;  A.  T.  Pickernell,  assistant  superin- 
tendent of  Abraham  &  Straus,  Inc.,  Brooklyn ; 
Charles  M.  King,  personnel  manager  of  Best 
&  Co.,  New  York;  J.  H.  Paswaters,  assistant 
general  superintendent,  and  Helen  S.  Smith, 
educational  director  of  Jas.  McCreery  &  Co., 
New  York,  and  S.  E.  White,  New  York  repre- 
sentative of  the  Associated  Stores  Corp.  of 
Iowa ;  Fred  Harries  and  Arthur  Weisenberger 
of  the  National  Retail  Dry  Goods  Association 
also  were  present. 

The  purpose  of  the  organization  is  to  as- 
sist local  organizations  in  solving  their  vari- 
ous problems,  to  compile  data  of  kinds  useful 
to  employees'  clubs,  to  co-ordinate  such  ac- 
tivities as  may  lie  outside  the  local  fields  and 
to  suggest  plans  of  organization,  etc. 

The  final  organization  of  the  new  body  de- 


pends on  obtaining  fifty  member  clubs  inside 
thirty  days  or  one  hundred  inside  sixty  days. 
On  all  applications  for  membership  received 
inside  sixty  days  affiliation  fees  will  be 
waived.  This  period  dates  from  May  25. 
Should  less  than  the  above  number  of  mem- 
bers be  obtained  the  project  will  be  abandoned. 

H  arvard  Bureau  Gets 
Business  Cost  Data 

A  comprehensive  study  of  the  cost  of  doing 
business  in  department  stores  is  being  made 
by  the  Harvard  Bureau  of  Business  Research. 
To  a  selected  list  of  department  stores  has 
been  sent  a  schedule  on  which  stores  are  asked 
to  report  their  figures  for  1920.  The  schedule 
was  dravra  up  in  accordance  with  the  tenta- 
tive plan  of  the  standardization  committee  of 
the  Controllers'  Congress  of  the  National  Re- 
tail Dry  Goods  Association. 

The  data  will  be  kept  confidential,  but  the 
figures  will  be  tabulated.  From  them  the 
bureau  will  work  out  the  average  cost  of  doing 
business  in  department  stores  during  the  past 
year.  The  information  will  be  placed  at  the 
disposal  of  the  trade  and  also  will  be  used  for 
teaching  purposes  in  the  Harvard  Graduate 
School  of  Business  Administration.  Because 
of  the  value  of  such  information  to  the  retail 
trade,  the  N.  R.  D.  G.  A.  has  financed  the  in- 
vestigation to  the  extent  of  $5,000. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  ECONOMIST. 


Fire  Adjustment 
Sale  Goes  Big 

Johnstown  Store  Is  Hard  Put  to 
Accommodate  Rush  of 
Custom.ers 

The  recent  Fire  Insurance  Adjustment 
Sale  of  the  Schwartz  Bros,  department  store, 
Johnstown,  Pa.,  was  by  all  odds  the  most  suc- 
cessful sale  the  firm  ever  held.  The  sale  was 
widely  advertised  and  people  came  from  long 
distances  to  be  in  front  of  the  doors  when  they 
opened.  The  crowd  in  waiting  was  estimated 
at  2000  or  more  people.  To  accommodate 
them  front  counters  were  removed,  making 
larger  space  inside  and  a  special  force  of  100 
additional  sales  people  was  employed.  These 
proving  insufficient  window  trimmers,  )car- 
penters  and  anybody  else  available  took  a 
hand.  Even  several  traveling  salesmen  volun- 
teered their  services  and  were  put  to  work 
selling  goods. 

Autos,  trolleys  and  a  special  train  brought 
customers  from  out  of  town.  As  a  result  of 
the  event  not  only  the  Schwartz  business 
boomed,  but  that  of  all  other  merchants  in 
town  who  took  advantage  of  the  occasion  to 
make  Special  offerings  gained  largely. 

Miss  L.  Carson,  recently  with  L.  S.  Ayres 
&  Co.,  Indianapolis,  Ind.,  has  succeeded  Miss 
I.  Campbell  as  buyer  of  infants'  wear,  chil- 
dren's and  juniors'  dresses  for  the  Mabley  & 
Carew  Co.,  Cincinnati. 


NOTIONS  &  FANCY  GOODS 


-  SAMPLES  ON  REOUEST 


RISDON( 
SAFETY  PINS - 

'9he  A  Point  Pin" 


HEAVY  SPRING  BRASS  WIRE 
EXTDA  HEAVY  NICKEL  FINISH 
LONG  TAPEBINO  POINTS  -  NON-PULLING 
CAPS  U  GUARDS  SECUttELY  ASSEMBLED 


KISDONMrG.CO..  Naugatuck.  Conn. 


SELECTE"  NOTIONS 

towiiiiiHiiiiiit^^ 

ClfALL  wares  and  fancy  goods  at 
lowest  prevaiiing  market  prices. 
Sole  Agent  for  D.  F.  Tayler  &  Co. '3 

PliiS   AND  HAIBPIN8 
GOTHAM  LEATHER  GOODS  CO. 

Sma/I  Wares.  Fancy  Goods  &  Buttons 
222  FourthAve. at  18th SUiew York  BostonOffioptfChnmiySt i 


Creators  of  boxed 
Gift  novklties^^i" 


5^^^^°^  STUDIOS 

aaa  ftr-rn  ave.  new  York 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 


TUCKE.T 


BEADS 

Frini/cfi  Spanj/les  Trimmings 
Tasfitjlfj  Nf;cklacf:9  Girdles 

PEARLS 

Leaders  of  the  World 

ROSENBERG&COJnc. 


36  W,  38th  St. 


Nev/  York 


BABY  GOODS 


'Ribboncraff 
<3>mpan; 


Makers  of  Gifts  for 
Baby  and  Milady 

31  Union  Square  NEW  YORK  CITY 

223  W.  Jackson  Boul.       CHICAGO,  ILL. 


INFANTS'  GOODSs, 

Crib  and  Carriage  Pads 
—Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  Drawens. 
The  pioneer  expert  line, 
Iknown  for  purity,  qual- 
ity, durability  —  profits. 

Excelsior  Quilting  Co.,  JfEw^^olK 


BABV     IM  OVE  LT I  E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Bets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y. 


Richard  G.  Krueger 
^  395  Fourth  Ave.  new  york 


SEND   FOR  CATALOGUE 


DOLLS   &  TOYS 


Roily  Rattle  — it  Float*. 
Assorted  characters  at 

$4;  $6  &  $75« 


Water  Baby — in  aMorled 

tyi«$225  to  $15 


Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls" 
Toilet  Sets,  etc. 

Sig. Schwartz  Co. 
110W.32ndSL.  NY. 

Send  for  cataloj?  I  0 


BABY  GOODS 


1 

Hriginal  SANITARY  Nursery 
^  Playthings  for  BABY 

$25  or  $50  Rile  Assortment 

It's  the  Rite  Line 

No.  119  West  42nd  St., New  York 

>           Opposite  Bush  Bldg. 

Rattledy  Rite 

"STORK" 
BABY  GOODS 

Sheeting,' pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO.  Sj' 

88  Broad  St.,   Boston,  Mass. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TIMBERLAKE 
&  SONS,  Mfrs., 

Jackson,  Michigan 


TYROLER'S  EAR  CONFORMER  CAP 

Prevents  projecting  or  folding 
of  infants'  ears  while  asleep  or 
lying.  Removes  and  corrects  all 
tendency  of  ears  to  protrude. 
.Sanitary,  washable.  Each  cap 
separate  pacUage. 
3  sizes— small,  medium,  large. 
Cotton. .,  .$4.50  per  doz. 

Silk   6.00  per  doz. 

All  year  round  seller  In  Infant 
wear  dept. 

Tyroler  Mfg.  Co.,^45  we^t  ^ii  i ti.  st. 


PILLOWS 


S^qSSjrPILLOWS 

assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


YARNS 


Pennant 
Darning  Cotton 

30  yd.;  8-pIy;4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett&OrsweliCo. 

Pawtucket,  R.  I. 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers* 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


YOUR  HELP  SITUATION  JO-DAY 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 

New 
York 
City 


FLOOR  COVERINGS 


NAIRN 

LINOLEUM 


Cotnplete    stocks  car- 
ried at  otir  -warehonses,  located  at 
Chicaga,  St.  Louis,    Kansas  City,    Denver,  GalTeslon, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &J.  SLOANE  5G3  Fifth  Ave.,  N.Y. 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 
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Metric  Standard 
Idea  Opposed 

Institute  of  Weights  and  Measures 
Takes  Stand  Against  Bill 

Economist   Correspondence,   Omaha,  Neb. 

Retailers  are  urged  by  the  American  Insti- 
tute of  Weights  and  Measures  to  stand  with 
manufacturers  in  active  opposition  to  the 
passing  of  a  bill  now  before  Congress  which 
would  make  it  unlawful  after  a  ten-year 
period  succeeding  its  passage  to  sell  any  goods 
or  charge  or  collect  for  their  transportation 
according  to  any  other  system  than  the  metric 
system  of  weights  and  measures.  The  bill 
was  introduced  in  Congress  by  Representative 
Britten  of  Illinois,  "To  fix  the  metric  system 
of  weights  and  measures  as  the  single  stand- 
ard of  weights  and  measures  for  certain 
uses." 

Apparently  the  intent  of  the  bill  is  to 
make  manufacturing  according  to  the  metric 
system  standards  compulsory  by  indirection, 
working  through  sellers  of  goods.  Obviously, 
were  it  made  unlawful  to  sell  goods  by  other 
than  metric  measurements  manufacturers 
would  have  to  conform  to  the  same  system  or 
subject  their  customers  to  endless  confusion. 
They  are  opposed  to  the  new  system  and  their 
opposition  is  so  well  organized  that  a  direct 
attack  is  impractical.  Hence,  the  indirect 
method. 

From  the  figures  of  a  representative  de- 
partment store  the  American  Institute  of 
Weights  and  Measures  finds  that  64.3  per  cent 


of  its  sales  are  of  goods  sold  on  an  inch  or 
yard  basis  or  by  weight,  the  latter  a  minor 
consideration.  Most  people  have  some  faint 
knowledge  of  the  metric  system  hanging  over 
from  their  school  arithmetic;  but  the  num- 
ber who  are  well  acquainted  with  it  is  small. 
The  difficulty  incident  to  a  change  in  the 
measurement  system,  in  the  light  of  the  fore- 
going figures,  is  quite  evident. 

According  to  the  institute,  a  number  of 
merchants  attending  the  last  convention  in 
New  York  of  the  National  Retail  Dry  Goods 
Association  were  interviewed  on  the  proposed 
compulsory  change  and  none  was  found  to 
favor  it.  It  is  held  that  the  confusion  and 
errors  which  would  follow  the  introduction  of 
metric  measurements,  even  though  made  after 
a  ten-year  preparatory  period,  would  be  off- 
set by  no  compensating  advantages. 


Buyers  Visit  Market 


Ready-to-wear  buyers  in  the  metropolitan 
district  are  showing  an  interest  in  merchan- 
dise which  some  of  the  manufacturers  are  now 
showing  for  fall  delivery.  Very  little  buying 
is  being  done,  but  retail  interest  centers  in 
examining  the  general  scope  of  the  lines  of- 
fered, and  price  tendencies.  Some  manufac- 
turers are  showing  their  lines  in  retail  sample 
rooms  in  order  to  give  the  buyer  an  oppor- 
tunity to  inspect  them  and  suggest  modifica- 
tions for  their  individual  requirements. 

'  Verne  M.  Bovie,  for  six  years  superin- 
tendent of  the  United  States  assay  office  in 
New  York,  has  accepted  the  presidency  of  the 
Metropolitan  5  to  50  Cent  Stores,  Inc. 


Omaha  Stores  Try 
Postal  Delivery 

Merchants  Believe  New  System  Will 
Cut  Costs  One-half 

Parcel  post  delivery  for  retail  stores  in 
this  city  began  operation  on  June  1.  Fifty 
motor  trucks  are  making  two  deliveries  a  day 
over  the  twenty-two  postal  zones  into  which 
the  city  has  been  divided.  Only  one  large 
store,  the  Burgess-Nash  Co.,  is  not  partici- 
pating in  the  new  system.  Merchants  esti- 
mate that  the  saving  over  the  old  delivery 
system  will  be  about  one-half,  basing  their  es- 
timates on  the  workings  of  the  scheme  in  St. 
Paul,  Minn.,  which  was  the  first  city  to  adopt 
it  and  operate  it  successfully. 

May  business  was  exceptionally  good  with 
local  retailers.  Departments  which  forged 
ahead  with  the  largest  percentage  gains  were 
hosiery,  knit  underwear,  gloves  and  wash 
goods.  However,  Haas  Bros.,  specializing  in 
women's  ready  to  wear,  report  that  twice  as 
many  garments  were  sold  as  in  May,  1920. 

The  annex  to  the  first  floor  of  the  Hayden 
Bros,  store,  which  has  not  been  a  money 
maker  has  been  re-stocked  with  goods  from 
every  department  and  opened  as  an  economy 
annex.  The  first  month's  business  was  be- 
yond expectations.  A  change  in  location  bene- 
fited the  hardware  department  of  the  Burgess- 
Nash  Co.,  too.  Moved  from  the  basement  to 
the  fourth  floor  it  increased  its  sales  two- 
fold. 


STORE  EQUIPMENT 


n 


EVERYTHING  IN  FIXTURES 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  GO. 

232  West  Jackson  Blvd.,  Chicago,  111. 


BALDWIN 
pT^^  Carriers 

give  most  serrice  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.  L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicago 


FLYER 


PAPER  BOXES 

For  Christmas  and 
other  days,  in  sizes 
you  want. 
Catalogue  on  request 

THEMARSH-BURGESS  CO. 

DUNKIRK  Pep-.  G,        NEW  YORK 


ASK  TO  SEC  THE  "MCCASKEV  TRIP." 
WHITE  FOR  SAMPLES  AND  PRICES 

The  McCaskey  register  Co. 

ALLIANCE.  OHIO 


STORE  EQUIPMENT 


UNIT  CALCULATORS 

Correct  Ptecalculated  Answers 
(or  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
Insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


^^^^ 


in  1  Air  Brushes 

,>^Made  in  all  sizes.     Better  in 
every  wav  for  show  card  and 
window    baclcground  use. 
Write  for  catalogue.  ' 
Paasche  Air  Brush  Co,,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


Putnam's  improved  Cloth  Chart 

SEE  YAPD^ RIGHT 


BOOK^. 
,  ._  .)EFER  TO 
NO  FIGURING 
TO  DO 


THE  A.  E.  PUTNAM  COMPANY,  Washington,  la. 


furniture 
equipment 


MANUFACTURERS  FOR  OVER  5QYRS. 


OSCHMANNCO 

>  229  to  239  West  36tB  Street,  H.  Y. 


Line   Rolling    Step  Ladders 


Fifteen  Styles. 
Satisfaction  Guar- 
anteed. Lasts  a 
Lifei-time.  Write 
for  Catalogue. 

Daynite 
Furniture  Mfg.  Co. 

Cape  Girardeau,  Mo. 

Factory  at 
St.   Louis,  Mo. 


CURTAINS 


DISPLAY  FIXTURES 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39th  St..N.  Y. 

Wholesalers   &  Importers  Only 


Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Fifth  Ave.,  New  York, 
entrance  around  the  corner  on 
Thirty-first  Street. 


UPHOLSTERY  MATERIALS 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 
PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPpRTERS 
20-22-24  EAST  20th  ST.,         NEW  YORK 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

Blomfeldi  &  Rapp  Company 

108  N.  Jefferson  Street 
CHiCAGO,  ILL. 


BEST  STEEL 
DISPLAY  RACKS 

R  ug — Comfort — Lace 
Curtain — Portiere — Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 

GALVA  Illinois 


PAPER  SHREDDERS 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


WAX  FIGURES 

The  finest  and  most 
complete  line  in  Amer- 
ica. Every  figure  self- 
supporting. 
Write  for  New  Catalog 
French 
  Wax  Figure  Company 

70  "west  Water  St.,    Milwaukee,   Wis.;  715  Medinah 
Bldg.,  Chicago,  111. 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willhelpyou  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3S47W.  4th  St..  Cincinnati,  Ohio.  U.  S.  A. 


Stop  Hiding  Your  Merchandise,  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
attractive  displays.  Malte  it  easy  tor  customers  to 
Buy— easy  for  you  to  sell. 
The  S-X  Display  Backs  will 
give  you  this  service,  and 
Write  for  circulars. 

SYLVAN 
SPECIALTY 
SHOP 

552  W.Lake  Str.; 
Chicago.  Illinois 
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ECONOMIST       WANT  ADS 


LINES  WANTED 


PXGLISHMAN,  age  40,  wishes  to  represent 
American  firm  in  England,  preferably  on 
commission  basis.  Had  10  years  successful 
American  selling  experience  in  Linens,  White 
Goods,  etc.  Will  consider  any  line.  First 
class  references.  BOX  2187,  Dry  Goods 
Economist. 


BUSINESS  OPPORTUNITIES 


DO    YOU   WISH   TO  RETIRE? 

Pay  Highest  Cash  Prices 
For  Entire  Stocks  of  Merchandise. 
No  Stocks  Too  Large. 
I.  SINGER, 
582  Broadway  &  21  Throop  Ave., 
Brooklyn,  N.  Y. 
Phone  5371  Stagg. 


P  XPERIENCED  department  store  man  for  an 
up-to-date  store  near  New  York,  estab- 
lished 15  years;  doing  $200,000;  can  be  in- 
creased $300,000  by  right  man;  must  be  able 
to  take  $10,000  or  $15,000  interest.  Christian 
firm.  Apply  Edward  Welch,  care  of 
BROWN  DURRELL  CO.,  11  West  19th  St., 
New  York  City. 


TF  you  wish  to  retire  or  sell  your  store  as  a 
*  going  business,  drop  a  line  to  GOODSTEIN 
BROS.,  P.  O.  BOX  822,  Trenton,  N.  J.  All 
communications  held  strictly  confidential. 


T  NDIVIDUAL  or  sales  organization  with 
some  capital  as  partner  in  old  established 
business  owning  plant  and  full  equipment  for 
manufactured  garments.  Low  operating  cost. 
Full  investigation  solicited.  BOX  2130,  Dry 
Goods  Economist. 


LET  ME  BUY  FOR  YOU  IN  EUROPE 

Whether  or  not  you  send  your  buyer 
across,  it  will  pay  you  to  have  an 
A^IERICAN  who  is  established  on  the 
Cont'nent  since  the  Armistice  to  look 
after  your  interests. 

The  small  commission  you  pay  me 
will  be  an  INSURANCE  that  you  get  the 
right  goods  at  the  right  price  and  that 

YOU  GET  THE  GOODS. 

WALTER  DENMAN, 
19  RUE  AUBER, 
PARIS,  FRANCE. 


VY/ANTED — To  lease  shoe  department  in  de- 
partmpnt   store   in    New    England.  BOX 
2162,  Dry  Goods  Economist. 


^OMEN'S   READY-TO-WEAR  SECTIONS 
WANTED      IN  DEPARTMENT 
STORES     BY     RESPONSIBLE  VOLUME 
BUSINESS   GETTER.     BOX   400,    717  ST. 

JAMES  BLDG.,  NEW  YORK. 

WANTED  — A  BUSINESS  — Will  buy  a 
plant  outright,  —  Want  some  article  or 
line  that  can  be  built  up.  If  you  have  a  good 
article  but  lack  sufficient  money  to  expand  will 
take  it  ovf-r  or  join  you.  No  absurd  metal 
novelties  will  interest  me.  prefer  something 
salable  for  women  and  children.  Write  what 
you  have  first  letter.  No  brokers.  BOX 
2184,  Dry  Goods  Economist. 


WANTED  TO  BUY 


WANTED  TO  BUY  FOR  CASH 

Women's 
Ready-to-Wear 
Specialty  Store 

Doing  $100,000  or  over  in  city  of  35,000  or 
more. 

Box  500.  717  St,  James  Bldg.,  New  York. 


WK  WANT  TO  BUY  FOR  CASH 
JOn    LOTS    OR    DEAD  STOCK 
Merchandise    of    any    description.  Ex- 
plain details  or  send  sample. 
Large  Lots.  Small  Lots. 

LEAVITT    SALES  CO., 
186  N.  LaSalle  St. 
Chicago.  Til, 

HAVE  voT-  AwrnrNG  ox  hand' 


Rates:— Position  Wanted— 40  cents  per  line.     All  other  headings — 50  cents  per  line. 
6  words  or  fraction  thereof  usually  constitute  1   line.     Minimum  amount  accepted  4 
'•"^s.    Capitals  considered  as  two  lin-s.     Boxed  display  ads — $7.00  per  inch;  Position 
Wanted — $6.00  per  inch — minimum  amount  accepted  1  inch. 
Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  double  the  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


LINES  WANTED 


LINES  WANTED 


MANUFACTURERS'  AGENCIES  WANTED 

We  desire  arranging  to  represent  reliable  Manufacturers,  through 
our  sales  organization  covering  Pacific  Coast  States.  We  have 
branch  sales  offices  with  Resident  Salesmen  at  Los  Angeles,  Calit., 
Portland,  O  re.,  and  Seattle,  Wash.  If  you  have  the  right  merchan- 
dise at  the  right  prices,  we  can  give  you  sales  results,  on  com- 
mission basis. 

PACIFIC  MERCANTILE  COMPANY 

Manufacturers'  Agents 
135  New  Mon'-gomery  Street  San  Francisco,  Calif. 

Banking  and  Commercial  Agency  References 


WANT  TO  INVEST 
100,000  to  $200,000 


IN  A  GOING  RETAIL  DEPARTMENT  STORE  IN  A 
NORT.HERN  OR  EASTERN  METROPOLITAN  CITY 
BY 

AN  EXPERIENCED 
EXECUTIVE 

AGE  44,  WITH  A  GILT  EDGE  SUCCESSFUL  RECORD 
OF  TWENTY-FIVE  YEARS,  WHICH  WILL  BEAR  THE 
CLOSEST  INVESTIGATION,  WHO  DESIRES  TO 
TAKE  AN  ACTIVE  INTEREST. 

HAVING  BEEN  AN  EMPLOYER  AND  POSSESSING 
EFFICIENCY  AND  RESOURCEFULNESS  AND  A 
BROAD  VISION,  AS  WELL  AS  AN  INTIMATE 
KNOWLEDGE  OF  MERCHANDISING,  THERE  IS  NO 
DOUBT  OF  THE  POSSIBLE  RESULTS  IF  THE  PROP- 
ER CONNECTION  CAN  BE  MADE. 

ALL  COMMUNICATIONS  STRICTLY  CONFIDEN- 
TIAL.   ADDRESS  G.  P.  O.,  BOX  464,  NEW  YORK. 


FOR  RENT 


BUSINESS  OPPORTUNITIES 

BUSINESS  OPPORTUNITIES 

ST.  LOUIS  SALES  OFFICE 
and 

STORE  FOR  LEASE 

In  new  building,  center  of  St.  Louis' 
big  wholesale  district;  space  comprises 
approximately  2000  square  feet  on  main 
floor,  with  as  much  or  more  basement 
space.  Ideal  location  for  high-grade 
concern  desiring  St.  Louis  wholesale 
headquarters.  The  central  jobbing  mar- 
ket for  the  entire  Mississippi  Valley. 
Wire  or  write  owner  for  particulars. 

SEVENTEENTH   STREET  REALTY 

COMPANY 
307  Advertising  Building,  St.  Louis,  Mo. 


SHOE   DEPARTMENT   TO  LEASE 
Ground  floor  space  in  a  successful  Women's 
Specialty   Store   located  in  the  best  shopping 
d'strict  in  town  for  Shoes  and  Hosiery.    Apply  1 
SNAMAN  &  CO.,  Ft.  Worth,  Texas. 


STORE  FOR  LEASE 
Three-story  building,   18%   x  55  ft.,  modern 
throughout,  in  heart  of  best  ready-to-wear  re- 
tail   district.      Possession    August    1.     J.  S. 
RICHARDS,  409  Race  St.,  Cincinnati,  Ohio. 


STRICTLY  modern  store  on  East  Avenue, 
Rochester,  New  York.  Best  location  in  the 
city.  Has  been  established  as  high  class  ladies' 
ready-to-wear  about  five  years.  Occupied  to 
July  1st,  1921,  by  BAER  BROTHERS. 

Size  about  33  x  125;  two  floors  and  basement, 
passenger  elevator,  new  and  attractive  front. 

Will  lease  for  ten  years;  twelve  thousand  first 
five  years,  thirteen  thousand  five  hundred  for 
second  five  years. 

ADDRESS    I.  FRIEDLICH, 
525  Harvard  Street,  Rochester,  New  York. 


THE  best  location  for  Ladies'  Ready-to-Wear 
store  in  the  heart  of  the  women's  shopping 
district  in  Mobile,  Alabama.  For  full  informa- 
tion write  POST  OFFICE  BOX  1361,  Atlanta, 
Ga. 


THE  most  progressive  store  in  the  best  city 
of  Maryland,  outside  of  Baltimore,  has 
desirable  space  to  lease  for  Shoes,  Men's  and 
Boys'  Clothing,  Jewelry,  Beauty  Parlor  and 
Optician,  on  percentage  of  sales  basis.  Only 
responsible  parties  need  answer.-  Address 
UNITED  GARMENT  BUYERS,  303  Fifth 
Ave.,  New  York  City. 


"TO  RENT — Space  for  women's  and  children's 
'■  shoe  department.  Store  of  Middle  West 
doing  a  million  dollar  business  will  lease  first 
floor  space  to  reliable  firm  or  individual.  Old 
established  concern;  sells  qual'ty  merchandise; 
has  fine  modern  building;  prosperous  city  of 
thirty  thousand;  steady  pay  roll;  people  well 
employed.  For  particulars  write  Mr.  WOOD, 
care  of  ACKEMANN  BROTHERS,  Elgin,  111. 


FOR  SALE 


FOR  RENT 


A  DEPARTMENT  store  doing  leading  mil- 
linery  and  ready-to-wear  business  in  a 
thriving  Pennsylvania  city  wishes  to  rent  mil- 
linery department  to  a  concern  able  to  main- 
tain its  present  high  standard.  The  department, 
which  has  admittedly  the  leading  business  in 
the  city,  both  in  quantity  and  quality,  has  been 
long  under  the  personal  care  of  the  proprietor, 
who  finds  it  increasingly  difficult  to  give  the 
necessary  time  to  its  management  owing  to  the 
general  expansion  of  the  store  business.  Reply 
BOX  2139,  Dry  Goods  Economist,  giving  full 
particulars,  stating  similar  departments  under 
lease  in  Pennsylvania. 


r)KPARTMENT  store  will  sublet  Dry  Goods 
'-^  Department  also  others  to  a  live  wire. 
Write;  give  references.  275-7  Jackson  Ave., 
Jersey  City,  N.  J. 


FOR  RENT 


FOR  LEASE 

W  11  lease  my  Ready-to-Wear  Depart- 
ment, in  Department  Store  that  did  one 
and  quarter  million  business  last  year. 
Located  in  Ohio,  the  livest  City  of 
.■iO.OOO.  Location  the  best  in  the  city. 
VVill  consider  projjosition  only  from 
highest  class  merchants,  who  can  show 
rt  suits — live  wires  only  need  apply. 

BOX   2194,    Dry  Goods  Economist. 


rOR    RENT — Building    suitable    for  depart- 
ment store;  Kokomo,  Indiana.    Remodel  to 
suit  tenant.  BOX  2127,  Dry  Goods  Economist. 


/~'ASH  business  handling  ready-to- 
^  wear,  millinery,  silks,  cotton  goods 
and  woolens.  Sales  _  1920,  $95,000. 
Books  open  for  inspection;  Texas  city, 
40,000  population;  4-year  lease;  a  snap 
at  $18,000  cash;  space  will  accommodate 
double  amount  of  stock  we  have  han- 
dled, and  with  proper  management  sales 
can  be  increased  more  than  double  first 
year.  For  quick  sale  address  TEXAS 
40,000,  Box  2152,  Dry  Goods  Econo- 
mist. 


FOR  SALE — General  Merchandise  store  in 
Portland,  Oregon,  doing  $160,000.00 
yearly  on  approximately  $6O',000.O0  invest- 
ment. 26  departments,  all  new  stock,  business 
on  a  cash  basis.  Owner  dead,  for  sale  by 
estate.     Box  2201,  Dry  Goods  Economist. 


SPLENDID  OPPORTUNITY 
On  account  of  death  will  sell  highest  type  ex- 
elusive  ladies'  ready-to-wear  store  with  or  with- 
out merchandise.  Small  stock,  positively  all 
new  goods.  Established  6  years.  Ideal  loca- 
tion. Central  Ohio  town  of  65,000.  BOX  2136, 
Dry  Goods  Economist. 


-T-HF.  SPERRY  DRY  GOODS  STORE  in 
^  Hamilton,  N.  Y.  for  sale.  Clean  up-to- 
date  stock  of  about  $12,000  which  can  be  re- 
duced, if  necessary,  before  selling.  Hamilton 
is  one  of  the  best  villages  in  Central  New 
York,  and  is  the  seat  of  Colgate  University 
with  600  students.  Reason  for  selling,  death 
of  the  owner.  For  further  information  in- 
quire of  THE  GEO.  E.  SPERRY  ESTATE, 
Hamilton,  New  York. 


A  P  i^^^ 


FEATURE  OF  DRY  GOODS  ECONOMIST 


Reg.  U.  S.  Pat.  Off. 


WHETHER    1^^   THE    RETAItXR'S    SHOP  OR 
GIVING  TWE  LAST  ENg^NTING  TOUCH  TO 
YOUR  ClisTOIVIER'S  APPAREL,  FOX 
PUMPS  ANC^  OXFORDS  OCCUPY 
OF  ATTENTION 

THIS   IS  BECAUSE  F^  FOOTERY  SS 
THAN  FOOTWEAR.    IT  ISXECORATION.  kiP 
DECORATION    IS   WOMAN'S   <?H!EF   AIM  I 
DRESS 


CHARLES  K.  FOX,  In 

Haverhill,  Mass.,  U.  S.  A. 


CHICAGO: 

Great  Northern  Bldg. 

BOSTON: 

54  Lincoln  Street 


NEW  YORK; 
Marbridge  Building, 
Broadway  &  34th  Street 
Room  632 
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EDUCATOf^ 


f?e:g'd 


A  stylish  sensible 
shoe  that's  been 
endorsed  by  the 
Y.  W.  C.  A.  for  its 
400,000  members. 


On  the  Crest  of  the  Wave 

Riding  on  the  crest  of  the  wave  of 
popularity  that  is  sweeping  the  coun- 
try for  orthopedic  shoes  is  the  Modified 
Educator  for  Women. 

You'll  want  the  increased  business  that 
this  nation  wide  demand  is  bringing 
and  Modified  Educators  will  mean  per- 
manent, satisfied  customers.  Write  us 
today  for  particulars. 


Rice  &  Hutchins,  Inc. 

10  High  St.,  Boston,  Mass. 


69 


SHOE  ECONOMIST 

SECTION  OF 

DRT  GOODS  ECONOMIST 


SATURDAY,  JUNE  11,  1921 

Published  in  New  York,  the  Creative  Shoe  Center  of  the  World, 
by  the  Textile  Publishing  Co.,  239  W.  39th  St. 


Clearance  Sales  Are  Not  Needed  To 
Stimulate  Shoe  Business 

Merchants  Are  in  Sound  Position  and  Better  Results  Can  Be 
Gained  by  Pushing  Merchandise  on  Hand— Pretty  Shoes  Always 
Will  Find  Ready  Purchasers— No  One  Can  Determine  What  Style 
Will  Hold  Sway  Nationally— Each  Community  Has  Its  Own  Ideas 


LET  us  look  the  retail  situation  as  it 
1  affects  the  merchandising  of  shoes  this 
season  squarely  in  the  face.  The  re- 
tail shoe  merchants  have  had  a  satisfactory 
amount  of  business,  not  according  to  the 
standards  of  1919  in  dollars  and  cents,  but  in 
the  pair  volume  of  what  might  be  termed  "a 
normal  year."  Most  stores  have  used  com- 
parisons of  prices  a  year  ago  and  to-day  as 
advertising  features  of  their  business.  How 
many  stores  have  compared  the  situation  they 
were  in  a  year  ago  with  conditions  to-day? 

The  wild  orgy  of  clearance  sales  of  a 
year  ago  now  is  entirely  missing.  It  seems 
as  if  there  would  be  no  big  clearance  sales 
this  mid-season.  Merchants  have  discovered, 
in  getting  down  to  replacement  values,  that 
a  continuous  clearance  is  the  better  method  of 
merchandising.  A  year  ago,  merchants  had 
many  styles  on  their  shelves  which  were  not 
strictly  up-to-date.  Shoes  had  been  bought, 
and  even  prior  to  the  cases  being  opened,  the 
prices  were  cut  to  below  cost.  The  Louis 
heel  on  all  types  of  footwear  met  its  Water- 
loo just  a  year  ago. 

To-day  the  Louis  heel  is  properly  placed 
on  handsome  turn  effects  in  straps  and  Co- 
lonials, and  is  exclusively  a  lightweight  slipper 


style.  A  year  ago  there  was  general  inertia 
in  the  buying  of  new  shoes  until  the  freaks  of 
the  post-war  period  had  been  sold.  An  in- 
ventory on  the  excellent  standing  of  the  mer- 
chant of  shoes  to-day  in  contrast  with  a  year 
ago  should  prove  the  best  tonic  for  the  in- 
dustry at  large. 

Here's  a  Tonic 

It  is  well  to  look  at  periodic  clearance  sea- 
sons with  common  sense.  Let  us  offer  a  help- 
ful bit  of  advice.  Do  not  listen  to  the  croaker 
who  says,  "strap  effects  are  dead,  grays  are 
hopeless  and  the  glory  of  the  coming  season 
is  in  staple  blacks."  We  are  not  going  into  a 
period  of  staples  next  September.  Pretty 
shoes  will  have  their  place,  and  if  we  told  the 
truth  of  the  matter  the  majority  of  stores  do 
not  show  by  50  per  cent  the  variety  of  pretty 
shoes  that  the  public  will  buy.  We  are  at  the 
beginning  of  a  period  of  styles  stretching  over 
a  number  of  years  and  not  at  the  end  of  a 
temporary  stimulation,  agitated  primarily  to 
give  factories  a  little  revenue. 

A  Tip  for  the  Merchant 

The  thing  for  each  merchant  to  do  in 
June  is  to  take  a  look  at  each  style  he  has  on 


hand  and  for  which  he  has  paid  good  money 
and  tell  himself,  "there  is  no  reason  why  this 
shoe  ought  not  to  sell."  Then  he  should 
gather  his  salespeople  about  him  and  put  the 
matter  squarely  up  to  them.  The  merchant 
might  insist  that  these  styles  have  got  to  be 
pushed;  that  they  are  on  the  shelves  and  rep- 
resent idle  dollars;  that  the  shoes  are  at  re- 
placement price  or  below,  and  represent  the 
best  values  the  public  can  obtain,  and  that 
this  is  the  season  of  many  styles  and  not  of 
any  one  particular  footwear  fashion. 

When  it  comes  to  grays,  get  a  bit  of  in- 
formation from  the  buyer  of  the  women's  ap- 
parel department  and  find  out  whether  gray 
continues  to  be  popular.  The  one  thorough  ar- 
gument of  service  of  the  shoe  department  is 
the  fact  that  harmony  in  costume  is  possible 
under  one  roof.  The  store  that  links  up  its 
wearing  apparel  department  with  the  shoe  de- 
partment finds  no  difficulty  in  keeping  in  clos- 
est style  touch  with  the  trend  of  fashion. 

Keep  Correct  Styles 

When  it  comes  to  straps,  the  women  of 
your  town  can  buy  them  with  a  feeling  of  be- 
ing correct  in  their  apparel  as  well  as  prac- 
tical in  their  footwear.    They  are  ladylike 


Novel  brown  calf  oxford,  Scotch  grain 
calf  trim,  wall  sides,  welt  sole,  9-8_  heel 
Helming  McKenzie  Shoe  Co..  Cincinnati. 
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shoes  and  are  in  harmony  with  any  of  the 
dresses  of  the  day.  Then,  too,  there  is  per- 
fect adjustment  and  fitting  values  in  correctly 
made  strap  footwear.  Straps  can  be  had  in 
welts,  McKays  and  turns  and  in  every  type  of 
heel  from  the  Baby  Louis  to  the  Spanish 
Cuban.  Those  who  predict  the  passing  of 
straps  do  so  on  the  assumption  that  styles 
vanish  after  two  seasons  of  popularity  and 
these  same  people  knock  straps  but  fail  to 
suggest  something  to  take  their  place. 

It  is  talk  of  this  nature  that  has  brought 
about  indecision  in  the  footwear  to  be  worn  in 
September  and  October.  Definite  ideas  as  to 
merchandise  for  September  and  October  ought 
to  be  clearly  in  the  minds  of  shoe  buyers  the 
country  over  by  this  time.  We  voiced  the 
opinion  that  those  who  are  most  vehemently 
against  straps  will  be  putting  in  rush  orders 
in  July  for  plain,  one-strap,  waistline  slip- 
pers for  early  fall  sales. 

Sell  What  You  Have 

The  life  of  a  style  cannot  be  nationally  de- 
termined. The  demand  on  "Main  Street"  in 
the  big  cities  is  no  barometer  for  the  demand 
in  the  smart  little  towns  all  over  the  country 
that  pick  up  the  trend  of  style  weeks  after  it 
has  had  its  full  force  in  the  big  cities.  We  ad- 
vocate that  a  merchant  sell  that  which  he  has 
in  stock  as  his  styles,  the  rest  of  the  field  not- 
withstanding. 

It  is  not  good  policy  to  knock  the  present 
season's  shoe  that  is  already  on  the  shelves  of 
most  of  the  merchants  of  the  country.  The 
real  lightweight  summer  strap  effects  are  good 
for  weeks  of  energetic  selling,  and  the  same 
holds  true  of  sport  footwear  in  combinations. 
There  is  no  automatic  July  first  deadline  this 
year.  The  shoes  that  you  have  on  hand  are 
good  shoes  and  shoes  that  have  got  to  be  sold. 
Remember  that  this  is  your  season  of  oppor- 
tunity when  many  styles  are  in  vogue. 

The  type  of  shoe  a  woman  is  going  to  wear, 
generally  speaking,  is  up  to  the  merchant  in 
the  town  where  that  woman  lives.  He  knows 
best  whether  his  trade  requires  wide  or  nar- 
row toes,  short  or  long  vamps,  French  or  Cu- 
ban heels  or  straps  or  oxfords.  The  styles 
are  his  styles  and  his  best  judgment  selected 
them.  He  is  going  to  get  busy  in  the  selling 
of  the  merchandise  already  on  his  shelves. 
The  majority  of  retail  shoe  merchants  and 
buyers  are  on  to  their  job  this  season  and  don't 
need  any  self-appointed  guardians.  They  are 
going  to  sell  the  pretty  shoes  of  this  season 
and  they  are  going  to  make  a  profit  on  them. 

Dealers  Will  Fight  Sales 

Most  merchants  will  resist  any  attempt, 
whether  it  comes  from  a  Government  official 
or  an  eager  propagandist  on  new  styles  to 
rush  into  a  general  clearance  of  shoes  simply 
because  it  was  for  years  the  custom  to  hold 
clearances  every  midsummer. 

The  shoe  departments  have  had  far  too 
many  changes  in  management  and  buying 
staffs  this  past  season,  due  to  the  errors  of 
accumulation  of  end  sizes,  to  go  on  a  wild 
spree  of  clearances  on  the  good  new  merchan- 
dise with  their  excellent  selection  of  sizes. 
There  never  was  a  season  when  shoe  stocks 
were  so  low  or  in  such  good-sized  proportions 
and  the  best  judgment  of  the  trade  will  hold 
to  a  safe  merchandising  policy  this  summer. 


$40,000,000  Firm 
Formed  by  Merger 

Of  considerable  importance  to  every  shoe 
department,  merchant  and  manufacturer  is 
the  merger  of  the  International  Shoe  Co.  of 
St.  Louis,  Mo.,  and  the  W.  H.  McElwain  Co. 
of  Boston,  Mass.,  which  has  recently  been  ac- 
complished. With  a  combined  production  last 
year  of  shoes  valued  at  $128,000,000,  with  a 
capitalization  of  $40,000,000  and  a  manufac- 
turing capacity  of  120,000  pairs  of  shoes  a 
day,  the  International  Shoe  Co.  becomes  the 
largest  in  the  world  by  a  great  margin. 

It  is  by  far  the  biggest  step  ever  taken  in 
the  shoe  industry  toward  consolidation  into 
really  "big  business."  Roughly  speaking,  1,- 
000,000  pairs  of  shoes  are  made  and  consumed 
in  the  United  States  each  day,  and  the  newly 
consolidated  concerns  will  make  about  12  per 
cent  of  them. 

The  merger  affects  the  32  shoe  factories 
of  the  International  Shoe  Co.,  located  in  Illi- 
nois, Missouri  and  Kentucky,  and  the  affiliated 
tanneries  of  Kistler,  Lesh  &  Co.  in  Pennsyl- 
vania and  North  Carolina,  which  were  pur- 
chased recently.  Also,  it  includes  the  ten  shoe 
factories,  two  tanneries  and  four  supply  fac- 
tories of  the  W.  H.  McElwain  Co.,  all  located 
in  New  Hampshire. 

Assurances  that  the  International  Shoe  Co. 
will  not  invade  the  retail  field  are  contained  in 
the  announcement  that  the  policies  of  the  past 
will  be  continued,  and  that  the  60,000  inde- 
pendent retail  merchants  who  distribute  the 
company's  output  will  continue  to  receive  the 
same  co-operation. 

Bay  State  Shoe  Men 
To  Liven  Organization 

Plans  for  a  revival  of  more  intense  inter- 
est and  activity  in  the  organization  were  laid 
at  the  annual  meeting  of  the  Massachusetts 
Retail  Shoe  Merchants'  Association  in  Boston 
recently.  Proposals  were  made  that  out-of- 
town  shoe  buyers  visiting  in  Boston  be  invited 
to  attend  the  monthly  meetings,  that  more 
good  speakers  be  engaged  and  that  more  en- 
tertainment be  provided  for  the  members.  A 
real  effort  is  to  be  made  to  revive  the  associa- 
tion spirit  throughout  the  entire  country. 

The  meeting  passed  a  resolution  to  be  sent 
to  the  Massachusetts  Senators  and  Representa- 
tives at  Washington,  stating  the  opposition  of 
the  Association  to  the  proposed  sales  tax  to  be 
collected  at  retail  only. 

Officers  elected  were:  President,  I.  B. 
Howe  of  the  Walk-Over  stores;  vice-presi- 
dents, W.  W.  Willson  and  Henry  Hagen;  sec- 
retary-treasurer, George  0.  Jones. 

It  was  voted  to  employ  a  part  time  secre- 
tary commissioner  to  give  several  hours  a  day 
to  the  work  of  the  Association. 

More  Shoe  Conventions 
Are  Being  Planned 


Officers  were  elected  recently  by  the  Mem- 
phis fTenn.;  Retail  Shoe  Dealers'  Association 
as  follows:  President,  R.  E.  Cardine  of  the 
Cardine  Shoe  Co.;  first  vice-president,  R.  M. 
Bray  of  the  Bray-Block  Mercantile  Co.  shoe  de- 
partment; second  vice-president,  Arthur 
Springer  of  B.  Lowenstein  Bros.,  Inc.,  shoe 
department;  secretary,  Everett  Perkins  of  the 
Perkins  Shoe  Co.  and  treasurer,  L.  J.  Frank 
of  the  Bootery. 


Plans  of  an  elaborate  nature  are  being 
pushed  for  the  annual  convention  of  the  Re- 
tail Shoe  Dealers'  Association  of  New  York 
State  to  be  held  July  11  and  12  at  the  Hotel 
Iroquois,  Buffalo,  N.  Y.  It  will  be  the  first 
convention  where  space  has  not  been  sold  to 
manufacturers  for  footwear  style  displays,  so 
the  actual  business  program  of  the  convention 
will  receive  the  undivided  attention  of  the  at- 
tending merchants.  The  annual  Rochester  shoe 
style  show  will  be  in  progress  the  same  week 


in  Rochester  and  the  merchants  are  planning 
to  stop  there  after  the  Buffalo  convention 
closes.  The  Rochester  Show  to  be  held  at 
Power's  Hotel  promises  to  be  one  of  the  best. 

Big  plans  are  in  the  works  for  the  Chi- 
cago National  Shoe  Exposition,  to  be  held  on 
the  two  top  floors  of  the  Hotel  Sherman,  July 
5,  6,  7  and  8,  under  the  auspices  of  the  Shoe 
Travelers'  Association  of  Chicago,  with  the 
endorsement  and  support  of  the  Chicago  Shoe 
Trade  Association.  More  than  150  of  the  rep- 
resentative manufacturers  of  the  various  shoe 
centers  will  have  displays  of  fall  footwear 
styles,  and  plans  are  being  made  for  hun- 
dreds of  shoe  merchants  to  attend. 

The  second  annual  Philadelphia  Footwear 
Style  Show  is  to  be  held  in  the  Bellevue- 
Stratford  hotel  in  Philadelphia,  July  18  and 
19.  Approximately  half  a  hundred  manufac- 
turers of  shoes,  leather  and  accessories  will 
have  interesting  style  exhibits  in  addition  to 
a  number  of  interesting  special  features. 

Five  hundred  delegates  are  expected  to  at- 
tend the  third  annual  convention  of  the  Cali- 
fornia Retail  Shoe  Retailers'  Association  in 
San  Francisco,  June  14,  15  and  16.  Announce- 
ments sent  broadcast  to  shoe  merchants  and 
buyers  of  California,  Oregon,  Washington, 
Nevada,  Idaho,  Arizona  and  Utah  declare  that 
because  of  the  uncertainty  of  the  future  faced 
by  the  trade,  the  entire  convention  will  be  de- 
voted to  solution  of  business  problems. 


Trade  Notes 


At  the  annual  convention  of  the  Tri-State 
Shoe  Retailers'  Association  held  recently  in 
Memphis,  Tenn.,  Reuben  Stiefel  of  that  city 
was  elected  president  for  the  coming  year. 
Other  officers  elected  were :  Secretary,  Robert 
S.  Love,  Oak  Hill;  vice-presidents,  A.  L. 
Cohen,  Little  Rock,  Ark. ;  Arthur  Stegall,  Jack- 
son, Tenn.,  and  R.  C.  Trusty,  Grenada,  Miss.; 
directors,  Isadore  Rathchild,  Helena,  Ark.; 
Morris  Ellis,  Nashville,  Tenn.,  and  W.  T.  Gal- 
lagher, Greenville,  Miss.  There  were  many 
delegates  present  and  the  convention  was  a 
very  successful  one. 

The  shoe  department  of  Lansburgh  Bros. 
&  Co.,  Washington,  D.  C,  is  now  in  charge 
of  Charles  L.  Heath,  well-known  shoe  style 
man,  who  was  formerly  connected  with  the 
Dunlap  Shoe  Co.,  Columbus,  Ohio. 

Work  is  being  pushed  rapidly  on  an  addi- 
tion 160  feet  long  to  the  factory  of  the  Boyd- 
Welsh  Shoe  Co.,  in  St.  Louis,  Mo.,  making  a 
total  length  of  400  feet.  The  addition  is  the 
fourth  one  made  in  the  past  four  or  five  years 
and  will  give  the  plant  a  capacity  of  5000  pairs 
of  women's  shoes  a  day,  practically  double  the 
former  capacity.  The  factory  is  a  strictly 
fireproof  construction  of  concrete,  brick  and 
steel.  The  capacity  in  1915  was  300  pairs  a 
day. 

Stewart  &  Co.  at  Fifth  Avenue  and  37th 
Street,  will  open  a  new  shoe  department  about 
August  22.  A  large  space  in  front  of  the  ele- 
vators on  the  third  floor  of  the  building  is  to 
be  devoted  to  the  new  department  and 
women's  high  grade  footwear  will  be  carried 
exclusively.  Max  Cohen,  who  has  been  assist- 
ant to  Charles  L.  Thompson,  shoe  buyer  for 
Oppenheim,  Collins  &  Co.,  has  been  engaged 
as  shoe  buyer  for  Stewart  &  Co. 

Nelson  Clark,  manager  and  buyer  of  the 
shoe  department  of  M.  L.  Rothschild  &  Co., 
Minneapolis,  Minn.,  has  been  elected  presi- 
dent of  the  Minneapolis  Shoe  Retailers'  Asso- 
ciation. A.  L.  Jackson,  manager  of  Napier's 
Bootery  was  elected  vice-president  and  Charles 
Kilbourne  was  chosen  secretary  and  treas- 
urer. 
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Shoe  Man  Advocates  Spruce  Up  Drive 
To  Liven  Men's  Footwear  Trade 

Boot  and  Shoe  Manufacturers'  Association  Told  Strap  Effects  Are 
to  Continue  Strong  on  Fall  Styles  for  Women — Big  Vogue  for 
Black  Predicted — Tendency  Toward  Shorter  Vamps  Noted 


THAT  strap  effects  are  to  continue  as  a 
strong  factor  in  women's  footwear 
styles  this  fall  and  winter;  that  three 
and  one-half  inches  will  be  about  the  limit  in 
vamp  lengths  with  toes  more  rounding;  that 
black,  especially  in  patent  leather,  kid  and 
satin,  will  be  particularly  good  and  that  a  type 
of  fall  sport  oxford  described  as  a  welt, 
leather  heel  effect  in  dark  gray,  tan  or  dark 
brown  buck,  side  buck  or  ooze,  trimmed  with 
calf  or  kid  to  match  or  blend,  will  become 
fashionable,  are  a  few  of  the  high  style  points 
predicted  at  an  important  meeting  of  the  ex- 
ecutive committee  of  the  National  Boot  and 
Shoe  Manufacturers'  Association  held  recently 
in  the  Hotel  Astor. 

The  men's  footwear  business  was  unquali- 
fiedly declared  to  be  suffering  seriously  from 
extreme  conservatism  and  a  committee  is  to 
be  appointed  to  consider  a  national  "spruce 
up,  dress  up"  campaign  for  men  to  avoid  a 
serious  crisis  in  the  trade.  It  was  estimated 
that  oxfords  will  constitute  25  per  cent  of  all 
men's  shoes  sold  in  the  larger  cities  of  the 
North  during  the  coming  fall  and  winter  and 
the  opinion  held  that  lighter  tans  and  black 
shoes  must  be  pushed  vigorously. 

Prominent  Speakers 

The  women's  style  situation  was  discussed 
by  George  Miller  of  I.  Miller  «&  Sons,  Inc.  of 
Brooklyn,  and  John  C.  McKeon  of  Laird, 
Schober  &  Co,  of  Philadelphia.  The  men's 
style  program  was  outlined  by  Henry  W.  Cook 
of  the  A,  E,  Nettleton  Co.  of  Syracuse,  N.  Y., 
and  Herbert  T.  Drake  of  the  Emerson  Shoe 
Co.  of  Rockland,  Mass. 

Sol  Wile  of  Rochester,  secretary  of  the 
Association  since  its  foundation,  announced 
that  he  would  retire  from  office  after  the  an- 
nual convention  in  Chicago  next  January. 
Headquarters  of  the  Association  are  to  be 


moved  from  Rochester  to  New  York  City  and 
the  Association  is  to  become  incorporated. 

Strap  Patterns  to  Stick 

A  number  of  prominent  men  of  the  shoe 
manufacturing  world  spoke  on  diversified  sub- 
jects during  the  meeting. 

Speaking  of  women's  shoe  patterns,  Mr. 
Miller  said :  "The  strap  patterns  seem  here  to 
stay.  They  are  comfortable,  pretty  and  very 
practical.  They  remain  on  the  feet,  fit  well, 
and  women  like  them,  and  as  long  as  women 
feel  this  way  about  strap  pumps,  it  is  my  sug- 
gestion that  we  take  advantage  of  it.  I  do 
not  think  it  makes  any  difference  whether  the 
patterns  are  one  or  two  straps,  or  whether 
they  have  buckles  or  buttons,  as  long  as  we 
can  give  them  something  which  looks  pretty. 
This  applies  equally  to  high,  low  and  walking 
heels. 

"Just  now  there  is  quite  a  demand  for 
colored  stitchings  and  colored  bindings.  I  be- 
lieve for  the  fall  we  should  eliminate  the  col- 
ored bindings  and  devote  our  attention  to  the 
stitchings,  either  in  contrasting  shades  or  col- 
ors to  match  the  leather  or  fabric. 

Brown  Kid  in  Demand 

"While  we  are  on  this  subject,  I  think  we 
ought  not  to  forget  oxfords.  Recently,  we 
have  had  some  demand  for  brown  kid  and  tan 
Russia  with  walking  heels.  I  feel  that  ox- 
fords in  semi-brogues,  not  too  heavy,  with 
wing  tips,  will  sell  in  the  fall  in  Russia  calf 
and  boarded  materials.  As  to  boots,  I  do  not 
believe  they  will  sell  to  any  extent,  though  it 
would  be  wise  for  the  retailer  to  carry  sev- 
eral walking  boots, 

"Lasts. — These  are  important  and  should 
be  considered  very  carefully.  There  seems  to 
be  a  tendency  toward  shorter  vamps.  It  is 
my  opinion  that  next  season  vamps  in  high 
and  low  heels  should  not  be  over  three  and 
one-half  inches. 

Shorter  Shoes  Wanted 

"They  could  be  a  little  longer  in  walking 
oxfords.  We  find  that  women  are  getting 
tired  of  the  long  effects  and  want  shorter- 
looking  shoes,  even  on  pointed  toes. 

"There  is  a  growing  demand  for  rounder 
toes,  and  some  of  the  fashionable  trade  in  New 
York  City  to-day  want  French  toes.  By 
French  toes  I  do  not  mean  the  type  of  last  we 
had  two  years  ago,  but  a  more  rounded  effect 
with  a  receding  toe,  what  we  call  an  'Ameri- 
canized French.'  There  is  a  question  in  my 
mind,  however,  whether  shoes  of  this  charac- 
ter will  sell  throughout  the  country,  and  I 
would  advise  that  retailers  should  not  order 
heavily  on  shoes  of  this  character." 

Regarding  heels,  Mr.  Miller  said:  "The 
tendency  for  the  past  few  months  is  to  get 
away  from. high  heels,  and  to  use  the  Cuban 
or  Baby  Louis  variety.  There  seems  to  be 
some  demand  in  the  higher  grade  shoes  for 
the  Spanish  or  Louis  Cuban  heel,  about  two 
and  one-eighth  inches  high.  These  heels,  how- 
ever, will  apply  to  certain  types  of  shoes  only, 
and  should  be  ordered  conservatively. 

"From  my  personal  experience,  I  believe 


that  the  American  woman  likes  the  regulation 
Louis  heel,  and  the  retailer  should  place  the 
bulk  of  his  orders  on  this  style.    As  to  low 


heels,  we  should  use  the  Baby  Louis  princi- 
pally in  fancy  patterns,  and  the  more  staple 
patterns,  especially  walking  shoes,  should 
carry  the  leather  Cuban  heel.  There  is  some 
demand  in  the  higher  grade  footwear  for 
wood  Cuban  heels  about  one  and  three-quarter 
inches  high,  but  here  again  I  want  to  warn 
the  retailer  to  be  careful. 

Watch  Black  Satin 

"Present  signs  would  indicate  that  any- 
thing in  black  materials  will  sell,  principally 
patent  leather  and  black  kid.  Black  ooze  in 
fancy  patterns  and  black  calf  in  more  staple 
patterns  in  walking  heels  will  also  sell.  You 
must  not,  however,  overlook  black  satin, 
which,  because  of  the  recent  improvement  in 
manufacture  has  become  very  popular  and 
taken  a  strong  hold  on  the  public.  I  person- 
ally believe  that  it  will  outsell  any  other  ma- 
terial in  fancy  shoes,  with  the  possible  excep- 
tion of  patent  leather. 

"Brovra  materials  must  be  seriously  con- 
sidered, for  I  think  we  will  have  considerable 
trouble  getting  good  grades  of  brown  kid. 
With  this  fact  in  mind,  I  would  order  only 
staple  or  plain  walking  shoes  to  be  made  in 
this  leather.  In  the  fancy  patterns  I  would 
secure  styles  which  would  look  well  in  brown 
satin  or  brown  ooze,  for  although  I  am  a  firm 
believer  in  making  up  styles  which  the  public 
will  buy  with  the  least  resistance,  yet  if  it  is 
impossible  to  purchase  brown  kid,  we  natur- 
ally must  seek  some  other  material  for  brown 
shoes. 

Harmonious  Combinations  Will  Sell 

"In  walking  oxfords  and  strap  pumps,  I 
think  the  most  popular  material  will  be  a 
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I  WMitemore^s 

\   f  f  ,  Sh  o  c  Polish  Qs 
I      Are  superior 

i^-:    ^ 


It  is  just  as  important  to  sell  good  shoe  polish ^  as  it  is  to 

sell  good  shoes. 


White  Canvas  and 
Buck  Dressing 


Liquid 
two  sizes 


White  Powder 
two  sizes 


All  Colors 


White  Heel  and  Edge  Enamel 
Buck  Powders  (cloth  bags) 
Oil  Paste  Shine  PoUsh. 


Suededene  Powders,  all  colors,  Gilt  Edge, 
Black  self  -  shining  dressing 
Nobby  Brown  Paste  Polish. 


Send  for  complete  catalog  to 

WHITTEMORE  BROS.  CORP., 


Boston,  Mass. 


PROTECTION— 

Ask  for  Beaded  Tip. 
Be  sure  the  label  reads  BEADED  TiP 
before  removing  it. 


That 
me  Off 


THERE  IS  NO  SUBSTITUTE 
FOR  QUALITY 

That  has  been  the  principle  on  which 
Beaded  Tip  Shoe  Laces  have  been  made 
for  twenty  years.  Most  dealers  know  it 
and  millions  of  shoe  lace  users  know  it. 
Beaded  Tip  Laces  sell  themselves  where 
they  are  displayed  or  offered. 


Shoe  Laces 


This  slogan  in  every  Beaded  Tip  adver- 
tisement is  making  shoe  lace  sales  amount 
to  more.  Beaded  Tip  laces  are  a  profitable 
line  to  carry. 

iMade  Only  by 

UNITED  LACE  &  BRAID  MFG.  CO. 
PROVIDENCE,  R.I. 


medium  shade  of  tan  Russia  calf,  though  there 
is  some  demand  for  walking  oxfords  in 
boarded  materials  in  black  and  tan  of  a  darker 
shade.  Harmonious  combinations  of  kid  or 
calf,  with  ooze  in  fancy  patterns  in  walking 
or  high  heels,  will  sell  to  some  extent. 

"In  conclusion,  I  wish  to  state  that  unless 
we  are  alert  we  will  face  the  same  conditions 
that  existed  during  the  war,  when  the  Gov- 
ernment placed  restrictions  on  the  kind  of 
shoes  to  be  manufactured.  Right  here  I  want 
to  sound  a  note  of  warning.  The  retailer  can- 
not expect  a  volume  of  women's  shoe  business 
on  principally  black  shoes.  I  therefore  would 
recommend  that  we  make  up  combinations  that 
are  pretty  and  pleasing  to  the  eye,  for  I  am 
certain  that  if  we  can  show  women  something 
different  they  will  always  be  ready  to  buy. 

Mr.  McKeon's  Style  Forecast 

Concerning  women's  boots,  Mr.  McKeon 
said  the  situation  was  difficult  to  forecast  but, 
*'it  would  seem  that  bad  weather  must  revive 
a  demand  for  more  sturdy  staples,  and  there- 
fore it  looks  hopeful  for  leather  heel,  welt 
boots  of  calf  and  kid."  High  price  would  off- 
set the  natural  inclination  towards  novelty 
boots  he  said,  excepting  brown  kid  in  a  welt, 
leather  heel  type  which  he  felt  would  be  re- 
vived regardless  of  the  price. 

Speaking  of  strap  effects  in  low  shoes  he 
said:  "An  enormous  amount  of  time  could  be 
involved  in  the  description  of  these  strap  ef- 
fects, but  it  suffices  to  say  that  the  tendency 
towards  activity  involves  a  very  safe  and  at 
the  same  time,  complete  variety  of  one,  two, 
and  three  straps,  button  and  buckle,  the  but- 
tons of  course  being  of  the  side  button  effect 
and  the  buckles  of  both  side  and  center 
variety. 

Seamless  Pumps  in  Picture 

He  said  there  is  some  tendency  towards 
fancy  tongue 'slippers  but  that  purchases  in 
the  novelty  group  nearly  always  revert  to  the 
strap  effects.  Latest  advices  from  Paris  tell 
of  a  demand  for  seamless  pumps  which  he 
said  would  be  welcomed  here  because  it  will 
nearly  always  result  in  sale  of  an  extra  pair 
of  shoes. 

On  upper  leathers  for  fall,  Mr.  McKeon 
said  in  part: 

"Except  for  the  revival  of  ooze  calf  for  the 
fall  in  medium  and  dark  grays,  perhaps  brown 
and  black,  and  to  some  extent,  dressy  extreme 
light  gray,  there  seems  to  be  very  little  pos- 
sibility of  change  in  the  upper  leather  pro- 
portions as  of  to-day,  unless  they  should  be 
influenced  later  by  a  heavier  proportion  of 
fabrics. 

Conditions  Will  Prevail 

"Combinations  of  plain  and  novelty  leath- 
ers, and  novelty  leathers  in  the  flesh  finish 
class,  will  prevail  freely  for  the  balance  of 
the  year,  sometimes  in  the  nature  of  a  colored 
ooze  quarter  with  grain  finish,  tan  or  black 
vamp,  or  more  frequently  in  the. nature  of  an 
inlay  to  the  quarter  or  similar  effect." 

On  the  subject  of  staple  effects  the  speaker 

said :  , 

"I  would  like  to  lay  some  stress  on  the 
stimulative  side  of  semi-brogue  effects  at- 
tractively constructed,  slightly  different  from 
the  heavy  effects  of  the  past,  but  mvolvmg 
both  plain  and  calf  leathers.  These  models 
should  feature  the  so-termed  'dogging'  by 
means  of  perforating  back  foxings,  front  fac- 
ings and  saw  cutting." 

Staple  low  heel  oxfords  could  be  stimu- 
lated, he  said,  by  making  them  of  black  and 
brown  glazed  kid,  patent  leather,  Russia  call 
in  medium  tan  and  brown  and  a  fair  propor- 
tion of  gun  metal.  Straight  tips  will,  to  an 
extent,  replace  imitation  tips,  and  soles  ot  b 
to  8  iron  thickness  will  prevail. 

One  of  the  strongest  points  brought  out 
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was  to  forecast  a  fall  sport  oxford,  which  he 
described  as  "a  welt,  leather  heel  effect  m 
sombre  shades  of  buck,  side  buck  or  ooze- 
to  be  more  specific,  dark  gray,  tan  or  dark 
brown,  all  trimmed  similar  to  the  tropical  or 
summer  effects  with  calf  or  kid,  in  black,  tan 
or  brown,  to  match  or  blend. 

Good  Walking  Shoe 

"This  detail  would  also  involve  front  fac- 
ings, top  bands,  back  foxings,  tips  and  saddle 
bands  of  grain-finished  leathers,  with  the 
quarter  and  vamp  of  colored  buck, 'side  buck 
or  ooze.  This  character  of  shoe  is  a  walking 
effect  which  is  decidedly  comfortable  and  to 
a  reasonable  extent  perpetuates  itself  in  sea- 
sonable colors." 

Speaking  of  gray  as  a  fall  footwear  color. 


Mr.  McKeon  said:  "It  is  entirely  a  feminine 
shade,  and  can  be  of  a  neutral  soft  tint  to 
harmonize  or  blend  more  readily  than  any 
other  known  color.  It  is  to-day  far  from  neg- 
ligible as  a  factor  among  shoe  colors,  and  the 
recent  wane  of  enthusiasm,  decidedly  prema- 
ture, was  perhaps  influenced  by  its  preponder- 
ance in  ooze,  and  the  southern  section's  an- 
tipathy to  this  character  of  material  regard- 
less of  color.  With  proper  presentation  on  the 
part  of  the  manufacturer,  with  delivery  of 
good  color,  close  nap  and  tight  fiber  leather 
on  the  part  of  the  tanner,  we  can  safely  count 
upon  a  reasonable  showing  of  gray  as  the  fall 
and  winter  seasons  develop." 

Heights  of  Heels 

Mr.  McKeon  declared  that  1%  inches  will 
be  the  average  height  for  Junior  Louis  XV 
heels  and  21/4  inches  for  the  regular  Louis  XV. 
For  fall  sport  effects  of  sombre  colors  gener- 
ally, he  recommended  wood  or  leather  heels 
13^' inches  high;  two  classes  for  staples— one 
11/,  inches  and  1%  to  V/s  for  the  other;  for 
most  black  or  brown  kid  effects,  1%;  calf, 
about  one-third  with  IVg-inch  heels  and  two- 
thirds,  1%  to  1%  inches. 

In  presenting  the  style  situation  m  men  s 
shoes,  Mr.  Cook  said  the  business  suffered 
from'  extreme  conservatism;  that  the  ball- 
strap  has  had  but  little  stimulating  effect  on 
fine-grade  shoes  in  that  it  is  better  suited  for 
golf  or  other  sports  wear  than  for  street  and 
business  wear.    Lighter  tans  and  black  shoes 
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must  be  pushed  to  get  back  to  normal  volume 
after  the  war,  he  said,  and  new  practical  lasts 
are  needed. 

Blacks  Gain  in  Favor 

Declaring  that  medium  shades  of  tan, 
largely  on  the  reddish  brown  shades,  have  be- 
come popular,  and  that  lighter  shades  would 
promote  the  sale  of  black  shoes,  Mr.  Cook 
said:    "Blacks  are  steadily  gaining  /il- 
grain  calf  and  veal,  so  it  seems  that  blacks 
will  make  up  a  substantial  percentage  m  tall 
and  winter  shoes,  and  probably  a  larger  pro- 
portion in  the  spring.    Grain  leathers,  es- 
pecially for  the  heavier  type  of  shoes  and 
fall  oxfords,  are  enjoying  large  demands,  par- 
ticularly in  fancy  patterns  with  brogue  ef- 
fects, and  it  is  probable  that  such  shoes  will 
be  even  more  in  evidence  as  the  season  ad- 
vances." ,  , 
He  asserted  that  Scotch  grains  are  sought 
in  tan  and  black,  and  unless  killed  by  imita- 
tions now  flooding  the  market,  should  increase 
in  popularity.    Plain  toe  patent  oxfords  for 
dress  and  patent  oxfords  and  shoes  for  street 
wear  are  growing  in  demand  in  larger  cities 
Long  wing  tips,  heel  foxings  and  straight 
tips  with  center  perforations  will  probably 
continue  in  favor  during  the  coming  season. 
Circular  foxed  patterns  with  straight  tips, 
with  or  without  center  perforations,  make 
very  attractive  and  comfortable  shoes.  Full- 
brogued  patterns  will  always  be  desirable  m 
the  better  grades  and  full-foxed  or  long-vamp 
oxfords  are  good  and  have  the  appearance  of 
a  bal  when  worn  with  spats.    They  are  more 
comfortable  than  the  high  shoe  when  worn  m 
this  manner. 

"It  looks  as  though  the  use  of  oxfords  tor 
fall  and  winter  will  continue  at  least  through 
another  season,"  Mr.  Cook  added,  "and  it  is 
not  improbable  that  it  may  be  with  us,  and 
even  increase,  for  some  years  to  come.  It  has 
been  estimated  that  the  sale  of  men's  oxfords 
will  be  as  high  as  25  per  cent  of  the  total 
volume  on  men's  shoes  in  the  big  city  stores 
of  the  North  this  fall  and  winter." 

Advocates  "Spruce  Up"  Campaign 

A  national  campaign  to  induce  men  to 
"spruce  up  and  dress  up"  was  urged  by  Mr. 
Drake  in  his  address  as  the  one  real  means  of 
increasing  the  sales  of  men's  footwear.  Speak- 
ing of  the  carelessness  of  men  in  their  dress, 
he  said:  "This  carelessness  in  men's  dress 
and  the  mistaken  idea  of  economy  has  killed 
industry  to  the  point  where  we  are  up  against 
a  crisis  in  the  matter  of  men's  shoe  produc- 
tion. Unless  something  is  done  immediately 
to  stimulate  business  there  can  be  no  telling 
what  the  end  will  be." 

His  suggestion  for  a  campaign  was  that 
it  be  carried  on  either  by  the  manufacturers 
of  men's  shoes  alone  or  in  conjunction  with 
makers  of  men's  clothing,  gloves,  hats  and 
other  dress  accessories,  and  that  it  be  made 
important  enough  to  secure  the  co-operation 
of  chambers  of  commerce,  various  civic  organ- 
izations and  even  an  appropriate  branch  of 
the  Federal  Government. 


Notes  of  the  Trade 

A  significant  straw  in  the  wind  of  shoe 
prices,  is  the  recent  signing  of  a  wage  agree- 
ment between  the  Rochester  Boot  and  Shoe 
Manufacturers'  Association  and  the  United 
Shoe  Workers  fixing  present  wage  schedules 
until  October  1. 

At  the  last  regular  meeting  of  the  Phila- 
delphia Shoe  Retailers'  Association  the  con- 
sensus of  opinion  was  that  gray  has  about 
run  its  course  as  a  footwear  color;  that  nut 
browns  are  gaining  in  popularity  and  that 
blacks  are  going  to  sell  better  than  expected. 
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Get  Your  Shoe  Customers 
While  They  Are  Young 

Indianapolis  Retailer  Paid  a  Good  Deal  of  Attention  to 
Children's  Trade  and  Results  More  Than  Justified  His 

Move 


"The  child  patron  of  to-day  is  the  man  or 
woman  customer  of  to-morrow." 

Wide  awake  shoe  merchants  have  recog- 
nized for  some  time  the  value  of  the  applica- 
tion of  this  slogan  to  their  business  and, 
through  careful  development  of  it,  have  been 
able  to  make  their  store  an  institution  in  the 
community. 

One  of  the  pioneers  in  this  respect  is 
George  J.  Marott,  veteran  Indianapolis  shoe 
merchant,  whose  eight-floor  store,  the  Marott 
Shoe  Shop,  is  one  of  the  largest  and  best  ar- 
ranged retail  footwear  establishments  in  the 
United  States.  His  business  has  been  steadily 
increased  from  a  small  one-room  store  to  the 
size  it  is  to-day  largely  through  the  care  that 
has  been  given  to  the  cultivation  of  the  chil- 
dren's trade. 

The  Children  Grow  Up 

In  other  words,  persons  who  began  trad- 
ing at  the  Marott  store  in  their  early  youth 
are  still  regular  customers  of  the  Marott  Shoe 
Shop  and  they  have  children  and  grandchil- 
dren who  are  following  in  their  footsteps.  It 
is  conservatively  estimated  that  the  volume  of 
business  in  the  children's  department  alone 
at  the  Marott  Shoe  Shop  this  year  will  ex- 
ceed a  quarter  of  a  million  dollars. 

The  entire  third  floor  of  the  Marott  estab- 
lishment is  devoted  exclusively  to  juveniles 
— a  department  which  caters  to  the  shoe 
wants  of  little  tots  from  the  time  they  begin 
their  careers  until  they  reach  the  age  of  fif- 
teen or  sixteen.  The  department,  which  is  in 
charge  of  H.  G.  Summers,  has  been  built  sole- 
ly around  the  idea  of  providing  helpful  assist- 
ance to  children  and  their  mothers.  In  other 
words,  service  is  the  keynote. 


Playland  for  Kids 

In  the  back  part  of  the  juvenile  depart- 
ment a  large  space  has  been  set  apart  and  de- 
signed    as     Playland — a     room  specially 


equipped  and  decorated  to  attract  the  atten- 
tion and  hold  the  interest  of  the  tiniest  vis- 
itor. A  colored  maid  is  on  hand  to  look  after 
the  kiddies  as  they  romp  and  play  while  their 
mothers  shop  in  other  parts  of  the  store,  satis- 
fied that  their  children  are  being  well  taken 
care  of. 

Playland  is  equipped  with  a  "shoot-the- 
chutes,"  a  sand  pile,  swings  of  various  kinds, 
assorted  toys  and  a  variety  of  story  books. 
The  maid,  who  was  selected  because  of  her 
skill  in  the  care  and  attention  of  children,  is 
an  experienced  story-teller  and  devotes  much 
of  her  time  to  entertaining  the  youngsters 
with  tales  of  mystery  and  adventure. 

The  walls  of  this  special  department  have 
been  attractively  decorated  with  pictures  of 
animals  and  of  scenes  and  incidents  from  the 
lore  of  children.  The  furniture  and  most  of 
the  equipment  is  painted  white. 

Santa  Claus  Makes  Visits 

An  extra  thrill  is  provided  for  the  young- 
sters during  the  Christmas  holidays  each 
year.  Santa  Claus,  with  his  characteristic 
white  whiskers  and  snow-capped  costume, 
makes  his  Christmas  headquarters  in  Play- 
land. He  comes  down  the  chimney  every  day 
for  about  two  weeks  before  Christmas  and  is 
kept  busy  handing  out  toys  to  his  visitors. 

Although  Santa  appears  only  at  Christmas 
time,  not  a  day  goes  by  throughout  the  year 
that  some  kind  of  toy  or  souvenir,  if  only  a 
paper  doll  or  a  wooden  whistle,  is  given  to 
those  who  visit  the  department.  The  pur- 
chase of  these  trinkets  represents  a  big  expen- 
diture but  the  cost  is  really  small,  it  is  said 
at  the  store,  compared  with  the  increase  in 
trade  due  to  this  feature. 

Saleswomen  Surpass  Men 

In  view  of  the  fact  that  it  takes  a  great 
amount  of  patience  to  fit  children's  shoes,  sev- 
eral women,  who,  the  management  believes. 


are  better  adapted  to  that  kind  of  work  than 
men,  are  employed  in  the  department.  These 
saleswomen,  well-trained  in  the  proper  fitting 
of  shoes  and  possessing  ability  to  humor  chil- 
dren, have  proved  most  successful. 

It  is  through  the  development  of  all  of 
these  details  in  the  children's  section  that  the 
Marott  Shoe  Shop  has  been  able  to  build  up  a 
big  and  permanent  business— a  business  that 
IS  constantly  increasing  by  leaps  and  bounds 
— with  what  is  known  in  store  parlance  as 
"repeating  customers." 

The  first  floor  of  the  store  is  devoted  en- 
tirely to  women's  footwear,  hosiery  and  find- 
ings; the  second  floor  is  given  over  to  men's 
shoes  with  the  exception  of  offices  for  the  ex- 
ecutives; the  third  floor  is  devoted  to  foot- 
wear for  boys,  youths,  girls  and  infants.  The 
fifth  floor  is  used  as  receiving  room  and  for 
surplus  stocks  of  men's  and  women's  shoes. 
More  offices  for  executives,  a  shoe  shining 
parlor,  a  repair  shop  are  located  on  the  sixth 
floor  while  the  seventh  floor  is  used  for  em- 
ployees' rest  rooms  and  lockers  for  employees 
and  reserve  stocks  of  children's  shoes.  There 
is  also  a  large  bargain  basement  where  men's 
and  women's  footwear  is  disposed  of  at  spe- 
cial prices. 


Shoe  Dealer  "Has 
Full  Sized  Job 

Merchant  Must  Have  Wide  Range 
o£  Information  These  Days 
to  Get  By 

Time  was  when  it  was  only  necessary  for 
a  merchant  to  have  a  fair  knowledge  of  shoe- 
making,  shoe  construction  and  shoe  fitting, 
and  these  accomplishments,  together  with  a 
reasonable  amount  of  common  sense  and  good 
business  principles,  spelled  average  success. 
To-day  one  must  be  possessed  of  all  these  at- 
tributes, and  in  addition  must  be  an  artist  in 
order  to  know  what  colors  and  shades  blend 
together.  The  shoe  retailer  must  be  a  prophet 
m  order  to  foresee  what  the  trade  demands, 
even  six  weeks  hence.  He  should  be  a  dry 
goods  man,  to  keep  tab  on  the  length  of  skirts 
worn  by  his  patrons,  the  color  of  materials 
that  are,  or  are  to  be,  in  vogue,  and  to  keep 
posted  on  the  fabrics  in  use,  that  he  may  not 
buy  velvet  or  satin  when  broadcloth,  covert 
cloth  or  serge  will  be  in  style.  And  lastly,  he 
must  be  a  great  financier,  to  keep  from  being 
swamped  by  the  frequent  changes  in  toes, 
length  of  vamps,  straps  or  oxfords,  and  the 
numerous  designs  of  lasts  and  patterns. 

The  shoe  business  has  become  as  complex 
and  varied  as  the  millinery  business,  except 
that  in  the  latter  trade  the  profits  justify  the 
application  of  genius  for  color  schemes  and 
fancy  designs.  In  the  shoe  business  until  re- 
cently it  was  thought  that  a  rainbow-colored 
freak,  lacing  in  the  back  and  every  individua.' 
part  of  which  is  made  of  different  material, 
should  be  sold  on  the  basis  of  an  old  ladies 
comfort.  It  has  been  frequently  stated,  and 
the  opinion  is  shared  by  many  of  the  best 
shoemen  in  the  land,  that  style  variety  in  shoes 
has  made  it  necessary  for  a  good  dresser  to 
be  possessed  of  several  pairs  of  new  shoes  each 
season  for  various  functions.  Thus  fashion 
has  been  a  boon  for  the  retail  shoe  merchant. 


A  Peep  into  the  kiddies  shoe  department  of  the  Marott  Shoe  Shop,  Indianapolis,  Ind. 


By  referendum  vote  the  Massachusetts  Re- 
tail Shoe  Merchants'  Association  recently 
elected  oflficers  for  the  ensuing  fiscal  year  as 
follows:  President,  Henry  E.  Hagan;  first 
vice-president,  W.  W.  Willson;  second  vice- 
president,  D.  F.  Sullivan;  secretary-treasurer, 
George  0.  Jones. 
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SyLvoseaC 

the  Beautiful  Fur  Fabric 

Elegant  in  its  deep,  lustrous  black  and  fine, 
soft  finish  that  so  closely  rivals  actual  sealskin. 

Fashioned  into  smart  coats  and  wraps  it  pro- 
duces an  effect  that  makes  its  display  a  genuine 
pleasure  to  the  sales  clerk  and  its  wearing  a 
source  of  joy  and  pride  to  the  purchaser. 

"SYLVOSEAL"  is  one  of  the  variety  of  Hind 
&  Harrison  fur  fabrics  of  Quality,  and  is  featured 
— with  the  "H  &  H"  Label — in  current  adver- 
tising to  the  public  in  the  LADIES'  HOME 
JOURNAL. 

The  intrinsic  merit  of  "SYLVOSEAL"  and  all 
Hind  &  Harrison  Fabrics,  plus  the  spreading  of 
their  fame  through  advertising,  make  it  doubly 
advisable  for  you  to  be  sure  the  garments  you 
buy  bear  the  Hind  &  Harrison  Label. 

The  Hind  &  Harrison  Plush  Company 

Principal  Offices  and  Factory:  Clark  Mills,  Oneida  County,  N.  Y. 

New  York  City  Office:  American  Woolen  Bldg.,  225  Fourth  Ave.   Chicago  Office:  317  W.  Adams  St. 
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About  Co-operation 


CO-OPERATION  is  more  than  a 
word  to  the  Van  Raalte  Com- 
pany. 

To  us,  it  means  a  service — definite, 
tangible,  dependable,  —  a  service 
which  we  must  render  you. 

It  means  that  we  must  help  with  at- 
tractive display  suggestions,  and  with 
selling  ideas  that  sell. 

The  Van  Raalte  idea  of  Co-operation 
is  working  out  with  gratifying  success 
in  8000  retail  stores,  helping  to  move 
goods  with  rapid  turn-over. 

*    *  * 

BY  all  means  make  it  a  point  to  in- 
spect the  complete  new  Van 
Raalte  Fall  line,  just  made  ready  for 
you,  which  includes  notable  show- 
ings of  — 

DOUBLE  SILK  GLOVES 
THREAD  AND  GLOVE  SILK  HOSIERY 
GLOVE  SILK  UNDERWEAR 
IMPORTED  SUEDE  FABRIC  GLOVES 


VAN  RAALTE  COMPANY 

Fifth  Avenue,  30th  to  31st  Streets,  New  York,  N.  Y. 
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Present  Complexities  Not  a  Deterrent  hut  a  Challenge 


WHEN  one  looks  at  the  conditions  in 
Europe  one  finds  only  too  good  rea- 
son to  look  with  doubt  upon  the 
future.  In  Great  Britain  the  political,  the 
financial  and  the  industrial  situation  appears 
to  be  more  disquieting  than  at  any  time  in 
the  long  history  of  what  used  to  be  called  "the 
right  little,  tight  little  island."  Government 
and  people  appear  to  be  hopelessly  at  sea. 
Foreign  trade,  export  as  well  as  import,  is 
declining,  and  the  idleness  of  workers,  which 
is  so  largely  responsible  for  this  condition, 
continues  to  increase. 

The  spectacular  statement  was  made  re- 
cently in  an  authoritative  quarter  that  if  in 
the  United  States  there  were  as  many  men 
out  of  work  as  in  Great  Britain,  in  proportion 
to  our  population,  our  idle  men  and  women 
would  number  16,000,000. 

France  is  making  some  progress,  but  dread 
of  Germany's  coming  back  compels  the  main- 
tenance of  an  army  so  large  as  to  make  seri- 
ous inroads  on  the  results  of  the  French  peo- 
ple's industry  and  economy.  It  has  been  au- 
thoritatively stated  that  the  French  treasury 
faces  a  deficit  of  36,000,000,000  francs  and 
that  the  public  debt  is  increasing  at  the  rate 
of  5,000,000,000  francs  monthly. 

Italy  is  having  trouble  with  bolshevism 
and  socialism.  Her  industrial  strength  is 
sapped,  moreover,  by  lack  of  coal,  which  must 
be  imported  from  abroad. 

Russia  is  still  in  the  grip  of  Lenin  and 
other  sanguinary  dreamers.  Polish  reaction- 
aries have  started  an  insurrection  because  of 
.  Germany  having  been  preferred  in  the  Silesian 
plebiscite,  thus  bringing  to  bear,  in  favor  of 
their  former  foes,  a  sort  of  Neapolitan  ice- 
cream brick  of  British,  French,  Italian  and 
Belgian  soldiery,  plus  the  German  sicherheits- 
polizei,  or  safety-police. 

The  Turks  are  raising  the  devil  in  the  Near 
East  and  have  gotten  Greece  on  the  warpath. 
This  is  causing  considerable  ill  feeling  be- 
tween France  and  Great  Britain— which  it 
had  been  hoped  would  be  sworn  brothers,  or 
sisters,  after  their  war-time  fighting  shoulder 
to  shoulder. 

France  wants  England  to  stay  out  of  Tur- 


key. She  fears  her  former  ally  may  gain  in- 
creased strength.  England  would  establish 
a  firm  government  and  keep  the  Turks  from 
co-operating  with  the  Russian  Government. 

Even  in  backward,  illiterate,  priest-ridden 
Spain  labor  troubles  and  unrest  on  the  part 
of  the  proletariat  are  the  rule. 

Austria  appears  to  be  on  her  deathbed — 
agonizant,  as  the  French  say,  her  only  hope 
that  union  with  Germany  the  mere  possibility 
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of  which  fills  France  with  tremors.  There  is, 
however,  some  hope  that  Austria  may  be  put 
on  her  feet  through  the  scheme  of  rehabilita- 
tion devised  by  the  League  of  Nations. 

Germany  herself  is  in  a  state  of  poverty 
and  privation,  despite  the  gaiety,  luxury  and 
general  expenditure  of  money  observed  in  Ber- 
lin. But  the  German  people  appear  to  be  will- 
ing to  work,  and  now  that  she  is  supplying 
herself  with  raw  material,  Germany,  with  her 
long  hours  of  labor  and  low  wages,  plus  the 
extremely  low  rates  of  exchange,  will,  it  is 
firmly  predicted,  become  the  world's  greatest 
export  nation.  The  old  jest  that  "Germany 
won  the  war"  has  more  the  earmarks  of  truth 
to-day,  perhaps,  than  it  ever  had. 

But  who  is  going  to  take  all  these  exports? 
The  victorious  Allies  want  Germany  to  pay 
for  the  damage  she  did,  the  losses  of  life  and 
property  for  which  she  is  responsible.  Bat 
they  don't  want  German  goods— not  too  many 
of  them. 


Neither  do  we  want  too  many  of  them. 
We  are  willing  to  take  a  certain  amount,  are 
taking  a  good  many  now,  in  fact.  But  we  re- 
alize, as  do  other  countries,  that  too  many 
German  goods  coming  in  mean  idleness  for 
just  that  many  more  of  our  own  workers.  So, 
after  all,  Germany's  path  to  rehabilitation  may 
be  longer  and  steepgr  than  her  own  willing- 
ness to  work  might  seem  to  indicate. 

Even  our  neighbors  in  this  hemisphere  are 
not  happy. 

Brazil  finds  her  coffee  and  rubber  indus- 
tries in  bad  shape  as  a  result  of  the  war,  and, 
as  in  all  other  countries,  her  Government  is 
short  of  funds.  Argentina's  currency  has 
been  further  depreciated  and  the  possible  im- 
portation of  cattle  disease  threatens  one  of  her 
leading  industries. 

China,  to  cast  our  eyes  over  to  the  Far 
East,  is  in  the  throes  of  a  famine  that  is 
taking  the  lives  or  undermining  the  strength 
of  thousands  and  even  millions  of  her  people. 

ONLY  WHEN  WE  LOOK  AT  CONDI- 
TIONS IN  OUR  OWN  LAND  DO  WE 
OBSERVE  GROUNDS  FOR  CONFIDENCE. 
Yet  our  views  in  this  direction  must  neces- 
sarily be  tempered  by  what  we  see  going  on 
abroad.  "We  cannot  prosper  while  other  na- 
tions are  in  want,"  has  been  preached  from 
platform  after  platform  ever  since  the  armis- 
tice. For  one  thing,  if  other  nations  have  no 
funds,  or  no  credit,  they  cannot  buy  our  goods. 
And  because  funds  and  credit  are  alike  scant 
abroad  we  have  on  hand  here  a  huge  surplus 
of  agricultural  products — a  surplus  that  is 
about  to  be  increased  by  the  coming  harvests. 
This  points  to  anything  but  higher  prices  for 
the  farmers  who  are  already  discontented  and 
clamoring  for  more  money  in  return  for  their 
products. 

Again,  because  of  the  conditions  abroad, 
our  export  trade  continues  to  decline.  The 
revival  of  our  merchant  marine  still  lies  in  the 
bosom  of  the  future. 

Thus  one  might  go  on  ad  nauseam,  sum- 
marizing the  conditions  that  work  against  the 
revival  of  trade;  adding  to  the  foundations 
above   depicted   a   superstructure   of  high 
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freight  rates,  impecunious  railroads,  labor 
disputes  actual  and  potential,  declining  prices 
for  merchandise,  lessened  employment  in  vari- 
ous industries,  and  so  on  and  so  forth. 

Yet  the  fact  remains  that  in  this  coun- 
try people  are  going  about  their  business 
much  as  usual  and  IN  WELL-CONDUCTED 
STORES  IN  NUMEROUS  CENTERS  THE 
SALES  VOLUME  IN  DOLLARS  AND 
CENTS  NOT  ONLY  EQUALS  THAT  OF 
LAST  YEAR,  BUT  EXCEEDS  IT. 

Yes,  exceeds  it,  in  spite  of  the  big  drop 
in  prices  as  compared  with  those  of  a  year 
ago.  The  truth  of  this  statement  will  be  ques- 
tioned by  few  Economist  readers.  It  is  veri- 
fied by  their  own  sales  records. 

There  are  exceptions,  of  course.  In  cen- 
ters, for  example,  where  unemployment  has 
been  considerable  and  has  been  prolonged  and 
where  the  farmers  have  been  deterred  by  low 
prices  from  turning  their  products  into  cash. 
But  

"The  Chicago  stores  have  increased  their 
sales  volume  over  last  year,"  said  D.  F.  Kelley, 
general  manager  of  Mandel  Brothers,  at  the 
meeting  of  store  controllers  last  week,  "be- 
cause they  kept  everlastingly  at  it." 

And  the  same  spirit  was  expressed  by  Er- 
nest Katz,  controller  of  R.  H.  Macy  &  Co., 
when  he  said  in  answering  one  of  the  questions 
handed  in  at  another  session:  "/  don't  be- 
lieve in  even  considering  the  possibility  of 
lessened  sales  volume.  My  experience  is  that 
those  who  go  after  the  business  hard  enough 
will  surely  get  it." 

That  is  the  spirit  in  which  every  Ameri- 
can— merchant,  manufacturer  or  whatever — 
if  he's  a  real  American  will  meet  the  condi- 
tions as  they  exist  or  may  arise.  He  will  keep 
his  eyes  and  his  mind  open  to  facts,  to  new 
impressions.  And  where  conditions  look  bad 
he  will  view  them  NOT  AS  A  DETERRENT 
BUT  AS  A  CHALLENGE. 

He  will  make  up  his  mind  that  he  is  going 
to  get  the  business  and  win  through,  just  as 
great,  successful  Americans  won  through  the 
storms  and  stresses  of  their  day.  And  with 
that  sword  of  determination,  tempered,  like 
fine  steel,  by  fortitude,  judgment  and  dis- 
cretion, he  will  hew  his  way  through  all  the 
difficulties  that  beset  him.    S.  H.  Ditchett. 
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An  International  Gathering 


WITHIN  a  week  or  so  from  the  date  of 
this  issue  of  the  Economist  there 
will  assemble  in  London  a  gathering 
of  business  men  that  bids  fair  to  have  far- 
reaching  results.  This  is  the  meeting  of  the 
International  Chamber  of  Commerce,  an  or- 
ganization formed  about  a  year  ago  and  made 
up  of  men  engaged  in  business  in  a  number  of 
countries. 

In  the  formation  of  this  International 
Chamber  Americans  took  an  active  part. 
This  was  largely  because  of  the  support  given 
to  the  movement  by  the  Chamber  of  Commerce 
of  the  United  States.  At  the  organization 
meeting,  which  took  place  in  Paris,  represen- 
tatives of  Great  Britain,  France,  Italy  and 
Belgium,  as  well  as  of  the  United  States  were 
present. 

This  year's  meeting  will  be  attended  not 
only  by  men  from  these  five  countries  but  also 
by  delegates  from  Holland,  Denmark,  Sweden, 
Greece,  Poland  and  Czechoslovakia.  Other 
countries  are  seeking  representation  in  the 
Chamber. 

At  the  coming  meeting  discussion  will 
center  on  the  question  of  how  to  restore  the 
world's  commerce.  This  will  be  discussed  from 
the  standpoints  of  finance,  production,  distri- 
bution, transportation,  communication  and  the 
devastated  regions.  Reports  on  all  of  these 
subjects,  with  the  exception  of  the  one  last 
named,  will  be  made  by  American  committees. 

Especial  interest  surrounds  the  work  of 
the  American  committee  on  production.  That 
committee  will  discuss,  and  doubtless  recom- 
mend, co-operation  in  the  elimination  of  un- 
necessary variety,  styles,  sizes  and  kinds  in 
various  commodities.  Let  us  hope,  for  the 
sake  of  the  dry  goods  trade  everywhere,  that 
the  men  who  have  to  handle  this  important 
subject  will  get  proper  light  on  it  from  all 
quarters  and  not  solely  from  the  standpoint  of 
engineers  and  manufacturers  of  tools  and 
hardware.  For  while  standardization  of 
staple  lines  can  hurt  no  one,  but  its  applica- 
tion to  novelties  and  fashion  merchandise  (if 
it  could  be  effected)  would  be  ruinous. 


The  work  of  the  committee  on  distribution 
is  also  of  especial  importance.  This  body,  it 
is  understood,  will  recommend  the  creation  of 
a  committee  of  the  International  Chamber, 
whose  duty  it  shall  be  to  make  recommenda- 
tions looking  to  the  elimination  of  unfair  trade 
practices.  It  is  also  proposed  to  furnish 
means  for  the  arbitration  of  disputes  between 
business  men,  firms  and  corporations  in  dif- 
ferent countries. 

The  transportation  committee  will  offer 
recommendations  in  connection  with  ocean 
and  land  transport. 

The  problems  involved  in  the  present 
chaotic  condition  of  international  finance  will 
be  laid  before  the  meeting  by  the  American, 
committee  in  a  report,  which  will  include, 
among  other  facts  and  figures,  a  trial  balance 
sheet  of  the  world's  present  financial  situa- 
tion. Realizing  that  the  international  ex- 
change situation  can  right  itself  only  by  the 
aid  of  free  movement  of  commodities  special 
consideration  will  doubtless  be  given  during 
the  meeting  to  the  tariff  problems  of  various 
countries. 

The  President  of  the  International  Cham- 
ber is  a  Frenchman — Etienne  Clementel,  who 
at  one  time  held  the  post  of  Minister  of  Com- 
merce. The  vice-presidents  and  directors  are 
men  representing  each  of  the  countries  that 
furnish  members.  The  American  vice-presi- 
dent and  directors  are  all  rnen  who  have  won 
a  high  place  in  our  industrial  and  commercial 
fabric.  It  is  particularly  gratifying  that  one 
of  the  American  directors  is  a  man  who  is 
recognized  as  an  authority  in  the  dry  goods 
and  department  store  business,  viz.,  Edward 
A.  Filene,  president  of  the  Wm.  Filene's  Sons 
Co.,  Boston. 

Altogether,  there  is  good  reason  to  hope 
that  this  meeting  of  the  Chamber,  the  first 
since  its  organization,  and  the  interchange  of 
ideas  between  men  of  various  nations  thus 
made  possible,  will  result  in  the  formulation 
and  adoption  of  ways  and  means  for  straight-- 
ening  out  the  present  tangled  skein  of  world 
affairs. 


Buqer  •  Disfributor •  Retailer-Manufacturer- 

The   "good  fairy  "   whose  wand  imparts  selling  value. 
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Drawmn  Pans  for  the  Econom^st  ,        ,    r  „     ru!.  rr.trr  nf  fashion  likewise  favors  velvet.    Elaborately  embroidered  in  silver  and  gold  this 

Paris  sponsors  capes  and  long  ones,^  also  extremely  full.    This  ,  f^^.''.^^^  Ift     The  aouni  beside  it,  also  of  velvet,  in  rose  color,  suggests  a  modified 

fabric  in  coral  color  has  been  modeled  "^Jo^he  evening  w^^^^^  l^eTtL  season'    tendelcy  toward  brialliant  trimming  in  evening 

Renaissance  style  in  the  fitted  bodice  and  full  hips.  Silver  c  fh'^  ^^l  tl^: iVb  ZrTbythe"^^^^  figure.  The  favored  irregularity  of  hem  line  is  featured 
gowns.    An  interesting  combination  of  black  satm  '^f  jnole  is    hown  m       ^^"^^ J  dS.  its  trimming  of  embossed  gold  braid,  shozvn  next.  Evening 
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7Zre7t  is  centered  in  the  odd  rolled  movement  at  the  back  of  the  skirt. 

FALL  AND  WINTER  FASHIONS  IN  PARIS 

Advance  style  information  from 
the  Economist's  Paris  Office, 
2  Rue  des  Italiens 


LITTLE  or  no  change  in  silhouette,  but 
marked  diversity  and  originality  in  the 
treatment  and  the  working  out  of  de- 
tails. This  briefly  expresses  the  developments 
in  the  vv^inter  fashions  in  Paris. 

This  is  at  once  a  satisfaction  and  a  disap- 
pointment to  the  couturiers — a  satisfaction  in 
that  old  lines  can  be  safely  worked  off,  a  dis- 
appointment because  the  search  for  something 
different,  something  intrinsically  new,  that 
will  o'  the  wisp  of  every  model  maker  or  buyer 
the  world  over,  is  as  far  from  realization  as 
ever. 

But,  as  a  matter  of  fact,  the  general  con- 
ditions are  not  such  as  would  warrant  any 
great  change  for  at  no  time  during  or  since 
the  war  have  the  general  conditions  of  affairs 
been  more  unsettled.  Prices  continue  high, 
the  majority  of  women  are  forced  to  econo- 
mize, and  the  result  is  that  there  is  little  dif- 
ference in  the  models  produced  for  the  dress- 
makers' private  clientele  and  those  got  out 
for  the  trade. 

A  Characteristic  Silhouette 

In  one- of  the  characteristic  silhouettes  for 
the  coming  season  the  waist  is  large  and  bulky 


and  is  placed  at  a  low  line,  while  the  hips  are 
slim  and  tightly  draped.  The  bodice  is  loose 
and  unfitted.  The  skirt  flares  gradually  from 
snugly  fltted  hips  to  the  lower  edge.  In  other 
words,  there  is  a  tight,  scant  middle  section, 
which  runs  from  the  hips  half-way  to  the 
knees,  and  above  and  below  that  point  the 
costume  is  loose  and  ample. 

The  inspiration  for  this  silhouette  is 
largely  drawn  from  Persia  and  Hindustan. 

Other  Sources  of  Ideas 

In  evening  gowns  a  slight  tendency  is 
noted  toward  the  classic  Greek  and  Roman 

draperies.  .        rj.  ^■ 

The  styles  of  the  Spanish  and  the  Italian 
Renaissance,  and  also  the  full  skirts  and  crino- 
lines of  the  1830  period  are  employed. 

None  of  these  influences,  however,  can  be 
said  to  dominate,  and  for  the  first  time  in 
many  seasons  fashions  seem  to  be  derived  m 
very  slight  degree  from  the  dress  of  any  age 
or  country. 

Two  Marked  Tendencies 

As  regards  details,  emphasis  is  placed  on 
irregularity  of  line  at  the  lower  edge  of  all 


garments,  and  also  on  one-sided  effects  carried 
out  not  only  in  trimmings  but  in  the  cut  of  the. 
garments  as  well. 

Suits  for  the  winter  are  featured  with 
jackets  in  various  styles,  knee-length  or 
longer. 

A  style  for  Paris  much  emphasized  by  the 
model  makers  is  belted  at  the  hips  and  has  a 
loose,  straight  bodice  section,  sleeves  set  in  at 
a  deep  armhole  and  a  full  circular  basque  of 
irregular  length. 

Straight,  full  box  jackets  opening  over  flat 
panel  vests  are  also  conspicuous. 

Most  of  the  jackets  have  fur  collars  in  wide 
shawl  effects  or  draped  snugly  around  the 
throat  and  fastened  at  the  side.  Wide  cravat 
collars  of  fur,  and  double  collars — that  is,  an 
inner,  standing  collar  of  fur  and  an  outer,  roll 
collar  of  fabric — are  also  featured. 

Suit  Coat  Sleeves  Wide 

Sleeves  of  suit  coats  are  set  in  at  a  deep 
armhole.  They  are  long  and  are  wide  at  the 
wrist,  where  they  finish  with  a  deep  band  of 
fur.  Frequently  the  fur  band  extends  in  long 
tabs  at  the  outside  of  the  hand. 

Jackets  in  severely  plain  tailored  styles 
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Tailored  gowns  for  afternoon 
with  sashes  draped  low  over  the 
hips  and  knotted  in  front  are 
much  in  evidence  in  fall  dresses 
in  Paris.  Leading  couturieres  al- 
so feature  long  sleeves,  high  necks 
and  apron  tunics  as  shown  in  the 
black  marocain  crepe  at  the  right. 


Redingote  and  princess  lines  are 
again  interesting  style  creators. 
Both  are  expressed  here,  one  in  a 
coat  of  brown  ratine  trimmed 
with  beaver,  the  other  in  a  blue 
serge  dress  with  black  satin  add- 
ing a  new  note  in  fullness  below 
the  knees. 


have  some  representation,  and  are  featured 
with  the  fullness  nipped  in  by  a  series  of 
short  darts  at  the  waist  line,  and  with  a  ripple 
skirt  extending  in  deep  points  at  the  lower 
front  edge.  Sleeves  of  these  tailor  jackets 
are  set  in  at  the  normal,  are  long,  and  flare  at 
the  hand. 

Jackets  in  Russian  blouse  effects  with  side 
closings  from  the  shoulder  to  the  lower  edge 
are  conspicuous,  and  are  favorably  spoken  of 
in  Paris. 

Skirts  Have  Flat  Backs 

Suit  skirts,  without  exception,  are  shown 
with  flat  backs,  and  with  marked  movement 
of  fullness  and  of  trimming  from  the  hips 
across  the  front.  The  overlapping  or  wrapped 
tunic  which  folds  around  the  figure  and  closes 
at  the  side  of  the  front  is  strongly  emphasized. 

Many  of  the  skirts  in  tailor  suits  are  hung 
from  fancy  yokes  in  irregular  line,  and  the 
apron  idea  also  is  strongly  featured. 

All  suit  skirts  are  conservative  both  in 
length  and  in  width.  The  majority  measure 
from  9  to  10  inches  off  the  ground,  and  are 
from  one  yard  and  a  quarter  to  one  yard  and 
a  half  in  width.  They  hang  perfectly  straight 
from  the  hips  to  the  hem. 

Quantities  of  panels  continue  to  be  used, 
notably  the  straight  band  style  of  panel  which 
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is  hung  from  a  wide  belt,  and  extends  below 
the  hem  of  the  skirt. 

All  suits  are  extensively  trimmed  with  cut 
work,  with  fur,  stitching,  or  braid.  The  cut 
work  is  used  in  an  infinite  variety  of  elaborate 
and  complicated  patterns.  Frequently  the  cut 
work  is  underlaid  with  a  contrasting  fabric, 
but  quite  as  frequently  the  underlay  is  in  the 
same  fabric. 

It  is  impossible  to  over-emphasize  the  use 
of  braid  as  trimming  on  winter  suits.  Medium 
heavy  silk  hercules  braids,  narrow  fancy  silk 
braids,  and  metal  braids  are  extensively  used 
on  suits  in  wool  velours,  gabardine,  home- 
spuns and  bures  as  well  as  velvets. 

Four  Distinct  Coat  Styles 

Coats  are  in  four  distinctive  styles.  First, 
the  long,  full  circular  coat  hanging  loose  from 
shoulder  to  hem.  Second,  the  bloused  or  cape 
back  coat,  with  belt  at  the  hips  across  the 
front,  and  third,  the  fitted  coat  in  redingote 
style  with  pronounced  curve  at  the  under  arm 
seam,  slim  hip,  and  full  circular  skirt  of 
marked  irregularity  in  line  at  the  bottom. 
The  fourth  type  of  coat  is  built  on  straight 
lines  with  a  long  circular  cape  which  covers 
the  knees. 

Wide  shawl  collars  of  fur  and  wide  draped 
styles  closing  at  the  shoulder  are  the  chief 


types  favored. 

Belts,  when  used,  are  invariably  placed  at 
the  hips,  and  are  of  the  fabric  or  of  wooden 
beads.  Metal  belts,  notably  of  flexible  silver, 
and  girdles  of  fancy  embossed  gold  or  silver 
braids  are  conspicuous. 

Furs  Figure  Prominently 

Cords  and  tassels  are  used  to  some  extent, 
the  tassels  measuring  from  18  to  20  inches  in 
length.  Fringe,  notably  variegated  fringe,  is 
used  as  a  trimming  on  coats.  Panels  and 
wide  yokes  of  fur  figure  conspicuously  on  coats 
of  the  more  dressy  types. 

Embroideries  are  little  in  evidence.  When 
used,  they  are  in  high  relief,  and  are  for  the 
most  part  in  neutral  colored  silks  or  in  metal. 

Long,  separate,  fur-trimmed  coats  of  black 
satin  are  prominent,  and  bid  fair  to  be  a 
marked  note  for  the  winter. 

Velvet  coats,  embroidered  in  metal  and 
lavishly  trimmed  with  fur,  are  also  a  factor 
to  be  reckoned  with. 

Cape  Wraps  Still  Favored 

Capes  and  cape  wraps  of  all  styles  are  still 
as  prominent  a  feature  of  fashions  for  winter 
as  they  have  been  for  the  summer.  Models 
for  street  wear  are  made  of  heavy  satin  and 
are  trimmed  with  fur.   Many  of  these  are  in 
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Outstanding  features  of  formal 
winter  gowns  are:  transparent 
hut  long,  loose  sleeves,  high 
hacks  and  streaming  panels  which 
even  touch  the  floor.  Black  jet 
cabuchons  are  the  only  means  of 
decoration  on  the  lace  model  il- 
lustrated at  the  left. 


Two-fahric  and  two-color  com- ^ 
binations,  one  sided  treatment  and' 
the  use  of  machine  stitching  are 
featured  of  this  dress  of  yellow 
crepe  marocain  and  brown  crepe. 


double-tier  style.  Capes  for  evening  wear  are 
in  rich  metal  brocades,  or  in  black  satin  bro- 
caded with  gold,  or  in  colored  velvet.  Many  of 
the  evening  capes  are  in  vested  effects.  All 
evening  capes  are  extremely  long  and  irregu- 
lar in  line  at  the  bottom. 

Many  capes  are  shown  with  wide  panel 
backs  which  extend  to  form  a  short  train, 
lying  an  inch  or  so  on  the  ground. 

Tailor  Dresses  in  Coat  Styles 

In  tailor  dresses  for  winter,  the  coat  dress 
still  leads,  and  is  featured  with  loose  unfitted 
bodice  section  cut  off  at  the  hips,  and  full 
circular  tunic  skirts. 

Coat  dresses  with  one-piece  panel  fronts 
of  irregular  length  at  the  bottom  are  also  a 
marked  note.  Dresses  of  this  type  close  from 
the  shoulder  down  the  side,  and  finish  at  the 
neck  with  wide  collars  of  fur.  Both  fur  collars 
and  fur  cuifs  are  prominent  on  all  coat 
dresses. 

Next  in  favor  to  the  coat  dress  is  the 
chemise  gown,  which,  notwithstanding  all  the 
efforts  to  the  contrary,  still  holds  its  own. 
The  new  chemise  dresses  are  even  more  shape- 
less than  their  predecessors,  and  are  invariably 
made  in  the  form  of  an  over-tunic  with  an 
elastic  belt.  They  slip  over  the  head  and  are 
worn  in  conjunction  with  a  tight  foundation 


slip.  These  tunics  open  at  the  sides,  and 
reveal  the  foundation  slip  which  frequently  is 
in  a  fabric  contrasting  both  'in  color  and  ma- 
terial. 

Panels  on  Tunic  Dresses 

Variety  is  introduced  into  many  of  the 
tunic  dresses  by  the  treatment  of  panels  which 
are  used  in  various  lengths  and  shapes.  The 
preferred  type  of  chemise  dress,  however,  is 
made  with  a  broad,  straight  panel  at  back  and 
front,  held  to  the  figure  at  the  hips  by  a  sash 
of  the  fabric,  of  metal  braid,  or  of  beads,  and 
opens  throughout  its  length  at  the  sides  from 
the  hips  to  the  lower  edge  of  the  skirt. 

Embroideries  in  square  paillettes,  in  col- 
ored or  in  black  composition,  embroideries  in 
silk  and  chenille,  braids,  metal  embroideries 
and  machine  stitchings  are  the  chief  types  of 
trimming. 

Tunic  Over  Fitted  Foundation 

A  third  type  of  dress  which  is  receiving 
much  favorable  mention  consists  of  a  long, 
beltless  tunic  hung  straight  from  shoulder  to 
knee.  This  tunic  is  worn  over  a  fitted  founda- 
tion in  a  contrasting  fabric  finished  at  the 
bottom  with  a  knee-high  circular  flounce.  The 
over-tunic  closes  down  the  center  of  the  baqk, 
has  a  high  choker  collar  and  long,  tight  set-m 
sleeves.   It  has  not  the  slightest  suggestion  of 


a  waist  line. 

The  great  majority  of  all  the  new  dresses 
either  close  down  the  center  of  the  back  from 
the  collar  to  the  line  of  a  deep  yoke,  or  are 
slit  at  the  back,  simulating  an  opening,  and 
separate  over  a  foundation  in  a  contrasting 
color. 

The  apron-tunic  idea  is  still  strong,  and 
an  apron-tunic  covered  with  a  solid  embroi- 
dery in  rich-colored  silk  frequently  appears  as 
the  only  tou<;h  of  color  on  tailor  dresses  in 
black  crepe  morocain,  satin  or  velvet. 

Fabric  and  Color  Combinations 

Two-fabric  combinations  are  in  good  de- 
mand for  all  types  of  tailor  dresses,  notably 
velvet  and  crepe  morocain,  duvetyn  and  gabar- 
dine, while  serge  and  black  satin  is  always  a 
favorite. 

Bloused  effects  at  a  low  waist  are  still 
much  emphasized.  The  Russian  blouse  idea 
is  strong  and  appears  for  the  most  part  in 
dresses  in  a  two-fabric  combination,  notably 
of  a  wool  and  a  silk,  in  which  the  blouse  is 
of  silk,  the  skirt  of  a  wool  fabric. 

Hem  Treatment  of  Skirts 

The  bottoms  of  all  skirts,  whether  for 
house  or  for  street  wear,  are  irregular.  Skirts 
which  form  deep  points  at  either  side,  those 
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with  long,  straight  panels  which  extend  an 
inch  or  so  below  the  skirt,  and  models  with 
one  side  of  the  front  extending  in  a  deep  point 
at  the  bottom  are  the  favored  types. 

Skirts  with  a  godet  fullness  at  one  side 
of  the  front,  the  back  and  the  opposite  side 
left  flat,  and  styles  with  circular  flounces 
across  the  front  are  strongly  emphasized. 

Black  satin  tailor  dresses  embroidered  in 
rich-colored  silk  and  in  metal  seem  promising. 

Velvet  is  in  good  demand  for  tailor  dresses, 
while  heavy  crepes  still  hold  their  own. 

High  Collars  for  Tailor  Dresses 

The  high-neck  finish  is  making  steady 
headway,  but  is  struggling  against  great 
odds.  In  so  far  as  Paris  is  concerned,  the  high 
collar  is  assured  for  tailor  dresses.  For  the 
American  trade,  however,  importers  have  in- 
sisted on  the  convertible  collar  which  may  be 
left  open  or  closed  at  will. 

Sleeves  in  two  fabrics  and  in  two  colors  are 
prominent,  and  are  featured  set  in  at  a  deep 
armhole. 

Bishop  sleeves  and  long,  tight  sleeves  set 
in  at  the  normal  also  are  indorsed. 

All  sleeves  are  much  trimmed,  slashings, 
cut  work,  embroideries  and  braidings  being 
extensively  used.    As  a  rule,  the  sleeve  is 


The  trend  of  winter  fashions  is  express- 
ed in  two  models  above  showing  the  irreg- 
ular hem  lines,  the  profuse  use  of  braiding 
and  fur  and  the  tendency  toward  cape  and 
bloused  bodices.  The  coat  at  the  left  is 
made  of  bottle  green  Kashavelline,  a  nov- 
elty camel's  hair  mixture  from  Rodier, 
trimmed  with  Kolinsky. 

Copper  colored  bure  braided  in  black 
silk  hercules  makes  the  model  at  the  right. 


trimmed  either  through  the  upper  or  through 
the  lower  half,  but  never  throughout  its  length. 

Black  Running  Strong 

Green,  gray,  brown  and  fawn  are  the  lead- 
ing colors  for  tailored  dresses,  while  black 
holds  high  favor. 

Scarlet  is  extensively  used  in  combination 
with  navy  or  with  black. 

For  afternoon  dresses,  crepe  de  Chine,  vel- 
vet, satin  and  lace  are  good  in  the  order  named. 
Dresses  in  the  combination  of  black  crepe 
satin  of  very  lustrous  finish,  with  black 
Chantilly  lace,  are  conspicuous,  as  are  combi- 
nations of  black  crepe  de  Chine  and  black 
Chantilly,  and  combinations  of  black  with  a 
colored  velvet,  such  as  black  velvet  with  coral, 
turquoise  or  Chinese  blue. 


Necks  of  afternoon  dresses  finish  in  shallow 
rounded  line. 

Long  lace  sleeves,  either  wide  at  the  hand 
or  fitted  tight  to  the  arm,  are  used  in  after- 
noon and  in  evening  gowns. 

Classic  Gowns  Favored 

In  evening  dresses,  simple  draped  styles, 
on  the  order  of  the  classic  Roman  costumes, 
are  favored. 

The  Italian  and  the  Spanish  Renaissance, 
and  the  1830  or  crinoline  line  are  also  repre- 
sented in  this  group. 

Evening  govras  are,  as  a  rule,  less  daringly 
decollete.  They  are  made  with  a  very  shallow 
rounded  decolletage  at  the  front,  and  with  a 
low-cut  back,  veiled  with  lace  or  with  net. 

Sleeveless  evening  gowns,  and  gowns  with 
long,  tight  lace  sleeves  are  shown. 

Materials  for  Evening  Gowns 

Colored  velvets,  notably  coral  pink,  helio- 
trope and  green,  rich  brocades  and  heavy 
satins  take  precedence,  though  black-jetted 
gowns  are  well  spoken  of. 

Quantities  of  spangles,  chains  of  pearls 
and  showers  of  spangled  fringes  are  used  on 
velvet  gowns. 
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Evening  gowns  in  metal  cloth  still  hold 
their  own. 

Skirts  of  all  evening  gowns  are  much 
longer,  the  majority  just  clearing  the  floor. 
Trains  from  either  side,  and  trains  at  one 
side  of  the  front  are  favored,  but  the  train 
hung  where  it  properly  belongs,  at  the  back,  is 
rarely  seen. 

Trend  in  Fur  Garments 

In  fur  garments,  the  cape  idea  still  holds 
good.  Fur  wraps  are  for  the  most  part  niade 
either  in  cape  style,  or  are  built  on  the  lines 
of  a  cape.  Three-quarter  length  and  half 
length  garments  are  emphasized.  Black  fur 
models  take  precedence,  black  caracul,  baby 
lamb  and  Persian  Astrakhan  leading.  Gray 
squirrel  and  mole  are  second  in  favor.  Mink 
coats  are  still  favored  for  evening  wear. 

Animal  skins  are  used  for  neck  pieces, 
pointed  fox,  fisher,  sitka  and  white  fox  are 
the  preferred  pelts. 

For  trimmings,  flying  squirrel,  and  a 
South  American  fur  called  wiscatche,  which  is 
a  mixture  of  opossum  and  chinchilla,  are  m 
demand.  White  caracul  and  gray  Astrakhan 
also  are  in  demand. 

Linings  of  fur  wraps  are  less  vivid  than 
formerly,  self  tone  brocaded  crepes  de  Chine 


Velvets  are  developing  decided  promi- 
nence for  the  fall  season  especially  in  wraps 
and  three-picee  suits.  Above  at  the  left 
is  a  mauve  colored  velvet  braided  in  self- 
tone  and  trimmed  with  beaver. 

Silk  plush  and  velvet  combine  to  make 
the  zvrap  in  the  center  distinctive.  An  in- 
teresting feature  is  the  use  of  flounces  each 
bound  with  braid.  . 

At  the  extreme  right  the  richness  of 
black  velvet  is  brought  out  by^  the  soft 
squirrel  trimming  which  is  lavishly  used 
on  the  loose  box  jacket  of  this  three- 
piece  suit. 


figuring  prominently.  Printed  satins  also  are 
used  in  Persian  designs. 

Trimmed  linings,  namely  linings  mcrusted 
with  lace,  banded  with  ribbon,  or  embroid- 
ered are  featured  in  wraps  of  fur  or  velvet  for 
evening  wear. 

Textiles  That  Lead 

Paris  is  going  in  strong  for  ratines.  For 
several  seasons,  model  makers  have  tentative- 
ly launched  models  in  ratine,  but  these  have 
met  with  little  or  no  success.  This  year  how- 
ever, the  idea  is  being  strongly  pushed  and 
ratines  in  plain  and  in  fancy  striped_  effects, 
also  in  mixed  colorings  figure  conspicuously 
for  coats  and  for  suits. 


In  addition  to  ratines,  very  soft  supple 
weaves  in  camel's  hair  mixtures,  on  the  order 
of  wool  velours  and  of  duvetines  are  shown. 
Duvetines  are  extensively  used  in  combina- 
tion with  broadcloth  and  with  velvet.  Broad- 
cloths in  soft  supple  qualities  and  in  lustrous 
finish  are  emphasized.  They  are  used  in 
tailor  dresses  and  suits. 

Bold  striped  effects,  and  bold  plaided  ef- 
fects, are  both  shown  in  coatings,  although 
the  general  trend  tends  more  toward  the  use 
of  wool  fabrics  in  plain  colors  or  in  mixtures. 

Printed  Crepes  for  Evening  Wraps 

Silk  crepes  still  hold  their  strong  posi- 
tion for  dresses,  notably  heavy  crepes  de 
Chine.  Printed  crepes  overcast  with  metal 
brocade  are  featured  for  evening  wraps. 

Velvets  are  strong  in  black  and  in  color, 
and  are  used  both  for  street  and  house  cos- 
tumes. Velvet  brocades  on  chiffon  are  well 
spoken  of. 

An  effort  is  being  made  to  push  moires, 
notably  moire  poplins. 

Satin,  in  medium  heavy  qualities  and  in 
very  lustrous  finish,  is  used  for  wraps. 

Lace  is  a  big  factor  of  all  dressy  costumes, 
and  is  used  in  dresses  in  combination  with 
crepe  de  Chine,  also  with  crepe  satin. 
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Paris  endorses  sweater  suits  in 
silk  tricot,  and  designers  develop 
'individuality  in  line  and  orna- 
mentation. Brown  silk  tricot 
with  a  bit  of  old  gold  in  the  vest 
and  belt  slides  of  yellow  composi- 
tion make  the  model  at  the  left, 
while^  that  of  gray  silk  tricot  at 
the  right  is  simply  decorated  with 
drawn  work  bands.  From  Ida 
■  Charles. 
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Black  Chantilly  lace,  and  white  silk  em- 
broidered nets  are  conspicuous.  Cire  laces 
are  represented  to  some  extent,  and  are  favor- 
ably spoken  of,  although  their  success  is  by 
no  means  assured. 

Trimmings  in  Vogue 

In  trimmings,  braids,  notably  black  silk 
hercules  braid  in  all  widths,  narrow  heavy 
black  silk  guimpe,  and  embossed  metal  braids 
lead. 

Machine  stitching  in  self  tone  and  in  con- 
trasting color  is  prominent,  and  is  used  on 
dressy  tailor  costumes  in  velvet. 

Cut  work  of  all  kinds  is  extensively  em- 
ployed on  cloth,  also  on  silk  crepe  dresses. 

Embroideries  are  extensively  used  in 
bright  colors,  also  in  neutral  colors  on  black 
or  on  navy.  Bead  embroideries,  and  embroid- 
eries in  square  paillettes  are  used  on  georg- 
ette dresses,  also  on  broadcloth  and  serge 
gowns.  The  square  paillette  in  fact  is  one  of 
the  most  prominent  ideas  thus  far  in  trim- 
mings for  the  winter  season. 

Fringe,  notably  variegated  fringe  in  wide 
width,  is  in  good  demand. 

Waist  Treatments 

Belts  figure  prominently,  and  are  shown 
in  many  novel  and  ornate  designs. 

Quantities  of  soft  sashes  in  the  fabric  of 
the  dress  are  also  used  finished  with  long 
showers  of  spangled  fringe. 

Hand  painted  leather  belts  are  used  to 
some  extent,  but  the  novelty  belt  in  flexible 
metal,  or  heavy  embossed  metal  braid  takes 
precedence. 

Quantities  of  enormous  jeweled  motifs  in 
a  heavy  Renaissance  style  are  used  to  hold  the 
drapery  of  evening  gowns  in  place  and  show- 
ers of  spangled  fringe  caught  by  metal 
plaques  answer  the  same  purpose. 


With  no  radical  change  in  line  or  figure, 
there  is  little  or  no  change  to  report  in  cor- 
sets. 

The  new  corsets  are  made  of  very  supple 
materials,  but  with  a  tendency  toward  more 
solid  bonings.  They  are  built  with  long  skirt, 
very  slender  hips,  and  low  bust. 

The  materials  chiefly  in  vogue  are  silk  tri- 
cot and  silk  jersey,  with  satin,  and  satin  rib- 
bon in  models  for  dancing. 

Flesh  colored  tints  lead,  although  black 
corsets,  notably  in  low  girdle  styles  for  danc- 
ing, and  gray  satin  corsets  for  wear  with  the 
gray  evening  gowns  are  being  brought  out. 

The  new  brassieres  for  the  most  part  are 
made  in  sheer  fabrics,  such  as  are  suitable  for 
wear  next  to  the  skin.  They  are  in  flesh  color. 


Fashion  in  Pictures 


In  the  following  16  plates  are 
reproduced  photographs  of 
dresses,  suits  and  coats,  millinery 
and  footwear  imported  by  the 
Dry  Goods  Economist  for  illus- 
tration in  this  Fall  Fashion  Num- 
ber. 

Descriptions  of  the  garments 
and  millinery  will  be  found  on 
page  55. 

The  Economist  steJOF-members 
who  made  the  selections,  the 
fashion  creators  and  the  photog- 
rapher are  all  entitled  to  credit 
for  the  part  they  have  played  in 
making  possible  this  graphic 
presentation  of  the  new  season's 
styles. 


Brassieres  for  wear  over  the  corset  are 
made  in  two  or  three  combinations  of  real 
laces,  or  are  in  satin  variously  embroidered  in 
metal  or  inset  with  lace. 

Blouse  Styles  Diverse 

Although  the  season  opens  strong  for  the 
coat  and  dress  suit,  there  is  none  the  less  a 
large  and  varied  assortment  of  blouses  of- 
fered in  the  French  market. 

Practically  all  models  in  blouses  are  made 
to  be  worn  over  the  skirt.  The  slip  over  head 
type  of  blouse  with  belt  cut  in  one  with  the 
bodice  section  which  molds  snugly  to  the  fig- 
ure at  the  hips,  and  closes  with  buttons  or 
lacings  at  either  side  is  still  strongly  featured. 
In  addition  to  the  slip  over  blouse,  models  in 
waistcoat  effects  are  well  represented.  Rus- 
sian styles  are  featured  to  some  extent.  They 
are  made  in  knee  length  with  belt  at  a  low 
waist  line,  and  with  high  choker  collars  and 
long  bishop  sleeves. 

Sleeves  in  tailor  blouses  generally  are  in 
raglan  effect.  In  the.  dressy  style,  the  sleeves 
may  be  either  set  in  at  the  normal  or  in  ki- 
mono style. 

In  materials,  heavy  crepes  de  Chine, 
georgettes  and  silk  tricots  are  favored  for 
street  wear,  with  piques  and  fancy  cotton 
matelasses. 

Lace  Models  Featured 

Lace  blouses  are  featured  for  dressy  wear, 
notably  in  dyed  Irish  and  deep  cream  Chan- 
tillys,  and  in  net  trimmed  with  Valenciennes. 

Waists  in  georgette  generally  are  trimmed 
with  insertions  of  real  filet  lace,  or  with  flat 
silk  braid. 

The  white  blouse  is  gradually  replacing 
the  color  blouse  in  tailor  styles. 

Modes  in  heavy  silk  tricot  trimmed  with 
bands  of  drawn  work  or  of  heavy  silk  filet  cro- 
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Scarfs  of  antique  design  in 
printed  silk  or  cotton  have  ap- 
pealed to  the  creative  instinct  and 
this  season  couturieres  are  mod- 
eling dresses  from  these  quaint 
old  things.  The  costume  illus- 
trated is  from  Becker  Fils. 
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chet  are  shown  for  sport  and  for  tailor  wear. 
These  blouses  are  usually  in  strong  colors, 
such  as  old  gold,  green,  or  coral. 

Guimpes  Hold  Favor 

In  neckwear,  waistcoats  and  guimpes  are 
the  leading  styles.  The  guimpes  generally  are 
featured  in  slip  over  styles  with  rounded  neck 
finish  and  are  provided  with  wide  girdles 
which  mold  the  hips.  For  these,  fine  Brussels 
net  in  white  or  in  deep  cream,  or  organdie  is 
used  combined  with  coarser  silk  net  or  with 
pleated  frills  of  the  organdie. 

Waistcoat  models  are  made  m  straight 
panel  styles,  in  heavy  fancy  cotton  goods,  such 
as  embossed  piques,  or  printed  and  embroid- 
ered silk  jerseys. 

Silk  Underwear  Popular 

Colored  silk  underwear  still  takes  prece- 
dence over  linen  underwear  in  Paris. 

White  underwear  trimmed  with  a  color  is 
featured  to  some  extent,  but  the  great  demand 
is  for  shell  pink  in  silk  crepes,  silk  jerseys 
and  silk  voiles.  . 

Lace  again  is  in  demand  as  a  trimming, 
notably  binche  lace  in  deep  cream  and  Valen- 


ciennes. 

Drawn  work  is  used  to  some  extent,  and 
there  is  a  marked  revival  of  interest  in  fine 
hand-embroidered  underwear. 

Gauntlet  Gloves  Prominent 

Gauntlet  gloves  with  stiffened  cuffs  much 
trimmed  and  embroidered  stand  out  conspicu- 
ously as  the  newest  styles  in  gloves  in  Paris. 

This  style  follows  obviously  on  the  con- 
tinued effort  to  push  the  early  Renaissance 
styles  in  garments. 

All  of  the  gloves  in  gauntlet  styles  are  very 
elaborate  and  are  much  trimmed.  Black  and 
white  effects  dominate,  notably  black  glace 
kid  gloves  embroidwed  in  white. 

Black  gloves  trimmed  and  embroidered  in 
color  are  also  well  represented. 

The  short  gauntlet  glove  is  frequently 
worn  with  short  sleeved  dinner  gowns. 

Fashion  is  again  veering  towards  the 
wearing  of  long  mousquetaire  gloves  with 
evening  dresses.  Long  black  suede  gloves  are 
worn  with  short  sleeved  or  sleeveless  gowns 
in  light  color.  They  are  worn,  however, 
wrinkled  around  the  wrist  leaving  the  entire 
arm  bare. 


The  chief  demand  in  France  is  for  black 
and  white  gloves.  The  vogue  for  the  long 
glove  in  tan  or  in  gray  suede  is  dying  out.  ^ 

Low  Shoes  Preferred 

Low  shoes  are  still  extensively  worn.  In 
fact,  there  is  little  or  no  demand  for  the  high 
lace  or  button  boot. 

The  fashionable  type  of  low  shoe  is  now 
the  patent  leather  pump,  which  is  worn  with 
or  without  a  buckle.  These  pumps  are  fre- 
quently stitched  in  black,  in  white  or  in  a 
color.  Plain  black  patent  leather  pumps,  how- 
ever, worn  with  large  cut  steel  buckles  are 
perhaps  even  more  fashionable. 

Strap  slippers  continue  to  hold  their  own, 
and  are  shown  in  many  intricate  forms. 
Suede  slippers  are  very  little  worn,  being  en- 
tirely replaced  by  black  patent  leather. 

Colored  heels  are  very  prominent  on  black 
patent  leather  pumps,  scarlet,  purple  or  royal 
blue  heels  leading. 

Black  and  white  effects  in  shoes,  following 
the  vogue  for  black  and  white  costumes  are 
also  in  good  demand. 

For  the  evening,  the  sandal  slipper  in 
satin,  in  metal  cloth,  in  metal  brocade,  or  in 
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ID  we  disappoint  you?  Are 
you  one  of  the  merchants 
who  are  always  particular  to 
give  your  trade  what  you  know  to 
be  the  most  satisfactory  merchandise 
of  its  kind? 

Did  we  disappoint  you  because  we 
couldn't  deliver  A.  B.  C.  Silk  and 
Cotton  Fabric? 

We  are  sorry  and  we  apologize.  But 
the  demand  for  A.  B.  C.  has  really 
been  amazing.  We  did  prepare  for  a 
much  larger  volume,  but  it  was 
absolutely  impossible  to  meet  this 
widespread  demand.  We  are  again 
sincerely  trying  not  to  disappoint 
you,  and  we  have  made  extra- 
ordinary preparation.  We  believe 
A.  B.  C.  Sales  will  double  very  shortly 
and  we  have  planned  to  take  care 
of  even  this  increase. 

How  is  your  A.  B.  C.  stock  now  ? 
May  we  suggest  that  you  place 
your  order  at  once? 


ARTHUR  BEIR  &  CO.,  inc. 

MANUFACTURERS  OF  FINE  COTTON  GOODS 
52  WHITE  STREET  NEW  YORK 

BOSTON  CLEVELAND  CHICAGO 
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metal  brocaded  satin  is  the  fashionable  type. 
Latterly,  slippers  in  brown  satin,  or  in  black 
satin  in  sandal  styles,  have  been  worn  with 
flesh  colored  stockings  with  light  colored  eve- 
ning gowns. 

Champagne  colored  and  taupe  silk  stock- 
ings in  sheer  qualities,  but  in  plain  styles  lead. 
These  are  liked  both  for  street  and  for  eve- 
ning wear.  There  is  no  demand  for  the  open 
work  stocking,  or  for  the  embroidered  stock- 
ing, the  plain  sheer  qualities  being  preferred. 
Black  silk  stockings  are  never  worn. 

Earrings  Are  Much  Worn 

In  jewelry,  black  and  white  effects  still 
dominate. 

Pendants  and  brooches  of  carved  crystal 
set  in  brilliants  are  among  the  novelties  fea- 
tured. 

Earrings  are  worn  almost  as  a  matter  of 
course  with  all  costumes.  Long  pendant  jet 
earrings,  and  pendant  earrings  of  pearls  hung 
from  diamond  chains  are  conspicuous. 

Bracelets  are  worn  in  quantities  on  the 
bare  arm,  also  with  many  of  the  long  new 
tight  sleeved  dresses. 

Strings  of  pearls,  three  or  four  at  a  time 
in  graduated  lengths  are  extensively  worn. 
Rarely  in  fact  is  a  single  string  of  pearls  now 
seen. 

Dog  collars  are  worn  to  some  extent,  also 
narrow  bands  of  black  velvet  ribbon  or  tulle. 

Fabric  Bag  Most  Popular 

Bags  are  in  odd,  medium,  small,  or  small 
geometric  forms. 

The  fabric  bag,  notably  black  satin  or 
black  morie  is  the  most  fashionable.  The 
newest  bags  in  Paris  are  in  black  satin 
trimmed  with  appliques  of  cream  la«e,  and 
embroidered  in  metal. 

Bags  in  the  combination  of  a  fabric 
trimmed  with  leather,  or  inlaid  with  ap- 
pliques of  composition  are  also  shown. 

Many  tassels  and  much  fringe  are  used  as 
trimmings  on  fabric  bags. 

Tricorne  Hats  Conspicuous 

Hats  for  winter  generally  are  in  large  or 
medium  size  such  as  are  suitable  for  wear 
with  the  long  full  skirted  costumes,  for  the 
full  skirt  requires  the  large  hat  to  properly 
balance  the  figure  and  give  a  graceful  well 
proportioned  silhouette.  Hats  with  brims 
rolled  gradually  back  from  the  face,  in  ir- 
regular line,  vie  with  the  broad  straight 
brimmed  sailor.  Tricornes  of  all  kinds  are 
conspicuous,  and  the  cloche  is  still  the  main- 
stay in  sport  shapes. 

The  basic  principle  of  construction  is 
length  from  back  to  front,  with  medium  width 
only.  This  principle  is  variously  worked  out 
in  roll  brim,  straight  brim,  and  in  cloche 
forms. 

Crowns  for  the  most  part  are  high,  but  are 
draped  in  becoming  lines. 

Trimmings  are  placed  either  directly  at 
the  front,  or  erect  at  the  side  of  the  back. 

Ribbons  Seen  Often 

Lacquered  trimmings  of  all  kinds  are  ex- 
tensively used  such  as  lacquered  ostrich, 
goose  quills,  wings,  peacock.  Burnt  feather 
fantasies  are  also  in  demand,  namely,  cock, 
ostrich,  vulture  and  peacock. 

Ribbons  in  all  widths  from  the  very  wide 
to  the  very  narrow  are  used. 

Wide  moire  ribbon,  and  narrow  metal  bro- 
caded faille  ribbons  are  in  particular  much 
emphasized.  .  . 

Fancy  pins,  metal  and  composition  orna- 
ments, and  cabuchon  nail  heads  are  conspicu- 


duvetyn,  with  cire  silk,  satin  or  with  velvet 
are  well  represented. 

Black  Hats  Sport  Color 

Colored  hats  are  featured  trimmed  in  self 
tone  or  with  black.  Black  hats  are  shown 
trimmed  with  a  color. 

Large  picture  hats,  in  black  satin  for  in- 
stance, are  trimmed  with  sweeping  plumes  of 
variegated  ostrich,  while  tailored  hats  in  col- 
ored felt  or  velvet  are  generally  trimmed  with 
cocades  of  black  ribbon,  or  with  black  burnt 
feather  fantasies. 

Hats  in  tan,  navy  blue,  tete  de  negre  are 
featured  in  popular  selling  models ;  purple  and 
olive  green  are  recommended  by  the  more  ex- 
clusive milliners  for  hats  in  tailor  styles. 

Veils 

The  vogue  for  the  made  veil  not  only  con- 
tinues, but  is  steadily  increasing,  and  oblong, 
square,  oval,  or  kerchief  shaped  veils  continue 
to  be  worn  to  the  exclusion  of  all  other  styles 
in  Paris. 

One  color  effects  take  precedence,  though 
combinations  of  black  and  white  are  well  rep- 
resented. Two  color  effects  are  less  favorably 
spoken  of. 

Veils  bordered  with  elaborate  patterns, 
heavily  embroidered  in  high  relief,  and  veils 
bordered  with  large  chenille  dots  are  empha- 
sized. 

Lace  veils,  and  veils  embroidered  in  all, 
over  lace  patterns  are  also  in  demand. 

The  square  and  the  hexagonal  mesh  are 
both  equally  favored. 


ous. 


Shapes  covered  with  hatters'  plush,  with 


Our  Importations 
Of  Paris  Models 

Coats,  Suits,  Dresses,  Etc.,  For  Fall 
and  Winter  Shown  on 
Pages  35-50 
Page  35 

Suit  by  Charlotte.  Hat  by  Vasselin  Ville- 
tard. 

Three-piece  suit  of  black  velvet  in  semi- 
fitted  style  with  trimming  of  wide  hercules 
braid.  The  black  and  white  striped  velvet 
bodice  forms  an  interesting  vest,  pointed  at 
the  sides  and  short  in  the  back. 

Page  36 

Evening  cape  from  Jenny. 

Evening  cape  in  black  satin  brocaded  in 
gold  with  collar  of  black  fox.  The  model  fea- 
tures decided  fullness,  and  irregular  line  at 
the  bottom. 

Page  37 

Coat  by  Jeanne  Lanvin.  Hat  by  Marie 
Lancret. 

Coat  in  black  wool  velours  embroidered 
in  gray  silk  and  silver,  and  trimmed  with 
speckled  monkey  fur.  Model  features  low 
bloused  or  unfitted  line  in  bodice,  and  full 
ripple  skirt. 

Page  38 

Coat  by  Bernard.   Hat  by  Germaine. 

Coat  in  mahogany  colored  wool  velours. 
The  model  features  fitted  lines  and  skirt  of 
irregular  length  at  the  bottom.  The  wide 
shawl  collar,  band  of  fur ,  across  the  lower 
edge  of  the  front  panel,  and  the  cuffs  are  of 
fur. 

Page  39 

Suit  by  Charlotte.    Hat  by  Germaine. 

Tan  colored  velvet  coat  with  front  and 
back  panel  and  wide  shawl  collar  of  fur.  The 
pendant  Renaissance  sleeves  are  features  of 


the  winter  mode.    A  heavy  cord  wfth  tassels 
of  matching  silk  tape  forms  the  belt. 

Page  40 

Wrap  by  Alice  Bernard.    Hat  by  Lewis. 
Wrap  in  copper  colored  wool  velours,  with 
deep  yoke  and  side  panels  of  mole. 

Page  41 

Coat  by  Jenny.    Hat  by  Germaine. 

Coat  in  navy  blue  velvet  embroidered  in 
steel,  featuring  long  wide  sleeves  of  enormous 
width  at  the  hand,  and  skirt  of  irregular  line 
at  the  bottom.  The  shaped  panels  of  fur  and 
the  silver  belt,  the  wide  shawl  collar  and  the 
side  closing  are  points  of  interest. 

Page  42 

Suit  by  Jenny.    Hat  by  Vasselin  Villetard. 

Suit  in  brick  red  velours  de  laine  trimmed 
with  black  caracul.  The  jacket  of  medium 
length,  features  fullness  darted  in  at  the  waist 
line,  with  incrusted  panels  of  the  fur  at  the 
sides,  each  panel  terminating  in  a  long  tassel 
of  black  silk  fringe. 

Page  43 

Suit  by  Jenny.    Hat  by  Germaine. 

Skirt  and  jacket  suit  in  heavy  black  cheviot 
trimmed  with  silver  and  heavy  fancy  black 
silk  braid.  The  draped  collar  is  of  gray  lamb 
and  fastens  with  a  large  button  of  cut  crystal. 
The  jacket  features  tight  moulded  line  around 
the  hips,  and  a  double  waist  line. 

Page  44 

Coat  by  Renee.  Hat  by  Vasselin  Villetard. 
Coat  in  taupe  colored  wool  velours  trimmed 
with  mole,  featuring  slit  cape  back.  The  belt 
of  the  fabric  is  finished  with  a  long  tassel  in 
matching  silk. 

Page  45 

Coat  by  Brandt.    Hat  by  Lewis. 
Coat  in  blue  wool  velours  trimmed  with 
one-quarter  inch  blue  cire  braid.    The  collar 
is  of  gray  squirrel,  the  belt  of  a  heavy  silver 
chain. 

Page  46 

Coat  by  Bernard.  Hat  by  Lewis. 
Coat  in  blue  wool  velours  in  fitted  redin- 
gote  style,  featuring  movement  from  hips 
across  front.  The  model  is  trimmed  with 
blue  silk  braid  and  gray  silk  embroidery.  CoK 
lar  and  cuffs  are  of  flying  squirrel. 

Page  47 

Coat  by  Paquin.    Hat  by  Lewis. 
Coat  featuring  bloused  back  with  straight 
front.  The  model  is  developed  in  a  new  Rodier 
fabric,  "Kashavella,"  and  is  trimmed  with 
brown  silk  tassels  and  sable  squirrel. 


Page  48 

Wrap  by  Jean  Patou.    Hat  by  Germaine. 

Wrap  in  heavy  brown  silk  satin,  featuring 
an  oddly  gathered  cape  collar  with  trimming 
of  flying  squirrel. 

Tailored  dress  by  Bernard.  Hat  by  Vasse- 
lin Villetard. 

Tailor  dress  in  black  satin  embroidered 
in  scarlet  silk,  and  tinsel  and  gold  threads, 
featuring  tight  moulded  waist  line  in  Renais- 
sance style. 

Page  49 

Tailored  dress  by  Bernard. 
Tailor  dress  in  blue  gabardine  and  black 
satin  embroidered  in  coral  mercerized  cotton. 

Page  50 

Dress  by  Jeanne  Lanvin.    Hat  by  Lewis. 

Dress  in  blue  serge  embroidered  in  square 
paJUettes  in  black  and  in  royal  blue.  Model 
is  in  straight  chemise  style,  and  features  panel 
skirt  opening  at  the  sides  with  bodice  blousing 
over  elastic  belt  at  a  low  waist  line. 
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French  Textile  Mills  Reduce  Output 
While  Unemployment  Becomes  Acute 

Many  Plants  Operate  on  Part  Time  to  Furnish'  Some  Work  — 
Move  to  Supplant  Wool  Velours  by  Ratines— Camel's  Hair  Mix- 
tures in  Good  Demand— Crepes  in  Heavy  Qualities  Continue  to 

Hold  Favor 


No  improvement  is  reported  in  the  situa- 
tion of  the  French  textile  industry,  and 
the  crisis  to-day  is  even  more  acute 
than  a  few  months  ago.  Working  hours  are 
continually  being  shortened,  and  salaries  in 
many  centers  are  being  reduced.  The  great 
part  of  the  goods  manufactured  is  for  stock, 
and  the  factories  are  run  chiefly  to  prevent 
complete  unemployment. 

The  limited  production  inevitably  in- 
creases the  cost  of  the  goods.  The  nevi^  stocks, 
although  reduced  to  a  minimum,  involve  the 
immobilization  of  capital,  and  several  large 
concerns  are  facing  difficult  financial  prob- 
lems. 

Unemployment  Is  Acute 

The  following  figures  of  unemployment  in 
the  different  textile  centers  give  some  idea  of 
the  industrial  crisis  with  which  France  is 
still  confronted: 

In  the  Roubaix-Tourcoing  district  the  cot- 
ton factories  are  closed  for  24  hours  a  week 
and  production  is  only  about  a  quarter  of  the 
pre-war  figures.  In  the  wool  spinning  mills 
the  reduction  of  the  output  due  to  the  general 
situation  is  about  30  per  cent,  and  the  work- 
ers have  accepted  a  reduction  of  salary  of  1^ 
centimes  per  hour. 

At  Lille,  nine  out  of  fifty-two  flax  spin- 
ning mills  and  seven  out  of  fifty-one  weaving 
factories  are  closed,  while  the  others  work  but 
from  16  to  30  hours  a  week. 

In  the  cotton  spinning  mills  42  per  cent 
of  the  looms  are  idle,  and  the  men  work  only 
26  hours  per  week. 


Paris  Office  of  the  Dry  Goods  Economist, 
2,  Rue  des  Italiens 

At  Fourmies  the  mills  are  running  twenty 
hours  per  week  only.  This  is  the  more  dis- 
couraging, as  this  district,  which  was  almost 
entirely  destroyed  during  the  war,  had  suc- 
ceeded in  reinstalling  50  per  cent  of  the  pre- 
war looms. 

At  Lyons  50  per  cent  of  the  silk  looms  are 
at  a  standstill,  and  the  factories  at  work  run 
only  36  hours  a  week. 

At  St.  Etienne  at  least  50  per  cent  of  the 
ribbon  looms  have  closed  down,  and  the  work- 
ers in  that  district  have  not  yet  consented  to 
a  reduction  of  salary. 

In  the  Vosges  some  of  the  cotton  weaving 
mills  are  running  24  hours  a  week,  others  40 
hours,  but  a  bare  10  per  cent  of  the  mills  are 
working  to  their  limit.  The  weaving  fac- 
tories are  run  from  24  to  45  hours  per  week. 

Alsatian  Plants  Cut  Output 

The  cotton  spinning  and  weaving  mills  in 
Alsace  are  working,  on  an  average  of  40  hours 
per  week  with  a  reduction  of  output  of  from 
30  to  40  per  cent. 

In  the  wool  factories  the  working  hours 
average  from  16  to  32  hours  per  week. 

With  regard  to  the  fashion  trend  in  wool- 
ens, supple  loose  woven  pile  fabrics,  on  the 
order  of  velours  de  laine  and  ratines  are  in 
the  lead.  Broadcloths  and  homespuns  come 
next. 


Wool  velours  have  held  the  field  for  so 
many  seasons  that  a  determined  effort  is  be- 
ing made  this  year  to  replace  them  by  ratines. 

For  two  seasons  ratines  have  been  fea- 
tured to  a  small  extent  by  the  Paris  dress- 
makers but  up  to  now  have  not  been  favor- 
ably received.  Even  this  year  the  ratine  idea 
is  not  creating  much  enthusiasm,  but  none 
the  less,  since  manufacturers  such  as  Ro- 
dier  and  others  are  making  this  fabric  the 
basic  principle  of  construction  of  their  new 
lines,  it  goes  without  saying  that  they  will 
eventually  win  out. 

In  addition  to  ratines  a  good  demand  is 
registered  for  soft  camel's  hair  mixtures  such 
as  have  figured  conspicuously  for  several  sea- 
sons in  the  Rodier  line  under  the  name  of 
Kashas. 

Reports  on  these  have  been  sent  previously 
to  the  Economist  when  the  Rodier  line  for 
the  winter  was  first  shown  a  few  weeks  ago. 

Checked  Effects  Hold  Firm 

Bold  striped  and  checked  effects,  notably 
in  black  and  white,  and  in  two  color  combina- 
tions, hold  good  for  coatings,  while  plain  col- 
ors, or  black  and  gray  mixtures,  are  empha- 
sized for  suitings.  Invisible  self-tone  striped 
wool  velours  and  heavy  cheviots  are  featured 
to  some  extent. 

In  silks  for  the  winter,  notably  in  the  new 
line  which  is  shown  by  Coudurier,  Descher, 
Fructus,  crepes  in  heavy  qualities  are  the 
marked  note. 

(Continued  on  page  59) 


Examples  of  velvet  brocades  on  chiffon  and  ,eor,eiU  grounds,  i.^ported  from  Paris  by  Keller.^  Metros.  The  center  is  reduced  to  one  quarter  of  actual 
size  to  Thaw  the  printed  floral  pattern.    The  others  are  actual  s^ze. 
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*"  I  '*HE  trend  is  toward  Corduroys.  You  have 
probably  sensed  it.  Women  who  appreciate 
quaHty  will  be  best  satisfied  with  WATERSIDE 
CORDUROYS — the  internationally  known  prod- 
uct of  the  Waterside  Mills — whose  fabrics  are  rec- 
ognized as  premier  products  of  American  looms. 

WATERSIDE  OORDUROYS 

Waterside  Corduroy  is  a  first  quality  corduroy — 
soft,  rich  and  lustrous.  Its  exceptional  beauty  and 
durability  are  obtained  by  intensive  specialization 
in  every  department  of  the  Mill. 

Bear  in  mind  that  WATERSIDE  is  the  accepted 
standard  of  quality  in  Corduroys.  The  best  is  al- 
ways the  safest  investment.  Prudent  buyers  are 
placing  their  fall  corduroy  requirements  NOW. 
Write  for  samples  of  WATERSIDE  and  be  as- 
sured  of  the  best. 


HOWLETT  &  HOCKMEYER  Co. 

19  Madison  Ave.  Waterside  Mills 

New  York  Lowell,  Mass. 
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Types  of  new  silk  printings  favored  in  Paris.    From  J.  Claude  Freres  &  Cie. 


French  Textile  Mills 

(Continued  from  page  57) 

These  are  offered  in  plain  and  in  fancy 
weaves,  as  well  as  in  printed,  and  in  printed 
metal  brocaded  effects. 

Next  to  crepes,  velvets  are  recommended 
by  Coudurier,  in  supple  qualities  and  in  plain 
colors. 

Crepes  to  Remain 

Satins  are  represented  in  heavy  qualities 
in  black  for  wraps,  but  are  less  favorably 
mentioned  than  crepes  which,  according  to  all 
advices,  are  still  to  retain  their  strong  posi- 
tion throughout  the  coming  season. 

Velvet  brocades  on  metal  or  on  voile 
grounds  and  metal  fabrics  of  all  kinds  are 
strongly  featured. 

In  colors,  an  effort  is  being  made  to  bring 
forward  blues  as  a  change  from  the  pinks 
and  copper  tones  which  have  dominated  for 
several  seasons  and  which  are  still  so  strong. 

In  blues,  the  bright  blues,  notably  the  Chi- 
nese, are  emphasized. 


Bright  emerald  green  and  heliotrope  are 
also  well  spoken  of  for  velvets,  crepes  and 
metal  cloths. 

In  the  line  of  plain  crepes  a  novelty  called 
"crepe  antar"  has  been  launched,  which  is  a 
very  heavy  invisible  striped  crepe  de  Chine. 

In  addition  to  this,  crepes  Birmans  and 
crepes  Mongols  of  last  season,  which  it  will 
be  remembered  are  on  the  order  of  crepe  Can- 
ton, have  been  carried  over  and  are  selling 
freely. 

In  the  group  of  fancy  crepes,  particular  at- 
tention is  called  to  a  heavy  printed  style  in 
which  the  figure  is  overcast  with  a  gold  bro- 
cade. These  crepes  are  offered  printed  on 
color  or  on  white  grounds  in  brilliant  multi- 
colored effects,  and  also  on  black  grounds. 

A  second  novelty  for  which  great  success 
is  anticipated  for  this  season  is  a  very  supple 
silk  plush  on  the  order  of  panne  velvet,  but 
much  more  supple.  This  is  called  "Velours 
Chinois,"  and  is  offered  in  plain  colors  only. 

Although  plain  satins  are  less  in  demand, 
heavy  printed  satin  crepes  and  heavy  satin 
crepes  embroidered  and  brocaded  in  metal  are 


well  represented  in  the  new  line  of  Couduri- 
er's  silks  and  are  said  to  be  in  good  demand, 
notably  fpr  evening  wraps  and  for  linings. 
In  these  the  designs  generally  are  in  Chinese 
or  in  Oriental  patterns,  although  the  confetti 
pattern  is  also  featured  to  some  extent. 

Velvet  brocades  on  heavy  silk  voile 
grounds  are  offered  in  two-color  effects,  usu- 
ally a  light  colored  ground  with  a  brocade  in 
a  dark  contrasting  color. 

Metal  Fabrics  Emphasized 
Heavy  black  crepe  satins  plaided  in  metal 
and  in  colored  silks  are  among  the  other  novel- 
ties which  stand  out  conspicuously. 

Metal  fabrics  of  all  kinds  are  very  strong- 
ly emphasized  in  wide  widths  and  in  supple 
qualities. 

The  most  successful  in  this  group  is 
a  fabric  with  woof  in  metal  and  warp  in 
silk.  Moire  metal  cloths  and  metal  brocades 
on  silk  or  on  velvet  are  conspicuous. 

A  long  line  of  very  handsome  printed  satin 
ribbons  overcast  with  a  gold  brocade  is  be- 
ing brought  out  in  a  wide  range  of  colorings. 


Novelties  in  W oolens 

Illustrated  on  page  56 
*  Shown  in  exact  size 

1.  Bure  in  black  and  white  mixture  with 
zibeline  finish,  run  with  fancy  stripe  in  color 
and  white. 

2.  Fancy  black  gabardine  striped  m  color, 
the  stripes  being  outlined  in  boucle. 

3.  Tan  striped  bure  in  black  and  a  color 
mixture,  with  zibeline  finish. 

4.  Black  diagonal  with  plain  colored  stripe 
outlined  with  metal  cord. 

5.  Fancy  gabardine  run  with  stripes  of 
black  and  white  chenille.  . 

6.  Striped  wool  reps  with  velours  finish. 
Also  shown  with  colored  stripes. 

7.  Novelty  lambs'  wool  fabric. 

8  Silk  and  wool  mixture  in  imitation  ot 
suede.  Made  in  plaids  and  stripes  and  m 
plain  colors.  . 

9.  Black  cheviot  brocaded  in  color  m  Jap- 
anese design.  _ 

10.  Erect  pile  fabric  in  plain  colors— the 

pile  is  cut.  .  , 

11.  Broadcloth  in  mixed  coloring  run  with 
parallel  stripes  of  white  mohair  at  four-inch 
intervals.    Tinsel  is  introduced  m  the  halt- 


inch  space  between  the  stripes. 

12.  Cachemire  in  color  brocaded  in  hard 
twisted  black  and  white  wool  yarn. 

13.  Heavy  black  cheviot  run  with  bro- 
caded stripe  in  white  and  a  color,  overcast 
with  figure  in  relief  in  black. 

14.  Matelasse  wool  crepe  in  moire  effect 
in  black  and  a  color. 


Store  Celebrates 
125th  Birthday 

Wm.  Leys  Dry  Goods  Co.  Occupied 
Same  Building  for  114  Years 

The  "Century  Store,"  of  the  Wm.  Leys 
Dry  Goods  Co.,  Newport,  R.  I.,  is  one  of  the 
oldest  retail  establishments  in  the  United 
States,  having  celebrated  its  one  hundred 
and  twenty-fifth  anniversary  last  month. 
The  building  now  occupied  is  only  nine  years 
old,  but  for  114  years  the  store  occupied  an 
old-fashioned  wooden  building  into  which 
Job  Sherman,  founder  of  the  company, 
moved  after  two  years  in  his  first  location. 

Job  Sherman  opened  a  small  store  in 


Newport  on  May  5,  1796,  with  a  stock  of 
general  merchandise.  The  account  book 
recording  its  opening  still  is  preserved  and 
records  many  a  curious  transaction  in  corn, 
eggs  and  other  produce  exchanged  for  dry 
goods  in  those  days  when  money  was  not 
plentiful.  The  site  of  the  present  store  was 
occupied  in  1798,  and  here  Mr.  Sherman  con- 
tinued in  business  until  his  death,  which  oc- 
curred in  1848. 

A  son,  William,  then  formed  a  partnership 
with  his  brother,  David,  under  the  name  of 
William  Sherman  &  Co.,  which  name  the 
store  bore  for  sixty-four  years. 

Others  of  the  name  were  taken  into  the 
business,  as  was  a  trusted  employee,  Thomas 
G.  Brown.  Albert  K.  Sherman  continued  the 
business  for  two  years  after  Mr.  Brown's 
death  in  1910,  and  then  sold  it  to  the  present 
firm,  which  was  incorporated  for  $40,000. 

A  new  building  was  started  immediately 
and,  with  enlargements  which  have  been 
necessary  from  time  to  time,  it  is  now  a 
two-story  structure,  nearly  200  feet  long, 
the  first  floor  being. used  for  general  mer- 
chandise and  the  second  floor  for  the  ready- 
to-wear  departments.  John  K.  McLennan  is 
president  of  the  company,  William  Leys  is 
treasurer  and  general  manager  and  a  son 
bearing  the  same  name  is  assistant  manager. 


6C 
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The  Reason  Why  This  Hallmark 
Seal  Was  Adopted 

—principally  to  make  it  easier  to  sell  real 
linen— and  to  guarantee  the  purity  of  Irish 
linen  fabrics  to  you  and  your  customers. 

The  seal  is  applied  impartially  to  any  form 
of  real  Irish  linen  made  of  pure  flax  yarn 
and  sold  by  any  member  of  the  Irish  Linen 
Society. 
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"Balls  of  the  Four  Fridays  in  May" 
Attract  Leaders  of  Parisian  Society 

Events  Sponsored  by  Marquise  de  Polignac  Bring  Out  Notable  Array  of 
Styles  —  Interesting   Headdresses  Noted— Satin   Sandal   Slippers  Worn 

Paris  Office  of  the  Dry  Goods  Economist,  2  Rue  des  Italiens 


FOUR  Balls,  called  "the  Balls  of  the  Four 
Fridays  in  May"  have  been  organized 
by  the  Marquise  de  Polignac  for  the 
benefit  of  the  charities  of  Rheims.  These 
balls  are  the  fashionable  events  of  the  season 
in  Paris.  Tickets  for  a  single  ball  are  100 
francs ;  parterre  boxes  sell  for  2,000  francs  an 
evening. 

The  President  and  Madame  Millerand  at- 
tended the  opening  ball  which  was  called  "the 
Ball  in  Black  and  White."  They  were  re- 
ceived by  the  Marquise  de  Polignac  who  wore 
a  Molyneux  gown  in  white  satin  crepe,  and  a 
white  crepe  Spanish  shawl  embroidered  in 
black. 

Black  and  White  Scheme 

The  balls  were  held  in  the  Theatre  Champs 
Elysees,  and  the  hall  of  the  theatre  was  clev- 
erly decorated  with  chains  of  electric  lights  in 
black  and  in  white  crystal  bulbs,  while  the 
ceiling  was  completely  covered  with  strips  of 
black  and  white  tarlatan.  Other  than  this, 
however,  the  ball  was  a  "Black  and  White 
Ball"  in  name  only,  for  the  costumes  of  the 
women  were  a  riot  of  color  and  of  glittering 
metal  cloth. 

Callot  Soeurs  for  instance  were  represent- 
ed by  several  stunning  costumes  in  the  gor- 
geous fabrics  which  are  dominant  notes  in 


the  models  for  evening  wear  from  this  house. 
One  particularly  noteworthy  model  in  green 
and  gold  brocade,  was  trimmed  around  the 
hem  with  large  spangled  three  leaf  clovers 
which  gave  an  irregular  or  scalopped  line  to 
the  bottom  of  the  skirt. 

Low  Waist  Line 

The  waist  line  was  very  low,  and  was  in- 
dicated by  a  wide  flat  band  of  the  fabric  which 
closely  moulded  the  hips.  Over  the  girdle 
hung  two  long  straight  panels  forming  trains 
at  either  side.  The  entire  upper  portion  of 
the  bodice  was  made  of  folds  of  white  tulle 
overlaid  with  bands  of  the  spangled  green  and 
gold  galoon.  Bands  of  the  galoon  formed  the 
shoulder  straps. 

A  dress  in  cream  colored  Milan  lace  over 
old  gold  satin  from  the  same  house  was  made 
in  perfectly  straight  sack  line.  At  the  sides, 
the  lace  tunic  separated  below  the  hips,  re- 
vealing the  under  slip  of  satin.  Four  chains 
of  graduated  length  of  gilded  wooden  beads 
reaching  from  the  waist  line  to  below  the 
knees  were  hung  around  the  neck. 

Interesting  Headdresses  Seen 

Many  new  and  interesting  headdresses 
were  noted  at  the  ball,  this  in  contrast  to  the 
prevailing  style  which  has  held  good  through 
the  winter  season,  of  the  simple  style  of  hair 
dressing  with  no  ornament  other  than  a  huge 
comb  in  Spanish  form  at  the  side.  This  se- 
vere way  of  dressing  the  hair,  however,  has 
evidently  been  found  too  trying  to  the  ma- 
jority of  women,  and  headdresses  again  are 
making  their  appearance. 

The  most  conspicuous  headdresses  noted 
were  made  like  jewelled  caps  with  a  jewelled 
net  work  covering  the  forehead  in  pure  Italian 
Renaissance  style.  Others  were  fashioned 
from  colored  quills  twisted  around  the  brow 
like  a  filet.  They  frequently  were  run 
through  the  center  with  a  jewelled  band. 
Large  filigree  combs  in  jewels  also  were  noted. 

Mousquetaire  Gloves  Worn 

Long  black  mousquetaire  gloves  worn 
wrinkled  around  the  wrist  leaving  the  entire 
arm  bare  were  worn  with  sleeveless  or  short 
sleeved  evening  gowns. 

Interesting  as  well  in  the  details  of  cos- 
tumes for  evening  were  the  sandal  slippers 
in  golden  brown  satin,  or  in  black  satin  which 
were  worn  with  white  or  with  flesh  colored 
silk  stockings  with  light  colored  evening 
gowns. 

The  program  of  the  evening  consisted  of 
a  dance  by  Mortimer  Maurice  and  Miss  Elea- 
nore  Hughes. 

Miss  Pearl  White  interpreted  a  character- 
istic movie  scene. 

Supper  was  served  by  Madame  Cecile 
Sorel,  of  the  Comedie  Frangaise,  Mademoi- 
selle Jeanne  Renouardt,  and  Mademoiselle 
Chenal,  the  noted  opera  singer.  After  the 
supper,  there  was  a  parade  of  mannequins 
dressed  in  "Styles  of  the  Future,"  which 
rounded  out  the  evening. 


Photographed  in  Paris  for  the  Economist. 

Metal  belts  formed  of  carved  plaques  hung 
on  heavy  metal  chains  are  the  most  popular 
type  of  belt  in  Paris.  They  are  worn  with 
black  crepe  dresses,  also  with  tailor  suits. 


Manufacturers  and  wholesalers  are  re- 
quested not  to  reprint  for  advertising  purposes 
articles  from  the  ECONOMIST. 


Coat  from  Worth  made  in  straight  lines,  and 
featuring  heavy  belt  of  wooden  beads,  with 
composition  buckle. 

Leather  Belts  Popular 

Paris  Office  of  the  Dry  Goods  Economist^ 
2  Rue  des  Italiens 

THE  belt  at  a  low  waist  line  still  holds  its 
own  for  the  coming  season.  Notwith- 
standing all  efforts  to  the  contrary  to 
introduce  the  normal  waist  or  the  high  waist, 
the  belt  at  the  hips  and  uncorseted  effects  in 
the  Oriental  style  is  still  favored. 

Following  this  style,  flexible  metal  belts  in 
Oriental  designs  and  belts  formed  of  chains  of 
clouded  crystal  beads  in  white  or  in  color 
stand  out  conspicuously  as  the  preferred  types  ' 
now  in  use  in  Paris. 

Wide  sashes  of  fabric  twisted  around  the 
waist  and  tied  in  low  Oriental  fashion  at  the 
front,  the  ends  finishing  with  heavy  fringe, 
and  ribbon  sashes  are  also  extensively  used. 

An  increasing  demand  is  registered  for 
wide  crush  leather  belts  made  in  patent 
leather,  or  in  soft  glace  kid.  These  measure 
from  3  to  4  inches  in  width  and  are  variously 
ornamented  with  buckles  or  slides  of  carved 
composition.  When  the  belt  is  of  black  pat- 
ent leather,  they  are  in  white  and  when  in 
color  the  slides  or  buckles  are  either  in  white 
or  in  a  contrasting  color. 

Cords  and  tassels  are  used  extensively  on 
coats  and  dresses,  notably  cords  with  heavy 
flat  silk  tassels  measuring  from  16  toi.ygO 
inches  in  length.  Particularly  effe/ititfe- ah 
this  line  are  the  tassels  in  multi-colol:e#^^|tcs 
which  are  hung  from  belts  made  of  braicfed 
floss  in  the  same  colors  as  the  tassel. 

For  evening  wear,  heavy  jewelled  belts  in 
a  typical  Renaissance  style,  and  large  jewelled 
plaques  are  favored.  These  plaques  generally 
are  in  oval  or  oblong  forms,  and  measure 
from  6  to  8  inches  in  diameter.  Many  of  the 
plaques  are  set  in  metal  with  richly  jewelled 
centers,  and  are  ornamented  with  either 
jewelled  or  metal  bead  fringe. 
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FORKAST  DReSSeS 

"THEY  FORETBLLTHE  SEASON'S  STVLE  TREND" 


AUTUMN  FASHIONS  EXHIBIT 
OPENED  MONDAY,  JUNE  13th, 
AT  THE  FORKAST  SHOWROOMS 


A  typical  FORKAST  event,  revealing  to 
the  nation's  successful  buyers  a  new  quota 
of  styles  in  dresses  that  will  add  to  their 
reputation  as  well  as  to  their  profits. 


BRAMBIR  &  HENDRICKS 
105  MADISON  AVE.    -:-    NEW  YORK 


^^^^^ 
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Chemise  Dress  Has  Prominent 
Place  in  New  Season's  Styles 

Points  of  Similarity  Between  Paris  and  New  York 
Fashions  Outlined— Increased  Trend  Toward  Conserva- 
tism Noted— Parisien  Couturieres  Are  Proceeding  Care- 
fully with  Latest  Creations 


ECONOMIC  and  social  conditions  have  a 
direct  bearing  upon  the  development  of 
fashions  and  in  the  United  States  to- 
day these  conditions  are  not  such  as  to  war- 
rant any  radical  change  in  styles.  Therefore, 
developments  for  fall  have  been  along  lines 
which  were  approved  in  the  spring,  with  indi- 
cations toward  even  more  conservatism  than 
was  formerly  displayed. 

The  unsettled  state  of  the  garment  indus- 
try, impending  changes  in  tax  and  tariff  laws 
and  the  maintenance  of 
small  stocks  on  the  part  of 
merchants  have  a  direct  in- 
fluence on  the  coming  sea- 
son's fashions. 

The  merchant  must 
maintain  quality  and  the 
kind  of  merchandise  wanted 
at  a  reasonable  price  in  or- 
der to  make  quick  turn- 
overs. To  do  this  he  should 
concentrate  on  fewer 
sources  of  supply  and  order 
more  frequently.  This  he 
cannot  do'  unless  he  knov^s 
the  kind  of  merchandise  his 
customers  want. 

Study  Business  Conditions 

He  must  study  the  social 
activities  of  his  clientele, 
and  understand  both  local 
and  international  business 
conditions  because  both  are 
factors  that  determine  pur- 
chasing power.  His  prob- 
lems this  year  in  choosing 
women's  ready-to-wear  will 
deal  less  with  the  style  ele- 
ment and  more  with  value. 

As  may  be  noted  in  the 
Paris  fashion  letter,  pub- 
lished in  this  issue,  dress- 
makers in  the  French  cap- 
ital are  taking  no  chances 
in  launching  new  ideas, 
neither  are  American  de- 
signers risking  business  on 
"trial  balloons." 

In  Paris  women  are  buy- 
ing very  conservatively  and 
American  business  has 
fallen  off  considerably. 
Model  makers  are  cautious 
in  developing  extreme  lines 
and  are  clinging  more  to 
the  simpler  styles  which 
have  already  been  tested 
and  proven  100  per  cent 
good.  . 

In  the  French  capital  as  well  as  m  New 
York  the  slip-on  chemise  dress  again  holds  a 
prominent  place  among  the  fall  and  winter 
models.  Variety  is  cleverly  introduced  in  the 
method  and  means  of  trimmings.  Braiding 
and  simple  embroidery  in  self -tones  predomi- 
nate where  trimming  is  seen  at  all. 

Coat    dresses    in    redingote  style 


belted  low  over  the  hips,  some  with  flaring 
skirts  and  others  straight,  all  moderate  in 
length,  are  seen  in  the  New  York  market.  In 
fact,  American  designers  have  prepared  their 
new  models  on  as  conservative  lines  as  the 
French  couturier,  consequently  there  is  a 
marked  similarity  in  many  of  the  costumes 
now  ready  for  fall  buying. 

Following  are  salient  features  of  both 
French  and  American  fall  styles: 

Coats— Fitted  bodices  with  full  circular 


Back  view  of  suit 
shown  in  full  page  plate 
at  the  front  of  this  is- 
sue. See  description  on 
page  55- 


suits  with  capes  or  cape  back  coats— fur 
trimming  and  braiding;  skirts  in  tailored 
suits— 11/2  yards,  full  and  moderately  short— 
8  to  10  inches  from  the  floor. 

Street  Dresses — Chemise  dresses,  with 
deep  V  openings  worn  with  vests;  redingote 
dresses  of  cloth;  step-on  silk  dresses  with 
irregular  panels,  long,  loose  sleeves  and  self- 
tone  embroidery;  loose  bodices,  tight  girdled 
hips  and  flaring  skirts. 

For  Evening  Wear 

Evening  Gowns— Draped  lines;  princess 
styles;  elaborate  materials;  jeweled  cabo- 
chons. 

Blouses — Hip  length  overblouses  favored. 
Collars  both  high,  V  and  Dutch.  Sleeves 
'long  and  three-quarters  length  with  flare 
at  wrist  or  tight. 

Belts— Self-fabric  with  pyroxylin  orna- 
ments; silk  cords,  with  heavy  tassels  in  silk 
or  jet;  soft  sashes  in  self -fabric;  narrow 
leather  belts. 

New  Sleeves 
Sleeves — Wide  oversleeves  with  small, 
puffed  undersleeves;  angel  sleeves  of  extreme 
proportions ;  deeply  cuffed 
sleeves  on  coats  and  dresses; 
bell-shaped  sleeves ;  deep 
ruffled  cuffs;  slashed 
sleeves  inspired  by  the 
middle  ages;  full  sleeves 
from  above  the  elbow  to  the 
wrists ;  in  fact,  the  greatest 
interest  in  dresses  for  the 
coming  season  is  centered 
on  sleeves  and  the  variety  is 
great. 

Fabrics  —  Pile  fabrics, 
such  as  velvets,  velours, 
duvetyns,  twills,  tweeds  and 
diagonal  weaves,  satins, 
silk  crepes  and  brocaded 
chiffons  and  satins,  metallic 
cloths. 


and 


straight-line   models    with   bloused  bodices 


skirts;  redingote  styles;  flaring  lines  from 
shoulder  to  hem;  blouse  backs  and  straight 
fronts;  full  capes  with  deep  yokes;  profuse 
use  of  fur;  self-tone  embroidery  or  braided 
trimming. 

Suits  and  Dresses 
Suits— Knee  length,  semi-fitted  jackets; 
finger-tip  length  box  jackets;  three-piece 


Economisms 

There  are  many  points, 
legal  and  otherwise,  to  be 
considered  in  connection 
with  money  or  other  valu- 
ables found  in  the  store. 
Among  these  is  encouraging 
employees  not  to  delay  turn- 
ing in  what  they  find. 

*  *  * 

The  far-seeing  merchant 
who  has  adopted  welfare 
methods  will  view  their  de- 
velopment in  a  broad  spirit, 
and  in  so  doing  will  quickly 
overcome  any  discourage- 
ment that  occasional  happen- 
ings may  create. 

*  *  * 

When  preparing  to  go 
for  his  buying  trip  the  mer- 
chant should  familiarize 
himself  with  every  point  as 
to  his  stock  conditions,  etc., 
and  should  utilize  this 
knowledge  in  conjunction 
with  what  he  learns  in  the 
market. 


There  are  many  retailers  who  realize  how 
much  better  their  neighbor  would  be  if  he 
paid  a  little  more  attention  to  his  own  affairs 
and  a  little  less  to  those  of  others.  There  are 
not  quite  so  many,  however,  who  appreciate 
that  they  have  still  something  to  learn  in  this 
regard. 

Have  your  salespeople  read  the  Econ- 
omist. 


Suit  in  tan  colorci 
Piquellaine  featuring 
jacket  with  long  front 
and  back  panel,  and  full 
short  basqu  eat  the  sides. 
The  double  collar  of  fur 
and  fabric  is  an  interest- 
ing feature.  Both  suits 
from  Jenny.  Hats  from 
Germaine. 
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Great  Exodus  of  Garment  Firms  from 
Fifth  Avenue  Definitely  Sets  In 

Center  Is  but  the  Heart  of  Big  Area  West  of  Seventh  Avenue  and 
Between  Tn^enty- Seventh  and  Thirty-Ninth  Streets  Which  Will 
Accommodate  Manhattan's  Apparel  Industry 


GARMENT  CENTER  CAPITOL,  Seventh 
Avenue,  from  Thirty-sixth  to  Thirty- 
eighth  Street,  is  merely  the  heart  of 
the  new  garment  production  field  in  Manhat- 
tan. Looking  into  the  future,  manufacturers 
now  located  in  the  wide  area  bounded  by 
Fourth  and  Sixth  avenues  and  Twenty-third 
and  Thirty-ninth  streets  see  a  general  move- 
ment into  the  district  west  of  Seventh  Avenue 
between  Twenty-seventh  and  Thirty-ninth 
streets. 

Civic  pride  and  the  necessity  for  efficient 
manufacturing  and  distributing  facilities,  as 
well  as  a  vision  of  future  development,  have 
actuated  a  well-defined  exodus  from  the  na- 
tional bbulevard  of  de  luxe  retailing — Fifth 
Avenue — and  the  nearby  Madison  Avenue,  into 
what  will  soon  be  known  as  the  nation's  lead- 
ing women's  ready-to-wear  district. 

This  movement,  prompted  originally  by  the 
persistent  effort  of  the  Save  New  York  Com- 
mittee to  free  Fifth  Avenue  of  the  hordes  of 
garment  workers  who  interfered  with  retail 
activities,  has  been  developed  to  a  degree  that 
assures  a  successful  concentration  of  the  in- 
dustry's machinery  in  new  surroundings. 

Support  New  Ventures 

Manufacturers  of  coats,  suits,  dresses, 
waists,  skirts,  etc.,  have  bridled  the  oppor- 
tunity and  are  giving  their  support  to  those 
who  financed  the  new  structures  in  the  dis- 
trict by  immediately  leasing  space.  Every 
new  building  in  the  new  garment  center  is 
now  completely  booked  up,  both  those  which 
have  been  opened  and  those  in  the  course  of 
construction.  It  is  the  expectation  of  manu- 
facturers that  eventually  every  one  of  note  in 
the  trade  will  be  located  in  the  new  section. 
If  this  expectation  is  realized,  retailers  visit- 


Proposed  Buyers'  and  Merchants'  Exchange, 
Broadway  at  36th  St.,  Nczv  York 


ing  the  New  York  market  will  be  the  principal 
beneficiaries  in  that  their  time  will  be  con- 
served by  minimizing  the  demand  upon  their 
perambulating  energies. 

Outline  of  Movement 

An  outline  of  the  garment  center  move- 
ment, aside  from  that  of  the  Garment  Center 
Capitol  which  will  house  about  sixty  manufac- 
turers, may  be  of  interest  and  value  to  retail- 
ers not  entirely  familiar  with  the  wholesale 
removals  which  are  taking  place. 

About  July  1  the  Younison  Building, 
which  is  being  erected  at  213  to  223  West 
Thirty-fifth  Street,  just  west  of  Seventh  Ave- 
nue, will  be  ready  for  occupancy.    In  this 


Aronson  Building  at  229   West  26th  Street, 
New  York 


building  nineteen  manufacturers  of  coats, 
suits  and  dresses  will  be  located.  This  struc- 
ture, which  is  fourteen  stories  high,  has  an 
area  of  13,200  square  feet  on  each  floor.  It 
is  equipped  with  five  elevators,  automatic 
sprinkler  system  and  separate  freight  en- 
trances on  each  side. 

Gymnasium  on  Top^  Floor 

The  top  floor  contains  about  5000  square 
feet  which  will  be  occupied  by  an  up-to-date 
gymnasium. 

A  co-operative  plan  for  buying  will  be 
used  by  the  Younison  Club  that  will  not  only 
reduce  costs  in  buying  but  in  manufacturing 
and  selling.  There  is  also  in  contemplation  a 
co-operative  advertising  scheme. 

Shipments  from  tenants  in  the  building 
will  be  assembled  at  one  point  in  the  building 
and  sent  out  in  trucks  owned  and  operated  by 
the  group. 

The  tenants  of  the  Younison  Building  will 

be: 

Arthur  Cohen  &  Schleifer,  dresses;  Em- 
press Dress  &  Costume  Co.,  dresses;  Edelman 
&  Drake,  suits;  Louis  Grauer  &  Co.,  dresses; 
Sam  Greenberg,  coats  and  suits;  Dave  Green- 
berg  &  Co.,  dresses;  Hilf  Costume  Co.,  dresses; 
Hirshfield  Coat  Co.,  coats;  Jos.  Jonasson  & 


Building  at  213  West  35th  Street, 
New  York 

Co.,  suits;  Kallman  &  Cohn,  dresses;  Kane 
Kostumes,  Inc.,  dresses;  Kliff  Dress  Co., 
dresses;  Kraus  &  Steinfeld,  coats  and  suits; 
Lachman,  Hirsch  &  Co.,  Inc.,  suits ;  Lask  Mfg. 
Co.,  dresses;  Henry  Leavy  &  Son,  suits;  Mil- 
lar, Mandel  &  Co.,  suits ;  Stecher  &  Co.,  suits ; 
Aarons  &  Homes,  dresses. 

The  officers  of  the  Younison  Club  are: 
Bert  Mi.lar  of  Millar,  Mandel  &  Co.,  presi- 
dent; Nathan  M.  Ohrbach,  Kane  Kostumes, 
Inc.,  vice-president;  Samuel  J.  Kane,  Kane 
Kostumes,  Inc.,  secretary,  and  Louis  Grauer 
of  Louis  Grauer  &  Co.,  treasurer. 

The  building  is  owned  by  the  L  &  G  Realty 
Co.,  whose  officers  are  as  follows:  Dave 
Greenberg,  David  Greenberg  &  Co.,  president ; 
Samuel  Greenberg,  vice-president;  Charles 
Lask,  Lask  Manufacturing  Co.,  treasurer,  and 
Paul  Herring  of  Herring  Brothers,  secretary. 

Another  Trade  Center 

Another  example  of  the  general  movement 
toward  Seventh  Avenue  is  seen  in  the  Needle- 
craft  Building,  on  the  northeast  corner  of 
Twenty-seventh  Street  and  Seventh  Avenue. 
This  structure  was  opened  for  business  this 
spring. 

In  it  are  located  the  followmg  firms: 
Fried,  Engel  Co.;  G.  Rodbell,  cloaks;  Samuel 
Rudin,  cloaks,  suits;  Henry  Bernstein;  H. 
Biermann  &  Son,  children's  underwear;  H. 
Lichli,  furs;  Vanta  Brothers,  furs;  Kay  Dee 
Waist  Co.;  Cohn  &  Plaks,  cloaks;  Louis 
Stein  &  Co.,  furs;  Breitman,  Nolan  &  Rich; 
Rappaport  &  Javensky,  furs;  A.  H.  Bonart, 
furs;  Jacob  Kinzler,  cloaks,  suits;  Goldberg 
&  Freund,  coats;  Crown  Cloak  Co.,  cloaks; 
Weinstein  &  Sorito,  cloaks;  Wolerstein  & 
Renzi,  cloaks ;  Levy  &  Lipschutz ;  Ederstein  & 
Sovensky;  Riskin  Brothers,  and  Markowitz  & 
Bloom. 

Seventh  Avenue  Building 

In  the  Seventh  Avenue  Building,  which 
covers  the  site  from  Twenty-eighth  to  Twenty- 
ninth  streets  and  which  contains  more  than 
440,000  square  feet  of  operating  space  in  its 
twenty-one  floors,  are  located  a  number  of 
flrms  prominent  in  the  garment  manufactur- 
ing industry.  These  tenants  have  their  own 
association,  operated  for  the  benefit  of  the 
members.  S.  E.  Mayers  of  Rosh  &  Mayers  is 
president,  and  H.  Horowitz,  treasurer  and 
secretary.    It  operates  to  secure  improved 
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Moderately  Priced  Types  of  Our  Man  Tailored  Dresses 

Alttnan  $c  (Bo. 

29-31-33    West    30th    Street      Near  Broadway      NeW  York 
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service  in  the  building,  co-operative  express 
service  and  co-operative  buying  of  staple  sup- 
plies. 

The  tenants  of  the  Seventh  Avenue  Build- 
ing include  the  following:  Majestic  Cloak  Co., 
cloaks;  Jalkoff  Brothers,  furriers; 
Milstein   &   Grad,   cloaks;    M.  H. 
Rosenberg  &  Co.,  underwear;  Kaye 
&  Einstein,  furs;  I.  Beiley  &  Com- 
pany, petticoats;  A.  Newmark,  Inc., 
underwear ;  Rosenstock  &  Cohn,  Inc., 
underwear;  1.  Cushman  Co.;  Lande 
&     Miskind,     underwear;  Brand 
Badger  Co.;  S  &  S  Garment  Manu- 
facturing Co.,  cloaks,  suits;  Jacob 
&  Harris  Weckstein,  furs;  Meyer 
Vessel,  Inc. ;  David  Horwitz,  waists ; 
Wilson  Manufacturing  Co.;  United 
Skirt  Co.,  skirts;   Kromer  Bros.; 
Tally  Ho  Dress  Co.,  dresses;  Jos. 
Frackman  Co.;  Dee  &  Harlib;  Rosh 
&   Mayers,  children's   dresses;  A. 
Rosenblatt  &  Sons;  I.  &  B.  Sapiro 
Co.,  cloaks;  Ben  Lubin  &  Company, 
juniors'  dresses;  Al.  Benjamin  & 
Bros.,  children's  dresses;  H.  Rosen- 
zweig,  juniors'   coats;   Kruskal  & 
Kruskal,  Inc.,  furs;  King  &  Apple- 
baum.  Inc.;  Chas.  Biscow  Company; 
B.  Leibowitz  Company;  Marks  Led- 
erer;  Leibman  &  Hurwitz,  cloaks, 
suits;  Warsaw  &  Company,  Inc. 

In  the  Aronson  Building  at  229 
to  239  West  Thirty-sixth  Street  are 
located  a  number  of  leading  manu- 
facturers of  garments.  This  build- 
ing, which  was  opened  early  in  the 
spring,  is  a  twelve-story  fireproof 
structure  with  an  area  of  12,000 
square  feet  to  a  floor,  and  is  owned 
by  Aronson  Brothers,  manufactur- 
ers. 

The  tenants  in  this  building  are : 
Gus  Jackson,  Inc.,  costumes;  L. 
Goldstein  &  Co.,  suits,  coats  and 
dresses;  Schneider- Anderson  Co.;  S. 
G.  Silver  &  Co.,  dresses ;  S.  L.  Silver 
&  Co.,  Inc.,  coats  and  suits;  Filler 
Bros.  &  Co.,  Inc.,  dresses;  L.  Simon 
&  Co.,  suits  and  coats;  Si-Co  Dress 
Co.;  Knobel  &  Bloom,  suits  and 
coats;  Holzman  &  Mittenthal, 
dresses;     Blau    &    Hirsch,  Inc., 
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dresses;  living  J.  Goldstein  Co.,  Inc.,  dresses. 

In  a  few  months  work  will  be  started  on  a 
building  to  be  erected  by  A.  E.  Lefcourt  of  A. 
E.  Lefcourt  &  Co.,  manufacturers  of  coats  and 
suits.    This  building  will  be  located  on  the 


Needlecraft  and  Seventh  Ave.  Buildings  from  Seventh  Ave 
Street,  looking  North. 
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north  side  Thirty-eighth  Street  between  Sev- 
enth and  Eighth  Avenues.  It  is  planned  to 
have  it  ready  for  occupancy  about  the  middle 
of  1922.  Tentative  plans  call  for  a  twenty- 
story  structure  to  be  devoted  exclusively  to 
garment  manufacturers.  Mr.  Lef- 
court also  owns  a  garment  manu- 
facturing building  on  the  south  side 
of  Thirty-seventh  Street  just  east  of 
Seventh  Avenue. 

Early  in  1922  it  is  expected  that 
work  will  be  started  on  the  erection 
of  a  twelve-story  building  on  the  site 
262  to  268  West  Thirty-eighth 
Street,  by  Moses  Crystal,  who  re- 
cently purchased  the  property.  This 
adjoins  the  Garment  Center  Capitol 
Building  (north  building).  It  is 
expected  that  it  will  be  ready  for 
occupancy  in  the  fall  of  1922.  Plans 
for  the  building,  however,  have  not 
yet  been  drawn. 

Another  project  is  in  process 
v/hich  when  completed  will  provide 
New  York  showrooms  for  about 
1500  out-of-town  manufacturers.  It 
is  also  planned  to  house  resident 
buying  offices  for  about  2000  out-of- 
town  retail  stores.  The  building- 
will  be  known  as  the  Buyers'  &  Mer- 
chants' Exchange,  and  will  be  lo- 
cated on  Broadway  at  Thirty-sixth 
tb  Thirty-seventh  streets.  It  will 
provide  desk  room  service  for  tran- 
sient buyers. 

Another  important  garment 
building  will  be  erected  in  the  gar- 
ment center,  work  on  which  will 
start  about  September  of  this  year. 
It  is  expected  it  will  be  ready  for  oc- 
cupancy about  June  1,  1922. 

William  Fischman,  a  manufac- 
turer of  coats  and  suits,  is  the  prin- 
cipal factor  in  this  project  and  has 
associated  with  him  several  other 
manufacturers  of  women's  gar- 
ments. The  building  will  be  located 
on  the  north  side  of  Thirty-ninth 
Street,  just  west  of  Seventh  Avenue. 
The  purchase  of  this  property  was 
very  recent  and  plans  for  the  struc- 
ture are  now  being  made  by  the  ar- 
chitects. 


.  and  2~th 


Chicago  Pushes  Plans  for  Bigger  Progress  Pageant 


PLANS  are  progressing  in  a  satisfactory 
manner  for  the  Pageant  of  Progress 
Exposition  to  be  held  in  Chicago  on  the 
magnificent  five  million  dollar  pier  from  July 
30  to  August  14.  It  is  an  inspirational  event 
for  industry  all  over  the  country  that  Chicago 
has  arranged  this  great  affair,  by  means  of 
which  the  history  of  all  the  leading  industries 
will  be  shown,  from  the  earliest  beginnings  ot 
trade  to  the  present  day  with  its  improved 
methods,  conveniences,  modern  safety  devices 
and  labor  saving  appliances. 

The  dry  goods  exhibit  alone  will  occupy  a 
whole  section  at  this  great  exposition;  that 
is,  one-sixteenth  of  the  entire  floor  space.  In 
the  dry  goods  section  the  manufacture  ot 
everything  included  in  that  industry  from 
hair  nets  to  the  finest  of  dress  materials,  will 
be  shown.  The  educational  value  is  obvious 
of  exhibits  which  show  textile  progress  step 
by  step,  from  spinning  wheel  and  hand-loom 
to  modern  machinery,  and  of  the  fur  exhibit 
which  will  portray  the  industry  from  trappei 
to  wearer.  n 
The  evolution  of  silk  from  worm  to  fin- 


Chicago  Office  af  the  Dry  Goods  Economist, 
215  South   iVIarket  St. 

ished  dress  will  be  exemplified.  Cotton  goods 
will  be  woven,  and  there  will  be  hosiery  mak- 
ing machines. 

Included  in  the  dry  goods  exhibit  will  be 
a  complete  toy  world,  the  queen  of  which  will 
be  "Miss  Chicago,"  a  pretty  brunette  doll, 
which  has  been  dressed  in  a  special  costume. 
A  palace  of  jewels  will  form  the  central  dis- 
play of  the  jewelry  division. 

An  interesting  display  will  be  one  of  yarn 
in  all  its  uses,  from  sweaters  to  fancy  dolls 
and  bed  quilts.  All  of  the  processes  in  the'^ 
manufacture  of  wool,  from  the  sheep's  back  to 
cloth  for  suits  and  overcoats  will  also  be 
shown. 

Among  the  exhibits  will  be  one  arranged 
by  the  Kabo  Corset  Co.  This  will  include  a 
complete  history  of  the  industry  from  the 
time  of  the  early  steel  jackets,  supposed  to 
have  been  the  model  for  the  primitive  type  of 
corset,  to  the  form-fitting  yet  comfortable 
style  of  corset  now  being  manufactured. 

Leonard  S.  Florsheim,  president  of  the 


Kabo  Corset  Co.,  says  that  in  order  to  show 
the  processes  involved  in  the  manufacture  of 
corsets,  bis  concern  will  manufacture  minia- 
ture corsets  at  the  Pageant  of  Progress  Expo- 
sition. "This  will  be  education,"  he  added, 
"because  few  outside  of  those  immediately  en- 
gaged in  the  business  have  any  idea  of  the 
amount  of  labor  and  care  involved  in  corset 
manufacture." 

The  Kabo  exhibit  will  also  include  a  movie 
show.  Live  models  will  show  all  the  latest 
styles  in  corsets,  junior  waists  and  brassieres. 
The  display  will  also  include  an  historical  ex- 
hibit: some  of  the  earliest  corsets,  the  kind 
one  wonders  how  women  ever  wore.  Corsets 
of  even  thirty  years  ago  had  wide  straps  over 
the  shoulders,  so  that  the  garment  went  on  as 
a  sort  of  heavy  harness. 

It  is  the  general  opinion  that  the  special 
benefit  of  the  project  in  Chicago  will  come 
from  holding  the  event  annually.  Industry 
has  apparently  just  been  waiting  for  some  one 
to  show  the  way  and  Chicago's  central  loca- 
tion makes  it  admirably  suited  for  such  a 
purpose. 
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GEORGE  JABLOW  AARON  GOLDSTEIN  SAMUEL  EPSTEIN 

Due  to  the  approval  accorded  the  original  Coat  and  Wrap 
models  we  exhibited  to  our  trade  last  season,  we  are  showing 
for  Fall,  in  connection  with  our  line  of 

SUITS 

an  unusual  and  distinctive  collection  of  smart  style  ideas  in 

COATS  for  MISSES 

While  the  models  are  in  keeping  with  our  efforts  of  the  past 
— the  prices  are  popular. 

AARON  GOLDSTEIN  &  CO. 

12-16  WEST  27th  STREET  NEW  YORK,  N.  Y. 


''Just  a  Step  from  Broadway' 
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LATE      SLCND  E  R  Kf  E  S  S  ^ 


Our  Fall  Line  of 

MAN-TAILORED  DRESSES 

for  Stout  Women 
Now  on  Display 

These  unusual  stout  dresses  have  been  received  enthusiastically. 

Buyers  are  particularly  pleased  with  the  variety  of  styles,  the  superi- 
ority of  the  fabrics  used,  and  the  exceptionally  perfect  tailoring. 

Needless  to  add,  these  dresses  have  the  same  quality  of  making  the 
stout  figure  appear  slender  that  won  success  for  F.  F.  Models  in  Suits 
and  Coats. 

Come  in  and  see  the  entire  line  of 
Suits,  Coats  and  Dresses,  Now  on  View 

Moderately  Priced 

BERNSTEIN,  BAUM,  DaCOSTA  COMPANY 

38  West  32nd  Street  FU,  New  York 


S4 


DRV  GOODS  ECONOMIST,  JUNE  18,  1921 


Lingerie  Suggestions 
From  French  Capital 


Above  is  a  combina- 
tion for  wear  with  de- 
collete (jown,  in  pink  silk 
crepe  with  insert  medal- 
lions of  deep  cream  Val- 
enciennes lace.  The  gar- 
ment is  held  in  place  by 
.an  elastic  band  at  the 
top. 


Sketched  in  Paris  for  the 
Jlconomist. 


At  the  left  is  shown  a  full 
trousered  negligee  in  green  and 
white  striped  crepe  de  Chine, 
by  Callot.  The  edges  of  the 
garment  are  bound  with  plain 
green  crepe.  Belt  of  green 
silk  cord. 


Above  is  a  petticoat  in  coral  colored  silk  jersey  zvifh 
bands  run  horizontally  of  a  closer  construction.  Floral 
motif  in  black  silk  embroidery. 

At  the  left  is  a  neglig-ee  in  pink  silk  crepe  featuring 
entire  upper  portion  made  of  lace  and  knee  high  band 
of  lace  at  the  bottom. 
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Shell  Pink  or  Flesh  Tint  Silk 

Underwear  Holds  Sway  in  Paris 

Ribbon  Straps  Are  Featured  on  Chemise  and  Shirt 
Models — Plain  Kimono  Type  Nightgown  Finds  Many 

Friends 

Paris  Office  of  the  Dry  Goods  Economist,  2  Rue  des  Italiens 


COLORED  silk  underwear  continues  to  be 
the  fashion  in  Paris.  White  underthings 
trimmed  with 
<color  are  featured  to 
some  extent,  but  for 
the  most  part  the 
great  demand  tends 
toward  shell  pink  or 
flesh  tints  in  silk 
crepe,  in  silk  jersey 
-or  in  silk  voile. 
Shirts,  chemises, 
-combinations,  night- 
gowns, negligees  and 
petticoats  are  made 
in  delicate  shades  of 
pink  in  these  sheer, 
clinging  fabrics. 

Lace  is  again  in 
.demand  as  trimming 
on  underwear,  not- 
ably binche  in  deep 
.«ream  tone,  and  Val- 
encienne  lace.  Filet 
and  Irish  are  repre- 
;sented  to  some  extent, 
but  are  less  in  de- 
mand than  formerly. 

Ribbon  shoulder 
straps  are  featured 
on  all  models  in 
chemises  and  shirts, 
whether  in  the  plain, 
practical  wearing 
type  of  garments  or 
in  the  more  expen- 
sive models  of  silk  or 
voile.  Many  of  the 
•crepe  chemises  are 
now  made  with  the 
entire  upper  half  of 
the  garment  in  lace. 

Drawn  work  is 
used  to  some  extent, 
as  are  self -tone  hand 
•embroideries 

•on  crepe. 

Due  to  the  vogue 
for  gray  evening 
gowns,  gray  silk  un- 
derwear is  being  fea- 
tured by  some  of  the 
more  exclusive  model 
makers  here.  Che- 
Tuit,  for  instance,  is 
•showing  gray  crepe 
de  Chine  pantalon 
combinations  with 
•edges  bound  in  tur- 
quoise blue. 

White  underwear 
trimmed  with  a  color 
is  also  shown  by  Che- 
ruit,  but  is  less  em- 
phasized than  the 
colored  variety. 

In  nightgowns,  the 
perfectly  plain, 
straight  kimono  type, 
cut  like  a  pillow  case, 
is  favored.  It  is  made 
either  without  sleeves 


or  with  the  merest  suggestion  of  a  rever 
shaped  band  to  outline  the  armhole. 


or 


Rounded  necks  in  1830  shoulder  line  slop- 
ing off  the  shoulder  and  deep-pointed  neck 
lines  are  used,  the  square-cut  neck  being  less 
favored.  All  nightgowns  are  very  short  in 
Paris,  in  the  majority  of  cases  reaching  only 
half  way  between  the  knee  and  the  foot. 

Means  More  Use  of  Petticoats 

With  the  incoming  fashion  of  the  fuller 
dress  skirt,  a  correspondingly  increasing  de- 
mand for  fancy  underskirts  is  registered  and 
the  return  of  the  once  popular  flounced  and 
frilled  petticoat  seems  imminent.  These  skirts, 
however,  although  trimmed  with  plaited 
flounces  of  the  fabric  are  none  the  less  cut 
scant.  They  are  made  in  such  way  as  to  give 
little  or  no  additional  breadth  to  the  figure. 
All  the  new  petticoats  are  made  in  very  sup- 
ple fabrics,  such  as  crepes  de  Chine  and  silk 
jerseys. 

Oriental  Type  Negligees 

Negligee  models  in  crepe  de  Chine  with 
long  wing  sleeves,  built  on  the  loose,  comfort- 
able lines  of  the  Oriental  robes  are  still  pre- 
ferred. Next  in  favor  are  the  trousered 
negligees.  These  are  being  featured  by  vir- 
tually all  of  the  leading  dressmaking  houses, 
and  many  attractive  styles  have  been  created 
in  this  type  of  garment. 

A  very  attractive  black  satin  lounging  cos- 
tume was  created  by  Drecoll.  The  model  is 
made  with  long,  straight-cut  pantalons  with 
revers  at  the  bottom  and  a  loose,  straight, 
double-breasted  sack  coat  which  opens  over  a 
vest  of  gold-brocaded  blue  silk.  White  pleated 
frills  of  net  at  the  neck  and  at  the  wrist  give 
just  the  needed  feminine  touch. 

Callot  has  brought 
out  a  curious  silk 
trouser  costume  with 
long  tunic  and  broad 
revers,  made  in  bold 
white  and  green 
striped  crepe  de 
Chine.  All  edges  of 
this  garment  are 
bound  with  green 
satin  ribbon.  The 
tunic  is  cut  on  ample 
lines  which  allows  of 
its  being  wrapped 
around  the  figure.  It 
is  tied  with  a  green 
cord  and  tassel  at  the 
waist. 


Above  is  a  negligee  in  emer- 
ald green  crepe  with  tassels  of 
gilded,  wooden  heads  weight- 
ing the  long  wing  sleeves.  This 
method  of  trimming  is  widely 
featured  in  Paris. 


At  the  right  is  illustrated  a 
negligee  in  silk  crepe  in  long 
waisted  effect  trimmed  with 
bands  of  heavy  embossed  gold 
braid.  The  long  panel  sleeves 
are  weighted  by  silk  tassels _  to 
form,    trains    at    either  side. 

Sketched  in  Paris  for  the  Economist. 


Selling  Hints 
By  being  prompt 
in  approaching  every 
customer,  create  a  fa- 
vorable first  impres- 
sion. 

When  a  customer 
approaches  discon- 
tinue any  non-selling 
work  you  may  be  do- 
ing and  go  forward 
immediately.  Custom- 
ers first! 

Meet  your  custom- 
ers more  than  half 
way,  without  seeming 
to  hurry. 

Be  courteous.  Bow 
recognition.  Look  in- 
terested. Smile.  Show 
that  you  are  glad  to 
see  the  customer. 

Appear  energetic. 
No  one  likes  to  be 
waited  upon  by  a 
salesman  who  finds  it 
necessary  to  lean 
against  the  shelves. 
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TO    OUR  NEW 
HOME 


THE  splendid  patronage  of  our  customers 
during  the  past  few  seasons  is  a  glowing 
tribute  to  the  merit  of  our  line,  necessitating 
our  removal  to  the  newly  erected  Younison 
Building,  with  six  times  the  floor  space  of  our 
previous  location. 

You  have  our  warm  invitation  to  call  and  see 
the  exceptionally  attractive  and  original  show- 
ing of  Fall  Dresses— both  Parisian  imports  and 
creations  of  our  own  designers — which  will  be 
on  display  in  our  new  quarters  on  and  after 
July  1st. 


Until  July  1st  at  -  117  Madison  Ave,  New  York 
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LAS  MODAS  PARA  EL  OTONO 


Los  desarroUos  de  las  modas  parisienses 
para  el  invierno  se  pueden  expresar  suscinta- 
mente  diciendo  que  en  la  silueta  hay  pocos 
cambios  y  que  predomina  notable  diversidad 
y  originalidad  en  el  tratamiento  y  ejecucion 
de  los  detalles. 

Lo  antedicho  es  motivo  de  satisfaccion, 
y  al  propio  tiempo  constituye  un  desencanto, 
para  los  modistas.  Es  satisfaccion  porque  las 
lineas  antiguas  son  va  de  su  dominio,  y  des- 
encanto, porque  lo  diferente,  lo  intrinseca- 
mente  novedoso  y  emocionante  que  todo  esti- 
lista  0  comprador  ansia  en  todas  partes  se 
halla  ahora  tan  lejos  de  realizarse  como  nunc^. 

En  realidad,  las  condiciones  generales  son 
de  caracter  tan  pronunciado  que  no  justifican 
cambios  radicales.  Tanto  durante  la  guerra 
como  en  los  anos  subsiguientes,  el  mundo  no 
ha  presentado  una  fas  mas  arrugada  que  en 
la  actualidad,  en  lo  que  atane  a  negocios.  Los 
precios  continuan  por  las  nubes,  la  mayorla 
de  las  mujeres  se  ve  obligada  a  ahorrar  dinero, 
y  el  resultado  es  que  hay  muy  poca  diferencia 
entre  los  modelos  producidos  para  la  clientela 
particular  del  modista  y  aquellos  que  se 
ofrecen  al  comercio  en  general. 

En  una  silueta  caracteristica  de  la 
proxirna  estacion,  el  talle  es  amplio  y 
voluminoso,  hallandose  colocado  en  linea 
baja,  mientras  las  caderas  se  presentan 
estrechas  y  comprimidas  por  colgaduras. 
El  corpino  es  suelto  y  holgado.  La  falda 
se  acampana  gradualmente,  desde  las 
caderas  cenidas  hasta  el  borde  inferior 
En  otros  terminos,  hay  limitada  seccion 
central  cenida,  que  se  extiende  desde  las 
caderas  hasta  las  rodillas,  y  tanto  hacia 
arriba  como  hacia  abajo  de  esta  seccion,  la 
falda  es  amplia  y  suelta. 

La  inspiracion  para  esta  silueta  pro- 
viene  principalmente  de  Persia  y  el  In- 
dustan. 

Dos  Marcadas  Tendencies 

En  vestidos  de  etiqueta  se  observan 
ciertas  tendencias  hacia  los  estilos  clasicos 
de  Grecia  y  Roma. 

Los  estilos  del  renacimiento  espanol  e 
italiano,  lo  mismo  que  las  faldas  acampa- 
nadas  y  las  crinolinas  del  periodo  de  1830, 
ejercen  tambien  notable  influencia, 

Ninguna  de  estas  influencias,  sin  em- 
bargo, predomina  y  por  primera  vez, 
durante  las  ultimas  estaciones,  las  modas 
se  presentan  compartiendo  de  un  caracter 
levemente  derivado  de  indumentaria  de 
otra  epoca  o  de  otra  nacion. 

Otras  Fuentes  de  Ideas 

Con  relacion  a  detalles,  se  da  enfasis 
a  la  irregularidad  de  la  llnea  al  borde  in- 
ferior de  toda  prenda  de  vestir,  lo  mismo  - 
que  a  los  efectos  de  un  solo  lado,  que  se 
refieren  no  solo  a  los  adornos,  sino  tam- 
bien al  mismo  corte  de  la  ropa. 

Los  trajes  de  invierno  se  caracterizan 
por  chaquetas  en  varios  estilos  de  largo 
hasta  la  rodilla  o  mas  alia  de  la  rodilla. 

Un  estilo  netamente  parisiense  y  muy 
en  boga  entra  los  modistas  franceses,  Ueya 
cinturon  en  las  caderas,  seccion  de  corpino 
plana,  mangas  prendidas  a  ampha  sisa  y 
falda  completamente  circular,  en  estUo 
basque,  de  largo  irregular. 

Las  chaquetas  planas  y  sueltas,  que 


Oficina  en  Paris  del  Dry  Goods  Economist, 
2  Rue  des  Italiens 

abren  sobre  pecheras  lisas  de  paiios,  son  tam- 
bien resaltantes. 

Casi  todas  las  chaquetas  tienen  cuellos  de 
piel,  en  efectos.  de  amplios  chales  o  bien,  col- 
gantes  y  cenidos  a  la  garganta,  sujetandose  al 
lado.  Tambien  se  presentan  cuellos  en  anchas 
corbatas  y  dobles,  es  decir,  uno  interior  para- 
do  y  uno  exterior  de  pano  volteado. 

Mangas  Anchas  de  Abrigos 
Las  mangas  de  los  abrigos  estan  dispues- 
tas  en  amplias  sisas.  Son  largas  y  anchas  en 
la  muneca,  terminado  en  una  profunda  banda 
de  piel.  Con  frecuencia  la  banda  de  piel  se 
extiende  en  largos  apendices  sobre  las  manos. 

Las  chaquetas  en  efectos  de  blusa  rusa, 
con  abrochaduras  laterales  desde  el  hombro 
hasta  el  borde  inferior  han  tenido  tambien 
favorable  acogida  en  Paris. 

Faldas  con  Posterior  Piano 
Las  faldas  de  trajes,  sin  excepcion,  se 
presentan   con   posterior  piano. 


Presentan 


Dibujado  en  Paris  para  el  Economist. 

Modelo  de  Patau,  en  que  se  destaca  el  uso  de  telas 
sencillas  y  de  fantasia.  El  vestido  es  de  crespon  de 
China  negro,  con  pintas  multicolor  es,  con  lazo  bajo  y 
paneles  de  saten  negro. 


holgura  de  movimiento  y  amplitud  en  adornos 
por  el  delantero  alrededor  de  las  caderas.  La 
tunica  empalmada  o  envuelta  que  se  pliega 
alrededor  de  la  figura  y  cierra  al  lado  del 
frente,  se  destaca  tambien  mucho. 

Muchas  de  las  faldas  en  trajes  entallados 
penden  de  trabas  de  fantasia  en  linea  irre- 
gular, resaltando  tambien  la  idea  del  delantal. 

Todas  las  faldas  de  trajes  son  moderadas 
en  largo  y  ancho.  La  mayoria  queda  de  9  a  10 
pulgadas  sobre  el  suelo,  y  tiene  de  yarda  y 
cuarto  a  yarda  y  media  de  ancho.  Caen  casi 
en  linea  recta  desde  las  caderas  hasta  la 
bastilla. 

Trajes  con  Adornos  de  Piel 
Todos  los  trajes  se  adornan  mucho  con 
calados,  pieles,  pespuntes  y  cordoncillos.  El 
calado  se  usa  en  una  extensa  variedad  de  com- 
plicados  y  elaborados  disenos.  Con  frecuencia 
el  calado  se  destaca  sobre  un  fondo  de  igual 
material. 

El  uso  del  cordoncillo  como  adorno  de  los 
vestidos  de  invierno  es  positivamente  notable. 
Los  cordoncillos  de  seda  gruesa  hercules,  de 
mediano  espesor,  los  delgados  de  fantasia,  lo 
mismo  que  los  metalicos,  se  usan  ahora 
mucho  en  los  trajes  de  velures  de  lana, 
gabardina,  bures,  terciopelos  y  otras  telas. 

Las  Pieles  Figuran  Mucho 

Los  abrigos  se  presentan  en  cuatro  dis- 
tintos  estilos.  El  primero  es  uno  largo, 
completamente  circular,  que  cae  suelto 
desde  el  hombro  hasta  la  bastilla.  El 
segundo  es  uno  abultado,  en  estilo  de  blusa 
a  la  espalda,  con  cinturon  a  las  caderas, 
que  pasa  por  el  delantero.  El  tercero  es 
un  estilo  entallado  en  redingote,  con  curva 
pronunciada  en  la  sisa  de  las  mangas, 
caderas  estrechas  y  faldon  completamente 
circular,  con  notable  irregularidad  en  la 
Ifnea  inferior.  El  cuarto  tipo  sigue  un 
estilo  de  lineas  rectas,  con  una  capa  larga 
y  circular  cubriendo  las  rodillas. 

Los  tipos  mas  favorites  son  aquellos 
que  tienen  amplio  cuello  de  piel,  en  estilo 
de  chal  y  los  que  se  prenden  al  hombro. 

Los  cinturones,  cuando  se  usan,  se  colo- 
can  invariablemente  sobre  las  caderas, 
siendo  del  mismo  material  o  bien  de  cuen- 
tas  de  madera.  Resaltan  tambien  los 
cinturones  metalicos,  principalmente  los 
de  plata  flexible,  y  los  lazos  de  fantasia  de 
cordoncillos  de  oro  o  plata  estampada. 

Cuatro  Distintos  Estilos  de  Abrigos 

Los  cordoncillos  y  las  borlas  tienen 
cierta  aplicacion.  Las  borlas  tienen  de 
18  a  20  pulgadas  de  largo.  Los  flecos, 
principalmente  los  jaspeados,  se  usan  como 
adorno  de  abrigos.  Los  panos  o  tablas  o 
paneles  y  anchas  trabas  de  piel  figuran 
notablemente  en  los  abrigos  mas  elegantes. 

Hay  poca  evidencia  de  bordados.  Cu- 
ando se  usan,  se  prefieren  los  de  alto 
relieve,  y  son,  en  su  gran  mayoria,  de  seda 
0  metalicos  de  colores  neutros. 

Los  abrigos  largos  y  separados  de 
saten  negro  con  adornos  de  piel  son  promi- 
nentes  y  se  anticipa  que  tendran  muy 
buena  acogida  este  invierno. 

Los  abrigos  de  terciopelo,  con  bordados 
metalicos  y  prolijamente  adornados  de 
piel,  forman  otro  factor  que  considerar. 
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THE  TIME— 

THE  PLACE— 

J  THE  COATS 


am 


We  re  koldmg  a  continuous 

FALL  FASHION  SHOW 

of  captivating  styles  in 

POPULAR-PRICED 

YOUTHFUL  Coats 

—  JUNIORS  — 

—  MISSES  — 

—  LADIES  — 

9^ade  in  all  of  the  a'^'^roved  materials 
Smart,    chic,    distinctive  lines 
Every  number  a  noteworthy  value 

Our  WRAPPY  CO  AT  for  tLe  Junior 
and  tlie  Miss  will  please  tlie  most  critical 
tuyer  mo$t!  Our  representatives  are 
now     m     tLeir     respective  territories 


DORFMAN  &  MILLER 


45-51  WEST  25™  STREET 

Boston  NEW  YORK  Ch\ 


icago 
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LdS  capas  y  las  capas-abrigos  en  todo  estilo 
continual!  tan  en  boga  ahora  como  lo  fueron 
en  el  verano.  Los  modelos  para  llevarse  en 
la  calle  son  de  saten  negro  grueso  y  llevan 
adornos  de  piel.  Muchos  siguen  el  estilo  de 
doble  corrida.  Las  capas  de  etiqueta  son  de 
brocado  metalico  muy  fine,  o  bien  de  saten 
negro  con  brocado  de  oro,  o  de  terciopelo. 
Muchos  de  los  estilos  de  etiqueta  siguen  el 
efecto  de  pechera.  Todos  los  estilos  de  capa 
de  etiqueta  son  largos  en  extreme  y  afectan 
Hnea  irregular  al  borde. 

Se  presentan  varias  capas  con  amplios 
paneles  a  la  espalda,  los  cuales  se  extienden 
hasta  formar  pequena  cola  que  queda  a  una 
pulgada  0  mas  del  suelo. 

Vestidos  Entallados  en  Estilos  de  Abrigo 

En  vestidos  entallados  para  el  invierno,  el 
vestido  abrigo  es  el  principal,  presentandose 
con  seccion  de  corpifio  suelta  y  holgada,  des- 
prendida  a  las  caderas,  y  faldon  de  tunica 
completamente  circular. 

Los  vestidos  abrigos  con  delanteros  de  una 
pieza  de  panel  de  largo  irregular  al  extreme, 
constituyen  una  nota  sobresaliente.  Los  ves- 
tidos de  este  tipo  se  prenden  o  cierran  desde 
el  hombro  hacia  abajo,  por  un  lado,  terminando 
en  la  garganta  con  anchos  cuellos  de  piel. 
Tanto  los  cuellos  de  piel  como  los  puiios  de 
piel  son  prominentes  en  los  vestidos  abrigos. 

En  preferencia  siguen  a  los  vestidos 
abrigos  los  en  estilo  de  camisola,  pues,  a 
pesar  de  todos  los  esfuerzos  para  olvidarlos, 
continuan  en  buena  acogida.  Los  nuevos 
vestidos  en  estilo  de  camisola  son  aun  mas 
deformados  que  sus  predecesores,  y  se  presen- 
tan invariablemente  en  la  forma  de  una 
sobretunica  con  cinturon  elastic©.  Se  ponen 
por  la  cabeza  y  se  llevan  en  conjuncion  con 
un  fondo  cenido.  Estas  tunicas  se  abren  a 
los  lados  y  muestran  el  fondo,  el  cual  es, 
generalmente  de  tela  diferente  tanto  en  ma- 
terial como  color. 

"T'aneles  en  Vestidos  de  Tunica 

Variedad  se  introduce  en  los  muchos  ves- 
tidos de  tunica  por  la  disposicion  de  los 
paneles  que  se  usan,  los  cuales  son  de  distintos 
largos  y  formas.  El  tipo  preferido  de  vestido 
en  estilo  de  camisola,  lleva,  sin  embargo,  un 
panel  ancho  y  recto  a  la  espalda  y  delantero, 
sujetandose  sobre  las  caderas  por  medio  de 
un  lazo  del  mismo  material,  o  bien  de  cordon- 
cillo  metalico  o  de  cuentas,  y  abriendose  en 
todo  su  largo,  al  lado  de  ambas  caderas,  desde 
estas  hasta  el  extremo  inferior  de  la  falda. 

Bordados  en  pastillas  cuadradas,  de  com- 
posicion  negra  o  en  colores,  lo  mismo  que 
bordados  en  seda  y  chenille,  cordoncillos, 
bordados  metalicos  y  pespuntes  de  maquina, 
constituyen  los  principales  tipos  de  adorno. 

Tunica  Sobre  Fondo  Cenido 

Un  tercer  tipo  de  vestido  que  esta  recibi- 
endo  mucha  favorable  mencion  consiste  en  una 
tunica  larga  con  cinturon  que  cuelga  derecha 
desde  el  hombro  hasta  la  rodilla.  Esta  tunica 
se  lleva  sobre  un  fondo  cenido  de  niaterial  en 
contraste,  rematando  al  extremo  en  un  volante 
0  vuelo  circular  de  alto  hasta  la  rodilla.  La 
sobretunica  se  cierra  al  centre  de  la  espalda, 
tiene  cuelle  alto  y  mangas  largas  y  ^  bien 
cenidas.  No  tiene  la  mas  leve  insinuacion  de 
talle. 

La  gran  mayeria  de  los  nueves  vestidos  se 
cierran  al  centro  de  la  espalda,  desde  la  gar- 
ganta hasta  una  linea  de  amplia  traba,  o  bien 
se  hallan  partidos  a  la  espalda,  simulando  una 
abertura,  y  separados  sobre  un  fondo  de  color 
en  contraste. 

La  idea  de  la  tunica  delantal  continua  en 
boga.  Modelos  en  tunica  delantal,  cubiertos 
con  bordados  solidos  de  seda  de  rices  colores, 
aparecen  con  frecuencia  como  representatives 


del  unico  detalle  de  color  en  vestidos  de  sastre. 
Son  de  crespon  marocain  negro,  o  bien  de 
terciopelo  o  saten  del  mismo  color. 

Telas  y  Combinaciones  de  Colores 

Dos  combinaciones  de  telas  tienen  buena 
demanda  para  todos  los  tipos  de  vestidos  de 
sastre:  terciopelo  y  crespon  marocain  y 
duvetina  y  gabardina,  en  adicion  a  la  sarga 
y  saten  negros,  que  siempre  son  favoritas. 

Se  da  mucho  enfasis  aun  a  los  efectos 
sueltes  y  de  talle  caido.  La  idea  de  la  blusa 
rusa  continua  en  boga,  y  aparece,  por  regla 


Dibujado  en  Paris  para  el  Economist. 

Vestido  de  sarga  azul,  de  Jenny,  adornado 
con  cordoncUlo  cire  y  encaje  angosto  Valen- 
ciennes suavem.ente  matizado.  La  completa 
mitad  inferior  de  las  manges  es  de  encaje,^  lo 
que  acentua  su  amplitud,  respondiendo  asi  a 
un  rasgo  de  las  modas  de  otono. 

general,  en  vestidos  de  combinacion  de  dos 
telas,  principalmente  lana  y  seda,  siendo  la 
blusa  de  seda  y  la  falda,  de  lana. 

Tratamiento  de  la  Bastilla 

Los  hordes  inferiores  de  tedas  las  faldas, 
ya  se  trate  de  vestidos  de  casa  o  de  calle,  sen 
irregulares.  Las  faldas  que  forman  pronun- 
ciadas  puntas  a  cualquier  lado,  lo  mismo  que 
aquellas  que  llevan  largos  y  rectos  paneles  que 
se  prolongan  una  pugada  mas  alia  de  la  falda, 
y  modelos  con  un  lado  del  delantero  en  punta 
al  borde,  son  los  tipos  preferidos. 

Las  faldas  con  aplitud  de  gedet  a  un  lade 
del  delantero,  dejando  planes  la  parte  pos- 
terior y  lade  opueste,  y  los  estilos  con  volante 
circular  por  el  delantero,  tienen  tambien  buena 
aceptacion. 

Los  vestidos  de  sastre  de  saten  negro, 
bordados  en  sedas  de  vivos  colores  e  en  efectes 
metalicos,  prometen  mucho. 


Los  terciopelos  tienen  mucha  demanda  para 
vestidos  de  sastre,  mientras  que  los  crespones 
gruesos  continuan  en  boga. 

Cuellos  Altos  en  Vestidos  de  Sastre 

El  cuello  alto  continua  progresande,  a 
pesar  de  que  lucha  contra  diversos  factores. 
En  Paris,  el  cuello  alto  o  parade  demina  la 
situacion,  pere  les  importadores,  en  el  comercio 
americano,  han  insistido  en  el  cuello  converti- 
ble, que  puede  dejarse  abierto  o  volteado  o 
bien  parade,  a  voluntad  de  quien  le  usa. 

Las  mangas  en  dos  telas  y  dos  colores  sen 
prominentes  y  se  presentan  prendidas  de 
amplia  sisa. 

Las  mangas  sueltas  y  largas,  lo  mismo 
que  las  cenidas  y  dispuestas  en  sisa  normal, 
se  recomiendan  tambien. 

Tedas  las  mangas  llevan  mucho  aderne, 
entre  los  cuales  figuran  los  calades,  los  borda- 
dos y  los  cordoncillos.  Por  regla  general,  las 
mangas  se  adernan  por  la  parte  superior,  o 
bien  por  la  mitad  inferior,  pero  nunca  en  todo 
su  largo. 

El  Negro  es  Preferido 

Verde,  gris,  castaiio  y  castaiio  elaro,  son 
los  principales  colores  para  vestidos  de  sastre, 
en  adicion  al  negro,  que  continua  en  mucha 
predileccion. 

Escarlata  se  usa  mucho  en  combinacion 
con  azul  marine  y  negro. 

Para  vestidos  de  tarde,  el  crespon  de  China, 
el  terciopelo,  saten  y  encajes  sen  los  preferi- 
dos, en  el  orden  indicade.  Vestidos  en  la 
combinacion  de  crespon  de  saten  negro,  de 
acabade  muy  lustroso,  con  encaje  negro  Chan- 
tilly,  son  muy  prominentes,  lo  mismo  que  las 
de  encaje  negro  con  terciopelo  de  color,  las  de 
terciopelo  negro  con  coral,  azul  turquesa  o 
azul  chinesco. 

Los  cuellos  de  vestidos  de  tarde  terminan 
en  cuellos  redondeados. 

Las  mangas  largas  de  encaje,  ya  amplias 
en  la  mane  o  bien  cenidas  al  braze,  se  usan 
con  preferencia  en  los  vestidos  de  tarde  y  de 
etiqueta. 

Vestidos  Clasicos  en  Preferencia 

En  vestidos  de  etiqueta  se  da  preferencia 
a  los  estilos  sencilles  de  ropaje  o  colgaduras, 
semejantes  a  les  clasicos  de  Roma. 

El  renacimiente  espaiiel  e  italiano,  lo 
mismo  que  el  period©  de  1830,  es  decir,  la 
crinolina,  se  hallan  tambien  representados  en 
este  grupo. 

Los  vestidos  de  etiqueta  son,  por  regla 
general,  mas  mederades  en  el  sentide  de  escete. 
Tienen  una  linea  de  escete  curva  al  frente, 

con  corte  bajo  a  la  espalda  y  tapado  con 
encaje  o  malla. 

Tambien  se  muestran  vestidos  de  etiqueta 
sin  mangas  y  modelos  con  mangas  cenidas  o 
apretadas,  de  encaje. 

Materiales  en  Vestidos  de  Etiqueta 
Los  terciopelos  de  color,  principalmente 
coral,  rosado,  heliotrope  y  verde,  los  rices 
brocades  y  satenes  gruesos,  son,  en  resumidas 
cuentas,  les  colores  predilectos,  a  pesar  de  que 
existe  favorable  tendencia  por  vestidos  de 
negro  azabache. 

En  los  vestidos  de  terciopelo  se  usan 
muchas  lentejuelas,  cadenas  de  perlas  y  borlas 
con  lentejuelas.  .  ^ 

Los  vestidos  en  telas  metalicas  continuan 
manteniendo  su  puesto. 

Las  faldas  de  todos  los  vestidos  de  etiqueta 
son  mas  largas,  predominando  aquellas  que 
casi  tocan  el  suelo.  Sen  muy  bien  acegidas 
las  colas  a  un  lado  o  bien  a  un  costado  del 
delantero,  y  lo  curiose  es  observar  que  la  cola, 
en  su  celecacion  natural  o  normal  en  la  parte 
posterior,  raras  veces  se  ve  en  los  presentes 
modelos. 
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Our  New  Fall  Line 

is  now  ready  for  your  inspection!     This  means 
more  than  a  mere  announcement.     It  is  the  story 
of  a  wonderful  accomplishment — the  attainment 
of  an  exceptional  showing  of  ahead-of-the-minute 
styles  in  Coats  and  Suits — offering  unapproach- 
able values. 

COATS  $10.75  to  $69.50 
SUITS  $16.75  to  $75.00 

One  of  the  most  remarkable  features  of  our  fall 
line  is  the  care  that  we  have  exercised  in  perfect- 
ing the  details.    Every  wanted  fabric  is  utilized — 
every  desirable  color  is  shown.     In  other  words, 
we  are  presenting  styles  that  cannot  fail  to  go 
over — and  to  go  over  BIG. 

COME  IN  AND  INSPECT  THEM— 
JUDGE  THE  VALUES  FOR  YOURSELF. 

Immediate  Delivery 

EPSTEIN  &  MAZUR 

1 04  West  27th  Street                New  Yorh  City 

■ 
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Tendencia  en  Prendas  de  Piel 
En  prendas  de  piel  la  idea  de  la  capa 
continua  aun  en  boga.  Los  rebozos  de  piel 
son  en  su  mayoria  en  estilo  de  capa  o  bien 
simulan  una  capa.  Prendas  de  tres  cuartos 
0  de  medio  largo  son  las  favoritas.  Los 
modelos  de  piel  negra  van  en  primera  linea, 
figurando  entre  ellos  los  de  caracul  negro, 
becerro  y  astracan  de  Persia.  La  piel  gris  de 
ardilla  y  la  de  topo  siguen  a  continuacion.  Los 
abrigos  de  vison  se  prefieren  todavfa  para  fines 
de  etiqueta. 

Las  pieles  de  animales  se  usan  para  cuellos, 
y  entre  ellas  las  preferidas  son  las  de  zorrito, 
martas,  sitkas  y  zorro  bianco. 

Para  adomos  de  piel  se  usan  las  de  liebre 
y  una  de  la  America  del  sur,  Uamada  wiscatche, 
que  parece  ser  una  combinacion  de  zarigueya 
y  chinchilla.  La  de  caracul  bianco  y  la  gris 
de  astracan  tienen  tambien  bastante  demanda. 

Forros  Menos  Vividos 

Los  forros  de  los  rebozos  de  piel  no  son  de 
colores  tan  vivos  como  los  de  antes.  Los 
crespones  de  China  con  brocados  del  mismo 
color  figuran  prominentes.  Los  satenes  es- 
tampados  en  disenos  de  Persia  se  usan  tambien 
con  profusion. 

Los  forros  adornados,  principalmente  los 
incrustados  de  encajes,  rematados  en  cintas 
0  bordados,  se  destacan  en  los  rebozos  de  piel 
0  terciopelo  de  etiqueta. 

Telas  que  Sobresalen 

Paris  muestra  especial  preferencia  por  las 
telas  ratines.  Por  varias  temporadas  los 
modistas  han  producido  modelos  de  ratine,  por 
via  de  ensayo,  que  no  lograron  sino  muy 
escaso  exito.  Este  ano,  sin  embargo,  la  idea 
ha  tornado  importanciay  las  telas  de  ratine,  en 
efectos  sencillos  y  listados  de  fantasia,  lo 
mismo  que  en  mezclas  de  colores,  figuran  en 
abrigos  y  trajes. 

En  adicion  a  ratines,  hay  mezclas  muy 
suaves  de  tejidos  de  pelo  de  camello,  seme- 
jantes  a  velures  de  lana,  y  duvetinas.  Las 
telas  duvetinas  se  usan  mucho  en  combmacion 
de  panos  anchos  y  terciopelo.  Los  panos 
anchos  de  textura  muy  suave  y  acabado  lus-  ^ 
troso  dominan  el  mercado.  Se  usan  en  vestidos  ^ 

Efectos  de  grandes  listados  y  pintas  se 
presentan  en  abrigos,  a  pesar  de  que  que  la 
tendencia  general  se  inclina  mas  bien  al  uso 
de  telas  de  lana  en  colores  solidos  y  mezclas. 
Crespones  en  Abrigos  de  Etiquetas 
Los  crespones  de  seda  mantienen  su  im- 
portancia  en  vestidos  de  abrigos,  principal- 
mente los  crespones  gruesos  de  China.  Los 
crespones  estampados  con  cubierta  de  brocado 
metalico  se  presentan  en  abrigos  de  etiqueta. 

Los  terciopelos  negros  y  de  color  estan  muy 
en  boga  y  se  usan  en  trajes  de  calle  y  de  tarde. 
Tambien  hay  preferencia  por  los  brocados  de 
terciopelo  en  chifon.  . 

Hay  evidencia  de  esfuerzo  especial  para 
introducir  las  telas  de  moire,  principalmente 
la  poplina  tomasolada. 

En  abrigos  se  usa  el  saten  de  peso  mediano 
y  acabado  lustroso. 

Los  encajes  constituyen  un  gran  factor  en 
toda  ropa  elegante  y  se  usan  en  vestidos  de 
combinacion  de  crespon  de  China  y  crespon  de 

^^^^El  encaje  Chantilly  de  color  negro  y  las 
mallas  bordadas  de  seda  blanca  son  muy  atrac- 
tivos.  Los  encajes  cires  se  usan  tambien  hasta 
cierto  punto,  pero  todavia  no  se  puede  asegurar 
su  exito. 

Adornos  en  Boga 
En  adornos,  los  cordoncillos,  principalmente 
el  hercules  negro  de  seda,  de  todo  ancho,  el 
guimpe  grueso  y  delgado  de  seda  negra,  y  los 
metalicos  estampados,  son  los  que  predomman. 


Las  costuras  a  maquina  del  mismo  color 
0  en  tono  de  contraste  se  usan  en  los  vestidos 
de  sastre  elegantes  de  terciopelo. 

Los  calados  de  todas  clases  se  usan  en 
telas  guesas,  lo  mismo  que  en  vestidos  de 
crespon  de  seda. 

Los  bordados  de  colores  vivos  y  tambien 
en  matices  neutros,  se  emplean  mucho  sobre 
negro  o  azul  marino.  Los  bordados  de  cuentas 
y  los  de  pastillas  cuadradas  se  aplican  en 
vesidos  de  georgette,  ropa  de  pano  ancho  y 
de  sarga.  La  pastilla  cuadrada  es  una  de  las 
principales  ideas  desarroUadas  hasta  ahora  en 


Dibu.iado  en  Paris  para  el  Economist. 

Traje  de  dos  piezas  de  Renee,  en  gahardina 
beige,  presentando  cintura  caida,  seccion  de 
corpiiio  suelta,  con  peplum  y  mangas  ador- 
nadas  con  rosettes  plegadas,  formadas  por  las 
angostas  bandas  de  la  tela. 


el  sentido  de  adomo  para  ropa  de  invierno. 

Los  flecos,  principalmente  los  jaspeados,  de 
amplio  ancho,  tienen  tambien  mucha  acepta- 
cion. 

Detalles  de  las  Blusas 

Los  cinturones  figuran  prominentemente 
y  se  presentan  muchos  nuevos  e  interesantes 
disenos. 

Fajas  0  cintos  suaves,  del  mismo  material 
del  vestido,  con  remate  en  flecos  con  lentejue- 
las,  se  usan  tambien  mucho. 

Los  cinturones  de  cuero,  pintados  a  mano, 
tienen  cierta  aplicacion,  pero  la  nota  principal 
en  este  ramo  es  el  cinturon  metalico  flexible 
0  cordoncillo  metalico  estampado. 

Una  profusion  de  motivos  engastados  de 
joyas  en  solido  estilo  renacimiento  se  usa  ahora 
para  sujetar  el  ropaje  o  colgadura  de  los 
vestidos  de  etiqueta.    Para  el  proposito  de 


sujetar  flecos  con  lentejuelas  se  emplean  placas- 
metalicas. 

No  Hay  Cambios  en  Corses 

Sin  cambio  radical  en  linea  o  corte,  hay 

muy  poca  o  ninguna  alteracion  que  detallar 
en  corses. 

Los  nuevos  corses  son  de  material  liviano, 
pero  coil  tendencia  a  ballenas  firmes.  Tienen 
faldon  largo,  caderas  cenidas  y  busto  bajo. 

Los  materiales  que  se  usan  principalmente 
son  tricot  de  seda  y  jersey  de  seda,  con  saten 
y  cinta  de  saten  para  los  modelos  de  baile. 

Los  colores  rosados  predominan,  a  pesar 
de  que  el  negro,  principalmente  en  los  escota- 
dos  de  baile,  y  los  de  saten  gris  que  llevanse 
con  vestidos  del  mismo  color,  tienen  tambien 
especial  preferencia. 

Los  nuevos  cubrecorses,  o  brassieres,  en  su 
gran  mayoria  son  de  telas  muy  delgadas,  como 
son  las  que  se  llevan  proxima  al  cutis.  Son 
tambien  del  mismo  color  de  la  carne. 

Los  cubrecorses  que  se  llevan  sobre  'el 
corse  se  ofrecen  en  dos  o  tres  combinaciones 
de  encajes,  o  bien  son  de  saten  con  bordados 
metalicos  o  encajes  superpuestos. 

Diversos  Estilos  de  Blusas 

A  pesar  de  que  la  estacion  se  presenta  muy 
favorable  a  los  abrigos  y  vestidos  abrigos,  hay 
sin  embargo  un  variado  y  amplio  surtido  de 
blusas  en  el  mercado  frances. 

Casi  todos  los  modelos  de  blusas  son  del 
tipo  de  postura  sobre  la  falda.  El  estilo  de 
postura  por  la  cabeza,  con  cinturon  unido  a 
la  seccion  del  corpiiio,  que  sirve  para  cenir 
la  figura  en  las  caderas,  y  se  cierra  por  botones 
0  lazos  a  un  lado,  continua  siendo  muy  bien 
acogido.  En  adicion  a  la  blusa  de  postura  por 
la  cabeza,  hay  buena  representacion  de  modelos 
de  efectos  de  pechera.  Los  estilos  rusos  tienen 
tambien  sus  favorecedores.  Se  cortan  de  largo 
hasta  la  rodilla,  llevando  cinturon  a  baja  linea 
del  talle,  cuello  apretado  y  mangas  largas  y 
sueltas. 

Las  mangas  en  blusas  de  sastre  tienen 
generalmente  el  efecto  de  raglan.  En  los 
estilos  elegantes,  las  mangas  se  colocan  en 
linea  normal  o  en  amplia  sisa,  como  kimono. 

En  materiales,  los  crespones  de  China 
gruesos,  georgette  y  tricots  de  seda  son  los 
favoritos  para  modelos  de  calle,  en  adicion  a 
los  piques  y  algodones  matelasses  de  fantasia. 

Modelos  de  Encajes  Prominentes 

En  modelos  elegantes  resaltan  las  blusas 
de  encaje,  principalmente  en  Irlanda  tenidas 
y  los  Chantilly  crema  oscura,  lo  mismo  que  en 
mallas  adomadas  con  Valencienne. 

Las  blusas  en  georgette  son  generalmente 
adornadas  con  insercion  de  encaje  de  filete,  o 
bien,  con  cordoncillo  piano  de  seda. 

La  blusa  blanca  esta  gradualmente  reem- 
plazando  a  la  de  color  en  estilos  de  sastre. 

Modelos  atractivos  en  tricot  grueso  de  seda 
con  bandas  de  calado  o  bien  de  seda  gruesa 
con  filete  de  crochet,  se  presentan  favoritos 
para  propositos  de  calle  y  de  deporte.  Estas 
blusas  son  invariablemente  de  colores  fuertes, 
en  que  se  comprenden  el  oro  viejo,  verde  o 
coral. 


Predileccion  por  Guimpes 

En  efectos  de  cuellos,  las  pecheras  y 
guimpes  son  los  principales  estilos.  Los 
guimpes  se  usan  particularmente  en  los  estilos 
de  postura  por  la  cabeza.  Tienen  acabado  de 
cuello  redondeado  y  llevan  tambien  anchos 
cintos  0  bandas  que  moldean  las  caderas.  Para 
guimpes  se  prefieren  las  mallas  finas  de  Bruse- 
las,  blancas  o  en  crema  oscura,  o  bien  la  or- 
gandia  combinada  con  malla  de  seda  aspera 
o  flecos  plegados  de  organdia. 

Los  estilos  de  pechera  se  hacen  en  estilos 
de  paneles  rectos,  en  telas  de  algodon  gruesas 
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"^he  LEADING  MERCHANTS 
OF  THE  COUNTRY  ENDORSE 


Gtueen/THaAe, 


TRADE  MARK 


Y 

MORNING- PORCH  ^  STREET  DRESSES 

I.GINSBERG  8"  BROTHERS 

lOl  MADISON  AVENUE  At  IQth  St.  NEW  YORK 

CHICAGO  SHOWROOM  ^  GREAT  NORTHERN  HOTEL 
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^  DRESSES 

The  result  of  3.  two  months  style  scrnvh 

among  the  atehers  of  the  fyrcmost  mode 

makers  of  PARIS,  on  the  Piomenojdc  des 

Anahises  3±NICE andthcTcrr^dMONTE 

CARLO  zs  wclloj^  xrans^ckinq  of  LONDON 

for  ultra.  lishionaJble  fabrics. 

\ 

Intro ducinq  IheJea^nPaioasilhou- 
hett«,  Idimms  new  embroideries, 
the  Jennij  sleeve  and  other  innov^ations. 


M,6/H.RENTMER 


5?fterJuJq  15  th, 

GARMENT  CENTRE  CAPITOL 

498  Seventh  Avenue 

3 6th  TO  37th  Streets 
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N  ew  Garment  Center  Reflects  Power  of 
Co-operative  Effort  in  Industry 

Big  Possibilities  Are  Within  Grasp  of  Manufacturers  Who  Are 
Responsible  for  Success  of  Project  —  Aim  to  Make  Products  of 
Great  Inspire  Confidence — Collective  Buying  on  Part  of  Tenants 
One  to  Register  Distinct  Saving 


IN  order  to  appreciate  fully  what  the  move- 
ment of  the  ready-to-wear  industry  into 
the  new  garment  center  means,  it  is  neces- 
sary to  draw  on  the  imagination  and  look  into 
the  future.  There  is  a  vision  which  tells  a 
story  of  progress  and  achievement  which  is 
indicated  by  the  erection  of  Garment  Center 
Capitol,  the  initial  step  in  a  gigantic  indus- 
trial metamorphosis,  the  first  tangible  evi- 
dence that  the  garment  industry  of  the 
world's  greatest  metropolis  has  grasped  the 
real  significance  of  co-operative  effort.  The 
piling  up  of  a  few  millions  of  bricks  to  house 
about  five  dozen  leading. 
manufacturers  is  m  e  r  e  1  y 
the  laying  of  the  corner- 
stone of  a  structure  whose 
foundation  is  built  on  con- 
fidence, faith  and  co-opera- 
tion. On  this  foundation 
the  tenants  are  determined 
to  arrive  at  a  basic  cost  of 
production  by  practical  ef- 
ficiency which  will  elimi- 
nate much  of  the  waste  now 
paid  for  by  the  retailer  and 
eventually  by  the  consumer. 

In  the  Theoretical  Stage 

How  this  will  be  accom- 
plished is  yet  a  theory — but 
a  theory  supported  by  a  de- 
termination to  succeed.  It 
is  not  amiss  to  dream  of 
future  accomplishment. 
The  new  Garment  Center 
Capitol  on  Seventh  Avenue, 
Thirty  -  sixth  to  Thirty  - 
eighth  Streets,  was  a  dream 
once,  now  it  is  a  monument 
which  gives  reason  to  ex- 
pect greater  things.  The 
founders  of  this  great 
movement  look  forward  to 
the  time  when  the  sale  of 
their  merchandise  will  be 
secondary  or  complemen- 
tary to  the  sale  of  confidence.  To  say  "It 
comes  from  Tiffany's"  makes  further  com- 
ment superfluous.  In  the  minds  of  the  sponsors 
of  Garment  Center  Capitol  there  is,  in  the  not 
far  distant  future,  a  time  when  to  say  "It 
comes  from  Garment  Center"  will  be  equally 
significant  to  the  retailer  and  to  the  public. 

A  Center  in  a  True  Sense 

It  is  the  dream  of  the  fifty-eight  manufac- 
turers that  Garment  Center  Capitol  will  rep- 
resent the  center  for  style,  quality,  value, 
service  and  price.  The  realization  of  this 
dream  will  be  a  process  of  gradual  develop- 
ment, marked  systematic  production,  elimina- 
tion of  lost  motion,  reduction  of  operations, 
ohtservation  of  the  highest  ethics  and  humane 
handling  of  labor.  Cooperation  will  be  felt  in 
the  buying  and  selling  of  the  Garment  Center 
Capitol  tenants.  One  already  can  visualize 
co-operative,  banking,  co-operative  styling,  co- 
operative importing,  co-operative  insurance. 
In  fact  the  very  structure  itself  is  the  result 


of  co-operation,  and  the  various  devices  and 
conveniences  can  be  effectively  utilized  only 
co-operatively. 

All  of  these  features,  when  they  are  real- 
ized, will  reflect  to  the  retailer  an  apprecia- 
tion of  what  is  now  a  vision — and  this  in  turn 
should  mean  greater  values  for  the  amount  of 
investment,  an  increase  in  the  purchasing 
power  of  a  dollar,  a  greater  degree  of  satisfac- 
tion to  the  retailer  and  consumer  and  the 
stamping  of  Garment  Center  Capitol  as  a  "de- 
sirable place  to  market." 

It  might  well  be  asked,  "what  was  at  the 
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bottom  of  all  this;  why  this  great  outlay  of 
money  and  time  and  effort;  why  this  move- 
ment of  the  heart  of  an  industry  from  the 
most  talked  of  avenue  in  the  world?"  There 
were  two  particular  reasons.  One  was  the 
fact  that  Fifth  Avenue,  New  York's  fashion- 
able shopping  district,  was  being  trans- 
formed into  a  parade  ground  for  thousands 
of  garment  workers  who  cluttered  the  thor- 
oughfare from  Fourteenth  Street  to  Thirty- 
fourth  Street.  Retail  business  was  hampered. 
Patrons  preferred  not  to  be  jostled  about  by 
the  throngs  of  workers. 

Avenue  Had  Different  Role 

And  from  the  standpoint  of  civic  pride, 
the  avenue  was  being  relegated  from  an  ex- 
clusive shopping  street  to  a  workers'  play- 
ground. The  Save  New  York  Committee 
found  little  or  no  difficulty  in  securing  the 
co-operation  of  the  manufacturers  in  a  gen- 
eral movement  to  re-locate  their  operating 
center. 


But  more  significant  was  the  fact  that  in 
April,  1919,  rents  were  raised  to  proportions 
which  were  becoming  disastrous,  inasmuch  as 
it  was  made  necessary  to  increase  overhead 
along  with  the  increased  cost  of  production, 
until  the  prices  of  garments  became  prohibi- 
tive. It  was  at  that  time  that  Saul  Singer  of 
Singer  Bros.,  Mack  Kanner  of  Mack  Kannen 
&  Milius,  and  J.  S.  Becker  of  J.  S.  Becker  &; 
Co.,  had  a  three-cornered  conference  to  talk 
over  the  question  then  uppermost  in  their j 
minds,  the  matter  of  reducing  the  cost  ofi 
overhead  and  production.   It  was  at  that  time! 

that  the  co-operative  build- 
ing idea  was  bom.  Op- 
tions were  obtained  on  va- 
rious sites  and  finally  the! 
present  location  was  de- 
cided upon  as  the  most  cen- 
tral for  their  purpose.  It 
was  purchased  in  Septem- 
ber, 1919,  and  title  was  ob- 
tained on  various  plots  in 
December  and  the  following 
January  and  February. 

Men  Who  Did  the  Work 


The  Garment  Center 
Realty  Company  was 
formed  with  the  following 
oflScers:  Saul  Singer,  presi- 
dent; Mack  Kanner,  vice- 
president;  Julius  Blauner 
of  Blauner  Bros.,  treas 
urer;  Jacob  Reisch  of 
Mensch-Reisch  Co.,  secre- 
tary. The  directors  are: 
Jesse  Woolf  of  Jesse  Woolf 
Co.;  Jack  Amsterdam  of 
Amsterdam  &  Sachs;  J.  S. 
Becker;  Max  Rubel  of  Max 
Rubel  &  Co.;  J.  S.  Becker 
of  J.  S.  Becker  &  Co. ;  Max 
Rubin  of  Rubin  Bros. ;  Max 
Cohen,  Jesse  Shulman,  Ottc 
B.  Shulhof  of  Otto  B.  Shul- 
hof  Co. ;  Armand  Baer  oi 
J.  Bandler  of  Maurice  Band- 


the  G.  B.  G.  Co. 

ler,  and  N.  A.  Cohn  of  the  Philip  Mangone  Co,[ 

Kept  Costs  Down 

From  the  outset  the  company  planned  tc 
operate  with  as  little  expense  as  possible 
The  first  work,  therefore,  was  to  have  plans 
drawn  at  a  lower  figure  than  that  quoted  by 
several  architects  who  bid  for  the  job.  They 
wanted  six  per  cent  of  an  approximated  cosi 
of  $15,000,000.  Mack  Kanner,  who  super 
vised  the  erection  of  the  building  from  tht 
time  the  excavations  were  made,  secured  th( 
services  of  his  own  architect  and  thereby  re- 
duced the  cost  of  this  part  of  the  work  dowr 
to  one-twelfth  of  one  per  cent.  Credit  is  dut 
Walter  M.  Mason  who  designed  this  great  un- 
dertaking. When  it  was  found  that  money 
could  be  saved  by  employing  individuals  foi 
the  work  to  be  done  rather  than  letting  eacl 
job  out  to  contractors.  Mack  Kanner  proceed- 
ed along  this  line  in  the  excavating,  steel  en- 
gineering, electric  engineering,  the  heating 
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plumbing,  and  so  on  throughout  the  process. 
It  is  estimated  that  hundreds  of  thousands  of 
dollars  were  saved  in  this  way. 

Great  Insurance  Idea 

The  efforts  of  the  Plan  and  Scope  Commit- 
tee to  keep  expenses  down  will  not  end  with 
the  completion  of  the  building.  Plans  are  be- 
ing formulated  which  are  aimed  to  accomplish 
the  greatest  results  in  service  with  a  mini- 
mum expense.  The  question  of  insurance  is 
one  of  the  items  to  which  attention  is  directed. 
On  this  matter,  a  committee  headed  by  Jacob 
Reisch,  is  working.  The  insurance  carried  by 
fifty-eight  large  manufacturing  concerns,  is 
represented  by  an  outlay  of  thousands  of  dol- 
lars in  premiums. 

The  committee  will  ascertain 
which  form  is  the  most  efficient. 
Although  no  decision  has  been 
reached  as  to  just  what  plan  will 
be  followed,  it  is  quite  possible  that 
the  committee  will  entertain  a  prop- 
osition to  provide  a  fund  sufficiently 
large  to  assure  self-protection. 
While  this  is  not  by  any  means  a 
certainty  at  this  time,  it  is  one  of 
the  features  which  has  been  con- 
sidered. 

Co-operative  Purchasing 

A  CO  -  operative  purchasing 
bureau  is  assured.  It  will  function 
in  the  buying  of  supplies  and  pos- 
sibly in  securing  certain  staple 
cloths,  such  as  linings,  and  such 
fabrics  for  suits,  dresses  or  coats 
which  might  be  bought  to  advan- 
tage in  this  way.  Novelties  or  cloths 
used  exclusively  by  one  or  a  few 
manufacturers  would  not  be  bought 
collectively.  Each  manufacturer 
will  maintain  his  individual  pur- 
chasing department  as  in  the  past, 
but  it  is  estimated  that  thousands 
of  dollars  will  be  saved  to  the  ten- 
ants by  the  buying  idea. 

Paper  boxes  constitute  a  con- 
siderable item  of  expense.  They 
undoubtedly  will  be  purchased  col- 
lectively at  the  outset  at  least. 
There  are  some  among  those  high- 
er up  in  the  Garment  Center  Cap- 
itol who  are  looking  rather  expect- 
antly on  the  possibility  of  operat- 
ing their  own  paper  box  manufac- 
turing plant.  They  feel  that  such 
a  move  would  bring  a  real  reduction 
in  the  cost  of  shipping. 

Collective  European  representation  is  prac- 
tically an  assured  feature  of  the  Capitol. 
This  will  include  collective  purchasing  and  a 
collective  information  bureau.  It  can  be  /fig- 
ured that  savings  running  into  the  hundreds 
of  thousands  of  dollars  can  be  effected  in  this 
way.  Let  us  assume  that  fifty  manufactur- 
ers send  representatives  to  Paris  twice  a  year 
and  each,  on  a  conservative  estimate,  brings 
back  fifty  models  each  time,  at  a  cost  of  $300 
per  garment.  This  represents  an  expenditure 
of  $1,500,000.  In  addition  there  is  the  travel- 
ing expense  which,  at  a  very  low  estimate,  is 
$1,000  per  person  each  trip,  or  $100,000.  A 
representative  could  be  quartered  in  the 
French  capital  all  the  time  to  furnish  such  in- 
formation about  style  and  new  features  as 
might  be  current. 

Another  Saving 

The  expense  would  be  nominal.  If  it  were 
desired  to  send  a  committee  abroad  twice  a 
year,  ten  men  could  make  the  trip,  on  the  same 
basis  of  expense,  for  $20,000.  It  is  admitted 
that  it  is  not  necessary  to  have  more  than  5UU 
models,  if  more  were  available,  but  by  send- 
ing fifty  buyers  to  buy  fifty  models  each  there 


is  an  investment  in  2500  models.  The  pro- 
posed committee  of  ten  could  purchase  500 
models,  show  them  collectively  in  a  room  pro- 
vided for  the  purpose  in  Garment  Center 
Capitol,  and  all  of  the  fifty  manufacturers 
could  extract  from  them  such  ideas  as  might 
appeal  to  them. 

For  after  all  is  said  and  done,  manufac- 
turers do  not  copy  the  models  "as  is,"  but  pro- 
duce them  in  their  own  shops  in  styles  adapt- 
able to  the  requirements  of  the  American 
woman.  This  is  part  of  the  dream  of  the  fu- 
ture—but it  may  be  an  actual  practical  thing 
earlier  than  many  expect. 

An  appreciable  saving  will  be  effected  in 
electricity  bills.    Instead  of  paying  five  cents 
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a  kilowatt  hour,  as  they  are  now  doing,  the 
tenants  in  the  Garment  Center  Capitol  will 
probably  pay  less  than  half  of  this  amount. 
The  realty  company  will  be  billed  collectively 
for  the  power  consumed,  and  the  tenants  will 
be  billed  at  cost.  There  are  many  other  sav- 
ing features  which,  in  the  aggregate,  will 
more  than  compensate  for  any  increases  in 
rent  which  may  seem  to  increase  overhead. 
The  entire  Garment  Center  Capitol  will  oper- 
ate as  one  unit,  each  tenant  participating  in 
the  reduced  costs  which  are  made  possible  by 
functioning  as  a  group. 


Up-to-Date  Club  Planned 


A  feature  which  is  of  considerable  inter- 
est to  the  tenants  and  those  with  whom  they 
may  have  business  relations  is  the  Garment 
Center  Capitol  Club.  Unlike  most  clubs  of 
this  nature  which  are  operated  for  some  spe- 
cific purpose,  this  will  be  an  institution  which 
will  be  as  much  a  club  as  any  in  the  city.  It 
will  be  a  business  men's  luncheon  club  of  the 
highest  type,  and  for  this  purpose  spacious 
dining  rooms  have  been  provided  on  the 
twenty-third  and  twenty-fourth  floors  of  the 
South  Building.  It  has  a  completely  equipped 
bakery,  modern  refrigeration  plants,  ovens. 


steam  boilers  and  all  other  necessary  equip- 
ment. 

There  is  also  a  restaurant  and  summer 
garden  provided  on  the  roof.  And  there  is 
music  in  the  words  of  Mack  Kanner,  who 
said,  "No  tips  allowed."  For  those  who  en- 
joy athletics  ample  provision  has  been  made. 
There  is  a  modern  gymnasium  with  four  hand 
ball  and  two  squash  courts,  and  a  running 
track  on  the  roof.  A  pool  and  billiard  room 
will  afford  many  enjoyable  hours  to  those  who 
balance  a  cue.  An  extensive  library  will  be 
developed  and  there  will  be  solid  comfort  in 
the  spacious  lounge  rooms.  Retail  buyers 
may  enjoy  the  privileges  of  non-resident 
members. 

The  sanitation  of  the  buildings 
will  be  kept  up  to  the  highest  stand- 
ard. A  fully  equipped  emergency 
hospital  will  afford  every  conveni- 
ence necessary.  A  resident  doctor 
will  make  continuous  inspection  of 
the  workers,  and  it  is  estimated 
that  it  will  take  him  four  weeks  to 
make  the  rounds  of  the  buildings. 
There  will  also  be  resident  nurses, 
dentists  and  an  optician. 

Chutes  to  Take  Packets 

The  shipment  of  finished  orders 
will  be  expedited  by  means  of  chutes 
from  every  loft  to  the  receiving 
room  of  the  American  Railway  Ex- 
press Co.,  located  on  the  ground 
floor  of  the  building.  It  is  said 
these  chutes  will  have  a  capacity 
equal  to  that  of  seventy-five  ele- 
vators. Similar  chutes  have  been 
provided  for  the  handling  of  rub- 
bish. Instead  of  piling  waste  in 
the  loft  and  awaiting  the  arrival 
of  the  junk  man,  it  will  be  collected 
at  short  intervals  and  run  down  a 
chute.  At  the  bottom  it  is  baled 
automatically  and  carted  away  as 
the  loads  accumulate. 

Heat  at  All  Times 

It  is  estimated  that  thousands 
of  working  hours  will  be  saved  in 
the  winter  by  keeping  the  lofts 
temperately  warm  at  all  times.  On 
cold   days   it  frequently  happens 
that  the  engineer  in  a  loft  building 
does  not  have  the  heat  in  lofts 
when  the  operators  arrive  in  the 
morning.    It  is  impossible  to  work 
with  cold  hands  and  considerable 
time  is  lost.    This  will  be  overcome  by  keep- 
ing the  heat  up  to  normal  at  all  times,  both 
day  and  night. 

With  all  these  conveniences,  labor-saving 
devices,  reductions  in  overhead  expense,  the 
promoters  of  the  Garment  Center  Capitol  feel 
that  they  can  keep  prices  of  production  down 
by  arriving  efficiently  at  a  basic  cost,  and 
thereby  be  in  a  position  to  meet  competition 
from  any  source. 

List  of  Stockholders 
The  stockholders  in  the  Garment  Center 
Realty  Co.  are: 

I.  Bodenstein,  Inc.,  Carl  Bonwit,  H.  H. 
Finder  Co.,  Horatio  A.  Simon  &  Co.,  R.  Kob- 
ler,  Louis  Lustig,  Henry  Newman,  G.  M.  Pier- 
mont,  Samuel  Post,  Rappaport  &  Gottlieb,  M. 
&  H.  Rentner,  Morris  Strassman,  J.  M.  Silver- 
man, E.  J.  Wile  &  Co.,  George  Wood,  Zelenko 
&  Moskowitz,  Jacob  Rapoport  and  Hyman  W. 
Ginsburg. 

A  directory  of  the  tenants  in  the  Garment 
Center  Capitol  follows: 

In  the  North  Building,  500  Seventh  Ave- 
nue: 

J.  S.  Becker  &  Co.,  dresses. 
Harry  P.  Belsinger  &  Co.,  suits  and  coats. 

(Continued  on  page  125) 
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Our  Removal  to 

Garment  Center  Capitol 

adds  another  ^roud  ^age  to 
tJie  history  of  our  firm  :-: 

SINGER  BROS. 

Until  July  First 
136  Madison  Ave, 

1  GARMENT  CENTER  CAPITOL  j 

\^~\  jLliiinj 

Mack  Kanner  &  Milius 

DRESSES 


will  be  at 

Garment  Center  Capitol 

498  Seventh  Avenue 
After  June  10th 
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Halo  of  Romance  Encircles  Story  of 
Garment  Industry's  Growth 

Accomplishments  of  Heroes  in  Annals  of  Big  Business  Are  Rivaled 
by  the  Achievements  of  Young  Russian  Immigrant  Whose  Dreams 
Were  Realized  in  the  Organization  of  a  Great  Trade— Humble  Busi- 
ness Placed  Amongst  the  Nation's  Commercial  Glories 


ROMANCE!    In  America  we  are  apt  to 
sniff  at  the  word  a  bit  suspiciously. 
It  represents  to  us  something  remote, 
fictitious  and  unsubstantial.    Romance  is  an 
old-fashioned  stage  play  peopled  with  kings 
and  emperors,   with  the  stilted  figures  of 
mediseval  chivalry,  with  scented  aristocrats 
in  Watteau  gardens.    Not  for  us,  we  think, 
this  flimsy  display  of  pomp  and  circumstance 
which  colors  the  tradition  of  the  Old  World. 
Our  romance  is  made  of  sterner  and  more 
solid  stuff.    It  is  the  romance  of  unfettered 
opportunity,  of  human  energy  and  ambition 
set  free  to  explore  the  patjis  of  des- 
tiny.   It  is  the  romance  of  achieve-  f 
ment.  I 
Our  tradition  is  fast  weaving  a  | 
halo  of  romance  around  this  story  of  f 
achievement  and  the  men  who  have 
played  a  leading  part  in  it.    We  think 
romantically  of  Astor  with  his  vision 
of  a  great  metropolis,  of  Vanderbilt 
with  his  vision  of  transportation,  of 
Morgan  and  Rockefeller  and  Carnegie 
with  their  genius  for  organization,  of 
the  Argonauts,  who  explored  the  gold- 
en treasures   of   California  and  the 
Yukon;  of  the  railroad  builders,  who 
opened  up  a  continent;  of  the  vigorous 
enterprising  pioneers,  who  have  ex- 
ploited the  mines  and  forests  and  all 
the  vast  natural  wealth  of  this  land. 


He  was  a  very  poor  little  Jewish  boy  and  his 
father  worked  at  the  tailoring  trade,  sewing 
garments  eternallv  on  a  clicking  machine  in 
the  shabby,  cheerless  room  that  served  the 
family  as  a  home.  He  was  a  sensitive,  am- 
bitious boy  and  the  prospect  of  following  his 
father's  trade  dismayed  him. 

Russia,  it  is  true,  was  a  great  rich  coun- 
try. It  had  150,000,000  people  who  needed  to 
be  clothed.  Yet  this  little  Jewish  boy  felt 
that  there  was  no  hope  for  him  in  the  tailor- 
ing trade  in  Russia,  no  prospect  except  the 
endless  drudgery  that  had  bent  and  broken 


Facts  and  Figures 


Heroes  of  American  Romance 


These  are  the  heroes  of  our  ro-  | 
mance — the  romance  of  big  business.  | 
It  is,  we  like  to  think,  a  typically  [ 
American  romance,  an  outgrowth  of  [ 

the  opportunity  afforded  not  only  by  I  

our  vast  natural  resources,  but  by  our 
free  democratic  institutions.  Yet  it  is,  per- 
haps, a  romance  not  as  typically  American  as 
we  think  it  is.  Wherever  we  find  a  new  coun- 
try with  a  wealth  of  natural  resources  there 
we  can  find  great  enterprises  flourish  as 
spontaneously  as  wild  vegetation  in  a  fertile 
soil.  It  would  be  impossible  for  us  to  sepa- 
rate from  the  successful  careers  which  we 
regard  as  most  tAT)ically  American  those  ele- 
ments which  are  the  fruit  of  our  American 
spirit  and  those  which  arise  from  the  exist- 
ence in  our  country  of  great  natural  wealth. 

What  Ouf  Resources  Did 

If  it  were  not  for  our  treasures  of  coal, 
iron  and  oil  where  would  be  our  Carnegies 
and  our  Rockefellers?  If  it  were  not  for  the 
growth  inevitably  consequent  upon  the  open- 
ing up  of  our  great  natural  resources  where 
would  be  our  Astors  and  Vanderbilts,  our 
Hills  and  Harrimans?  These,  no  doubt,  are 
typically  American  careers.  But  if  we  want 
to  find  careers  more  exclusively  American, 
careers  that  reflect  more  unmistakably  the 
inspiration  of  our  spirit,  we  must  turn  to 
some  less  favored  than  these  by  the  accident 
of  natural  wealth. 

We  are  looking  for  romance,  so  let  us  make 
un  a  romance  about  a  noor  little  Jewish  boy 
who  lived  in  Rus'sia  thirty  or  more  years  ago. 


In  order  to  give  an  idea  of  the  enormity  of  th« 
Garment  Center  Capitol  project,  the  following  facts 
and  figures  are  submitted: 

16,000  tons  of  steel  used. 
13,000,000  bricks. 
5,400  windows. 
2,600  doors. 
1,400  toilets. 
56'/2  acres  of  floor  space. 
36  high  speed  electric  elevators. 
34,000  cubic  yards  of  rock  removed. 
12,400  yards  of  earth. 
Boiler  room  45  feet  down  in  rock. 
Fifty-eight  manufacturing  firms  are  tenants. 
20,000  workers  will  be  employed. 
45  contractors  on  the  job. 
1  600  workers  employed  on  building. 
Investment  of  $8,000,000. 
Building  cost  $20,000,000. 
Annual  output  of  over  $200,000,000. 


his  father  into  a  premature,  impoverished 

old  age.  , 
Dreaming  of  opportunity  the  boy  s 
thoughts  turned  toward  America.  From 
America  opportunity  called  to  him  with  an 
alluring  voice.  There  even  the  tailoring 
trade  seemed  to  hold  golden  promise.  Just 
why  it  did  he  could  not  say.  America  was 
a  great,  rich  country;  but  so  was  Russia. 
America  had  many  miUions  of  people  to  be 
clothed;  but  Russia  had  twice  as  many  mil- 
lions. For  a  little  Jewish  boy,  however, 
America  held  on-i  thing  that  Russia  did  not 
offer,  one  thing  that  he  instinctively  felt  to 
be  the  soul  of  opportunity — and  that  one 
thing  was  freedom. 

Freedom's  Strident  Call 
Inspired  with  the  glowing  vision  of 
freedom  he  set  sail  for  New  York  in  an 
ecstasy  of  anticipation,  and,  like  thousands 
of  yearning  pilgrims  before  and  since,  he  was 
thrilled  by  the  monumental  symbol  of  this 
vision  which  greeted  his  eyes  as  his  ship 
came  down  the  hay.  During  many  excited 
sleepless  nights  in  the  stuffy  room  of  his 
poor  home  in  Kiev  he  had  dreamed  of  this, 
and  now  at  last  the  dream  was  being  realized. 
He  was  herded  about,  he  was  ticketed  like  a 
piece  of  cargo,  he  was  closely  questioned  by 


gruff  and  inquisitive  officials,  but  in  the  end 
he  was  landed  safely  in  the  new  world  of  his 
dreams.    He  was  free. 

His  glowing  vision  of  freedom  was  dulled 
almost  to  extinction  during  the  next  few 
months  of  life  in  a  dingy  East  Side  tene- 
ment and  in  the  foul  basement  shop  of  the 
sub-contractor  with  whom  he  had  secured  a 
job.  Truly  this  was  no  fairyland  with  streets 
of  gold.  Through  the  dirty  windows  of  the 
noisy,  stuffy  sweatshoo  no  golden  opportunity 
was  visible.  In  the  dingy  tenement  where 
he  slept,  a  tired  sleep  between  his  long  hours 
of  ill-paid  work,  the  blessings  of  his 

ii..  'i     new-found  freedom  were  not  appar- 

I  ent. 

I        The  Atmosphere  Was  Different 

And  yet,  somehow,  he  felt  around 
him,  intangible  but  unmistakable,  the 
throb  of  a  freer  and  more  urgent  life. 
1     He  felt  it  in  the  carriage  of  the  people, 
I    in  their  assertive  talk,  in  the  dizzy 
I    height   of  the  tall  buildings,  which 
i     seemed  to  defy  all  traditional  limita- 
i    tions.    The  buildings  especially  fasci- 
I    nated  him.    They  seemed  to  him  sym- 
I    bolic.  Like  them  everybody  in  this  new 
J    land  appeared  to  be  reaching  upward. 
'  I    There  was  something  in  the  atmos- 
l    phere  which  got  into  his  blood  and 
!    stimulated   him   to   strange,  restless 
!    dreams.     They  were  not  the  idyllic 
1    dreams  he  had  cherished  in  the  old 
.  \    land,  but  they  were  equally  intoxicat- 
i  ing. 

-    1         Besides  they  were  becoming  more 
\    definite.    They  were  being  shaped  by 

 t    the  things  he  heard  people  tell.  There 

was,  for  instance,  the  case  of  the  boy 
who  had  come  only  a  few  years  before  from 
his  own  tovim,  a  boy  as  poor  as  he,  who  was 
now  a  contractor,  making  the  mythological 
sum  of  $2,000  a  year  and  living  in  Harlem. 
Then  he  knew  a  boy  who  was  employed  in  the 
shop  of  a  contractor  who  did  work  for  a  great 
manufacturer  who  had  a  big  house  with  many 
servants  and  horses  and  carriages,  just  like  a 
Grand  Duke;  and  this  great  manufacturer, 
according  to  the  boy,  had  been  not  many  years 
before  a  poor  Jewish  emigrant  from  Vilna. 
Such  a  glittering  destiny  could  never  be 
dreamed  of  by  a  little  Jewish  boy  who  worked 
at  the  tailoring  trade  in  Russia. 


Ambition  Glowed  and  Sparkled 

These  stories  fired  the  ambition  and  imag- 
ination of  our  young  adventurer  from  Kiev. 
At  first  his  ambition  reached  no  higher  than 
the  goal  of  the  man  from  his  own  town  who 
was  a  contractor  and  lived  in  Harlem.  Of 
this  dazzling  height  he  dreamed  as  he  bent 
over  the  machine,  to  which  after  a  time  he 
was  promoted,  and  on  which  he  quickly  be- 
came an  expert  operator. 

He  worked  long  and  hard,  conscious  of 
the  lifting  power  iatent  in  the  dollars  he  was 
slowly  and  painfully  accumulating.  Eventu- 
ally he  had  gathered  enoagh  to  buy  a  few 
machines,  rent  part  of  a  loft  on  Canal  Street 
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Garment  Center  Capitol 


F 


The  Qreat  Quild  House  of  ^Authentic  Fashions, 
Fine  Workmanship  and  Fair  "Dealing 

^OR  centuries  it  has  been  a  cherished  privilege  to  hold  membership 
in  one  of  the  noble  trade  guilds  which  adorn  the  commercial  life 
of  London. 

5  This  month  witnesses  the  opening  in  New  York  of  an  institution 
destined  to  reflect  honor  on  the  entire  garment  industry. 

5  Here  nearly  three  score  concerns  will  have  their  manufadiuring  and 
business  homes,  adhering  to  a  code  of  pradtice  which  places  the  welfare 
of  the  merchant  and  his  patron  above  all  personal  considerations. 

5  The  archited:ural  glories  of  GARMENT  CENTER  CAPITOL,  its  palatial 
facilities  for  education,  entertainment  and  recreation;  its  economies  of 
manufacturing  and  distribution  are  dedicated  to  the  service  of  the 
American  merchant. 

Spoken  for  the  Tenants  by 

James  Wallen 


and  establish  a  contracting  business  of  his 
own,  beginning  with  some  of  the  overflow 
work  from  his  last  employer. 

His  Goal  Was  Higher 
By  this  time,  however,  his  ambition  had 
become  more  lofty.  It  aspired  now  to  the 
aristocratic  opulence  of  the  man  who  had 
come  from  Vilna.  It  was  fed  by  occasional 
glimpses  of  the  magnificent  homes  on  Fifth 
Avenue  and  Riverside  Drive,  by  the  stories 
of  success  he  read  in  books  and  magazines. 

3ome  of  the  men  who  owned  those  homes, 
some  of  the  great  captains  of  industry  he 
read  about  in  those  books  and  magazines,  had 
been  boys  as  poor  and  humble  as  he.  Who 
could  say  that  what  was  possible  to  them 
would  be  impossible  for  him?  Was 

anything  impossible  in  this  wonderful  |-  

America— his  America?  He  felt  very  | 
proud  of  his  newly  acquired  citizen-  | 
ship;  I 
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of  New  York.    The  report  in  question  says : 
"A  large  part  of  tii^  manufacturing  was 
carried  on  in  sUops,  in  kitchens  and  other 
rooms  of  the  East  Side  tenement  houses,  and 
not  a  few  of  the  workers  were  women  and 
children.     Under   these   conditions   the  so- 
called  sweating  system  had  full  sway.  Con- 
tracting and  sub-contracting  was  the ,  rule, 
home  work  was  rampant,  the  workers  were 
compelled  to  toil  for  exceptionally  long  hours, 
sometimes  the  whole  night  through,  while 
wages  were  as  low  as  they  could  be  made 
with  the  competition  between  the  contractors 
and  between  the  older  immigrants  and  the 
newly-arrived  immigrants  within  the  shop. 

"At  that  time  there  could  be  no  question 
as  to  the  sanitary  conditions  of  the  industry. 


How  Center  Is  Laid  Out 


Showroom  Started  New  Thought 

As  time  went  on  another  ambition, 
besides  that  of  acquiring  wealth,  took 
more  and  more  hold  on  his  imagina- 
tion.   It  was  inspired  in  the  beginning 
by  his  first  visit  to  the  showroom  of  a 
manufacturer,    a    modest  showroom 
measured  by  present  standards,  but  to 
the  young  man's  still  naive  eyes  a  rev- 
elation of  beauty  and  elegance.  The 
garment  trade  then,  he  thought,  was 
not  altogether  an  ugly  thing,  a  thing 
of  stuffy,  overcrowded,  ill-lighted  work- 
shops.   It  served  beauty  as  well  as 
utility.    It  was,  in  fact,  art.    And  the 
more  he  thought  about  it  the  more 
definitely   the   dream   took   shape  of 
creating  for  this  art  a  fitting  temple 
wherein  its  works  could  be  beautifully 
displayed. 

But  the  thought  of  the  stuffy,  ill- 
lighted,  overcrowded  workshops  behind 
the  scenes  made  him  feel  uncomfort- 
able. It  was  not  right,  he  felt,  that 
such  a  beautiful  art  should  be  served  in 
this  way.  And  so,  when  he  became  a 
manufacturer  on  his  own  account,  he 
established  his  quarters  in  a  modern 
building  farther  uptown,  where  there 
was  light  and  air  and  steam  heat  and 
sanitary  plumbing. 


3UU 


Garment  Center  Capitol  is  represented  by  two 
Idings,  known  as  the  North  Building  and  the 
South  Building.     The  South  Building,  Seventh  Ave- 
nue, Thirty-sixth  to  Thirty-seventh  Street,  covers  a 
site  of  40,000  square  feet.     It  is  twenty-four  stories 
high.     All  of  the  floors  will  be  used  for  loft  pur- 
poses except  the  two  on  top.     These  will  house  the 
club   and   dining  rooms.     The  North   Building  is 
seventeen  stories  high,   and  in  other  respects  is 
similar  to  the  South  Building.     The  buildings  will 
be  heated  by  a  central  plant  located  in  the  base- 
ment of  the  North  Building,  where  four  300  h.p. 
Heinie  water  tube  boilers  are  installed.     They  are 
fed  by  automatic  Detroit  stokers,  coal  being  fed  to 
the  stokers  from  chutes  and  hoppers  by  motor  driven 
bucket  conveyers  which  hoist  the  coal  from  the 
bunkers  under  the  sidewalk.     The  ashes  will  be 
exhausted  by  air  and  delivered  to  a  large  receiving 
tank  located  over  the  driveway  ramp,  thus  eliminat- 
ing ash  cans  and  dust  on  the  sidewalk.   There  are 
separate  house  pumps  and  fire  service  in  each  build- 

Cases  and  boxes  will  not  be  allowed  to  stand  on 
the  sidewalk.  A  shipping  and  receiving  platform 
is  provided  in  the  building,  and  ramps  have  been 
so  arranged  that  trucks  may  pass  in  from  one  street 
and  through  the  building  to  the  next  street. 

The  buildings  were  treated  in  the  Italian 
Renaissance  style.  The  first  three  stories  are  of 
limestone,  with  granite  pier  bases.  They  were 
specially  designed  to  meet  the  requirements  of  the 
garment  trade. 
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times  there  were  coal-heated  stoves  and  irons. 
A  large  number  of  factories  have  introduced 
electric  irons,  doing  away  with  gas  altogether. 
There  are  no  foot-power  machines  any  more; 
all  machines  are  worked  by  electricity,  either 
individually  or  thiough  shafts.  _ 

"There  is  likewise  a  great  change  m  the 
sanitary  provisions  made  for  the  health  and 
comfort  of  the  workers.  Comparatively  very 
few  shops  have  the  toilet  accommodations  m 
the  hall  and  practically  none  in  the  yard, 
whereas  this  was  the  case  in  the  majority  ot 
workshops  ten  years  ago." 

Toilet  Accommodations  Better 
"The  toilet  accommodations  are  of  im- 
proved pattern  and,  as  a  rule,  well  lighted 
and  ventilated  and  kept  clean.   There  is 
no  shop  without  proper  washing  facili- 
I    ties,  and  the  majority  of  the  shops  have 
1    been   provided  with   dressing  rooms, 
1    likewise  with  rest  or  emergency  rooms. 
"The  cloak  and  suit  or  dress  and 
waist  shop  of  to-day  is  on  an  entirely 
different  plane  of  sanitation  from  the 
old  sweatshop  of  ten  years  ago.  Its 
sanitary  conditions  are  immeasurably 
better  than  in  factories  and  workshops 
in  other  trades  and  industries  in  this 
city  and  elsewhere.    Where  other  in- 
dustries were  only  casually  touched  by 
sanitary  progress,  ours   have  under- 
gone a  veritable  revolution  in  this  re- 
spect." 


Dreams  Take  Substance 


For  the  Industry's  Benefit 

He  felt  proud  of  this  for  a  while.  But 
now  that  he  was  a  manufacturer  and  proud 
of  the  industry  in  which  he  was  engaged,  he 
became  more  conscious  of  the  stigma  under 
which  this  industry  rested.  He  began  to 
realize  that  in  the  eyes  of  the  public  it  was 
the  black  sheep  of  the  industries.  It  was 
notorious  as  a  sweated  industry.  It  was  the 
object  of  perpetual  attack,  discussion  and  in- 
vestigation by  persons  and  organizations  who 
were  interested  in  the  improvement  of  social 
and  industrial  conditions. 

And  although  his  own  shop  was  clean  ana 
sanitary,  although  his  own  employees  were 
well  treated  and  well  paid,  he  felt  ashamed 
for  the  low  standard  of  the  industry  m  which 
he  was  engaged  and  he  determined  to  do 
what  he  could  to  raise  this  level.  There  were 
other  manufacturers  like  him  who  felt  the 
same  way.    They  had  an  organization  to 

which  he  belonged.  .^i,  orvi 

Eventually  they  got  .together  with  the  em- 
ployees' organizations,  and  between  them  they 
did  wonders  in  raising  the  level  of  workmg 
conditions  in  the  industry.  What  they  ac- 
complished may  best  be  described  by  contrast- 
ing the  old  conditions  and  the  new  as  set 
forth  in  the  last  annual  report  of  fhe  Jo  nt 
Board  of  Sanitary  Control  m  the  c  oak,  smt 
and  skirt  and  the  dress  and  waist  industries 


The  cellars,  basements,  rear  parts  of  stores 
and  homes  in  the  tenement  houses  were  filthy 
and  unsanitary.  Foot-power  machines  only 
were  used  by  the  workers.  Fire  protection 
in  the  tenements  was  unknown.  Those  shops 
not  located  in  cellars  and  basements  were  on 
the  top  floors  of  five  or  six-story  tenements. 

"There  were  no  toilet  accommodations  in 
the  houses,  these  being,  as  a  rule,  in  the  form 
of  school  sinks  in  the  yard ;  light  and  illumina- 
tion was  of  the  worst  kind;  no  washing  con- 
veniences or  other  sanitary  conveniences  were 
in  the  house;  and  most  of  the  shops  were 
used  likewise  as  places  for  cooking,  living 
and  sleeping  by  a  large  group  of  unskilled 
immigrants  who  were  only  too  glad  to  sleep 
on  the  bundles  of  goods  which  were  worked 
up  during  the  day.  ... 

"Those  who  know  our  industries  .  .  . 
need  not  be  told  of  the  almost  miraculous 
improvement  that  has  been  gained  in  the  sani- 
tary improvement  of  these  shops.  Whereas 
formerly  the  shops  were  located  mostly  in 
crowded  East  Side  tenements  and  lofts,  they 
are  at  present  distributed  in  the  better  loft 
districts  in  the  middle  of  the  city  and  in  spa- 
cious shor)s  in  Brooklyn  and  Brownsville. 

"All  shons  are  Herhted  by  electricity,  most 
of  them  are  heated  by  steam,  all  of  them  have 
introduced  gas  blower  irons,  where  in  oMen 


By  the  time  these  things  were  ac- 
complished the  dreams  of  our  hero  had 
been  amply  realized.  He  was  rich. 
The  industry  of  which  he  was  a  part 
had  grown  to  magnificent  proportions. 
Its  working  conditions  had  been  raised 
to  a  level  comparable  with  the  best  the 
country  could  show.  Its  products  were 
being  displayed  to  the  world  in  appro- 
priately beautiful  settings.  But  still 
he  was  not  satisfied. 

His  industry  was  among  the  great- 
est in  the  country.   Yet  as  he  compared 
it  with  other  great  American  industries 
he  felt  that  there  was  something  lack- 
ing, something  that  would  give  it  the 
standing  and  prestige  which  its  size, 
I    wealth  and  achievement  deserved.  Com- 
 i    pared  :with  other  great  American  indus- 
tries it  was  scattered,  haphazard,  waste- 
ful badlv  organized.    Ever  since  he  first  be- 
came acquainted  with  the  American  business 
world  his  imagination  had  been  fascinated  by 
those  great  industrial  corporations,  such  as  the 
United   States   Steel   Corporation   and  ,the 
Standard  Oil  Company,  which  stand  as  monu- 
ments to  the  organizing  genius  of  America. 
Visualizes  Great  Center 
He  knew  that  such  an  organization  would 
be  impossible  where  the  product  was  of  al- 
most unlimited  variety  and  subject  to  rapid 
changes  of  style,  where  very  little  capital  was 
required  to  start  business,  where  no  control 
could  be  exercised  over  the  sources  of  raw 
material.    But  he  thought  it  would  be  pos- 
sible for.  the  leaders  of  the  industry  to  es- 
tablish  co-operatively  a  great  center  that 
would  gather  to  itself  the  best  energies  and 
aspirations  of  the  industry,  that  would  set 
standards  of  quality,  economy,  working  con- 
ditions, business  methods  and  business  ethics 
which  the  entire   industry  would  perforce 
have  to  follow. 

He  imagined  it  as  a  great  beacon  light,  so 
to  speak,  illuminating  the  course  of  the  in- 
dustry and  radiating  its  prestige  all  over  the 
land.  This  was  his  culminating  dream.  And 
this  dream  is  even  now  in  process  of  realiza- 
tion in  the  creation  of  what  is  knowm  as  Gar- 

(Continued  on  page  125) 
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Paris  Linked  with  Garment  Industry 


The  garments  here  illustrated  are 
among  the  many  Paris  models  im- 
ported by  the  Dry  Goods  Econo- 
mist for  illustration  in  the  Fashion 
Number  of  which  this  Section 
forms  a  part.  Twice  a  year — in 
advance  of  the  spring  and  fall  sea- 
sons— the  Economist,  in  co-opera- 
tion with  certain  prominent  gar- 
ment makers,  purchases  in  Paris 
models  for  this  purpose. 
This  is  just  one  of  the  services 
which  the  Economist  renders  to  its 
subscribers,  including  those  who 
are  members  of  the  garment  indus- 
try. 


A   Worth  Model 


Through  its  Paris  office  and  its  New 
York  headquarters  the  Economist 
keeps  its  subscribers  in  constant 
touch  with  every  new  fashion  de- 
velopment. 

The  semi-annual  purchases  in 
Paris  are  made  by  a  member  of  the 
Economist  staff,  who  goes  over  for 
this  purpose. 

Note  the  Economist  importations 
illustrated  in  the  main  part  of  this 
week's  Economist,  especially  the 
I  6  page  plates.  All  of  these  illus- 
trations are  made  from  photo- 
graphs taken  in  the  Economist's 
studio. 


A  Jenny  Coal 
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Retailers  and  Wholesalers  Hail 
New  Garment  Center 

Movement  Will  Help  Fifth  Avenue  to  Retain  Place  as  One  of  Nation's 
Greatest  Streets — Capitol  Considered  a  Great  Convenience 
to  Buyers  Visiting  Market 


THE  garment  center  movement  is  hailed 
by  both  manufacturer  and  retailer  as 
the  greatest  industrial  cooperative  ac- 
complishment of  our  time.  It  is  hailed  as  the 
exponent  of  efficient  production  and  of  effi- 
cient buying.  It  means  a  saving  of  time  for 
the  retailer  vi^ho  comes  to  the  market.  It  is  a 
source  of  gratification  to  those  who  view  with 
pride  the  maintenance  of  Fifth  Avenue  as  a 
show  place  and  reveals  that  a  spark  of  ideal- 
ism still  exists  in  a  world  of  aspirants  for 
commercial  supremacy.  Garment  Center 
Capitol  is  viewed  by  manufacturers 
as  a  representation  of  faith  and  con- 
fidence and  a  symbol  of  higher  ethical 
standards  in  the  industry. 

Expressions  from  a  few  leading 
retail  and  wholesale  factors  in  the 
garment  industry  are  representative 
of  the  attitude  of  merchants  and 
country 


firm  which  I  represent,  in  acknowledging  that  in 
these  very  busy  times  there  is  still  a  spark  of 
idealism  left  in  this  very  busy  world.  For  even 
the  skeptical  ones,  who  are  inclined  to  believe  that 
business  has  not  a  soul,  will  admit  that  it  was  not 
business  motives  or  selfish  motives — but  the  strict- 
est conception  of  idealism  which  actuated  the 
manufacturers  in  discommoding  themselves  and 
moving  out  of  the  districts  which  were  very  hap- 
pily placed  for  them.  They  were  more  than 
pleased,  no  doubt,  to  co-operate  with  the  Fifth 
Avenue  merchants  and  the  citizens  of  New  York 
who  foresaw  the  possible  deterioration  of  this 
thoroughfare  from  the  finest  and  most  exquisite 
street  for  pedestrians  and  motorists  in  the  world 


the  Capitol  the  master  minds  and  creative  stars 
of  the  trade  whose  co-operation  and  unity  of  pur- 
pose assure  a  service  that  will  be  worthy  the  pre- 
tension of  the  undertaking. 

Saul  Singer,  of  Singer  Bros.,  President 
Garment  Center  Realty  Company. 

A  Really  Constructive  Idea 

The  Garment  Center  idea  is  an  example  of 
modern  constructive  thought  on  the  part  of  think- 
ing business  men.  Those  who  are  responsible  for 
its  creation  are  deserving  of  every  possible  com- 
mendation for  the  progressive  thought  and  cour- 
age that  was  necessarily  at  the  bottom  of  the  cre- 
ation of  the  undertaking  that  has  just  been  com- 
pleted. 

The  type  of  institutions  that  are  to  be  housed 
in  these  buildings  are  the  very  highest  and  most 
reputable.  I  can  only  predict  a  continued  in- 
crease in  the  business  of  these  institutions,  as 
buyers  are  commencing  to  realize  that  at  last  a 
real  Garment  Center  is  a  fact  in  New  York. 

David  N.  Mosessohn,  Executive  Director, 
Associated  Dress  Industries  of  America. 


N  ew  Kra  In  Trade 
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Segregation  Is  Beneficial 


Every  merchant  in  the  United  States 
has  been  deeply  interested  in  the  efforts 
put  forth  to  protect  the  present  shopping 
district  of  New  York.  The  importance 
of  the  movement  to  save  Fifth  Avenue 
cannot  be  overestimated.  It  is  the  great- 
est shopping  district  and  fashion  center 
in  the  world.  Even  the  Rue  de  la  Paix 
cannot  offer  the  scope  of  merchandise 
which  its  many  shops  contain.  The  men 
■who  planned  to  bring  this  about  have 
rendered  a  very  great  service  and  those 
in  the  garment  industry  are  to  be  commended  for 
selecting  a  location  where  they  have  ideal  fac- 
tories that  are  just  as  easy  of  access  to  buyers 
and  which  will  no  doubt  prove  more  economical 
than  those  they  formerly  occupied  on  Fifth  Ave- 
nue. Every  merchant  throughout  the  country 
should  congratulate  the  New  York  merchants  and 
manufacturers  upon  the  splendid  way  in  which 
they  have  solved  a  very  difficult  problem. 

M.  A.  McBride,  Vice-President, 
R.  H.  White  Company,  Boston,  Mass. 

A  Convenience  for  Buyers 

I  think  the  garment  manufacturers  have  done 
a  most  economic  thing  in  moving  to  their  new 
quarters  on  Seventh  Avenue.  It  will  be  a  great 
convenience  to  retail  merchants  and  buyers,  and 
the  civic  pride  that  they  have  shown,  m  leaving 
Fifth  Avenue  as  a  nation's  show  ground,  will  be 
greatly  appreciated  by  everyone  who  gets  to  New 
York  occasionally. 

F.  W.  Evans,  President  and  Manager, 

D.  H.  Holmes,  New  Orleans,  La. 

Move  Called  Good 

Of  course  we  are  interested  in  the  apparent 
concentration  of  garment  manufacturers  on  Thir- 
ty-sixth and  Thirty-seventh  Streets,  and  feel  it  is 
a  good  thing.  It  has  always  seemed  to  me,  indi- 
vidually, that  manufacturing  establishments,  like 
retail  stores,  will  be  better  off  in  close  proximity. 
In  bad  weather  (and  there  is  plenty  of  it  m  New 
York— pardon  a  Californian  saying  so)  it  is  ot 
immense  advantage  to  the  garment  buyers,  who 
are  very  largely  women,  to  be  able  readily  to  get 
from  manufacturer  to  manufacturer  and  keep  dry 
and  warm.  To  the  manufacturers  themselves  we 
feel  that  it  will  be  a  distinct  help,  just  as  the 
closeness  of  retail  stores  keys  the  weakest  up  m 
an  effort  to  keep  pace  with  the  swifter._  We  see 
nothing  but  good  in  this  move  and  rejoice,  too, 
that  Fifth  Avenue  will  have  an  opportunity  to  be, 
remain  and  become  a  national  thoroughfare,  io 
keep  it  permanently  interesting,  the  more  retail 
its  character  the  more  vitally  magnetic  it  will  be. 
B  F.  Schlesinger,  General  Manager, 
The  Emporium,  San  Francisco,  Cal. 


'HE  work  of  planning  and  executing 
_    ment  Center  Capitol  has  been  in  the 
a  Plan  and  Scope  Committee. 

The  president  of  the  Garment  Center  Capitol 
Company  is  Saul  Singer  of  Singer  Brothers. 

Mack  Kanner  of  Mack  Kanner  &  Milius,  vice- 
president,  supervised  the  work  of  construction  from 
start  to  finish. 

Jacob  Rapoport  of  Jacob  Rapoport  &  Company 
is  chairman  of  the  Publicity  Committee,  which  has 
done  good  work. 

The  members  of  the  Board  of  Directors  have 
been  liberal  in  giving  their  time  where  it  was  neces- 
sary. 

The  architectural  work  was  in  the  hands  of 
Walter  M.  Mason. 


Idealism  Still  Reigns 

I  am  more  than  pleased  to  express  my  Pf^' 
sonal  gratification  and  the  gratification  ot  tne 


to  one  of  the  commonest  and  most  tainted. 

It  may  not  be  amiss  to /ay  that  our  institution 
purchases  ninety-five  per  cent  of  its  merchandise 
in  the  City  of  New  York  and  it  is  in  very  close 
touch  with  the  market  and  with  the  manufactur- 
ers in  general.  Our  general  contact  and  business 
dealings  with  New  York  manufacturers  and 
wholesale  merchants  have  been  most  generally 
characterized  by  the  fairest  consideration  and 
fulfillment  of  contract.  Their  saving  of  Fifth 
Avenue  as  a  boulevard  for  the  world  is  one  which 
we  are  very  happy  to  commend  and  in  general 
line  with  their  high  business  ideals. 

Herbert  Marcus,  President, 
Neiman-Marcus  Co.,  Dallas,  Tex. 

Location  Is  Advantageous 

We  believe  that  the  new  location,  where  the 
principal  garment  manufacturers  will  be  located 
togther,  and  close  to  the  principal  hotels,  will  be 
of  tremendous  advantage  to  retail  merchants  or 
to  garment  buyers.  It  will  save  the  buyers  con- 
siderable time  in  running  from  one  end  of  the 
city  to  the  other,  which  they  must  now  do  because 
of  the  manner  in  which  the  manufacturing  indus- 
tries are  at  present  located. 

We  are  sure  that  retailers  throughout  the 
country,  as  well  as  the  firm  of  Davidson  Brothers 
Co.,  will  welcome  that  move  and  wish  the  gar- 
ment manufacturers  the  greatest  prosperity  in 
their  new  location. 

Dave  Davidson,  Vice-President, 
Davidson  Bros.  Co.,  Sioux  City,  Iowa. 

Great  Ambitions  Realized 

With  the  example  of  the  great  nation-building 
mergers  in  other  fields,  it  has  been  the  dream  of 
many  of  us  to  elevate  the  needle  industry,  fortified 
as  it  is  with  such  tremendous  volume  and  possi- 
bilities, to  a  position  where  the  machinery  of  effi- 
ciency, good  ethics  and  the  combination  of  capital 
and  business  acumen  would  strengthen  the  power 
and  increase  the  world's  appreciation  of  the  im- 
portance of  our  work. 

This  epochal  chapter  of  our  history  must  for 
all  time  blazon  in  letters  of  gold  the  first  impor- 
tant attainment  in  the  realization  of  ambitions 
deemed  beyond  accomplishment. 

We  have  been  fortunate  in  gathering  beneath 


the 


^..^  allocation  to  one  area  in  the  heart  of 
New  York  of  an  entire  industry  was  in  itself  an 
undertaking  of  first  rank,  and  from  a 
i  civic,  commercial  or  economic  standpoint, 
I  its  consequences  can  hardly  be  overesti- 
I  mated.  A  previously  barren  and  unpro- 
I  ductive  neighborhood  has  been  trans- 
I  formed  into  the  center  of  a  giant  indus- 
I  try.  The  benefits  accruing  to  both  buyer 
I  and  seller  are  such  as  to  usher  in  a  new 
I  era  in  the  history  of  the  trade.  The  eco- 
I  nomic  factofs  attendant  upon  the  rise  of 
I  this  Colossus  must  profoundly  affect  ev- 
I  ery  branch  of  the  industry. 
I  To  my  mind,  the  outstanding  feature 

I  of  the  Garment  Center  Capitol  is  the  fine 
I  response  made  by  the  shareholders  in 
j  ■  seconding  their  Board  of  Directors  and 
I  Committee  of  Plan  and  Scope  in  face  of 
I  great  obstacles  at  a  time  when  the  condi- 
I  tions  prevalent  in  the  building  trades 
I  were  a  subject  of  contemporary  history 
I  and  the  labor  crisis  was  acute.  Words 
I  fail  to  express  my  admiration  for  these 
i  leaders  who  laid  aside  all  private  interest 
I  to  accomplish  a  task  which  a  year  ago 
1  was  considered  by  merchants,  bankers 
1  and  laymen  in  general  neither  feasible 
nor  possible  of  execution. 

The  Garment  Center  Capitol  stands, 
^..^  visual  expression  of  their  faith  and  confi- 
dence, a  fitting  symbol  of  the  subtle  forces  and  in- 
fluences which  their  coherency,  their  united 
strength  and  vision  have  harnessed  for  the  bet- 
terment of  the  community,  the  worker  and  the 
employer,  for  the  development  of  the  trade  and 
the  elevation  to  a  higher  ethical  plane  of  the 
standards  of  business. 

Jacob  Reich, 
Mensch-Reich  Co. 

Relieves  Avenue  Congestion 

Owing  to  the  "Save  Fifth  Avenue  Movement" 
started  a  few  years  back  to  relieve  congestion  on 
the  avenue  at  noon  hour,  and  after  a  great  deal  of 
thought  and  consideration  by  a  small  group  of 
men,  it  was  figured  out  that  this  location  would 
serve  the  purpose. 

Another  feature  was  that  the  owners  of  real 
estate  had  put  such  fictitious  values  on  their 
buildings  that  rent  had  been  increased  from  100 
per  cent  to  150  per  cent.  To  combat  this,  some- 
thing had  to  be  done.  This  also  was  an  incentive 
for  a  movement  of  this  kind,  and  one  of  the  most 
important  features  of  this  movement  is  that  even- 
tually the  rank  and  file  of  cloak,  suit  and  dress 
industry  will  be  located  in  this  section  and  will 
constitute  practically  the  market  of  New  York  in 
the  needle  industry. 

Joseph  Cohen,  for  Armand  Baer,  Jr., 
G.  B.  G.  Manufacturing  Co. 

Segregation  Is  Beneficial 

The  segregation  of  certain  industries  in  par- 
ticular buildings  or  sections  is  a  distinct  advan- 
tage both  to  the  individual  manufacturers  who 
join  such  a  movement  and  to  the  buyers,  who  in 
order  to  properly  carry  out  their  trust,  may  cover 
as  many  showrooms  as  possible  in  a  very  short 
time.  .      ,  .  J 

Making  compact  centers  for  individual  indus- 
tries will  result  in  more  buyers  coming  to  the 
market  as  it  will  mean  a  saving  to  their  firms 
by  buyers  not  having  to  cover  the  entire  city  of 
New  York  in  order  to  purchase  certain  classes  of 
merchandise. 

I  hope  that  the  time  will  come  when  kindred 
industries  will  be  grouped  in  certain  sections; 
that  these  sections  will  be  composed  of  buildings 

(Continued  on  page  125) 
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No   6i8-Attractive  tunic  frock  with  pleated     No.  6io— Smart  tunic  frock;  Georgette  vestee     No.  617— Beautiful  surplice  dress  with  two  rows 

3  of  the  40  Stunning  Styles  Included  in  My 
June  Special  100—2  Ply  English  Printed  Voil 

at  $6.75  Net 

The  success  of  our  original  policy—special  dresses  for  special  sales 
at  special  prices  has  necessitated  our  removal  to  more  adequate 
quarters,  and  we  are  therefore  locating  in  Garment  Centre  Capitol, 
498  Seventh  Ave.,  where  we  will  continue  to  present  the  startling 
values  for  which  we  have  become  famous. 

ABE  L.  UTITZ  &  CO. 


INCORPORATED 


"THE  HOUSE  THAT  NEVER  DISAPPOINTS" 


10  EAST  33rd  STREET 


NEW  YORK  CITY 
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Halo  Encircles 

(Continued  fi-om  page  121) 

ment  Center  Capitol  which  is  a  city  in  itself. 

*  *  *  -x- 

Here  ends  the  imaginary  story  of  the  lit- 
tle Jewish  boy  from  Kiev.  It  is  in  essence 
the  real  story  of  the  New  York  garment  in- 
dustry. The  industry  is  the  creation  of  just 
such  men  as  he,  poor  immigrants  who  started 
on  the  road  to  fortune  in  the  foul  sweatshops 
of  the  lower  East  Side.  Without  capital, 
without  influence,  without  command  of  any 
natural  resources  these  men  have  created  a 
great  industry  solely  out  of  their  own  ambi- 
tion, courage,  energy  and  vision.  For  the 
free  exercise  of  these  qualities  America  gave 
opportunity,  inspiration  and  reward.  The 
story  of  the  garment  industry,  therefore,  is 
the  story  of  a  truly  American  achievement. 
It  is  a  real  American  romance. 


Mack  Kanner  &  Milius,  dresses. 

Samuel  Kass,  dresses  and  gowns. 

Regina  Kobler,  govsms. 

The  S.  Korach  Co.  of  Cleveland,  dresses 
and  skirts. 

Litwin  &  Rosenberg,  dresses. 

Louis  Lustig,  misses'  suits,  coats  and  tail- 
ored dresses. 

Mensch-Reich  Co.,  dresses  and  costumes. 

M.  &  H.  Rentner,  dresses. 

Rosemary  Dressmakers. 

Jacob  Rapoport  &  Co.,  coats  and  wraps. 

Otto  B.  Shulhof  Co.,  costumes  and  dresses. 

Jesse  Shulman  &  Co.,  dresses. 

J.  M.  Silverman,  dresses. 

Singer  Brothers,  coats  and  suits. 

L.  B.  Vogel,  suits,  coats  and  dresses. 

George  G.  Wood  &  Co.,  Inc.,  coats  and 
wraps. 

Jesse  Woolf  &  Co.,  Inc.,  dresses. 


Center  Reflects 


(Continuerl  from  page  113) 

Murray  Berger,  dresses  and  gowns. 
Cecile    Costumes,    Inc.,    costumes  and 
dresses. 

Joseph   Eckstein,   Inc.,   coats,   suits  and 
frocks. 

Eisenman,  Ellison  &  Lipson,  coats  and 
suits. 

Fashion-Bilt  Dress  Co.,  Inc. 

Frank  &  Schwartz,  suits,  coats  and  tail- 
ored dresses. 

Gordon  &  Remer,  dresses. 

Hecht  &  Pitofsky,  Inc.,  coats,  suits  and 
dresses. 

Kaufman  Dress  Co.,  Inc.,  ladies'  and 
misses'  dresses. 

Litwin  Brilliant  &  Co.,  dresses. 

Philip  Mangone  Co.,  Inc.,  wraps,  coats 
and  suits. 

Joseph  A.  Morris  &  Co.,  Inc.,  misses 
dresses. 

Henry  Newman,  manteaux. 

G.  M.  Piermont  &  Co.,  costumes  and 
dresses. 

Poller  Costume  Co.,  dresses. 

Samuel  Post,  coats  and  wraps. 

Rappaport  &  Gottlieb,  coats  and  wraps. 

Rosenfeld  &  Zimet,  Inc.,  misses'  suits  and 
tailored  dresses. 

Max  Rubel  &  Co.,  coats  and  wraps. 

Rubin  Brothers,  coats  and  suits. 

Salomon,  Blum  &  Co.,  tailored  dresses. 

Sprayregen  &  Marks,  suits  and  coats. 

Morris  Strassman,  suits  and  coats. 

The  Vogue  Coat  House,  Inc.,  coats  and 

wraps.  .        J  u-i 
E.  J.  Wile  &  Co.,  misses',  junior  and  chil- 
dren's coats.  , 
Wilkin  &  Adler,   Inc.,  suits,  coats  and 

Zelenko  &  Moskowitz,  coats  and  suits  and 
tailored  dresses. 

South  Building.  496  Seventh  Avenue: 
Amsterdam  &  Sachs,  coats  and  wraps. 
Maurice  Bandler,  coats  and  wraps. 
Blauner  Bros.  &  Co.,  cloaks,  suits  and 

I.  Bodenstein,  Inc.,  suits,  coats  and  tail- 
ored dresses. 

Carl  Bonwit,  skirts. 

Claire  Belle  Dresses. 

Brown  Brothers,  gowns,  suits,  wraps. 

Max  Cohen,  Inc.,  gowns  and  frocks. 

Henry  H.  Finder,  suits  and  coats. 

The  G.  B.  G.  Mfg.  Co.,  Inc.,  coats,  suits, 

'     "^""Xratio  Simon  &  Co.,  coats  and  dresses. 
Bob  Davis,  dresses. 
Ben  Gershel  &  Co.,  suits  and  coats. 
Hyman  W.  Ginsburg,  dresses. 


Retailers  Hail 

(Continued  from  page  123) 
wholly  devoted  to  the  individual  industries  compos- 
ing the  group.    When  that  time  comes,  the  buyer 
will  find  his  work  a  pleasure  and  with  the  proper 
hotel  and  club  accommodations  in  such  a  district, 
there  will  be  a  closer  union  between  buyer  and 
manufacturer  with  mutually  beneficial  results. 
M.  MOSESSOHN,  Executive  Director, 
United  Waist  League  of  America. 

For  a  long  time  the  stigma  of  "sweat-shop" 
has  clung  to  the  garment  industry.  During  eco- 
nomic disturbances  this  appellation  was  hurled 
with  added  vigor.  Nor  was  the  industry  stigma- 
tized without  considerable  justification.  It  is 
only  since  1910,  after  the  great  strike,  that  an 
attempt  has  been  made  to  introduce  sanitary  con- 

For  more  than  ten  years  the  Joint  Board  of 
Sanitary  Control  has  'labored  to  justify  its  exist- 
ence. The  industry  to-day  is  free  from  the  old 
stigma,  hence  the  Joint  Board  hails  the  realiza- 
tion of  the  ideal  Garment  Center.  This  is  a  step 
in  the  right  direction.  It  marks  an  important 
milestone  in  the  onward  movement  of  a  great  in- 
dustry.  It  points  to  future  progress. 

The  Joint  Board  of  Sanitary  Control  is  mak- 
ing arrangements  to  supervise  the  sanitation  of 
the  individual  workshops  in  the  new  Garment 
Center  Capitol,  and  for  a  complete  and  efficient 
fire  drill  system.  There  is  likewise  to  be  an  ar- 
rangement made  for  thorough  health  control  of 
the  workers  and  for  the  establishment  of  a  first 
aid,  nursing  and  medical  station  in  the  Center. 

George  M.  Price,  M.D.,  Director, 
Joint  Board  of  Sanitary  Control. 

Epoch  in  Industry 

I  regard  this  innovation  as  an  epoch-making 
event  in  the  history  of  the  needle  industry.  The 
fact  that  so  many  prominent  firms  could  be  per- 
suaded to  transfer  their  institutions  at  one  and 
the  same  time  to  a  concentrated  location  shows 
conclusively  that  they  realized  the  advantages 
that  would  accrue  from  such  a  move.  The  section 
of  Manhattan  between  Twenty-third  and  Forty- 
second  streets,  west  of  Sixth  Avenue,  has  always 
been  neglected  by  manufacturers  in  our  industry, 
and  if  for  no  other  reason  than  to  divert  the  great 
number  of  employees  who  utilize  Fifth  Avenue  for 
a  parade  ground  at  noon  hour  and  at  other  hours 
to  the  detriment  of  the  retail  stores,  the  change 
is  most  desirable. 

There  is  no  doubt  that  working  people  engaged 
with  these  firms  require  a  place  outdoors  to  spend 
their  leisure  hours,  and  since  this  is  possible  in 
this  new  section,  without  harm  to  the  retail  busi- 
ness it  offers  a  very  happy  solution  of  the  diffi- 
culty. The  real  benefit  that  will  be  derived  from 
the  garment  center  will  be  the  focusing  of  a  great 
portion  of  the  industry  in  one  locality,  thus  bene- 
fiting buyers,  manufacturers,  salesmen,  mechanics 
and  all  others  in  the  industry.  The  garment  trade 
has  indeed  reached  an  exalted  position  and  has  be- 
come so  splendidly  developed  that  it  should  be  a 
pride  not  only  to  those  interested,  but  indeed  to 
the  entire  city.  The  new  buildings  are  the_  last 
word  in  construction,  appointment,  convenience 
and  facilities  for  producing  the  finest  in  garments. 
The  segregation  of  the  various  trades  in  this  man- 
ner will  afford  similar  improvements  in  the  eco- 
nomics of  the  respective  industries. 

It  will  be  but  a  short  time  when  all  engaged 
in  the  garment  business  will  realize  the  splendid 
improvements  that  will  be  derived  from  this 
move. 

Joe  A.  SiEGEL,  President, 
Garment  Salesmen's  Association. 


"Price"  Argument 
Helps  Boost 
Cash  Sales 

R.  H.  Macy  &  Co.  Claim  to  Undersell 
Competitors  on  Any  Given 
Line  of  Goods 

R.  H.  Macy  &  Co.,  Inc.,  a  strictly  cash 
store,  have  a  big  obstacle  to  overcome  in 
their  relation  with  that  portion  of  the  buying 
public  which  is  accustomed  to  the  privileges 
afforded  them  through  charge  accounts  at 
other  stores.  They  meet  this  obstacle  with 
one  argument,  "price,"  claiming  to  undersell 
any  other  store  on  a  given  class  of  merchan- 
dise. 

They  make  it  a  point  to  sell  a  garment  they 
claim  is  the  same  quality  or  equally  as  good 
as  in  any  other  store  at  a  price  which  is  at 
least  six  per  cent  lower. 

Competitors'  Offerings  Dissected 

When  an  executive  of  the  company  was 
asked  how  the  value  of  such  a  variable  article 
as  women's  garments  was  compared  and 
equalized,  he  said  that  coats,  suits,  dresses, 
etc.,  from  other  stores  sold  in  competition 
with  those  offered  by  Macy's  are  dissected  and 
tailoring  and  material  carefully  examined.  If 
it  is  found  that  the  other  store  is  offering  a 
better  garment  for  the  same  price,  or  the 
same  garment  is  being  sold  cheaper  than 
Macy  is  selling  it,  the  price  is  changed  in 
favor  of  Macy.  If  a  customer  at  the  Macy 
store  buys  a  garment  and  later  reports  that 
she  can  buy  it  at  a  lower  price  elsewhere  at 
the  same  time,  the  matter  is  investigated  and 
if  it  is  found  that  the  customer's  report  is 
correct,  an  adjustment  is  made  and  a  check 
for  the  difference,  with  an  additional  six  per 
cent  reduction,  is  mailed  to  the  customer  with- 
in forty-eight  hours. 

Must  Give  Reasons 

In  the  matter  of  special  sales,  it  was 
pointed  out,  the  cash  store  must  give  the  cus- 
tomer, some  reason  for  paying  cash.  In  a 
store  where  she  can  buy  a  garment  and  have 
it  charged,  even  where  .no  C.  0.  D.'s  or  re- 
turns are  allowed  on  special  goods,  some  cus- 
tomers know  that  they  can  return  the  item 
purchased  because  if  a  return  is  refused  they 
can  decline  to  pay.  In  a  cash  store  C.  0.  D.'s 
and  returns,  approvals  and  exchanges  must  be 
permitted  as  an  incentive  to  the  customer  who 
pays  cash. 

This  is  a  question  which  we  would  like  our 
readers  to  discuss  in  these  columns.  The 
Macy  store  is  unique  in  its  cash  policy.  What 
has  been  your  experience  and  what  methods 
have  you  found  best  in  your  business — cash  or 
charge? 


Trade  Notes 

The  Imperial  Cloak  &  Suit  Co.,  and  I.  L. 
Meyer,  formerly  Sheer  &  Meyer,  now  are  as- 
sociated under  the  name  of  Silberman  &  Meyer 
at  105  Madison  Avenue. 

Murray  Lewis,  Middle  West  representative 
for  Phil  Katz  &  Co.,  now  is  a  member  of  the 
firm  of  Siegel  Bros.,  11  East  Thirty-second 
Street,  coat  and  suit  manufacturers. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 
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We  will  be  in 
our  new  home 
in  the 


Garment  Center] 
Capitol 
after  July  1st 


AFTER  JULY  1st 

COATS  and  SUITS 
of  Real  Distinction 

The  richest  array  of  imported  models  we  have 
ever  received  will  be  reproduced  with  all  fidel- 
ity of  style  and  line  to  retail  at  popular  prices. 

A  showing  which  will  create  a  sensation  in  your 
city— will  awaken  the  women  to  your  ability  to 
sell  garments  of  the  finest  fashion  at  prices 
within  their  reach. 

The  model  illustrated  here  is  one  of  the  many 
novelties  we  shall  display  in  all  their  beauty 
at  our  opening  at 

GARMENT  CENTER  CAPITOL 

If  you  are  unable  to  come  to  the  market  we  shall 
be  pleased  to  send  you  a  sample  assortment 
upon  your  request. 


.Bo 


'ACTUMNG  COo.  Inc. 


15-17-19  EAST  26th  STREET,  NEW  YORK 


GARMENT  CENTER  CAPITOL 


1 


After  July  First  at 


After  July  First 
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Paris  Snap  Shots 


Below — Typical  styles  in  suits  seen  on 
the  Avenue  de  Bois.  The  model  at  the 
left  is  of  black  broadcloth  featuring  a 
deep  cape  collar.  At  the  rtght_  is  a 
tailored  suit  in  black  and  gray  mixture. 
The  long  waist  and  flared  lower  edge 
of  the  jacket  are  features  now  appear- 
ing in  fall  models. 


Photos  from  Paris  Office  of  the  Economist. 


Above— Cheruit  suit  in  black  serge  feat- 
uring belt  and  pocket  in  black  cellophane 
straw. 


Above — Lanvin  suit  in  black  serge.  Blouse 
in  yellow  crepe'  satin  embroidered  in  black 
and  silver.  The  embroidery  is  in  the  typ- 
ical Renaissance  design  of  the  house. 


Left— Quantities  of  braid  are  used  as 
trimming"  on  suits  for  advanced  winter 
styles.  The  above  model  is  in  sand  col- 
ored ratine,  trimmed  with  ielf  tone 
braid. 

Right— Georgette  uses  black  moire 
for  this  three-piece  cape  costume.  Hat 
in  black  strazv  trimmed  with  full  rosette 
of  black  moire.    From  Caroline  Reboux. 
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Now  Located  at 
160  Fifth  Ave.,  at  23rd  St. 


At 

Garment  Centre  Capitol 
About  July  First 


OUR  1921  SUCCESS 

A  coat  that  fulfills  the 
economic  and  fashion 
demands  of  the  moment 
— therefore  is  proving 
the  largest  volume  sel- 
ler on  the  market. 

The  Accompanying 
Is  a 
Reproduction 

of  our 
Rotogravure 
Advertising. 


Publicity  of 
this  kind  brings 
Sales 
to  your  door. 


Our  New  Home 

JESSE  WOOLF  &  CO. 

and  the 

JESSCO  SERVICE 

will  occupy 

THE  ENTIRE  23rd  FLOOR 

South  Building 

GARMENT  CENTRE  CAPITOL 
500  Seventh  Ave. 
New  York 


GARMENT  CENTER  CAPITOL 


JESSE  WOOLF  &  CO.,  Inc. 


Importers 

London 


Creators 

Paris 


Manufacturers 

New  York 


ALL-PURPOSE 
COAT 

of  Qudimnfeed  /OO"/" 

pure  ^mels  [jair 


ho.  Stylisk,  Comforfable  Companion  for 

Mounfain  or  Seashore  

or  wherever -^he  VcLc^ition  lure  c&Lls. 
O/ze  dee.p,  wooly  camels  hdir  mdferiAl  ■ 
so  springy  in  iouck,  is,  light  and  soft  as  a  feather 
for  sports  wear  and  "those"  cool  summer  evenings 
O/ze  model  illustrated,  and  others  made  in  Naturdl 
'\lan.  Caramel  Brown  and  Ostrich  Oaupc;  for  Women 
Misses  and  (Juniors. 


100%  ! 


Prices  moderate ■ — consistent  with 
cpxality  and  service. 


We  Announce 

the  complete  readiness  of 
our  new  line  of 

SALT'S 

Pile  Fabric  Coats 

Featuring 

Reco  Plush,  Behring  Seal 
Sealskin  Fur,  Hudson  Seal 
Both  Trimmed  and 
Y^f   Untrimmed  in  Modes  of 
the  Moment 

The  Coat  Shown  Bespeaks 
UNIVERSAL'S  VALUE 

Call  wlieii  in   town  or  wire  for 
samples. 

No.  824— Handsomely  finished  36"  coat  of 
Salt's  Peco  Plash.  Large  convertible  collar 
of  Australian  Oppossum  Fur.  Full  rippling 
back.  Sash  belt  trimmed  with  ornaments. 
Full  turn  back  cufts.  Lined  with  Suskana 
guaranteed  fancy  satin  de  chine.  Sizes  16 
to  46. 

Price   $24.60 

No.  724 — Same  model,  black  Oppossum  col- 
lar.   Venetian  lined.    Price  $16.75 

Universal  Coat  House,  Inc. 

GARMENT  CENTER  CAPITOL 

498  Seventh  Ave.  ^, 

Y  4th  Floor 

Factory,  28  W.  19th  St.  Office,  Showroom 
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de  fantasia,  tales  piques  estampados  o  bien 
en  jersey  de  seda  impresos  o  bordados. 

Ropa  Interior  de  Seda  Popular 

El  primer  lugar  corresponde  a  la  ropa  in- 
terior de  seda  de  color,  la  que  se  prefiiere  en 
Paris  a  la  de  linon. 

La  ropa  interior  blanca  adornada  con  algun 
color  tiene  tambie  cierta  demanda,  pero  la 
gran  preferencia  es  por  la  rosada  de  crespon 
de  seda,  jersey  de  seda  y  voiles  de  seda. 

Los  encajes  tienen  otra  vez  demanda  como 
adornos,  principalmente  los  de  binche  en  crema 
oscura  y  los  Valenciennes. 

El  calado  de  punto  se  usa  tambien  y  hay 
interes  tambien  por  la  ropa  interior  de  fino 
bordado  a  mano. 

Los  Guanteletes  Prominentes 

Los  guantes  en  estilo  de  guantelete  con 
punos  tiesos  y  muy  adornados  y  bordados  se 
imponen  como  la  ultima  novedad  en  guantes 
de  Paris. 

Este  estilo  sigue  sin  duda  la  tendencia  de 
implantar  las  ideas  del  renacimiento. 

Todos  los  guantes  en  estilo  de  guantelete 
son  muy  elaborados  y  adornados.  Los  efectos 
en  bianco  y  negro  dominan,  notablemente  el 
negro  glace  en  cabritilla  bordada  en  bianco. 

Hay  tambien  buena  representacian  en 
guantes  negros  adornados  y  bordados. 

El  guantelete  corto  se  lleva  con  frecuencia 
con  vestidos  de  mangas  cortas  de  etiqueta. 

Las  modas  se  inclinan  otra  vez  a  usar  los 
guantes  de  'mosquetero  largos  con  ropa  de 
etiqueta.  Los  guantes  largos  de  suede  negro 
se  usan  con  trajes  sin  mangas  de  vivos  colores. 
Se  llevan  invariablemente  alrededor  de  la 
muiieca,  dejando  los  brazos  desnudos. 

La  demanda  principal  de  Francia  es  por 
guantes  blancos  y  negros.  La  boga  por 
guantes  largos  de  color  castaiio  o  gris  esta 
pasando. 

Calzado  Alto  de  Lazos  Desaparece 

Las  zapatillas  o  calzado  bajo  continiia  en 
demanda.  Por  otra  parte  no  hay  demanda  por 
las  botas  altas  de  lazo  o  boton. 

El  tipo  elegante  de  calzado  bajo  es  el  de 
charol  con  hebilla  o  sin  ella.  Este  calzado 
lleva  generalmente  costura  atras  en  negro, 
bianco  u  otro  color.  Los  modelos  sencillos  de 
charol,  con  hebillas  de  acero  estampadas,  son 
sin  duda,  los  mas  preferidos. 

Las  chinelas  de  lazo  continuan  favoritas  y 
se  presentan  en  formas  muy  elaboradas.  Las 
chinelas  de  suede  se  usan  poco,  pues  han  sido 
reemplazadas  por  la  de  charol. 

Los  colores  preferidos  son:  escarlata, 
purpura  y  azul  royal. 

Efectos  en  Blanco  y  Negro  Populates 

Los  efectos  en  bianco  y  negro  en  calzado, 
siguiendo  la  moda  de  bianco  y  negro  en  trajes, 
tienen  marcada  preferencia. 

Para  fines  de  etiqueta,  las  chinelas  en  estilo 
de  sandalias,  de  saten,  de  tela  metalica,  brocado 
metalico  o  bien  de  saten  de  brocado  metalico, 
son  las  mas  elegantes.  A  ultima  hora  han 
aparecido  chinelas  en  saten  castaiio  y  negro, 
ea  estilo  de  sandalia,  que  se  llevan  con  ropa 
de  etiqueta  rosada. 

Medias  de  color  champana  o  taupe,  de 
seda  muy  fina  y  transparente,  en  estilos  sen- 
cillos, son  las  predominantes.  Se  usan  para 
la  calle  y  fines  de  etiqueta.    No  hay  demanda 

Zarcillos  muy  en  Boga 

En  joyeria  predominan  los  efectos  de  bianco 
y  negro.  Colgantes  ye  broches  de  cristal 
tallado  con  engastes  de  brillantes,  se  hallan 
entre  las  ultimas  noVedades. 

Los  zarcillos  se  usan  invariablemente  con 
toda  clase  de  ropa.  Los  zarcillos  con  pendi- 
entes  o  colgantes  largos  de  azabache  o  de 


perlas  en  cadenas  de  diamantes  sobresalen. 

Los  brazaletes  se  llevan  en  brazo  desnudo 
lo  mismo  que  en  muchos  modelos  con  mangas 
largas  y  ajustadas. 

Cuerdas  de  perlas,  de  tres  a  cuatro  corridas 
al  mismo  tiempo,  de  largos  graduados,  se  usan 
extensamente.  Nunca  se  ve  ahora  una  sola 
cuerda  de  perlas. 

Tambien  se  usan  los  collares  anchos,  lo 
mismo  que  angostas  bandas  de  cinta  de  ter- 
ciopelo  o  tul. 

Saquitos  de  Tela  Muy  Populates 

Los  saquitos  se  presentan  en  formas  geo- 
metricas  y  de  fantasia,  de  tamahos  moderados 
y  pequeiios. 

El  saquito  de  tela,  particularmente  el  de 
saten  negro,  o  bien  el  de  moire  negra,  es  la 
ultima  palabra  de  la  moda.  Los  mas  recientes 
saquitos  de  Paris  son  de  saten  negro  adorna- 
dos con  aplicados  de  encaje  crema  o  bien  con 
bordados  metalicos. 


Dibnjado  en  Paris  para  el  Economist. 


Modelo  que  destaca  una  trabilla  transparente  de 
cordoncillos,  bastilla  y  mangas  en  estilo  Renacimi- 
ento, de  la  casa  Lanvin.  El  modelo  es  de  sarga  azul. 
Las  mangas,  delantero  del  corpino  y  panel  delantero 
de  la  falda  son  de  charmeuse  de  color  amarillo 
limon,  con  bordados  en  asid  de  acero  y  negro  y 
reves  acordonado  de  charmeuse . 

Saquitos  de  combinacion  de  tela  adornada 
y  cuero,  o  incrustados  con  aplicados  de  com- 
posicion,  son  tambien  populares. 

Muchas  borlas  y  flecos  aparecen  como 
adornos  en  los  saquitos  de  tela. 

Los  sombreros  de  invierno,  son,  por  regla 
general,  grandes  o  de  tamano  regular,  con- 
formandose  con  los  trajes  de  falda  larga,  lo 
mismo  que  con  los  de  falda  abultada,  y  com- 
pensando  asi  la  silueta.  Los  sombreros  con 
alas  que  se  voltean  gradualmente  hacia  atras, 
desde  la  cara,  siguiendo  linea  irregular,  com- 
parten  la  demanda  con  los  de  ala  recta  y  ancha, 


en  estilo  marinero.  Los  tricornios,  de  todas 
clases,  sobresalen,  y  en  el  campo  deportivo  los 
cloches  mantienen  su  puesto. 

El  principio  fundamental  de  su  construc- 
cion  es  largo  desde  atras  hacia  el  frente,  con 
ancho  mediano.  Este  principio  se  aplica  de 
diversas  maneras  en  alas  volteadas,  alas  rectas 
y  formas  cloches. 

Las  coronas,  por  regla  general,  son  altas  y 
llevan  una  envoltura  muy  agradable. 

Los  adornos  se  colocan  al  frente,  o  parados 
al  lado  de  la  parte  posterior. 

Frecuente  Uso  de  Cintas 

Los  adornos  laqueados,  de  todas  clases, 
abundan  en  la  forma  de  plumas  de  avestriiz, 
plumas  de  ganso,  alas,  plumas  de  pavo  real  y 
otros.  Las  plumas  de  fantasia  teiiidas,  tales 
como  las  de  gallo,  avestriiz,  buitres  y  pavo  real, 
se  usan  tambien  con  frecuencia. 

Hay  predileccion  por  cintas,  desde  las  mas 
anchas  hasta  las  mas  delgadas.  Las  anchas 
de  moire  y  las  angostas  de  faille,  de  brocado 
metalico,  tienen  en  particular  mucha  acepta- 
cion. 

Los  alfileres  con  ornamentos  de  metal  o 
de  composicion,  y  los  en  estilo  de  cabuchon  de 
cabeza  de  clavo,  son  los  mas  preferidos. 

Formas  de  combreros,  cubiertas  de  raso  y 
con  duvetina,  seda  cire,  terciopelo  o  saten, 
tienen  buena  representacion  para  la  tem- 
porada  venidera. 

^  Sombreros  Negros  con  Colores 

■^^  Los  sombreros  de  color  se  presentan 

ahora  con  adornos  del  mismo  tono  o 
negros.  Los  sombreros  negros,  por  su  parte, 
llevan  adornos  de  color. 

Los  grandes  sombreros,  por  ejemplo  de 
saten,  negros,  estan  adornados  con  grandes 
plumas  de  avestruz  de  color  jaspeado,  mien- 
tras  que  los  modelos  ajustados  de  fieltro  o 
terciopelo  de  color,  llevan  adornos  general- 
mente de  rosetones  de  cintas  negras  o  bien 
alguna  pluma  oscura  de  fantasia. 

Los  sombreros  de  color  castaho,  azul 
marino,  tete  de  negre,  aparecen  en  modelos 
de  demanda  popular.  El  color  purpura,  lo 
mismo  que  el  verde  de  aceituna,  son  los  colores 
que  se  recomiendan  por  los  estilistas,  para 
postura  con  ropa  entallada  o  de  sastre. 

Velos 

La  boga  por  velos  hechos  no  solo  contimia 
sino  que  aumenta  en  favor.  Los  oblongos,  lo 
mismo  que  los  cuadrados  y  ovalados,  en  adi- 
cion  a  los  velos  en  forma  de  panuelo  de  mano, 
son  los  que  predominan  y  dominan  los  estilos 
de  Paris. 

Los  efectos  de  un  color  ocupan  primer 
lugar,  a  pesar  de  que  hay  combinaciones  de 
dos  colores,  bianco  y  negro,  que  son  muy  bien 
acorgidas.  Los  efectos  de  dos  colores,  sin 
embargo,  no  son  muy  bien  mirados. 

Los  velos  bordados  con  dibujos  elaborados, 
con  bordado  grueso  en  alto  relieve  y  los  que 
llevan  borde  de  chenille  de  pintas  grandes,  son 
los  mas  preferidos. 

Los  velos  de  encaje,  los  completamente 
bordados  y  los  con  dibujos  de  encaje,  tienen 
tambien  aceptacion. 

Tanto  las  mallas  de  cuadritos  como  las 
hexagonales,  son  igualmente  favoritas. 


Las  causas  que  originan  controversias  y 
mal  entendimiento  entre  los  mayoristas  y  sus 
clientes  podrian  notablemente  dismihuirse  por 
el  ejercicio,  por  ambas  partes,  de  un  poco  de 
prevision  y  consideracion. 

En  virtud  de  una  pequeiia  molestia  a  gasto 
adicional,  cada  uno  de  los  concurrentes  a  una 
transaccion  podria  dar  al  otro  mucha  ayuda 
en  diferentes  direcciones,  que  aunque  aparen- 
temente  triviales,  son  de  mucha  importancia. 
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213  223  WEST  35th  STREET 


/N  THE  HEART- OF  THE  MART 


NEW  \ORK  CITY 


GRAND  CENTRAL  STATION 


WALDORF  ASTORIA 


THE  VANDERBILT 


THE  GEOGRAPHICAL  POSITION  OF 
THE  YOUNISON  BUILDING 

PENNSYLVANIA  STATION  Around  the  Corner 

PENNSYLVANIA  HOTEL  Opposite  the  Station 

McALPIN  A  Hop,  Skip  and  Jump 

WALDORF  ASTORIA  Right  Down  the  Block 

VANDERBILT  HOTEL  A  Stone's  Throw 

GRAND  CENTRAL  Four  Minutes 

YOUNISON  BUILDING  At  the  Threshold  of 

Garment  Centre 

WHEN  WE  LOOKED  FOR  AN  IDEAL  SITE  FOR  A  BUILD- 
ING, WE  DISCOVERED  THAT  MANHATTAN  WAS  NOT 
THE  WIND-SWEPT  GRASSY  MEADOW  IT  WAS  WHEN  JOHN 
JACOB  ASTOR  STARTED  COLLECTING  CHOICE  LOTS. 
BUT— 

IF  WE  HAD  ALL  NEW  YORK  TO  CHOOSE  FROM,  WE  COULD 
1  NOT  HAVE  FOUND  A  MORE  CENTRAL,  MORE  CONVENI- 
ENT SPOT  THAN  OUR  PRESENT  LOCATION. 

FORMAL  OPENING  TO  BE  ANNOUNCED 
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Nuestras  Importaciones  de  Modelos 
De  Paris  Para  el  Otono 


Vestidos,  Trajes,  Abrigos,  Etc.,  Para  la  Temporada  Proxima 
Se  Muestran  en  las  Paginas  35-50  de  Esta  Edicion 


Pagina  35 

Traje  de  Charlotte.  Sombrero  de  Vasse- 
line  Villetard. 

Traje  de  tres  piezas  de  terciopelo  negro, 
en  estilo  semi-entallado,  con  adornos  de 
ancho  cordoncillo  hercylese.  El  corpino 
listado  de  bianco  y  negro  forma  una  intere- 
sante  pechera,  con  punta  a  los  lados  y  corta 
en  la  parte  de  atras. 

Pagina  36 

Capa  de  etiqueta  de  Jenny. 

Cap  a  de  etiqueta  en  saten  negro  con  bro- 
cado  en  oro  y  cuello  de  zorrito  negro.  En 
este  modelo  se  destacan  decidida  amplitud,  y 
larga  e  irregular  linea  al  fondo. 

Pagina  37 

Abrigo  de  Jeanne  Lanvin.  Sombrero  de 
Marie  Lancret. 

Abrigo  de  velur  negro,  con  bordado  de 
seda  gris  y  plata,  y  adornos  de  piel  de 
mono,  Este  modelo  presenta  un  corpino  de 
bajo  talle  0  linea  suelta,  y  falda  completa- 
mente  rizada. 

Pagina  38 

Abrigo  de  Bernard.  Sombrero  de  Ger- 
maine. 

En  velur  de  lana  color  de  caoba.  Este 
modelo  presenta  lineas  ajustadas  y  falda 
de  lar^o  irregular  al  fondo.  El  ancho  cuello 
de  chat  con  banda  de  piel  por  el  extremo  in- 
ferior del  panel  delantero,  y  puhos  de  piel,  son 
rasgos  de  este  abrigo. 

Pagina  39 

Traje  de  Charlotte.  Sombrero  de  Ger- 
maine. 

Chaqueta  de  terciopelo  de  color  castano, 
con  panel  delantero  y  posterior  y  ancho  cuello 
arrebozado  de  chal,  de  piel.  Las  mangas 
pendientes,  en  estilo  Renacimiento,  son  ras- 
gos de  las  modas  de  invierno.  Un  grueso 
cordoncillo  con  borlas  de  tiras  de  seda  de 
igual  color  forma  el  cinturon. 

Pagina  40 

Abrigo  de  rebozo  de  Alice  Bernard.  Som- 
brero de  Lewis. 

Este  abrigo  es  de  velur  de  color  de  cobre 
y  tiene  una  amplia  trabilla  y  paneles  late- 
rales  de  piel  de  topo. 

Pagina  41 

Abrigo  de  Jenny.   Sombrero  de  Germaine. 

Este  abrigo  es  de  terciopelo  azul  marino 
con  bordado  en  acero,  y  destaca  las  grandes 
y  anchas  mangas  de  enorme  amplitud  en  la 
mano,  lo  mismo  que  una  falda  de  linea  ir- 
regular al  fondo.  Los  paneles  modelados  de 
piel  y  el  cinturon  de  plata,  el  ancho  cuello 
de  chal  y  la  abrochadura  al  lado,  son  tambien 
puntos  de  interes. 

Pagina  42 

Traje  de  Jenny.    Sombrero  de  Vasselin 

Willetard.  ,      ,  , 

Traje  en  velur  de  lana  color  ladriUo, 
adornado  con  piel  de  caracul  negro.  La 
chaqueta  de  medio  largo  presenta  holgura 


recogida  a  la  linea  de  la  cintura,  llevando 
tambien  paneles  incrustados  de  la  piel  a  los 
lados,  con  cada  panel  terminando  en  una 
larga  borla  de  fleco  de  seda  negra. 

Pagina  43 

Traje  de  Jenny.    Sombrero  de  Germaine. 
Falda  y  chaqueta  del  traje  en  cheviot 
grueso  negro,  adornadas  con  cordoncillo  de 
plata  y  cordoncillo  grueso  negro  de  fantasia 


D'.bujado  an  Paris  para  el  Economist. 

Vestido  de  crespon  satinado  bianco  y  nialla 
de  seda  blanca  con  bordados  de  plata,  llevado 
en  el  "Baile  Blanco  y  Negro,"  dado  en  el 
Teatro  de  los  Campos  EKseos. 

de  seda.  El  cuello  arropado  es  de  piel  gris 
de  cordero  y  se  abrocha  a  un  boton  grande 
de  cristal  tallado.  La  chaqueta  destaca  una 
linear  cehida  alrededor  de  las  caderas  y 
una  doble  linea  de  talle. 

Pagina  44 

Abrigo  de  Renee.  Sombrero  de  Vasselin 
Villetard. 

Abrigo  en  velur  de  lana  color  taupe,  ador- 
nado con  piel  de  topo,  destacando  el  respaldo 
de  capa  partida.  El  cinturon  de  la  misma 
tela  termina  en  una  larga  borla  de  seda  de 
igual  color.  ) 


Pagina  45 

Abrigo  de  Brandt.    Sombrero  de  Lewis. 

Abrigo  en  velur  de  lana  azul  adornado  con 
cordoncillo  cire  azul.  El  cuello  es  de  pieli 
de  ardilla  gris.  El  cinturon  es  pesado  de 
plata. 

Pagina  46 

Abrigo  de  Bernard.    Sombrero  de  Lewis. 

Abrigo  en  velur  de  lana  azul,  en  estilo 
ceiiido  de  redingote,  dando  amplitud  de- 
movimiento  a  las  caderas,  por  el  frente.  Este 
modelo  esta  adornado  con  cordoncillo  azuL 
de  seda  y  bordado  gris  de  seda.  El  cuello^ 
y  los  puhos  son  de  ardilla  voladora. 

Pagina  47 

Abrigo  de  Paquin.    Sombrero  de  Lewis. 

Abrigo  en  que  se  destaca  una  espalda. 
suelta  con  delantero  recto.  El  modelo  ha. 
sido  desarrollado  en  la  nueva  tela  de  Rodier,, 
llamada  "Kashavella,"  y  esta  adornado  coa 
borlas  de  seda  color  castano  y  piel  de  ardilla. 

Pagina  48 

Abrigo  de  rebozo  de  Jean  Patou.  Som- 
brero de  Germaine. 

Este  abrigo  de  rebozo  en  grueso  saten 
color  castaiio,  presenta  un  cuello  estilo  de 
capa,  recogido  de  manera  especial  y  ador- 
nado ardilla  voladora. 

Vestido  de  sastre  de  Bernard.  Sombrero, 
de  Vasselin  Villetard. 

Vestido  de  sastre  en  saten  negro  bordado- 
en  seda  escarlata  y  adornado  con  lentejuelas- 
e  hilos  de  oro,  que  presenta  un  talle  cenidO' 
en  estilo  Renacimiento. 

Pagina  49 

Vestido  de  sastre  de  Bernard. 

Este  vestido  de  sastre  es  de  gabardma 
azul  y  saten  negro  bordado  en  algodon  mer- 
cerizado  color  de  coral. 

Pagina  50 

Vestido  de  Jeanne  Lanvin.  Sombrero  de 
Lewis. 

Vestido  en  sarga  azul  bordada  en  pastil- 
las  cuadradas  negras  y  azul  royal.  El  modelo 
tiene  completo  estilo  de  camisola  recta,  y 
presenta  falda  de  panel,  que  se  abre  a  I0& 
lados,  con  corpiiio  suelto  sobre  cmturom 
elastico  en  linea  de  talle  caido. 


Aforismos 

La  manera  como  el  jefe  dirige  la  actitud 
mental  de  sus  empleados  tiene  mucho  que  ver 
con  su  desarrollo  personal,  y  tambien,  con  el 
progreso  de  la  tienda  misma. 

Bueno  es  para  el  progreso  de  la  tienda  sii 
todos  sus  empleados,  desde  el  jefe  para  abajo, 
se  sienten  poseidos  del  punto  de  vista  del 
cliente,  con  relacion  al  establecimiento,  sur 
mercancias  y  servicio. 

Una  tienda  depende,  para  su  adelanto,  de 
la  co-operacion  de  su  clientela,  lo  mismo  que 
esta  depende  de  aquella  por  buenas  mercancias 
y  satisfactorio  servicio. 
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ROSEKNIT  SERVICE 
For  Bathing  Suits 

The  demand  for  bathing  apparel  is  growing.     Keep  your  stocks  complete. 
Fill-in  promptly  in  order  to  increase  your  turnover  and  profit. 

Everything  in  stock  for  delivery  when  you  want  it.   Orders  shipped  same 
day  received.    You  take  no  chances!    Wire,  or  write  your  needs. 


WOMEN'S  SUITS      MISSES'  SUITS 


Each  style  is  distinctive. 
Beautiful  color  combina- 
tions, attractive  collars, 
pockets,  sash  and  belt 
trimmed.  Pure  worsted 
w^ith  silk  trimmings.  All 
silk  or  pure  worsted,  mer- 
cerized or  cotton.  Every 
suit  carefully  made  of 
durable  fabric. 

Price,  $15  doz.  up. 

BOYS'  SUITS 

A  large  selection  of  the 
most  popular  suits  for 
boys.  Many  different  de- 
signs. Trimmed  V  neck 
or  round  neck;  body 
striped  or  skirt  striped. 
Worsted,  mercerized  or 
cotton. 

Price,  $9.00  doz.  up. 


A  really  wonderful  line  of 
suits  in  all  the  beautiful 
colors  with  and  without 
stripes,  some  with  special- 
ly designed  collars,  others 
plain  trimmed;  with  pock- 
ets, belts,  etc.  Every  little 
touch  added  to  make  them 
attractive.  Made  in  pure 
worsted,  mercerized  or 
cotton. 

Price,  $15.00  doz.  up. 


MEN'S  SUITS 

The  best  line  of  men's 
suits  we  have  ever  shown. 
All  styles.  V  neck,  round 
neck,  athletic  cut.  Pure 
worsted  with  silk  stripes. 
Plain,  pure  worsted,  mer- 
cerized or  cotton. 

Price,  $9.00  doz.  up. 


SPECIAL  BOYS'  SUITS 

Made  of  heavy  weight  pure  wor- 
sted with  body  stripe,  at 

$24.00  per  doz. 
Sample  this  suit 

JUVENILE  SUITS 

A  complete  line  of  suits  for  the 
little  ones.  Romper  styles.  Some 
plain,  some  with  nice  body 
stripes  or  striped  trunks,  others 
with  belts  in  handsome  jersey 
knit  fabrics  or  cardigan  stitch — 
Zephyr,  worsted,  mercerized,  or 
cotton. 

Price,  $9.00  doz.  up. 


THE  ROSEKNIT  GOODS  CO. 
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Silk  Section  of  .Chicago  Store  Demonstrates 
How  Raw  Material  Is  Evolved 


Exhibition  Is  Big  Drawing  Card— Event  Helps  Buyers  Get  Rid  of 
Remnants  in  Special  Sale— Yard  Goods  Find  Ready  Purchasers 
I  in  State  Street  Establishments 


ONE  of  the  largest  State  Street  depart- 
ment stores  has  on  show  an  exhibit 
in  its  silk  section  on  the  second  floor, 
showing  the  career  of  the  silk  worm  during 
the  brief  period  in  which  it  changes  from  a 
worm  feeding  on  mulberry  leaves  to  a  corpse 
shrouded  in  purest  silk  and  so  on  until  it 
emerges  from  the  cocoon  as  a  moth  ready  for 
a  new  cai  cer.  It  is  drawing  hundreds  of  spec- 
tators to  this  department  daily  and  is  creating 
unusual  interest. 

Schools  and  colleges  in  the  city  are  ad- 
vising pupils  to  view  this  exhibition  for  its 
educational  value.  Explanatory  literature  is 
distributed  and  a  lecturer  talks  informally 
on  the  subject. 

Remnant  Sale  Put  Over 

Inventory  being  in  progress  at  this  time, 
the  silk  buyer  grasped  the  opportunity  for 
a  silk  remnant  sale  which  is  said  to  be  prov- 
ing more  successful  than  was  anticipated. 

It  is  taking  seventy-five  salespeople  in  the  |""""" 

silk  section  alone  to  take  care  of  custom-  [ 

ers.    Figures  show  a  decided  profit;  this,  [ 

with  the  price  cut  almost  in  half  of  what  i 

it  was  last  year  on  yard  silk.  | 

Capitalizing    the    interest    the    silk-  i 

worms  are  creating,  buyers  in  the  wool  | 

and  cotton  goods  section  located  on  this  [ 

same  floor  are  arranging  remnant  sales,  i 

Pieces  from  wool  dress  goods  and  suitings  | 

from  the  accumulation  of  the  season's  j 

odds  and  ends  show  radical  reductions  in  j 

price.    Foreign  novelty  cottons  have  been  j 

reduced  for  quick  disposal.    This  collec-  | 

tion  of  imported  colored  wash   fabrics  f 

comprises  embroidered  voiles  and  organ-  | 

dies  in  both  white  and  colored  back-  | 

grounds,    combinations    of    voile    with  i 

ratine  and  crepe  and  printed  voiles.  [ 

Yard  Goods  Sell  Well  | 
Silk  by  the  yard  is  having  an  excep-  j 
tional  sale  in  both  the  popular  and  higher  [ 
priced  department  stores  here.    Canton  j 

crepes  in  light  and  dark  shades  are  the  I  

best  sellers  at  present.    Figured  foulards 
in  the  more  somber  tones  of  blue,  brown,  gray, 
and  black,  scroll  and  small  flower  patterns  are 
next  in  favol,  while  taffetas  are  holding  third 

place.  . 

Sports  silks  and  satins  for  skirts,  m  light 
colors,  plain  or  striped,  are  also  going  well. 

The  trimmings  section  of  one  of  the  lar- 
ger stores  is  featuring  beads  by  the  yard. 
They  come  in  cut  glass  beads  of  amber,  jade 
green,  red,  blue,  black,  white,  wood-gloss 
beads  in  Egyptian  designs  and  colors,  Gula- 
lith  beads  of  all  colors  and  varied-colored 
celluloid  chains.  Instead  of  a  single  string 
around  the  neck  one  may  now  have  several 
strings  hung  at  different  lengths  and  of  the 
proper  color  to  set  off  a  gown. 

Wood  Beads  Sold  by  Yard 
They  are  also  used  to  trim  afternoon 
and  evening  dresses  and  girdles.  Tiny  wood 
beads  in  all  colors  are  sold  by  the  yard  to 
be  used  in  outlining  embroidery  patterns. 
Buckles,  slides  and  pendants  may  be  pur- 
chased to  match  the  beads. 


Chicago  Office  of  the  Dry  Goods  Econo- 
mist, 215  So.  Market  St. 

A  new  sash  is  just  making  its  appear- 
ance here.  It  is  made  of  tubular  silk  trico- 
lette,  or  silk  braid,  about  six  inches  wide,  in 
plain  colors,  Roman  stripes  and  a  combina- 
tion of  black  and  white.  The  ends  of  the 
sash  can  be  trimmed  with  slender  pendants 
about  three  inches  long  to  match  the  beads 
which  may  garnish  the  gown.  Fine  silk  tas- 
sels which  look  like  fringe  finish  off  some  of 
the  sash  ends.  Tubular  silk  tricolette  and 
silk  braid  are  also  made  in  fifteen-inch  width 
for  shoulder  scarfs  and  sold  by  the  yard. 

That  effective  fagoting  braid  which  has 
been  seen  on  ready-made  gingham  and  or- 
gandy dresses  this  season  can  now  be  bought 
by  the  yard  in  the  trimmings  section  of  one 
of  the  State  Street  stores.    It  is  seen  in  all 


Chicago  Stores  Feature 
Applique  Work 

Applique  work  on  wearing  apparel  and 
fancy  goods  has  again  come  into  its  own 
and  is  featured  by  Chicago  stores.  At- 
tractive kitchen  aprons  of  linen  crash  have 
designs  appliqued  in  colors,  buttonholed 
on  with  yarn.  Blue  aprons  have  yellow 
applique  and  white  aprons  blue  applique. 
The  designs  on  the  aprons  are  conventional. 
Little  Miss  Juvenile's  dresses  for  play  or 
kindergarten  are  appliqued  in  bright  colors 
with  rabbits,  kitties,  birds  and  other  quaint 
designs. 

Spider  web  sweaters  made  of  the 
filmiest  Scotch  wool  in  slip-over  V  neck 
model  and  Tuxedo  style,  in  all  colors,  are 
attractive  with  the  satin  sports  skirts.  The 
sweater  sections  in  the  various  stores  are 
having  an  unusual  call  for  them. 


colors  and  is  made  of  silk  as  well  as  cotton. 

For  those  interested  in  bathing  suit  ac- 
cessories, the  bright  colored  cotton  belts 
about  three  inches  wide  with  buckles  are 
new  this  year.  They  are  to  be  worn  with 
the  wool  jersey  bathing  suits.  While  not 
new,  the  waterproof  bags  of  leatherette, 
large  enough  to  hold  two  suits,  deserve  at- 
tention because  of  their  demand  by  the 
trade.  Both  of  these  accessories  are  very 
moderately  priced. 

Even  bathing  suits  are  made  of  Canton 
crepe  this  season.  They  are  very  beautiful 
in  black,  with  the  overdress  drapped  in  ser- 
pentine fashion  and  trimmed  in  silk  fringe 
of  alternating  colors  of  raspberry  red  and 
Harding  blue.  The  knickers  are  untrimmed 
and  show  just  below  the  fringe  on  the  over- 
dress. The  shawl  has  supplanted  the  cape 
this  year,  although  made  much  in  the  cape 
style  and  this  is  of  Canton  crepe  trimmed  in 
fringe. 

Many  of  the  most  attractive  bathing 
beach  wraps  being  shown  this  year  are  made 


of   heavy   Turkish  toweling   or  ratine,  in 
bright  colors. 

Knitted  Sports  Dresses  Featured 
Stunning  sports  dresses  of  knitted  silk 
or  wool  are  being  featured  in  all  of  the 
stores.  They  come  in  the  chemise  style  or 
in  the  long  waisted  effect  with  the  skirt 
slightly  fulled  and  have  narrow  belts  at  the 
waist  line. 

One  of  the  latter  style  that  has  had 
favorable  sale  is  made  of  knitted  wool  in 
gray  with  inserts  of  narrow  strips  of  grass 
green  tricolette  crossed  to  attain  a  large 
plaid  effect.  The  belt  is  double  faced,  gray 
and  green.  The  sleeves  are  elbow  length 
and  the  neck  is  cut  square  with  a  small  roll- 
ing collar.  A  large  floppy  hat  of  basket 
straw  in  green,  the  edge  of  the  brim  laden 
all  around  with  yellow  berries,  adds  much 
to  the  effectiveness  of  the  costume. 

Ginghams  Going  Well 

i         Cherry  red  and  white  dotted  Swisses 

1  and  ginghams  are  having  a  distinct  vogue 

I  here  at  this  time.    Yard  goods  of  this 

I  type  have  a  remarkable  sale  while  the 

I  demand  for  ready-made  frocks  in  this 

1  color  has  gone  quite  beyond  the  retailers' 

1  expectations.     Only   the  more  youthful 

1  styles  are  found  in  the  ready-mades  of 

1  this  type  of  fabric. 

I         A  style  of  frock  for  many  years  in  ex- 

!  istence  but  which  has  never  pushed  its 

i  way  to  the  front  until  this  season  is  the 

I  slip-on  frock  or  jumper  dress  to  be  worn 

I  with  a  blouse.    Its  practicality  as  a  busi- 

I  ness  or  sports  dress  has  won  a  favorable 

1  place  for  it  in  the  summer  wardrobe.  It 

i  is  proving  one  of  the  good  sellers.    It  is 

1  a  one-piece  garment  with  the  neck  cut 

1  round,   square   or  V   shape,   the  waist 

I  slightly  fulled  about  three  inches  below 

I  the  shoulder,  deep  armholes,  large  patch 

I  pockets  and  a  narrow  belt.    The  model  is 

I  made  of  Roshanara  crepe,  linen  or  ratine. 

 j  and  comes  in  shades  of  gray,  tan,  brown, 

beige,  green,  rose,  blue  and  white. 


Trade  Notes 


John  Merrill  has  succeeded  B.  Oppen- 
heimer  as  shoe  buyer  for  Weinstock,  Lubin 
&  Co.,  Sacramento,  Cal.  Mr.  Oppenheimer 
has  opened  a  store  at  Oakland,  Cal. 

Three  people  composed  the  first  class  to 
graduate  from  the  New  York  University 
School  of  Retail  Selling,  after  two  years' 
graduate  work  at  that  institution  supple- 
mented by  practical  experience  in  the  stores 
of  Greater  New  York.  Of  the  three  grad- 
uates. Miss  Helen  A.  Haynes  has  taken  a 
position  as  salesmanship  instructor  in  In- 
dianapolis high  schools;  Irving  Goldenthal 
will  give  a  course  in  store  service  to  contin- 
uation school  teachers  attending  the  Univer- 
sity's summer  school  and  then  teach  mer- 
chandising in  New  York  evening  schools, 
and  Miss  Edna  Lewinson  will  take  up  edu- 
cational work  as  a  teacher  of  retail  selling, 
though  she  has  not  yet  definitely  settled  on 
a  position. 
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N0.758-E, 


N0.757-E. 


A  coat  like  this  JUNIORS  and  small 
MISSES  model  is  exceptional  for  both 
style  and  value.  Made  of  BOLIVIA, 
fine  and  soft,  and  lined  with  Satin  de 
Chine.  Finished  with  SILK-STITCH 
trimming  and  a  generous  BEAVER- 
ETTE  Collar.  Sizes:  15-17-19.  Colors: 
Brown,  Reindeer  and  Seranto  Blue. 
Same  coat  of  POLO  CLOTH,  Venetian 
lined. 


$ 


21 


75 


2%-10  days 
75 


$2^50 

2%-10  days 

No.  627-E. 


Another  BOLIVIA  coat,  a  MISSES 
and  LADIES  model  and  one  of  the 
best  sellers  of  the  fast  selling  LIN- 
DENMAN  LINE.  Lined  and  inter- 
lined with  high  grade  Satin  de  Chine  or 
silk.  Trimmed  with  fancy  buttons  and 
SILK  STITCHING.  An  exceptionallv 
large  BEAVERETTE  Collar.  Finished 
in  back  with  hand  made  points.  Sizes: 
16  to  44.  Colors:  Brown,  Reindeer  and 
Seranto  Blue. 


The  Opening  Gun  of  the  Lindenman  Fall  Line 

Two  shots  in  our  drive  for  a  bigger  Fall  Coat  business.   Two  numbers  to  give  the  buyer  an 
idea  of  the  complete  LINDENMAN  COAT  LINE. 

CONCENTRATE  on  Lindenman  for  your  coat  needs.    We  make  COATS  ONLY, 
and  coats  to  meet  every  price  requirement. 

The  FALL  LINE  is  ready  now.    Lindenman  coats  developed  in  Polos,  Velours,  and 
the  various  Bolivias,  such  as:    Velora,  Moirette,  Pollyanna,  and  Erminine. 

Priced  from  $13.50  to  $92.50 


SAMPLES  ? 
Wrile  or  Wire — 


138-144  WEST  (25  tk  St 


See  This  Line  When 
In  Market — 


DRY  GOODS  ECONOMIST,  JUNE  18,  1921 


157 


Straight  Line  Tailored  Suit  Is 
Favored  at  Cleveland  Showings 

All  Types  of  Garments  Presented  at  Advance  Displays — Fur 
Trimmed  Coats  Promised  Big  Vogue  with  Australian  Opossum 
Favored  Pelt — Soft  Pile  Fabrics  Utilized  in  New  Models 

Cleveland  Office  of  the  Dry  Goods  Economist,  539  Guardian  Building 


CLEVELAND  garment  manufacturers 
have  just  put  in  a  busy  time  with  the 
opening  of  their  fall  lines.  Advance 
show^ings  were  held  by  practically  all  of  the 
houses  in  their  exhibit  rooms  at  the  factories, 
and  these  showings  were  well  attended  by  re- 
tailers seeking  authentic  styles  for  fall.  Sev- 
eral of  the  houses  sent  their  men  on  the  road 
more  than  a  week  ago  with  their  first  line, 
and  already  know  a  few  of  their  best  numbers. 
Others  just  completed  their  first  line  in  time 
for  the  showing  last  week. 

All  types  of  garments  were  represented  in 
the  showing,  but  naturally  enough  at  this 
time  coats  and  suits  for  fall  attracted  the  most 
attention.  Buyers  who  looked  over  the  lines 
found  that  they  are  going  to  have  a  hard  time 
answering  the  question  on  every  woman's  lips, 
"Are  wraps  going  to  be  the  vogue?" 

Opinions  Differ 
The  answer  is  yes,  with  reservations,  or 
no,  with  i-eservations.  Some  houses  say  the 
wrap  is  still  good  but  it  is  not  the  same  type 
as  was  shown  last  season.  Others  want  to  get 
away  from  the  word  wrap  entirely,  believing 
the  term  is  outworn,  and  these  makers  call 


Sketched  in  Cleveland  for  the  Economist 

Brown  pan-de-laine  fashions  this  wrap.  The 
sides  and  back  are  trimmed  with  silk  cord 
discs  outlined  with  French  knots.  Beaver 
collar  and  cuffs  add  distinction.  From  the 
Landesman-Hirscheimer  Co. 


their  various  models  "new  interpretations  of 
the  former  wrappy  styles." 

Many  of  these  successors  to  the  wrap  are 
smart,  straight-line  models  with  the  drop- 
shoulder  effect  or  with  wide,  straight  sleeves 
set  in  deep  armholes.  They  usually  have  a 
loose  back  with  perhaps  just  a  hint  of  a  flare 
and  a  belted  front.  Collars  of  every  descrip- 
tion are  used  on  these  coats,  the  only  require- 
ment being  that  they  must  fasten  up  high 
about  the  chin  in  some  fashion  or  other.  Fur 
collars  are  very  popular. 

Fur  Trimmed  Coats  Have  Vogue 

One  maker  declares  that  every  season  has 
brought  a  greater  demand  for  fur-trimmed 
coats,  and  that  he  never  seems  to  have  too 
many  numbers  with  fur  collars  and  cuffs. 
Needless  to  say,  some  of  the  prettiest  fur- 
trimmed  garments  are  included  in  his  new 
fall  line.  Australian  opossum  is  again  the 
favored  pelt.  Beaver,  squirrel,  mole  with 
some  raccoon,  and  krimmer  as  the  fad  fur  of 
the  season,  are  the  other  pelts  most  used. 

Many  of  the  new  fall  models  are  following 
the  lines  of  the  latest  spring  coats  offered  and 
show  the  popular  tuxedo  front.  This  front  is 
often  banded  with  fur  to  the  very  bottom  and 
is  serviceable  as  well  as  attractive  because  it 
may  be  buttoned  over  like  an  ordinary  coat. 
It  is  the  use  of  this  two-way  front  which 
makes  the  tuxedo  style  possible  for  fall  and 
winter  wear. 

Low  Waisted  Coat  Enters 

Another  silhouette  is  making  a  bid  for 
prominence,  and  although  only  a  very  few 
models  are  shown  in  each  line,  there  are  enough 
present  to  make  one  feel  that  the  new,  low- 
waisted  coat  with  ripple  effect  over  the  hips 
is  something  that  will  appeal  to  many  slender 
women.  This  mode  is  an  adaptation  of  the 
redingote,  and  it  is  this  season's  first  direct 
break  from  the  wrappy  style  coat. 

In  addition  to  fur  trimming,  embroidery, 
usually  in  self -color;  braiding,  French  knots, 
loose  tabs  and  panels  and  fringe  and  fringe 
ornaments  are  conspicuous  on  the  more  dressy 
coats.  There  are  a  few  models  with  metal- 
thread  embroidery  and  colored  embroidery  or 
stitching,  but  they  are  very  few. 

Pile  Fabrics  Flourish 

Lovely  materials  come  second  only  to  the 
lines  in  giving  the  real  beauty  to  the  new 
coats.  Of  course,  they  all  have  very  fancy 
new  names,  but  they  are  the  same  rich,  soft 
pile  fabrics  which  have  been  so  much  in  de- 
mand during  the  past  few  seasons.  One  wrap 
seen  shows  very  well  what  beautiful  material 
can  do  unaided.  It  is  a  plain  black  coat,  made 
on  the  new  straight  lines  with  the  slight  flare 
and  loose  back.  The  sleeves  are  set  in  the 
large  armholes  at  a  dropped-shoulder  line  and 
have  a  straight,  full  cuff. 

The  collar  is  a  large  two-way  style  which 
fastens  high  about  the  neck  in  graceful  folds. 
Because  of  its  simple  lines  and  absence  of 
trimming,  this  coat  could  be  worn  at  any  hour 
of  the  day,  and  because  of  the  gorgeous  effect 
of  the  rich  fabric  it  might  easily  grace  any 


formal  occasion  of  the  after-dinner  hours.  It 
is  as  lustrous  as  satin,  as  soft  as  plush  and 
yet  it  is  a  wool  material. 

Black  In  Every  Line 

Black,  by  the  way,  has  been  included  in 
every  line  seen  in  Cleveland.  One  maker 
stated  that  every  year  there  are  calls  for  plain, 
conservative  coats  in  fine  black  materials,  and 
gave  that  as  the  reason  for  his  several  black 
cloth  coats  which  were  untrimmed.  Others 
gave  no  reason,  but  showed  several  pretty 
styles,  many  of  which  were  trimmed  with 
squirrel,  black  wolf  and  krimmer.  Browns  are 
perhaps  the  leading  shades,  with  navy  next. 

A  very  few  blouse  coats  were  seen,  and 
those  which  were  shown  were  in  misses',  small 
women's  and  juniors'   sizes.    Many   of  the 


Black  duvet  de  laine  suit  with  the  drop- 
shoulder  effect  trimmed  with  fancy  black  silk 
braid  and  Australian  opossum  collar  and  cuff 
banding.    From  the  Printz-Biederman  Co. 

houses  are  placing  special  emphasis  on  these 
junior  lines.  Despite  this  fact,  women  and 
tall  girls  are  coming  into  their  own  in  the 
matter  of  fall  suits.  For  the  past  two  seasons 
they  have  been  more  than  slighted,  and  have 
had  to  look  longingly  at  the  short-coated,  boxy 
suits  which  their  smaller  sisters  triumphantly 
wore  with  such  dash. 

Straight  Line  Coats 

The  new  suits  which  are  being  shown  for 
fall,  however,  are  just  the  correct  style  for 
the  women  and  taller  girls.  They  feature  the 
long,  straight-line  coats,  and  when  one  says 
long  this  year  it  means  36,  38  and  often  40 
inches.  With  coats  long,  the  skirts  are  short 
and  scant,  although  the  length  is  something 
which  is  decided  by  each  individual  woman 
when  she  buys  her  garment. 

Suits  for  early  wear  are  for  the  most  part 
plain,  tailored  models.  They  are  usually  made 
of  navy  blue  tricotine  or  some  wool  velour 
fabric.  The  strictly  tailored  models  have  man- 

(Continued  on  page  303) 
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BRIGHT  SNAPPY  STYLES 

in  VALUES  That  Compel  Attention 


No.  791 — Slip-over  apron,  closed 
back  made  of  Amoskeag,  braid 
and  button  trimmed,  open  on 
Khoiilders,  dark  and  light  blue 
and   pink  checks,   three  sizes. 

SS14.7.">  per  doz.  Net 

No.  724 — Uniform  made  from 
Fruit  of  the  Loom,  convertible 
collar,  four-button  sleeves,  tV70 
pockets,   sizes  34   to  40. 

$27.00  per  iioz.  Net 

No.  B.">84 — Apron  of  India  Din- 
on,   embroidery   and  hemstitching 


Net 


on  bib  and  skirt. 

$10.50  per  doz 

No.  B,572 — Apron  of  India  Lin- 
on,  pointed  edge  trimming. 

$10.00  per  doz.  Net 

No.  1294 — Collar  and  cuff  set 
to  match  above. 

.$4.00  per  doz.  Net 

No.  1247 — Maid's  cap,  hem- 
stitohi'd,  rosette  of  black  satin 
ribbon. 

$1.90  per  doz.  Net 

Terms  2% — 10 

PRICE  is  the  big  thing  in  merchandise  to- 
day, but  that  is  all  in  favor  of  DEAN 
aprons. 

The  ehmination  of  road  salesmen  and  the 


No.  B644 — Apron 
on,  hemstitched. 

.'P7.50 

No.  B861— Apron 
on,  embroidery  inser 
pointed  style. 

.$8.50 

No.  B.'.";.^ — Apron 
checked  dimity  hems 
ed  style. 

$11.00 
No.  12.32— Collar 
to  match  above. 

.$4.25 


of  India  Lin- 

per  doz.  Net 
of  India  Lin- 
tion  trimmed, 

per  doz.  Net 
made  of  fine 
titched,  point- 

per  doz.  Net 
and  cuff  set 


No.  723 — Black  poplin  dress,  34 
to  46,  4  button  sleeve-waist  and 
skirt  pockets. 

.$39.00  per  doz.  Net 
No.  B554 — Apron  of  striped 
organdie,  embroidery  edge  trim- 
ming. 

$13. .50  per  doz.  Net 
No.  1233 — Collar  and  cuff  set 
to  match  above. 

.$e.OO  per  doz.  Net 
No.  1222 — Maid's  ca,p,  ruffles 
of  embroidery,  rosette  of  black 
satin  ribbon. 

$2.75  per  doz.  Net 


per  doz.  Net 

days.    30  days  net. 

tremendous  DEAN  output  make  it  pos- 
sible to  offer  fine  materials,  skilfully  made 
up — and  without  skimping — at  prices 
far  below  normal  market  quotations. 

Lock  -  Stitched 


Every  Apron 

The  W.  H.  DEAN  CO.,  45  East  17th  St.,  New  York 

Mfrs.  of  One  Thousand  Styles  in  Aprons,  Maids"  and  Nurses"  Uniforms,  Caps,  etc. 
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Registered 


+/eigh-h/o 

A  New 

cancrafi 

SPORT  FABRIC 


v^^fc^O  IMPART  further  exclusiveness  to 
gC\  Beaucraft  Clothes  Creations,  Heigh-Ho!  a 
^  J  Knitted  cloth  of  remarkable  texture  and 
^^iX  finish,  has  been  originated  and  made  by 
us  and  will  be  an  important  feature  of  our  Fall 
showing. 

Beaucraft  garments  of  Heigh-Ho!  Knit-cloth  will 
appeal  instantly  to  every  sportswoman,  as  this 
cloth  tailors  beautifully  and  holds  its  tailormg  and 
lustre. 

We  invite  you  to  view  this  special  group  of  Suits, 
Wraps  and  Dresses  developed  from  Heigh-Ho! 
Knit-cloth  now  on  display  in  the  Beaucraft  Studios. 


Wm.  Bloom    Co. Inc. 

40  East 30/A  Street 
New  York 
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Paris  Indorses 
Knit  Garments 
For  Outdoors 

Three-Piece  Cape  Mode  Holds  Favor 
for  Sports  Wear — Novel  Vestee 
Lines  Are  Shown 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Itaiiens 

THREE  piece  cape  costumes,  skirt  and 
jacket  suits,  blouses  and  vestees  in 
heavy  vegetable  silk  tricot,  in  the  com- 
bination of  silk  tricot  and  wool,  and  in  wool 
alone  are  the  .great  vogue  in  Paris ;  in  other 
words,  knitted  garments  for  out  of  door  wear 
hold  sway. 

For  sport  costumes,  the  three  piece  cape 
mode  takes  precedence.  For  the  most  part  this 
style  is  made  in  white  silk  tricot  trimmed  with 
a  wool  tricot  in  a  dark  color,  such  as  navy  blue 
or  brown,  amber,  yellow  and  emerald  green. 

Suits  with  severe  tailor  finish  in  bright 
yellow  silk  tricot  trimmed  with  white  are 
shown  for  sport  wear,  while  skirt  and  jacket 
suits  in  navy,  in  gray,  or  in  a  light  tan  just 
off  the  white,  called  foam,  or  Ecume,  are  of- 
fered for  the  street. 

Belted  Style  Jacket 

One  of  the  most  interesting  features  of  the 
new  street  garments  in  tricot  is  the  smart 
tailor  finish  which  is  given  them.  One  of  the 
most  successful  models  which  recently  has 
been  brought  out  in  skirt  and  jacket  suit  fea- 


made  to  slip  on  over  the  head.  The  favorite 
style  finishes  with  a  wide  belt  made  in_  one 
with  the  blouse  which  molds  the  hips.  Little, 
short  casaques  with  belt  stopping  just  at  the 
waist  line  are  also  in  demand,  notably  for 
young  girls. 

One  of  the  latest  models  in  sport  costumes 
is  a  two  piece  suit  in  wool  jersey  in  a  white 


Sketched  in  Paris  for  the  Economist. 

Waistcoat  blouse  in  coral  crepe  georgette 
braided  in  matching  silk  hercules  and  in  silver 
guimpe. 

tures  the  jacket  in  vested  belted  style  with 
heavy  strapped  seams  which  serve  to  keep  the 
garment  in  shape. 

The  suit  is  shown  in  bright  colors  lor 
country  wear,  and  in  dark  colors  trimmed  with 
white  for  city  wear. 

Very  interesting  is  the  line  of  novelties 
in  vestees  which  are  shown  in  embroidered 
silk  tricots,  in  printed  tricots  also  m  plain 
tricot.  These  are  made  with  backs  m  India 
silk,  and  are  offered  for  wear  with  suits  m 
wool  fabric  as  well  as  with  those  m  tricot. 

One  piece  dresses  in  black  silk  tricot  are 
featured  trimmed  with  jet,  and  with  bands  ot 
heavy  silk  crochet  in  filet  lace  design. 
Filet  Lace  on  New  Modes 
This  idea  of  a  filet  lace  in  silk  tricot  is 
also  applied  to  many  of  the  new  models  m 
blousGs 

Without  exception  all  tricot  blouses  are 


Blouse  in  old  gold  fiber  silk.  Panel  front 
and  belt  of  yellow  silk  crochet  in  filet  lace 
design.    Black  silk  cord  lacing. 

and  colored  mixture.  The  suit  is  featured  with 
short  jacket  in  man's  tuxedo  style,  and  hangs 
open  throughout  its  length.  The  wide  shawl 
collar  and  all  edges  of  the  jacket  are  bound 
with  white  vegetable  silk  braid.  This  costume 
is  shown  in  such  colors  as  green  and  white, 
bright  blue  and  white,  purple  and  white. 

New  sweaters  in  Paris  are  shown  by 
Becker.  They  are  made  in  a  heavy  pile  fabric 
called  "Oursine"  from  Rodier.  The  sweaters 
are  featured  in  plain  colors,  and  are  embroid- 
ered in  silks  in  brilliant  contrasting  colors,  or 
are  trimmed  in  open-work  pattern  in  Renais- 
sance designs  in  metal  braids. 

All  of  the  models  in  sweaters  are  irregu- 
lar in  line  at  the  bottom.  This  irregularity  is 
achieved  by  panels  at  the  sides,  or  by  deep 
pockets  which  extend  below  the  edge  of  the 
sweater. 

Illustrations  Shown 
on  Opposite  Page 

The  model  at  the  upper  left  is  a  slip-on 
sweater  of  navy  blue  fiber  silk,  bound  around 
the  neck  in  henna.  The  hand-embroidered 
band  in  brilliant  colored  Chinese  figures 
forms  a  low  waistline,  fitting  snugly  over  the 
hips. 

At  the  upper  center  is  illustrated  a  vest  in 
rose  colored  fiber  silk,  embroidered  in  an  all- 
over  Chinese  floral  design.  The  edges  are 
bound  with  knitted  bands  in  navy  blue  silk. 

At  the  upper  right  is  shown  a  morning 
dress  in  black  knitted  fiber  silk  trimmed  in 
bands  of  orange  with  the  same  treatment  in 
the  belt.  The  three  models  at  the  top  of  the 
page  are  from  Odette,  Paris. 

At  the  lower  left  is  a  silk  tricot  dress  in 
peacock  blue.  The  panels  are  run  with  gold 
and  are  lined  with  cloth  of  gold. 

At  the  lower  right  is  shown  a  sweater  in 
long  waisted  elfect  belted  at  the  hips  with 
wide  combination  sailor  and  muffler  collar,  in 
emerald  green  fiber  silk  tricot.  Both  models 
at  the  bottom  of  the  page  are  from  Proux. 


June  Clearance 
Sales  Launched 
in  Stores 

Silk  Dresses  in  Good  Demand,  While 
Cotton  Frocks  Sell  Very 
Rapidly 

June  clearances  are  taking  place  in  many 
stores  throughout  the  country.  Particular 
emphasis  is  being  placed  on  cotton  dresses. 
It  is  expected  that  the  month  of  June  will 
represent  as  large  a  turnover  of  cotton 
frocks  as  has  ever  been  experienced  in  the 
dress  industry. 

The  favorite  price  range  for  wash  dresses 
seems  to  be  from  about  $5.95  to  $12.95;  but 
large  quantities  are  offered  at  prices  con- 
siderably higher.  Silk  dresses  from  about 
$15  to  $35  continue  in  good  demand,  both 
those  which  are  taken  out  of  regular  stocks 
and  those  which  are  sold  at  special  sales. 

Low  prices  are  quoted  in  many  instances 
in  announcing  sales  of  suits  to  close  out,  and 
also  wraps.  There  is  an  increased  demand 
for  sports  wear,  including,  of  course,  many 
novelties  in  knitted  outerwear. 

A  sale  of  22,000  aprons  over  the  counter 
and  3000  by  mail  in  one  day,  and  50,000  in 
the  week,  reflects  an  interesting  co-operative 
merchandising  effort  by  the  Frank  &  Seder 
Co.,  Philadelphia,  and  a  manufacturer  m 
New  York.  The  retail  price  was  83  cents 
each.  The  sale  was  advertised  extensively 
in  the  local  dailies.  It  was  started  on  the 
first  floor  and  basement  and,  as  the  crowds 
increased,  H.  L.  Bernbaum,  ready-to-wear 
merchandise  manager,  extended  the  oper- 
ating space  until  aprons  were  being  dis- 
pensed on  four  floors.  They  included  light 
percales  and  chambrays. 

The  manufacturer  found  himself  consid- 
erably overstocked  and  made  a  proposition 
to  Mr.  Bernbaum  which  provided  for  turning 
over  his  large  stock  to  the  Frank  &  Seder  Co. 
at  an  exceptionally  low  price,  if  Mr.  Bern- 
baum would  pass  the  big  reduction  on  to  the 
public.  Together  they  worked  out  a  legiti- 
mate price  based  on  the  low  cost,  advertising 
expense  and  a  small  profit. 

The  co-operation  of  wholesaler  and  re- 
tailer in  this  instance  resulted  not  only  in 
giving  the  public  a  real  bargain,  but  in  help- 
ing to  re-establish  consumer  confidence  in 
the  retailer. 


New  Haven  Store  Puts 
On  Novel  Style  Show 

One  style  a  page  was  presented  to  a  thou- 
sand customers  of  Shartenberg  &  Robinson, 
New  Haven,  Conn.,  when  model  after  model 
stepped  from  the  leaves  of  the  summer  fash- 
ion book  for  1921.  The  firm  brought  thirteen 
professional  manikins  to  the  city,  eight 
adults  and  five  children,  to  display  its  hot 
weather  apparel  offerings.  On  the  stage 
was  erected  a  huge  book  of  four  hundred 
pages,  inclosed  between  prettily  decorated 
covers.  One  at  a  time  the  pages  were  turned 
by  a  little  girl  in  summery  costume  and 
from  each  new  page  stepped  a  manikin  wear- 
ing a  summer  wrap  or  gown,  who  walked 
down  the  central  aisle  and  back  again  to 
disappear  into  the  volume.  Here  is  a  -neat 
idea  for  some  other  store  planning  a  similar 
show,  for  it  is  as  good  for  any  time  of  year 
as  for  summer. 
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CAPTURED! 

FIRST  PRIZE  for  RE-ORDERS! 

Buy  it— Show  it— Sell  it— RE-ORDER. 
This  is  the  history  in  every  case 


Large 
Selection 
Silk 
and 
Wool 
Scarfs, 
Knitted 
Dresses, 
Etc. 


Style  654E — Newest  development  in  wool  tuxedo,  links  and  links 
stitch  with  self  stripe.  Full  length  revere  and  cuffs  of  the  new  pop- 
ular trimming,  Slynx  de  laine  (Persian  Wool),  Cross-over  button  belt. 
Colors:  Black-White,  Flame- White,  Navy-Grey, 
Pink- White,  Jade-White,  and  all  White.  Style  655 
— Same  as  Style  654E,  in  Semi-Tuxedo.  Sa 
colors  and  price. 


If  you  want  to  make  the  most  of  your 
Knitwear  department — "follow  the  lead  of 
United  Knitwear" — 

We  originate  and  show — FIRST — the  big 
selling  novelties  —  the  REAL  MONEY 
MAKING  MERCHANDISE— 

Write  today  for  our  Ten  Big  Selling  Styles 
— order  them — and  watch  your  sales  force 
get  busy. 


FOREMOST  MANUFACTURERS  OF 


36  West  32nd  Sti 


114-116  Suydam  St.,  Brooklyn,  N.  Y. 


New 


St.  Louis 
J.  E.  Gootee 
Statler  Hotel,  Room  318 


Los  Angeles 
Harry    A,  Kresel 
342  S.  Broadway,  Room  302 


Seattle 
.1.  H.  Weist 
1516   Third  Avenue 


City 


Boston 
David   J.  Minot 
5  1  5   Washington  St. 
Room  206 
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Odd  Trimmings 
Are  Features  of 
Paris  Corsets 

Flesh  Color  Tints  Predominate  in 
New  Models — Brassieres  Made 
in  Sheer  Fabrics 

Paris  Office  of  the  Dry  Goods  Economist, 
2,  Rue  des  Italiens 

PARIS  makers  of  model  garments  continue 
to  talk  of  the  introduction  of  the  corseted 
effects,  with  curved  waist  and  hips. 
With  the  opening  of  each  season,  various 
models  in  garments  built  on  these  lines  are 
launched,  but  with  the  advance  of  the  season, 
French  women  invariably  return  to  the  loose 
unfitted  styles  with  the  low  waist,  such  as  have 
dominated  fashions  for  several  years. 

This  year,  the  situation  remains  the  same, 
that  is  to  say,  fitted  effects  are  talked  of,  and 
loose  unfitted  garments  are  worn. 

From  this,  it  follows  obviously  that  there 
is  little  or  no  charge  to  report  in  corsets.  With 
the  exception  of  a  tendency  towards  more  solid 
boning,  and  a  very  slight  increase  of  curve  at 
the  waist  line,  the  corsets  now  in  the  French 
market  virtually  remain  the  same  as  during 
the  preceding  seasons,  in  fact,  since  the  fash- 
ion of  wearing  the  shapeless  sack-like  Oriental 
gown  became  the  vogue. 

Novel  Color  Combinations 

The  chief  novelty  in  the  new  corsets  con- 
sist in  the  clever  working  out  of  details  and 
trimmings,  and  in  the  color  combinations. 

Many  corset  makers  are  showing  odd  trim- 
mings of  rococo  roses  applied  in  checkerboard 
and  in  Greek  scroll  designs  at  the  top  of  the 
corsets.  Others  are  using  fancy  metal  braids 
in  place  of  lace,  while  others  again  are  sup- 
pressing all  trimmings  other  than  a  ribbon 
binding  at  the  top  and  at  the  bottom. 

In  materials,  silk  tricot  and  silk  jersey  take 
precedence  in  all  the  high  grade  corsets,  and  a 
good  demand  is  also  registered  for  satin  and 
for  satin  ribbon  corsets. 

Gray  Corsets  Shown 

Brocaded  coutils  in  very  supple  qualities 
are  in  use  for  corsets  in  less  expensive  grades. 


Combination  corset  and  brassiere  in  gray  satin.  The  brassiere  is  trimmed  with  an 
incrustation  of  metal  lace.    The  corset  buttons  at  either  side  of  the  front. 


Due  to  the  increasing  vogue  for  gray  for 
evening  wear  gray  satin  corsets  with  bras- 
sieres to  match  are  being  shown,  and  are  re- 
ported to  be  in  good  demand.  Flesh  colored 
tint's,  however,  are  still  the  great  vogue  in 
corsets  of  all  prices  and  all  materials.  Black 
models  also  are  selling  well,  notably  in  satin 
ribbon  in  low  girdle  styles  for  dancing. 

With  the  continued  use  of  the  backless  and 
the  extremely  low  cut  decollete  evening 
gowns  at  front,  and  v/ith  the  vogue  for  the 
transparent  blouse  and  bodice  for  day  wear, 
the  brassiere  although  a  prime  necessity  for 
the  majority  of  women  has  been  forced  to  take 
as  inconspicuous  a  form  as  is  permissible  with 
the  adequate  sunport  which  it  must  give. 

Made  in  Sheer  Fabrics 

Hence  the  new  brassieres  are  for  the  most 
part  being  made  in  sheer  fabrics  such  as  are 
suitable  for  wear  next  to  the  skin,  and  are  in 
flesh  color.    Brassieres  for  wear  over  the  cor- 


set are  made  in  two  or  three  combinations  of 
real  lace,  in  embroidered  net,  and  in  colored 
satin. 

Excellent  models  in  this  line  are  shown 
made  to  slip  over  the  head  with  elastic  band 
at  the  top  and  at  the  bottom,  and  with  narrow 
satin  ribbon  shoulder  straps. 


■  *  i 

.  Corset  in  pink  cotton  tricot  for  a  stout  figure  The  model  is  provided  with  a  heavy 
elastic  band  at  the  top  and  at  the  bottom  whtch  confines  the  flesh. 


Items  of  Interest 

S.  p.  Hollander,  merchandise  manager  for 
men's  and  women's  apparel  departments  of 
the  John  Wanamaker  store  in  New  York, 
resigned  recently.  Other  department  heads 
who  are  leaving  the  organization  include 
L.  J.  Gerson,  for  a  number  of  years  buyer 
of  musical  instruments,  and  John  Haw- 
thorne, who  has  been  buyer  of  china  for  over 
thirty  years.  No  plans  have  been  definitely 
announced  by  the  resigning  department 
heads,  though  in  the  case  of  Mr.  Hollander 
it  is  understood  that  he  is  to  enter  the  retail 
field  in- a  business  of  his  own  and  that  Mr. 
Hawthorne  will  engage  in  manufacturing,  in 
company  of  two  sons,  who  also  have  left  the 
Wanamaker  organization. 

Col.  Michael  Friedsam,  president  of 
B.  Altman  &  Co.,  New  York,  is  now  a  doctor 
of  commercial  science,  having  been  given 
an  honorary  degree  by  New  York  University 
in  recognition  of  his  services  during  the  war 
and  of  his  distinction  in  the  retail  merchan- 
dising field.  Col.  Friedsam  organized  a  home 
defense  corps  of  Altman  employees  and  was 
active  in  Red  Cross  food  committee  work. 

After  twelve  years'  association  with  Gim- 
bel  Brothers,  New  York  and  Philadelphia, 
Herbert  F.  Goring  has  resigned  as  merchan- 
dise manager  of  the  women's,  misses'  and  chil- 
dren's ready-to-wear  departments,  and  has 
associated  himself  with  the  firm  of  M.  T. 
Wright,  resident  buying  office.  The  new  firm 
will  be  known  as  Wright  &  Goring,  specializ- 
ing in  ready-to-wear  and  allied  lines,  with 
offices  at  1170  Broadway. 

Soft-faced  fabrics,  such  as  velours,  are  the 
big  thing  in  coatings  for  next  fall.  Brovras 
and  grays  are  favored  colors. 
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"Warner's  Elastic"  is  the  latest  development  in 
"Girdles."  in  these  Warner  Girdles,  the  rubber 
is  circled  in  such  a  way  that  it  gives  as  much  shape 
as  a  standard  corset.  Top-notch  materials,  most 
attractively  combined,  well-tailored— they  represent 
the  utmost  value  at  each  price. 

It  should  also  be  noted  that  where  there  are  cloth 
sections  they  are  designed  to  effect  a  flattening 
of  the  figure;  the  solid  sections  at  the  back  are  well- 
boned;  there  are  broad  solid  sections  in  the  front, 
and  cloth  strips  over  the  hip  prevent  any  tendency 
to  bulge,  thus  insuring  straight  lines  to  the  woman 
who  prefers  rubber  girdles.  She  may  enjoy  all  the 
comfort  of  the  rubber  corset,  and  at  the  same  time 
preserve  the  figure  lines  given  by  a  corset  of  cloth. 
Th^re  is  a  complete  range  of  "Warner  Elastics" 
at  popular  prices,  to  fit  almost  any  type  of  figure, 

not  just  an  "elastic  funnel" 
(that  must  stretch  to  fit) 

but  a  skilfully-made  elastic  girdle 
(that  is  shaped  to  fit) 

$12.00  to  $72.00  per  dozen 


THE  WARNER  BROTHERS  COMPANY.  Inc. 


347  Madison  Ave. 
New  York 

527  Baronne  St 
New  Orleans 


367  W.  Adams  St. 
Chicago 


28  Geary  St. 
San  Francisco 


St.  Ambroise  and  Turgeon  Sts. 
Montreal,  Canada 
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Draped  turban  in  turquoise  blue  felt  trim- 
med with  narrozv  metal  dotted  turquoise  blue 
failie  ribbon. 


In  center — Turban  in  grey  taffeta,  black 
velvet  and  glycerined  '  black  ostrich.  The 
model  features  the  high  front  movement  which 
is  zvell  liked  by  American  importers.    ',\\:  , 


Paris 


Two  diametrically  opposed  influences  are 
reflected  in  the  new  fall  millinery  in 
Paris.  In  the  one,  the  movement  both 
of  the  shape  and  of  the  trimming  is  toward 
the  front;  in  the  other,  the  shapes  generally 
are  of  even  line,  and  the  trimming  is  placed 
erect  at  the  back  or  the  side  of  the  back. 

For  the  American  market  thus  far,  im- 
porters are  insisting  on  the  front  movement, 
and  are  placing  large  orders  for  hats  in  which 
'  .e  brim  forms  a  high  peak  in  a  forward 
angle  at  the  front.  Even  line  shapes  with 
trimming  at  the  back,  however,  are  the  dis- 
tinctly new  note  in  Paris. 

Shapes  Are  Larger 

Generally  speaking,  all  shapes  show  a 
marked  increase  in  size.  This  increase  in  size 
follows  naturally  the  increase  in  the  length 
and  width  of  dress  skirts,  as  a  long  full  skirt- 
ed costume  must  be  balanced  at  the  top  by  a 
large  hat,  or  the  silhouette  is  ungraceful  and 
out  of  all  proportion. 

In  the  majority  of  the  shapes,  the  brims 
either  roll  gradually  away  from  the  face,  or 
are  flat  and  straight.  The  broad  straight 
brimmed  sailor  is  conspicuous,  and  shapes 
with  long  line  from  front  to  back,  in  contrast 
to  those  with  the  short  line  from  front  to  back 
which  have  been  prominent  for  the  last  few 
seasons  are  also  favored. 

Turbans  Are  Featured 

Cloche  brims  are  represented,  chiefly  in 
hats  of  irregular  fancy  line  in  double  brim  ef- 
fects, or  in  simple  medium  sized  sport  shapes. 
Turbans  with  sectional  crowns,  and  with  elab- 
orately worked  cuff  brims  are  featured,  in 


Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

leather,  in  duvetyn,  or  in  combinations  of 
velvet  and  metal  cloth,  or  cire  silk  and  panne. 

Cleft  brims  are  featured  both  in  large  pic- 
ture shapes  as  well  as  in  medium  sized  toques. 

Tricornes  are  again  being  featured,  and 
are  shown  in  many  novel  forms. 

Hats  in  colored  felt  and  in  black  felt  are 
strongly  emphasized,  not  only  for  sport,  but 
for  dressy  wear. 

Felt  Hat  Picked  to  Lead 

Shapes  covered  with  satin,  with  cire  silk, 
with  hatters  plush,  duvetyn,  and  with  leather 
are  well  spoken  of.  Indications  for  Paris 
are,  however,  that  the  felt  hat  will  take  prece- 
dence, although  American  buyers  are  confin- 
ing their  purchases  of  felt  hats  chiefly  to 
models  for  sport  wear,  or  to  shapes  in  strictly 
tailor  style. 

In  trimmings,  wings,  goose  quills,  ostrich 
fantasies,  and  ribbons  in  cire  or  lacquered  ef- 
fects are  extensively  employed.  All  kinds  of 
ribbons  in  all  widths,  from  the  very  wide  to 
the  very  narrow  are  again  in  good  demand, 
notably  wide  moire  ribbons,  changeable  taf- 
feta ribbons,  and  narrow  metal  brocaded  rib- 
bons. 

Ostrich  bands,  burnt  ostrich,  burnt  pea- 
cock and  glycerined  peacock,  in  other. words 
feathers  of  all  descriptions  are  a  marked  note. 

Cordings,  cabuchon  metal  nail  head  and 
metal  eyelets,  large  jet  pins,  and  composition 
ornaments  flgure  conspicuously  among  the 
novelties  in  trimmings. 

Very  light  fawn  shades,  golden  brown. 


Models   from    Vasselin    Villetard,   Sketched   in  Paris 
for  the  Economist 

Hat  in  black  panne  velvet  in  new_  roll  brim 
style  trimmed  with  black  moire  ribbon  and 
with  large  jet  pins. 


scarlet  and  navy  stand  out  prominently  thus 
far  as  the  leading  colors  for  felt  or  velvet 
hats.  Dull  rich  shades  of  mahogany  are  also 
conspicuous,  trimmed  in  self  tones. 

Purple  hats  are  favorably  spoken  of  as  of- 
fering a  needed  touch  of  color  to  the  sombre 
black  costumes  which  from  present  indica- 
tions are  to  dominate  for  street  wear  during 
the  coming  season. 

Dressy  Hats  of  Black 

Black  is  favored  for  dressy  hats,  and  large 
picture  shapes  are  shown,  covered  with  black 
satin,  and  trimmed  with  black  or  with  colored 
ostrich  plumes. 

Vasselin-Villetard  is  showing  many  novel 
shapes  in  trimmed  tailor  hats.  Conspicuous 
in  this  group  is  a  hat  of  brown  velvet  trimmed 
with  a  fluted  band  of  the  velvet  which  en- 
circles the  crown  and  finishes  erect  in  a  deep 
point  at  a  forward  angle  at  the  front.  A  flex- 
ible band  of  turquoise  blue  plaques  strung  on 
gold  chains,  in  Renaissance  style,  encircles  the 
base  of  the  crown. 

Conspicuous  as  well  at  this  house  was  a 
turban  of  white  felt  trimmed  with  metal  eye- 
lets, and  with  a  narrow  fancy  fringe  of  long 
pointed  metal  spangles. 

A  medium  sized  hat  in  black  taffeta  from 
this  same  house  featured  a  low  crown  with 
brim  rolling  gradually  from  the  face  at  one 
side.  A  wide  bow  of  orange  and  green 
changeable  taffeta  ribbon  at  the  side  of  the 
back  formed  the  trimming. 

Double  Brim  Effects  Shown 

Mary  and  Annie  are  showing  many  hats 
in  double  brim  effects,  usually  in  the  form  of 


Fall  Millinery  Shows 

Marked  Increase  in  Size 

Two  Opposing  Influences  Manifest— Broad,  Straight  Brimmed 
Sailor  Conspicuous— Shapes  Covered  with  Satin,  Cire  Silk,  Hatter's  ^ 
Plush  and  Felt  Hats  Are  Expected  to  Lead  Field 
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A  Few  Millinery  Modes  from  Paris 


In  the  hat  shown  at  the 
top  of  this  page  the  move- 
ment toward  front  trim- 
ming is  accentuated  in 
the  broad  wings  placed 
under  the  brim  and  ter- 
minating in  a  decided 
point  at  the  front.  The 
model  is  of  black  velvet 
with  slightly  rolling  brim 
and  set  high  on  a  snugly 
fitting  bandeau.  From 
V asselin  Villetard. 


At  the  center  left  is  a 
turban  of  deep  blue  vel- 
vet trimmed  with  gray 
gros  grain  ribbon  inter- 
laced to  form  the  crown. 
The  low  side  trimming 
continues  to  hold  favor 
in  Paris.  From  Mary 
&  Annie. 


A  modified  tricorne  from 
Germaine  shown  at  the  center 
right  illustrates  the  one  sided 
treatment  conspicuous  at  this 
house.  The  model  is  of  mahog- 
any hatter's  plush  rolling  abrupt- 
ly from  the  head  at  the  left  and 
extending  into  a  wide  brim  at 
the  right  side.  A  shaped  wing 
in  mahogany  shades  forms  the 
triinmina. 


Maison  Lewis  shows  a  smart 
turban  of  Parisian  blue  leather 
in  quilted  effect  with  gros  grain 
ribbon  ornament  at  the  right.  A 
nose  veil  of  black  Chantilly 
veils  the  entire  hat  and  is  caught 
at  the  top  in  a  soft  draped  bow. 
Model  shown  at  the  bottom  of 
the  page. 
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.a  medium  size  cloche  placed  on  a  wide  head 
band.  Copper  and  mahogany  colors,  with 
navy  blue  gray  and  royal  blue  are  the  colors 
chiefly  employed  here. 

One  of  the  most  successful  models  of  this 
Jiouse  was  a  copper  color  hat  in  hatters'  plush. 
The  shape  was  perfectly  round.  The  crown 
of  medium  height  was  overlaid  with  a  draped 
band  of  wide  copper  colored  plush  ribbon 
which  passed  over  the  brim  and  was  caught  in 
a  bow  at  the  under  side. 

Marie  Lancret  Creations 

Small  flexible  shapes  with  roll  brims,  in 
duvetyns,  hatters'  plush  or 
velvet  are  emphasized  by  Marie 
Lancret.  These  for  the  most 
part  are  featured  with  high 
crovra  and  trimming  placed 
erect  either  at  the  side  of  the 
front,  or  directly  at  the  front. 

One  of  the  most  successful 
hats  of  the  collection  was  fea- 
tured with  narrow  straight 
brim  and  high  crown.  The 
shape  was  covered  with  black 
hatters'  plush,  and  the  trim- 
ming consisted  of  a  large  ros- 
ette of  pleated  black  moire  rib- 
bon placed  at  the  top  of  the 
crown  directly  at  the  center  of 
the  front.  A  narrow  band  of 
black  moire  ribbon  was  tied 
around  the  base  of  the  crown, 
and  hung  in  long  ends  over  the 
brim  at  the  back. 

In  Pink  Velvet 

An  odd  four-cornered  hat 
cleft  at  each  of  the  four  cor- 
ners was  in  geranium  pink  vel- 
vet trimmed  with  bands  of 
matching  ostrich  plumes.  The 
bands  were  folded  into  flat 
bows  and  were  wedged  into 
each  cleft  of  the  brim. 

Tricornes  in  black  hatters' 


plush  are  the  marked  note  of  the  new  shapes 
shown  by  Germaine  for  the  winter.  Conspicu- 
ous among  these  was  a  large  tricorne  which 
rolled  back  abruptly  from  the  head  at  one  side 
forming  a  long  slender  point  on  the  opposite. 
This  was  trimmed  from  the  top  of  the  crown 
with  a  wide  sweeping  spray  of  variegated  dull 
blue  glycerined  peacock  and  ostrich  feathers. 

What  Lewis  Features 

Lewis  shows  a  smart  turban  in  navy  blue 
velvet  with  cuff  brim  studded  solid  with  steel 
cabuchon  nail  heads  of  graduated  sizes.  The 
crown  is  draped,  and  a  wide  outspreading  bow 


of  the  blue  velvet  is  placed  across  the  top  at 
the  back. 

A  group  of  small  toques  shown  by  this 
house  is  very  effective.  They  are  in  cire  silk 
with  corded  brims  from  which  hang  long  cir- 
cular pendant  ornaments  like  earrings. 

An  effective  evening  hat  was  in  medium 
size  and  was  covered  with  black  satin  and 
with  silver  cloth.  The  crown  was  of  silver 
cloth,  and  the  brim  of  black  satin  extended  in 
deep  points  onto  the  crown.  Strings  of  jet 
and  steel  beads  formed  an  under  chin  orna- 
ment which  was  attached  to  pointed  steel  and 
jet  beaded  ear  tabs  at  either  side. 

Lucy  Hamar's  Hats 

Lucie  Hamar  is  as  yet  pre- 
pared only  with  a  small  col- 
lection of  sport  hats  in  col- 
ored felt.  These  are  for  the 
most  part  in  cloche  shape  of 
medium  size,  and  are  vari- 
ously trimmed  with  matching 
goose  qui-lls,  or  with  box 
plaited  ruches  of  ribbon. 

For  instance,  a  small 
cloche  in  yellow  felt  was 
trimmed  with  two  box  plaited 
bands  of  narrow  gray  gros- 
grain  ribbon.  One  band  en- 
circled the  crown,  one  band 
edged  the  brim.  A  medium 
sized  yellow  felt  cloche  was 
trimmed  with  two  stiff  yellow 
goose  quills,  twisted  around 
the  base  of  the  crown. 

Reboux'  newest  model  is  a 
black  satin  evening  hat  of 
enormous  size  with  brim 
slightly  ondulated,  and  slight- 
ly rolled  at  the  edge.  The 
crown  is  high  and  narrow, 
and  the  trimming,  which  con- 
sists of  a  six  loop  flat  bow  of 
8  inch  wide  black  satin  rib- 
bon is  placed  erect  at  the  side 
back  of  the  crown. 


n,  u  ;  f  ..„c/^^  ™,7/i  steel  nail  heads  is  cleverly  modeled  into  the  turban  shown  in  the  center  above.  The  silver  mesh  veil 
Black  velvet  ^^^r^'^/^^'l^^^^^^^  Zi  and  loose  from  the  toP  of  the  turban.    Model  from  Germaine. 

trimmed  with  raised  siWer  ^^.J  f«  f  ^^^^f "  ^  Zdels,  also  combinations  of  two  colors  in  velvet.  At  the  lower  le  t  black  hatter's 
Xh  i^isirwitaZ^^^^^^^  -n' oddly  shaped  brim  across  the  front.     Pleated  gros  grain  ribbon  ornaments 

placed  under' the  ^f^^  "f^^f^f"  mlrketnote  in  French  millinery.  The  turban  of  turquoise  velour  and  silk  cording  shown  at 
tketlTr  J5f  elaborate  ornament  o'f  ostrich.    From  Marie  Lancret. 
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CROWN  VEILINGS 


THE  CROWN  VEILING  COMPANY 

ROTHSCHILD  &c  RECHNITZER 

249  Fifth  Avenue,  Corner  28th  Street  New  York  City 


Orders  Fall  Off 
As  Summer 
Approaches 

Many  Factors  Figure  in  Analyses  of 
Present  Trade  Conditions 

AMONG  important  recent  developments 
in  the  business  world  are  the  cut  in 
steel  prices,  the  improvement  in  the 
railroad  situation,  a  slight  further  decline  in 
commodity  costs  and  the  issuance  of  reports 
showing  a  falling  off  in  our  total  foreign 
trade,  both  export  and  import. 

Current  business  in  dry  goods  lines  shows 
slight  declines  in  volume  from  some  sections 
and  improvement  in  other  territories.  Prac- 
tically all  of  the  immediate  delivery  orders 
now  being  placed  are  of  a  filling  in  character 
and,  owing  to  the  approaching  date  of  re- 
tailers' inventories  these  orders  are  being 
kept  at  a  minimum. 

Fall  orders,  on  the  other  hand,  are  being 
placed  in  growing  volume  by  concerns  in  all 
sections. 

Buyers  of  rugs  and  carpets  to  the  number 
of  700  or  more  gathered  at  the  salesrooms  of 
the  Alexander  Smith  &  Sons  Carpet  Co.  on 
Monday  of  this  week  when  the  third  auction 
sale  of  this  season  started.  Prices  averaged 
slightly  higher  than  those  obtained  at  the  pre- 
ceding sales. 

Cotton  Situation 

In  the  cotton  market  during  the  past  week 
almost  everybody  has  been  sitting  around 
waiting  for  something  to  turn  up.  As  a  re- 
sult the  market  has  shown  little  change. 
But  the  general  tendency  has  been  down- 
ward. Crop  conditions  are  reported  better, 
and  there  is  little  improvement  in  trade  con- 
ditions. Exports,  however,  continue  to  im- 
prove slowly,  and  this  is  about  the  only 
bright  spot  on  the  horizon  just  now.  The 
market  may  stiffen  when  the  British  coal 
and  cotton  mill  strikes  are  settled,  but  bar- 
ring this  it  looks  like  a  weak  market  for 
some  time  to  come. 

Yarns  are  weaker,  due  chiefly  to  the  fall- 
ing off  in  demand  from  the  automobile  indus- 
try, which  showed  brisk  but  temporary  signs 
of  revival  some  time  ago.  Gray  goods  have 
been  fairly  active  on  staple  constructions, 
but  tended  to  ease  off  toward  the  close  of 
last  week.  Fluctuations  in  this  market  have 
been  slight  for  the  last  few  months.  Any 
let-up  in  demand  causes  a  slight  shading  of 
quotations,  but  the  market  is  on  a  basis  from 
which  no  substantial  concessions  are  possi- 
ble. Sheetings  and  fine  goods  have  been 
quiet.  Sales  of  print  cloths  at  Fall  River 
last  week  amounted  to  about  120,000  pieces. 
Quotations  in  the  New  York  market  at  the 
beginning  of  this  week  were  on  the  basis  ot 
6%  cents  for  SSVa-inch,  5.35-yard  64  x  60  s. 

Weakness  Evident 

In  finished  cottons  wash  goods  are  some- 
what more  active.  The  market  generally  is 
weak,  except  on  ginghams,  percales,  sheets 
and  pillowcases,  which  are  very  strong  and 
in  many  cases  very  difficult  to  secure  for 
early  delivery.  White  goods  are  more  m  de- 
mand, especially  skirtings.  ^  . 

Dress  goods  are  active  and  firm.  Optimism 
in  this  market  becomes  stronger  from  week 
to  week,  and  a  very  successful  fall  season 
is  generally  expected.  Predictions  are  being 
made  that  the  spring  season  will  open  on  a 
higher  level.    Raw  wool  is  quiet  and  un- 
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changed,  but  foreign  wool  markets  are  firmer 
and  more  active,  due  partly,  it  is  thought, 
to  substantial  buying  by  Germany. 


Silks  Are  Quiet 

There  is  little  change  in  the  broad  silk 
situation.  Current  demand  is  centered 
chiefly  on  sports  silks,  particularly  .white 
silks.  The  raw  silk  market  continues  very 
firm,  with  a  scarcity  of  desirable  sorts  for 
nearby  delivery. 

Women's  Garments 

The  public  demand  for  lower  prices  has 
materially  affected  wholesale  prices  of  gar- 
ments for  fall. 

New  lines  now  ready  for  fall  reflect  this 
condition  in  a  drop  of  from  15  to  40  per  cent. 
The  early  models  are  decidedly  conservative, 
with  simple  decoration;  in  fact,  those  lines 
that  do  not  reflect  this  simplicity  have  been 
rejected  by  many  buyers  whose  edict  to  road- 
men is  "cut  out  the  elaborate  trimming." 

Suit  manufacturers  are  revising  their  fall 
lines  on  simpler  lines.  Little  embroidery  is 
noted  but  considerable  fur  trimming  is  used. 

Buyers  in  the  market  for  jobs  in  summer 
garments  are  not,  as  a  rule,  considering  fall 
lines,  although  they  did  attend  some  openings 
during  their  stay. 

Indications  show  more  stable  conditions  m 
the  garment  field.  Prices  are  generally  ac- 
cepted as  right  and  good  business  is  antici- 
pated. . 

July  5  is  indicated  as  the  date  on  which 
buyers  will  gather  in  New  York. 

August  3  has  been  set  for  the  fashion 
show  under  the  auspices  of  the  National  Gar- 
ment Retailers'  Association.  As  usual  it  will 
be  held  at  the  Hotel  Commodore. 

August  9  is  the  date  of  the  fashion  show 
held  by  the  Retail  Millinery  Association  of 
America. 

Laces  and  Ribbons 

Colors  are  the  prevailing  note  in  the  laces 
which  are  being  shown  for  the  present  sea- 
son. While  a  few  black  and  white  Chantillys 
and  nets  have  found  favor  with  the  leading 
dressmakers,  many  more  colors  are  being 
shown.  All  shades  of  gray,  red,  blue  and 
brown  are  particularly  featured.  Paris  is 
placing  great  emphasis  on  black  and  white 
combinations  for  midsummer  wear,  but  little 
of  this  infiuence  has  found  its  way  to  these 
shores  as  yet. 

The  wide,  fancy  ribbons  continue  at  the 
height  of  their  vogue  for  sashes  to  wear  with 
the  light  summer  dresses.  Narrow,  picot- 
edged  grosgrains  are  in  good  demand  in 
both  millinery  and  dress  Wear.  For  lingerie, 
ribbons  of  quality  are  most  frequently 
sought.  Only  the  heavier  grade  satins, 
usually  double-faced  or  two-toned,  are 
asked  for. 

Parasols  Moving 

The  season  for  fancy  parasols  is  now  at 
its  height,  and  many  departments  are  show- 
ing unique  and  ornamental  models.  Pleated 
chiffons  and  silks  trimmed  with  velvet  rib- 
bons or  appliqued  flowers  are  shown  in  a 
multitude  of  colors  and  combinations  of 
colors.  The  orchid  shades  combined  with 
deep  purples,  delicate  rose  with  American 
beauty  shades  and  delft  blue  with  navy  are 
combinations  attracting  many  buyers.  The 
unusual  shapes  which  are  always  displayed 
at  this  season  are  again  in  evidence.  Square, 
rectangular  and  flat  types  are  seen  in  many 
window  displays,  but  rarely  in  actual  use. 

The  buying  of  holiday  merchandise  for 
the  handkerchief  departments  has  been  de- 
layed until  the  present  time,  and  the  import- 
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ers  and  manufacturers  report  that  even  now 
buyers  are  showing  reluctance  to  come  into 
the  market  for  their  holiday  handkerchiefs. 
Whether  this  is  due  to  large  stocks  now  in 
the  hands  of  merchants  or  to  the  hope  that 
lower  prices  will  come  with  the  advance  of 
the  season  is  not  known.  Much  doubt  is 
being  felt  in  the  market  as  to  the  wisdom  of 
this  delay,  and  many  predict  that,  instead  of 
lower  prices,  the  sudden  influx  of  buyers 
at  a  late  date  will  cause  a  scarcity  of  mer- 
chandise with  resultant  higher  prices. 


Buyers '  Attendance 
Grows  Smaller 


Fewer  buyers  were  in  town  than  in  the 
preceding  week,  causing  a  falling  off  in  the 
demand  for  women's  apparel.  Several  lines, 
however,  held  their  own — muslin  and  silk  un- 
derwear, sweaters  and  waists.  Apparel  for 
children  and  girls  also  is  up  to  last  week's  fig- 
ures and  hosiery  runs  ahead.  The  third  car- 
pet and  rug  sale  brought  a  larger  number  of 
buyers  in  this  division,  too.  It  will  be  noted 
that  the  East  and  Middle  West  show  by  far 
the  largest  call  for  apparel.  Plush  coats  were 
sought  by  more  buyers  than  previously  has 
been  the  case.  The  table  below,  be  it  remem- 
bered, is  representative  of  the  classes  of  buy- 
ers in  the  market,  but  is  by  no  means  a  com- 
plete tabulation. 

Middle  Far  South 
Lines  East    West  West  West  South 

Gen'l  piece  g'ds.  .    1  2        ..         1  1 

Dress  goods           10  9        ..         1  1 

Silks                       12  9        ..         1  1 

Velvets                     2  6        .  .        •  •        •  • 

Cottons                   10  5        .  .         1  1 

White  g'ds,  linens  12  5        . .         1  ^ 

Domesics                 13  4         1  1 

Linings                     9  2        ..        ••  •• 

Gen'l  apparel  ...  19  19        . .         S  6 

Apparel  jobs           30  18         2         1  ^ 

Coats,  suits            34  19  3 

Skirts                      15  ^        •■        ••  •• 

Dresses                   50  24         1         1  ^ 

Waists                    21  19         1         1  1 

House  dresses, 
petticoats,  neg- 
ligees, etc              9  8  1 

Muslin,  silk  un- 
derwear               20  7         1  ■'■ 

Child'n,  girls'  app.  16  11   

Corsets                    12  2        ..        ■•  •• 

Millinery                 13  12  ^  ^ 

Furs                       16  6  1 

Infants'  wear  ...  14  4  1 
Sweaters,  bathing 

suits                    17  1^       ••         2  1 

Hosiery                   21  10         1  ^ 

Knit  underwear  .12  11         1         ^        •  • 

Notions                   12  5       .  •         ^  J- 

Art  needlework, 

embroidery  ...    6  4 

Ribbons,  laces  ...  14  4   

Leather  g'ds,  jew- 
elry, fancy  g'ds,  „ 

etc  16  7        ..        ■•  2 

Neckwear,  veils . .    8  4 

Handkerchiefs   . .    6  1 

Gloves                    12  9       ■  •        •  •        • : 

Toilet  goods              5  3        •  •        •  •  j- 

Umbrellas                 6  1 

Station'y,  books. .  4   

Luggage                   3  ..   • 

Sport  g'ds,  toys.  .3  1 
Carpets,  r'gs,  dra- 

peries,  etc  27  14         1         1  1 

Furniture                  6  ..        ••        ••  •• 

House  furnish'gs.    3  .  .         1        •  • 

Men's  clothing. . .  10  8         ^         ^  ^ 

Men's  furnishings  30  14         1  ^ 

Boys' cloth'g,  fur.  20  12         7        "  t 

Men's  hats                4  5         1        •  •  | 

Shoes                        6  6         2         1  1 

Miscellaneous  ...  17  8  ^   

Total  lines  606      339       26       31  37 

Total  last  week.  .682      438       41       33  58 
Total  buyers,  798. 
Last  week,  982. 
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S  COTSMOOR 


KNITTED  GLOVES 


TRADE  MARK 


0 


No.  L23xA  "Women's 
Gauntlet  made  of  Im- 
ported Camel's  Hair 
Yarn  $30  doz. 


AIso|SCOTSMOOR  Gauntlets  for  Men, 
Women  and  Children  at  prices  ranging 
from  $8.25  per  dozen  up. 


KNIT'J'ED  I'KOnUCT.S 


Outdoor  sports  have  popularized  knitted  gloves  to  the 
extent  that  the  demand  next  Fall  will  exceed  the 
supply* 

Bearing  in  mind  that  quality  merchandise  leads. in 
sales — and  that  it  takes  time  and  experienced  labor 
to  produce  this  class  of  goods,  wise  merchants  are 
placing  orders  NOW  for  early  Fall  delivery, 

SCOTSMOOR  Knitted  Gloves  have  the  qualities  that 
make  them  the  choice  wherever  quality  is  the  de- 
ciding factor. 

The  best  grade  of  imported  and  domestic  yarn  is 
backed  up  by  sturdy  Scotch  workmanship  made  to 
comply  with  American  Style  requirements, 

SCOTSMOOR  Gloves  and  Mittens  are  made  of  An- 
gora, Angora  and  Silk,  Alpaca,  Cashmere,  Camel's 
Hair,  Botany  Wool  and  Scotch  Heather  wool. 

Samples  on  request 


SCOTSMOOR  COMPANY 


Johnstown 


New  York 
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Left-Glove  in  white  kid  with  gauntlet  in  black  stitched  in  silver  metal  thread;  also  black  kid  glove  with  edge  of  gauntlet  trimmed  with  cut  work 
Center-White  gauntlet  glove  with  stitching  in  gold  metal  thread;  also  graysuede  gauntlet  glove  with  slashes  throughout  the  cuff  reaching  M  ""T. 
Left-Glove  in  white  kid  with  monkey  fringe  and  jet  bead  trimming;  also  white  glace  kid  glove  with  floral  apphque  motifs  m  contrasting  embroidery  m 
colored  silk. 

Paris  Has  Liking  for  Mousquetaire 

And  Gauntlet  Glove  Styles 


Members  of  French  Syndicate  Believe  Price  Decline  Is  Essential— Pos- 
sible Revision  Upwards  of  American  Tariff  Fails  to  Alarm  Factors- 
White  Gloves  Embroidered  in  Black  Are  in  Good  Demand 


DURING  the  last  several  months  the 
French  kid  and  leather  glove  industry 
has  passed  through  various  phases.  In 
October  last,  the  crisis  was  acute.  Cancella- 
tions from  America  vi^ere  in  order,  stocks  con- 
tinued to  accumulate  and  prices  were  reced- 
ing. 

This  situation  lasted  throughout  the  six 
months  from  October  to  March,  for,  due  to 
the  lack  of  orders,  raw  skins  on  the  one  hand 
fell  in  price  about  50  per  cent,  while  on  the 
other  hand  many  manufacturers  were  obliged 
for  financial  reasons  to  dump  their  stocks  of 
finished  goods  on  the  market  for  whatever 
price  they  could  realize. 

Speculation  Again  Started 

By  March  1,  however,  business  showed 
signs  of  picking  up.  Orders  began  to  come 
in  gradually,  and  with  stocks  practically  ex- 
hausted, a  stabilization  in  prices  and  a  gen- 
eral readjustment  seemed  imminent.  Sud- 
denly, due  probably  to  the  prospect  of  an 
increase  in  the  tariff  on  gloves  in  America  and 
to  the  fact  that- the  stocks  in  the  American  re- 
tail shops  had  reached  a  low  ebb  following  the 
cancellation  of  the  fall  orders,  requests  for  im- 
mediate delivery  of  merchandise  came  pouring 
in  on  the  market.  The  result,  of  course,  was 
an  immediate  resumption  of  speculation  in  raw 
skins  with  a  30  per  cent  increase  in  prices. 

In  an  interview  given  an  Economist 
staff-member  some  months  ago  by  one  of  the 
most  active  members  of  the  glove  syndicate, 
this  crisis  was  clearly  foretold,  but  the  most 
broad-minded  members  of  that  organization 
have  decided  that  the  present  upward  move- 
ment of  prices  in  raw  skins  must  be  stopped 
at  all  costs. 

They  realize  that  economic  conditions  are 
such  that  a  decrease  in  the  price  of  gloves  is 


Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

imperative.  Wages  of  the  glove  workers  have 
been  reduced  20  per  cent  to  be  sure,  but  the 
main  factor  in  a  return  to  normal  prices  is  a 
decrease  in  the  cost  of  raw  skins.  If  raw 
skin  prices  continue  at  their  present  exorbi- 
tant level,  by  next  fall  glove  costs  will  again 
increase.  This  would  result  in  the  public  be- 
ing either  unable  or  unwilling  to  buy  at  all. 

A  third  factor  which  renders  the  situation 
difficult  in  Grenoble  is  the  demand  in  America 
for  long,  colored  kid  gloves.  When  one  con- 
siders that  sixty  out  of  a  hundred  skins  are 
good  for  black  and  white  gloves  only,  and  that 
70  per  cent  of  the  orders  coming  from  Amer- 
ica call  for  long,  colored  gloves  the  difficulty 
of  the  situation  is  evident.  However  reluctant 
French  manufacturers  may  be  to  buy  skins  at 
inflated  prices,  they  are  forced  to  do  so  or  re- 
fuse orders. 

Fortunately  the  demand  in  France  is  chiefly 
for  black  and  white  kid  gloves.  An  increasing 
demand  is  registered  each  day  for  the 
"chamoise"  and  "tanne"  glove  which  is  more 
durable  and  of  better  value. 

Tariff  Rise  Not  Feared 

While  the  question  of  the  American  tariff 
is  being  much  discussed  here  in  the  glove  cen- 
ters, it  is  not  feared  that  an  increased  duty 
will  injure  to  any  great  extent  the  export  of 
the  French  gloves  to  America.  The  chief  com- 
petitor would  be  Germany,  but  though  Ger- 
many makes  an  excellent  cheap  glove,  she  can- 
not compete  with  France  in  the  high-grade 
article  for  which  the  bulk  of  orders  are  taken. 
There  is  also  a  chance  that  a  preferential  tariff 
may  be  applied  to  French  goods. 

Whether  or  not  the  present  activity  of  the 


glove  business  with  America  will  continue,  or 
whether  its  increase  is  due  to  a  desire  on  the 
part  of  retailers  to  obtain  the  merchandise  be- 
fore the  tariff  is  revised  remains  to  be  seen. 

Gavmtlet  Glove  Going  Well 

As  far  as  fashion  in  gloves  is  concerned, 
the  mousquetaire  and  the  gauntlet  are  both 
extensively  worn,  although  the  gauntlet  is  re- 
placing the  mousquetaire  to  some  extent,  par- 
ticularly in  the  high  novelties. 

Gauntlet  gloves  with  stiffened  cuffs  much 
trimmed,  either  with  perforations,  embroid- 
eries or  slashings,  are  in  good  demand. 

These  modes  in  black  glace  kid  trimmed 
with  white,  with  a  heavy  fancy  black  and 
white  embroidery  on  the  hand  are  conspicu- 
ous. 

They  are  worn  with  the  fashionable  gray 
and  black  tailor  suit,  also  with  the  black  crepe 
dress. 

White  Gloves  in  Demand 

White  gloves  embroidered  in  black  are  in 
good  demand.  In  fact,  the  black  and  white 
combination  is  the  main  feature  in  glove 
fashions  as  seen  in  Paris  at  present.  The  call 
at  wholesale  for  silk  gloves  is  dying  out.  Such 
is  usually  the  case  at  this  season  of  the  year, 
as  the  silk  glove  is  more  suitable  for  summer 
than  for  winter  wear. 

Fabric  suede  gloves,  however,  are  selling 
freely  in  the  slip-on  and  wrist-strap  effects. 

In  these  as  in  the  kid  gloves,  black  and 
white  effects  are  favorably  spoken  of,  al- 
though the  bulk  of  sales  is  registered  for  the 
fabric  glove  in  white  or  in  cream. 


Production  of  ginghams,  percales,  sheets 
and  pillow  cases  is  behind  demand  and  is  like- 
ly to  continue  so  for  some  time 
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Max  Mayer  Features 


No.  I  shows  the  Newest  Bracelet 
Effect  Atlas  Suede  Mousquetaire 
which  comes  in  White,  Grey,  Mastic 
and  Beaver,  in  Contrast  Finish. 

No.  2  shows  the  new  Trouville, 
Imported   Genuine   Suede  Gauntlet 

with  Strap,  Buckle  and  one-pearl 
clasp.  It  is  made  with  Flared  Cuff 
faced  with  Genuine  Milanese  Silk 
Lining  in  Contrast  to  harmonize 
with  the  four-row  hand  crochet  em- 
broidery. 

No.  3  shows  the  new  Corona  At- 
las   Suede    Gauntlet    finished  with 


Largest  Variety  of  Kid  and 

Fancy  Styles 

We  have  spared  no  efforts  and  expense  in  pre- 
paring for  Fall  and  have  succeeded  in  producing 
the  best  imported  and  domestic  lines  of  Kid  and 
Fabric  Gloves  of  every  description. 

Ladies'  2-CIasp  Overseam  Lambskin  and  Real 
Kid  Gloves  in  all  the  latest  colors  and  combinations 
made  with  three-row  and  fancy  crochet  embroidery. 

Ladies'  Gauntlet  EfiFect  Kid,  Cape  and  Suede 
Gloves,  made  in  full  pique  and  prixseam  in  the  most 
up-to-date  finish  in  Tan,  Brown,  Grey,  Beaver, 
Mode. 

8,  12  and  16-Button  Glace  Mousquetaires  in 

White,  Black  and  other  colors,  in  the  best  imported 
goods. 

Men's  and  Boys'  Kid,  Cape,  Suede,  Mocha 
Gloves,  Lined  and  Unlined,  complete  assortment 
to  retail  at  popular  prices. 

Atlas  Suede  made  in  2 -Clasp,  Strap  Wrist,  also 
1  2-  and  1  6-button,  Mousquetaires  made  in  Self  and 
Contrast  Embroidery,  in  all  the  latest  colors — 
White,  Grey,  Mode,  Beaver. 

Atlas  Suede  Gauntlets  in  the  newest  creations, 
exquisitely  made  with  Strap  and  Pearl  Buckle, 
Double  Cuff,  lining  of  which  is  made  in  Contrast  to 
match  embroidery. 

MAX  MAYER 

Importers  and  Manufacturers 
80-82  FIFTH  AVENUE, 

Telephone  t— Chelsea  | 


Rihhon  Novelties  From  the  Line  of  Maurice  Vergne,  Paris 


French  Ribbons 
in  Good  Demand 

Manufacturers  at  St.  Etienne  Report 
Big  Business — Wide  Widths  in 
Plain  Color  Wanted 

Paris  Office  of  the  Dry  Goods  Economist, 

2  Rue  des  Italiens 

WIDE  girdles  and  panellings  of  all  de- 
scriptions are  still  the  marked  feature 
of  fashion  in  garments.  While  this 
mode  remains,  ribbons  continue  to  be  in  good 
demand  of  necessity.  That  this  is  the  case  is 
confirmed  by  reports  from  the  ribbon  center 
at  St.  Etienne  where  manufacturers  report 
that  the  turnover  has  this  year  amounted  to 
about  500  million  francs  which  is  over  five 
times  the  average  pre-war  production.  Even 
taking  into  consideration  the  increased  sell- 
ing price,  these  figures  none  the  less  mean 
that  a  considerable  increase  in  the  production 
as  well  has  taken  place. 

Figured  Ribbons  in  Less  Demand 
For  the  coming  winter  season,  fashion 
tends  toward  the  use  of  ribbons  in  wide 
widths  in  plain  colors  in  heavy  qualities  of 
moire  and  of  satin,  also  in  gros  grain.  Fig- 
ured ribbons,  brocades  and  the  lame  effects 
are  less  in  demand  than  they  have  been  dur- 
ing the  last  few  seasons.  . 

Cire  ribbons  in  all  widths  but  notably  m 
twelve  to  sixteen  inch  sash  widths  figure  con- 
spicuously, but  particular  emphasis  is  being 
given  to  moires. 

Figured  Moires  Popular 
In    the    new    collection    from  Maurice 
Vergne  for  instance  figured  moires  in  heavy 


qualities  stand  out  prominently  and  are  of- 
fered with  the  moire  pattern  forming  an  in- 
visible leaf,  or  an  invisible  spot  design. 

Heavy  satin  backed  moire  gros  grains  are 
also  featured  in  wide  widths  in  the  regulation 
irregular  weavy  line  moire  effect. 

Prominent  among  the  novelties  is  a  four 
inch  wide  cellophane  lame  ribbon  with  a  silk 
boucle  surface.  For  trimmings,  attention  is 
called  to  a  line  of  half  inch  folded  ribbons 
like  bias  bands  which  are  called  tubular  rib- 
bons. These  are  shown  in  plain  colored  satin 
only,  but  in  a  wide  range  of  colorings. 

Oriental  Designs  Shown 
An  inch  and  a  half  wide  lacquered,  or  cire 
ribbon  in  satin  printed  in  Hindu  figure  de- 
signs in  silk  and  in  metal  is  featured  among 
the  few  figured  novelties  shown. 

An  odd  group  of  quarter  inch  wide  metal 
edged  gros  grain  ribbon  brocaded  in  metal 
in  hearts,  diamonds,  clubs,  spades  is  being  of- 
fered. The  ribbons  are  called  the  playing 
cards.  A  quarter  inch  wide  gros  grain  metal 
edged  ribbon  run  with  polka  dots  through  the 
center  is  being  offered  for  millinery  purposes. 

Medium  width  changeable  taffeta  ribbons 
are  represented  to  some  extent  in  the  Vergne 
line,  but  moire  take  precedence  over  all  other 
weaves. 

George  F.  Steele  has  been  appointed  buyer 
of  infants'  wear,  muslin  underwear  and  cor- 
sets for  Weinstock,  Lubin  &  Co.,  Sacramento, 
Cal.,  succeeding  Miss  Jane  Cox,  now  in 
charge  of  the  corset  and  negligee  depart- 
ments for  the  Ville  de  Paris,  Los  Angeles. 
Mr.  Steele  formerly  operated  a  ready-to-wear 
store  at  Modesto,  Cal. 

Camel's  hair  fabrics  are  being  featured  a 
good  deal  by  the  Paris  houses.  So  are  broad- 
cloths. 

Tricotines  and  twills  are  said  to  be  well 
sold  for  fall. 


Greenville  Show 
To  Be  Big  Event 

Visitors  to  Textile  Products  Exhibit 
Will  Have  "Inner  Man"  Well 
Looked  After 

One  of  the  most  attractive  features  of  the 
Textile  Products  Show,  to  be  held  at  Green- 
ville, S.  C,  Oct.  6  to  12,  will  be  a  huge  South- 
ern kitchen,  in  charge  of  a  staff  of  old-time 
colored  cooks.  Nothing  will  be  served  in  this 
kitchen  except  time-honored  Southern  dishes 
ranging  from  corn  cakes  and  corn  syrup  for 
breakfast  to  hot  biscuits  and  home-made  pre- 
serves for  supper,  with  plenty  in  between. 

More  to  the  business  point  of  view,  though 
scarcely  more  important,  will  be  the  room  de- 
voted entirely  to  exhibits  of  ancient  and  mod- 
ern cottons  from  every  part  of  the  world. 
Cotton  cloth  was  made  in  the  time  of  the 
Pharaohs  in  Egypt,  and  from  collections  of 
the  Government  and  of  private  individuals  ex- 
amples of  cotton  fabrics  from  all  ages  will  be 
obtained  for  this  display. 

Range  of  the  Display 

Modern  fabrics  will  be  shown  in  every  va- 
riety, from  canvas  in  which  ten  pounds  of 
cotton  is  used  for  every  yard  of  goods  up  to 
the  most  delicate  and  finely  finished  fabrics  in 
which  the  weight  of  the  fabric  is  so  minute 
as  to  be  negligible. 

Visitors  will  see,  too,  every  kind  of  yarn, 
thread  and  cloth,  as  well  as  a  wide  range  of 
garments.  It  is  expected  that  knit  underwear 
and  hosiery  especially  will  be  shown  in  con- 
siderable quantity  and  variety. 
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A  New  Popular  Style 

8 -Button,  Strapped  Wrist 
with  Extra  Wide  Gauntlet 

This  glove  is  especially  designed  for  the  new  wide 
sleeve  or  full  cuff  dress,  or  large  wrist. 

It  is  a  characteristic  Pioto  Glove,  made  in  Saxony, 
of  finest  real  kid — and  it  carries  a  feminine  appeal 
in  style,  quality,  practicability  and  price  which  has 
won  for  it  high  favor. 

Shown  in  white  and  popular  colors,  with  Paris 
Point  Embroidered  backs — and  priced  to  bring 
merchants  quick  sales  and  splendid  profit  at 

$36.00  dozen 


GOODHAND,  SMITH  &  JOHN 


Also  with  3 -row 
crochet  embroi- 
dered backs,  in 
white  and  popu- 
lar colors,  excep- 
tionally priced  at 
doz. 

$37.25 


3 1  5  Fourth  Avenue 


Incorporated 


New  York 


'1 
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MOHAWK 

MOCHA-SUEDENE 
GLOVES 


are  known  wherever  good  gloves  are  sold,  and  are 
chosen  for  their  beauty  of  fabric,  accuracy  of  size  and 
splendid  serviceabilty. 

They  are  consistently  referred  to  as  "the  standard  of 
fabric  gloves  made  in  America." 

Their  soft,  suede-like  appearance  comparing  in  attract- 
iveness to  leather,  makes  them  ideal,  desirable  gloves 
for  all-seasons  wear. 

The  192 1  New  Fall  and 
Winter  Styles  Ready 

for  inspection  are  carefully  fashioned  and  skillfully 
made  to  characteristic  Mohawk  highest  standards  of 
quality  and  workmanship.  Consequently,  they  will 
prove  the  best  and  most  satisfactory  line  that  you  can 
carry.    Our  representative  will  call  on  you. 


MOHAWK  GLOVE  CORPORATION 
257  FOURTH  AVENUE,   NEW  YORK  CITY 


BOSTON 
99  Chauncy  St. 

HOUSTON 
404  Kiam  Bldg. 


Branch  Salesrooms: 


SAN  FRANCISCO 
133  Market  St. 
PHIL.ADEXJ'HIA 
422  Bulletin  Bldg. 


OUR    NEW    CHICAGO  OFFICE 
Westminster  Bldg.,  Monroe  and  Dearborn  Sts. 
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Waistcoats  Show  Unique  Developments 


n,olh//of  i^rbali'ttlons'  ""^"'"''^  """"  ^"^''^  embroidered  in  black  silk.    Model  bnitous  dozvn  center  at  the  front  with 

iurei'lSh  2!i:;;'!^ial'Zt::;^i::^'''  -'^-'^--'^  — "-^  co>,on,  and  u^hite  or.andy.    Model  fea- 

bandTthcnutld\,7^^^^^^  '""^  ""■'"''^•^  '°  ^^""'"^  "f         '"■^"''^y       fi'"-'''ed  «  double 

pointTZ  IhflVweTX'c'.^  ""^"'"'"^''"^  ^"del  buttons  dozvn  the  center  of  the  front  and  is, 

tons^twn  Sel~ont'^^^^^^^^  ""'"'^'^  ""^''"'dered  in  yellozv  silk.    Model  features  high  choker  collar  and  but- 
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Here  Is  the  System  Initiated  by 
Robinson  Crusoe,  Advertising  Man 

Latter  Day  Visitor  to  Merchandising,  Juan  Fernandez,  Sets  Out 
to  Teach  a  Leading  Store  How  to  Get  the  Public's  Ear— After 
Carefully  Studying  Field  He  Puts  Ideas  Into  Practice 


IF  Robinson  Crusoe  had  been  an  advertis- 
ing man  and  his  well-advertised  island 
had  been  a  modern  city,  with  NO  adver- 
tising or  no  CONCEPTION  of  what  adver- 
tising is  or  does,  what  methods  would  he 
have  adopted  in  planning  and  launching  an 
advertising  campaign  for  the  largest  store 
on  the  island?  Bear  in  mind,  please,  that 
Robinson  is  the  ONLY  man  there  who  knows 
ANYTHING  about  publicity.  It  is  as  new  to 
tired  business  men,  commuters 
and  other  laborers  as  the  first 
tooth  is  to  the  baby. 


By  Ernest  C.  Hastings 

We  must  create  a  demand  for  other  things 
and  lead  them  to  look  for  those  things  at 
this  store.  In  other  words,  we  are  going 
to  make  them  connect  their  definite  wants 
with  a  definite  place  to  buy." 

Crusoe  studied  the  departmental  reports 
of  the  store  for  the  past  year  to  see  what 
days  of  the  week  were  the  biggest  in  each 


Crusoe's  Argument 

Let  us  pass  over  the  weeks 
spent  by  Crusoe  in  convincing 
Mr.  Jones,  who  owned  the  big- 
gest store,  that  he  SHOULD  ad- 
vertise and  come  down  to  the 
time  when  Jones  decided  to  try 
out  the  innovation. 

The  store  was  just  a  store.  It 
wasn't  even  known  as  a  popu- 
lar-price, medium-grade  or  high- 
class  store.  Such  classification 
of  stores  is  the  result  of  adver- 
tising. Our  stores  in  America 
would  not  be  divided  into  such 
DEFINITE  groups  had  not  adver- 
tising put  them  in  one  or  the 
other  class.  There  was  no  such 
thing  as  a  high,  low,  or  medium 
class  customer.  Advertising 
makes  folks  conscious  of  the 
kind  of  goods  they  buy,  and 
there  had  never  been  any  ad- 
vertising on  Desert  Island. 

Taught  Them  to  Think  , 

Crusoe  started  his  campaign  by  watching 
the  store's  customers.  He  wanted  to  see 
what  they  bought  and  how  and  when  they 
bought.  One  day,  while  standing  on  the 
floor  talking  to  Mr.  Jones,  he  said:  "These 
customers  buy  only  what  they  want  TO- 
DAY; they  take  nothing  else  away  with  them. 
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department;  after  which  he  made  his  first 
chart,  which  is  reproduced. 

The  crosses  indicate  the  peak  buying  for 
each  section.  You  will  notice  that  some 
have  as  high  as  three  good  days.  Where 
this  was  true  he  indicated  the  biggest  day 
by  a  cross  in  red.  The  store's  weekly  total 
was  also  indicated  on  a  chart  (No.  2)  by 
days,  for  even  WITHOUT  advertising  cer- 
tain days  were  found  to  dominate,  and  on 
the  same  chart  the  year's  fluctuations  in 
trade  by  months  were  shown,  as  below: 

Robinson  next  toured  the  island.  He 
found  it  DIVIDED  into  poor,  medium  and 
good  residential  sections,  with  the  factories 
mixed  through  the  flrst.  Then  he  went  back 
to  the  store  and  the  delivery  man  gave  him 
a  sheet  showing  the  number  of  packages 
delivered  in  each  section  during  the  past 
year.  With  this  information  another  chart 
was  made  (No.  3) . 

Crusoe  studied  the  chart,  mastered  it  and 
visited  the  offices  of  the  newspapers— there 
were  three  of  them.  The  owners  had  never 
heard  of  a  man  who  was  willing  to  PAY  for 
having  news  printed,  but  being  curious  they 
asked  Crusoe  for  his  proposition.  Robinson, 
though,  wasn't  ready  to  do  business,  and 
asked  for  the  circulation  sheets  or  mailing 
list  of  each  paper.  Since  advertising  was 
unknown  and  there  being  no  reason  for  hid- 
ing the  mailing  lists,  he  got  what  he  wanted. 
With  this  he  made  chart  number  four. 

He  compared  this  chart  with  No.  3,  which 
showed  where  the  clients  of  the  store  lived. 


He  found  that  the  "Star"  lines  ran  almost 
directly  opposite  to  those  of  the  store's  pa- 
trons. The  "Post"  hit  a  happy  medium  and 
the  "Times"  ran  almost  parallel  with  the 
ups  and  downs  of  the  store's  delivery  map. 

Realizing  that  it  is  easier  to  cultivate 
broken  ground  than  to  plow  new,  Robinson 
decided  to  pass  up  the  "Star",  give  70  per 
cent  of  the  advertising  to  the  "Times"  and 
30  to  the  "Post."  Going  back  to  the  selected 
papers,  he  put  this  proposition  to 
them:  "I'll  pay  you  two  cents  a 
line  per  thousand  of  circulation." 

He  Gets  a  Working  Capital 

This  was  accepted,  and  Crusoe 
returned  to  the  store  to  plan  his 
first  ad.  He  sent  for  the  depart- 
mental report  sheets,  showing 
mark-up,  selling  cost,  gains,  etc., 
and  then  had  a  conference  with 
Jones.  He  asked  for  and  got  an 
advertising  allowance  of  2V-i  per 
cent  of  the  total  sales  of  the  pre- 
ceding year,  thus  obtaining  a 
working  capital  of  $115,000. 

Referring  back  to  his  charts, 
Crusoe  proceeded  to  apportion  his 
appropriation  so  as  to  make  a 
schedule  for  a  year.  Then  he  was 
ready  to  tackle  the  department 
buyers.  They  did  not  understand 
anything  about  advertising,  and, 
therefore,  Crusoe  had  to  sell  them 
the  whole  proposition. 

He  explained  what  advertising 
is  and  does,  and  gave  them  space 
based  on  what  chart  4  showed. 


allotments  „  _ 

Then  he  told  them  that  they  must  make  it  a 
rule  to  requisition  the  space  they  wanted  at 
least  10  days  in  advance  and  that  they  must 
use  the  space  allotted  on  the  days  indicated. 
For  their  guidance  he  prepared  another  chart 
(No.  5)  and  hung  it  on  the  wall  in  his  office. 

The  Matter  of  Policy 
Robinson  now  was  ready  to  prepare  his 
ads.  But  there  were  still  a  few  things  that 
must  be  decided  before  the  first  ad  appeared. 
What  should  the  store's  advertising  policy 
be— institutional  or  price?  He  realized  that 
results  must  be  had  at  once  or  Mr.  Jones 
would  get  discouraged,  and  yet  he  knew  to 
neglect  the  institutional  publicity  would 
soon  put  the  store  in  the  class  of  mere  money 

(Continued  on  page  207) 
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A841 
Crystal  Cord 


328  Fourth  Ave.,  Corner  24th  St.,  New  York 

Braids  and  Trimmings 

ARE  PARAMOUNT  FOR  FALL 

We  are  showing  the  latest  and  most  exclusive  ^^2/6 
designs  and  colorings  Soutache 


H4258 
Fancy  Long 
Cup  Tassel 


G3415 
Sport  Radium 


H4281 
Rajah  Girdle 


Sash  H4202 
Braid  Band  M1903 


Braid  and  Fringe  shown  in  illustration  can  be  had  by  the  yard. 


G3523  G3522 
Lattice  Band  and  Edge 


Hi 


CASTLE  BRAID— BEST  MADE 
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WRITE  DIRECT  TO  BALTI- 
MORE for  our  sample  pack- 
age No.  30,  consisting  of  15 
women's  and  5  men's  um- 
brellas (no  two  alike) .  From 
75c  to  $6.50  each. 


Polan,  Katz 
&  Co. 

Factory 

BALTIMORE 
615-617-619-621    E.  Baltimore 
Street 

NEW  YORK 
1166  Broadway,  Ground  Floor 

PHILADELPHIA 
1011  Chestnut  Street 

ST.  LOUIS 
1319  Washington  Avenue 

Visit  Baltimore  Fashion 
Show  August  9th  to  19th 


THE  thing  that  will  make  your  umbrella  de- 
partment is  a  reputation  for  having  ideas  in 
handles  that  the  other  fellow  hasn't  got. 

It  is  the  Polan,  Katz  policy  of  thinking  "ahead"— 
the  constant  search  for  the  "something  different" 
—and  getting  it  first— that  has  doubled  our  busi- 
ness in  the  past  three  years! 

We  are  the  "long  distance"  umbrella 
departments  of  some  of  the  best  and 
biggest  stores  in  America.  They  know 
we  are  always  in  a  position  to  ship  at 
once  anything  in  the  umbrella  line. 

They  know  that  we  give 
SERVICE. 
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Lace  and  Embroidery  Novelties  from  Paris 


Photos  and  sketch  from  Pat  is  office  of  the  Economist 

1'7^J''"mZ  f,  ^t'''  f  "f  ^  -T']^  embroidered  with  silk  and  red  chenille  of  graduated  tone. 
2-5-7-Novelty  hercules  braid  from  Schiller,  in  black,  and  combinations  of  black  with  a  color 

beads7  '''^  ^^^^^         oler  cream  saHn    The  long  chains  are  of  gilded  wooden 

4— Flame  colored  silk  crepe  embroidered  in  black  chenille. 
&— Black  net  with  large  discs  of  copper  metal  embroidery. 
^Insertion  of  black  net  embroidered  in  black,  royal  blue  and  white  silk 


French  Lace  Trade 
Anything  but  Rosy 

Calais  Manufacturers  Turning  Out 
Greater  Variety  of  Patterns— Metal 
Laces  in  Demand 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

WITH  the  export  of  laces  from  France 
seriously  menaced  by  the  increase  in 
tariffs  in  England,  Switzerland,  and 
United  States,  and  the  general  depressed  state 
of  affairs  in  France  itself,  the  outlook  in  the 
lace  field  is  anything  but  brilliant,  and  this 
notwithstanding  the  fact  that  the  vogue  for 
laces  continues  as  great  as  ever. 

Progress  Is  Registered 

According  to  Mr.  Thiebault,  president  of 
the  Chambre  Syndicale  of  the  lace  makers  of 
Paris,  the  lace  trade,  like  many  others,  is 
still  in  the  midst  of  the  most  difficult  time 
in  its  history. 

However,  at  Calais, 
great  progress  has  been 
registered  within  the  last 
six  months,  and  practically 
all  of  the  machinery  in  the 
various  factories  at  this 
lace  manufacturing  center 
has  been  overhauled,  and 
many  new  looms  have  been 
installed. 

It  is  interesting  to  note 
that  the  renovated  ma- 
chines are  now  producing 
an  entirely  new  style  of 
Calais  lace.  This  is  called 
the  new  Chantilly,  and  is 
very  sheer  and  brilliant  in 
finish. 

The  difficulty  with  the 
old  Calais  lace  was  that 
the  same  patterns  were  re- 
produced year  after  year, 
and  there  seemed  to  be  no 
way  of  introducing  any 
novelty  into  the  design. 

This  monotony  and 
sameness  naturally  af- 
fected its  sales,  and  the 
manufacturers  at  Calais 
have  long  been  studying 
how  to  improve  their  ma- 
chines so  as  to  produce 
lace  in  a  variety  of  pat- 
terns. This  they  have 
finally  achieved. 
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are  in  excellent  demand.  They  are  shown  in 
all  silver,  or  in  silver  mingled  with  copper, 
gold  or  steel. 

Black  lace  is  most  in  demand.  Next  m 
favor  are  copper,  jade  and  gray  laces,  these 
in  the  order  mentioned. 

In  general,  stiffened  or  lacquered  laces  of 
all  kinds  are  featured  in  the  new  lines  for 
winter. 


Fair  Exhibits  Limited 

The  thirteenth  annual  Paris  Fair  closed 
May  25.  This  fair,  unlike  the  Lyons  event, 
is  open  to  French  manufacturers  only. 

Comparatively  few  articles  de  luxe  were 
exhibited  this  year,  the  space  being  mainly 
given  over  to  the  mechanical,  building,  fur- 
niture, and  prepared  food  exhibits. 

The  business  transacted  was  chiefly  by 
Belgian,  Italian,  Swedish  and  Czecho-Slovak 
buyers.  Few  English  or  American  buyers 
attended. 

W.  F.  Holley,  formerly  buyer  of  hosiery 
and  underwear  for  the  Metropolitan  5-to-50- 


Laces  to  Be  Brilliant 

With  regard  to  the  gen- 
eral trend  in  laces,  Mon- 
sieur Marescot  reports 
that  all  laces  for  the  winter  will  be  very  bril- 
liant in  finish,  and  that  the  demand  for  colored 
Chantilly  lace  is  still  strong.    Among  the 
novelties  which  are  being  shown  are  laces  m 
colored  cellophane.    Laces  in  the  combination 
of  silk  and  cellophane  mixed  are  also  m  de- 
mand. 

The  great  novelty  of  the  season,  however, 
and  that  for  which  the  greatest  success  is 
anticipated  is  fine  silk  net,  on  the  order  of 
Brussels  net,  embroidered  in  flat  chenille,  m 
the  manner  of  a  narrow  tape. 

Metal  Laces  in  Demand 

Quantities  of  metal  laces,  notably  in  col- 
ored varieties,  and  of  silk  nets  embroidered 
in  colored  metals  are  featured.    Silver  laces 
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Paris  Is  Partial 
To  Novelty  Braids 

Yet  Fringe  Effects  Are  Popular  Trim- 
mings for  Evening  Dresses — 
Chenille  Embellishments 
Featured  by  Lion 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

IN  trimmings,  braids,  notably  black  silk 
hercules  braid  in  all  widths;  narrow 
heavy  black  silk  guimpe,  cire  braids,  and  em- 
bossed metal  braids  lead. 

Particular  emphasis  is  laid  on  ondulated 
varieties  which  are  shown  in  black  or  in  parti- 
colored effects. 

Novelty  hercules  braids  embroidered  in 
metal  in  chain  stitch  in  conventionalized  floral 
designs,  also  in  striped  effects,  are  strongly 
featured. 

Embroidery  in  Floral  Design 

Very  effective  in  this  group  was  a  black 
silk  hercules  braid  which  was  embroidered  in 
all  over  floral  design  in  gold  and  in  white  with 
the  edges  finished  with  a  thick  white  wool 
yard  overlaid  with  black  silk  in  such  manner 
as  to  suggest  hemstitching. 

Emphasis  is  also  given  by  Monsieur  Lion 
to  jet.  Many  novelties  in  jet  motives  with  jet 
fringes  are  being  brought  out  as  trimming 
for  evening  dresses. 

Jet  Bead  Belts 

Jet  bead  belts,  for  instance,  are  shown 
hung  with  long  fringe  composed  of  alternat- 
ing strings  of  tubular  and  of  plain  beads. 
The  fringe  is  arranged  in  wide  panels  hung  at 
intervals  of  every  five  inches  throughout  the 
length  of  the  belt. 

A  very  effective  tunic  from  this  house  is 
composed  of  a  skirt  length  fringe  of  metal 
balls  hung  from  a  belt  of  metal  beads. 

Full  Line  of  Flouncings 

A  full  line  of  flouncings  in  square  mesh 
net  embroidered  with  chenille  in  brilliant  col- 
ors, many  of  them  in  high  relief  is  also  being 
brought  out. 

The  patterns  are  in  both  floral  and  cubist 
ors  in  high  relief  is  also  being  brought  out. 
designs  in  chenille  with  a  mixture  of  brilliant 
chenille  silk  floss. 

Marked  emphasis  is  laid  by  Monsieur 
Lion  on  chenille  as  the  dominating  note  in 
fashions  in  trimmings  for  the  winter  season 
of  1921-22. 


Trimmings  in  jet,  showing  the  profuse  use  of  fringe,  either  al 
ilaTk  or  black  and  white,  are  a  distinctive  note  m  the_  new  lines. 
Both  these  and  the  fringe  shown  below  are  from  A.  Lion. 

Cent  Stores,  Inc.,  recently  resigned  from  that 
position  to  become  vice-president  of  the 
Franklin  5-Cent-to-$2  Stores,  Inc.,  in  which 
position  he  will  act  as  buyer  of  men's  and 
women's  apparel. 

A  boys'  clothing  department  conducted  in 
connection  with  the  men's  furnishings  depart- 
ment of  the  Charles  H.  Bear  &  Co.  store 
in  York,  Pa.,  has  been  discontinued.  G. 
W.  Roberts,  buyer  and  manager  of  the  fur- 
nishings department,  was  also  in  charge  of  the 
boys'  clothing  department  and  decided  that  be- 
cause of  lack  of  enough  space  for  either  of  the 
departments  it  was  better  to  eliminate  the 
boys'  department  and  add  the  space  to  the 
furnishings  displays. 


Veep  fringes  of  heads  are  a  feature  of  many 
of  the  new  skirt  trimming  ideas. 
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WIMPSORS 
PORTHAT^ 


FOR  OUT 
VACATION 


AND 

/A  IB 


T  O 


Stylm§>  fflMsftrailedl  $10cS0  p©F  dl®^^  S©its 
RUFFLED  VESTEES  AMD  GUEMPE^ 


0RGAMDEE  SASHES,  $4»00  peir  d®^„  imp 
MIDDY  TEES  EM  FULL  COLOR  RAMGE 


MOYELTY  SPORT  WIMDSOR^ 


Appiroval  ®ird®if§  pir®mpfLly  Ihiamdlkdl 


TANT0M  iSEOTHEE^ 

12-14-16  E.  22nd  St.,  New  York  Established  1869  Chicago  Office,  232  S.  Wells  St. 


FALL  SHOWING 


H'AT  _ 

for  Jittlc  J^dies 

Handmade  (soft  effects)  felts,  velvets, 
duvetynes,  beavers 

If  not  already  represented  in  your  locality 
why  not  communicate  with  us  at  once  for 
Exclusive  Agency. 

NATIONALLY  ADVERTISED 

Prices  range  from  $30  a  dozen  up 

MADGE  EVANS  HAT  COMPANY 

602  Broadway,  New  York  1232  Broadway,  New  York 

i!/7S!r:"/'T.'  ^"""^  ^o.-Jeierson  Hotel,  Roo,.  620, 

July  10th  to  Aug.  20ih.  July  20th  to  Aug.  31st. 
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Paris  Likes  One -Tone  Veiling  Effects 


IN  spite  of  a  determined  effort  on  the  part 
of  the  French  veil  manufacturer  to  re- 
vive interest  in  yardage  veils,  it  is  the 
made  veil,  and  the  made  veil  alone  which  is 
in  demand.  Veils  of  various  odd  shapes,  there- 
fore, such  as  the  kerchief  shapes,  long,  nar- 
row, oval  styles,  or  square,  round,  hexagonal 
or  semicircular  varieties  are  in  evidence,  but 
of  new  meshes  there  are  none.  The  reasons 
for  this  are  obvious.  In  the  first  place,  the 
main  feature  of  any  made  veil  must  be  its 
shape  and  decoration,  not  its  mesh.  In  the 
second  place,  since  the  made  veil  is  invariably 
worn  over  the  hat,  not  the  face,  the  character 
of  the  mesh  is  of  secondary  importance. 
Whether  or  not  it  is  becoming  makes  little  dif- 
ference. For  the  present,  the  ingenuity  of  the 
designers  is  confined  chiefly  to  the  creation  of 
new  forms,  while  little  or  no  attention  is  paid 
to  the  mesh. 

One-Ton  Effects  Predominate 

In  the  new  veils,  one-tone  effects  take 
precedence,  although  black  and  white  effects, 
two-color  combinations  and  a  color  with  white 
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are  also  well  represented. 

In  the  two-color  effects,  a  neutral  Vv^ith  a 
strong  color  is  the  preferred  combination. 
Taupe,  string  or  gray,  with  turquoise,  royal 
blue,  old  red  or  copper  are  popular  combina- 
tions. . 

Borderings  embroidered  in  large  filled-m 
floral  patterns  are  conspicuous.  Frequently 
the  embroidery  is  in  high  relief  in  brilliant 
vegetable  silk.  It  is  outlined  with  a  delicate 
self-tone  loose  chain  stitch  in  fine  silk  form- 
ing a  shadow  effect.  Chrysanthemums,  daisies, 
fleurs  de  lys  and  grapes  are  extensively  em- 
ployed in  designs. 

Meshes  covered  with  fine  patterns  m  all- 
over  lace  designs  are  still  in  demand.  They 
are  featured  usually  in  one-tone  effects.  Veils 
bordered  with  a  delicate  floral  embroidery  in- 
terspaced with  chenille  dots  also  find  favor. 


Striped  Effects  Offered 

Combinations  of  two  or  three  meshes  in 
striped  effects  are  being  offered  as  a  substi 
tute  for  new  meshes  in  yardage  veils.   For  in- 
stance, a  popular  selling  veil  in  the  Paris 


Italiens 

market  is  composed  of  inch-wide  alternating 
stripes  in  fanCy  hexagonal  mesh,  filet  mesh 
and  medium  fine  plain  hexagonal  mesh. 

Yardage  veils  in  a  two-mesh  combination, 
a  coarse  and  a  fine,  arranged  to  form  an  eye 
veil  when  draped  on  the  hat,  are  in  big  de- 
mand. Plain  hexagonal  mesh  veils,  bordered 
with  chiffon  in  the  same  color,  or  in  a  contrast- 
ing color,  are  still  represented  in  all  the  new 
lines,  while  the  narrow,  straight  band  style 
in  lace  or  embroidered  net  fashioned  to  wear 
on  small  turbans  as  an  eye  veil  continues  to 
be  a  prime  favorite. 

Chantilly  Lace  Well  Liked 

Lace,  notably  the  black  Chantilly  variety, 
is  still  an  important  factor.  It  is  used  not 
only  as  a  trimming  on  plain  filet  or  hexagonal 
mesh  modes,  but  also  for  entire  veils  as  well- 
Lace  veils  for  the  most  part  are  featured  in 
long  panel  styles,  and  are  worn  draped  over 
the  hat  with  one  end  twisted  around  the  neck. 

New  motor  veils  are  offered  in  coarse  black 
filet  mesh  net  bordered  with  scarlet  cire  braid., 
also  in  chiffon  bordered  with  cire  braid. 


Elaborate  Headdresses  Stage  Come-Back 
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VERY  simple  styles  in  hair  dressing  are 
still  the  rule  in  Paris.  Nine  out  of  ten 
of  the  smart  women  at  any  fashion- 
able gathering  wear  their  hair  pulled  straight 
back  from  the  forehead  and  coiled  into  a  loose 
puff  either  at  the  nape  of  the  neck  or  at  a 
three-quarter  height. 

During  the  early  part  of  the  winter  sea- 
son, virtually  no  headdresses  whatever  were 
worn,  but  as  this  severe  style  of  wearing  the 
hair  was  very  trying  to  the  majority  of 
women  latterly,  elaborate  headdresses  are 
again  coming  into  vogue. 

Jeweled  Headdresses  Worn 
At  the  "Black  and  White  Ball"  which  was 
one  of  the  most  brilliant  social  events  of  the 
season  in  Paris,  jeweled  Renaissance  head- 
dresses made  in  cap  form  with  a  transparent 


jeweled  net  band  across  the  forehead  were  a 
marked  note.  As  these  adornments  entirely 
cover  the  head  and  the  forehead  they  serve 
to  relieve  that  severe  line  which  has  been  so 
diflScult  for  the  average  woman  to  stand. 

Very  novel  filets  made  of  stiff  jeweled 
quills  worn  encircling  the  brow  were  also  a 
marked  note  of  the  headdresses  worn  at  this 
ball. 

Other  than  these  filets  and  Renaissance 
bonnets,  Spanish  combs  worn  thrust  sidewise 
into  the  coil  of  the  hair  continue  to  be  the 
great  vogue. 

Combs  Are  Varied 
These  combs  are  shown  in  an  infinite 
variety  of  designs  and  of  materials  such  as 
carved  amber,  tortoise  shell,  in  white  or  col- 
ored composition,  in  composition  inlaid  with 


jewels,  in  filigree  work  in  silver  or  in  gold, 
and  in  lace,  jet  or  in  birds'  feathers.  These 
last  named  are  the  latest  novelties  in  combs 
and  are  among  the  most  attractive  hair  orna- 
ments of  the  season.  They  are  featured  in 
various  sizes,  ranging  from  medium  to  ex- 
travagantly large. 

The  teeth  of  the  combs  are  in  tortoise  shell 
or  amber,  the  back  is  an  outspreading  fan 
shape  in  bright  colored  birds'  feathers  such 
as  bright  green,  turquoise  blue,  or  in  iridescent 
tints. 

Evening  turbans  are  still  extensively 
worn.  These,  for  the  most  part,  are  made  in 
plain  colored  crepes  with  heavy  Oriental  drap- 
ery, and  with  loose  end  of  the  crepe  extending 
from  one  side,  just  covering  the  end  of  the 
chin,  and  fastening  on  the  opposite  side,  in  the 
manner  of  a  harem  veil. 


Waistcoats  and  Guimpes  Lead  Van 
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HE  situation  in  neckwear  in  Pans  at 
the  present  moment  may  be  briefly  sum- 
marized in  two  words:  waistcoats  and 

guimpes.  a:   *■  ic 

At  the  start  of  each  season  an  effort  is 
made  to  revive  interest  in  separate  collars, 
guimpes,  ruches  and  frills  in  lingerie,  but 
with  the  advance  of  the  season  the  demand  for 
this  style  of  neckwear  gradually  dies  out,  and 
manufacturers  find  it  necessary  to  create  a 
market  for  their  wares.  This  year  they  have 
succeeded  in  launching  the  waistcoat  and  the 
guimpe  made  in  net,  pique  or  fancy  cotton 
goods. 

Guimpes  of  Brussels  Net 
Guimpes  generally  are  featured  in  slip- 
over styles  with  rounded-neck  finish,  and  are 
provided  with  wide  girdles  which  mold  the 


hips.  For  these,  fine  Brussels  net  in  white  or 
in  deep  cream  or  organdie  are  used.  They  are 
usually  trimmed  or  combined  with  a  coarser 
net,  or  with  pleated  frills  of  the  organdie. 
Fine  Valenciennes  lace  is  used  to  some  extent, 
as  are  narrow  pleated  frills  and  petal-shaped 
frills  of  the  organdie. 

Other  trimmings  in  favor  are  fine  em- 
broideries in  delicate  floral  patterns  in  black 
and  in  brilliant  colors  on  white.  White  neck- 
wear trimmed  with  a  color  has  entirely  re- 
placed colored  neckwear. 

Waistcoat  Models 
The  waistcoat  models  are  made  either  in 
the  form  of  a  genuine  waist  (that  is  without 
sleeves)  or  in  the  form  of  a  waistcoat  blouse. 
In  the  latter  case  the  back  and  the  sleeves  are 
generally  in  a  sheer  linen  lawn  or  in  net.  The 


waistcoat  portion  is  made  in  straight  panel 
style  in  heavy  fancy  cotton  goods  such  as  em- 
bossed piques,  all-over  embroidered  piques  and 
cotton  matelasses. 

In  Wide  Variety 

Printed  silk  jersey  is  seen  in  combination 
with  linen  lawns  and  with  net.  Pique  waist- 
coats, covered  with  all-over  embroideries  in 
Saxe  blue  on  white,  are  among  the  novelties 
reported  to  be  in  great  demand.  Waistcoats 
in  white  piques  and  in  fancy  cotton  matelasses 
embroidered  in  black  are  emphasized  strongly. 

Generally  speaking,  the  guimpes  finish  in 
a  shallow  rounded  decoUetage,  while  waistcoats 
are  set  off  with  a  high  Medici  collar.  Indica- 
tions are,  however,  that  as  the  season  ad- 
vances, the  high  choker  collar  will  be  brought 
out  again. 
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Everything  in  Handkerchiefs 

OUR  LATEST  NOVELTY 

Little  Folks  Daily  Handkerchiefs 

A  different  color  for  each  day  of  the  week.  Each 
handkerchief  having  a  day  of  the  week  embroid- 
ered upon  it. 

The  seven  handkerchiefs  boxed  in  fancy  carton. 

Creators  and  Importers 
99  Franklin  St.,  New  York 
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You  Don't  Have 

to 

Sacrifice  Tbem 

Perhaps  you  find  that  you  have  a  number 
of  slightly  soiled  gloves,  that  are  simply  soiled 
by  handling  at  your  glove  counter. 

You  don't  have  to  sacrifice  them  on  your  bar- 
gain counter.  They  can  be  cleaned  by  Eyre's 
Odorless  Process  and  De  Luxe  Finish,  so  that 
they  will  be  in  every  way  worthy  to  go  back 
into  regular  stock. 

Gloves  can  be  shipped  us  by  insured  parcels 
post  and  will  be  returned  to  you  the  same  way. 
Our  customers  pay  the  parcels  post  charges 
coming  this  way,  and  we  pay  the  charges  on 
the  return  trip. 

SllOI*t  Gloves  cleaned  for  stock  lOcperpait* 
Lon^  Gloves  cleaned  for  stock  lScpex*pail* 

A.   D.   EYRE  (a,  CO. 

Largest  Kid  GloVe  Cleaners  in  the  United  States 
lQ-21  HopRins  Ave.         Jersey  City,  N.  J. 
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Now  Is  the  Time  to  Place 
Orders  for  Full  Fashioned  Hose 

Buyers  Have  Only  Themselves  to  Blame  if  Stocks  Are 
Low  and  Replacement  Difficult— Good  Selling  Season 
Ahead  and  All  Indications  Point  to  Big  Demand  for 

Product 


OF  many  perplexing  questions  in  this  fre- 
quently perplexing  world  one  of  the 
greatest  brain  teasers  is  this:  Why 
have  retail  buyers  of  hosiery  been  so  dilatory 
in  covering  their  needs  in  full-fashioned  silk 
hosiery? 

Two  months  ago  and  more  it  was  stated  in 
the  Economist  that  this  variety  of  leg  wear, 
the  pride  of  the  well-dressed  woman,  was  fairly 
scarce  and  was  on  the  way  to  being  a  mighty 
rare  article  for  immediate  delivery.  The  state- 
ment was  based  on  facts  so  very  elementary 
that  it  seemed  almost 
needless  to  point  out 
their  consequences. 

Still,  it  was  done. 
And  those  who  pre- 
pared for  the  coming 
demand    have  been 
able  to  sit  back  and 
get  what  was  coming 
to   them — sales  and 
profits  minus  anxiety. 
Th^ose   who  refused 
or  neglected  to  hesd 
or  who  were  inhibited 
by    sources  beyond 
their    control  from 
following  the  advice 
to  prepare  have  in 
very  many  cases  been 
experiencing  unpleas- 
ant moments  wonder- 
ing where  to  get  the 
goods   demanded  by 
their  customers. 

The  excuse  has 
been  made,  in  some 
instances,  that  there 
was  reason  to  fear 
the  attitude  of  con- 


argument.  But  that  justification  passed  when 
the  first  of  the  flood  of  consumer  purchases 
flowed  in  to  hosiery  counters.  One  would  think 
that  would  have  sounded  a  note  of  warning 
more  ijowerful  than  any  printed  word  could 
get  across.  Maybe  it  did.  But  for  some  rea- 
son or  other,  in  all  too  many  cases,  the  warn- 
ing failed  to  spur  buyers  into  action. 

Buyers  wrote  to  the  ECONOMIST  asking 
where  they  could  get  goods  for  immediate  de- 
livery. Inquiry  proving  fruitless,  they  were 
told  that  there  were  none  to  be  had.  Did 


There's  no  such  thin,  as  a  good  hosury  -^f .^^'-.J-i  ZtnfefVy  IZ^VrV,  Sp- 
here's evidence  to  the  contrary.  The  ^'^dow  r%roduced^^^^^^^  leorgette,  with  blue 
^oTf^^J-'i^t  ^Z7t^oS^:i:i  IZ^-aXZcs,  blue  crystal  flowers  and  blue 
ZtalUc  fringe' on  the  white  floor  covering.    The  h  .e  are  black. 
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producing  center,  still  is  on.  From  other  cen- 
ters comes  the  report  of  increased  difficulty  m 
maintaining  output.  Over-production  is  not 
to  be  looked  for,  nor  is  any  decline  in  price. 
It  has  been  pointed  out  before  that  raw  silk 
is  not  stable,  that  many  factors  in  the  market 
believe  it  is  to  move  downward. 

But  also  it  has  been  pointed  out  that  a 
dollar  a  pound  for  the  raw  material  makes 
little  difference  in  the  price  of  the  finished 
stocking.  Don't  let  any  bugaboo  of  declin- 
ing value  hold  you  up.  Order  now  what  you 
are  going  to  need  while  the  ordering  is  good 
—or,  let  us  say,  better  than  it  will  be  later 
on. 

Safeguard  Yourself. 

There  is  another  thing  in  this  situation, 
which  is  the  possibility  that  here  and  there 
a  jobber  may  take  to  himself  a  large,  juicy 
profit  on  goods  for  which  his  retailer  cus- 
tomers are  clamoring,  knowing  their  urgent 
need  and  their  inability  to  fill  it.  Probably 
the  wiser  distributors  will  act  as  straight- 
forward, reputable  business  men  should  at 
this  juncture  and  take  only  their  fair  profit. 

But  that  there  are 
other  kinds  of  jobbers 
is  indicated  by  a  case 
which  came  to  light 
recently,  where  a  job- 
ber got  not  only  a 
fair  profit  but  one 
that  would  make  a 
munitions  maker 
blush. 

Old  Friends  Best 

That  is  not  likely 
to  happen  where  a 
retailer    deals  with 
firms  with  which  he 
has  done  business  for 
many  years.    It  can 
occur  only  when  he 
has  to  go  outside  his 
usual  sources  of  sup- 
ply— and  that  is  an- 
other reason  for  look- 
ing    farther  ahead 
than  many  a  retailer 
is  looking  at  the  pres- 
ent time. 


sumers  toward  a  "luxury"  article.  But,  as 
has  been  said  again  and  again,  full-fashioned 
silk  stockings  cannot  be  considered  as  belong- 
ing to  this  class,  especially  when  summer 
breezes,  low  shoes  and  short  skirts  combine 
to  make  evident  the  kind  of  stocking  a 
woman  wears. 

The  Comfort  of  a- Well  Clad  Leg 

Time  was  when  they  were  a  luxury.  That 
was  before  so  many  women  possessed  the 
power  to  satisfy  their  desire  for  a  stocking 
of  beautiful  material  that  would  hold  its  pris- 
tine shape  despite  laundering.  So  many,  now, 
have  experienced  the  comfort  and  satisfaction 
of  knowing  that  their  legs  are  attractively  clad 
that  the  full-fashioned  silk  stocking  will  not 
only  stay  with  us  as  one  of  the  most  important 
varieties  of  leg  wear  but  will  increase  m 
f  Rvor 

True,  many  a  munitions  worker  no  longer 
is  able  to  buy  the  number  of  Paijs  of /tick- 
ings she  bought  during  the  period  of  high 
wages  and  high  living;  but  a  great  number  of 
women  who,  during  that  period,  economized 
either  through  necessity  or  through  principle 
once  more  are  ready  and  willing  to  buy  these 

pirhaps  there  was,  early  in  the  season, 
some  measure  of  justification  for  the  above 


those  buyers  look  ahead?  Some  of  them 
didn't.  Kecently  new  letters  have  come  with 
the  old  request,  in  not  a  few  cases  from  the 
same  buyers  who  made  the  inquiry  six  weeks 
or  more  ago.  "Immediate  delivery  goods"  is 
the  burden  of  the  cry,  and  there  is  just  the. 
same  answer  as  before. 

The  Time  Is  Past 

If  those  buyers  had  taken  the  hint  to 
order  in  advance  of  their  requirements,  now 
they  would  be  getting,  or  expecting  shortly, 
delivery  of  the  goods  of  which  they  stand  m 
need. 

It  is  too  late  now,  considering  the  present. 
But  it  is  not  too  late  for  the  future.  A  good 
selling  season  is  ahead  and  it  should  be  a  long 
one.  The  favor  in  which  full-fashioned  silk 
hose  stands  is  undoubted.  If  you  need  them 
to-day  you  will  need  them  later.  Order  now 
all  you  will  need  for  the  season.  Specify  what- 
ever deliveries  you  want  to;  but  don't  con- 
tinue in  the  necessity  for  calling  time  after 
time,  "Immediate  delivery." 

Production  Has  Slowed  Down 

Such  goods  will  be  as  scarce  later  as  they 
are  now.  The  Philadelphia  strike,  which  is 
slowing  down  production  in  a  most  important 


White  Hose  Situation 
Is  None  Too  Clear 

It  would  be  interesting  to  know  what  is 
the  status  of  white  hosiery  right  now.  Some 
stores  have  reported  rather  good  sales;  but 
no  strong  trend  has  been  revealed  so  far. 

Talking  with  the  representative  of  one  of 
the  biggest  makers  of  full-fashioned  silk 
hosiery  recently,  he  stated  that  jobbers  to 
whom  he  sells  goods  are  buying  less  white 
hose  than  is  usually  the  case.  He  said,  too, 
that  some  orders  have  been  changed  from 
gray  to  white  and  from  Russian  calf  to  white, 
while  on  the  other  hand  some  white  orders 
have  been  changed  to  black. 

Full  fashioned  hosiery  manufacturers  of 
Philadelphia  have  refused  an  offer  of  media- 
tion made  by  an  agent  of  the  United  States 
Department  of  Labor,  stating  their  determi- 
nation to  break  unfair  union  control  of  the 
industry.  Mills  will  resume  operations  only 
on  these  conditions:  a  15  per  cent  wage  cut; 
an  additional  number  of  men  to  be  taught  to 
run  machines;  production  to  be  limited  only 
by  a  worker's  ability,  and  non-interference 
with  men  who  wish  to  work  overtime  in  case 
of  a  break-down. 
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Centemeri 


MADE  IN 
GREAT  BRITAIN 

WOLSEY 

COMPANY  ltd 

CENTRAL  OFFICE 

LEICESTER.  ENGLAND 

Because  climatic  conditions 
vary  the  type  of  sports 
indulged  in,  Centemeri  lias 
designed  specific  weights  in 
various  styles  of  wool  hose  for 
every  out'Of'doors  occasion. 

Whether  it  be  for  golfing, 
skating,  skiing  or  what  not 
there  is  a  Centemeri  wool 
hose  that  will  satisfy  every 
requirement  for  sports  wear. 

The  Centemeri  turmoer-top  Wool 
hose  for  Juniors  is  especially 
fashioned  for  wear  with  the  new 
sports  \niclierloc\er  suits  for 
Women  advocated  by  some  of  the 
more  progressive  retail  merchants. 

400  Fifth  Ave.,     New  York 
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SdHt  and  Pepper 

CopY'*'Aht   I9^»   ^y^"-  Textile    Publish'.n^  C9 


By  Professor  Dock 


An  evangelist  who  was  conducting  nightly 
services  announced  that  on  the  following  even- 
ing he  would  speak  on  the  subject  of  "Liars." 
He  advised  his  hearers  to  read  in  advance  the 
seventeenth  chapter  of  Mark. 

The  next  night  he  arose  and  said:  "I  am 
going  to  preach  on  'Liars'  to-night  and  I 
would  like  to  know  how  many  read  the  chapter 
I  suggested."    A  hundred  hands  were  up- 

"Now,"  he  said,  "you  are  the  very  persons 
I  want  to  talk  to— there  isn't  any  seventeenth 
chapter  of  Mark."— Bosion  Transcript. 


Napoleon  was  accused  of  breaking  every 
rule  of  successful  warfare,  but  he  beat  those 
who  stuck  to  the  rules.  Don't  allow  ANY 
rule  to  keep  you  from  doing  the  unusual. 

*  »  • 

G.  M.  Dockeray  of  McCreery's,  New  York, 
says:  "When  I  first  became  a  linen  salesman 
four  or  five  customers  constituted  a  good  day's 
work.  Now  we  average  at  least  50  and  often 
run  as  high  as  80  or  90." 

*  *  * 

Teacher— "Henry,  if  you  had  three  apples 
and  some  one  gave  you  five  more,  what  would 
you  have?" 

Henry — "I  guess  I'd  have  a  pain  in  my 
stomach."— "Topics  of  the  Day"  Films. 

*  *  * 

Mother  (viewing  daughter's  new  dress)  — 
It's  all  right,  but  the  waist  doesn't  match  the 
skirt  very  well  in  back. 

Daughter— That  isn't  the  waist,  mother; 
that's  me. — Drexerd. 

*  *  * 

Become  a  discounter.  It  saves  you  money 
and  gives  you  an  Al  rating. 

*  *  * 

Don't  get  so  conceited  as  to  feel  that  just 
because  YOU  OWN  the  store  that  EVERY- 
BODY should  buy  there.  It  don't  work  that 
way. 

*  *  * 

Some  day  we'll  sell  people  what  they  want 
instead  of  trying  to  make  folks  want  what 
we  sell. 

*  *  * 

When  some  one  is  beating  you,  study  his 
methods.  Don't  sit  down  and  call  names.  It 
only  helps  him. 

*  *  * 

Julia  Winn,  secretary  of  the  "Al"  Club  of 
J.  F.  Stuckey  Co.,  Longview,  Texas,  says 
they're  going  to  improve  the  service  and  effi- 
ciency of  the  store  by  round-table  discussions. 

4f-      *  * 

When  we  learn  to  capitalize  enthusiasm 
we'll  not  have  to  worry  so  much  about  costs  ot 
doing  business. 


Miss  Rush  is  head  of  the  millinery  depart- 
ment of  the  Schoonmaker  &  Son  store.  New- 
burgh,  N.  Y.  However,  we've  been  told  that 
the  old  saying  "more  rush  less  speed"  has 
been  proven  entirely  untrue.  It's  a  case  here 
of  more  Rush  more  speed. 

*  *    *  ^ 

There  is  always  something  to  be  done  that 
somebody  else  should  have  done.  •  Do  it  and 
you  may  get  somebody  else's  job. 

*  *  * 

Retailers  may  now  rest  assured  that  they 
have  one  GOOD  friend  in  the  Government. 
E.  B.  Terhume,  general  manager  of  the  Boot 
&  Shoe  Recorder  has  been  appointed  a  mem- 
ber of  the  Foreign  Commerce  Department 
Committee  of  the  Chamber  of  Commerce  of 
the  United  States. 

*  *  * 

Pleasant  tasks  always  have  self-starters ; 
unpleasant  ones  need  to  be  cranked. 

*  *  * 
The  Battle  Cry 

Women  to  the  right  of  us 
Women  to  the  left  of  us 
Scrambled  and  blundered 
But  on  thru  all  Ready-to-Wear 
Pushed  this  six  hundred. 
Theirs  was  but  to  yell  a  cry 
"A  $16.75  Dress  or  die" 
Zealous  six  hundred! 
From    Lightnin' — John    Schoonmaker  & 
Son.  Newburgh,  N.  Y. 


Just  when  Greenwich  Village  was  doing 
its  darnedest  to  be  naughty,  along  came  a 
bunch  of  witnesses  who  testified  to  its  sim- 
plicity.  It's  a  hard  world! 

*    *  * 

A  Chinaman  stopped  at  a  hosiery  counter 
in  a  San  Francisco  store  a  while  ago  and 
asked  to  see  some  stockings..  "Mock  seam?" 
asked  the  salesgirl.  "No,  Mock  Duck,"  an- 
swered the  chap.  "You  never  mind  name. 
Me  take  'em  with  me." 


Friend  of  ours  invested  in  a  second-hand 
car  recently  and  came  to  take  us  for  a  ride. 
He  arrived  about  two  hours  late.  "What's 
the  matter?  Get  stuck?"  asked  we.  "For  six 
hundred  bucks,"  said  he,  very  bitter  about  it. 
We  could  sympathize.  We  got  our  experience 
some  years  ago. 

*    *  * 

These  advertising  posters  showing  attrac- 
tive young  ladies  doing  the  family  laundry  in 
a  wash  bowl  are  getting  in  some  deadly  licks. 
An  observant  chap  remarked  the  other  day 
that  he  noticed  a  considerable  falling  off  of 
backyard  clothes  lines.  So  have  we;  but  we 
think  an  improved  brand  of  clothes  pins  would 
help  that. 


Having  laid  down  the  principle  that  "the 
only  way  to  abolish  divorce  is  to  abolish  mar- 
riage," Bernard  Shaw  can  now  go  on  with  the 
noble'  work  of  abolishing  death  by  arranging 
that  nobody  shall  be  horn.— Boston  Transcript. 
*    *  * 

Here's    an    advertisement    for  women's 
ready-to-wear  written  by  Sir  Walter  Scott 
about  1815.  It  is  to  be  found  in  "The  Pirate" : 
"Poor  sinners  whom  the  snake  deceives 
Are  fain  to  cover  them  with  leaves. 
Zetland  has  no  leaves,  'tis  true. 
Because  there  trees  are  none,  or  few ; 
But  we  have  flax  or  tarts  of  woo' 
For  linen  cloth  and  wadmaal  blue; 
And  we  have  many  of  foreign  knacks 
Of  finer  waft  than  woo'  or  flax, 
Ye  Gallantly  Lambmas  lads,  appear, 
And  bring  your  Lambmas  sisters  here, 
Bryce  Snailsfoot  spares  not  cost  or  care 
To  pleasure  every  gentle  pair." 
Read  the  last  two  lines  again  and  note 
that  over  a  hundred  years  ago  merchants  were 
trying  to  convince  the  public  that  they  (re- 
tailers) were  giving  something  for  nothing. 
It  can't  be  done,  men. 

*  *  * 

The  barber  around  the  corner  swore  he 
wouldn't  pay  the  price  for  a  seat  at  the  Car- 
pentier-Dempsey  imbroglio.  Yesterday  he 
changed  his  mind.  "Due  to  be  a  hair-ratsing 
affair,"  headlined  his  favorite  sporting  sheet, 
and  John  says  he's  strong  for  anything  that 
will  help  business. 

*  *  * 

MY  SENTIMENTS 

"I  wisht  I  was  a  little  rock 

A-settin'  on  a  hill; 
A-doin'  nothin'  all  day  long 

But  just  a-settin'  still. 
I  wouldn't  eat,  I  wouldn't  drink, 

I  wouldn't  even  wash; 
I'd  set  and  set  a  thousand  years 
And  rest  myself,  by  gosh!" 

— Selected. 

*  *  » 

"This  business  of  quoting  last  year's  prices 
is  absurd,"  advertises  the  Parker-Bridget  Co. 
Washington,  D.  C.  "The  fact  that  sugar  sold 
a  year  ago  for  26  cents  is  no  reason  for  any 
one  to  go  wild  over  sugar  that  costs  9  or  10 
cents  to-day.  The  question  is,  how  much  is 
sugar,  or  shoes,  or  suits,  or  automobiles  or 
eg^s  worth  to-day.  Americans  look  forward, 
not  backward.  Merchants  serving  Americans 
should  realize  this." 


Lady  Nicotine  is  having  a  rough  time  of 
it  in  Utah.  Soon  the  stuff  that  made  Virginia 
famous  will  be  in  the  same  fix  as  Kentucky's 
mellow  product. 
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"/Tie Garment  of  Modesty^^^'^ 

REG-  U.S.  PAT.  OFF. 


"TheGarment  ofModesty''^^ 

PEG    U.S.  PAT   OFF  ^ 


FROM  JUNE  TO  JUNE 
FITRITE'S  A  YEAR  -  ROUND  SELLER ! 


FITRITE  is  quality,  first  and  last.  Its 
sensible  pricing  assures  prompt  and  reg- 
ular turn-over. 

Every  merchant  w^ho  has  really  examined 
FITRITE  concedes  it  to  be  a  triumph  of 
value-giving. 

The  splendid  material  in  the  FITRITE 
LINE— the  unexpectedly  fine  needling— 


the  intensive  care  to  insure  the  proper 
shaping  and  perfect  fit  — make  the 
price  and  the  profit  to  you  seem  almost 
incredible. 

The  w^ay  to  know  is  to  ask  your  job- 
ber for  samples— or,  if  he  doesn't  stock 
FITRITE,  ask  us  to  name  the  distrib- 
utor nearest  you. 


THE  CAMPE  CORPORATION.  35,  BROADWAY,  NEW  YORK  CITY.  MAKERS  AND  DISTR.R. , TOP.  To  ,^.«.oc  ^.„. 


FITRITE  l-ADIES  UN DERWEAR 
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Draun  hy  an  Economist  artist. 


by  an  Economist  artist. 

■    r    1  ■      J.T     •         ^-f  P/^Wc  //ii'c  <:rn<:nn  and  there  is  a  very  decided  tendency  toivards  longer 
Patent  leather  is  strongly  in  vogr,e  for  footzvear  m  ffl'^'^^^J'/Z^^^^^  The  shoes  shown  above  zvere  brought  from 

vamps    Red  kid  heels  on  patent  leather  shoes  are  very  popular  and  heels  of  black  Ria  are  aiso  zmaeiy 

''"''^'t^l^f^art^^^^  ^^^^^  ,,,,,,  „,,,rts  of  gray  suede  on  vamp  and 

'^""S.:'^5/r//;a7;;'/."^  ^n^tT,  p  ''^'r'  "'^'^    ^'^  '''''' 

Loii^  Cu^  Black  Patent  Leather  Pumps 
Gain  in  Esteem  of  Parisienne 

style  Likely  to  Replace  Strap  Slipper  Modes— Regulation  and  Fancy 
Colonials  Are  Worn   to   Some  Extent— Longer  Vamp  and  More 

Pointed  Toe  Sought  in  All  Styles 


Low  cut  black  patent  leather,  high  heeled 
walking  pumps  absolutely  plain,  or 
trimmed  with  black  silk  stitching,  or 
with  a  perforated  band  at  the  top  revealing  an 
underlay  in  a  contrasting  color  are  now  the 
great  vogue  in  Paris. 

This  style  bids  fair  to  replace  the  popular 
strap  slipper  which  has  dominated  fashions 
in  foot  wear  for  so  many  seasons. 

With  these  patent  leather  pumps  are  worn 
large  square  buckles  in  cut  steel,  so  posed  on 
the  shoe  as  to  give  the  effect  of  a  short  tongue. 

Colonial  Ties  Less  Popular 

Regulation  Colonial  ties  with  short 
tongues  are  worn  to  some  extent,  but  are  more 
usually  seen  in  popular  selling  models,  and  are 
not  indorsed  by  the  exclusive  high  class  boot 
makers. 

Fancy  Colonials  are  also  represented.  In 
these,  the  tongue  is  frequently  in  a  contrast- 
ing leather  to  the  shoe.  For  instance,  a  black 
patent  leather  Colonial  will  have  a  tongue  m 
a  colored  leather  with  heel  to  match. 

Colored  heels  on  black  shoes  are  well  liked 
in  Paris,  and  appear  not  only  on  walking 
pumps,  but  on  slippers  for  evening  wear  as 
well. 

Oxfords  in  Fancy  Button  Styles 
Occasional  models  in  oxfords  in  fancy  but- 
ton styles  are  seen,  and  these  are  worn  usu- 
ally in  a  combination  of  patent  leather  with  a 
trim  of  gray  or  tan  suede,  or  with  scarlet, 
royal  blue  or  purple  leather.  . 

There  is  a  marked  revival  of  interest  m 
shoe  buckles  in  Paris.  Chief  among  the  nov- 
elties in  this  line  are  heavy  crystal  buckles,  or 


Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

plaques  in  black  trimmed  with  white  or  with  a 
color,  or  decorated  with  engraved  lines  in  a 
color  in  geometric  patterns. 

Steel  beaded  leather  ornaments  are  popu- 
lar and  appear  on  many  of  the  popular  selling 
models. 

Suede  shoes  are  much  less  conspicuous 
than  formerly,  being  entirely  replaced  in  the 
models  from  the  smart  French  bootmakers  by 
black  patent  leather.  Suede  shoes  when  worn 
are  usually  in  strap  or  oxford  styles  and  are 
trimmed  with  kid  in  a  contrasting  color.  For 
instance,  gray  suede  is  seen  combined  with 
royal  blue  or  jade  green  kid,  the  top  of  the 
shoe  being  piped  with  the  kid,  and  the  entire 
heel  being  of  the  kid. 

Models  in  low  tongue  Colonial  in  white 
buckskin  are  shown,  worn  with  plain  buckles 
in  jet,  and  also  with  buckles  in  cut  steel. 

White  Slippers  Shown 

White  slippers  trimmed  with  a  color  in 
Colonial  styles  are  shown  with  buckles  in 
heavy  white  crystal  inlaid  with  the  color  with 
which  the  shoe  is  trimmed. 

The  vogue  for  the  longer  vamp  and  more 
pointed  toe  on  all  styles  of  shoes  is  steadily  in- 
creasing in  Paris.  Many  of  the  new  models 
are  shown  with  a  good  three  and  a  half  inch 
vamp. 

The  Louis  heel  generally  is  preferred. 
The  military  heel  has  little  or  no  representa- 
tion. 

For  evening  wear,  sandal  styles  in  satin, 
in  brocade  or  in  silver  cloth  are  the  best  liked. 


Cloth  of  silver  slippers  with  heels  in  brilliant 
colored  satins  are  in  particular  well  spoken  of. 

Beige  and  taupe  colored  stockings  are 
worn  in  sheer  qualities  of  silk  to  the  exclusion 
of  all  other  kinds.  Black  and  tete  de  negre 
stockings  have  no  representation  whatsoever. 
As  a  rule,  all  stockings  are  in  very  sheer  qual- 
ity, and  are  perfectly  plain  with  the  exception 
of  a  small  inconspicuous  open  work  clock. 


French  Industries 

Pictured  at  Show 

An  exhibition  in  colored  photographs  of 
the  various  arts  and  industries  of  France  is 
now  being  held  in  the  Palais  de  Glace  in  the 
Champs  Elysees.  This  is  known  as  the  "Sa- 
lon du  Gout  Frangais,"  or  Exhibition  of 
French  Taste. 

The  idea  is  ingenious  and  is  particularly 
adapted  to  the  purpose  of  French  propaganda 
abroad,  for  by  means  of  these  photographs, 
samples  varying  in  size  from  that  of  an  auto- 
mobile to  a  shoe  button,  and  representing  all 
the  industries  and  arts  of  France  may  be 
shipped  off  to  the  farthest  quarter  of  the 
globe  in  one  small  box  weighing  only  40 
kilogs. 

Photographs  of  models  from  the  leading 
French  dressmakers  such  as  Jenny,  Lanvin, 
Premet,  Beer,  and  others  are  shown.  Names 
such  as  Cartier  and  Boucheron,  appear,  and 
in  fact,  all  of  the  most  important  names  of 
French  manufacturers,  retailers,  makers  of 
women's  garments  and  allied  lines  are  repre- 
sented. 
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Calhoun,  Robbins  &  Co. 


BROADWAY, 
19th  and  20th  Sts, 


NEW  YORK 


Fancy  Dry  Goods  Toilet  Sundries  Embroidery  Materials 


LION  BRAND  YARNS 


3410  \  < 


VANITY  CASES 

Nos.  3406,  3403,  3417— in  gold,  white  kid,  also  red,  green,  blue  leather 

3410,  3411  —WHITE  KID,  ALSO  RED,  GREEN,  BLUE  LEATHER 

^^^^  —WHITE  MOIRE,  ALSO  RED,  GREEN,  BLUE  LEATHER 

ALL  ATTRACTIVE  AND  IN  GREAT  DEMAND, 

retailing  from  25cts.  to  $1.00 

COMPLETE  LINE  OF  TOILET  REQUISITES 

TALCUM,  FACE  AND  TOOTH  POWDERS,  etc.,  HAIR  BRUSHES,  POWDER  PUFFS,  etc.,  etc. 


Summer  Time  Things  for  the  Gift  Shop 

r     ,  ,  J,      -f        c  r,-n;n  Prp.fnn     An  Oriental  fiber  basket  with  hand -made  colored  floral  decoration.    A  vase  of  opalescent 

Upper  left  shows  three  numbers  frm^S^^^^^  ^^^^^  p,,,,  the  Tante 

glass  and  a  head  modeled  from  life  by  Esther  Hunt  .^^low  u  a  ^"^"1"^;;;  Kantuck  Heath  &  Warman.  Upper  right,  a  lacquer-ware  ewcl  cabinet, 
line.  Botto,n:  Opalescent  glass  and  « anlbook  rest,  from,  the  newly  opened  line  of  the  Ne^ 
trtlifrlTh'^t^^^  %  tie  artist,  sold  by  Hugh  I  Jar.is,  is  shown  at  right  of  middle  row. 

What  Do  You  Know  About  Art  and  Gift  Goods? 


Some  one  has  said  that  if  we  would  learn 
only  one  thing  a  day  we  would  soon  accumulate 
an  astounding  fund  of  information. 

If  we  stop  and  ask  ourselves  what  we  really 
know  about  any  given  subject  we  will  be  sur- 
prised at  our  ignorance.  Take  the  thmgs  so  d 
as  art  and  gift  goods,  for  instance.  Nearly 
every  day  the  inquiry  reaches  the  office  of  ^the 
Economist,  "What  is  art  and  gift  goods?" 

Whether  such  goods  comply  with  the  artis- 
tic sense  or  not,  the  common  meaning  of  the 
term  art  and  gift  goods  as  understood  m  a 
department  store  is,  things  deemed  artistic 
and  ornamental  by  the  clientele,  and  anything 
whatever  that  may  be  put  up  attractively  and 
is  appropriate  as  a  gift  for  any  occasion,  re- 
gardless of  what  one  may  think  personally 
of  it. 

Those  Who  Know  the  Difference 

Department  managers  who  make  a  study 
of  the  fine  arts  and  who  know  by  experience 
iust  where  lies  the  fine,  almost  indistinguish- 
able line  between  art  and  gift  merchandise 


and  just  ordinary  merchandise  would  find  it 
helpful  to  start  the  "Learn  one  thing  a  day 
idea"  and  to  see  that  it  is  carried  out. 

To  do  this  it  would  be  necessary  to  have 
a  questionnaire  pad  in  the  department  or  to 
have  a  number  of  the  questionnaires,  sufficient 
for  each  employee  in  the  department  dis- 
tributed daily.  These  should  be  answered  and 
returned  on  the  following  day. 

There  should  be  a  line  for  the  name  of  the 
saleswoman  and  another  for  her  number,  and 
questions  should  have  to  do  with  things  sold 
in  the  department,  such  as  the  following: 
What  do  you  know  about  lustre  wear?  What 
is  Italian  mascotte,  wicker  wear,  aluminum, 
Sheffield  plate,  porcelain,  ivory,  bronze,  brass, 
copper,  alabaster,  polychrome,  crystal,  Wedge- 
wood,  Bohemian  glass,  Venetian  glass,  pottery, 
etc.? 

Where  pictures  are  sold,  it  would  be  well 
to  have  a  daily  questionnaire  concerning  fa- 
mous painters,  naming  the  artists,  their  birth- 
place and  one  or  more  of  their  canvases. 

In  a  study  of  art  embroideries,  questions 


could  have  to  do  with  designs  and  various 
stitches  and  their  origin.  A  study  of  all  the 
handcrafts  would  be  interesting,  also  the  ar- 
tistic lore  of  important  goods  from  foreign 
countries. 

The  department  manager  might  find  it  well 
to  keep  the  cards  and  even  to  give  a  weekly  or 
monthly  prize  for  the  best  answer. 


Joseph  Eichhorn  Dead 

• 

Joseph  Eichhorn,  dry  goods  merchant  of 
Toledo,  Ohio,  died  recently  at  the  age  of  76. 
He  was  engaged  in  the  dry  goods  business 
since  he  was  14  years  old.  Born  in  Bavaria, 
Mr.  Eichhorn  came  to  this  country  when  he 
was  thirteen  years  old  and  entered  business 
as  a  salesman  in  a  retail  store.  Up  to  fifteen 
years  ago  he  conducted  a  store  in  Bellevue, 
Ohio,  giving  it  up  to  open  a  store  in  Toledo. 
He  is  survived  by  his  wife,  five  daughters  and 
a  son. 
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Map  reprinted  by 
courtesy  of  Rand 
McNally  &  Co. 


You  Will  Find  Fresh  Stocks 
of  Kleinerfs  Merchandise  in 
112  Cities  in  38  States  and 
the  District  of  Columbia 

Tj^ORTY  years  of  co-operation  have  con- 
J-  vinced  us  that  the  jobbing  trade  appreci- 
ates the  possibilities  of  Kleinert  Goods  in  the 
retail  store.  Your  jobber  sees  all  brands  of 
merchandise  and  stocks  for  you  the  brand  that 
sells  best.  Take  advantage  of  this  selective 
service — your  jobber  is  prepared  to  ship  on 
Instant  Notice  all  of  the  Kleinert's  Special- 
ties you  want. 

Go  to  Your  Jobber 

He  carries  reserve  stocks  for  you. 

He  saves  you  insurance  and  storage  on  large 
stocks — he  acts  as  Your  Warehouse. 

He  makes  it  possible  practically  to  elimi- 
nate loss  of  sales  through  short  stock. 

There  are  over  700  Kleinert's  Jobbers  

supplying  over  75,000  retailers  who  in  turn 
sell  to  the  ever-increasing  army  of  consumers 
recruited  by  continual  advertising  from  our 
110,000,000  population. 

I.   B.   Kleinert  Rubber  Co. 

719-725  Broadway,  f^^vf  York 


j      DAK  0^,T  A. 
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Dress  Shields 
Baby  Pants 
Rubber  Sheeting 


Makers  of 
Rubberized  Household  Aprons 
Sanitary  Aprons  and  Belts 
Hose  Supporters 


Bathing  Caps 
Tourist  Cases 
Bags — Bibs,  etc. 


i 
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New  Bag  Ideas  from  the  French  Capital 


If    \  y/^-o  H 


SI.etrhud  in  Paris  for  the  Economist 


Hon  fan  and  bag  in  brilHant  colored  ostrich  fca  her'  T  OvcTban  k  ^hlnl?  P  frntahon  sealing  wax  signet.  7.  Combina- 
black  silk  tassels  are  hung  from  flowers  of  the    arved  bone    0    Ban  i.  ^/h  zncrusled  plaque  of  carved  bone.  Three 

monogram  of  marquisette.    10.    New  six  sided  baa  in  h  ark  th.i  t       fi  ""w  "'^''^  ^""^^  °f  ^^"^^^  Clasp  and 

cord  with  tassels.  '''^'''^  encrusted  with  marquisette.    The  bag  is  hung  from  a  black  silk 


DRY  GOODS  ECONOMIST,  JUNE  18,  1921 


263 


Jewelry  Vogue 
Shows  Increase 

Necklaces  and  Bracelets  Are  Particu- 
larly Liked  in  French  Capital — 
Pendant  Earrings  Popular 

Paris  Office  of  the  Dry  Goods  Economist, 
2,  Rue  des  Italiens 

JEWELRY    in    large    conspicuous  de- 
signs is  being  worn  extensively  in  Paris 
by  all  of  the  fashionable  women  both 
with  street  as  well  as  with  evening  gowns. 

Necklaces  and  bracelets  are  particularly 
favored.  Bracelets  continue  to  be  worn  ten 
or  more  at  a  time  on  the  arm,  while  strings  of 
pearls  are  invariably  worn  two  or  three  at  a 
time  in  graduated  lengths,  with  decollete 
evening  gowns. 

The  continued  vogue  for  the  simple  gown 
in  black  crepe  or  in  black  georgette  is  doubt- 
less largely  responsible  for  the  constantly  in- 
creasing vogue  for  jewelry  in  very  large 
conspicuous  designs. 

Brooches  Are  Favored 

Among  the  novelties  which  are  being  fea- 
tured are  brooches  and  pendants  in  clouded 
white  crystal  inlaid  and  mounted  with  bril- 
liants and  set  in  platinum.  Brooches  in  bow 
knot  design  are  much  emphasized,  also  half- 
moon  shapes  or  semicircles. 

Large  pendants  in  round  or  oval  shapes  in 
crystal,  mounted  with  diamonds,  are  also 
prominent.  They  are  worn  hung  from  black 
satin  cords,  or  from  jeweled  platinum  chains. 
When  hung  from  satin  cords,  the  plaques  are 
ornamented  with  a  black  silk  tassel  hung  from 
the  lower  edge. 


Tassel  pendants  are  featured  to  some  ex- 
tent, and  are  offered  both  in  real  as  well  as  in 
imitation  and  in  semi-precious  stones.  Among 
the  most  effective  of  these  are  the  tassels  in 
onyx  and  coral  which  are  hung  from  rat  tail 
cords  of  black  satin.  The  tassels  measure  21/2 
to  3  inches  in  length  and  form  an  effective 
trimming  for  simple  black  crepe  gowns. 
Frequently  this  little  touch  of  color  is  the  only 
color  introduced  into  the  costume. 

Pendant  Earrings  Popular  , 

Earrings  are  still  fashionable,  notably  the 
long  pendant  type  of  earring.  Many  of  these 
are  so  long  and  so  heavy  as  to  almost  deform 
the  ear  in  the  wearing.  The  majority  of  the 
new  models  in  earrings  are  inspired  by  those 
worn  by  the  peasants  of  the  Balkan  countries. 

Large  pearl  earrings  round  or  pear  shaped, 
hung  from  fine  jeweled  chains,  are  also  con- 
spicuous. 

Circlets  in  black  and  in  white  enamel,  and 
circlets  of  diamonds  and  of  pearls,  one  circle 
formed  of  diamonds,  the  other  circle  of  pearls 
also  are  worn  to  some  extent. 

Tasseled  earrings  similar  to  the  pendants 
are  frequently  seen.  They  are  made  in  vari- 
ous combinations  of  real  or  of  imitation  jew- 
els, often  in  the  combination  of  black  enamel 
with  coral,  turquoise  or  lapis  lazuli. 

Marquise  Rings  Returning 

In  rings,  the  marquise  shapes  are  return- 
ing to  favor,  although  the  ring  with  a  single 
large  stone,  notably  a  single  pearl  or  diamond, 
still  takes  precedence.  The  ring  with  colored 
stone  has  little  or  no  representation,  the  pres- 
ent vogue  being  entirely  for  rings  with  white 
stone  set  in  platinum  or  in  onyx. 

Black  and  White  Effects  Dominate 

Black  and  white  effects  in  jewelry  as  in 
costumes  are  the  dominating  note. 


Photo  from  Paris  office  of  the  Economist 


Two  examples  of  gilded  wooden  bead  girdles. 
Locket  and  chain  in  center. 


Colored  jewelry,  when  worn,  is  seen  in 
sets  of  earrings,  necklace  and  bracelets  to 
match  the  costume.  For  instance,  at  a  recent 
first  night  at  the  Theatre  Potiniere,  jade  ear- 
rings, necklace  and  bracelets  were  worn  with 
a  very  low  cut,  sleeveless  decollete  gown  in 
jade  green  velvet. 

The  bracelet  watch  is  as  popular  as  ever, 
although  a  determined  effort  is  being  made  to 
launch  the  fob  watch.  This  style,  however, 
has  little  chance  of  success  as  it  is  much  less 
practical  than  the  biacelet  watch. 

St.  Paul  Displays 
Trade  Activity! 

Business  Interests  Show  What  They 
Are   Doing   on  City's 
Boardwalk 

A  cross  section  of  the  business  interests 
of  St.  Paul,  Minn.,  was  fittingly  laid  bare 
for  all  to  see  in  the  Atlantic  City  Boardwalk 
maintained  in  that  city  June  1  to  8.  All 
classes  of  business  had  a  share — manufac- 
turers, jobbers  and  retailers;  but  the  latter 
seemed  to  take  to  themselves  a  large  share 
of  the  limelight.  Among  the  firms  taking 
a  leading  part  were  Bannon  Bros.,  the  Em- 
porium Mercantile  Co.,  Field,  Schlick  &  Co., 
the  Golden  Rule,  Mannheimer  Bros,  and 
Schuneman  &  Evans. 

A  model  village  with  three  streets  was 
erected  in  the  St.  Paul  Auditorium,  every 
building  an  up-to-date  shop  with  a  wide  dis- 
play window  opening  on  linoleum-paved 
streets.  There  were  sixty-three  displays  in 
all,  and  each  one  was  spick  and  span  and 
carried  the  newest  and  most  attractive  mer- 
chandise, ranging  from  yarn  to  music  and 
back  again  through  apparel,  refrigerators, 
shoes,  hardware,  etc. 

A  Painted  Ocean 

There  was  a  painted  ocean — on  a  drop 
curtain  in  rear  of  the  stage — a  boardwalk 
and  real  sand  beach,  and  here  manikins 
paraded  much  after  the  manner  of  their 
unprofessional  sisters  of  the  New  Jersey 
coast  resort — or  perhaps  the  latter  take  their 
airs  and  graces  from  the  manikins.  Any- 
way, they  paraded  in  a  fashion  display  under 
colored  spotlights,  coming  out  into  the  audi- 
ence on  a  glass  runway,  while  the  orchestra, 
seated  on  the  sand  under  beach  umbrellas, 
discoursed  music. 

The  final  number  of  the  fashion  parade 
was  a  bathing  suit  display.  It  was  a  corker. 
A  film  showing  a  bevy  of  professional  bathing 
beauties  hadn't  a  thing  on  it.  Some  first-class 
vaudeville  acts  and  a  draping  stunt  were  other 
interesting  entertainment  features. 

Good  Scenic  Effect 
A  particularly  interesting  feature  was  the 
way  the  effect  of  a  summer  day  at  the  beach 
was  gained.  Every  shop  had  a  wide  awning, 
as  though  to  shield  it  from  the  sun,  and 
overhead  was  a  battery  of  powerful  lights 
which  turned  downward  a  glare  that  rivaled 
the  sun's  worst.  The  shadows  cast  by  the 
awnings  on  the  light-scorched  floor  gave  just 
the  effect  of  a  blazing  day  on  the  really 
truly  boardwalk. 


The  position  of  manager  of  the  shoe  de- 
partment of  the  Kaufman  Straus  Co.,  depart- 
ment store,  Louisville,  Ky.,  has  been  filled  by 
Louis  McConnell,  well  known  in  the  retail  shoe 
trade  of  that  city. 
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T.  B.  M.  GATES 


432  Fourth  Avenue 

Boston  Office:  31  Bedford  St. 


New  York  City 


Sole  Agent  For  United  States  For 

KIRB  Y,  BEARD  &  CO.,  Ltd. 

London  Redditch  Birmingham,  England 

Celebrated  English  Pins  &  Hair  Pins 

Manufactured  for  over  200  years 

Selling-  merchandise  of  the  recognized  dependable  character  as  Kirby 
Beard  &  Co.'s  Products  calls  for  no  effort. 

Your  customers  know  they  can  be  relied  upon,  and  call  for  them  in  preference  to 
other  makes. 

Preparation  for  your  fall  business  is  in  order — our  stocks,  because  of  steady  ship- 
ments received,  are  in  adequate  quantities  to  take  care  of  your  wants. 

Precautionary  measures,  owing  to  the  proposed  increased  tariff  rate,  advocate  you 
placing  orders  now. 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiii 


KIRBY,  BEARD 
"SCIENTIFIC" 
DURALUMIN 
THIMBLE 

Outlasts  Sterling 
Silver 

They're 

untarnishable 

Tough  as  Steel 

Light  as 

Aluminum 

Kirby,  Beard  &  Co., 
Ltd.,  have  the 
sole  rights  to 
manufacture 
Thimbles  of 
Vicker's  Dura- 
lumin. 


KIRBY,  BEARD 
&  CO.,  Ltd. 

Hair  Pins 

Hair  Pin  Boxes 
&  Cabinets, 

Mourning  Pins 

Dressmakers'  Pins 

Queen's  Own  Pins 

N.  P.  U.  Pins 

Ravenhurst  and 
Superfine  Steel 
Shield  Safety 
Pins 

Broadway  and  Ra- 
venhurst Curlers 

Uniqu  e  Hair 
Wavers 

Needles  and 
Needle  Cases 
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T.  B.  M.  GATES 

432  Fourth  Avenue  New  York  City 

Boston  Office:  31  Bedford  St. 

Direct  Mill  Representative  for 

BEST  MADE  NOTIONS 

Sole  owners  of  Priscilla  and  Blue  Bird  Snap  Fasteners. 

Sole  owners  of  the  nationally  known  brand  of  Reliance  and  1900  Quality  Silk  Seam 

Binding.  a/t    j-  a 

Agent  for  the  Famous  French  (Cartier  Bresson),  C.  B.  Embroidery  Mending  and 
Darning  Cottons  and  Fine  Mercerized  Tapes.  Enghsh  India  and  Lmen  iapes, 
Thimbles,  Steel  Crochet  Hooks  and  Pin  Cubes. 

NARROW  FABRICS 


Silk,  Worsted,  Mercerized,  Cotton  and  Braided 
Fabrics  of  every  description  for  immediate 
delivery. 

Elastic  Webbings  in  Cotton,  Mercerized  or  Silk, 
Flat  and  Round  Hat  Elastics,  Rick  Rack  Braids, 
Novelty  Braids,  Embroidery  Edgings. 


Middy  Blouse  Laces,  Middy  Braids,  Corset  and 
Shoe  Laces,  Art  Silk  Braids,  Seam  Bindmgs, 
Belting  and  Tapes, 

Carpet  and  Rug  Bindings,  and  Bindings  for  the 
Notion,  Dressmaking  and  other  trades.  Hair 
Nets  in  all  desirable  styles— finest  human  hair 
and  Silk. 


INSIDE  BELTING  WITH  STAYS 

For  Dresses  and  Skirts— Black  and  White 


Stocks  are  in  | 
especially  large  | 
variety —  | 
qualities  are  the  | 
best — prices  are  | 
based  on  current  | 
market  standards  | 


10  yards  to 
the  piece 


Made  in  cotton  only. 
Widths,  iVz,  iK»  2  and 
2>4  inches. 

Used  as  shown  in  illustra- 
tion. 

Also  full  line  of  other 
qualities  made  in  cotton, 
mercerized  and  silk. 
Black  and  white. 
In  widths,  i^,  2,  2%, 
2.y2,  3  and  4  inches.  It 
will  be  to  your  advantage 
to  get  our  prices  before 
placing  your  order  else- 
where. 

Correspondence  in  all  lan- 
guages. 


36  yards  to  the  roll 


Increase  your 
sales  and  profits. 
Sell  merchandise 
that  is  right — 
that  will  give 
your  customers 
full  satisfaction. 
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Hair  Ornaments  Attain  New  Favor 


Drawn  in  /'aci.v  j ur  the  lUonumist 


_  I.  Eveniii^j  head  dress  of  filet  in  rhinestones  worn  ivith  two  combs  in  rhincstoncs  in  delicate  lace  desians  2  Hair  comh 
m  lor  orse  shell  covered  unth  black  ai.ret  3.  Bandeau  of  ChantUly  lace  ^vorn  tred  in  a  bow  and  long  ends  at  on  side  4  LiZre 
in  cold  metal  gauze  xn  turban  style  with  draped  band  off  the  gauze  covering  the  chin.  Turban  is  edged  tvith  rhinestones\  CoZb 
in  tortoise  shell  trimmed  wUh  silk  flowers. ^  6.  Coiffure  ^n  Renaissance  style  showing  a  filet  of  tiny  crystal  Teadl  coverinq^^^^^^^ 
{"i7ni,^rLtZT  "  oold  metal  mlaid  with  colored  .stones.    The  two  jezveled  bands  ar I  caught  at  side  under  a  caZhon. 

/oJZS  7J      T  T/-"'"^  '/  "•''''1  '"'''^r/r  ^"•r'^'^""'  ^^^'^  ^'^  '^^^^<^  composition  engraved  in  black  n 

Japanese  desxgn.^  9.  IJair  comb  m  peacock  blue  and  green  feathers.  10.  Comb  in  colored  horn  in  flower  design.  11  Coiffure  in 
Assyrian  style  m  heavy  colored  beads  on  gold  mesh  ground.    12.  ,  Evening  coiffure  in  cut  silver  inlaid  with  diamond 
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Robinson  Crusoe 

(Continued  from  page  225) 

changers.  A  happy  medium  was  decided 
upon,  where  the  bulk  of  the  space  would  be 
given  to  merchandise  with  a  daily  editorial 
telling  of  activities  of  the  store. 

In  this  way  immediate  results  could  be 
had  and  yet  the  store  and  its  place  in  the 
community  could  be  impressed  upon  the  pub- 
lic mind.    He  held  that  even  on 
a  Desert  Island,  one  must  be 
practical,  and  one  must  use  com- 
mon sense  even  in  an  ideal  situ- 
ation. 

But  remember  the  inhabi- 
tants of  Desert  Island  had  never 
read  an  advertisement  in  their 
lives.  Crusoe's  ads  had  to  hold 
the  interest  of  the  public.  Ex- 
actly the  same  as  your  ads  must 
from  day  to  day. 

He  decided  that  he  must  do 
these  things  in  his  first  ad : 

First — Acquaint  people  with 
unfamiliar  goods; 

Second — Remind    people  of 
the  things  they  need; 

Third — Give  them  informa- 
tion about  goods  wanted; 

Fourth — Direct  people  where 
to  get  the  goods  advertised; 

Fifth — Teach  the  people  how  to  use  the 
goods. 

Crusoe  then  issued  a  statement  of  rules 
and  called  attention  to  things  which  were 
absolutely  forbidden  in  Mr.  Jones'  new  pub- 
licity, such  as  offering  something  for  noth- 
ing. "The  public  knows  that  we  haven't 
been  doing  business  for  fun  up  to  now,  so 
why  become  philanthropists  just  because  we 
start  advertising? 

"You  can  use  comparative  prices  only 
when  you  have  had  the  same  or  similar  mer- 
chandise in  stock  and  only  then  after  satis- 
fying me  or  the  merchandise  man  as  to  the 
truth  of  the  facts. 

What  Not  to  Do 
"There  will  be  NO  general  cut-price  sales 
of  the  store,  for  never  is  there  a  time  when 
every  department  of  the  store  can  partici- 
pate in  a  reduction  sale.  The  season,  stock 
on  hand,  location  or  something  will  make  it 
unwise  to  use  items  from  ALL  sections  just 
for  the  sake  of  having  every  department 


represented." 

Price  endings  also  were  warned  against. 
Many  buyers  favored  endings,  such  as  98c., 
95c.,  94c.,  etc.  All  buyers  were  told  to  con- 
tinue along  the  same  lines  as  before,  but 
when  something  out  of  the  ordinary  was 
offered,  not  to  use  the  same  endings. 

The  buyers  asked  Mr.  Crusoe  for  some 
outline  in  the  preparation  of  their  copy.  He 
gave  one  as  follows: 

Tell  how  you  got  the  merchandise;  what 
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Chart  No.  4 


"You  have  known  this  store  for  a  long 
while  and  you  have  been  able  to  get  pretty 
much  what  you  wanted  here. 

"To-day  we  have  bought  this  page  in  the 
newspaper  to  tell  you  something  about  our 
store,  our  merchandise  and  our  service.  We 
want  the  store  to  be  something  more  than 
just  a  place  where  you  can  supply  your 
needs  when  you  and  as  you  want  them. 

"Some  of  the  merchandise  we  tell  of  will 
be  perfectly  familiar  to  you.  Other  things 
will  be  new  and  we  will  try  to 
explain  their  uses.  The  former 
we  shall  mention  briefly ;  the  lat- 
ter will  warrant  a  longer  story. 

"The  service  of  the  store  is 
that  which  gets  merchandise 
from  the  manufacturer  to  your 
home,  and  it  functions  in  a  great 
many  different  ways  which  we 
wiU  tell  you  about  from  day  to 
day. 

"All  of  this  constitutes  what 
we  want  you  to  call  advertising- 
That  is,  telling  to  you  and  to 
thousands  of  others  the  ins  and 
outs  of  our  business  as  we  would 
outline  them  were  you  sitting  in 
our  office.  Watch  for  this  page 
every  day." 


-  Sts.r. 


it  is;  what  it  is  used  for;  what  it  is  made  of; 
what  its  colorings  are;  what  sizes  it  is  in; 
price,  and  any  other  information  that  would 
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Chart  No.  5 

help  in  telling  an  interesting  story  to  the 
public. 

The  first  advertisement  that  went  to  the 
newspapers  contained  this  editorial.  It 
sounds  the  keynote  of  the  first  paid  an- 
nouncement of  merchandise  for  the  Jones 
store  that  ever  appeared  in  the  papers  on 
Desert  Island: 


Checked  Up  Results 

Crusoe,  in  order  that  he  might  know 
day  by  day  just  how  things  were  going 
throughout  the  store,  prepared  a  private  chart 
which  he  kept  on  his  table  constantly.  It 
showed  tlie  cumulative  gain  of  each  depart- 
ment, the  cumulative  advertising  and  cumula- 
tive selling  per  cent  to  date. 

He  gave  to  each  department  the  percent- 
age of  gain  in  business  required  or  wanted 
by  the  store.  When  any  one  of  them  fell 
below  that  amount  he  put  it  in  red  as  a 
danger  signal.  When  he  found  one  continu- 
ing in  this  condition  he  looked  to  the  adver- 
tising column  to  see  if  they  were  spending 
enough  money. 

He  Kept  a  Close  Watch 
If  they  were  not,  he  urged  more  news- 
paper space.  If,  however,  the  advertising 
expense  appeared  about  right  he  investigated 
the  mark-up  to  see  if  the  buyer  was  trying 
to  make  too  much  money.  If  so,  he  insisted 
upon  a  smaller  margin  of  profit  until  the 
department  got  back  on  its  feet  and  enough 
advertising  was  used  to  get  the  results. 


Stripes  and  Plaids  Much  Used  In  New  Fabrics 


LUSTROUS  finished  diagonals  and  basket 
cloths  with  mohair  surface,  and  fancy 
metal  striped  wool  fabrics  stand  out 
prominently  among  the  novelties  which  are 
being  featured  by  E.  Meyer  &  Co.,  Pans,  for 

the  winter.  ,      ^    •  i 

Brocaded  cheviots,  heavy  corded  materials 
and  matelasse  wool  crepes  are  featured  also. 

Both  stripes  and  plaids  are  extensively 
used  Much  emphasis  is  laid  on  mixed  color- 
ings, notably  black  and  white,  or  black  with  a 
color  These  mixtures  appear  either  as 
ground  run  with  plain  colored  or  with  metal 
stripes,  or  again  they  are  used  m  patterns 
brocaded  on  plain  colored  grounds.  One  ot 
the  most  interesting  novelties  m  the  collec- 
tion, and  for  which  large  orders  are  already 
reported  for  Paris  is  a  cachemire  with  pat- 
tern brocaded  in  black  and  white  brilliant  fin- 
ished wool  yarn  on  a  ground  in  plain  color. 

Interesting  as  well  is  the  line  of  wool  ve- 
lours which  are  shown  both  in  plain  colors 
and  in  striped  effects.    These  are  known  as 


Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

"Velours  de  Smyrne",  and  are  in  great  de- 
mand for  suitings  in  plain  colors,  also  in 
black. 

Gabardine  Has  Chenille  Stripes 

Attention  is  called  by  Monsieur  Meyer  to 
a  fancy  gabardine  which  is  shown  in  plain 
colors  run  with  stripes  of  chenille  in  black 
and  white  mixture.  The  chenille  stripes  oc- 
cur at  intervals  of  every  inch,  a  straight 
stripe  alternating  with  a  wavy  line  stripe. 
Orders  for  this  material  have  been  placed  by 
all  of  the  leading  model  makers  in  Paris,  and 
it  is  expected  that  it  will  figure  as  one  of  the 
marked  successes  of  the  coming  season.  As 
the  black  and  white  chenille  stripes  give  a 
frosty  look  to  the  plain  colored  ground,  the 
material  has  been  called  the  frost-striped 
gabardine. 

Very  interesting  as  well  is  a  heavy  corded 


material  which  is  known  by  the  name  of  "Ve- 
lours de  Russie."  This  is  shown  with  the 
cords  in  color  on  a  black  ground,  or  with  the 
cords  in  self  tone,  but  run  through  the  center 
with  an  ondulated  metal  stripe. 

Moire  Idea  Featured 

Wool  matelasse  crepons  in  black  and  a 
color  in  moire  effect  are  also  favorably  spoken 
of.  The  moire  idea  in  fact  is  strongly  fea- 
tured in  many  of  the  designs.  Designs  in- 
spired by  the  Japanese  are  also  prominent, 
but  the  moire  idea  is  perhaps  even  more  inter- 
esting, indicating  as  it  does  an  attempt  on  the 
part  of  the  Paris  textile  manufacturers  to 
push  moires. 

A  material  in  silk  and  wool  mixture  called 
"Peau  d'Antilope"  is  offered  in  plain  colors  in 
all  shades  of  leather,  such  as  brown,  tan,  buff, 
and  in  plaided  and  in  striped  effects.  Both 
the  plaids  and  the  stripes  are  carried  out  in 
black  on  a  colored  ground. 
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NEW  PRICES  ON 
MITTELSTAEDT  HAIR  NETS 

Conforming  to  the  downward  revision 
prevailing  generally — 

These  quality  Hair  Nets  are  now  quoted 
at  prices  which  mean  a  minimum  of 

50%  PROFIT  TO  YOU 

This  is  the  season  when  hair  nets  are  in 
greatest  demand — Sell  Mittelstaedt  Hair 
Nets — satisfy  your  customers  and  reap  this 

Increased  Profit 

A  growmg  consumer  demand  is  being 
created  through  our  advertising  in  daily 
newspapers,  etc.,  etc.,  a  fur- 
ther asset  to  you  in  selling 
more  Mittelstaedt  Hair  Nets. 

Write  for  our  specials 


cti,  vjet! 

CLOSE 
■  FIT- 


TIAIR  NET 


Lf;STAi;DT  ItfC. 
^[T->'  PLACt  .  IlKWYOOK 


Our  Trade  Mark  Is 
Our  Guarantee 


,  Inc. 


Established 
1867 


Quoted  as  the 
Standard 


84-86  University  Place 

Between  11th  &!12th 

New  York 
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Craftsmanship  in  Industrial  Arts 
Thought  on  Downward  Grade 

Managing  Director  o£  Art  Center,  Inc.,  Sounds  Note  of  Warning 
—Fine  Trade  Are  Threatened  by  "Cult  of  Ugliness,"  He  Asserts 
—Public  Schools  Called  Hope  of  the  Future 


Did  you  know  that  there  is  right  here  in 
New  York  City  a  school  devoted  to  the  applied 
arts  and  handicrafts? 

The  Art  Center,  Inc.,  consists  of  the  fol- 
lowing co-operating  societies:  The  Art  Alli- 
ance of  America,  New  York  Society  of  Crafts- 
men, Pictorial  Photographers  of  America  and 
the  Society  of  Illustrators. 

The  center  was  organized  to  advance  the 
decorative  crafts  and  industries  that  are  allied 
to  the  home  and  to  the  problems  that  are  asso- 
ciated with  the  making  of  ornamental  objects 
of  every  kind.  It  plans  to  foster  and  protect 
the  artistic  interests  of  this  country. 

The  Art  Center  was  incorporated  early  last 
spring,  and  under  the  management  of  William 
Laurel  Harris,  managing  director,  has  done 
much  to  establish  its  future. 

It  is  not  an  easy  task  to  build  an  efficient 
bridge  over  the  chasm  that  lies  between 
modern  art  and  modern  industry,  and  Mr. 
Harris  thoroughly  appreciated  the  difficulty 
that  lay  ahead  when  he  took  up  the  task. 

Art  Should  Work  with  Industry 

Speaking  of  the  arts  and  handicrafts  in 
this  country,  he  said: 

"Trade  and  commerce  can  only  really  pros- 
per when  the  varied  arts  assist  and  fortify 
the  industries  that  contribute  to  home  fur- 
nishings and  all  the  forms  of  personal  luxury 
and  adornment  that  distinguish  the  civilized 
races  from  savages. 

"To-day  throughout  the  whole  wide  world 
the  finer  forms  of  craftsmanship  are  in  danger 
and  many  of  the  most  venerable  handicrafts 
will  perish  with  the  passing  of  this  present 
generation. 

"No  adequate  system  of  education  exists 
to-day,  and  hundreds  of  thousands  of  our 
young  people  are  being  led  astray  by  incapa- 
ble teachers  who  are  unable  to  make  a  decent 
living  in  their  crafts,  and  strange  to  say  can 
only  teach.  Such  teachers,  forced  into  peda- 
gogy because  they  cannot  meet  the  practical 
conditions  of  our  times  are  blind  leaders  of 
the  blind. 

"This  situation  is  not  local,  is  not  merely 
nation  wide,  it  is  world  wide  and  affects  count- 
less thousands  on  the  torrid  plains  of  India, 


innumerable  guilds  and  trades  in  the  crowded 
cities  of  the  Chinese  Republic,  it  has  para- 
lyzed the  fanciful  skill  of  Egyptian  workers 
in  the  arts  and  has  killed  the  finest  types  of 
craftsmenship  in  the  flowery  kingdom  of  the 
Mikado. 

In  the  rug-making  centers  of  Ispahan  and 
Tabriz  the  most  skillful  rug  makers  of  the 
world  have  been  killed,  their  looms  broken  by 
marauding  bands  of  plunderers  and  the  pheep 
that  furnished  wool  have  been  eaten  for  food. 
Even  in  far-off  Bokhara  and  Samarchand  the 
ideals  of  textile  weaving  cherished  by  suc- 
ceeding generations  of  workers  from  time  im- 
memorial until  our  day,  are  now  waning  and 
will  be  dead  within  another  decade  if  the  spirit 
of  the  Bolsheviki  prevails. 

Cult  of  Ugliness  Here 

"In  our  land  conditions  are  certainly  not 
as  discouraging  as  they  are  abroad,  but  there 
is,  nevertheless,  an  insidious  cult  of  ugliness 
that  is  growing  up  among  us  threatening  some 
of  the  finest  trades.  In  our  public  schools  we 
have  forges  for  iron  workers,  shops  for  wood 
workers,  ceramic  kilns  for  the  makers  of  pot- 
tery and  looms,  dye  laboratories  and  spinning 
frames  for  the  boys  and  girls  interested  in 
textiles.  But  these  great,  practical  resources 
are  not  utilized  to  aid  our  finer  handicrafts. 

"If  a  boy  in  our  iron-working  schools  en- 
deavors to  create  a  thing  of  beauty  out  of 
iron  the  other  boys  all  persecute  him  until  he 
quits,"  said  Mr.  Harris.  "Similar  conditions 
prevail  in  all  the  Manual  Training  Depart- 
ments. The  argument  of  the  rising  genera- 
tion of  American-born  of  foreign  parents  is: 
'Our  parents  had  art  and  beauty  all  about 
them  in  Europe  and  they  were  unhappy  until 
they  left  it  all  behind  and  came  here  to  live.' 
'We  want  no  art,  we  want  money  and  pros- 
perity.' Our  great  national  prosperity,  im- 
properly understood,  threatens  the  future  of 
our  great  commonwealth. 

"There  is  everywhere  about  us  a  species  of 
barbarism  that  is  ascendant  because  of  false 
ideals  and  false  theories  of  life.  We  need  the 
artistic  talents  of  the  rising  generation.  All 
about  us  we  see  great  industries  that  are  de- 
pendent for  their  prosperity  on  the  arts  of  de- 


sign and  on  the  fine  qualities  of  good  taste. 
The  men  who  make  the  present  success  of 
these  industries  a  possibiUty  are  past  middle 
life  and  were,  for  the  most  part,  trained  in 
Europe. 

"When  these  great  mill  craftsmen  are  gone 
there  will  be  no  skilled  workers  to  take  their 
places  unless  the  artists  of  America  and  the 
manufacturers  can  be  brought  into  close  ac- 
cord and  sympathetic  understanding.  The 
manufacturers  are  suspicious  and  distrustful 
of  the  'Art  Artists,'  as  they  now  call  them, 
and  the  artists  know  little  enough  of  the  vital 
industrial  problems  of  our  time. 

"Our  public  school  system  is  the  hope  of 
the  future.  If  manufacturers  and  artists  com- 
bined they  could  work  a  beneficent  revolution 
in  our  land  and  aid  enormously  the  untiring 
and  devoted  efforts  of  our  educators.  Co- 
ordination of  interests  and  co-operation  of 
efforts  seem  the  open  sesame  to  the  glories 
and  unlimited  possibilities  of  a  future  that 
beckons  to  our  children." 


Perfumers  Hear 
Co-operation  Plea 

A.  W.  Urquhart  of  Gimbel  Brothers 
Outlines  Views  Before  Manu- 
facturers' Body 

At  the  27th  annual  meeting  of  the  Manu- 
facturing Perfumers  Association,  held  at  the 
Biltmore  Hotel  recently,  F.  W.  Jones,  presi- 
dent of  the  association,  introduced  as  one  of 
the  speakers  A.  W.  Urquhart  of  Gimoel 
Brothers,  New  York. 

In  the  course  of  his  address  Mr.  Urquhart 
said :  "Not  a  long  time  ago  I  was  reading  m 
a  country  magazine  a  story  illustrating  co- 
operation. A  gentleman  was  visiting  a  friend 
who  owns  a  large  farm  and  was  being  shown 
the  piggery.  It  was  a  frosty  morning  and  a 
big  porker  and  nine  pigs  lay  huddled  to- 
gether in  one  of  the  pens.  They  were  warm. 
Now  not  one  of  them  went  into  the  pen  to 
keep  the  others  warm.  Each  one  sought 
warmth  but  doing  so  supplied  heat  to  the 
others.  Apply  this  story  to  men  and  you  have 
an  illustration  of  co-operation. 

The  Golden  Rule  Again 

"Co-operation  is  after  all  only  another 
name  for  the  Golden  Rule.  What  we  need 
most  in  the  business  to-day  when  market  con- 
ditions are  unsettled  and  a  buyer's  responsi- 
bilities is  greater  than  ever  before,  is  not  so 
much  merchandising  stunts  or  clever  selling 
ideas  as  a  closer  co-operation  between  manu- 
facturer and  retailer. 

"My  only  point  of  contact  with  many 
manufacturers  is  through  their  salesmen  and 
in  some  cases  their  demonstrators. '  So  I  must 
judge  of  them  to  a  great  extent  by  their  rep- 
resentatives. 

The  Brusque  Salesman 

"Now  there  are  many  kinds  of  salesmen. 
Most  of  them  are  gentlemen  with  whom  it  is 
pleasant  to  deal.  But  every  now  and  then 
some  manufacturer  sends  out  a  representative 
who  has  no  idea  of  what  he  is  about. 

"NoWj  regarding  your  products  I  think 
there  are  many  of  them  which  ought  to  be 
standardized.  For  instance  take  the  item  of 
rouge  and  face  powders— at  the  most  there 
are  only  two  or  three  colors  which  sell  par- 
ticularly well.  Why  not  allow  one  or  two 
manufacturers  to  make  the  shades  which  do 
not  move  so  rapidly? 

"This  would  save  both  retailer  and  manu- 
facturer from  carrying  such  large  stocks  of 
slov/  items." 
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nnouncinq 
National  Advertisin 

Columbia  Yarns,  favored  by  women 

and  relied  upon  by  merchants  for 
nearly  half  a  century,  will  be  featured 
in  a  national  advertising  campaign  that 
opens  in  the  July  and  August  issues  of 
influential  women's  publications. 

WM.  H.  HORSTMANN  COMPANY     Established  1816     PHILADELF'HI  A 


COLUMB 

YARNS 
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The  Ex-Salesman  Discovers  a  Clerk 
Who  Puts  Method  into  Selling 


He  Spends  Two  Weeks  in  a  Store  Where  Money  Is  Spent  to  Show 
Customers  What  Real  Service  Is— "Saleswoman  No.  3"  Manages 
to  Be  Busy  While  Her  Co-workers  Are  Idle  and  There's  a  Reason 


I  AN  the  public  distinguish  the  differ- 
ence between  good  service  and  better 
service  as  easily  as  the  difference  be- 
tween poor  service  and  good  service?" 

The  ex-salesman  was  asked  this  question 
by  the  head  of  a  store  where  money  is  spent 
in  acquainting  customers  with  the  store's  ef- 
forts to  give  satisfactory  service.    The  money 
is  spent  in  advertising  quick  service  sections 
of  the  store  on  different  days  of  the  week  and 
in  extra  space,  aside  from  the 
regular  advertising,  where  serv- 
ice and  store  policy  are  treated 
editorially.    The  store  is  progres- 
sive in  the  strict  sense  of  the 
word  and  its  executives  are  men 
of  vision.   Yet  the  proprietor  and 
general  manager  suffer  from  in- 
somnia— brought  on  by  rapidly 
increasing  overhead. 

The  ex-salesman  was  em- 
ployed to  sell  goods  for  two 
weeks,  as  he  was  in  the  store 
where  he'  studied  the  selling 
methods  of  the  two  salesmen  as 
recounted  in  the  ECONOMIST  of 
April  16.  In  the  first  store  the 
ex-salesman  sought  to  analyze 
selling  methods  on  the  basis  of 
poor  selling.  In  the  second  store 
he  studied  selling  methods  from 
the  angle  of  extra  good  selling. 
He  knows  a  good  salesperson 
when  he  sees  one  and  he  discov- 
ered saleswoman  No.  3  the  sec- 
ond day  of  his  search. 

Across  the  aisle  from  the  silks, 
where  the  ex-salesman  was  sta- 
tioned, was  the  upper  end  of  the 
toilet  goods  department.    It  was 
set  at  right  angles  to  the  silks 
and  eight  saleswomen  were  sta- 
tioned in  different  sections  throughout  its 
length.    Saleswoman  No.  3  had  her  station  at 
the  upper  end.    She  sold  fancy  goods  of  sev- 
eral kinds,  among  them  toilet  accessories  and 
bathroom  supplies. 

Here's  What  He  Saw 
The  ex-salesman  did  not  at  first  notice 
saleswoman  No.  3 ;  rather  he  was  attracted  by 
the  knot  of  customers  which  wound  and  un- 
wound in  her  neighborhood  practically  all  day. 
The  department  was  fairly  busy  all  the  time 
but  he  noticed  blank  places  up  and  down  the 
counter  space  at  all  times.  But  rarely  was 
there  less  than  two  customers  either  coming 
up  to  or  just  turning  away  from  saleswoman 

No.    3.  ,  -r,,, 

"Turnover  is  rapid  in  that  stock  ^  i  u 
wager,"  said  the  ex-salesman  to  himself,  "and 
I'll  bet  volume  is  growing  by  the  day. 

•  He  knew  enough  about  the  economics  ot 
retailing  to  realize  that  continuous  activity  m 
the  neighborhood  of  any  special  section  means 
that  goods  are  moving.  Now  and  then  might 
not  mean  much;  but  everyday  movement  is 
significant  no  matter  in  what  kind  of  a  store. 

So  the  ex-salesman  began  to  watch  tne 
work  of  saleswoman  No.  3  just  the  way  a 
moving-picture  man  scouting  for  talent  studies 


By  Guy  Hubbart 


the  work  of  the  screen  actress,  while  the 
picture  is  being  filmed. 

Saleswoman  No.  3  was  about  22  in  years, 
not  very  pretty  but  attractive  largely  because 
of  her  expression  and  manner.  She  was  small 
in  stature  and  had  corn-colored  hair  and  eyes 
to  match.    She  looked  about  average. 
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I   Reasons  Why  Saleswoman  No.  3 
I  Costs  Her  Section  Little 


Her  percentage  of  lost  sales  per  day  amounts  to  less  than 
lYi  sales  a  week;  she  increases  the  average  sale  anywhere 
from  20  to  50  cents  on  four-fifths  of  the  individual  purchases 
made;  she  does  this  by  "other  goods"  suggestions. 

She  sells  faster  than  the  average  salesperson  in  proportion 
to  the  number  of  customers  served  a  day;  she  does  this  by 
keeping  close  tab  on  stock,  on  advertised  items,  on  goods  in 
window  displays  and  new  goods  in  her  own  and  adjacent 
sections  of  the  department. 

She  has  natural  courtesy,  not  the  artificial  or  assunied 
kind,  and  expresses  it  by  her  manner.  This  attracts  discrim- 
inating customers  to  her,  thus  bringing  many  repeat  sales  and 
attaching  a  regular  following  of  customers  to  her. 

She  makes  few  mistakes  in  addresses,  change  or  other 
things  because  she  keeps  her  head  clear  by  being  loyal  to  her 
work  and  enthusiastic  about  her  goods;  she  takes  her  work 

seriously.  . 

She  studies  merchandise,  especially  as  to  its  values,  kmds, 
varying  uses,  aside  from  its  nature  or  something  to  see  for  so 
much  money;  she  widens  her  horizon  by  reading  good  books 
on  selling  and  allied  subjects;  she  also  reads  good  literature 
to  improve  her  mind. 


the  ex-salesman  began  to  study  it  in  the  indi- 
vidual sense.  "This  girl  saves  this  store's 
money  by  her  mere  movements ;  they  are  worth 
watching,"  the  ex-salesman  said  to  himself. 
So  he  watched  the  saleswoman's  hands.  And 
what  he  discovered  is  worth  a  book  if  the 
efficiency  experts  were  inclined  to  devote  them- 
selves to  something  fundamental  and  there- 
fore useful.    Here  it  is  in  a  paragraph: 

Her  hands  moved  much  less  rapidly  than 
her  body  or  her  eyes;  she  made 
few  if  any  false  motions.  When 
she  listened  to  a  customer  she 
used  her  eyes  and  ears  but  she  ex- 
pressed what  she  heard  in  her 
hands,  by  reaching  for  what  her 
mind  told  her  the  customer, 
wanted.  And  when  she  reached 
she  did  it  with  her  body,  put  her 
whole  being  into  the  motion,  got 
the  article  and  placed  it  before 
the  customer  in  one  graceful  set 
of  motions. 

If  she  had  to  get  something 
else  or  replace  an  article  she  did 
it  the  same  way.  (Most  sales- 
people let  their  hands  direct  their 
minds  instead  of  the  opposite.) 

Conservation  of  Energy 
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But  with  looks  the  parallel  ends.  In  every 
other  way  saleswoman  No.  3  was  different 
from  the  average — very  different. 

This  was  apparent  first  in  her  manner,  her 
attitude  toward  customers.  She  seemed  to 
warm  to  them.  Next,  her  expression  seemed 
to  fit  perfectly  her  manner.  There  was  none 
of  what  has  come  to  be  called  store-expression 
on  her  countenance.  She  looked  and  acted 
perfectly  natural,  just  as  if  she  felt  that  she 
belonged  in  the  store  and  that  the  customers 
came  there  to  see  her.  (And,  by  the  way, 
many  of  them  did  just  that.) 

Saleswoman  No.  3  had  the  manner  and  ex- 
pression of  one  who  knew  she  could  do  her 
work,  liked  to  do  it  and  had  definite  reasons 
for  liking  to  do  it. 

She  Worked  Fast 

The  ex-salesman  studied  the  actions  of 
saleswoman  No.  3  in  terms  of  cost  of  doing 
business.  He  noticed  she  sold  rapidly.  He 
wondered  how  she  did  it,  since  one  cannot 
always  hurry  a  customer;  some  of  themi  are 
slow,  even  deliberate;  others  are  cautious, 
some  are  naturally  stupid.  But  this  sales- 
woman seemed  to  move  them  all  away  satis- 
fied in  unusually  quick  time. 

Time  is  an  element  of  cost  in  selling,  so 


Saleswoman  No.  3  put  deci- 
sion, precision,  grace,  directness 
and  force  into  her  handwork  be- 
cause she  had  learned  to  focus 
her  mind  on  what  her  hands  were 
doing.  In  this  way  she  sold  more 
goods  with  less  motion  than  five 
ordinary  saleswomen.  If  every 
one  of  the  800  salespeople  in  the 
store  did  that  they  would  save 
the  store  in  time  alone,  some- 
thing like  an  aggregate  of  $4,000 

a  week. 

This  saleswoman  knew  where  to  find  an 
item  before  the  customer  asked  for  it — be- 
cause she  had  learned  where  every  item  was 
located.  She  studied  it  just  as  if  the  store 
paid  her  for  doing  so.  In  the  same  spirit  she 
read  the  store  ads,  studied  its  windows,  no- 
ticed what  sections  women  turned  to  after 
they  bought  from  her ;  tried  to  note  what  sec- 
tions they  came  from  when  they  came  to  her 
section.  In  short,  she  studied  her  work,  both 
its  nature  and  surroundings. 

Motion  Saved  Is  Time  Saved 

Accurate  motion  saved  is  time  saved  and 
at  its  full  value;  lost  motion  is  time  lost  and 
at  twice  its  value  to  the  store.  (It  is  odd  that 
some  of  our  book-writing  professors  haven't 
found  this  out  and  put  it  in  their  books  on 
salesmanship.)  Lost  motion  is  one  of  the 
things  that  run  overhead  up  to  a  ruinous 
peak. 

Lost  motion  is  of  three  kinds:  (1)  Wrong 
motion,  (2)  slow  motion  and  (3)  too  much 
motion.  Saleswoman  No.  3  used  her  brain, 
the  ex-salesman  discovered. 

So  much  for  the  mechanics  of  selling.  Now 
the  personal  side:  Saleswoman  No.  3  was 
human  and  thought  of  each  of  her  customers 

(Continued  on  page  302) 
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COTTON 

FAMOUS  OVER  1 00  YEARS 
FOR  SUPREME  QUALITY 

Dexter  Cotton  Yarn  advertising  is  constantly  before  the  eyes  of  mil- 
lions of  women.  It  tells  them  of  the  quality,  the  variety,  the  economy 
of  Dexter  Cotton  Yarns. 

Two  of  the  favorite?  outdistancing  all  competitors: 


Dexter  "Silko"  Cordonnet 

"Lustre  of  Silk  and  better  wear." 
New  reduced  price  to  dealers, 
$1.00  per  box  of  12  balls. 


Dexter  Knitting  Cotton 

"The  kind  that  Grandma  used." 
New  reduced  prices  to  dealers, 
$1.50  Box  of  20  White  Balls; 
$1.75  in  colors. 

Dexter  Cordonnet  Crochet  Cotton  is  in  quantity  demand  for  em- 
broidery, figure  raising,  ties  and  sweaters.  Its  high  lustre  which 
laundering  increases  and  its  thorough  economical  value  promote  big 
consumption  on  rapidly  repeating  sales. 

The  Dexter  New  York  Sales  Office  is  at 


881  Broadway 


Other  distributing  points  carrying  complete  assortments: 

50  Sansome  St.,  San  Francisco,  Cal.  308  Jacobson  Bldg.,  Denver,  Colo. 

323  W.  Jackson  Blvd.,  Chicago,  111.  67  Chauncy  St.,  Boston,  Mass. 

220  Decatur  St.,  New  Orleans,  La.  201  N.  Liberty  St.,  Baltimore,  Md. 

505  New  Birks  Bldg.,  Montreal,  Canada. 

Write  today  for  new  price  lists  and  terms 


Dexter  Yarn  Co. 
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Toilet  Goods  Trade  Will  Go 
to  Store  That  Works  for  It 

House  Brands  Should  Not  Be  Pushed  When  Standard 
Articles  Are  Called  for — Judicious  Advertising  Is  Best 
Means  of  Raising  Standard  of  Section's  Trade— Price 
Argument  Is  Good  Sales  Point 


THE  old-fashioned  drug  store,  with  the 
coiored  glass  water  bottles,  and  sedate 
rows  of  paper-covered  powder  boxes, 
symmetrically  arranged,  is  gone,  and  in  its 
place  there  flourishes  the  thoroughly  depart- 
mentalized store  with  its  modern,  artistic 
toilet  goods  section. 

The  store  that  features  high-grade  cos- 
metics, as  well  as  medium-priced  goods,  drugs 
and  patent  medicines,-  is  the  one  that  is  out- 
stripping its  competitors. 

The  department  store  that  has  a  well- 
established  reputation 
for  fair  dealing  and 
an  honest  policy  of 
merchandising  has 
greater  possibilities 
for  sales  of  toilet 
goods  and  drug  sun- 
dries than  has  even 
the  modern  and  up- 
to-date  drug  store, 
for  its  clientele  is 
ready  made.  Proper 
presentation  of  goods 
and  real  service  is  all 
that  is  necessary  to 
sell  merchandise. 

Feature  These 

In  order  to  de- 
velop sales  of  toilet 
goods  to  the  fullest, 
it  is  best  to  show 
standard  lines  that 
are  nationally  adver- 
tised. 

It  is  often  a  store 
policy  to  carry  a  few 
lines  under  its  own 
trade  name,  but  this 
should  not  be  gener- 
rally  done,  nor  has  it, 
profitable. 

It  is  estimated  that  nine-tenths  of  the  sales 
of  toilet  goods  are  to  people  who  specify  the 
brand  or  make  they  desire  when  ordering 
goods.  This  does  not  apply,  as  generally,  to 
perfumes,  as  to  face  powder  and  creams.  Un- 
less the  store  should  not  have  on  hand  the 
brand  specified,  it  is  not  deemed  good  policy 
upon  the  saleswoman's  part  to  suggest  an- 
other variety  than  the  one  asked  for. 

Side  Lines  Are  Profitable 

There  are  some  side  lines,  of  course,  that 
can  be  carried  under  the  store's  own  trade- 
mark, and  which  come  as  a  result  of  a  well- 
developed  toilet  goods  trade,  such  things  as 
simple  antiseptics  and  popular  remedies  that 
everyone  knows  of  in  a  way,  but  which  are  not 
patented.  There  is  a  growing  demand  for 
artificial  flowers.  Small  plants  for  table  dec- 
orations, long-stemmed  roses  for  vases  and 
great  masses  of  trailing  blossoms  for  baskets 
and  corner  ornaments,  these  sell  well  m  a  toilet 
goods  department,  and  lend  themselves  also  to 
special  displays. 

At  the  Miller  &  Rhodes  store  m  Richmond, 
Va.,  one  finds  an  interesting  example  of  the 
attractiveness  of  artificial  flowers  m  toilet 


goods  department. 

Tall  flowers  are  banked  up  against  the 
wall  and  the  back  of  shelves,  making  a  back- 
ground for  the  perfumes,  powders,  soap,  etc. 
The  floral  coloring  is  in  harmony  with  the 
color  of  the  containers. 

Toilet  Goods  Trade  Grows 

During  the  last  few  years  there  has  been 
a  greater  demand  than  ever  before  for  high- 
grade  toilet  articles. 

Women  buy  more  generously  of  fine  per- 


Portion  of  the  main  floor  of  the  J.  L.  Hudson  Co.,  showing  the  well  arranged  toilet  goods  and 

stationery  department. 


as  a  rule,  been  found 


fumes,  and  have  come  to  be  more  exacting  in 
their  demands. 

Talcum  powder  in  the  better  grades  is  per- 
haps the  best-selling  item  in  the  long  list  of 
toilet  aids.  This  indicates  clearly  the  trend 
during  the  past  five  years  for  higher  priced 
articles. 

Five  years  ago  25  cents  was  the  average 
price  paid  for  talcum  powder,  and  to-day  the 
average  is  75  cents,  with  $1  and  $1.25  talcums 
selling  freely. 

Knowledge  of  Hygiene  General 

The  activities  of  the  boards  of  health  in 
having  the  schools  instruct  students  in  per- 
sonal hygiene  has  brought  about  a  large  and 
popular  demand  for  merchandise  that  here- 
tofore was  regarded  as  a  luxury.  Where  tooth 
paste  ten  years  ago  was  bought  a  dozen  at  a 
time,  to-day  it  is  bought  in  ten-gross  lots, 
and  it  is  the  same  with  many  other  toilet  prep- 
arations that  have  been  popularized  by  this 
action  on  the  part  of  boards  of  health  and  in- 
struction in  the  schools. 

In  order  to  meet  this  demand,  it  is  neces- 
sary to  carry  large  stocks,  but  such  a  policy, 
if  it  results  in  quick  turns,  is  a  money-making 
one. 

To  be  able  to  buy  in  quantity  is  to  be  able 
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to  sell  at  a  lower  margin,  and  this  comes  only 
through  an  understanding  of  the  needs  of 
one's  clientele. 

Useful  Information 

The  ability  to  estimate  just  how  great  a 
percentage  of  flesh-colored  face  powder  is 
sold,  over  white,  and  brunette  and  what  orders 
of  toilet  water  sell  best,  comes  only  through 
actual  experience  in  the  department.  The  de- 
mand is  determined  purely  by  location.  What 
sells  best  in  one  city  or  community  will  not 
sell  in  the  other  nearby. 

In  college  towns,  for  instance,  bouquet 
odors  invariably  sell  best,  and  in  industrial 
centers,  rose  and  other  very  strong  scents  are 
best  sellers. 

The  best  medium  for  raising  the  standard 
of  demand  is  through  newspaper  advertising 
and  department  demonstrations. 

Sample  Giving  Doesn't  Pay  . 

The  old  custom  of  giving  out  samples  has 
very  little  to  recommend  it.  Women  of  to-day 
are  not  prone  to  overestimate  anything  that 
is  given  away  and  the  free  distribution  of 
samples  tends  rather  to  cheapen  the  article 

than  to  advertise  it. 

Many  stores  no 
longer  carry  per- 
fumes in  stock  quan- 
tity. Virtuafly  all  of 
the  New  York  stores 
have  discontinued  the 
practice. 

Perfumes  named 
for  well-known  act- 
resses and  other 
noted  personages  sell 
well. 

A  successful  sales- 
woman said  recently : 
"Study  voices. 
Clothes  and  manner-  _ 
ism  may  be  mislead- 
ing, voices  never  are. 
Note  well  the  cadence 
and  quality  of  the 
customer's  voice,  and 
if  you  study  this  long 
enough  you  can,  nine 
times  out  of  ten,  sug- 
gest the  very  odor 
the  customer  has  in 
mind." 

For  general  sales 
advertising  should  te 


based  largely  on  price,  and  the  saving  which 
will  result  to  customers  from  purchasing  in 
your  department.  Special  offerings  of  special 
items  invariably  attract  interest,  and  many 
stores  plan  these  sales  annually  or  semi- 
annually. 

Special  sales  usually  attract  and  create  new- 
customers  for  the  department. 

Having  once  established  this  trade  it  is  a 
very  easy  matter  to  select  those  customers 
who  appear  to  be  able  to  buy  better  class 
goods  and  take  advantage  of  this  opportunity 
to  introduce  the  better  goods. 


Radical  reductions  in  price  are  noted  in 
advertisements  of  Tvearing  apparel  in  many 
of  the  larger  cities.  Reductions  in  cotton 
dresses  and  silk  dresses  are  especially  notice- 
able. Skirts  also  are  showing  heavy  mark- 
downs,  though  they  are  being  featured  in  many 
stores,  particularly  skirts  of  the  sports  va- 
riety, which  are  seasonable  at  this  time.  Coats, 
wraps  and  capes  also  are  considerably  reduced. 

Manufacturers  of  pile  fabric  coats  report 
a  good  business  from  the  road.  Salesmen  are 
sending  in  substantial  orders,  particularly 
from  small  stores.  The  stores  in  the  large 
cities  are  holding  off  somewhat. 


II 
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KOTeX 

CEHycoTTON  PttOlSUCTS  CO. 


Too  much  Privacy  does  not  pay 


The  Englishman  in  the  western  frontier  town  asked  for  a 
room  and  "bath."  He  got  the  room  all  right — a  front  one 
with  a  big  curlainless  window — and  a  tub  of  water.  A 
sheet  from  the  bed  was  hung  at  the  window  to  shield  him 
from  prying  eyes  during  his  ablutions,  but  a  party  of  pass- 


ing cowboys  tore  it  down  with  the  comment  that  "too  d  -  -  n 
much  privacy  was  not  good  for  any  one."  A  good  many 
retail  stores,  otherwise  O.  K.,  are  suffering  from  the  same 
disease — "too  d  -  -  n  much  privacy."  But  it  is  curable.  The 
right  medicine  is  in  the  coupon  at  the  bottom  of  this  page. 


Modern  women  show  ankles  and  necks 


This  is  a  clean-minded,  clean-bodied,  honest,  healthful, 
practical  age  in  which  we  live.  Women  are  now  no  more 
ashamed  of  being  women  than  men  are  of  being  men.  Gone 
are  the  days  of  skirts  nine  yards  around,  sweeping  up  the 
dirt  oi  the  streets.  Gone  are  the  heavy  veils  that  destroy 
eyesight,  the  clothes  that  hinder  and  hamper  and  render 


helpless.  Gone  is  the  simpering  mock-modesty  and  cringing 
embarrassment — relic  of  the  middle  ages.  Instead  women 
realize  that  they  constitute  fifty  per  cent  of  the  population, 
and  they  demand  consideration  from  you  upon  a  fifty-fifty 
basis. 


"There*s  a  new  day  and  a  new  way" 


People  used  to  have  leeches  applied  to  suck  their  blood  as 
a  cure  for  ills  of  every  description.  The  fever-stricken 
were  forbidden  a  drink  of  water,  consumptives  were  kept  in 
closed  rooms.  But  that  day  is  passed  and  with  it  has  gone 
the  period  of  home-made  wearing  apparel  of  every  descrip- 
tion. Comfort  is  now  recognized  as  a  means  toward  effi- 
ciency, one  of  the  first  laws  of  health.    Today  people  buy 


whatever  will  add  to  comfort,  convenience,  cleanliness. 
Kotex  for  women  is  destined  to  be  as  universally  used,  is 
destined  to  become  as  great  a  profit  producer  for  merchants 
as  the  safety  razor  has  been  for  men.  But  Kotex  is  new — 
you  have  to  let  them  know  that  you  have  in  stock  this 
wonderful  sanitary  napkin. 


Even  the  most  modest  women  ask  for  Kotex 


We  have  made  Kotex  easy  for  the  woman  to  buy — easy  for 
the  merchant  to  sell.  There  is  nothing  about  the  name 
which  would  cause  a  woman  to  hesitate.  It  comes  already 
packed  in  a  neat  carton.    We  have  eliminated  all  selling  or 


buying  conversation.  There  is  no  argument  about  size  or 
price.  Your  customer  says  "Kotex,"  lays-  down  her  sixty 
cents,  and  receives  her  purchase. 


Put  Kotex  on  your  counters — a  60c  seller 


The  experience  of  thousands  of  dealers  is  that  women  like 
Kotex — like  the  way  it  is  sold.  The  few  who  have  not 
found  it  a  quick  seller  have  been  those  who  keep  it  a  "hidden 
mystery."    Women  know  about  Kotex — we  are  advertising 


it  extensively — they  know  its  merits  and  the  price.  But  you 
can't  expect  them  to  look  in  your  store  room  or  under  your 
counters  to  find  it.  What  you  need  is  a  little  publicity  and 
we  even  supply  that.    Read  the  coupon  below. 


Cut  off  coupon  and  mail  to  Cellucotton  Products  Co.,  Home  Office:  Neenah,  Wis. 


Cellucottori  F»Poclucts  Company 
Home  Office:  IMeenan,  Wis. 


Date. 


Answering  your  advertisement  in  The  Dry  Goods  Economist,  please  send  us  prepaid  and  without  any  obligation  upon  our 
part  the  following  Kotex  selling  helps  which  we  have  checked. 


□  Kotex  Booklets  for  free  distribution 

□  Kotex  Counter  Display  Cards 

□  Kotex  Window  Display  Cards 


Also  please  send  us 


□  3  dozen  boxes  Kotex  to  sell  at  60c  each — $14.40 

□  12  dozen  boxes  Kotex  to  sell  at  60c  each — $57.60 


Terms  2%  10  days,  net  30 


Signed   

Company  Name 

Town   

Slate   
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Mechanical  Doll 
Gets  Bright  Idea 

"Toys  for  July  4,"  She  Thinks,  Would 
Be  Good  Slogan  for  De- 
partment 


G 


OODNESSme!  At  last  the  saleswoman 
has  straightened  out  my  legs,"  paid 
the  mechanical  doll  to  her  blond 
neighbor.  "No  self-respecting  girl  doll  would 
want  to  appear  bowlegged,  and  the  remarks 
I've  had  to  listen  to  in  the  last  two  months 
have  just  about  broken  my  heart.  I  feel  like 
a  pretzel,  after  having  stood  all  out  of  whack 
in  the  same  position  so  long. 

"The  people  who  sell  dolls  can  never  seem 
to  visualize  them  as  babies  and  little  children. 
That  is  just  what  we  are,  you  know,  to  our 
little  mothers.  I  am  wondering  if  Miss  Parlo 
is  planning  anything  for  July  4. 

"Next  to  Christmas  that  is  about  the  best 
time  in  the  whole  year  to  sell  toys.  I  hope  to 
goodness  I  can  get  in  the  shop  window  just 
one  more  time.  I'll  try  to  be  so  engagmg  that 
somebody  will  just  have  to  buy  me. 

"You  wicked  flirt,"  replied  the  blond  doll. 
"I  suppose  you'd  have  Miss  Parlo  plan  a  whole 
window  just  to  show  you  off." 

She  Has  Ideas 
"Oh,  no,  I  wouldn't,  but  I  wish  she  would 
do  something  to  sell  us  off." 

"Well,  Miss  Smarty,  since  you  know  every- 
thing, what  do  you  suggest  for  a  July  4  sale?" 

"Well,  now  that  you've  asked  me,"  the  me- 
chanical'doll  answered,  solemnly,  "I  don't 
mind  telling  you.  Having  the  merchandise,  1 
would  feature  'Toys  for  July  4'  in  my  news- 
paper advertising,  and  show  illustrations  ot 
airplanes,  balloons,  coasters,  scooters,  horse 
sticks,  hoops  and  all  kinds  of  outdoor  play- 
things. I  would  have  in  addition  a  boxed  edi- 
torial reading  something  like  this : 

"  'The  Fourth  of  July  used  to  mean  noise 
and  bluster,  with  a  lot  of  fireworks  and  a  lot 
of  missing  arms  and  legs  and  even  lives  Now 
it  means  a  sane,  happy  holiday  for  both  dad 
and  the  boys. 

"  'We  want  daddies  to  come  to  our  store 
and  see  how  we  have  co-operated  with  him  m 
adding  to  the  spirit  of  the  day. 

"  'We  have  toys  here  that  are  educational, 
toys  that  keep  children  out  of  doors  and  help 
to  build  brain  and  brawn.    Come  m  and  -ook 

'^"""sTturday,  July  2,  I  would  give  away  free 
souvenirs,  a  balloon  with  the  firm  name  on  it 
a  whistle  a  tiny  doll,  a  toddle  top,  a  bubble 
blower,  or  something  similarly  inexpensive. 

Impress  the  Little  Ones 
"The  department  might  be  so  arranged 
that  it  could  not  fail  to  impress  small  boys 
and  girls  that  it  was  really  a  toy  department. 
I  would  have  a  background  showing  a  peace- 
fu7pastoral  scene,  and  a  -hite  picket  fen^e  o 
narrow  palings  trailing  with  pmk  rambler 
roses  enclosing  the  toy  department. 

"Entrance  could  be  secured  through  a  small 
gate  opening  on  hinges.  Directly  f^cmg  ^h^ 
Lte  a  little  in  the  distance,  'the  house  .hat 
Jack  bunt,'  a  good  sized  playhouse  suitable 
fnr  the  nlav  yard  might  be  placed. 
'°'''5hrougVout  the  week  toy  airplanes  fl^^^^^^^ 
ing  over  the  house  and  varicolored  balloons 
flyln^  f rom  long  strings  fastened  to  the  wicket 
palings  would  brighten  the  scene. 

"Some  little  dreamer  you  are    mused  the 
.    neighbor.  "Are  you  dated  up  for  the  Fourth  . 

"No,  nothing  ever  ^^app^f  ,"^f^e  my 
spend  the  day  right  here,  and  by  that  time  my 
legs  will  be  bowed  again.' 


An  illustrated  Bubble  Book  window,  shown  at  Map's  during  Bubble  Book 

department. 


week  in  the  toy 


Toy  Section  Must  Reflect  Spirit 

of  Play  to  Be  Successful 

Creating  Atmosphere  Pleasing  to  Child  Makes  Department  a  Busy  Place 
All  the  Year  Round,  According  to  Mis3  Pauline  Lewis,  Head  of  Hochschild- 

Kohn  &  Co.'s  Toy  Department 


WHEN  an  ECONOMIST  staff-member 
called  at  the  toy  section  of  Hoch- 
schild-Kohn's  in  Baltimore,  Miss 
Pauline  Lewis,  department  manager,  was 
deeply  engaged  in  what  the  representative 
thought  was  a  special  sale. 

The  big  toy  department  had  a  regular 
Christmas  crowd  and  a  general  air  of  business 
characteristic  of  the  holiday  rush. 

"Oh,  you're  having  a  sale,"  the  caller  sug- 
gested to  Miss  Lewis. 

"No,"  she  replied,  "not  a  special  sale ;  we 
have  pretty  good  crowds  all  of  the  time. 
Selling  toys  isn't  like  it  used  to  be.  It's  easier 
now,  and  if  they  don't  sell  all  the  year  round 
it's  the  fault  of  the  store  and  the  management. 


They  Will  Sell  All  the  Time 

"The  idea  that  toys  belong  completely  to 
Christmas  is  archaic.  They  are  exactly  like 
any  other  merchandise.  If  you  don't  display 
them  and  advertise  them,  they  don't  sell.  ^ 

"Then,  too,"  Miss  Lewis  continued,  "the 
toy  department  is  different  from  other  sections 
in  a  store.  Of  course  it  has  to  be  merchan- 
dised along  the  same  lines,  but  the  selling  and 
management  offer  another  problem, 

"You've  got  to  put  in  a  lot  of  human  in- 
terest into  the  sale  of  toys,  and  you  must  love 
children  and  make  them  feel  at  home  m  the 
department.  The  section  must  represent  the 
spirit  of  childhood,  which  is  the  play  spirit. 
Here  we  just  let  kiddies  ramble  around  and 
amuse  themselves.  They  wait  on  themselves 
sometimes.  Every  article  is  priced  m  plain 
figures  and  they  select  their  own  purchases 
and  look  up  a  saleswoman  to  offer  payment. 

Playground  for  Kiddies 

"We  do  everything  we  can  to  make  our 
place  amusing  and  entertaining.  Over  there, 
for  instance,  is  the  sliding  board;  it  is  rarely 
idle.  Here  to  the  left  is  the  sand  pile— kiddies 
play  there  with  buckets  and  spades  all  day 
long  and  we  have  a  doll  hospital.  I  also  have 
the  management  of  the  talking  machine  sec- 
tion. 


"We  constantly  stage  things  here  for  the 
child's  approval.  I  have  tea  tables  and  tea 
sets,  for  instance,  shovra  with  the  tea  things 
laid'  out  on  the  table  and  lovely  dollies  seated 
around  the  board.  I  display  baby  dolls  in 
their  cradles  and  buggies.  Kiddie  koops  are 
shown  with  dollies  inside,  in  characteristic  at- 
titudes. Sewing  baskets  are  made  up  with  a 
dolly,  an  outfit  of  made-up  clothes,  stamped 
ready  for  embroidery,  and  needles,  thimble 
and  thread. 

"Sand  buckets  are  shown  equipped  with 
spade  and  sand  molds  and  water  toys.  I  have 
things  grouped  so  that  one  small  article  sug- 
gests another. 

The  Atmosphere  Counts 

"We  give  advertising  space  to  toys  just  as 
to  other  goods,  and  feature  them  in  window 
displays.  If  any  one  thing  has  contributed  to 
our  success  more  than  another  it  is  our  home 
atmosphere,  our  hospitable  spirit;  children  love 
to  come  here,  they  know  they  are  welcome." 

Miss  Lewis  has  managed  the  Hochschild- 
Kohn  toy  department  for  the  past  seventeen 
years,  developing  it  from  only  a  few  feet  of 
floor  space  to  its  present  area,  200  x  200  feet. 
She  uses  twelve  assistants  regularly  and  many 
others  for  holidays.  •  _ 

Her  department  is  located  on  the  sixth 
floor  and  is  well  laid.  There  are  three  elevator 
entrances  to  the  section. 

The  walls  are  in  a  warm  tan,  with  a  deep 
frieze  in  kindergarten  design  and  mahogany 
woodwork.  Electrically  lighted  show  cases  are 
used  for  dolls,  doll  trousseaux  and  very  per- 
ishable toys. 

There  is  a  kindergarten  department  with 
toys  for  the  infant  and  very  young  child,  a 
game  department,  baby  carriage  swing  and 
kiddie  koop  section  and  a  vehicle  department. 
The  various  divisions  are  well  defined  so  that 
the  young  customer  has  no  difficulty  in  finding 
just  what  he  wants.  Miss  Lewis  has  been  suc- 
cessful with  American-made  toys;  she  likes 
them,  and  stresses  the  fact  that  the  depart- 
ment carries  100  per  cent  American  products. 
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Bubble  Book 

^  "ihai  Sin^s"  ^ 


■'5 


^  metal  display  stand  finished  in  ebony 
enamel  that  you  can  hang  on  the  wall  or 
set  on  your  counter.  It  holds  12  Bubble 
Books  and  requires  very  little  space.  At 
the  top  IS  an  attractive  display  card  printed 
in  colors.    Given  with  one  gross  of  Bubble 


Use  tiewspaper  advertisements  to 
tell  people  in  your  city  about  Bub- 
ble Books.  This  is  one  of  a  series 
we  have  ready.  If  you  can  use  one 
or  all  let  us  know  and  they  will  be 
sent  to  you  by  return  mail. 


3  i 


i 


f 


A  New  Joy 
for  the  Children 

Nursery  rhymes  the  20th  cen- 
tury  way  —  Pictures,  Stories, 
Verses,  Phonograph  Records 
— all  in 

3^»bble3ooks 

"that  Sing'' 

By  Ralph  Mayhew  and 
Burges  Johnson 

D  ur"i'"5^*         Rhoda  Chase 
Published  by  Harper  &  Brothers 

Children  shout  with  delight 
to  hear  the  story  of  Mary  and  ' 
her  Little  Lamb,  Little  Bo- 
Peep  and  all  the  other  chUd- 
hood  favorites  read  to  them 
and  then  played  on  the 
phonograph. 

They   love   the   fascinating  songs 

?ea1  llTrf"  '^l^  recorded  on 

real  phonograph  records.  (Three 

i^rt  ^T'i,u'?°  „  Come  in  and 
.^rt   a    Bubble   Book    library  to^ 

$1.25  each 

Dealer's  Name 

and  Address 


Prominent  Displays 
Bring  Real  Sales 

T^EALERS  who  make  prominent,  attractive 
wmdow  and  counter  displays  are  seUing 

Bubble  Books 


Nursery  RliyinasTlieMntietli  Mwy  Way 
^J^ories-Seaimmgmph  Records 


that  Sing'* 

in  quantities. 

You  can  make  steady  profitable  sales  by  tak- 
ing advantage  of  our  1921  dealer  service  plan. 

Metal  display  racks-attractive  window  dis- 
plays-hthographed  cutouts-counter  cards- 
circulars  for  your  mailing  list  -  ready  to  run 

fZZ'ZT'"'"  "  have  been 

prepared  to  mcrease  your  sales. 

StlBBLEgoOICS 

•'that  Sing" 

are  a  year  round  proposition. 

The  new  low  price  of  $1.25  makes  it  easier  to 
sell  complete  sets  of  12  books.  Remember - 
When  you  sell  one  you  sell  a  habit.  Complete 
stocks  can  be  carried  for  a  very  small  investment 
—turnover  is  rapid— profit  liberal. 

Write  today  for  our  1921  proposition. 


This  lithographed  window 
display  "cutout"  stands  14 
inches  high  and  is  19 
inches  wide.  It  tells  the 
Bubble  Book  story  at  a 
glance  and  is  so  designed 
that  you  can  put  a  real 
Bubble  Book  in  place  of 
the  lithographed  illustra- 
tion if  you  care  to. 


HARPER  &  BROTHERS 

1  ,n  w  ^^^"^  Division 

130  West  42nd  Street  york 
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Toy  Department  Could  Lay  Out  Indoor 
Playground  For  Kids  To  Advantage 

Wanamaker  Store  in  Philadelphia  Has  Space  Where  Children  May 
Cavort  to  Hearts  Content— Decorative  Scheme  of  Section  Supplies 
Suitable  Atmosphere  —  Wooden  Playthings  of  American  Make 
Attract  Considerable  Attention— Nursery  Characters  Shown 


FOR  the  merchant  who  is  ambitious  to 
keep  his  toy  business  "live"  all  the  year 
round,  there  is  nothing  better  than  the 
indoor  playground  for  the  children  of  cus- 
tomers. Of  course,  this  presupposes  a  cer- 
tain amount  of  floor  space,  which  all  toy  de- 
partments cannot  afford,  but  even  at  the 
sacrifice  of  something  else,  many  have  found 
it  well  worth  while  to  assign  a  certain  amount 
ot  space  for  this  purpose.  The  Wanamaker 
store  in  Philadelphia  keeps  its  playground 
going  full  tilt  all  the  time,  but  of  course  it  is 
fortunate  in  having  a  spacious  department, 
and  can  really  offer  a  playground  de  luxe. 

A  great  amount  of  room  is  not  really  neces- 
sary, however,  and  if  there  is  enough  space  to 
accommodate  a  good  slide  or  two,  and  a  couple 
of  roomy  sandboxes,  it  is  sufficient  to  prove 
an  attraction  in  the  off  season.  Children  hear 
of  the  play  space  from  each  other,  and  it  is  a 
regular  thing  for  those  stores  having  play- 
grounds to  find  them  frequented  by  youngsters 
every  day.  As  an  advertisement  it  is  inex- 
pensive, and  well  worth  while. 

Decorations  Add  Tone 

Timely  decorations  are  always  a  help  to 
the  toy  department,  too,  and  this  thought  has 
been  carried  out  in  an  attractive  fashion  at 
Wanamaker's  by  the  substitution  of  painted 
wall  panels  of  summery  subjects  for  the  win- 
ter ones.  Each  panel  is  edged  with  small 
lights  in  purple  or  green,  and  down  each  of  the 
long  aisles  are  placed  at  intervals  tall  floor 
lamps  with  umbrella-like  green  silk  shades, 
edged  with  long  crystal  prisms.  The  whole 
effect  is  cool  and  summery,  and  in  excellent 
harmony  with  the  gray  fixtures,  cabinets  and 
carpets. 

Toys  are  cleared  from  one  of  the  big 
aisles,  which  is  filled  with  lawn  swings,  table 
umbrellas  and  hammocks  for  summer  showing, 
while  the  cases  on  each  side  are  reserved  for 
a  varied  doll  display.  The  whole  effect  of  this 


A  cuUst  kangaroo  tkat  --r.^jV^^,  SH^a-^/a  S'^,  Sfn 

he  assumes  and  holds  any  position  A  ^^^^in^  <;ales  Co 
interesting  dicky  bird.    From  the  Bush  Terminal  ^ales  Co. 


aisle  is  cool,  attractive  and  quiet,  for  it  is  the 
width  of  the  store  from  the  playground  where 
the  children  are  always  playing. 

The  big  tables  and  cases  which  face  the 
customer  alighting  from  the  elevator  are  of 
course  the  center  of  an  ever  changing  display. 
Just  now  it  is  a  bewildering  aggregation  of 
sand  toys — buckets,  shovels,  moulds  and  such 
things  by  the  score.  Next  week  it  will  be 
something  else,  for  many  are  the  weekly  visi  • 
tors,  and  it  would  never  do  to  have  them  faced 
by  the  same  thing  each  time  they  arrive. 

Wooden  Toys  Featured 

Something  new  which  has  attracted  no  end 
of  attention  is  the  display  of  "made  in 
America"  wooden  toys. 

The  observer  is  struck  by  the  workmanship 
in  both  the  construction  and  decoration  of 
these  toys.  They  are  sturdily  made  and 
finished,  and  the  enamel-like  surfaces  bear  the 
closest  inspection.  Some  of  the  pieces  show 
charming  coloring,  even  in  such  small  details 
as  the  smocking  on  the  little  wooden  dresses 
of  the  dolls.  The  Carolina  toy  artists  have 
managed  to  get  a  lot  of  character  into  even 
such  a  hackneyed  subject  as  the  Noah's  ark, 
perennial  favorite  of  childhood.  The  animals 
are  better  looking  than  the  usual  toys  for  tht; 
menagerie,  and  even  Mr.  and  Mrs.  Noah, 
though  wooden,  have  a  comparatively  human 
quality. 

Nursery  Fables  in  Wood 

Several  familiar  nursery  groups  are  also 
in  this  collection  of  wooden  toys,  an  especially 
good  one  being  Red  Riding  Hood  and  the  wolf. 
In  this  group  one  is  struck  not  only  by  the 
coloring,  but  the  actual  expressions  on  the 
faces  of  the  child  and  the  animal  figures.  Yet 
these  toys  are  not  faddish  and  "arty."  They 
are  just  regular  wooden  affairs  that  the 
huskiest  youngster  will  find  trouble  in  break- 
ing.  As  toys  they  are  all  they  should  be,  and 

they  reveal  still 
another  little 
American  re- 
source that  it 
seems  could  well 
be  developed 
further. 

The  heroes  of 
childish  litera- 
ture— especially 
for  very  little 
folks  —  have 
been  copied 
pretty  generally 
in  toys.  Every- 
one knows  that 
when  the  char- 
acters of  "Rag- 
gedy Ann"  and 
''Raggedy 
Andy"  became 
so  popular,  they 
were  copied  in 
dolls.  The  latest 
personality  o  f 
this  sort  to 


make  its  appearance  on  the  toy  counter  is 
the  famous  rabbit  of  the  "Uncle  Wiggley" 
series  of  books.  The  youngster  who  has  had 
these  books  read  to  him  will  be  enraptured 
with  the  "Uncle  Wiggley"  rabbit,  who  is  quite 


Mammy  Jenny  "shimmies"  with  reckless 
abandon.  She  is  kinky  headed  and  black,  a 
true  specimen  of  ante-bellum  days.  From  the 
Gund  Mfg.  Co. 

a  remarkable  beast,  with  the  big  spectacles, 
yellow  trousers,  spike-tailed  coat  and  cane  ac- 
curately copied  from  the  familiar  illustrations. 

Toys  That  Stand  the  Gaff 

While  the  object  of  all  toys  is  to  amuse, 
and  it  would  be  foolish  to  claim  utility  for 
many  of  them,  it  is  a  fact  that  the  tendency  is 
toward  better  made  toys  that  have  an  element 
of  endurance.  This  was  made  manifest  in  the 
recent  Easter  season,  long  sacred  to  eggs, 
chickens  and  the  like.  To  be  sure  the  old 
standbys  were  all  there,  but  they  served  as 
mere  adjuncts  to  each  special  toy.  For  in- 
stance, the  perennial  Easter  basket  found  it- 
self superseded  by  wagons,  cradles  and  such 
things  which  held  Easter  nests,  and  still  re- 
mained playable  toys  after  the  evidences  of 
Easter  had  been  destroyed.  And,  by  the  way, 
humane  people  will  rejoice  to  know  that  the 
use  of  little  live  creatures  for  Easter  toys  and 
gifts  has  waned  considerably  this  Easter.  _ 

Each  of  the  long  summer  months  will  bring 
its  special  holidays,  its  diversions,  its  birth- 
days, and  its  celebrations.  Childhood  exacts 
toys  for  these,  and  it  is  the  merchant  who 
keeps  his  stock  as  attractive  and  up  to  the 
minute  as  possible  who  is  going  to  find  that 
there  is  an  all  the  year  round  toy  business  that 
is  very  well  worth  going  after. 


Miss  F.  Morse  has  been  appointed  act- 
ing manager  of  the  art  and  gift  division  of 
the  Bush  Terminal  Sales  Building,  New 
York.  For  the  past  two  years  she  has  been 
assistant  to  Mrs.  Page  Eaton,  who  recently 
refe\gned  as  head  of  the  division  to  become 
sales  manager  of  the  New  York  Gift  Ex- 
change. 
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JUNIOR  CHEMIST 

The  Perfect  Laboratory 
The  Last  Word  in  Chemical  Outfits 


BOX  SETS 

No.    50  $1.50  Each 

  2.50 


100 
200 


5.00 


CHEMICAL  CABINETS 

No.  300  $10.00  Each 

400   15.00 

Discounts  to  the  trade  on  application 
Do  Not  Buy  Chemical  Outfits  Until 
You   See    This   Wonderful  Line 

American  Drug  &  Chemical  Co. 

Gettysburg,  Pa. 
Sole  Distributors 

BAKER  &  BENNETT  COMPANY 

873-875  BROADWAY 
M£NQ%eM|  Corner  18th  Street 

NEW  YORK  CITY  | 


Who  are  all 
These  little  dears? 
They're  Nelke 

Dolls 
The  best  in  years. 

Nelke  Clown 
Who  holds  the  sign 
Follows  Nelke  Boy 
In  line. 

Nelke  Girl 
Is  soft  and  sweet, 
And  cuddly  from 
Her  head  to  feet 


Nelke  Romper, 
Cunning-  girlie. 
Romps  and 

plays 
Both  late  and 

early. 


Nelke  Kitten 
Is  dressed,  no  doubt, 
Like  "Puss  in  Boots" 
We  read  about. 

Nelke  Rabbit, 
The  last  we  see, 
Completes  this 
Charming  family. 


This  family  of  gay  little 
dollies  have  only  just  begun 
to  be  advertised.  Yet  they're 
selling  fast. 

Why  ?  Can  you  resist  their 
little,  round,  hand-painted 
faces,  with  individual,  cheery 
expressions,  their  cuddly 
softness  or  their  bright 
colors?  Neither  can  anyone 
else.  Ask  your  jobber,  or 
write  us  for  samples  and 
prices. 


The  Nelke  Corporation 

Tenth  and  Norris  Streets 
Philadelphia 
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Electric  Fittings 
For  Home  Pushed 


California  Concern  Takes  Step  to 
Educate  Public — Nursery  Fur- 
nishings Offer  Good  Field 

THE  word  "home"  carries  a  magic  apeal 
that  leads  to  sales.  All  houses  are  not 
homes,  they  are  but  shelters  to  which 
people  go  when  other  places  are  closed,  but 
deep  in  the  heart  of  everyone  there  is  a  vision 
of  a  real  home. 

It  doesn't  matter  whether  you  sell  peanuts, 
washing  machines  or  automobiles,  you  are 
blazing  a  trail  into  the  hearts  of  your  cus- 
tomers -when  you  hammer  at  the  home  idea. 

With  this  in  view,  the  California  Electrical 
Co-operative  Co.  conceived  the  idea  of  educat- 
ing the  public  to  electrical  household  conveni- 
ences, and  part  of  their  campaign  was  to  elec- 
trically equip  for  public  exhibition  several 
"Modern  Electrical  Homes." 

Campaign  Got  Results 

The  first  four  of  these  exhibits  revealed  to 
approximately  80,000  prospective  purchasers 
of  electrical  supplies  how  their  homes  snould 
be  eqttipped.  To-day  there  are  150,000  people 
in  California  who  are  clamoring  for  an  elec- 
trically equipped  home.  New  York  also  de- 
mands all  the  comforts  of  home. 

The  Manhattan  apartment  dweller,  too, 
may  look  forward  to  the  added  convenience 
of  electric  equipment.  There  is  already  one 
"apartment  electrical"  open  for  inspection.  It 
is  located  in  a  nearby  Long  Island  town. 

The  equipment  is  complete  from  the  kitchen 
range  to  the  electric  piano,  and  hundreds  are 
learning  daily  how  it  is  used. 

Creature  Comforts  Demanded 
A  path  not  yet  time-worn  and  distinctive 
because  it  is  a  "different  way  round"  may  be 
outlined  to  direct  customers  to  three  separate 
departments  in  your  store  by  a  little  combined 
advertising  of  the  three  sections. 

The  most  exacting  monarch  of  any  king- 
dom, principality  or  republic  is  the  baby!  The 
average  home  is  literally  built  around  his 
majesty  and  his  needs  are  always  paramount 
Window  displays  appealing  to  infants  and 
juveniles  are  never  failing  in.  their  interest. 
They  not  only  advertise  the  particular  mer- 
chandise shown  in  any  one  department,  but 
they  are  general  advertising  for  the  entire 
store  The  departments  which  most  concern 
infants  and  juveniles,  naturally  are  the  in- 
fants' section  and  the  toy  department. 

Show  Electrically  Fitted  Nursery 
But  at  this  particular  time  when  more  care 
and  thought  is  given  to  the  hygienic  care  ot 
children  than  ever  before  and  when  home  elec- 
trical equipment  is  interesting  such  a  large 
number  of  persons— the  nursery  is  a  pomt  ot 
central  interest  and  to  feature  an  electrically 
equipped  nursery  would  be  the  best  kind  ot 

advertising.  i  ^ 

It  would  not  be  difficult  to  reproauce  a 
nursery  scene.  One  shown  by  Best's  recently 
had  a  most  attractive  wall  decoration  of  red 
and  white  checked  gingham  and  old  ivory 
woodwork.  The  infant  lying  in  his  cradle  and 
older  children  in  characteristic  attitude  about 
the  room  were  very  realistic,  and  toys  were 
sprinkled  about.  . 

The  electrical  features  could  include  a  rail- 
way outfit,  laid  out  on  the  floor,  with  a  little 
chap  at  play  with  an  electric  transformer.  A 
nurse  bending  over  the  child's  crib  could  dis- 
play a  milk  warmer,  a  heating  pad  and  a 


An  attractive  doll  window  illustrating  s 


containing  these  tales  are  placed  at  the  lower  front  of 
background  lends  an  air  of  reality  to  the  showing,  ' 
manager.  Lord  &  Taylor,  New  York. 


ccncs  from  some  of  the  children's  fairy  tales    The  books 


,1  the  window.  The  scenic  painted  drop  as  a 
Display  executed    by  Louis  Weisgerber,  display 


radiator.  The  laundress  could  be  ironing  a 
small  garment  with  an  electric  iron  while  other 
garments  were  shown  drying  on  the  radiator, 
a  portable  lamp,  electric  kettle  and  fan  also 
might  appear. 

The  View  of  Steinmetz 
Dr.  Charles  P.  Steinmetz,  the  "wizard  of 
electricity,"  in  the  course  of  a  recent  inter- 
view said:  "We  have  only  begun  the  use  of 
electricity  in  the  house.  There  are  washing 
machines  and  ironing  machines  and  cleaning 


machines  and  devices  for  cooking  and  for 
heating  by  electricity. 

"They  will  grow  in  the  future  tremend- 
ously. You  noticed  that  during  the  war, 
while  everything  else  went  up,  the  cost  of  elec- 
tric current  remained  low.  In  the  future, 
mines  will  be  electrified  and  the  cost  of  coal 
will  be  reduced  and  with  that  reduction  will 
come  a  cut  in  the  cost  of  current. 

"Electricity  will  be  much  more  generally 
used  in  housekeeping  than  it  is  now,  further 
thereby  solving  the  servant  problem." 


Goodwill  of  Children  Visitors 

Is  a  Big  Asset  For  Any  Store 


PROGRESSIVE  stores  recognize  the  toy 
department  as  the  first  link  with  fu- 
ture patronage  and  many  evolve  plans 
to  attract  and  hold  the  friendship  of  chil- 
dren. 

In  free  advertising  novelties,  the  cheap- 
est trinket  given  to  a  child  will  please  both 
the  child  and  the  parent,  whereas  an  article 
of  similar  value  given  directly  to  the  parent 
would  be  looked  upon  as  a  cheap  trick  to  get 
trade. 

Among  the  firms  who  have  striven  for  the 
good  will  of  juvenile  customers  through  more 
or  less  novel  means  is  the  Meier  &  Frank 
Co.  of  Portland,  Ore.  Recently  the  firm  held 
a  unique  display  in  which  dolls  came  to  life 
in  the  show  window.  The  central  figures 
were  a  boy  and  a  girl  doll  standing  about  18 
inches  high.  They  were  connected  with  a 
hidden  electric  motor  and  moved  their  hands, 
head,  eyes  and  mouth,  giving  the  appearance 
of  holding  an  animated  conversation.  A  girl 
toe  dancer  stood  daintily  poised  while  a 
boy  doll  held  a  mandolin  which  he  was  sup- 
posed to  play. 

Miniature  Stage  Shown 

The  dolls  were  on  an  elevated  platform 
which  ran  the  entire  length  of  the  window. 
This  platform  was  enclosed  like  a  stage  and 
a  drop  curtain  added  to  the  effect  a  row  of 
footlights  completed. 

An  audience  of  dolls  were  present,  seated 
in  chairs  set  at  the  front  of  the  stage. 

A.  Livingston  &  Sons,  of  Bloomington, 
111.,  give  away  with  all  purchases  in  the 
children's  department  a  bed-time  story  book 


having  colored  pictures.  Each  week  a  dif- 
ferent book  is  distributed  and  a  number  of 
children  have  whole  sets. 

Beach  Scene  Shown 

Legerton  &  Co.,  at  Charleston,  S.  C, 
showed  a  summer  beach  scene  recently  which 
attracted  no  end  of  attention.  A  strip  of 
beach  was  well  represented  by  sand  spread 
deeply  at  the  front.  A  summer  cottage  made 
of  beaver  board  was  in  the  background. 

The  cottage  had  a  stoop  which  led  up  to 
the  porch.  Reclining  on  the  grass  mats  on 
the  steps  and  porch  were  several  boy  and 
girl  dolls  in  attractive  beach  attire— others 
frolicked  in  the  sand. 

A  gay  hammock,  on  the  porch  was  occu- 
pied by  two  fashionable  dolly  ladies  with  a 
baby  doll  in  a  swing  at  the  side. 

Here's  a  New  One 

It  was  left  to  L.  E.  Cohen,  manager  of 
the  Emporium  toy  department  at  San  Fran- 
cisco, to  do  something  "different."  So  Mr. 
Cohen  has  a  free  dancing  class  for  the 
youngsters.  In  the  toy  department  at  the 
Emporium  there  is  a  recital  hall  with  a  stage 
and  good  seating  capacity. 

The  O'Neill  Sisters,  who  have  staged 
weekly  Saturday  reviews  at  the  Emporium 
for  some  time  past,  give  dancing  instructions 
to  a  class  of  from  50  to  75  children. 

The  classes  take  place  daily  and  are  taken 
in  all  seriousness  both  by  a  crowd  of  little 
folk  who  want  to  learn  to  dance  and  their 
parents.  After  the  dancing  class  everyone 
is  invited  to  inspect  the  toy  department. 
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13  ^  inches  long- 


See  May   14th  Issue  of  "Dry  Goods  Economist" 
and  the  May  issues  of 
"Playthings"  and  "Toys  and  Novelties" 


SNAP-BALL 

An  Interesting  Game  for  Young  and  Old 

The  game  is  ISJ^  inches  long.  6  inches  wide  and  8  inches  high,  made 
of  well  seasoned  wood  beautifully  finished  in  red.  black  and  yfli;,^  all 
metal  parts  being  highly  nickel  plated.  The  pockets  hand  wov^n  o 
green  sea  island  twine  Folds  down  to  fit  in  a  box  18^2  inches  by  6 
inches.  The  box  is  beautifully  colored  showing  a  %^  A  A  i\ 
family  at  play  with  Snap  Ball.  Directions  for  15  ^14. 40 
games  are  given  with  each  outfit. 


1^ 


TINY 


Of  J 


Tiny  Tot  Toys 

Nos.  1  to  10 — $9.80  per  gross 
In  dozen  lots — $10.80  per  gross 


Road  To  Happiness— Is  Alive— It  Sells 

Write  us  for  colored  folder  giving  full  description,  sizes  and  actual  colors, 

also  Story  of  Happiness 

MINDAY  PRODUCTS  CORP. 

225  FIFTH  AVENUE,  NEW  YORK 


-2Sixll  inches. 


KINGSBURY 

Mechanical  Boats 

We  are  packing  especially  for 
Retail  Stores  an  assortment  of  1  8 
Mechanical  Boats,  selling  for  75c 
and  $i.25;totalvalue  $17.50.  We 
will  deliver  this  assortment  east  of 
the  Mississippi  for  $10.00  (West 
for  $10.50.) 

Send  To-day  for  Complete  Information 

KINGSBURY  MANUFACTURING  [CO. 

Keene,  New  Hampshire 


KEYSTONE  MOU(EGRAPH 

With  Non-inflammable  Film 
Retailing  at  $2.00,  2.50,  5.00,  9.00,  17.00,125.00 

"Ask  the  buyer  who  bought  in  1920** 

The  widest  range  of  machines  made  for  the  better  trade. 

Wltti 

Cataloged  Film 

Electric-Oil-Dry  Cell  Models.  Standard  and  Narrow  Film.  Standard  Electric  oarts 
^^^^  iv'^f  pictures  Mary  Pickford,  Chaplin.  Arbuckle  Films.  Positive  guarl 
antee.    Slides.    Complete  show  outfit.    Theatre  tickets,  operators  badges,  etc. 

Send  for  Catalog 

KEVSTONE  MFG.  CO..  »i„^.SJ.rMT,.^'- 
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Modes  That  Show 


Couturiers'  Art 


Lgft — Patau  model  in  blue  serge. 
The  iishop  sleeves  and  the_  edge  of 
the  apron  tunic  are  embroidered  in 
multicolor  silks. 

Right — Paquin  sponsors  low  waist 
tMcs.  In  this  model  the  fancy  fring- 
ed and  embroidered  leather  belt  em- 
phasizes this  style. 
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Buyers  Just  Back  From  Europe 

—where  they  purchased  merchandise  most  attractive  in  kind  and 
price,  offering  great  opportunities  for  alert  buyers. 

The  New  Imports 
Will  Be  Displayed  About  July  1st 

Orders  will  be  accepted  only  for  goods  in  stock  or  in  transit.  Included 
are  such  Old  Favorites  as: 


DOLLS 

Royal,  Jubilee,   Am.  Arabesque 
Beauty 

Jointed    (Dressed  and  Un- 
dressed) 

Royal,  Jubilee 

Character  Babies  (Dressed 
and  Undressed) 

Arabesque 

Kidette  Body 


Bisc  Doll  Heads 

Minerva 

Metal  Doll  Heads 

Peach 

Bisque  Dolls 

Darling 

Pink  Cloth  Body  Bisc  and 


and 


Celluloid 


Complete  Line  of  Toys 

— everything  from  tops  to  moving  picture  machines  all  you  need 

to  make  your  toy  sales  larger  and  more  profitable  than  ever. 
We  are  also  showing 

House  Furnishing  Goods 

in  full  variety. 

Be  sure  to  call  when  in  town,  or  write  early. 

The  Strobel  &  Wilken  Co. 

61-63-65  West  23rd  Street  New  York 


DO  YOU  WANT 
TO  DISPOSE  OF 
OFFICE 
FIXTURES? 


The  stores  into  which  the  Econo- 
mist goes  represent  the  highest 
type  of  retail  store. 

They  can  all  use  office  fixtures  and 
equipment. 

Your  advertisement  in  Economist 
"Wants"  is  the  surest  way  to  reach 
your  prospective  customers. 


DRY  GOODS  ECONOMIST 
239  WEST  39TH  STREET,  NEW  YORK 

4900  Bryant 
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DRESS  COTTONS 


LININGS 


LINENS 


LINENS 


MOlSTtllCD  TRAOC  MARK 

Claflins  Incorporated 

NEW  YORK 


The  Gilbert  Manulac- 
toring  Company's 
Linings  converted  and 
distributed  solely  by  us. 

Complete  range  of  everything  carried 
in  a  Lining  Department. 
CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


MADEIRA 

Hand  Embroidered  Linenf 

wUh  the  Progress  Brand  Libel  «e 

».  guarantee  of  quality,  line  wotK- 
inan£hip  and  attractive  designs. 


Covers,  and  a 


Napkins,  Luncheon  Sets  and 


Campbell,  Metzger  &  Jacobson 

932  Broadway.  NEW  YORK  Cor.  22nd  St._ 


^.IRISH  LINEN  SOCIETY 

^     ^       —     ^Brr.PAST     IRELAND  -^T.. 

A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  oc  THE  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  STREET.  NEW  YORK 


"Best  im  the  Woblo" 

Richard  Haworth  and  Company,  Limited 
Spero  Mills  on   M»nohester  Ship  C/vnal 
The  Model  Factories  of  Lancashire 


DERRYVALE 

If  it's  "Derryvale 
it's  "Irisli  Linen 

DERRYVALE  LINEN  COMPANY 
23  East  1222  Street, N.Y. 


"HOOSIER" 

The   best    36-inch  brown 

domestic    In  America 
Bitv  it       ""B  hale;  sell  it 
bv  the  holt 

Sold  by  all  wholesalers 
IndlaneCotton  Mills 

Cannelton,  Ind 


DRESS  LINENS 


IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIUIIIIIIIIIIIIIIIIIIIIIIIIIUIIIIl 


WHITE  GOODS 


Buyers'  Merchandise  Guide 


"Old  Bleach"  Linen  CoIj? 

PURE  IRISH  LINEN 
LINEN  DAMASKS 

<23-25East  96"  Street      New  Yorl<. 


HorrOCkses"^/"  Excellence 
N  NAINSOOKS 
AND  FINE  COTTONS. 

U.S.Atients- 

Wright  K  Graham  Co, 
110.  Franklin  St.,  New  York. 


Canadian  AtJent  — 
~  J.  E  Ritchie. 

59l,St.,Calhenne  5t.,W  Monlreal.Qu. 


Art  Needlework. 


Pages 

 304 


Baby  Goods.  305 

Blankets   

Braids  and  Trimmings  304 

Button  Machines  3"'' 


Millinery   

Music  Publishers.. 
Muslin  Underwear. 


Pages 


.303 
.303 
.302 


Neckwear   303 

Notions  and  Fancy  Goods... 304,  305 


KING  PHILIP  MILLS 

The  Home  of 

NAINSOOKS 

B        S.  H.  Howe,  Selling  Agent 

48  Leonard  Street. 


New  York 


Children's  Dresses. 
Children's  Wear... 
Coats  and  Suits... 

Corsets   

Curtains   


Display  Fixtures. 
Dolls  and  Toys.  .  . 

Dress  Cottons  

Dress  Goods  

Dresses   


.302 
.302 
.302 
.302 
.306 

.306 
.305 
.301 
.301 
.302 


Paper  Shredders. 

Pillows   

Playsuits   


.306 
.305 
.302 


WE  ARE  NOW  RECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

45  East  20th  St.   N.  Y.  City 


Ribbons 


1  WASH  CLOTHS  &  TOWELS 


Selling  Agents.  .  . 

Shoes   

Silks   

Skirts   

Store  Equipment. 


.301 
.303 
.301 
.302 
.306 


ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  While  Merchandite" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 

44-46  E.  25th  St.,      New  York 


Floor  Coverings  305 

Furs   

Gloves   

Hosiery   303 

Knit  Goods  303 


. . .302 
. . .303 

Linens  301 

Linings   


Labels   

Laces  and  Embroideries. 


Towels   301 

Upholstery  Materials  306 

Waists   ■  302 

Wash  Cloths  and  Towels  301 

White  Goods  301 

Wholesale  Dry  Goods  301 

Woolens   301 

 305 


f-<5Xr7ELTE5C  WASH 
sj  CLOTHS 
I.    Embroidered  Shell  Edge  made 
^        from  our  patented  cloth. 
\     Electric  Dish  Cloths 
Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y.   


Yarns 


!,iiiiii:iiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiHiiiiiiiininiiii"n""ii""^ 


WHOLESALE  DRY  GOODS 


SELLING  AGENTS 


XRADC 


MARK 


CLAFLINS  INCORPORATED 

H.  P.  Bonties.  President.  New  York 

Wholesale  Dry  Goods 
Importers.  Exporters  &  Converters 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agents 
86  to  88  Worth  Street 


Eeg.U.a 


Pat  Office 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Cutting -Up  Trade 


TURKISH  TOWELS 

BATH  MATS        WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CD. 

PHILADELPHIA 

New  York  Salesroom  61   White  St. 


MORRIS  WOOLF  SILK  COMPANY 


Importers,  Converters  and  Distritulors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 


Adams  and  Wells  Sts. 


Chicago 


Write  for  our  latest 

Special  Catalogs 
E  1921 

To  Dealers  only. 
\t:Mn\lfaTwe\\  Compony 

-*  CHICAGO 

Wholesale  D<y  Goods  anj  General  Merchandise 


INTRODUCING 

— our  plans,  ideas,  cuts,  etc,  in  your 
advertising  means  sure  resu}ts,bigger 
business,  better  profits.  An  exclusive 
service  (or  the  best  retailer  in  every 
town.  Full  detail*  FREE  upon  re- 
quest 

THE 'economy  service 

231  W.  39th  Street   New  York  City 


A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  Is  bleached  white  and 
washes  white;  that  costs  no  more  than  the 
ordinary  buck  toweL 

Sample   on  Request. 
John  R.  Lankenau  Co.,  Boston-11,  Mass. 


DRESS  GOODS 


WOOLENS 


BLANKETS 


"RAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  * 

PUTNAM  KNiniNG  CO.  Cohoes,^. 


BRADFORD 


NEW  YORK 


W.  W.  Rycroft  &  Co. 

66  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 
Imported  Mohairs,   Sicilians,  Wool  and 
Cotton  Dress  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


Real    HARMS,    LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  Makers 
The  Aristocrat  among  Tweeds  for 

Sporting  Suits 
Patterns  and  Prices  on  Application. 

So  A.  NEWALL  &  SONS 
(D.  G.  E.) 
Stornoway,  SCOTLAND, 
Slate  Shade  Desired. 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Telegrams  and  Cables,  "Blankets"  Halifax 
Codes  A.B.C.  5th  Edition  &  Bentley's 


Sanitary 

CleaningCloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
Scrub,  Paint,  Dust  and  Pol- 
isbingClbihs.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels. 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
73V^  FRANKLIN  ST..     NEW  YORK  CITY 
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Ex-Salesmen  Discovers 

(Continued  from  page  275) 

in  the  same  light,  and  acted  accordingly  In 
selling,  she  forgot  the  store  and  herself  and 
thought  only  of  Mrs.  Brown  in  front  of  her 
a  purchaser.  Human  relations  in  selling  em- 
brace sympathy,  courtesy,  tact,  enthusiasm. 
Everyone  has  them;  saleswoman  No.  3  simply 
utilized  them  in  her  work.  She  tried  to  study 
out  ways  to  use  them  better  and  more  fre- 
quently than  other  salespeople  do.  This  was 
because  she  liked  her  work,  not  from  any 
special  eiforts  of  the  store  management  to 
help  her  like  it,  but  because  she  wanted  to 
help  herself. 

This  helped  to  cut  down  operating  costs 
because  saleswoman  No.*3  made  few  mistakes. 
People  who  are  not  interested  make  many  mis- 
takes.  They  can't  help  it. 

Power  of  Suggestion 
The  ex-salesman  noticed  that  saleswoman 
No.  3  frequently  sold  much  more  than  the 
original  purchase  of  a  customer.    She  sug- 
gested other  goods. 

She  talked  intelligently  because  she  knew 
her  stock,  studied  the  use,  value  and  nature 
of  what  she  sold;  she  read  about  it  when- 
ever she  could  find  anything  helpful.  She  was 
ambitious,  is  ambitious,  rather,  because  she 
is  still  selling  goods. 

The  Ex-Salesman's  Summary 
Time  is  the  point  where  cost  of  selling 
merges  into  overhead  expense.    It  is  all  the 
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salesperson  has  at  her  disposal  aside  from 
general  and  specific  ability.  Time  is  all  the 
store  has  aside  from  merchandise,  and  sales- 
people. Time  is  immutable.  From  11  a.  m. 
to  12  noon  is  just  an  hour,  no  more,  no  less; 
what  a  salesperson  can  sell  in  that  hour  de- 
pends on  her  hands  and  everything  back  of 
them— intelligence,  initiative,  skill,  judgment, 
native  ability,  salesmanship. 

The  ex-salesman,  at  the  end  of  his  two 
weeks,  told  the  store  head  this :  "Customers 
can  distinguish  the  difference  between  good 
service  and  better  service  in  only  one  way: 
By  the  way  in  which  time  is  utilized  in  giving 
better  individual  service.  Whether  the  sale 
requires  ten  minutes  or  two  hours  makes  no 
difference.  What  counts  is  the  kind  of  time 
required.  In  salesmanship  time  is  expressed 
in  motion.  Overhead  is  motion  if  reduced  to 
its  different  elements. 

"Educate  the  salespeople  in  this  one  thing 
and  you  can  reduce  overhead."  The  ex-sales- 
man will  leave  educational  work  to  the  educa- 
tional department.  He's  an  ex-salesman  but 
he  knows  what  he  talks  about. 


The  Ives  Mfg.  Corp.  and  Fred  K.  Brot- 
tling,  with  oflfices  in  the  Fifth  Avenue  Build- 
ing, 200  Fifth  Avenue,  have  moved  to  larger 
quarters  on  the  arcade  of  the  same  structure. 

The  Toy  Tinkers,  Evanston,  111.,  have 
opened  New  York  offices  at  200  Fifth  Ave- 
nue. A.  J.  Liesck  is  in  charge.  In  the  same 
building  are  the  new  offices  of  the  National 
Toy  &  Tinsel  Mfg.  Co.,  Manitowoc,  Wis 


British  Textile 
Trade  Hard  Hit 

Board  of  Trade  Returns  for  May 
Show  Decided  Falling  Off 
in  Exports 

An  ebquent  illustration  of  the  slump  in 
the  British  textile  industry  is  furnished  by 
the  Board  of  Trade  returns  showing  the  ex- 
ports for  May.  Exports  of  cotton  piece  goods 
during  May  amounted  to  145,604,000  square 
yards,  as  compared  with  186,761,000  square 
yards  in  April,  443,851,000  square  yards  in 
May,  1920,  and  606,254,000  linear  yards  in 
May,  1913.  Of  these,  the  amount  taken  by  the 
United  States  was  3,255,000  square  yards  in 
May,  1921,  11,525,000  square  yards  in  May, 
1920,  and  2,246,000  linear  yards  in  May,  1913. 

Exports  of  woolens  from  the  United  King- 
dom in  May  of  this  year  were  5,059,000  yards, 
as  compared  with  6,249,000  yards  in  April, 
18,363,000  yards  in  May,  1920,  and  7,342,000 
yards  in  May,  1913.  Exports  of  worsteds 
amounted  to  2,433,000  yards  in  May  of  this 
year,  as  compared  with  6,249,000  in  April,  18,- 
363,000  in  May,  1920,  and  4,336,000  yards  in 
May,  1913.  Of  the  worsted  exports  the 
United  States  took  525,000  yards  in  May,  1,- 
158,000  in  April,  552,000  yards  in  May,  1920, 
and  675,000  yards  in  May,  1913. 

Department  managers  find  it  easier  going 
when  the  salesforce  read  the  Economist. 


DRESSES 


COATS  &  SUITS 


The 


Ddresses 

for  Girls,  Flappers  &  Juniors 

Specializing  on 
Silk,  Taffeta,  Georgette  * 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

Little   Goddess  Dress  Co. 


6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone.  Chelses  1113 


We, 


Made  by 

MITCHELL  BROS.  CO. 


367  W.  Adams  St. 


CHICAGO 


Adams  Street, 
at  the  Bridge 


Good  Values 
ExclnMlT'e  Styles 
Tricotines 

Ser)?es 
Jerseys 
Satins 
Georj?ette 
Taffetas 
$15.00  to 

.>P40.00 
Send  for 
namples. 
Prompt 
deliveries     158  W. 


DRESSES 


WAISTS 


1  s  n  o  w 
showing 


A.  L.  COHEN 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  UNES 

Waists-  Dresses-Coals  -  Suits  -Skirts 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  Blvd.  and  Wells  Si. 
CHICAGO 


S    X   O    U   X  S5 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

,^  Correctly  styled  and  priced  for  their 

New  York 


FURS 


specific  purpose. 
122-124-126  W.  26th  St. 


THE 

Cotton      HIRSCH-  Silk 
Waists       STRAUSS  Blouses 

CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


MUSLIN  UNDERWEAR 


GOTTLIEB  BROS. 

MANUFACTURING  FURRIERS 

Popular  FUR  House 
OF  America 

22-24  WEST S?"- ST..  NEW  YORK. 

CHICAGO  OFFICE-  223  JACKSON  BOULEVARD 

W.  F.  DROEfiEMUELLER 
SAr)  FRANCISCO  OFFICE-  I3S  KEARNY  ST. 
  I.  HANAIO 


ACKMAN'S 

FURS 

"America's  Leading  Far  Line" 

NEW  YORK,  35  W.  35th  Street 

^CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


PLA YSUITS 


S  K  I  R 


KOVERALLS 


R.oa  US.  Pot.  ofr 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 

"STAR  SKIRTS" 

Chicago  Office,  Great  Northern  Hotel 
Suite  722.  ' 


IDEAS 

Cuts— Ads— Circulars 
Show-cards— Letters 
Window  Tri  ms— Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Bu»ines8  Building  Service 
231  West  39th  Street  New  York  Cit, 


Patented  January  8lh  1918 
Copyrighted  name  for  one-piece 
garment  for  clilldren  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco.  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Frankfort,  Ind. 


TietcoiiomyCannnir' 
'America's  Play  Garment" 

as  well  made  as  the 
W\  famous  Outerall  one-piece 
work  garment.  .Assorted 
^  .  styles.  Samples  on  request, 

*  ' Michigan  Motor  Garment 
Co..  Greenville,  Mich  ,r. 

3D 


MARKS 
FURS 

Made  In 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


CHILDREN'S  WEAR 

^GARM'ENhl^'"^^-^^  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

S°^^°^^  Bldg.,  Baltimore,  Md. 
N.  Y.  Office;  1182  Broadway,  Room  906. 


C  O  R  S  E  T  S 


LABELS 


BUTTON  MACHINES 


Grecian -Treco 
Maternit:x  and 
Post-Operation  C3orset 

GncciAN-TfJcco  Fabric  Modcm  Hyidcnic 
Help?  Ndturc-does  not  rejiji  her. 

SFJNO   For*  SAMPLE 

Benjamin  C  Johnes.Newarlt.N.J. 


RIBBONS 


<jWOVEN  ENGRAVED  EMBOSSED  8c  PRINTED 


FOR   ALL  WEARING  APPAREL 

I/EOIV  FRlSEM^yvN 

.    104  S  WELLS  STREET  CHICAGO  1 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAITI 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 

S,  MENKIN,  Inc. 

149  W.  28th  St..  New  York 

60  Years  Experience  behind  our  Service 


s&K  RIBBONS 

•^jjy  e — ■  s  I LKS 

We  call  special  attention  to  our 
lino  of  JACQUARD  RIBBONS 
and  SPORT  SILKS 

SMITH  8-  KAUFMANN.  INC. 

19  East  16 th  Street. New- York 
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Straight  Line  Suit 

(Continued  from  page  137) 

tailored,  notched  collars,  pockets  and  very 
narrow  belts  worn  low.  They  often  show  silk 
braid  binding  and  are  usually  made  with  a 
straight  panel  back  slashed  at  the  seams,  with 
the  corners  cut  square  or  rounded. 

Coats  Have  Standing  Collars 
Other  suits  which  are  not  so  severely 
tailored  have  standing  collars,  braided  borders 
or  pockets,  embroidered  motifs  on  the  back 
panels  and  sometimes  a  scalloped  coat  edge. 

Suits  for  late  fall  wear,  however,  use  more 
trimming,  and  very  often  feature  fur.  Collars 
and  cuffs  of  pelts  are  seen  on  some  of  the  more 
expensive  models,  and  several  styles  use  fur 
banding  on  the  collars  and  a  narrow  band  on 
the  cuffs  instead  of  entire  collars  of  the  pelts. 
The  same  furs  are  featured  on  suits  as  on 
coats  with  Australian  opossum,  the  most  pop- 
ular trimming. 

The  unbelted  coat  is  to  be  the  fashionable 
mode,  but  almost  all  jackets  are  made  with 
narrow  string  belts,  which  may  be  worn  or 
not  as  one  desires.  These  jackets  are  fitted  so 
that  they  have  perfect  lines  with  or  without 
the  belt. 

One  very  smart  suit  was  developed  in  a 
beaver  shade.  The  skirt  was  plain  and  rather 
short.  The  coat  was  long,  with  a  straight 
back  and  belted  front.  The  front  fastening 
was  scalloped  and  fastened  up  high  under  the 
chin.  Slit  pockets  appeared  on  both  skirt  and 
coat  and  the  slit  instead  of  being  the  usual 


straight  or  slant  line  was  cut  in  two  scallops 
to  carry  out  the  idea  on  the  coat  fastening. 

Features  of  Fall  Suits 
The  two  new  features  of  the  fall  suits  are 
drop-shoulder  effects  and  Directoire  features. 
Neither  of  these  ideas  appears  in  the  majority 
of  suits.  As  has  been  said,  the  plain,  straight 
line,  tailored  model  is  the  type  shown  in  most 
houses  for  early  fall  wear.  Only  to  please 
the  woman  who  wants  something  "different," 
almost  every  maker  is  showing  a  few  of  these 
new-style  suits.  They  are  still  going  easy 
with  them,  however,  feeling  their  way,  as  it 
were. 

Long  coats,  straight  backs  with  just  a 
hint  of  fitting  and  huge  revers  mark  the  Di- 
rectoire modes.  One  stunning  model  was  seen 
developed  in  black  and  trimmed  with  bands 
of  wide  silk  braid  applied  down  the  seams  in 
the  back  and  along  the  edges  of  the  revers.  A 
standing  collar  of  Australian  opossum  finished 
the  costume.  It  makes  a  dressy  suit  which 
is  unequaled  for  dignity  and  grace.  Black 
is  gaining  favor  as  a  suit  and  coat  color. 

Suits  which  feature  the  drop  shoulder  still 
retain  the  snug-fitting  sleeves.  Cuffs  are  used 
on  many  of  the  sleeves  and  are  sometimes 
edged  with  fur.  Collars  are  seldom  anything 
but  two-way  styles  which  fasten  up  snugly 
and  comfortably  about  the  chin.  They  may 
be  standing,  choker  or  soft  fold  effects.  A 
very  few  suit  coats  were  seen  with  shawl  or 
roll  collars;  these,  of  course,  were  of  fur. 

Embroidery  in  self-color  with  some  metal 
thread  is  again  a  favored  trimming,  but  it  is 


not  used  with  such  lavishness  as  it  has  been 
heretofore.  Mere  touches  of  it  in  appropri- 
ate places  on  the  new  suits  make  it  once  more 
a  desirable  ornamentation.  Fringed  orna- 
ments are  seen  on  more  elaborate  suits. 

On  the  whole,  Cleveland's  first  lines  show 
smart,  new  silhouettes,  beautiful  materials 
and  conservative  styles,  with  excellent  work- 
manship the  leading  feature  of  every  garment. 


Stand  By  Pattern  Pacts 
Says  Hammond 

In  reference  to  contract  changes  by  pat- 
tern companies,  Manager  Hammond  of  the 
Michigan  Retail  Dry  Goods  Association  m.akes 
this  statement  in  a  recent  bulletin:  "It  is 
not  my  purpose  in  this  bulletin  to  discuss  the 
subject  of  patterns  to  any  extent,  but  to  advise 
all  of  our  members  to  stand  pat  so  far  as  pos- 
sible upon  the  contracts  now  held,  and  hold 
to  the  agreements  formerly  made."  Mr.  Ham- 
mond calls  attention  to  the  fact  that  some  of 
the  pattern  companies  have  been  changing 
their  contracts,  and  that  a  contract  which  calls 
for  50  per  cent  from  the  retail  price  has  been 
changed  so  that  May  bills  came  at  40  per  cent 
off,  while  the  cost  of  fashion  sheets  is  in- 
creased. 


Well  lighted  and  artistically  arranged  dis- 
play cases  if  placed  in  dark  sections  of  the 
store  will  do  much  to  attract  the  customers  to 
that  part  of  the  store. 


HOSIERY 


HOSIERY 


GLOVES 


SHOES 


LADIES  FULL  FASHIONED^ 


SILK. 
HOSIERY 


J.R.Beaton  Co.,lnc. 


331  Fourth  Ave. 


New  York 


Ojr^  TBAOt  KUtK  <J  ^ 
>^  •ICISTMIO 


The  Trade 
Mark 
with  a 

Tlie  Trade  Mark  with  a  repiitatiOD'''P'''a'iOn 

RACINE  FEET  KNITTING  CO. 
BELOIT.  WISCONSIN  i 


I 


Real  HosiERy  Ualue 

No.  630  Ladies'  pure  silk  finest  gauge. $10.oO 


23..50 
3.2.'> 
7.00 


No.  600  Ladies'  pure  sillc  lace  ankle 
No.  630X  Ladies'  pure  silk  lace  insertea. 

No.  100  Ladies'  full  mercerized  

No.  240  Men's  pure  silk  finest  gauge.. 
ALL  THE  NEW  COLORS 
Mill  to  retailer  Write  for  sample 

LAZAR  SILK  HOSIERY  MILLS 

Clifton  Heights,  Pa.  


'Made  in  U 


S.  A.' 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywhere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway     New  York 

"No  Seams  to  Injure 
the  Feet."  , 


GLOVES 

English,  French,  American 

Wholeeale  DepaHmenl:  ' 

2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,MILLS  &  CO.,  '"''^IT'" 


BATHING  SHOES 

IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 

BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


TRADE  MARK 


Wllkr 


50CKS  FOR  WEAR 

Trom    Mill       Ret  ailer 

9f2ie  Gr  SAMPLES  ^jPmCE 5 
S.S.  MILLER  HOSIERY  MILLS 

Reading  Pa.  U.S.A.   I 


NECKWEAR 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

MSIDE  KNITTING  niLLS 

READING  PA 


KNIT  GOODS 


Telephones!  6329|, 


Ladies  COMFORT  Shoes 

Soft-FlexJble  Leather 


tow  4  2.81  Psur 

Other  Styles  on  R^uest 
Made  in  CD  E  EE  widths 

Sold  in  3b  Pair  Lota  

FOB  Factorv 


HIGH  6  3  J5  Pai 


THE  HELD  CORPORATION 

41  UNION  SQ.UAR.E     NE^W  YORK 


Gramercy 


Lewis  &  Locke 

Importers 

KID  and  FABRIC  GLOVES 

i60  Fifth  Avenue,  New  York 

NortQwest   corner   21st  St. 


KNIT  GOODS 


SHOE 

IVo  177— All  Glazed  Kid 
8-inch  Welt.  "YDE-TOP.-  1%- 
inch  Cuban  Heel,  arch-supporting 
shank  niece,  extra  long  counters. 
B-4V2-8;    C-3-8%:    D  |mi^^TE 

Acid   2,'ic  "for   sizes  SVs  to  9. 


HOLTERS  COMPANY 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


Art  Silk  Tuxedo 
Coats  and  Sashes 

NG  SUITS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N,  Y.  Office,  409  Wilson  Bldg.,  1270  B'way 


Men's 
Fine 
Shoes 

Rockland 
Quality 


MILLINERY 


LACES  &  EMBROIDERIES 


MUSIC  PUBLISHERS 


ALU  THAT  THE   NAME  IMPLIES  I 

POLLOCK  &^LOWEmAUMf 

40  WEST  20t1iSTROT-NEWYOHIC 


D.  B.FISK&CO. 

CHICAGO 


TRILLIN  ERV 
MERCHANDISE 

Open  thruout  the  year 
)    NEW  YORK 
411  Fifth  Avenue 


Branch  salesrooms — open 
during  market  season. 

Si.  Louis,  1013  Washinglon 
Ave. 

CleTeland,  Hotel  Cleveland 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Hand  kerch'ief  8,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W,  23rd  Street 


New  York  City 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edition 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
"Write  ior  Samples 

McKINLEY  MUSIC  CO.,  Chicago 
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Retail  Delegation 
Has  Busy  Time 

American  Retailers  Visiting  England 
Eager  to  Gather  All  Available 
Information 

London  Offfce  of  the  Dry  Goods  Economist, 
11    Haymarket,   S.   W.,  1 

Undoubtedly  the  friends  of  most  of  the 
American  retailers  now  visiting  stores  in  this 
country  have  been  apprised,  through  letters, 
of  the  very  interesting  experiences  met  with 
over  here.  Certainly,  all  the  party  are  en- 
joying themselves  thoroughly  and  making 
every  minute  count  for  something. 

It  is  the  habit  of  the  majority  of  the 
party's  members  to  get  up  and  out  to  the 
stores  first  thing  in  the  morning,  as  the  offi- 
cial program  is  so  arranged  as  to  leave  little 
time  for  real  investigation  of  stores  and 
methods,  in  which  the  visitors  are  keenly  in- 
terested. The  straightforward  way  the  Amer- , 
icans  come  out  with  their  questions  has  im- 
pressed everybody  with  their  anxiety  to  get  at 
facts. 

Yankees  Are  Earnest 

A  merchant  who  visited  the  United  States 
with  the  British  delegation  which  made  the 
trip  last  year  declares  that  the  Americans  are 
showing  even  more  eagerness  than  the  British 
delegates  exhibited  in  the  United  States  to 


get  at  the  differences  in  business  methods  em- 
ployed on  both  sides  of  the  water. 

The  50  per  cent  tax  on  German  imports 
has  been  reduced  to  26  per  cent.  The  higher 
tax  was  ineffective.  The  German  exporters 
refused  to  accept  British  treasury  receipts  for 
the  tax  in  part  payment  for  their  goods,  since 
the  German  Government  would  not  recognize 
them.  The  British  importer,  therefore,  paid 
the  tax  himself.  The  German  Government 
now  has  assented  to  a  tax  of  26  per  cent. 

Fresh  Clothing  Orders  Received 

Manufacturers  in  the  cotton  and  clothing 
industries  are  beginning  to  receive  fresh  or- 
ders. For  a  long  time  distributors  in  need  of 
goods  were  able  to  secure  them  from  holders 
who  were  financially  embarrassed,  obtaining 
them  at  prices  far  below  cost  of  production. 

Most  of  this  distress  merchandise  now  is 
gone  from  the  market  and  new  production 
must  supply  new  demands,  with  the  possibility 
of  a  slight  rise  in  prices.  Wages  have  come 
down  a  little  in  a  few  instances;  but  cotton 
operatives  get  the  old  scale  and  the  tailoring 
minimum  wage  has  been  increased,  while  the 
extra  overhead  charge  to  be  borne  by  curtailed 
output  necessarily  adds  to  production  costs. 


Work  has  been  started  on  the  rebuilding  of 
the  Mimnaugh  department  store  at  Columbus, 
S.  C.  John  L.  Mimnaugh,  the  head  of  the  es- 
tablishment, has  completed  plans  for  a  strictly 
modern  building,  fitted  with  all  up-to-date  fur- 
nishings. The  remodeled  store  will  have  sev- 
eral new  departments. 


Hoover  Sweeper 
Wins  High  Award 

At  the  Royal  Sanitary  Institute's  Health 
Exhibition  held  in  Birmingham,  England,  a 
medal  emblematic  of  highest  honors  was 
awarded  to  the  Hoover  Suction  Sweeper  of 
North  Canton,  Ohio. 

The  Royal  Sanitary  Institute  was  founded 
in  1865  and  has  for  its  education  the  health 
of  the  public  in  the  matter  of  practicability  of 
hygiene  and  economy  in  household  utensils 
and  equipment. 

Judges  are  selected  from  the  foremost  tech- 
nical and  scientific  experts  of  the  British  Isles. 
That  these  judges  study  carefully  every  phase 
of  each  exhibit  and  award  honors  only  where 
they  are  merited  is  indicated  by  the  fact  that 
in  one  line  of  household  utensils  shown  at  the 
recent  exhibition  no  award  was  made,  the  most 
efficient  machine  proving  to  be  below  the 
standards  of  the  engineers  who  passed  upon 
the  entries. 

The  Hoover  Suction  Sweeper  not  only  met 
the  requirements  of  its  class,  but  attracted 
lauditory  comment  because  of  its  efficiency 
and  its  appearance. 

Among  the  several  shoe  factories  in  which 
wage  reductions  have  recently  been  made  is 
Endicott-Johnson  &  Co.  plants  in  Johnson  City 
and  Endicott,  N.  Y.,  where  a  20  per  cent  re- 
duction was  recently  announced  to  the  13,000 
employees. 
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"KEEP  THE  HAIR  IN  PLACE" 
1918  Prairie  Av.,  CMoago 


Liberty-Belle 

HAIRPINS 


Cabinets  Tubes         Bundles  Bulk 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


REAL  HUMAN  HAIR 

INVISIBLE   -  SANITAny 

GUARANTE  ED 
SATISFACTION 

wRn-t  fon  SAMPLES 

EGO  TRADING  CO. 

■i'i  Union  Xq.,  N.   Y.  Cily 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRIT  Y  &  CO.,  Inc. 
31  Bedford  Strati         Bodoo.  Mai>. 


DoNT  Forget  To  Get 

the 

Close -Fit  Hair  Net 

E.  MITTELSTAEX)T,  INC. 

84  r,  U„iv^r„ty  PI.  N.w  Yorlr 


Uogue**  Hair  Net 

The  net  in  the  practical  folder 

— patented — (not  an  envelope) 
Dependable  Quality 
Single  and   Double  Mesh 
Cap  and  Fringe 

SEIDNER  &  HITZIGRATH 

24  East  21st  Street,  New  York 

Samples  and  quotations  upon  request 


THIMBLES 


)FINE  THIMBLES  OF  ALL 
SCRIPTIONSt  STANDARD 
PACKINGS  AND  DISPLAY  CABINETS: 
WRITE  FOR  ILLUSTRATED  FOLDER 
WHICH  GIVES  DETAILED  INFORMA- 
TION. PLEASE  MENTION  YOUR 
JOBBER'S  NAME. 

Tke  ANSONIA   NOVELTY  Co. 

ANSOHIA,     CONN.  U.S.A. 


THE      EDGE  SCISSORS 
THAT  IS  ALWAYS  SHARP.  C 
DEPENDABLE  SCISSORS 
AND  SHEARS. 

MADE!  IW  AMERICA 
AT  IIVTERESTIIVG  PRICKS 
SHIPPED  PROMPTLY 

)TI-IE  EVERSHARP  SUEAR  CO, 


BRIDGEPORT 


CONNECTICUT 


BRAIDS  &  TRIMMINGS 


328  Fourth  Ave.,  N.  Y. 
SUPERBA  BINDING 
BRAIDS,  CORDS,  DRESS  TRIMMINGS 


Manufacturers  of 

FEATHERBONE  Dress  Specialties 
GIRDELIN  Dress  Belting 

Three  Oaks,  Mich. 

New  York  Chicago       San  Francisco 


SILL 

QUALITY  PIKST 

STi 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    NEW  YORK 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 

The     Effbee  Com- 
pany 

Mfrs.    of   Ladies   Hand  Bags 

All  Styles  and  Prices 
300-306      So.      Franklin  S' 
Chicago,  111. 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y. 
Corner  29th  St. 

Narrow  Wovin  Fabrica 
Notions  and  Small  Wares 
Sole  Selling  Agent 

KIRBY,BEARD  &CO.Birmingham,Eng. 

Hair  Pine,  Pins,    Needles,  Needle  Cases 


FANCY  LINENS 

EMBROIDERY  MATERIALS 
^Teri-Lusta"         j "Crystal" 

Mercerized  .  Artificial 

COTTONS       .ff^m^  SILK 
Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway.  NEW  YORK,  Cor.  22nd  St. 
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RICHZIRDSON'S 

,  P;V5f  MERCERIZED 
SILKS  COTTOMS 
for  SEWING 

EMBROIDERIMG 

CROCI1ETIMG  \^ 
Richardson's  lOe  Crochet  Books 

P'CHARDSOM  SILK  COMPANV 
o  ChicaM     Manufacturers     Mew  VorK 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff,  Pre«idenC 

\Cy  Foreign &Domestic  - 

—  NOTIONS  ^ 


Sole  Agents  for  the  Lightning  Needle  Co.« 

27-33  West  23rd  Street  New  York  City 


AL/o  S<ifier<al  Lme  of 
^lifev^ocketbcDkr  Game* 

^ij-  Dre./yin^  Cayey 
'Collar  Ba^y  Manicurev Etc 

A.l_.     R.EED  COt 

■37-3- FIFTH  AVE.  NEW  YORK 


ART  NEEDLEWORK  ■ 


SANITARY  NAPKINS 

APRONS-KNICKERS. 
BELT$__-.^.  

FTC^^^^^J^SM^'^^'^  GOODS 

'        FOR  INFANTS 
AND  WOMEN 

6?"'<;>?,GiPapdAvePHILADELPHIA 


K5ij-<1\n  A  P% 


Sanitary  Napkins — Made  in  eleven  sizes. 
5  to  22  ounces  per  dozen. 
Prices  and  samples  on  request. 
Desirable  territories  open. 

PALMYRA  KNITTING  COMPANY 

PALMYRA.  N.  J. 


The 


and 


SANITARY  NAPKINS 

Convenlenuy  and  attractively  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
200  Broadway     New  York  City 


Pins  and  Needles 
Are  Quite  an  Item 

And  Even  Production  of  Hooks  and 
Eyes  Mounts  Up  Into  Millions 
in  Values,  Census  Figures 
Show 

Little,  everyday  things  that  no  one  thinks 
about  saving  because  they  are  so  cheap  and 
plentiful  mount  up  into  the  millions  in  value 
of  the  country's  yearly  production.  Recently 
published  figures  of  the  1919  census  show 
that  in  1919  manufactures  of  needles,  pins 
and  hooks  and  eyes  were  valued  at  $27,- 
286,000,  as  compared  with  $7,891,000  for 
1914.  Not  counting  knitting  machine  needles 
and  including  sewing  machine  needles,  100,- 
000,000  needles  were  made  in  1919,  valued 
at  $1,829,000,  as  against  75,000,000  in  1914 
with  a  value  of  $657,000.  This  is  quite  dif- 
ferent from  the  times  of  early  needle  manu- 
facturing, when  Gammer  Gurton  set  the 
village  in  an  uproar  over  the  loss  of  her 
one  precious  needle. 

Steel  wire  pins  made  in  1919  amounted 
to  2,799,000  pounds,  worth  $1,121,000,  against 
641,000  pounds,  worth  $164,000,  in  1914,  and 
1,342,000  packs  (3360  to  a  pack)  valued  at 
$400,000,  as  against  the  1914  production  of 
1,826,000  packs,  worth  $183,000.  Brass  wire 
pins  made  in  1919  aggregated  741,000  pounds 
and  1,089,000  packs  (3600  in  a  pack),  valued 
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at  $617,000  and  $652,000  respectively,  against 
the  1914  production  of  1,186,000  pounds  and 
1,638,000  packs,  worth  $376,000  and  $526,000. 

Twenty-four  million  three  hundred  and 
ten  thousand  gross  of  metal  hairpins,  worth 
$1,481,000,  were  made  in  1919,  against 
9,242,000  gross,  worth  $528,000,  in  1914.  Of 
hooks  and  eyes  there  were  made  in  1919, 
4,098,000  great  gross,  worth  $2,354,000, 
against  1,076,000  great  gross,  worth  $1,395,- 
000,  in  1914.  The  figures  for  snap  fasteners 
and  clasps,  or  their  parts,  are  1,450,000  great 
gross,  worth  $5,420,000  in  1919.  Snap  fast- 
eners were  given  no  separate  classification 
in  1914.  In  the  above  figures  values  all  are 
estimated. 


Store  to  Add  Space 

Wise,  Smith  &  Co.,  Hartford,  Conn.,  shortly 
will  begin  erection  of  a  two-story  and  base- 
ment building  as  an  addition  to  the  present 
store  structure.  The  first  floor  and  the  base- 
ment will  connect  directly  with  the  main  store. 
The  addition  will  add  considerably  to  the 
firm's  facilities,  as  each  floor  will  have  8000 
square  feet  of  space.  The  front  of  the  new 
building  will  be  of  Indiana  limestone,  marble 
and  brick  and  marble  will  be  used  extensively 
in  columns,  staircase  and  aisles.  A  wide  mez- 
zanine will  extend  from  front  to  rear. 
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Baltimore  Clears 
Decks  for  Show 

Plans  for  Big  Style  Event  Are  Being 
Completed  Rapidly — Leftwich 
Is  Director 

Preparations  for  the  Baltimore  Fashion 
Show,  to  be  held  in  the  Fifth  Regiment 
Armory  in  that  city  Aug.  9  to  19,  are  going 
forward  with  a  rush.  Fifty-eight  of  the  125 
booths  were  taken  by  exhibitors  the  minute 
the  plans  were  ready.  What  individual  firms 
will  do  is  not  known.  The  enthusiastic  back- 
ers of  the  show,  however,  are  planning  a  most 
comprehensive  display  of  both  men's  and 
women's  garments  and  for  the  scenic  and  dra- 
matic effects  have  employed  Alexander  Left- 
wich, who  will  be  remembered  as  director  of 
the  New  York  Silk  Show  entertainment  as 
well  as  director  of  the  staging  of  other  im- 
portant trade  affairs  in  the  big  city. 

Beauty  contests  will  be  held  to  select  models 
for  the  apparel  display,  with  special  emphasis 
on  matching  types  in  gowns  and  human  models. 
A  feature  which  will  appeal  to  visitors  is  the 
intercity  beauty  contest  to  be  held  in  connec- 
tion with  the  display  of  female  attire.  A  real 
show  is  promised  by  Mr.  Leftwich,  who  is  en- 
gaging headliners  only. 


The  call  for  silk  dresses  in  one  of  the  large 
department  stores  in  New  York  seems  to  be 
principallj'  for  $25  values. 


Department  managers  find  it  easier  going 
when  the  salesforce  read  the  ECONOMIST. 
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BABY  GOODS 


YARNS 


RISDON 

SAFETyPINS-^ 

'ghe  A  Point  Pin 


HEAVY  SPRING  BRASS  WIRE 
eXTRA  HEAVY  NICKEL  FINISH 
LONOTAPERINO  POINTS- NON-PULLIKS 
CAPSU&UAHOS  SECURELY  ASSEHBLED 


RISDON  MFG.  CO.,  Naugatuck .  Conn. 


'Ribboncrafi 


Makers  of  Gifts  for 
Baby  and  Milady 

31  Union  Square  NEW  YORK  CITY 

223  W.  Jackson  Boul.       CHICAGO,  ILL. 


"SELECTE"  NOTIONS 


SMALL  wares  and  fancy  goods  at 
lowest  prevailing  market  prices. 
Sole  Agent  for  D.  F.  Tayler  &  Co.'s 

PINS   AND  HAIRPINS 
GOTHAM  LEATHER  GOODS  CO. 

Sma/;  Wares,  Fancy  Goods  S  ^u'togs  „ 
ZJarourthAve.atlSthSUNewYork  Bosloo  Ote  W  QmmcyX 


INFANTS'  GOODS 


Crib  and  Carriage  Pads 
— Bibs  of  all  Styles — 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads— Diaper  DraweBS. 
The  pioneer  expert  line, 
known  for  purity,  qual- 
ity,  durability  —  profits. 


Excelsior  Quilting  to.,  new^york 


nriginal  SANITARY  Nursery 
^  Playthings  for  BABY 

Rattledy  Rite 

$25  or  $50  Rite  Assortment 

It's  the  Rite  Line 

No.  119  West  42nd  St., New  York 

s           Opposite  Bush  Bldg. 

"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers,  ^VsS^ 
knockabouts.      None    genuine  V^WK 
without    the    word-  or  the 
bird.  _BL7*l 

THE  STORK  CO. 

88  Broad  St.,  Boston,  Mass. 

Pennant 
Darning  Cotton 

30  yd.;  8-ply;  4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgett&OrswellCo. 

Pawtucket,  R.  I. 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


Creators  of  boxed 

GTlFX  novelties  S;^E'Jil 


„,j-„    PRESTON  STUDIOS 

CM^el    .SScf.-'^'*^'^^^'^^^  DI3TBlBLrrOH5 


223  Firxrt  AVE.  NEW  YORK 


BABY     IM  OVE  LT  I  E  S 

Coat  Hangers,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders.  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Bets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y- 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  SI 

J.B.TIMBERLAKE 
&  SONS,  Mfrs.. 

Jackson,  Michigan 


YOUR  HELP  SITUATION  jo  DAY 

Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
231  WEST  39th  STREET 
New 
York 
City 


For  Everybody 

Profitable  because 

Original 

Popular  Prices 
PA\X/TUCKE.T  R,. 


Richard  G.  Krueger 
395  fourth  ave.  new  york 

SEND  FOR  CATALOGUE 


TYROLER'S  EAR  CONFORMER  CAP 


Prevents  projecting  or  folding 
(if  infants'  ears  wliile  asleep  or 
lying.  Removes  and  corrects  all 
leiKlency  of  ears  to  protrude. 
Sanitary,  wasiiable.  Each  cap 
separate  paclcage. 
3  sizes— small,  metHum,  large. 

Cotton  $4..50  per  doz. 

Silk   6.00  per  doz. 

All  year  round  seller  in  infant 
wear  dept. 


iTyrolerMfg.Co..^^^  ^^l^^^,^^ 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


 1       DOLLS   &  TOYS 


PILLOWS 


FLOOR  COVERINGS 


BEADS 

Fringes  Spangles  Trimmings 
Tassels  Necklaces  Girdles 

PEARLS 

Leaders  of  the  World 

^s^W  ROSENBERG&CO.,lnc. 

Ew^^Bt'^YORJi     3g      3gj(,  St.         New  York 


Roily  Rattle  — it  Floats. 
Assorted  characters  at 


$4;  $6  &  $75» 


Water  Baby — in  assorted 

rtyl«$2»to$l5 


Handpainted  Nov- 
cities,  Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

Sig. Schwartz  Co. 
110W.32ndSt.,  N.Y. 

Send  for  catalog  10 


^^PILLOWS 

BrwMitf    assnra  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 

 — ' —  


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  warehouses,  located  at 
Chicago,  St.  Uuis,   Kansas  City,    Denver,  Gal»est.>n. 
San  Francisco,    Loi  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  Y. 
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St.  Louis  Style 
Show  to  Excel 

Seventh  Pageant  Expected  to  Out- 
shoot  Forerunners — Stunning 
Models  to  Display  Apparel 

St.  Louis  is  coming  forward  once  more 
with  one  of  the  fashion  pageants  which  have 
helped  make  the  city  famous.  Aug.  2,  3,  9, 
10,  11,  16  and  17  are  the  dates  of  the  per- 
formances of  the  seventh  pageant  to  be  staged 
in  the  city's  municipal  theater  under  the  spon- 
sorship of  wholesalers  and  manufacturers. 
Big  as  the  others  were,  the  seventh  pageant 
and  style  show  is  to  outshine  them. 

To  the  theater,  situated  in  lovely  Forest 
Park,  additions  have  been  made  during  the 
last  year  which  enhance  its  beauty  and  in- 
crease its  facilities  for  accommodating  the 
pageant.  Pergolas  to  provide  protection 
from  unexpected  showers,  a  new  stage  and  a 
complete  scenic  workshop  have  been  added. 

Added  Features  for  Event 

But  for  the  pageant  a  still  more  important 
addition  is  to  be  made.  A  diving  pool  more 
than  150  feet  wide  will  be  constructed  imme- 
diately in  front  of  the  stage,  in  which  lead- 
ing aquatic  artists  will  sport. 

_  As  in  past  pageants,  visiting  merchants 
will  be  given  the  opportunity  of  seeing,  under 
the  most  favorable  conditions  in  a  setting  that 


makes  it  seem  more  a  pleasurable  entertain- 
ment than  a  business  event,  examples  of  the 
products  of  practically  every  maker  of  gar- 
ments, shoes  and  millinery  in  St.  Louis. 

Beautiful  Models  to  Appear 

That  every  bit  of  wearing  apparel  will  be 
shown  to  best  advantage  is  assured  by  provi- 
sion that  they  will  be  worn  by  models  selected 
for  their  beauty  of  form  and  feature  and  for 
whom  the  articles  will  be  specially  designed 
and  fitted.  A  perfect  view  is  assured  by  a 
runway  projecting  into  the  audience. 

The  merchant  who  attends  one  of  these 
events  gains  two  things:  He  is  entertained 
by  a  show  of  splendid  conception  and  execu- 
tion, and  he  sees  close  at  hand  the  best  prod- 
ucts of  an  enterprising  group  of  manufactur- 
ers. The  dates  on  which  showings  of  the 
pageant  will  be  given  stretch  over  three  weeks 
and  so  give  retailers  an  opportunity  to  com- 
bine pleasure  and  business  when  they  visit  the 
St.  Louis  market.  Tickets  may  be  obtained 
free  of  charge  from  wholesalers  and  manufac- 
turers. 


"Shoes  at  a  dollar  a  foot"  were  recently 
advertised  by  shoe  department  of  P.  Wiest's 
Sons  store,  York,  Pa.,  recently.  The  idea  was 
developed  as  a  rummage  sale  of  shoes  in  which 
broken  sizes  and  odds  and  ends  of  discon- 
tinued lines  were  included.  C.  W.  Hoff,  man- 
ager and  buyer  of  the  department,  planned 
the  event  and  the  lot  of  228  pairs  were  sold 
in  a  day. 


Store  Launches 
Ambitious  Ad 

Wm.   Hengerer  Co.  Utilizes  Four 
Pages  of  Sunday  Paper's  Roto- 
gravure Section  to  Herald  Sale 

Though  rotogravure  sections  in  Sunday 
newspapers  constantly  are  growing  in  favor 
with  department  stores  as  advertising  media, 
seldom  does  a  store  run  four  solid  pages 
in  a  single  issue,  even  for  the  biggest  kind 
of  special  event. 

The  Wm.  Hengerer  Co.,  Buffalo,  N.  Y., 
believing  that  the  unusualness  of  such 
large  rotogravure  space  would  get  in- 
creased attention  for  its  advertising,  took 
a  four-page  section  in  the  leading  Buf- 
falo paper  to  announce  its  June  Sale  of 
White.  Practically  the  whole  space  was  de- 
voted to  ready-to-wear,  though  white  bed- 
ding, table  linens  and  white  summer  silks 
together  had  a  half  page. 

The  rest  of  the  space  was  apportioned  as 
follows:  Silk  and  cotton  lingerie,  a  little 
less  than  one  and  one-half  pages ;  blouses,  one- 
half  page;  corsets  and  bandeaux,  one-half 
page;  sport  coats,  skirts  and  frocks,  one-half 
page,  and  white  shoes,  handkerchiefs,  art 
needlework,  hosiery  and  gloves  making  up  the 
remainder.  Drawings  illustrated  the  section 
very  thoroughly,  there  being  fifty-three  of 
them. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


HANGERS 


WRITE  FOR  CATAU)G^ 


BEHLES-BLUTHENTHAL  CO. 

STORE  FIXTURES 

MEMPHIS.  TENNES5EE.^1 


STORE  EQUIPMENT 


DISPLAY  FIXTURES 


A  V  The  Department  Store 

*«-U  STYLES.  COLOBS  AND  GRADES. 
ASK  TO  SEE  THE  "MCCASKEV  TRIP  - 
WRITE  FOR  SAMPLES  AND  PRICES 

THE  McCaskey  Register  Co. 

ALLIANCE.  OHIO 


I  I  1  i 

EVERYTHING  IN  FIXTURES 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO. 

232  West  Jackson  Blvd.,  Chicago,  111. 


furniture 
equipment 

'MANUfACTUR£RSF0R0V£R5QYRS. 


HSCHMANNCO 

✓  229  to  239  West  36th  Street,  H.  Y. 


BEST  STEEL 
DISPUY  RACKS 

R  ag — Comfort— Lace 
Carta  in — Portiere — Blanket 
Linoleum— Drapery 

John  H.  Best  &  Sons 

GALVA  IllinoU 


BALDWIN 
p^tT^""  Carriers 

^ve  most  service  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicago 


FLYER 


Build  to  Fit  the  Business 

Consult 

FREDERICK  PEARSON 

Advisory  Specialist 

PLANNING  -  EQUIPMENT  -  OPERATION 
OF  MODERN  DEPARTMENT  STORES 

Highest  Marshall  Field  Bldg. 

References  23  E.  Washington  Street 

CHICAGO 


Ideal  Line  Rolling   Step  Ladders 


Fifteen  Styles.  Satis- 
faction Guaranteed. 
Lasts  a  Life-tiine, 
Write  for  Catalogue. 

Daynite 
Furniture  Mfg.  Co. 

Cape  Girardeau,  Mo. 

Factory  at 
213     Chouteau  Trust 
BldE..  St.  Louis.  Mo. 


Wax  Figures 

The  finest  and  most  complete 
line  in  America.  Also  very 
latest  creations  in  Papier  Mache 
Forms. 

Write  for  latest  catalogue, 

FRENCH 
WAX  FIGURE  CO. 
73  W.  Water  St. 
Milwankee,  Wis. 


PAPER  BOXES 

For  Christmas  and 
other  days,  in  sizes 
you  want. 
Catalogue  on  request 
THE  MARSH-BURGESS  CO. 


DUNKIRK 


rv-p'.  G, 


NEW  YORK 


UNIT  CALCULATORS 

Correct  Precalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meiliclte  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

3.38  North  Clark  St.,  Chicago. 


CURTAINS 


PAPER  SHREDDERS 


in  1  Air  Brushes 


in  fill   sizes.     Better  in 
<  \ci-.\  f'ji-  slinw  <-ai'd  and 

window    hackgiDund  u.se. 
Write  for  catalogue. 
Paasche  Air  Brush  Co.,  Dept.  F,  1227  Wash.  Bl,,  Chicaeo 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Information  Dept.,  239  West 
39thSt..N.  Y. 

Wholesalers   &  Importers  Only 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
will  help  you  make 
effective  Window 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547W.  4th  St..  Cincinnati.  Ohio,  U.  S.  A. 


€cl)o  25 ridge  Curtatn-tf 

Plain  and  Noyelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
35.3  Fifth  Ave.,  New  York, 
entranoe  around  the  corner  on, 
Thirty-flrst  .Street. 


B.  &  R.  Paper  Shredder 

iJcstroys  discarded  con- 
fidential ijapcr.s,  checks, 
correspond' rice,  etc.  It 
saves  the  paper  stock  to 
DC  used  for  excelsior. 
Send   for  leaflet. 

Blomfeldt  &  Rapp  Company 

108  N.  l-.fferson  Stroet 

CH;rAf;o,  ill. 


Stop  Hiding  Your  Merchandise.  Display  It, 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
attractive  displays.    Malte  it  easy  for  customers  to 

.    I!uy— easy    for    you    to  sell. 

The  S-X  Display  Backs  wUl 
give    you    this   service,  and 
Write  for  circulars. 
SYLVAN 
SPECIALTY 
SHOP 

552  W.Lake  Str., 
Chicaso.  Illinois 


UPHOLSTERY  MATERIALS 


Putnam's   improved   Cloth  Chart 


SEE  YAPDJ^PIGHT 


Write 

THE  A.  E.  PUTNAM  COMPANY,   Waihington,  la. 


Advertising  Itleas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 
Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST.,         NEW  YORK 


75th  Year  Saturday,  June  25,  1921 

DPl>r  OOODS 


No.  4016 


RE6.U.S.  PAT.  OFF 


PUBLISHED  WEEKLY   BY  THE 


TEXTILE   PUBLISHING  COMPANY-239    WEST    39TH    STREET-NEW  YORK 

IhAllLtL.      rUDL10nil-N>J     ^  „„„„„rvpar    Piistaee         <o  .fl.Ofl  additional  west  of  Mississippi  Bivct. 

-  -        IS.  Marcli  3.  1879.    Subscription  price  ?6.00  per  sear.   1  iiiiatt  .wi.  -u  ri. 


Entered  as  second  class  ma 


tier  Jan.  13,  1903.  at  tlie  Post  Office  at  New  York,  N.  Y.,  un 


der  Uie  Act  of  Congress 


m  6?. 


NAIRN 

Ttv  I  CI  id 

LINOLEUMS 

What  if  the  kiddies  c?o  splash 
water  on  the  floor?  If  it's 
Nairn  covered,  the  floor  is 
bound  to  be  impervious— not 
only  to  water,  but  to  grease, 
oil  or  stain. 

Nairn  Inlaids  are  best  for 
wear.  The  linoleum  substance 
is  of  uniformly  highest  quality 
and  the  patterns  are  built  clear 
through  the  entire  thickness 
of  the  material. 

But  Nairn  excellence  does  not  end 
with  durability ;  in  the  attractiveness 
and  variety  of  patterns,  these  hnole- 
ums  are  also  notable.  There  s  a 
Nairn  to  match  the  furnishnrgs  ot 
every  room. 

Send  for  Nairu   Bool.-lct  shoivug  all  patterns  in 
full  colors. 

NAIRN  LINOLEUM  CO. 
NEWARK,  N.  J. 
W.  &  J.  SLOANE 

SOLE  SELLING  AGENTS 
563  Fifth  Avenue         216-228  Sutter  Street 
New  York  San  Francisco 

Chicago    St.  Louis    Portland.  Ore.    Kansas  Cj  y 
Denver     Seattle     Los  Angeles    Salt  Lake  v-iiy 
Galveston 
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"Quality  Always  Uniform  and  Dependable" 


JUST  SMILE 


Complained  a  young  tire  dealer  to  an  established  clothing 
merchant : 

T  ^competitor  up  the  street  is  selling  cheap  tires.    What  ought 

1  to  do? 

Said  the  clothing  merchant: 

"Smile!  Your  competitor  eventually  will  put  himself  out  of 
business. 

"It  used  to  be,"  continued  the  clothing  merchant,  "that  the  cheap 
fellow  m  the  clothing  business  worried  the  rest  of  us  not  a  little. 
But  he  found  after  awhile  that  the  folks  he  fooled  the  first  time 
came  to  us  the  second.  We  actually  discovered  that  the  cheap  dealer 
was  our  trade  builder. 

"So  now  whenever  a  cheap  store  starts  down  the  street  we  just 
smile.  And  we  keep  on  handling  standard  goods.  And  advertising 
and  giving  decent  service. 

"My  friend,  don't  lose  a  minute's  sleep  over  your  cheap  tire 
competitor.  Keep  the  confidence  of  your  customers  while  he  is 
losing  the  confidence  of  his.  Build  up  your  reputation  while  he 
is  going  to  pieces. 

"You  are  in  business  to  make  a  name  for  yourself,  and  establish 
a  future.  The  thing  you  want  most  of  all  is  confidence  of  the 
public.  The  thing  you  can  afford  least  of  all  to  do  is  to  suffer  that 
confidence  to  be  shaken. 

"Handle  goods  you  have  confidence  in,  regardless  of  price.  For 
what  will  it  profit  you  to  take  your  customer's  money  today  and  lose 
the  customer  himself  tomorrow?  Let  your  cheap-tire  competitor 
fool  the  public  by  day  and  fly  by  night.  And  whenever  you  hear 
of  his  seeming  success — just  smile." 

— The  B.  F.  Goodrich  Rubber  Company. 


The  average  Drapery  Buyer  will  know  how  truly  the  above 
applies  to  the  NOVELTY  CURTAIN  BUSINESS. 

For  the  past  Season  the  market  has  been  flooded  with  CHEAP, 
POORLY  MADE  Novelty  Curtains,  influencing  some  Buyers  to 
look  for  CHEAP  goods  to  meet  imaginary  competition. 

Wouldn't  it  be  better  to  take  the  Clothing  Merchant's  advice  when 
your  competitor  offers  CHEAP  merchandise,  and  just  SMILE,  as 
he  is  only  building  business  for  you. 


iHartin  iWanufacturing  Co. 

Manufacturers  of  Curtains  and  Curtain  Piece  Goods 
Boston,  Mass.    West  Newton,  P.  0. 

New  York  Salesroom:    353  Fifth  Ave. 
(Entrance  around  the  corner  on  Thirty -fourth  St.) 
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of  special  interest  to  the  trade 


We  shall  publish  the  following  in  a  full  page 
advertisement  in  The  Ladies'  Home  Journal  for 
August: 

"This  is  the  time  to  buy  new  Scranton 
Curtains  and  Filet  Nets  for  fall.  Cot- 
ton and  other  materials  have, dropped  in 
price,  so  has  the  cost  of  manufacture  in 
our  mills.  We  have  again  adjusted  our 
prices  to  the  lowest  point  consistent 
with  present  costs  and  the  future  out- 
look. The  same  is  true  of  Scranton 
Drapery  Fabrics,  Bedspreads,  Embroi- 
deries and  Cretonnes.  Buy  Scranton 
goods  now.  They  will  be  fully  up  to 
your  expectations  in  design,  quality 
and  price." 

It  will  be  to  your  advantage,  and  in  accordance 
with  good  business  foresight,  to  be  prepared  to 
show  your  customers  Scranton  Curtains  and  Filet 
Nets  in  all  the  different  designs. 

The  Scranton  Lace  Company 

Scranton,  Pa. 


New  York:  212  Fifth  Avenue.  Chicago:  RepnbHc  Building. 

Toronto:  108  Wellington  Street,  W.  (James  B.  Jamieson). 
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Take  a  Lesson  from  the  Ball  Team  Managers 


ONE   of  the  greatest   and   most  suc- 
cessful mercantile  concerns  in  this 
country  attributes  its  long-continued 
progress,  in  large  degree,  to  the  policy,  con- 
sistently adhered  to,  of  placing  responsibility 
in  the  hands  of  reliable  men  and  then  giving 
them  a  free  hand.  Ask  any  of  the  department 
heads  of  that  concern  as  to  the  reason  why 
they  themselves  have  advanced  to  their  pres- 
ent posts  and  they  will  tell  you  that  they  are 
left  almost  completely  to  their  own  resources, 
are  expected  to  originate  methods  and  are 
required  to  work  out  their  own  problems. 
Among  the  consequences  of  this  policy  — 
which  is  pursued  not  only  in  connection  with 
the  department  heads  but  permeates  the  en- 
tire organization  —  is  the  presence  at  all 
times  in  the  organization  of  men  who  are 
fitted  and  ready  to  fill  any  vacancy  which 
may  occur. 

This  method  of  filling  vacancies  from 
members  of  the  concern's  own  personnel,  and 
not  going  outside  when  a  vacancy  develops, 
is  in  itself  a  big  factor  in  developing  co- 
workers of  ability,  courage  and  enthusiasm. 

The  wonder  is  not  that  the  house  in  ques- 
tion pursues  such  a  plan,  but  that  the  num- 
ber of  organizations  in  the  dry  goods  and 
department  store  field  wherein  that  same 
plan  or  policy  prevails  is  as  limited  as  it 
to-day  is.    The  explanation  may  be  found  m 
laxity  or  thoughtlessness  on  the  part  of  firms 
or  merchants,  or,  perhaps,  in  that  weakness 
or  failing  of  human  nature  which  puts  dis- 
torted glasses  over  our  eyes  when  we  ex- 
amine the  ability  of  "the  other  fellow."  We 
feel  that  he  will  "never  be  able  to  step  into 
our  shoes"  or  into  those  of  some  other  among 
the  higher-ups.    And  so  time  and  time  agam 
in  the  majority  of  business  institutions  we 
find  good  men  or  women  allowed  to  "run 
to  seed"  because  of  continual  dictation  and 
control  or  permitted  to  go  to  some  other  con- 
cern, where,  to  the  surprise  of  the  former 
e^ployer-if  he  ever  takes  the  trouble  to 
inquire  after  them-they  make,  perhaps,  a 
remarkable  success. 

Such  methods  for  encouraging  and  buua- 
ing  up  competent  co-workers  as  those  to 


which  allusion  has  above  been  made  are  apt 
of  themselves  to  go  far  toward  bringing  out 
latent  talent  and  keeping  it  in  one's  own 
institution.  But  it  may  be  well  in  some  cases 
to  add  to  them  other  means  of  stimulating 
and  encouraging.  One  thing  surely  ought 
to  be  borne  in  mind;  and  this  is,  that  not  all 
employees  can  successfully  be  treated  in  just 
the  same  way.  Human  nature  is  about  the 
same  in  the  mass,  maybe,  but  there  are  wide 
differences  among  individuals.  This  is  due 
not  only  to  diverse  temperaments  but  also 
to  divergent  environment  and  upbringing. 
In  short,  study  of  each  employee  is  essential, 
and  varying  remedies  must  be  applied. 

The  employer  himself  can  accomplish  this 
in  connection  with  the  majority  of  his  co- 
workers   only   when   his   establishment  is 
small.    In  the  larger  organizations  the  task 
must  of  necessity  be  intrusted  to  subordi- 
nates.   But  even  in  the  biggest  establish- 
ment the  merchant  can  take  due  measures 
for  developing  the  men  and  women  near  to 
him,  such  as  his  department  heads.  Re- 
sponsibility at  least  can  be  placed  where  the 
shoulders,    after    due    consideration,  seem 
fitted  to  bear  it,  and  the  policy  of  "nagging" 
and  "hounding,"  of  constant  complaint  and 
criticism,  can  be  abandoned. 

We  do  not  for  a  moment  urge  the  constant 
patting  on  the  back  of  employees  or  associ- 
ates. People  who  require  that  kind  of  treat- 
ment are  apt  not  to  amount  to  much,  anyway. 
But  what  we  are  insisting  on  is  the  value  that 
any  concern  will  derive  from  avoiding  the 
opposite  policy  of  kick,  kick,  kick,  complaint 
after  complaint  and  criticism  piled  on  criti- 
cism, the  policy  of  preventing  the  department 
head  from  exercising  his  own  judgment,  and, 
to  put  the  matter  bluntly  and  accurately, 
taking  the  backbone  out  of  those  who  are 
supposed  to  be  managers  and  executives. 


MERCHANTS,  firm  heads  or  firm  mem- 
bers who  are  pursuing  this  kind  of 
policy  might  well  take  example  from  the  men 
who  have  to  manage  a  baseball  team.  Strong 
light  was  thrown  on  this  subject  recently  by 
Heywood  Broun,  formerly  the  sporting  editor 


of  the  New  York  Tribune  and  of  late  the  dra- 
matic and  literary  critic  of  that  newspaper. 
Writing  in  Collier's,  Mr.  Broun  tells  us  that 
by  studying  his  players  and  applying  various 
methods  for  building  up  confidence  that  has 
run  down,  Wilbert  Robinson,  the  Brooklyn 
manager,  won  the  National  League  pennant 
last  year  ^vith  a  team  composed  of  men  who 
had  been  cast  adrift  b^J  other  managers  as  in- 
competent or  superannuated. 

Robinson,  Mr.  Broun  further  tells  us, 
when  one  of  his  men  got  so  erratic  that  even 
the  home-town  fans  booed  him  and  shouted 
"Take  him  out!"  kept  him  in  and,  more  than 
that,  assured  him  that  he  was  going  to  stay. 
He  cites  also  the  behavior  of  John  McGraw 
when  Fletcher  made  two  errors  in  the  first 
game  of  a  world  series.  The  baseball  writ- 
ers in  their  articles  of  the  next  day  united  in 
advising  and  demanding  that  Fletcher  be 
taken  out.  But  McGraw  announced :  "Arthur 
Fletcher  will  be  at  shortstop  for  the  Giants 
in  every  game  of  the  series." 

With  Robinson,  too,  when  a  man  has  made 
a  muff,  Mr.  Broun  tells  us,  that  is  all  there 
is  to  it.  Robinson  figures  that  a  player  knows 
he  was  clumsy  in  handling  the  ball,  and 
so  this  successful  manager  sees  no  object 
in  asking  him  why  he  failed  or  trying  to 
impress  him  with  his  clumsiness. 

Not  all  baseball  managers  proceed  along 
the  lines  attributed  to  Robinson.  McGraw, 
according  to  Mr.  Broun,  leaves  little  to  the 
initiative  of  most  of  his  players.    "But  in 
spite  of  his  quick  temper  he  is  extraordi- 
narily careful  as  to  what  sort  of  mistakes 
he  censures.  When  Fred  Snodgrass  made  his 
famous  muff  which  enabled  the  Boston  Red 
Sox  to  win  a  world's  championship,  McGraw 
said  not  one  word  to  him  when  he  came  to 
the  bench.    Nor  did  he  sell  or  trade  the 
player."  Mr.  Broun  also  tells  of  how  McGraw 
inspired  with  confidence  a  player  who  had 
lost  his  share  of  that  quality  so  necessary 
in  any  undertaking  and  especially  in  a  game 
of  skill. 

Moreover,  if  there  is  more  of  the  big  stick 
about  McGraw's  methods  as  compared  with 
those  of  Robinson,  just  let  the  reader  carry 
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his  mind  back  to  the  fact  mentioned  above 
in  connection  with  Robinson — that  he  won 
the  pennant  with  a  team  of  men  that  had 
been  cast  adrift  as  incompetent  or  super- 
annuated by  other  managers. 

The  same  thing  can  be  done  by  the  man- 
ager of  a  business  team— if  he  will  but  take 
the  trouble.  As  Mr.  Broun  says,  "If  he  knows 
how,  he  can  make  the  man  who  missed  try 
again  with  better  effect."  The  t^ing  for  the 
firm  head  to  do,  then,  is  first  to  make  up  his 
mind  that  he  is  going  to  do  it  and  then  study, 
study  and  study  until  he  gets  the  know-how. 
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And  the  way  to  study  is  easy,  for  the 
thing  to  study  is  always  at  hand.  You  can't 
get  away  from  it  for  a  minute.  For  the  thing 
to  study  is  yourself.  Analyze  the  way  you 
would  want  to  be  handled  in  order  to  get 
the  best  results.  This  self-analysis  will  be 
found  mighty  valuable  in  its  results  as  ap- 
plied to  yourself  as  well  as  with  relation  to 
your  department  heads.  You'll  get  some 
views  you  probably  never  had  before.  Study 
also  the  men  and  women  you  have  placed  in 
positions  that  ought  to  be  positions  of  au- 
thority, but  perhaps  are  not — with  the  accent 


on  the  not.  You'll  find,  in  all  probability, 
that  these  men  and  women  possess  qualifica- 
tions and  abilities  with  which  you  had  not 
credited  them. 

When  you  have  done  that,  apply  what 
you  have  learned.  You  will  find  that  your 
work  will  be  easier,  your  own  troubles  and 
responsibilities  will  be  lessened,  and— mira- 
cle of  miracles !— the  business  will  go  on  not 
only  as  well  but  a  great  deal  better  than  it 
did  when  you  were  Sweating  out  your  heart 
and  soul  in  the  effort  to  do  work  yourself  that 
you  were  paying  other  people  to  perform. 


Congressional  Delay  on  Tariff  and  Taxation  Measures 


THE  prospects  for  speedy  action  by  Con- 
gress on  the  permanent  tariff  and  on 
reform  of  our  tax  system  appear  at  this 
writing  to  be  far  from  favorable.  Although 
the  national  legislature  has  been  since  April 
10  last  in  session  with  the  principal  purpose 
of  enacting  the  legislation  in  question,  little 
progress  has  been  made  on  either  of  the  meas- 
ures. True,  the  Emergency  Tariff  Act,  framed 
in  the  interest  of  the  farmers  and  vetoed  by 
President  Wilson  shortly  before  the  expira- 
tion of  his  term  of  office,  has  been  passed  and 
approved  by  President  Harding.  But  apart 
therefrom  little,  if  anything,  has  been  accom- 
plished. 

There  is  no  doubt  that  the  people  of  this 
country  in  general  and  the  business  men  in 
particular  would  prefer  to  have  tax  reform 
taken  up  by  Congress  and  passed  on  before 
action  is  taken  on  the  tariff.  At  present  it 
seems  that  such  priority  would  have  worked  a 
double  advantage.  Not  only  is  tax  law  revi- 
sion a  matter  of  far  deeper  interest  to  most 
of  us  than  is  the  upward  revision  of  the 
tariff,  but,  in  addition,  the  difficulties  in  the 
way  of  legislative  action  on  the  tariff,  and 
which  will  defer  action  on  the  tax  system, 
appear  almost  insurmountable.  As  a  result, 
tax  law  revision  looms  up  at  present  in  a  very 
uncertain  shape  and  on  the  distant  horizon. 

In  the  matter  of  tariff  revision  there  is  a 
new  alignment.  Party  ties  no  longer  hold 
good  on  this  subject.  Sectionalism  has  taken 
their  place.  Parts  of  the  country  that  were 
formerly  strongly  protectionist  have  come  out 


in  favor  of  free  trade  while  in  the  former 
low  tariflP  or  free  trade  sections,  the  South 
notably,  many  citizens  are  now  in  favor  of  a 
high  tariff.  In  states  along  the  Canadian 
border,  on  the  other  hand,  where  formerly 
protection  sentiment  ruled,  there  is  a  demand 
for  letting  down  the  bars,  as  a  result  of  the 
investments  in  the  Dominion  made  by  citizens 
of  those  commonwealths. 

This  change  in  attitude  was  made  clear 
on  Saturday  of  last  week  through  the  test  vote 
taken  by  the  Ways  and  Means  Committee  of 
the  House  in  connection  with  the  proposed 
duties  on  lumber.  A  wide  divergence  of 
opinion  was  shown.  Instead  of  the  unanimity 
in  favor  of  high  duties  that  existed  in  former 
years,  the  committee  was  obliged  to  abandon, 
for  the  time  being,  the  effort  to  reach  an 
agreement  as  to  the  duties  that  ought  to  be 
levied  on  this  article. 

It  has  been  declared  in  an  authoritative 
quarter  that  the  tariff  measure  will  be  intro- 
duced in  the  House  not  later  than  July  1. 
That  may  be  so— but  likely  enough  the  date 
set,  or  rather  guessed  at,  is  too  early.  It  is 
safe  to  predict  that  when  the  measure  does 
reach  the  floor  discussion  of  it  will  be  acri- 
monious and  prolonged.  Moreover,  after  the 
House  has  reached  some  kind  of  conclusion 
the  measure  will  have  to  go  to  the  Senate,  and 
from  that  body  to  a  conference  committee 
representing  both  Houses.  Consequently  there 
is  no  telling  how  much  more  time  will  elapse 
before  the  matter  of  revision  takes  a  concrete 
form.  ■ 


ON  the  matter  of  tax  revision  the  Senate 
Finance  Committee  has  held  a  number 
of  hearings  and  has  listened  with  patience  and 
with  an  evident  desire  for  facts  to  represen- 
tatives of  many  industries  and  many  inter- 
ests. But  that  is  as  far  as  progress  has  gone. 
Later  on,  hearings  will  doubtless  be  held  on 
this  subject  by  the  Ways  and  Means  Commit- 
tee of  the  House,  and  even  after  the  new  tariff 
law  has  been  gotten  out  of  the  way  there  will 
be  long  delays  before  a  tax  revision  bill  can 
be  framed,  discussed  and  enacted. 

Such  delay  is  vexatious  in  the  extreme.  It 
is  reported  that  President  Harding  is  seri- 
ously annoyed  by  the  dilatory  methods  pur- 
sued "on  the  Hill"  and  greatly  disappointed  at 
the  non-compliance  with  the  legislative  pro- 
gram he  had  laid  down.  As  regards  tax  revi- 
sion, however,  it  may  be  that  the  delay  should 
not  be  altogether  deplored. 

We  say  this  with  the  present  opposition 
to  a  sales  tax  in  mind.  We  believe  that  such 
opposition  can  be  accounted  for  only  on  the 
ground  that  the  desirability  of  a  sales  tax  is 
not  more  generally  understood.  Education  on 
this  form  of  tax  is  sadly  needed  not  only 
among  our  citizens  generally  but  on  the  part 
of  many  business  men. 

Wherever  the  means  for  disseminating  the 
truth  exist  the  fact  ought  to  be  made  clear 
that  a  sales  tax  would  be  far  less  burdensome 
to  the  consumer  than  are  the  existing  excess 
profits  taxes  and,  furthermore,  that  the  sales 
tax  is  no  more  a  "consumption"  tax  than  are 
practically  all  the  other  forms  of  taxation.  As 
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The  business  man  who  goes  gunning  after  the  business  gets  it 
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Indiana  Retailers  in  Convention 

Debate  Problems  Confronting  Trade 

Many  Speakers  Take  Stand  in  Favor  of  Commission  Payment  for 
Employees— "Buy  as  Freely  as  You  Dare"  Is  Advice 


The  one  hundred  merchants  who  gath- 
ered for  the  annual  convention  of  the  Indiana 
Retail  Dry  Goods  Association  last  week  set 
a  good  example  to  other  conventions  by  con- 
fining their  business  very  largely  to  store- 
keeping  and  its  intimate  problems.  The  talks 
and  general  discussions  all  were  of  the  most 
practical  sort  and  conveyed  information  and 
ideas  of  definite  value  to  those  attending. 

At  the  smoker  which  opened  the  conven- 
tion one  of  the  chief  questions  was  that  of 
solving  the  help  problem.  Many  speakers 
offered  suggestions,  a  number  favoring  a 
bonus  or  commission  system  of  payment. 
These  favored  a  system  in  which  a  sales- 
person is  given  a  specified  selling  quota, 
with  a  regular  drawing  account  and  a  com- 
mission paid  on  and  above  the  quota  estab- 
lished, the  commission  to  be  on  a  scale  vary- 
ing according  to  departments,  the  smallest 
commission  to  be  in  ready-to-wear  sections, 
3  to  4  per  cent,  and  the  largest  in  notions, 
7  to  8  per  cent. 

Stocks  Are  Essential 

A.  E.  Leiter  of  Connersville  made  a  point 
worth  noting  in  this  connection: 

"You  have  got  to  buy  goods  to  give  the 
salespeople  stock  on  which  to  earn  commis- 
sions," he  said.  "They  cannot  sell  goods 
from  starved  stocks." 

On  the  subject  of  buying  for  fall,  the  con- 
sensus of  opinion  was  that  50  per  cent  of 
ordinary  requirements  might  be  bought 
safely.  "Buy  as  freely  as  you  dare,"  was 
the  thought  of  most  of  those  present,  as 
expressed  by  E.  S.  Kinnear  of  Marion,  who 
led  the  discussions  of  the  evening. 

Speaking  on  pattern  contracts,  Meyer 
Heller  of  Newcastle,  a  retailer  who  is  espe- 
cially well  informed  on  the  subject,  ana- 
lyzed changes  which  pattern  companies  have 
made  in  their  contracts  recently.  Every  mer- 
chant present  expressed  himself  as  deter- 
mined to  adhere  to  the  terms  of  the  contracts 
now  held  and  to  fight  any  changes  favoring 
the  pattern  companies. 

Aid  of  Editors  Sought 

Resolutions  were  adopted  calling  for  co- 
operation of  the  press,  and  especially  of  local 
editors  in  the  merchants'  territories,  to  put 
the  retailer  right  with  the  public  by  refuting 
the  unfair  and  groundless  charges  which 
have  been  made  concerning  his  business 
methods  and  price  policies. 

"It  is  time  to  go  back  to  primitive  meth- 
ods and  to  buy  what  your  want  book  tells 
you  is  needed,"  declared  Mr.  Leiter  during 
the  Wednesday  morning  session.  "When 
buying  merchandise  for  future  business  for 
extended  date  of  shipment  you  are  gam- 

Speaking  of  turnover,  he  asserted^  that 
average  stock,  not  inventory,  is  the  basis  for 
figuring  turnover,  which  he  characterized  as 
the  most  valuable  thing  in  business  to-day. 
He  urged  adoption  of  a  system  showing  aver- 
age stock  at  the  end  of  each  month. 

Perpetual  Inventory  Advocated 

R.  G.  Hathaway,  manager  of  the  Steele- 
Meyers  Co.,  Fort  Wayne,  pounded  home  the 
importance  of  a  perpetual  inventory,  which 
is  necessary  in  maintaining  an  average  mark- 


up. "It  is  like  a  steam  gage,"  he  said.  "It 
warns  you  of  coming  danger."  Mr.  Hatha- 
way also  impressed  on  his  hearers  the  idea 
of  merchandising  their  advertising  instead 
of  simply  advertising  goods. 

Selling  goods  at  less  than  cost,  for  lead- 
ers, makes  it  necessary  to  increase  the 
mark-up  somewhere  else,  he  said,  discourag- 
ing the  practice  on  the  ground  that  an  aver- 
age mark-up  in  all  departments  is  the  best 
method. 

Departmentize  Your  Store 

"Classify  your  merchandise  and  so  de- 
partmentize your  store,"  urged  C.  B.  Part- 
ridge, editor  of  the  Dry  Goods  Reporter.  He 
described  in  detail  a  system  suitable  to  a 
small  store  by  which  the  merchant  will  be 
able  to  tell  which  departments  are  doing 
their  proper  share  of  business  and  which 
need  help  to  increase  their  turnover. 

"When  you  have  your  merchandise  so 
classified  that  you  know  each  day  or  each 
month  just  what  is  selling  and  to  what  ex- 
tent, you  know  where  and  how  to  place  effi- 
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cient  merchandising  effort  to  increase  the 
gross  amount  of  business  and  to  properly 
adjust  advertising,  buying,  selling  and  store 
management." 

Public  School  Courses  Outlined 

How  the  public  high  schools  of  Indian- 
apolis conduct  courses  for  training  pupils 
in  retail  selling  was  described  by  R.  C. 
Lowell,  director  of  vocational  education  of 
the  city's  public  schools.  He  characterized 
as  remarkable  the  success  of  the  past  four 
years'  work  in  this  direction. 

At  the  banquet  which  closed  the  conven- 
tion the  principal  speaker  was  former  Con- 
gressman Frederick  Landis  of  Indianapolis, 
who  urged  that  retailers  pay  more  attention 
to  politics.  He  stressed  the  importance  of 
expanding  foreign  trade  and  of  teaching  in 
the  schools  languages  which  are  useful  from 
a  commercial  standpoint. 

New  officers  elected  for  the  ensuing  year 
are:  President,  L.  C.  Steifel  of  Angola; 
vice-president,  F.  C.  Turner  of  Crawfords- 
ville,  and  secretary-treasurer,  Lee  B.  Nus- 
baum  of  Richmond.  New  directors  include 
Mr.  Nusbaum  and  Mr.  Steifel  and  E.  S.  Kin- 
near,  Marion;  E.  J.  Humpe,  Kokomo;  A.  E. 
Leiter,  Connersville,  and  E.  C.  Minas,  Ham- 
mond. 


A  new  department  store  will  be  opened  in 
Hopkinsville,  Ky.,  by  the  William  Strauss  Co. 
about  Aug.  1. 


Are  You  an  Executive? 

If  so,  here  is  an  opportunity  to  render  a  real  service — by  telling  others 
something  tangible  and  practical  about  the  ways  and  methods  by  which  you 
advanced  to  your  present  position. 

You  may  be  a  merchant,  or  a  general  manager,  a  merchandise  man,  or 
a  controller.  You  may  be  at  the  head  of  a  receiving  room,  or  of  a  delivery 
department.  Or  you  may  be  managing  and  buying  for  one  or  more  mer- 
chandise departments. 

As  such  you  have  a  story  that  is  well  worth  telling  and  well  worth  reading 
 a  story  that  will  encourage  the  ambitious  or  put  new  life  into  the  laggards. 

Will  you  write  this  story  for  the  benefit  of  the 
Dry  Goods  Economist  subscribers  and  readers? 

All  you  need  is  time,  a  pencil  to  jot  down  your  reminiscences  and  a 
stenographer  to  put  them  in  shape.  We  don't  ask  for  an  article  that  is  finished 
off  from  a  literary  standpoint — the  Economist's  editorial  department  will  look 
after  that  for  you,  if  necessary.  Just  give  us  the  facts  as  you  would  write  them 
to  a  business  friend.    We  must  have  these  articles  before  July  15,  1921. 

We  know  you  will  regard  such  work  as  a  duty,  a  service  to  your  fellow- 
merchants  and  fellow-workers  in  the  retail  store  industry. 

But  in  order  to  make  the  work  more  interesting  and  give  it  a  sporting 
touch  the  Dry  Goods  Economist  offers  prizes  for  the  three  best  articles,  as 
follows : 

1st  prize  $100 

2d  prize   75 

3d  prize   50 

Each  of  the  prize-winning  articles  b  to  be  published  with  the  name  of  its 
author. 

Other  articles,  if  published,  will  appear  without  the  author's  name  unless 
we  receive  his  permission  to  give  it. 

In  the  awarding  of  prizes  the  principal  features  taken  into  consideration 
will  be  the  value  of  the  facts  given  in  the  way  of  guidance  and  suggestion  to 
store  personnel  members  who  are  desirous  of  reaching  an  executive  position. 

Prizes  will  be  awarded  by  a  jury  whose  names  will  be  announced  later. 

This  competition  is  open  to  all,  without  reservation  of  any  kind.  For 
example,  one  need  not  be  an  Economist  subscriber  in  order  to  compete. 
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5alt  and  Pepper 

CopyiUdht    1921    i,y  ir/,e   Textile    Publishing  C<; 

iitmm  By  Professor  Dock 


Ernest  Katz,  controller  of  Macy's,  said  a 
mouthful  the  other  day  when  he  remarked: 
"I  don't  believe  in  ever  considering  the  possi- 
bility of  lessened  sales  volume.  My  experi- 
ence is  that  those  who  go  after  the  business 
hard  enough  will  surely  get  it." 


She  (visualizing  a  new  hat) — I  work  and 
work  and  what  do  I  get  for  it? 
He — I  know  I  get  indigestion. 

— Topics  of  the  Day  Film. 


Though  business  in  most  lines  isn't  so  bad 
that  a  shot  of  hooch  wouldn't  make  all  seem 
rosy,  we'll  bet  there  are  a  whole  lot  of  men 
who  agree  with  the  waggish  gentleman  we 
heard,  the  other  day,  express  his  opinion  that 
the  only  rushin'  business  is  in  Petrograd. 

*  *  * 

Don't  tell  us  you  don't  get  that! 

*  *  * 

At  one  stage  in  our  career  we  were  clean- 
ing weeds  from  around  wire  fences  belong- 
ing to  an  old  Scotch  farmer.  It  was  a  bum 
job,  we  admit,  and  when  he  remonstrated  there 
was  no  lack  of  excuses:  the  scythe  was  dull, 
the  weeds  were  tough,  the  sun  was  hot — oh, 
dozens  of  them.  We've  always  remembered 
his  reply.  "Young  man,"  he  said,  shaking  the 
scythe  unpleasantly  near  to  our  nose,  "let 
this  be  your  tongue."  And  that  isn't  bad  ad- 
vice to  give  an  excuse  maker,  whether  he 
wields  a  scythe  or  a  yardstick. 

*  *  * 

Recently  an  inquiring  reporter  for  a  local 
newspaper  asked  five  people  whether  they 
thought  a  woman  convicted  of  murder  should 
be  executed.  And  the  fifth  man  replied :  "I'm 
opposed  to  all  forms  of  capital  punishment, 
male  or  female."  There  is  at  least  one  mem- 
ber in  New  York  of  a  sect  opposed  to  matri- 
mony, then. 

*  *  * 

"Women  Don't  Spit,"  asserts  a  subway 
sign  of  an  organization  to  fight  tuberculosis. 
We  are  not  so  sure  about  that.  There  are  one 
or  two,  here  and  there,  who  have  just  enough 
cat  about  them  to  do  it  well  enough  if  one 
should  happen  to  rub  them  the  wrong  way. 


"Many  a  dirty  and  rufjfjed  coat  can  still 
hold  a  howl  or  two,"  said  Hetty  Green  one 
day.  The  old  lady  knev)  better  than  to  judge 
her  customers  by  their  clothes.  Too  bad  some 
salespeojAe  can't  adopt  her  idea. 


Some  people  are  so  much  occupied  in 
worrying  about  society  at  large  that  they  can- 
not spare  a  minute's  thought  for  their  own 
business. 

*    *  * 

Now  that  a  well-known  New  York  daily 
has  picked  several  Shakespearean  parts 
Charlie  Chaplin  could  fill  to  great  advantage, 
it  remains  for  some  one  to  nominate  a  citizen 
of  Tin  Pan  Alley  to  give  a  fitting  interpreta- 
tion of  Wagnerian  music. 


Or  perhaps  it  would  be  well  to  have  a 
popular  comedian  write  an  Introduction  to 
the  Fundamentals  of  Psychoanalysis  after 
the  manner  of  Freud. 


After  all,  we  need  a  fresh  viewpoint.  At 
least  the  best  thinkers  say  so. 


"Dot  ich  nod  de  gote  vot  schmells,  dot  ich 
me  vot  schmells,"  proved  anything  but  con- 
vincing as  a  selling  argument  in  a  clothing 
shop  the  other  day. 


"//  a  friend  ask  thee  for  advice,  find  out 
what  kind  he  wants  before  thee  offers  any; 
then  give  it."  There's  the  basis  of  many  a 
sale  in  this  homely  admonition  which  is  said 
to  have  originated  in  the  village  of  W.  Penn, 
Friend. 


Gathered  from  the  classified  ad  pages  of 
a  New  York  paper.  "Window  cleaner  want- 
ed; thoroughly  experienced  window  cleaner, 
one  who  understands  chauffeur,  driving,  fair 
knowledge  of  ad  writing;  references  re- 
quired." Here's  a  chance  for  some  ambitious 
chap. 

*    *  * 

Get  ready  now  for  the  fall  rush.  There's 
considerable  dust  in  hidden  spots.  It's  the 
wrong  kind  to  keep. 


Short  skirts  are  going  to  be  the  means  of 
squelching  the  hopes  of  a  lot  of  aspirants  to 
jobs  as  models  at  the  St.  Louis  Fashion 
Pageant  in  August.  In  previous  shows  thin- 
ness of  ankles  was  overcome  by  skillful  pad- 
ding, but  skirt  styles  forbid  it  now.  All  we've 
got  to  say  is  that  if  last  year's  lovely  legs 
were  padded  we  never  again  are  going  to  be- 
lieve in  the  genuineness  of  a  Broadway 
chorus'  underpinnings  until  we've  stuck  a  pin 
here  and  there. 


Underneath  an  illustration  of  a  petticoat 

in  a  store  paper  was  run,  by  mistake,  a  para- 
graph pointing  out  the  advantages  of  a  well- 
known  make  of  carpet  cleaner.  If  the  gar- 
ment had  been  a  long  one  we  might  have  sus- 
pected the  adman  of  satire;  but  as  it  is  we 
guess  he  just  accidentally  hit  on  a  mighty 
good  reason  for  keeping  'em  short. 


What  will  happen  next  ?  Uncle  Sam's  new- 
est enforcer  of  the  "Volstead  law  and  other 
liked  (?)  enactments,  says  that  all  citizens 
should  help  to  create  the  temperate  condition 
they  voted  for.   Who  voted  for  it  ? 


"Things  are  seldom  what  they  seem: 
Skim  milk  masquerades  as  cream." 

— Pinafore. 

Don't  allow  any  such  condition  to  «xist 
in  any  part  of  your  store.  You'll  regret  it 
if  you  do. 


"Why  am  I  smiling?  I  think  it  is  in  mem- 
ory of  a  rhyme  I  just  heard.  It  runs  like 
this : 

"  'The  lightning  bug  is  a  funny  bug, 
The  poor  boob  has  no  mind; 
He  roams  across  the  fields  at  night 
With  his  headlight  on  behind.'  " 
—AGNES  QUINN. 
L.  S.  Ayres  &  Co. 


We  wonder  why  the  advocates  of  inter- 
national disarmament  are  not  turning  some 
of  their  thunder  in  the  direction  of  Dempsey 
and  Carp. 


Harold,  the  ofBce  fat  boy,  pulled  a  good 
one  at  lunch  the  other  day.  "No,  coffee,"  said 
he,  waving  the  waiter  away.  "Coffee  keeps 
me  awake  all  afternoon." 


Now  is  the  time  for  everyone  to  tell  his 
neighbor  that  the  weather  is  hot.  With  the 
populace  sweltering  such  a  reminder  is 
bound  to  be  appreciated. 


"C'MOM 

^GOTTO 
PARADE 
To-DAy.'v 


OH8oy 
How 
TIMES 
HAVE 
CHAMGEO.' 


There  will  be  14,000  women  marchers  in 
the  ranks  in  the  anti-prohibition  parade  to 
be  held  in  New  York  July  4. — News  note. 
Sweet  are  the  uses  of  equality. 
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.Vof^        many  rf^corafi'z.^  articles  and  the  effective  grouping. 


Home  atmospkere  is  the  keynote  of ^''^^'l^^^^l^^^ff^^^  Pittsburgh. 


It  was  arranged 


Rugs  Sell  Freely' at  Smith  Auction 

Small  Buyers  Make  Good  Showing  and  Keep  Ball  Rolling-41  000  Bales 
orLgl  and  U500  Rolls  of  Carpeting  Offered-Some  Merchandise 
Brings  Higher  Price  Than  at  Previous  Sales 


SEVERAL  hundred  buyers  of  floorcover- 
ings  attended  the  third  auction  sa  e  ot 
this  season,  June  13-16,  at  the  show- 
rooms of  the  Alexander  Smith  &  Sons  Car- 

^^^The  offering  consisted  of  41,000  bales  of 
rugs  and  1500  rolls  of  carpeting  and  included 
.some  goods  to  be  made  up  prior  to  July  1, 
when  the  big  Yonkers  plant  is  to  be  closed 
■down  for  the  customary  summer  overhauling. 

Interest  in  this  sale  centered  more  largely 
in  the  attitude  of  the  buyers  than  m  the 
prices  realized.  That  is  to  say  the  willing- 
Tiess  or  otherwise  of  buyers  to  bid  m  the  lots 
was  considered  by  many  carpet  men  to  be 
a  fairly  accurate  basis  for  estimating  the 
•extent  of  the  present  stocks  held  by  retailers 
throughout  the  country. 

Two  Answers  Wanted 

Two  questions,  alike  in  tenor  had  to  be 
answered.  One  was,  what  would  the  smaH 
^uver  do?  And  the  other  sought  to  establish 
a  basis  for  estimating  the  further  buying 
capacity  of  the  larger  operators 

As  usual,  the  small  buyers  started  to  bid 
in  goods  in  single-bale  lots  when  the  sale 
opened.  Some  of  them  got  what  they  wanted 
but  others  were  less  fortunate  m  that  the 
bSger  operators  either  outbid  them  or  took 
ba^fnces  before  the  demand  for  single  bales 
had  been  satisfied.  , 

The  disappointed  bidders  accepted  the 
loss  of  desired  patterns  and  ^^1™^^ ^^^^  ^.^ 
the  next  lot  when  it  came  up,  ^ut  they  did 
Tiot  as  a  rule,  increase  the  amount  of  their 
W's.  If  they' got  the  goods  they  noted  t^ 
acceptance  in  their  catalogs  and  the^  were 
again  passed  by  they  waited  for  another  lot 

""men'this'^character  of  bidding  had  pro- 


gressed  for  some  time  the  opinion  became 
general  that  the  small  buyers  were  not  hun- 
gry for  goods.  They  would  buy  when  pat- 
tern and  price  suited  them,  but  they  would 
not  be  stampeded  into  the  purchase  of  goods 
or  into  bidding  more  than  they  considered 
the  goods  were  worth  to  them. 

Small  Buyers'  Attitude 

Doubtless  many  of  these  small  buyers 
figured  on  getting  additional  goods  at  future 
sales  and,  therefore,  saw  no  necessity  for 
raising  bids  at  this  sale.  In  this  connection 
the  comment  of  one  such  buyer  is  interesting. 
He  said:  "July  1  is  just  the  middle  point 
of  the  season.  These  people  will  make  lots 
of  rugs  between  that  date  and  October.  I 
wonder  how  the  next  lot  will  go." 


last  sale, 
April  and 


6x9 
7.6  X  9 
8.3  x  10.6 
9x12 


7  .6x9 
8.3  x  10.6 

9  X  12 


6x9 
7.6  X  9 
8.3  X  10.6 
9x12 


together  with 
in  May: 


those  obtained  in 


Manor  Tapestry  Rugs 


June 
$9.25 
11.50 
14.00 
15.25 
19.00 


$7.75 
9.50 
11.00 
13.00 
16.70 


May 
$9.50 
12.00 
14.00 
16.00 
21.00 


April 
$9.75 
11.50 
15.00 
16.00 


Hudson  Tapestry  Rugs 


8.25 
9.00 
13.00 
14.10 


6.70 
7.45 
10.15 
13.25 


9.50 
10.25 
13.75 
17.00 


Nepperhan  Tapestry  Rugs 

10.75    13.00 

13.00  11.80  13.75 

16.25  15.25  17.75 

17.50  16.25  19.50 


Bidding  Was  Active 

The  larger  operators  did  not  have  things 
all  their  own  way,  however.  From  start  to 
finish  there  was  a  sustained  attendance  of 
small  buyers  ready  to  take  goods  at  the 
prices  they  considered  "right,"  and  _  these 
prices  were  high  enough  to  keep  the  bidding 
active.  In  some  cases  goods  were  bid  in 
at  prices  well  in  advance  of  those  realized 
in  the  two  previous  sales  and  in  other  cases, 
notably  in  tapestries,  the  levels  of  April  and 
May  were  not  reached. 

Sale  a  Success 

The  willingness  of  the  bigger  fellows  to 
take  all  the  goods  they  could  get  at  the  prices 
they  had  to  pay  made  the  sale  another  suc- 
cess, and  at  the  same  time  made  it  clear  to 
onlookers  that  there  is  still  an  unsatisfied 
demand  for  these  goods. 

Following  are  the  prices  realized  at  the 


Colonial  Velvet 


6x9 
7.6x9 
8.3  x  10.6 
9x12 


6x9 
7.6x9 
8.3  X  10.6 

9x12 


6x9 
7.6x9 
8.3x10.6 
9x12 


6x9 
7.6  x9 
8.8x10.6 
9x12 


18.00 
21.50 
27.75 
32.00 


15.75 
17.00 
24.75 
27.75 


Katonah  Velvet 


9.60 
11.20 
14.75 
18.00 


9.10 
11.00 
13.00 
16.00 


Palisade  Velvet 


15.50 
18.25 
22.25 
27.50 
33.50 


14.25 
16.15 
21.40 
22.40 
28.50 


18.00 
22.25 
29.00 
32.50 


10.00 
12.00 
15.25 
18.75 


15.50 
19.25 
25.25 
27.50 
36.50 


7.25 
8.25 
10.25 
12.75 


10.75 
13.00 
17.00 
19.25 


16.75 
19.25 
25.00 
30.00 


10.25 
12.25 
14.25 
17.75 


14.00 
18.00 
24.50 
25.00 


Ardsley  Axminster  Rugs 


14.25 
17.50 
22.50 
26.00 
35.00 
(Continued 


13.50 
16.25 
20.75 
24.00 
32.25 
on  page 


15.00 
17.00 
22.50 
24.25 
33.00 

16) 


14.00 
17.75 
22.00 
24.00 
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Two  Selling  Plans  for  Carpet 
Salespeople  to  Employ 

Knowing  the  Amount  of  Stock  on  Hand  the  Buyer  Can 
Start  in  to  Make  a  Quick  Turnover — Here  Are  a  Few 
Ideas  That  Should  Help  the  Good  Work  Along 


ARE  you  getting  all  of  the  business  you 
ought  to  get  out  of  your  roll  carpets, 
Mr.  Buyer?  Before  you  attempt  to  an- 
swer this  question  to  yourself,  stop  a  bit,  look 
your  stock  of  three-quarter  goods  over  and 
then  take  a  quick  inventory  of  your  trade  pos- 
sibilities. 

You  know  in  a  general  way  how  much 
stock  you  have  on  hand — and  how  much  capi- 
tal has  been  tied  up  for  varying  periods  in 
each  roll.  Why  not  do  something  unusual  to 
attract  trade,  to  move  that  stock  out  even  if 
some  loss  results  and  then  put  the  cash  return 
on  your  action  to  some  live  task?  Make  a  real 
and  quick  turnover,  for  example : 

There's  Alvsrays  a  Way 

Can't  be  done?  Oh,  yes,  it  can.  There 
are  several  ways  of  making  slow  goods  go  and 
then  using  the  proceeds  to  produce  real  earn- 
ings.  Here's  one  way,  think  it  over: 

Assuming  that  you  have  $1,000  worth  of 
roll  carpets  that  have  not  sold  as  you  expected 
them  to.  Take  the  necessary  length  and  make 
a  center  of  a  9  x  12  rug,  place  it  on  the  floor 
of  the  department  and  surround  it  with  a 
suitable  border  from  the  goods  you  have  in 
stock. 

Show^  Your  Work 

Tack  the  strips  in  position  if  you  don't 
want  to  sew  them  together.  Then  call  all  of 
your  salesmen  and  show  them  what  you  have 
done.  Tell  them  to  use  the  display  as  a  sample 
of  what  you  can  make  for  your  customers  and 
put  the  emphasis  on  the  fact  that  you  can 
make  any  size  needed  for  any  room. 

Then  get  a  few  other  pieces  in  the  roll 
and  show  how  a  different  center  or  border 
would  look.  If  your  salesmen  are  the  right 
kind  of  salesmen  those  slow-selling  carpets 
will  soon  be  gone. 

Keep  at  It 

You  will  find  that  you  have  developed  a 
new  line  of  business  almost  without  making 
any  special  plans  and  practically  without 
spending  any  of  the  earnings  of  your  depart- 
ment. 

Don't  stop,  however,  when  the  stock  of  roll 
goods  on  hand  becomes  normal.  Sell  all  of 
the  specially  made  rugs  you  can.  They're  dif- 
ferent and  distinctive.  They  will  lead  to  a  lot 
of  talk  about  you  and  your  department,  and 
that's  the  most  effective  advertising  you  can 
get.  It  will  bring  more  trade  and  new  trade 
to  you.  It  will  cause  people  who  live  ten, 
twenty  and  fifty  miles  away  to  come  to  your 
department  to  get  a  rug  "like  the  one  that 
Cousin  Mary  had  you  make."  These  people 
and  their  business  mean  growth  of  your  de- 
partment, and  the  increase  of  your  own  in- 
come if  you  get  them  started  coming  your 
way. 

Customers  Are  Judges 

Don't  advertise  the  plan  in  the  newspapers ; 
depend  on  the  customers  who  visit  the  store. 
They  will  start  things  for  you  and  see  that 
their  friends  learn  what  you  are  doing. 

Once  you  get  this  plan  in  operation  push 
it,  send  your  best  salesman  out  to  drum  up 
trade,  but  caution  him  to  confine  his  efforts 


to  two  sets  of  prospects.    The  regular  custom- 
ers and  their  friends  being  one  set,  and  the 
.  new  families — whether  newlyweds  or  newcom- 
ers— being  the  other. 

Another  Idea 

Here's  another  way:  Start  a 'cut-order 
department.  You  need  to  purchase  only  a  set 
of  samples,  one  and  a  half  yards  each,  from 
your  regular  supply  concern  and  then  keep 
the  stock  sheet  of  that  concern  ready  for  quick 
reference.  Get  the  circulars  and  other  liter- 
ature issued  by  the  makers  who  cater  to  cut- 
order  trade  and  see  that  your  salespeople 
master  the  selling  points  of  the  plan.  Then 
you  are  ready  to  sell  from  cut  orders  and  at 
the  same  time  push  out  the  goods  on  your 
floor. 

It  will  not  take  long  to  develop  a  follow- 
ing for  a  cut-order  section,  and  it  should  prove 
a  very  valuable  aid  in  reducing  the  stock  on 
hand,  if  only  because  that  can  be  shown  to 
people  in  the  piece,  and,  of  course,  you  can 
make  more  effective  displays  of  it. 

Windows  Should  Tell  Story 

To  start  this  plan  right,  use  a  window 
display  of  your  own  goods,  a  sample  rug  on 
your  floor  and  some  live  advertising  along  the 
lines  suggested  by  the  makers  and  wholesale 
distributors  with  whom  you  deal. 

The  necessary  samples  are  not  expensive, 
and  are  not  subject  to  depreciation,  because 
each  can  readily  be  hemmed  and  sold  as  a 
runner  or  as  a  small  rug  along  with  the  other 
rugs  in  stock.  These  samples  must,  however, 
be  gone  over  frequently  and  discontinued  pat- 


terns withdrawn  in  order  to  keep  the  line  up 
to  date. 

Only  a  small  amount  of  stock  space  is 
needed;  one  or  two  shelves,  if  five  feet  long, 
thirty  inches  deep  and  with,  say,  eighteen 
inches'  clearance,  will  provide  ample  storage 
space  for  all  the  samples  the  average  store 
needs  at  first. 

Contracts  Loom  Up 

With  an  assortment  of  about  50  patterns 
in  Axminster,  velvet  and  Wilton  velvet 
samples  you  will  be  equipped  to  bid  for  con- 
tracts for  carpeting  homes  and  public  build- 
ings, churches,  theaters,  offices,  etc.,  and  if 
you  get  after  this  class  of  business  you  will 
quickly  find  as  others  have  found  that  there 
is  a  large  amount  of  additional  business  to  be 
picked  up. 

Thrift  Is  in  Season 

For  more  than  one  reason  the  present  is 
an  ideal  time  to  start  a  cut-order  department. 

Thousands  of  thrifty  housewives  in  every 
section  have  made  their  old  carpets  "do"  for 
years  beyond  the  ordinary  period  of  their  use- 
fulness as  a  war  economy  in  many  cases,  and 
as  a  consequence  thereof  in  still  more  cases. 

These  women  have  not  bought  new  carpets 
of  late  simply  because  they  have  not  consid- 
ered the  prices  right.  Doubtless  this  opinion 
was  well  founded  in  many  cases,  but  business 
is  steadily  getting  on  a  more  stable  basis  and 
the  prices  at  which  the  goods  may  now  be 
sold  are  such  as  make  the  salesman's  task  a 
much  easier  one  than  at  any  time  since  1914. 

Give  It  a  Thought 

The  ability  to  take  orders,  and  get  the 
goods  in  the  right  quantities,  without  having" 
to  take  the  risk  that  always  attends  on  a  fall- 
ing market  and  thereby  makes  the  carrying- 
of  stock  a  hazard  whose  importance  is  in  direct 
proportion  to  the  quantity  of  stock  carried, 
gives  the  cut-order  department  when  estab- 
lished a  great  advantage  over  those  depart- 
ments in  which  stocks  of  carpets  are  carried. 

Think  this  suggestion  over  carefully.  Then: 
study  the  possibilities  of  your  home-town 
trade.  Then  think  of  the  trade  in  the  sub- 
urban districts  of  your  neighborhood. 


Rugs  Sell  Freely  at  Smith  Auction 


(Continued  from  page  15) 


Alpine  Axminster  Rugs 

6x9 

12.60  12.25 

12.75 

7.6  X  9 

15.75  15.25 

15.75 

8.3  x  10.6 

20.50  20.00 

20.25 

9x  12 

22.75  22.25 

22.75 

20.50 

31.75 

Carlton  Axminster 

Rugs 

6x9 

16.50  16.00 

16.50 

17.00 

7.6x9 

20.50  19.25 

20.50 

22.00 

8.3  X  10.6 

28.00  25.50 

27.00 

27.00 

9  X  12 

34.00  29.00 

32.00 

30.75 

Yonkers  Axminster 

Rugs 

6x9 

22.00  20.25 

20.00 

20.00 

7.6x9 

26.50  25.50 

25.50 

24.75 

8.3  X  10.6 

34.00  32.00 

35.00 

33.50 

9x  12 

39.00  32.50 

38.50 

38.00 

Kirman  Axminster 

Rugs 

8.3  x  10.6 

35.00 

33.00 

28.00 

9x  12 

40.50  36.25 

38.00 

35.00 

Wilton  Velvet  Rugs 

8.3  x  10.6 

40.50  37.00 

39.00 

37.00 

9x  12 

47.75  44.25 

44.50 

44.00 

Carpeting 

Velvet  filling 

1.80 

1.60 

Saxony  Axminster 

1.721/2 

1.40 

1.70 

Century  filling 

2.40 

2.40 

Nonpareil  Axminster 

3.10 

3.05 

ti  a 

filling 

2.30 

3.20 

Wilton  velvet 

2.45 

1.871/2 

2.42%, 

special 

2.40 

2.10 

2.45 

filling 

2.30 

2.05 

2.50 

Star  velvet 

1.75 

4/4  Auto  Wilton 

2.15 

2!66 

4/4A  Ideal  velvet 

1.75 

1.75 

B.  Pali.sade 
Palisade  velvet 
Palisade  filling 
Riverdale  velvet 
Velvet 


June 


$1.40 
1.521/2 
1.25 
1.321/2 
1.85 


$1.10 
1.35 

1.60 


May 
$1.40 
1.60 
1.25 

i".85 


Exposition  Postponed 

The  merchandise  exposition  which  was  tO' 
have  been  held  at  the  Hotel  Imperial,  New 
York,  beginning  July  18,  has  been  postponed 
at  the  request  of  the  National  Retail  Mer- 
chants' and  Buyers'  Association,  Inc.  Direc- 
tors of  this  organization  stated  that  if  post- 
ponement were  possible  until  such  time  as  they 
would  be  ready  to  assist  in  conducting  it  they 
would  give  it  their  active  co-operation.  No 
date  for  holding  the  exposition  has  been  se- 
lected; but  from  merchants  is  being  sought  in- 
formation as  to  the  time  most  convenient  for 
them  to  attend,  as  well  as  what  lines  they 
would  be  interested  in  seeing.  The  date  will: 
depend  on  the  results  of  this  investigation. 
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Works  of  Old  Masters  Afford  Source  of 
Inspiration  to  Students  of  Design 

Richard  F.  Bach  of  the  Metropolitan  Museum  of  Art  Points  to  Pos- 
sibilities for  Development  Along  Industrial  Lines  in  Institution's 

Bulletin 


WE  speak  of  morale  in  the  open  fight- 
ing field,  we  count  upon  the  morale 
of  those  at  home  in  the  service  of 
production  and  supply,  yet  we  have  never 
realized  that  this  term  must  be  applied  to 
every  line  of  effort  that  engages  our  minds 
and  hands  if  the  national  cause  is  to  be 
served  —  even  to  the  arts  of  peace  upon 
which  the  country  must  so  largely  depend 
in  regaining  its  equilibrium  and  normal 
course  of  life  now  that  the  job  over  there 
is  done.  Have  we  ever  considered  the  mean- 
ing of  morale  in  the  fine  arts?  In  the  main- 
tenance of  the  fabric  of  national  art  im- 
pulse, in  satisfaction,  poise  and  peace  of 
mind,  the  industrial  arts  serve  among  the 
greatest  agencies  of  national  progress; 
theirs  is  a  serious  undertaking  to  maintain 
morale  in  the  face  of  almost  impossible  con- 
ditions, not  only  as  to  labor  and  material, 
but  as  to  design  and  taste. 

Shortcomings  Discovered 

For  the  first  time,  during  the  war,  in 
the  industrial  arts  manufacturing  fields,  men 
clearly  saw  that  their  own  shortsightedness 
had  brought  them  a  most  serious  handicap. 
The  machine  had  faithfully  served  them  for 
many  years,  so  faithfully,  indeed,  had  it 
wrought  their  many  forms  and  weaves  that 
its  owners  had  all  but  forgotten  that  the 
mechanism  had  no  thoughts  of  its  own. 

The  war  isolated  the  United  States  and 
we  counted  among  our  resources  machines 
galore,  fine  raw  materials,  excellent  technical 
ability,  but  no  designers  and  inadequate 
schools  to  produce  others  to  make  good  the 
shortage  due  to  the  occupation  of  Europeans 
in  duties  of  belligerency.  True  values  thus 
demonstrated  the  real  position  of  the  ma- 
chine, not  as  a  thinking  automaton,  but  as 
a  glorified  tool  which  might  be  misused  as 
readily  as  correctly  applied. 


When  War  Isolated  Us 

Manufacturers  who  had  long  had  ugly 
presentiments  as  to  what  might  happen  if 
their  industries  should  ever  be  isolated  from 
European  sources  of  supply  as  to  design  and 
taste,  saw  that  the  day  had  come  too  soon. 
They  had  never  advanced  any  educational 
propaganda,  they  had  helped  to  found  no 
schools,  they  had  seen  for  many  years  only 
the  advantages  of  the  present,  they  had  not 
built  for  the  future  of  American  industrial 
art.  While  an  American  harvesting  machine 
was  a  prize  for  the  European,  an  American 
industrial  art  object,  with  few  exceptions, 
remained  little  more  than  a  near-barbanc 
curiosity. 

Problem  Brought  Home 

But  even  yet  the  industrial  arts  manu- 
facturers, the  furniture  and  furnishing  pro- 
ducers have  not  made  direct  and  general  use 
of  some  of  the  most  obvious  and  most  imme- 
diately available  advantages  that  could  be 
offered  to  any  branch  of  production.  To  be 
sure,  they  have  their  problems  of  obtammg 
material,  of  holding  labor  to  turn  this  over 


into  executed  pieces,  and,  just  now,  chiefly 
of  persuading  middlemen  to  buy. 

But  what  has  the  manufacturer  done  in 
the  field  of  design?  Has  he  reached  out  for 
every  possible  avenue  of  assistance  in  the 
most  important  field  of  all— namely,  that  of 
improving  the  appearance  and  appeal  of  his 
pieces  so  that  he  may  prove  the  caliber, of 
his  designers?  Has  he  considered  the  value 
of  the  possible  trade-mark:  Designed  and 
made  in  the  United  States? 

Opportunity  Neglected 

And,  finally,  in  the  absence  of  schools  for 
craftsmen— the  woeful  lack  of  which  the 
war  so  plainly  showed — has  he  made  the 
museum  collections  in  our  great  cities  a  part 
of  his  working  plant?  Has  he  ever  calcu- 
lated the  asset  value  of  the  museum  in  his 
city  as  an  inspiration,  as  a  source  of  infor- 
mation for  design  and  actual  models,  as  a 
center  for  study  and  research — in  short,  as 
an  out-and-out  working  laboratory? 

It  is  safe  to  say  that  such  a  conception 
of  the  museum's  function  is  a  novel  one 
from  the  average  manufacturer's  point  of 
view.  Now  is  the  time  for  him  to  discover 
what  the  great  collections  throughout  the 
country  have  to  offer,  what  extensive  ar- 
rangements have  been  made  in  the  large  mu- 
seums to  provide  or  make  accessible  the  fine 
examples  of  the  craftsmanship  of  other  days. 
Now  is  his  time  to  begin  in  a  thorough- 
going way  to  make  himself  acquainted  with 
the  contents  of  these  great  galleries,  with 
the  finely  organized  resources  for  study — 
golden  opportunities  for  his  designers. 

Museum  Furnishes  Inspiration 

There  is  but  one  demand  upon  his  time, 
that  of  going  to  the  museum;  books  he  may 
have  in  his  own  office  library,  but  the  great 
collections  of  originals  from  which  to  inspire 
and  model  offer  the  resources  of  contour, 
color  and  depth  which  the  finest  engraving 
and  measured  drawing  can  but  remotely 
suggest. 

We  can  only  repeat,  there  is  nothing  high- 
falutin  about  a  museum.  There  is  nothing 
difficult  or  far-fetched  about  an  exhibition 
of  originals.  To  be  sure,  they  cannot  be 
handled;  they  are  housed  in  a  splendid  archi- 
tectural monument  worthy  of  them;  they 
must  be  under  guard,  and  they  must  be 
perhaps  in  a  structure  located  in  a  public 
park  requiring  a  ten-minute  trolley  ride. 
But  does  all  this  mean  that  their  great  value 
must  be  ignored?  Glass  cases  and  guardians 
are  unfortunate  necessities,  but  so  are  the 
locks  on  our  doors  safeguards  to  guarantee 
the  continued  value  of  objects  within. 


Take  Advantage  of  This 


It  is  the  duty  of  all  concerned  with  the 
industrial  arts,  but  especially  of  those  en- 
gaged in  their  manufacture  and  sale,  to  ac- 
quaint themselves  with  and  make  constant 
use  of  every  facility  which  may  improve 
American  design,  and  the  museum  collection 
is  the  foremost  of  these  facilities  at  the  pres- 


ent time.  Furthermore,  the  museum  is  bound 
to  remain  the  foremost  of  these  facilities  for 
the  reason  that  without  its  resources  even 
the  schools  cannot  perform. 

Taste  Is  a  Big  Asset 
Hitherto  manufacturers  have  rarely  seen 
the  value  of  tasjte  as  an  asset;  they  have 
regarded  their  factories  merely  as  business 
ventures,  not  as  workbenches  of  national 
taste.  They  have  not  realized  that  every 
chair,  or  lighting  fixture,  or  tile,  or  yard  of 
goods  is  a  factor  in  the  great  mosaic  of  na- 
tional culture  in  the  industrial  arts.  The 
museum  stands  ready  to  help  them  to  a  bet- 
ter understanding,  not  as  a  patron,  not  as 
a  big  brother,  but  as  a  partner  in  progress. 

Splendid  things  have  been  brought  to- 
gether and  made  available,  lending  collec- 
tions have  been  prepared,  photographs  are 
available  and  access  may  be  had  to  the  finest 
facilities  in  the  way  of  fundamental  inspira- 
tion and  sympathetic  help  that  ever  have 
been  extended  to  craftsmen  and  designers 
and  manufacturers;  These  resources  are 
ready  to  use,  there  is  no  red  tape,  there  is 
no  air  of  "institutionalism"  and  awe;  there 
is  only  the  desire  to  co-operate,  to  help,  for 
the  museum  cherishes  the  highest  ideals  for 
the  advance  of  American  design. 

"Good  Enough"  Won't  Do 

The  museum  maintains  that  "good 
enough"  is  no  slogan  for  American  manufac- 
turers in  the  industrial  arts. 

The  museum  maintains  that  Made  in 
America  on  an  object  of  furniture  or  fur- 
nishings is  inadequate  unless  it  also  connotes 
designed  by  an  American-trained  artist. 

Above  all,  the  museum  has  watched  the 
growth  of  public  taste  among  us,  it  has  seen 
this  taste  gradually  gain  headway  and  out- 
strip the  design  quality  of  the  manufac- 
turer's output,  and  it  has  seen  many  a  manu- 
facturer make  the  discovery  that  what  is 
easiest  to  get  is  not  the  best. 

The  Parting  of  the  Ways 
What  will  the  manufacturer  do  to  assure 
the  progress  of  America  along  steady  lines 
of  cultural  growth?  Will  he  persist  in  the 
all-f'or-business  course  of  quick  turnover,  or 
will  he  bend  every  effort  to  achieve  the  finest 
design  the  world  has  ever  seen,  because  for 
America  only  the  best  is  good  enough?  Like 
many  others  whom  the  course  of  events  has 
taken  aback,  the  manufacturers  had  learned 
that  preparedness  is  the  longest  word  in  the 
dictionary,  but  it  is  not  too  late  to  make  a 
bold  effort  to  profit  by  the  present  situation 
of  the  United  States  in  the  industrial  arts. 
A  direct  aid  is  offered  him  in  the  Metropoli- 
tan Museum.  An  immediate  effort  can  be 
and  surely  must  be  made  to  establish  Ameri- 
canism in  design,  to  achieve  that  new  crafts- 
manship which  shall  form  part  of  the  cul- 
tural heritage  of  the  United  States.  There 
is  no  time  like  the  present  to  take  stock  of 
facilities  to  hand. 


Department  managers  find  it  easier  going 
when  the  salesforce  read  the  Economist. 
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Practical  Methods 
of  Handling 
Drapery  Goods 

Buyer  Tells  How  Curtains  Should  Be 
Handled — Aims  to  Let  Customer 
See  Goods  As  It  Will  Appear 
in  Home 

i^'W  ACE  curtains  must  be  kept  clean  and 
I  1  fresh  in  order  that  they  may  present 
a  pleasing-  appearance  when  in- 
spected by  the  customer.  Therefore,  when 
I  place  a  new  lot  in  stock  I  open  each  pack- 
age and  take  out  one  curtain  to  use  as  a 
sample,"  said  Homer  Bowers,  head  of  the 
floorcoverings  and  drapery  department  in  the 
store  of  H.  B.  Monn,  Shelby,  Ohio. 

Then  Mr.  Bowers  told  how  he  handled  the 
sample  and  the  package  from  which  he  took 
it  as  follows:  "First  I  mark  the  package 
Tvith  a  letter  and  number  cut  from  a  calen- 
dar, as  for  example,  D-8,  the  letter  showing 
the  line  and  the  number  the  pattern,  both 
l)eing  my  own  marks. 

Ticket  Carries  Data 

"Next  I  take  a  folding  ticket  with  eight 
lines  for  writing.  On  this  I  write  D-8,  the 
marking  on  the  curtains  in  stock;  lot  number 
(manufacturer's  number)  ;  color,  stating  the 
colors  I  carry;  length,  the  length  and  width 
of  the  curtain;  cost,  expressed  in  cipher; 
retail,  my  selling  price  in  plain  figures; 
amount,  the  quantity  I  have  in  stock. 

"On  the  back  of  the  ticket  I  write  the 
maker's  or  the  jobber's  name,  address  and 
the  date  I  receive  the  goods.  I  find  all  of 
these  entries  on  the  ticket  necessary.  Most 
of  them  are  self-explanatory.  The  last  item, 
amount,  I  enter  by  a  series  of  strokes  like  a 
fow  of  ones,  and  when  I  sell  any  of  the  cur- 
tains I  cross  off  as  many  strokes  as  I  sell 
curtains. 

Helps  Clearance  of  Odd  Lots 

"There's  a  good  reason  for  doing  this. 
If,  when  the  line  is  broken,  a  customer  wants 
more  than  I  have  of  a  number  I  can  avoid 
showing  her  patterns  that  are  in  short  sup- 
ply. On  the  other  hand,  when  her  needs 
are  for  a  small  quantity,  I  can  offer  her  the 
broken  lines,  and  in  many  cases  I  can  clean 
out  one  or  more  numbers. 

"When  a  number  becomes  sold  down  to 
a  single  pair  I  keep  that  pair  in  a  separate 
package  along  with  other  single  pairs,  and 
when  I  am  asked  for  a  single  pair  I  show 
the  contents  of  that  package  and  try  to  sell 
something  from  it. 

"My  constant  effort  is  to  clean  up  each 
lot  as  far  as  possible.  I  don't  want  a  lot  of 
samples  or  mussed-up  stock  to  take  a  loss 
on  at  inventory.  I,  therefore,  display  my 
curtains  in  the  most  attractive  manner  pos- 
sible and  let  the  customer  form  her  opinion 
as  a  result  of  seeing  some  of  the  samples 
displayed  as  they  would  appear  in  actual  use 
in  the  home. 

Mounted  on  Frames 

"The  store  carpenter  made  me  some  win- 
dow frames  and  mounted  them  on  suitable 
bases.  On  each  of  these  frames  I  mount  a 
shade  on  a  roller.  I  put  up  different  styles 
of  rods  for  overdrapes,  etc.,  and  then  I  dis- 
play my  samples,  hanging  each  one  in  the 
most  effective  manner. 

"I  also  have  rods  on  which  to  hang  other 


curtain  samples.  These  rods  are  ordinary 
pipe  wrapped  with  tape  to  prevent  slipping 
of  curtains. 

"The  whole  display  equipment  is  inexpen- 
sive but  lasting.  I  can  show  all  of  my  sam- 
ples on  it  and  yet  the  department  will  not  pre- 
sent a  disordered  appearance. 

"I  always  keep  some  heavy  drapery  fab- 
rics close  at  hand  and  show  them  with  the 
curtains  when  customers  are  interested  in 
overdrapes." 

This  statement  by  Mr.  Bowers  should  be 
particularly  useful  to  merchants  in  smaller 
centers,  such  as  Shelby,  as  it  shows  how  a 
resourceful  department  head  can  fit  up  his 
showroom  at  small  expense  and  present  his 
merchandise  in  a  manner  calculated  to  im- 
press his  customers  in  much  the  same  man- 
ner as  that  employed  in  big  stores  of  New 
York,  Chicago  and  other  leading  centers. 


Output  of  Carpets 
And  Rugs  Drops 

ANALYSIS  of  statistics  recently  issued 
by  the  Bureau  of  Census  shows  that 
the  production  of  rugs  and  carpets  has 
fallen  off,  while  their  value  has  tremendously 
increased.  The  total  output  of  the  carpet 
and  rug  industry,  except  those  made  of  jute, 
rags  and  grass  fiber,  in  1919,  was  valued  at 
$123,116,000,  as  compared  with  $69,128,000 
in  1914. 

There  were  51,991,000  square  yards  of 
carpets  and  rugs  produced  in  1919,  having 
a  value  of  $110,077,000.  In  1914  the  produc- 
tion amounted  to  66,340,000  square  yards, 
with  a  value  of  $64,683,000.  The  carpet  out- 
put totaled  11,972,000  square  yards  valued 
at  $23,569,000,  and  in  1914  it  was  17,311,000 
square  yards  with  valuation  at  $15,187,000. 
Rugs,  sewed  strips,  aggregated  12,364,000 
square  yards  in  1919,  with  value  at  $34,586,- 
000.  In  1914  the  production  of  this  item 
amounted  to  20,865,000  square  yards,  having 
a  value  of  $25,945,000.  The  total  production 
in  1919  of  woven  whole  rugs  was  27,655,000 
square  yards,  valued  at  $51,922,000,  as  com- 
pared with  28,174,000  square  yards  in  1914, 
with  a  value  of  $23,551,000.  All  other  rug 
products,  with  the  exceptions  noted,  valued 
at  $13,039,000  in  1919  and  $4,445,000  in  1914. 

The  production  of  woven  whole  Axminster 
and  Moquette  rugs  increased  in  1919,  as  it 
amounted  to  5,466,000  square  yards  with  a 
value  of  $13,541,000.  In  1914  the  output  was 
4,653,000  square  yards  valued  at  $6,071,000. 
Under  the  same  classification,  Wiltons 
(Jaquard)  also  increased  as  compared  with 
1914.  The  production  for  1919  given  as 
777,000  square  yards  with  a  value  of  $4, 
324,000,  while  in  1914  the  141,000  square 
yards  were  valued  at  $367,000.  The  1919 
production  figures  for  other  grades  of  rugs, 
woven  whole,  show  that  velvet  tapestries, 
4,197,000  square  yards,  value  $9,006,000,  and 
Brussel  tapestry,  7,879,000  square  yards, 
value  $9,901,000;  ingrain  art  squares,  750,- 
000  square  yards,  value  $715,000;  Smyrna, 
808,000  square  yards,  value  $1,914,000; 
Cheneille-Axminster,  310,000  square  yards, 
value  $2,527,000;  wool  and  paper  fiber,  6,- 
829,000  square  yards,  value  $6,248,000;  co- 
lonial or  rag,  290,000  square  yards,  value 
$505,000;  all  other  woven  whole  rugs,  349,- 
000  square  yards,  value  $1,241,000. 

Segregating  sewed  strip  rugs,  the  Bureau 
of  Census  found  that  in  1919,  7,210,000  square 
yards  of  Axminster  and  Moquette  were  pro- 
duced and  valued  at  $14,996,000 ;  Wilton  (Jac- 
quard), 2,954,000  square  yards,  valued  at 


$14,584,000;  Brussels  (Jacquard),  636,000 
square  yards,  value  $1,960,000;  velvet  (tapes- 
try), 1,292,000  square  yards,  value  $2,301,- 
000;  Brussels  (tapestry),  117,000  square 
yards,  value  $562,000;  all  other  rugs,  sewed 
strips,  155,000  square  yards,  value  $174,000. 

Of  the  total  production  of  carpets  pro- 
duced in  1919,  2,024,000  square  yards  were 
Axminster  and  Moquette,  with  a  value  of 
$4,966,000;  Wilton  (Jacquard),  1,128,000 
square  yards,  value  $4,523,000;  Brussels 
(Jacquard),  149,000  square  yards,  value 
$219,000;  velvet  (tapestry),  4,376,000  square 
yards,  value  $9,319,000;  Brussels  (tapestry), 
2,000,000  square  yards,  value  $2,656,000;  in- 
grain, 1,206,000  square  yards,  value  $1,055,- 
000;  all  other  carpets,  989,000  square  yards, 
value  $831,000. 


Tariff  Delay 

(Continued  from  page  12) 

time  goes  on  these  facts  and  others  in  behalf 
of  a  sales  tax  will  have  a  chance  to  receive 
wider  recognition  and  acceptance.  In  this 
connection,  those  who  favor  the  adoption  of  a 
sales  tax — and,  as  far  as  we  can  see,  they  in- 
clude the  great  majority  of  Economist  read- 
ers— will  feel  gratification  in  the  knowledge 
that  a  new  referendum  on  the  sales  tax  is 
about  to  be  taken  by  the  Chamber  of  Com- 
merce of  the  United  States,  one,  it  is  under- 
stood, that  will  present  the  question  in  a 
manner  far  less  mistakable  than  the  former 
referendum,  which  because  of  the  nature  of 
the  inquiries  propounded  brought  answers 
that  threw  little  if  any  light  on  the  views  of 
those  who  had  sent  them  in. 

Not  only  this,  but  in  Congress  there  is 
need  for  the  spreading  of  new  and  additional 
light.  It  is  gratifying  to  note  that  one  of  our 
former  national  legislators,  a  man  who  is 
understood  to  be  one  of  President  Harding's 
trusted  counsellors,  has  just  come  out  strongly 
in  advocacy  of  a  sales  tax.  This  is  former 
Senator  Sutherland.  He  is  quoted  by  the 
Washington  Post  of  Monday  of  this  week  as 
insisting  that  business  of  all  kinds  has  been 
greatly  injured  by  the  present  excess  profits 
taxes  and  the  high  surtaxes  on  large  incomes 
and  as  expressing  the  belief  that  a  sales  tax 
would  be  far  more  equitable  to  the  whole  peo- 
ple than  is  the  present  system.  Mr.  Suther- 
land recognizes,  however,  that  there  is  great 
opposition  to  a  sales  tax  on  the  part  of  Con- 
gress, our  legislators  being  influenced  largely, 
if  not  wholly,  he  believes,  by  the  effect  they 
think  such  a  tax  would  have  on  the  voters. 

It  is  on  the  voters,  then,  that  those  who 
favor  a  sales  tax  oug'ht  to  bring  arguments 
to  bear.  All  of  us  can  exert  some  influence 
in  the  right  direction.  Retailers,  in  particu- 
lar, have  great  opportunities  for  bringing  the 
facts  before  the  people  of  their  communities. 
We  hope,  therefore,  that  ECONOMIST  sub- 
scribers who  favor  the  adoption  of  a  sales 
tax  will  not  permit  their  activities  in  this 
direction  to  flag.  Keep  up  the  good  work! 
Stand  up  and  be  counted!  And  do  what  you 
can  to  influence  and  educate  your  neighbors 
and  fellow  citizens  to  the  measure  of  taxa- 
tion relief  which  a  sales  tax  would  bestow  ON 
THEM  as  well  as  on  our  citizens  in  general. 


Trade  Conditions 
Show  Genera'l 
Improvement 

Commodity  Costs  Falling  Slowly— 
Railroads  Again  Show  Earnings 
—Distress  Sales  Diminishing 

BUSINESS  conditions  are  improving 
slowly  though  there  are  numerous  ob- 
stacles to  be  surmounted  before  any 
appreciable  further  reductions  can  be  made  in 
the  level  of  costs  of  commodities. 

For  the  first  time  in  several  years  some 
of  the  railroads  are  reporting  earnings  instead 
of  deficits.  Iron  and  steel  production  is  dull, 
automobiles  are  being  made  in  smaller  quan- 
tities. There  is  reported  to  be  a  stock  of  rub- 
ber on  hand  sufficient  for  the  needs  of  tM^o 
normal  years.  Consumption  of  oil  is  increas- 
ing. Crop  reports  are  good  in  the  main. 
Wheat  will  be  below  expectations.  Cotton, 
with  reduced  acreage  and  the  reappearance 
of  the  boll  weevil,  is  showing  reduced  percent- 
ages. Other  crops  bid  fair  to  be  uniformly 
large. 

Deflation's  Slow  Progress 

Commodity  costs  are  falling  slowly.  In 
May  the  reduction  was  estimated  by  Brad- 
street's  at  1.9  per  cent. 

Distress  sales  of  all  kinds  of  commodities 
are  steadily  diminishing  in  number  and  in  ini- 
portance.  The  number  and  extent  of  busi- 
ness failures  are  steadily  shrinking.  Labor 
is  in  ample  supply  with  large  numbers  of  un- 
employed. 

In  wholesale  dry  goods  circles  the  prepa- 
ration of  fall  lines  and  the  filling  of  repeat 
orders  constitute  the  bulk  of  the  current  ac- 
tivities. Retail  concerns  in  large  centers  are 
holding  special  sales  of  summer  merchandise. 


Slump  in  Cotton 

Cotton  has  had  a  hard  week.  On  Monday 
of  this  week  it  reached  the  lowest  price  quoted 
on  future  contracts  since  1914.  The  main 
causes  were  a  decline  in  stocks,  bad  labor  news 
from  England,  better  crop  reports,  heavy 
liquidation  by  speculative  longs,  and  a  gen- 
eral realization  of  the  fact  that  we  are  still 
living  in  a  pretty  sick  world.  However,  a 
reaction  to  a  higher  level  can  be  expected  soon, 
although  no  substantial  recovery  m  cotton 
prices  is  possible  until  there  has  been  a  real 
improvement  in  world  trade. 

The  gray  goods  markets  have  been  weak- 
ened by  the  drop  in  cotton.  Business  has  been 
slower  and  prices  generally  have  softened 
slightly.  Fine  yarn  goods  are  firmer  than 
either  print  cloths  or  sheetings.  Sales  of  print 
cloths  at  Fall  River  last  week  amounted  to 
about  90,000  pieces.  Quotations  in  the  New 
York  market  at  the  beginning  of  this  week 
were  on  the  basis  of  61/2  cents  for  SSVo-mch 
5.35  yard  64x60's. 

Goods  Lack  Strength 
There  is  little  change  in  the  situation  on 
finished  goods,  but  the  weakness  of  the  raw 
cotton  market  is  undermining  confidence  m 
future  values.  Ginghams,  percales,  sheets, 
pillow  cases,  organdies,  Swisses  and  pongees 
continue  to  be  the  strong  spots  in  the  market 
There  has  been  a  better  demand  for  wash 
goods  for  immediate  delivery,  particularly 
voiles.  Fine  ginghams,  tissues  and  shirtings 
offered  by  some  houses  for  next  spring  have 
been  well  taken. 

Resistance  by  American  manufacturers  to 
the  rising  trend  in  raw  silks  has  brought  about 
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some  easing  in  the  Japanese  market.  Manu- 
facturers are  almost  unanimously  of  the 
opinion  that  a  higher  level  of  raw  silk  prices 
is  unwarranted  and  unworkable,  and  that,  m 
fact,  a  lower  basis  is  necessary  if  a  satisfac- 
tory distribution  of  broad  silks  is  to  be  ob- 
tained. For  this  reason  they  have  been  hold- 
ing off  from  the  Japanese  market.  The  scarc- 
ity of  Canton  sorts  for  nearby  delivery  is 
holding  that  market  firm,  and  the  Italian  mar- 
ket was  benefited  by  the  diversion  thither  of 
some  American  business  from  the  Japanese 
market. 

Silks  and  Dress  Goods 
Broad  silk  business  for  future  delivery  is 
still  going  forward  slowly,  for  while  buyers 
seem  confident  enough  about  the  prospects  for 
the  fall  silk  season  they  are  not  so  confident 
about  prices.  It  is  difficult  for  sellers  to  place 
fall  business  without  making  concessions. 
Current  demand  is  active  on  white  silks,  es- 
pecially satins.  Canton  crepe  still  leads  the 
demand  for  fall,  and  it  is  possible  that  there 
may  be  an  overproduction  of  this  material. 

There  is  no  change  in  the  dress  goods  situ- 
ation. The  market  is  becoming  more  infected 
with  the  idea  that  higher  prices  are  due 
eventually,  but  except  the  general  situation 
improves  a  whole  lot  it  is  doubtful  if  present 
prices  can  be  maintained  through  the  coming 
season.  Raw  wool  markets  are  somewhat 
more  active  and  fairly  steady. 

Veilings  and  Neckwear 

Activity  in  the  veiling  market  continues  at 
at  a  low  ebb,  and  both  the  wholesalers  and  the 
retailers  are  blaming  unfavorable  summer 
millinery  fashions.  In  spite  of  this  handicap, 
there  is  a  slight  improvement  in  draped  veils, 
particularly  in  lacey  effect  for  the  trimming 
of  dressy  hats,  and  in  chiffon  veils  for  use 
with  sports  apparel. 

Chenille  dotted  veilings  by  the  yard  con- 
tinue to  sell  in  limited  quantities  throughout 
the  country,  and  are  considered  most  promis- 
ing as  a  fall  item. 

In  the  women's  neckwear  field,  interest 
centers  chiefly  in  guimpes,  collars,  bandings 
and  sashes  suitable  for  ornamenting  sweaters 
and  summer  dresses.  Organdy  has  had  a  de- 
cided revival  lately,  but  in  spite  of  this 
development  lace  and  net  effects  continue  in 
high  esteem.  As  usual,  in  the  summer  time, 
cream  and  white  are  widely  featured ;  but  this 
year  dainty  styles  featuring  colors  are  being 
unusually  well  received. 


More  Call  for  Gloves 

During  the  current  week  glove  department 
managers  from  several  of  the  leading  retail 
stores  were  in  the  market  checking  up  orders 
for  mousquetaire  gloves  for  fall  delivery.  The 
summer  demand  for  16-button  mousquetaires 
is  proving  so  strong  that  many  of  the  retail- 
ers are  confident  that  long  gloves  will  sell 
freely  up  to  November  first.  Comparatively 
few  have  anticipated  their  requirements,  and 
since  stocks  in  the  hands  of  the  wholesalers 
are  limited,  particularly  on  the  better  grade 
imported  leather  gloves,  there  is  considerable 
anxiety  as  to  future  supplies. 

Reorganize  Silk  Concern 

The  J.  H.  &  C.  K.  Eagle  Corporation,  silk  Hous?''furnishingi 

manufacturers,  has  been  reorganized  and  re-    Men's  clothing  

incorporated  under  the  laws  of  the  State  of  Men's  furnishing! 

Delaware.    It  is  reported  that  the  reorganiza-  Men's  hats  ..... 

tion  is  intended  to  broaden  the  scope  of  the  ^"^l^fshings™^' . 

concern.     John  H.  Eagle,  president  of  the     shoes   ". '. ... 

corporation,  and  Charles  K.  Eagle,  vice-presi-  Miscellaneous   . . 
dent,  secretary  and  treasurer,  have  taken  oc- 
casion of  the  reorganization  to  retire  from  J^f^^ 
their  offices  in  favor  of  younger  executives.  Buyers  this  week 
They  retain,  however,  their  places  on  the  Buyers  last  week 


19 


board  of  directors  and  will  remain  in  active 
control  of  the  business. 

The  new  officers  are  as  follows:  Presi- 
dent, Thomas  B.  Hill;  vice-presidents,  Charles 
C.  Hertel,  Joseph  H.  Jones,  Michael  Fessler, 
Walter  S.  Fraser;  treasurer,  Robert  Henck; 
assistant  treasurers,  Alexander  Forger  and 
Frederick  W.  Maue;  secretary  and  assistant 
treasurer,  Edward  Schrader.  The  directors 
are:  Charles  K.  Eagle,  chairman,  John  H. 
Eagle,  James  C.  Brown,  Thomas  B.  Hill, 
Charles  C.  Hertel,  Joseph  H.  Jones  and  Robert 
Henck. 

Miss  F.  E.  Lyon,  who  has  represented 
Hydeman  &  Lassner  in  the  southeastern  ter- 
ritory for  a  number  of  years,  has  quit  the 
garment  selling  field.  She  will  be  married 
on  Thursday  of  next  week  to  Berton  E.  Mor- 
ley  of  Los  Angeles,  Cal.  The  couple  will  make 
their  future  home  in  Miami,  Fla. 

Buyers  in  Town 
This  Week 

Fewer  buyers  even  than  last  week  are 
noted.  Lower  figures  are  seen  in  every  ap- 
parel line  except  furs,  where  more  calls  for 
fur  coats  are  noted.  Buyers  are  doing  little 
with  coats  and  suits,  and,  generally  speaking, 
the  wash  dress  business  is  on  filling-in  lots. 
A  good  call  for  organdy  and  Canton  crepe 
dresses  is  the  best  feature  of  this  market. 
There  was  some  improvement  in  textile  lines 
and  domestics. 
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Silks 
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Recession  of  Silk 
Prices  Distant 

Spot  Supplies  of  Canton  and  Japan 
Varieties  Scarce — Prices 
Called  High 

In  the  silk  trade  interest  at  present  is  con- 
centrated largely  on  the  position  of  the  raw 
material  market.  In  spite  of  the  suspicion 
with  which  manufacturers  regard  any  ad- 
vance in  this  market,  prices  are  strong  and 
there  does  not  seem  any  prospect  of  a  reces- 
sion for  some  time  to  come. 

The  opinion  of  manufacturers  generally  is 
that  raw  silk  is  altogether  too  high  in  com- 
parison with  either  raw  materials  and  that 
consequently  it  must  take  a  substantial  drop. 
The  logic  of  this  opinion  is  unquestionable, 
but  in  the  meantime  demand  exceeds  supply, 
and  so  long  as  this  condition  exists  raw  silk 
will  not  go  lower,  whether  it  ought  to  or  not. 

Supply  and  Demand 

Our  old  friend,  the  law  of  supply  and  de- 
mand, is  still  on  the  job,  although  one  does 
not  hear  so  much  about  him  these  days. 

Spot  supplies  of  the  best  grade  Japan  and 
Canton  silks  are  extremely  scarce  and  com- 
mand substantial  premiums.  There  is  little 
silk  obtainable  for  shipment  from  either 
Japan  or  Canton  before  July  or  August.  The 
same  is  true  of  the  Italian  market.  All  these 
markets  are  reported  active  and  very  firm. 

Silk  Association  Data 

Figures  issued  last  week  by  the  Silk  As- 
sociation of  America  show  that  raw  silk  in 
storage  at  the  end  of  May  amounted  to  about 
500  bales  more  than  at  the  end  of  April.  Im- 
ports during  the  month  fell  off  nearly  5000 
bales,  and  consumption  showed  a  decrease  of 
about  1700  bales. 

In  the  broad  silk  market  there  has  been  no 
new  development  of  any  consequence.  The 
trade  feels  very  optimistic  about  the  situa- 
tion for  fall  and  is  confident  that  if  prices  can 
be  kept  right  a  big  fall  business  is  assured. 
Most  manufacturers  express  satisfaction  with 
the  volume  of  business  being  done,  but  the 
fact  that  the  Paterson  mills  are  operating 
only  about  55  per  cent  of  capacity  is  sufficient 
indication  that  business  could  be  a  lot  better. 

Jobbers  Talk  of 
Gingham  Shortage 

Philadelphia  Wholesalers  Sold  Well 
Into  Fall— Waist  Men  Working 
Full  Time 

Philadelphia  Office  of  the  Dry  Goods  Economist, 
1420  Widener  Building 

Most  local  jobbers  and  wholesalers  are 
complaining  of  a  shortage  of  all  classes  of 
ginghams,  for  which  they  are  sold  well  into 
the  fall.  The  unprecedented  demand  has  re- 
sulted in  the  adoption  of  gingham  effects  in 
percales. 

A  feature  of  the  cotton  goods  market  is 
the  introduction  of  a  gingham  cloth  woven  in 
madras  effects.  It  comes  in  pin  stripes  about 
a  quarter  of  an  inch  apart,  with  fancy  figures 
in  the  spaces.  The  leading  colors  are  shades 
of  blue,  brown,  pink  and  green.  A  fair  quan- 
tity has  l>een  bought  for  men's  shirt  manufac- 
turing. 

Most  waist  and  dress  manufacturers  are 


working  full  time  and  there  has  been  improve- 
ment in  the  silk  business  during  the  last 
thirty  days.  A  branch  of  one  of  the  big  mail 
order  houses  has  increased  its  force  one-third 
since  Jan.  1,  and  hopes  to  have  4500  people  on 
its  pay  roll  by  the  end  of  the  year.  Its  volume 
of  sales  is  smaller  than  a  year  ago  but  is  in- 
creasing. 

Census  Figures  on 
Cotton  for  May 

Consumption  of  cotton  during  May 
amounted  to  439,884  bales,  exclusive  of  lint- 
ers,  as  compared  with  541,377  bales  during 
May  of  last  year,  according  to  figures  issued 
last  week  by  the  Bureau  of  Census.  The  num- 
ber of.  cotton  spindles  active  was  32,631,051, 
as  compared  with  34,069,744  in  May  of  last 
year.  Cotton  on  hand  in  consuming  establish- 
ments on  May  31  amounted  to  over  600,000 
bales  less  than  on  the  corresponding  date  last 
year,  while  stocks  held  in  public  storage  and 
at  compresses  were  more  than  2,000,000  bales 
greater  than  a  year  ago.  Exports  during  May 
were  108,145  bales  more  than  a  year  ago, 
while  imports  were  5225  bales  less. 


Georgia  Cotton  Crop 
Registers  Shortage 

Economist  Correspondence,  Atlanta,  Ga. 

In  the  State  of  Georgia,  at  least,  the  cot- 
ton crop  is  not  only  short  but  is  getting 
shorter.  The  first  shortage  is  due  to  a  de- 
crease of  35  per  cent  in  the  acreage  planted. 
The  factors  that  are  working  to  reduce  the 
crop  still  further  are  the  boll  weevil  and 
the  extended  drouth.  J.  J.  Brown,  State 
commissioner  of  agriculture,  estimates  that 
depreciation  from  normal  during  the  past 
three  weeks  of  dry  weather  has  mounted  to 
approximately  25  per  cent. 

The  crop  is  about  20  days  late  as  a  result 
of  the  late  spring.  The  boll  weevil  is  spread- 
ing rapidly,  helped  by  the  backward  condi- 
tion of  the  plants.  In  many  cases  where  the 
first  planting  has  failed  farmers  are  trying 
to  get  a  second  seeding  in  the  ground,  but 
little  benefit  may  be  expected  from  this,  since 
the  weevil  will  make  quick  work  of  a  large 
part  of  it. 


Album  Shows  Fabrics 


With  a  view  of  enabling  retailers  to  prove 
to  their  customers  that  the  goods  carried  in 
their  department  include  the  genuine  prod- 
ucts of  the  firm,  the  Forstmann  &  Huffmann 
Co.  are  furnishing  a  handsomely  bound 
album  containing  large  swatches  of  their 
novelty  fabrics  for  the  coming  fall  and 
winter. 

On  each  page  there  is  one  of  these  sam- 
ples, with  the  registered  name  of  the  fabric 
and  with  printed  matter  descriptive  of  the 
principal  features  of  the  goods.  Each  fabric 
is  shown  in  a  different  shade.  The  accepted 
shades  for  the  coming  seasons  are  also  shown 
in  18  samples  of  fabric  attached  to  the  front 
cover.  There  are  also  two  pages  of  reading 
matter  explanatory  of  the  colors  selected  for 
the  new  season. 

In  a  foreword,  explanation  is  made  as  to 
the  particular  purposes  of  the  album,  viz., 
to  prevent  inferior  imitations  masquerading 
under  the  trade-names  adopted  by  the  Forst- 
mann &  Huffmann  Co. 


Chenille  Stands 
Out  as  Veiling 

Large  Floral  Patterns  in  Shadow 
Effects  Continue  in  Good 
Demand 

Paris  Office  of  the  Dry  Goods  Economist^ 
2  Rue  des  Italiens 

Two  marked  notes  stand  out  distinctly 
m  the  new  veils  now  on  the  French  market. 
The  one  is  the  use  of  chenille,  the  second  is 
the  strong  contrast  between  pattern  and 
mesh,  very  heavy  filled  in  patterns  embroid- 
ered m  chain  stitch  in  coarse  silk  being  ex- 
tensively employed  on  very  open  mesh 
grounds. 

All  of  the  French  veil  makers  concur  in 
the  use  of  chenille,  and  the  market  is  filled 
with  novelties  in  this  line.  The  chenille 
dotted  veil,  for  instance,  is  shown  in  every 
conceivable  color  combination,  and  with  the 
dots  ranging  in  size  from  a  pin  head  to  a 
green  pea.  Dots  in  self-tone,  in  white  on. 
black,  in  color  on  black,  and  in  a  contrasting 
color  to  the  ground,  one  and  all  are  favored. 
Favored  combinations  are  Copenhagen  blue 
dots  on  a  taupe  ground,  or  copper  on  tete 
de  negre,  while  royal  blue  is  extensively 
used  on  black. 

Floral  Patterns  Shown 

Conspicuous  among  the  novelties  shown, 
in  the  chenille-dotted  models  is  a  kerchief- 
shaped  veil  in  black  hexagonal  mesh  cov- 
ered with  large  flat  disks  of  white  chenille, 
each  disk  outlined  with  a  fine  line  of  black 
chenille.  Fine  running  floral  patterns  in. 
chenille  are  also  offered,  and  these  gener- 
ally are  in  one-tone  effects. 

Large  floral  patterns  in  shadow  effects- 
outlined  with  a  heavy  silk  cordonnet  are 
still  in  good  demand. 

New  models  in  veils  prepared  especially 
for  wear  with  felt  hats  are  being  featured, 
made  in  fine  Alencon  net.  These  veils  are 
in  scarf  shape  and  are  featured  in  color  or 
in  black  with  a  metal  embroidered  motif  di- 
rectly at  the  center.  They  are  worn  draped 
around  the  stiff  brim  of  felt  walking  hats,, 
thus  softening  the  line  around  the  face. 

Hexagonal  Mesh  Veil 

Circular  veils  in  black  Alencon  net 
trimmed  with  black  Chantilly  lace  and 
square  veils  in  Alencon  with  heavy  embroid- 
ered border  in  silk  chain  stitch  in  Greek  key 
design  are  also  favorably  spoken  of.  In  gen- 
eral, however,  the  veil  in  large  hexagonal 
mesh  takes  precedence  with  the  filet,  and 
craquele  and  Alengon  meshes  in  limited 
representation  only. 

Metal  continues  to  be  extensively  used  in 
veil  decoration.  Square  mesh  metal  net& 
overlaid  with  large  dots  in  chenille  are  fea- 
tured in  plateaux,  and  in  straight  bands  for 
millinery  purposes. 

In  shape,  preference  is  still  being  shown 
for  large  square,  and  for  long  narrow  oval, 
or  stole-shaped  veils.  Medium  sized,  rather 
than  broad  ovals,  are  featured  in  so-called 
Egyptian  styles  with  ends  heavily  weighted 
with  chenille  dots.  All  black  veils,  follow- 
ing the  vogue  for  black  hats  and  black  cos- 
tumes, are  in  good  demand. 

In  colors,  tete  de  negre  and  taupe  are  as- 
usual  winter  favorites. 


Giving  ill  health  as  the  cause,  H.  W.  Frank 
of  Los  Angeles  has  resigned  as  president  of" 
the  California  Retail  Clothiers'  Association, 
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Looks  to  Advertising  to  Help 
Restore  Normal  Conditions 

Senator  Edge  Tells  Associated  Clubs  Confidence  Must  Be 
Restored— Greater  Attention  Should  Be  Paid  Advertising 
^  Copy,  Frank  A.  Black  Declares 

Economist  Correspondence^  Atlanta,  Ga. 


TO  the  seventeenth  annual  convention  of 
the  Associated  Advertising  Clubs  of  the 
World  at  Atlanta,  Ga.,  June  12  to  16, 
came  delegates  numbering  M^ell  over  2500  and 
with  many  of  them  came  guests.  So  exten- 
sive was  the  program  and  so  varied  the  in- 
terests discussed  that  it  is  difficult  to  center 
on  any  one  phase  of  the  convention.  There  is 
no  question,  hov^ever,  that  the  speech  of  Sena- 
tor Walter  E.  Edge  of  New  Jersey,  author  of 
the  Edge  international  banking  act,  was  one 
of  the  high  points. 

Speaking  at  one  of  the  general  sessions. 
Senator  Edge  said :  "Advertising  can  play  an 
important  part  in  bringing  the  nation  back  to 
normal  conditions  of  prosperity.  To  reach 
that  stage,  two  things  must  be  done — confi- 
dence must  be  restored  among  our  own  citi- 
zens, and  markets  for  our  products  must  be 
opened  in  foreign  countries.  Advertising  has 
an  important  part  to  play  in  the  realization  of 
both  objectives."  Congress  will  do  its  part, 
he  assured  his  audience,  by  revising  taxation 
and  the  tariff,  and  it  will  have  done  it  within 
the  next  four  months. 

Eliminate  Selfishness 

"We  must  go  back  two  and  a  half  years  to 
the  days  of  the  war,"  he  said.  "We  must 
rejuvenate  the  spirit  that  was  abroad  in  the 
land  then.  We  must  have  less  selfishness.  We 
must  have  more  sentiment  in  solving  our  pres- 
ent problem.  We  must  meet  the  problem  of 
today  as  we  met  our  problem  then.  That  is 
the  spirit  in  which  we  must  work." 

In  the  advertising  man,  said  the  Senator, 
lies  the  power  to  hasten  the  return  of  normal 
conditions.  "The  pressing  necessity  of  the 
present  time  is  the  opening  and  cultivation  of 
markets — of  domestic  markets  and  of  foreign 
markets,"  he  declared.  "Advertising  forms 
the  connecting  link  between  the  producer  and 
the  consuming  public,  and  through  advertising 
new  markets  can  be  gained  and  public  confi- 
dence increased. 

Worst  Point  Passed 

"I  believe  that  the  worst  is  over,  as  far  as 
acute  depression  is  concerned.  But  isn't  this 
because  the  shelves  and  counters  and  ware- 
houses are  empty  and  the  people  still  need 
goods?  Now  that  the  crisis  of  the  economic 
illness  has  passed,  we  must  build  up  the  pa- 
tient to  normal  vigor." 

The  retail  division,  over  which  presided 
Chester  A.  Brown  of  L.  S.  Plant  &  Co.,  New- 
ark, N.  J.,  had  one  of  the  livest  sessions  in  its 
history.  "Advertising  is  news,"  declared 
Frank  A.  Black  of  Wm.  Filene's  Sons  &  Co., 
Boston.  "I  believe  that,  as  time  goes  on, 
there  will  be  a  more  marked  tendency  to  treat 
it  as  such.  Some  time  retail  advertising  will 
elevate  itself  in  interest  and  value  to  the 
reader,  so  that  it  can  be  printed  exactly  as  the 
news  pages  of  a  paper  are  printed,  and  it  will 
be  read  with  the  same  attention.  We  are 
moving  in  that  direction  now. 

Ads  Should  Be  Helpful 

"Advertising  should  help  people  to  buy  to 
the  best  advantage,  rather  than  merely  help 


stores  to  sell.  I  believe  greater  attention 
should  be  and  will  be  given  to  the  copy  con- 
tent of  advertising  so  that  it  tells  its  readers 
something  more  than  prices  and  bare  mer- 
chandise facts.  Screaming  headlines  and 
large  type  tell  nothing,"  said  Mr.  Black, 
"though  they  attract  attention.  I  believe 
advertisers  will  get  further  and  further  away 
from  this  sort  of  thing  and  depend  upon 
ability  to  write  and  ability  to  supply  the  goods 
people  want  to  get  attention  for  their  mes- 
sages." 

Display  a  Silent  Salesman 

"Displays  as  a  Part  of  the  Advertising 
Program"  was  the  topic  selected  by  Gordon 
Schonfarber  of  the  Gladding  Dry  Goods  Co., 
Providence,  R.  I.  "The  planning  of  a  dis- 
play," said  Mr.  Schonfarber,  "resembles 
closely  the  planning  of  an  advertisement  or 
of  a  store  event.  The  same  type  of  mind  is 
necessary  and  the  fundamental  principles  in- 
volved are  almost  identical.  It  is  a  matter  of 
selling,  and  that  the  display  is  a  silent  sales- 
man does  not  alter  the  principles  involved. 

"A  display  must  follow  the  lines  of  a  sell- 
ing talk  or  a  selling  ad.  It  must  get  atten- 
tion, arouse  interest,  develop  this  interest 
into  desire  and  then  intensify  the  desire  until 
action  follows  naturally. 

"The  man  who  controls  the  display  policy 
of  a  store  must  have  a  keen  eye  for  news  value 
and  timeliness  and  an  appreciation  of  the 
worth  of  a  'stunt.'  He  must  have  the  prin- 
ciples of  art  at  his  finger  tips;  he  must  know 
how  to  secure  emphasis  and  relieve  monotony 
and  he  must  recognize  the  value  of  neatness 
and  order.  All  these  things  are,  or  should  be, 
the  possessions  of  the  man  who  is  responsible 
for  a  store's  advertising  columns,  and  the  man 
responsible  for  the  display  which  supplements 
that  advertising  has  no  less  need  of  them." 

"Advertising  which  is  purely  price  appeal 
or  merely  a  sales  appeal  from  day  to  day, 
even  though  the  store  backs  it  up  religiously, 
does  not  attract  the  type  of  woman  who  pre- 
fers to  deal  with  one  or  two  stores  exclu- 
sively," said  Arthur  Freeman,  general  direc- 
tor of  the  Affiliated  Retail  Stores,  in  his  ad- 
dress on  "Making  People  Think  in  Terms  of 
Advertising." 

"It  does  not  require  a  deep  thinker  to  see 
how  essential  to  a  retail  business  is  a  regular 
following,  based  on  confidence,"  he  declared. 
"The  day  is  past  when  men  believed  that  all 
we  need  to  do  is  to  possess  merit,  and  sooner 
or  later  the  public  will  find  it  out. 

The  Story  to  Tell 

"To-day  only  a  very  small  business  which 
can  live  off  the  trade  of  comparatively  few 
people  can  survive  without  regularly  telling 
the  public  of  its  merits.  Even  the  small  store 
must  do  it,  if  not  through  printed  advertis- 
ing, then  through  its  windows  and  the  selling 
talk  of  its  personnel." 

The  general  sessions,  with  subjects  of  in- 
finite diversity,  were  of  broad  interest.  At 
the  inspirational  session  on  June  12,  Gov- 
ernor Allen  of  Kansas  spoke  to  a  gathering 
of  4000  delegates  and  guests.   "The  period  of 
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(Readjustment  is  past.  The  signal  now  is  full 
speed  ahead,"  declared  the  Governor.  He  spoke 
of  problems  which  confront  the  business  and 
industrial  world,  and  told  his  hearers  of  the 
enactment  of  labor  and  industrial  laws  in  his 
State  which  practically  have  eliminated  strikes 
and  what  he  characterized  as  "That  beastly 
weapon,  economic  pressure."  He  also  took  oc- 
casion to  attack  the  pernicious  activities  of 
labor  agitators. 

Ideals  Set  Forth 

An  important  feature  of  the  work  of  the 
retail  division  was  the  adoption  of  a  group  of 
resolutions  setting  forth  the  ideals  of  man- 
agement on  which  a  retail  business  should  be 
run.    This  is  the  sense  of  the  recommenda- 
tions:   That  merchants  look  at  their  stores 
not  primarily  as  money-making  businesses,, 
but  as  semi-public  institutions,  recognizing 
that  service  must  go  before  profit — and  profit 
will  surely  follow;  that  they  substitute  scien- 
tific analysis  and  methods  of  management  for 
old,  wasteful,  hit-and-miss  methods;  that  se- 
lection, training,  compensation  and  manage- 
ment of  employees  should  look  to  the  happi- 
ness and  development  of  the  latent  power  of 
the  individual;  that  speed  and  economy  in  dis- 
tribution be  the  merchant's  goal,  logical  analy- 
sis of  potential   demand  with  adoption  of 
modern  buying  and  selling  methods  to  meet 
the  trend  of  demand  following  as  a  natural 
corollary;  that  honesty  in  goods  be  put  above 
price — service  and  satisfaction  first  and  price- 
second,  with  retailers  devoting  their  efforts 
to  exploiting  the  goods,  rather  than  their 
cost;  and  that  the  reconstruction  of  advertis- 
ing and  sales  policies  be  undertaken  at  once 
to  build  public  confidence  by  the  gradual  elim- 
ination of  comparative  prices. 

Chicago  Club  Wins  Cup 

In  the  prize  awards,  the  Los  Angeles 
trophy  for  the  women's  organization  develop- 
ing greatest  interest  and  activity  among  its 
members  and  performing  the  best  service  in 
its  community  went  to  the  Chicago  women's 
club,  becoming  its  permanent  property  by 
virtue  of  its  being  the  second  time  the  club 
has  received  the  award.  The  trophy  for  in- 
creasing efficiency  of  existing  clubs  and  form- 
ing new  ones  went  to  Atlanta,  which  has  a 
record  of  nine  new  clubs.  The  Dallas  trophy, 
for  the  women's  club  bringing  the  largest 
number  of  delegates  the  greatest  distance, 
was  won  by  New  York. 

Present  Membership 

P.  S.  Florea,  secretary  of  the  parent  asso- 
ciation, reported  that  it  now  embraces  213 
local  advertising  clubs,  against  174  a  year  ago,, 
while  individual  membership  is  20,841,  against 
17,840  last  year. 

Ernest  C.  Hastings,  managing  editor  of 
the  Dry  Goods  Economist,  attended  the  ses- 
sions. 

New  Officers  Elected 

The  following  officers  for  the  retail  divi- 
sion were  elected:  President,  Louis  Blumen- 
stock  of  the  Stix,  Baer  &  Fuller  Dry  Goods 
Co.,  St.  Louis,  Mo.;  vice-presidents.  Faith  G. 
Sharratt  of  the  John  Taylor  Dry  Goods  Co., 
Kansas  City,  Mo.,  and  L.  M.  Lorch  of  Dallas, 
Tex.;  secretary-treasurer,  Hazel  Wendel  of 
the  Thompson-Hudson  Co.,  Toledo,  Ohio. 

Charles  H.  Mackintosh  of  Chicago,  adver- 
tising counselor  of  LaSalle  Extension  Univer- 
sity, was  elected  president  of  the  parent  as- 
sociation after  a  hot  fight.  P.  S.  Florea,  who 
has  held  the  office  for  a  number  of  years,  was 
re-elected  secretary-treasurer  by  unanimous 
vote. 

Milwaukee  was  chosen  as  the  convention 
city  for  1922. 
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Styles  for  Every  Room 
in  the  House 


MODERN 
WALLCOVERING 


The  modern  idea  in  Sanitas  sells 

S ANITAS  Modern  Wall  Covering  sells 
because  it  leads  in  modern  principles  as 
a  material  and  as  a  decoration.  You  can 
use  that  fact  to  advantage  in  your  selling. 

Sanitas  is,  first,  a  modern  material.  It  is 
not  affected  by  wall  cracks.  Thus  decorat- 
ing need  not  wait  until  the  house  has  settled. 
Sanitas  is  economical  because  it  is  durable — 
hygienic  because  its  painted  surface  can  be 
wiped  clean  with  a  damp  cloth. 

And  Sanitas  is  finally  an  advanced  example 
of  modern  decorative  art — created  by  artists 
with  correct  feeling  for  character  and  har- 
mony in  designs,  tones  and  colors. 

Sanitas  is  made  on  cloth,  machine-painted 
in  durable  oil  colors  that  do  not  fade,  peel  or 
crack.    Hangs  like  wall  paper. 

Plain  tints,  effective  as  they  are  for  many 
purposes,  splendid  as  a  color  ground  for 
decorative  painting. 

A  wealth  of  patterns,  also  eft"ects  duplicat- 
ing various  materials  from  tapestries  to 
leather. 

Our  folders  and  advertising  cuts  will  help 
your  Sanitas  sales — write  for  them. 


See  Your  Wholesaler 


We'll  Move  the  Goods 


The  Standard  Textit.e  Products  Co. 

320  Broadway',  >'kw  Vork. 


Higher  Prices  for 
Fine  W ool  Likely 

Tariff  Legislation   Stiffens  Market 
Sentiment — Buyers  Should 
Operate  Carefully 

It  is  merely  repeating  an  old  story  to 
say  that  the  wool  goods  market  is  strong  at 
present.  But  it  is  a  curious  phenomenon 
to  see  such  a  strong  market  for  manufac- 
tured goods  coincident  with  such  a  weak 
market  for  the  raw  material. 

Under  the  circumstances  it  will  be  inter- 
esting to  observe  the  effect  of  a  high  tariff 
on  wool,  such  as  is  contained  in  the  Emer- 
gency Tariff  act  and  such  as  will  undoubt- 
edly be  embodied  in  the  permanent  tariff 
measure  now  in  course  of  preparation. 

So  far  the  Emergency  Tariff  act  has  had 
no  appreciable  effect  on  the  raw  wool  mar- 
ket, although  it  has  stiffened  to  some  extent 
the  attitude  of  the  growers.  It  has,  however, 
already  produced  the  effect  of  reducing  the 
imports  of  wool  from  34,000,000  pounds  in 
April  to  4,600,000  pounds  in  May. 

The  huge  stocks  existing  in  this  country 
will  no  doubt  serve  to  prevent  the  reduction 
iij  imports  from  producing  any  substantial 
change  in  the  market  level  for  some  time. 
But  it  must  be  remembered  that  these  stocks 
consist  to  a  large  extent  of  coarse  wools  for 
which  there  is  little  demand  here,  while  the 
fine  wools,  on  which  demand  is  chiefly  con- 
centrated, are  not  in  excessive  supply. 

It  seems  obvious,  therefore,  that  the  mar- 
ket price  of  these  fine  wools  must  before 
very  long  advance  to  a  level  at  which  cor- 
responding grades  of  foreign  wools  can  be 
sold  duty  paid  in  this  country. 

This,  of  course,  means  higher  prices  for 
wool  goods,  granted  that  the  basis  on  which 
the  mills  are  selling  for  fall  is,  as  they  say, 
rock-bottom.  We  are  going  to  have,  in  other 
words,  an  interesting  demonstration  of  the 
theory  advanced  by  high  protectionists  that 
tariffs  do  not  raise  prices  to  the  domestic 
consumer. 

There  are,  however,  two  things  that  mili- 
tate against  higher  prices.  One  is  the  fact 
that  at  the  present  rate  of  production  sup- 
plies of  goods  will  be  adequate  for  next 
season.  The  other  is  the  fact  that  higher 
prices  are  simply  not  workable. 

If  there  is  anything  certain  in  the  present 
scrambled  condition  of  the  economic  world 
it  is  that  higher  prices  would  automatically 
check  consumption.  This  does  not  mean  that 
there  will  not  be  higher  prices.  There  are 
always  people  who  need  only  enough  rope 
in  order  to  hang  themselves. 

But  it  is  to  be  hoped  that  the  clear-headed 
leaders  of  the  industry  will  exert  them- 
selves at  least  to  keep  the  market  from  work- 
ing to  a  higher  level. 

Retail  buyers  should  provide  promptly 
and  fully  for  their  early  fall  needs,  but 
should  make  no  attempt  to  anticipate  a 
higher  market. 

New  Silk  Fabric  Enters 
Japanese  Market 

A  new  silk  fabric  resembling  serge,  and 
known  as  "sergine,"  is  being  offered  on  the 
Japanese  market,  according  to  a  report  re- 
ceived by  the  Bureau  of  Foreign  and  Do- 
mestic Commerce.  It  is  said  to  be  one  of 
the  most  interesting  novelties  produced  m 
recent  years.  The  fabric  is  made  of  silk 
yarn,  specially  treated,  and  is  described  as 
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being  washable  and  highly  durable.  At  pres- 
ent it  is  being  offered  in  29-inch  widths,  but 
other  widths  will  be  offered  from  time  to 
time. 

The  colors  are  blue,  indigo,  black,  brown, 
maroon  gray  and  fawn,  and  the  wholesale 
prices  range  from  1  to  3  yen  (about  50  cents 
to  $1.50)  per  yard,  ex  warehouse.  Sergine  is 
said  to  be  suitable  for  men's  suits  and  tor 
women's  coats,  suits  and  skirts.  Special 
grades  are  made  for  coat  linings,  tapestries 
and  upholstery.  It  is  also  made  m  water- 
proof grades. 

Fabric  Flashes 

Looks  like  a  white  summer. 

*  *  * 

And  a  black  fall. 

*  *  * 

Satin  crepes.  Canton  crepes  and  charmeuse 

still  lead  in  favor  for  fall. 

*  *  * 

And  taffeta  is  well  up  in  the  running. 

*  *  * 

Also  some  people  think  very  well  of  faille. 

*  *  * 

Paris  is  trying  to  create  a  vogue  tor  moire 

silks.    Make  a  note  of  it. 

*  *  * 


Also,  don't  forget  velvets. 

*  *  * 

Duvetyn  is  prominent  in  the  fall  dress 
showings. 

*  *  « 

Jacquards  and  brocades  are  in  the  lead  so 
far  for  fall. 

*  *  * 

Copper  is  likely  to  supplant  gold  in  favor 
for  brocades. 

Retailers  are  doing  a  lively  business  on  tub 
silks  at  present. 

*  *  * 

Raw  silk  markets  are  very  strong. 

Broad  silk  production  declined  in  May. 

*  «■  * 

Paterson  silk  mills  are  reported  to  be  pro- 
ducing only  about  55  per  cent  of  capacity. 

Don't  expect  a  lower  fall  market  for  broad 
silks. 

*  *  -x- 

White  skirtings  are  more  in  demand. 


Also  white  organdies. 

^  ^ 

Fancy  white  goods  are  still  dull. 

■55-       »  * 

There  is  some  talk  of  printed  bastistes  for 
next  spring. 

Paris  is  pushing  ratines  hard.  Some  houses 
here  are  featuring  them  in  sports  costumes. 

*  *  * 

Soft-faced  fabrics  are  the  big  thing  in 

coats  and  suits  for  fall. 

*  *  * 

But  broadcloths  are  also  well  spoken  of. 

*  *  * 

Among  staple  worsteds  twills  and  trico- 

tines  still  lead  the  fall  demand. 

*  *  * 

There  is  an  improving  demand  for  serges. 

*  *  * 

The  vogue  of  tweeds  and  knitted  cloths  is 
increasing. 

*  *  * 

Raw  wool  is  beginning  to  stiffen. 

*  *  * 

Look  for  a  strong  fall  dress  goods  market. 

*  *  * 

These  are  great  times  for  the  piece-goods 
departments. 
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Striped  Gingham 
Vogue  Predicted 

Failure  of  Buyers  to  Order  Checks 
Early  Made  Jobbers'  Task  Diffi- 
cult of  Accomplishment 

IT  was  a  foregone  conclusion  that  the  allot- 
ments of  dress  ginghams  for  spring,  1922, 
offered  recently  by  a  leading  house,  would 
be  quickly  taken  up.  As  a  matter  of  fact, 
many  buyers  were  anxious  to  have  their  allot- 
ments increased.  But  there  does  not  seem 
much  possibility  of  increasing  appreciably  the 
supply  of  fine  ginghams  for  next  spring.  The 
capacity  of  the  gingham  mills  is  limited  and 
has  been  fully  employed  for  several  months 
past  without  being  able  to  keep  pace  with  the 
demand. 

The  great  difficulty  with  gingham  produc- 
tion is  the  difficulty  of  forecasting  the  style 
demand  far  ahead.  The  demand  for  fine 
checks  developed  rather  abruptly  this  season. 
Buyers  have  told  the  Economist  that  they  saw 
it  coming.  But  if  they  did  they  had  not 
enough  faith  in  their  vision  to  provide  for 
their  needs  in  advance.  Retail  buyers  came 
down  on  the  jobbers  at  the  beginning  of  the 
spring  season  with  a  call  for  small  checks.  The 
jobbers  passed  it  on  to  the  agents,  and  the 
agents  said  in  effect:  "Well,  for  the  love  o' 
Mike,  do  you  think  we  can  turn  these  things 
out  while  you  wait!" 

The  Latest  Guesses 

Now  the  agents  are  taking  orders  for 
spring,  1922.  What  is  going  to  be  good  then? 
Many  people  think  that  checks  will  hold  over. 
Others  think  that  plain  colors  will  take  the 
lead.  But  if  a  demand  for  something  else 
should  suddenly  make  its  appearance  next 
March  or  April,  does  anybody  suppose  that  it 
can  be  filled?  Buyers  have  been  complaining 
loudly  this  season  because  the  mills  have  not 
turned  out  enough  small  checks.  They  have 
been  asking  indignantly  why  the  mills  have 
not  turned  out  enough  small  checks.  The  rea- 
son is  obvious.  The  mills  turn  out  goods  to 
fill  orders,  and  if  their  orders  are  for  plaids 
they  do  not  turn  out  checks,  and  vice  versa. 

It  is  difficult  to  see  a  cure  for  this  situa- 
tion, which  recurs  frequently  on  style  mer- 
chandise. But  it  would  be  a  great  help  if  buy- 
ers would  make  known  their  ideas  on  the  sub- 
ject as  far  ahead  as  possible.  The  retail  buyer 
is  close  to  the  public.  He  is  in  a  position  to 
feel  more  quickly  than  either  the  jobber  or  the 
manufacturer  the  shifting  currents  of  public 
taste.  As  a  general  rule  he  prides  himself 
highly  on  his  own  ability  to  forecast  what  is 
going  to  be  good.  Why  doesn't  he  make  his 
forecast  known  to  the  jobber  and  the  agent 
sufficiently  far  ahead  to  enable  them  to  pro- 
vide for  his  probable  needs? 

Stripes  Are  Picked 

What,  for  example,  is  going  to  be  good  in 
dress  ginghams  for  next  spring?  Will  it  be 
checks,  or  plaids,  or  stripes?  The  competition 
is  now  open  and  all  estimates  will  be  wel- 
come. We  have  no  profound  conviction  on  the 
subject,  but  we  are  willing  to  place  a  small 
side  bet  on  stripes.  They  have  been  enjoying 
a  big  run  in  sports  clothes.  They  were  quite 
a  vogue  in  ginghams  abroad  last  year,  and 
were  creeping  in  here  at  the  beginning  of  this 
spring  when  they  were  shouldered  off  the  track 
by  checks.  Checks  are  too  much  of  a  craze  to 
last  into  another  season.  Plaids  were  the 
thing  the  season  before.  Consequently  for 
next  spring  it  looks  like  stripes  to  us. 
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When  You  See  Boott  Mills 

National  Advertising 


illLi 

REG.  U.S.  PAT.  OFr. 

ABSORBENT 

TOWELING 


1IKE  other  department  store  buyers,  you 
read  the  women's  magazines  to  know 
what  your  customers  will  want  to  buy. 

When  you  see  the  forceful  advertise- 
ments Boott  Mills  are  running  in  leading 
magazines  and  newspapers,  you  know  that 
your  customers  will  want  Boott  Toweling. 

"Buy  Boott  Toweling  by  the  bolt"  is  the 
message  of  every  advertisement.  This 
toweling  is  thoroughly  absorbent.  It  is 
bright  white.  It  launders  well.  It  is  soft 
and  durable.   It  is  inexpensive. 

Buy  it  by  the  case.  Sell  it  by  the  bolt. 

BOOTT  MILLS,  Lowell,  Mass. 

PARKER,  WILDER  &  COMPANY,  Boston  and  New  York 
Selling  Agents 
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Ornate  Sleeves  Set  Off 
New  Season  Modes 


Topcoats  Show  Change 
In  Silhouette 


SIMPLE  lines  in  silhouettes  are  diversified 
by  the  bizarre  in  sleeves.  Too  much  em- 
phasis can  not  be  placed  upon  the  details 
of  this  part  of  the  vi^inter  dress.  Even  the 
tailleur  and  the  top  coat  turn  toward  sleeves 
for  their  individual  expression. 

Flaring  cuffs  vs^ith  slashes,  bell  sleeves 
with  elaborate  embroidery  or  braiding,  full 
bishop  sleeves  of  sheer  material  gathered  into 
a  snugly  fitting  cuff  are  noted.  Long  slashed 
sleeves  caught  at  the  wrist  but  falling  apart 
above  showing  the  arms  from  a  low  shoulder 
line,  deep  winged  effects  of  contrasting  ma- 
terials forming  the  lower  part  of  sleeves  fitted 
close  to  the  wrist,  but  clasping  in  long  grace- 
ful folds  have  made  their  appearance. 

A  Double  Sleeve 
On  coats  one  finds  a  double  sleeve.    It  is 
extremely  wide  with  elaborate  trimming  and 
a  soft  silk  inner  sleeve  often  with  a  fur  cuff 


of  wcoden  beads  and  bone  ornaments  often 
with  deep  fringe  finish.  Elaborate  jeweled 
cabuchons  are  conspicuous  on  the  belts  of 
evening  dresses. 

Neckline  Styles 

Necklines  show  a  wide  variety  of  treat- 
ment. Off  the  shoulder  effects  in  1830  style, 
round  necks  and  V  shapes  are  among  the  lead- 
ing notes.  In  cloth  dresses,  high  collars  have 
again  appeared  as  they  do  each  fall.   This  sea- 


bodices  and  long  full  peplums.  Thirty-six 
inch  box  coats,  fur  trimmed  and  unbelted. 
Russian  blouse  models  with  irregular  length, 
peplums  and  snugly  fitted  hios. 

Overskirts 

Overskirts  are  a  dominating  note.  They 
tend  toward  long  irregular  lines  both  at  the 
sides  and  front  and  back.  Some  are  set  on  in 
godet  effects   with   embroidered   motifs  in 


son  they  are  destined  to  better  success  than 
previously  as  the  coat  dress  is  well  in  vogue, 
and  necessarily  calls  for  a  high,  collar.  Fur 
is  the  leading  type  of  trimming  and  squirrel, 
mole,  caracul,  kri-mmer  and  beaver  are  the 
chosen  pelts  for  this  purpose. 

Coat  Lines 

A  decided  change  in  silhouette  is  noted  in 
the  top  coats  for  fall.  Rather  than  the  loose 
dolman  the  semi-fitted  redingote  prevails,  with 
extreme  fullness  from  the  waist  to  the  hem. 

Straight  line  coats  are  also  favored. 
Capes  with  extreme  width  and  irregular  hem 
lines  will  continue  in  vogue  for  evening 
wraps. 

Tendencies  turn  toward  straight  line  suit 
coats.    Semi-fitted  flaring  models  with  snug 


but  snugly  fitting.  This  indicates  that  al- 
though the  creators  of  fashions  revel  m  the 
bizarre  they  have  an  eye  to  the  practical. 

Treatment  of  Belts 
Belts  are  showing  a  marked  change  from 
last  season.  They  are  often  decorated  with 
quantities  of  pyroxolyn  ornaments  used  as 
buckles  on  narrow  fabric  belts,  steel  nail 
heads  or  small  patent  leather  ornaments  ap- 
pliqued  on  to  plain  fabric  belts  or  entire  belts 


straight  contrasting  color.  Others  are 
straight  with  irregular  line  at  the  hem  and 
inserted  bands  of  georgette  in  colors  forming 
apron  effects. 

Hip  fullness  at  low  waist  lines  is  conspicu- 
ous in  side  panels,  and  cartridge  pleats  are 
again  in  vogue. 

Short  waist  lines  are  noted  in  a  few  mod- 
els accomplished  by  ruching  overskirts  above 
a  narrow  belt. 
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"Cleveland- 
made"  knitted 
wear  combines 
modish  style 
and  dependable 
fit  and  work- 
manship. 


Smart  Styles  in  Knitted 
Outer  Garments 


The  purchase  of  Cleveland-made  knit 
outer  garments  assures  modish  styles 
in  garments  so  carefully  made  that  fit 
and  style  are  retained  even  after  repeat- 
ed wear. 

Season  after  season  these  garments  are 
produced  with  the  same  painstaking 
care  in  workmanship  and  the  same  de- 
pendable ideals  in  quality  and  smart- 
ness of  style. 


Appreciation  of  this  dependability  is 
reflected  in  the  ever  increasing  business 
of  those  shrewd  merchants  who  feature 
Cleveland-made  knit  outer  apparel. 

Far-seeing  retailers  who  are  building 
for  the  future  prize  the  benefits  of  hand- 
ling Cleveland-made  merchandise  be- 
cause of  the  continuous  satisfaction  such 
apparel  gives  to  their  customers  and 
because  of  the  character  such  garments 
build  for  their  store. 


lAL. 


COATS  -SUITS-DRESSES  -  WAISTS  -  SKIRTS  -KNITTED  OUTER  GARMENTS 

C  -  ———J 
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Buying  Regarded  as  Biggest 

Point  in  ModernJUerchandising 

Merchants  Can  Get  Large  Share  of  Trade  Now  Going  to  Mail 
Order  Houses,  Says  Chas.  Coplon  of  S.  Coplon  &  Sons— New 
Bern,  N.  C.  Store  in  Town  of  12,000  Does  Business  of  $  1 ,200,000 

satisfied  to  cater  to  local  business  these  pre- 
dictions might  have  been  realized,  but  it  was 
my  idea  to  have  a  store  large  enough  to 
a  town'^o7\"2r000  7nhabit7nts  "justly  boasts,    cater  not  only  to  the  people  in        "^y^ peopl^'^burtheTr  merchandise  from  mail- 
This  mark  represents  a  gradual  development    to  those  l^^mg  withm  a  radius  of  15^^  P^^P^  ^^^^^^^        ^^d,  ^  drive  to  get  the 


RINGING  the  cash  register  to  the  tune 
of  $1,200,000  in  tvi^elve  months  is  the 
record  of  which  a  department  store  in 
a  town  of  12,000  inhabitants  justly  boasts 


about  one-half  of  what  it  was  worth.  He 
did  this,  not  because  he  loved  me,  but  be- 
cause it  was  so  large  that  he  could  never 
rent  ,  it  to  anyone  else  in  town. 

Building  Again  Enlarged 

"I  secured  a  large  loan  and  tripled  the 
size  of  the  building.  In  a  few  months  it 
was  complete.  I  often  look  back  on  the  first 
twelve  years  of  our  business  experience  m 
a  town  which  depends  on  one  lone  industry, 
lumbering,  but  which  benefits  by  a  good 
back-country  in  which  the  farmers  are  very 
industrious.  , 
"Knowing  that  the  majority  of  country 


from  a  business  of  $20,000  a  year  in  1904 
Despite  the  fact  that  trade  this  year  re- 
quired the  exercise  of  every  energy,  the  own- 
ers look  forward  to  1921  as  the  biggest  and 
best  year  in  the  history  of  the  store. 

S.  Coplon  &  Sons  operate  the    f "" 
store  in  question  at  New  Bern,  N.  | 
C.   The  firm  is  composed  of  S.  Cop-  [ 
Ion  and  his  three  sons,  Charles,  | 
Harry  and  Abe,  all  of  whom  are  | 
active  in  the  business.   The  head  of  \ 
the  firm  is  Charles  Coplon,  who, 
at  the  age  of  thirty-two  years,  has 
injected  progressive  ideas  into  an 
establishment  which  is  conceded  to 
be  North  Carolina's  largest  depart- 
ment store.   In  eastern  North  Caro- 
lina one  often  hears,  "If  it  cannot 
be  found  at  Coplon's,  it  cannot  be 
found  in  the  South."   The  store  em- 
ploys one  hundred  and  fifty  per- 
sons.   It  carries  a  general  line  of 
dry  goods  and  clothing.    Mr.  Cop- 
lon is  a  firm  believer  in  advertising. 


I  was  convinced  that  if  a  store  could  supply 
the  wants  of  the  people  living  m  our  city 
and  in  the  country,  and  try  to  put  clothes  on 
every  man,  woman  and  child  in  that  radius, 


Is  Early  Buying  Essential 
for  Fall? 

This  question  is  uppermost  in  the  mind  of  every 
garment  retailer  today.  You  have  some  dehnite 
reason  why  you  will  or  will  not  buy  early.  Your 
views  will  materially  assist  the  general  merchandismg 
situation.  Jot  them  down  in  the  form  of  answers  to 
the  following  questions  and  send  them  now  to  the 
Apparel  Merchandising  Department  of  the  Economist. 
Specify  whether  or  not  you  want  your  name  used. 


Gave  Up  Scholastic  Work 


Charles  Coplon  entered  the 
scene  in  1904,  when  he  found  his 
father  worrying  about  the  business. 
Charles  was  a  schoolboy  at  that 
time,  and  it  was  necessary  for  him 
to  give  up  his  studies  in  order  to 
assist  his  father,  who  was  not  finan- 
cially able  to  employ  a  man  at  a 
living  wage. 

"There  were  many  things  I  tried 
to  do  for  the  business,  but  my 
father  invariably  objected,"  said 
Charles  Coplon,  in  speaking  of  his 
experience.  "In  the  first  place,  I 
wanted  a  better  store-front.  The 
front  of  a  store  is  the  same  as  a 
person's  eyes.  It  is  the  cheapest 
advertising  medium  a  store  has  and 
often  the  most  neglected.  We  now 
change  our  windows  three  times  a 
week.    The  old  ones  have  been  re-  \ 

placed  by  modern  means  of  dis-   

play. 

Store  Was  Rearranged 

"The  store,  which  was  22  by  35  feet,  was 
rearranged.  I  had  a  hard  road  to  travel. 
Despite  obstacles,  we  increased  our  busi- 
ness from  $20,000  in  1904  to  $80,000  in  1912. 
I  realized  the  necessity  for  a  larger  struc- 
ture. I  met  objections  on  every  side  and 
was  advised  not  to  try  to  expand  too  quickly, 
as  the  size  of  the  town  would  not  support 
a  store  as  large  as  I  desired.  Finally  I  took 
the  reins  in  my  own  hands,  and  when  the 
largest  store  in  town  was  available  I  secured 
an  option  on  it,  finally  taking  it  over  at 
$2,700  a  year.  Then  I  arranged  for  the  re- 
modeling of  the  building. 

"The  new  store  was  opened  m  beptemoer, 
1912,  and  on  the  opening  night  the  place 
was  packed.  There  had  been  so  manj  fail- 
ures in  New  Bern  that  it  was  Predicted  we 
would  go  under  in  a  short  time.   Had  1  been 


Will  garment  retailers  profit  by  prolonging  the 
season  if  it  be  accomplished  by  getting  an  earlier 

start?  ,  Till; 

Will  a  display  of  fall  garments  between  July  I !? 
and  Aug.  1  stimulate  sufficient  interest  in  the  buying 
public  to  warrant  purchasing  part  of  the  season  s  re- 
quirements earlier? 

If  such  an  interest  can  be  aroused  and  more  mer- 
chandise moved  in  August  and  early  September  will 
there  not  be  less  goods  on  hand  later  to  be  reduced? 

Would  not  business  be  stabilized  materially  if 
special  sales  could  be  reduced  in  number,  and  these 
sales  confined  to  liquidation  of  stocks  at  the  end  ot 

th6  season?  i     j-  i 

If  this  is  so  would  not  early  buying,  early  display 
and  early  advertising  announcements  prolong  the 
period  in  which  garments  could  be  retailed  at  their 
originally  marked  prices  and  the  period  of  mark-down 
sales  reduced.  . 

Is  it  not  true  that  the  average  woman  is  always 
interested  in  advance  styles  and  that  she  will  buy  when 

interested?  .    i  i.        j  j 

For  example,  straw  hats  are  worn  in  blizzards  and 
felt  and  velvet  in  a  summer  sun.  Is  this  not  an  indi- 
cation that  women  will  buy  in  advance  of  the  season? 


there  were  possibilities  for  a  big  business. 

"I  specialized  in  every  department,  and 
obtained  the  best  advertised  lines  of  mer- 
chandise and  linked  up  with  nationally 
known  products,  so  as  to  show  the  public 
that  the  store  offered  the  same  articles  as 
the  larger  cities.  It  was  a  difficult  task  to 
obtain  some  of  the  desired  lines,  as  they  were 
carried  in  some  other  stores,  but  we  obtained 
the  agency  for  several,  and  built  up  a  repu- 
tation as  a  store  which  carried  everything 
which  could  be  purchased  anywhere  else. 

Store  Enlarged  Twice 
"The  store  was  enlarged  in  1914  and 
again  in  1916.  I  wanted  a  place  three  times 
as  large  as  the  one  we  had  in  1912,  and 
made  the  banker  who  owned  the  property 
an  oflfer  for  the  building.  At  first  he  laughed, 
but  when  he  learned  we  were  going  to  move 
he  took  me  up  and  sold  the  property  for 


order  houses,  we  made  a  drive  to  get  the 
names  and  addresses  of  all  the  white  and 
colored  people  living  within  a  radius  ot 
miles  of  New  Bern.    We  mailed  them  cata- 
logs and  various  advertising  mat- 

 ,  J    ter    We  now  have  a  mailing  list  of 

i    more  than  25,000  names,  and  it  is 
i    constantly  growing.    This  mail-or- 
I    der  business  necessitates  efficient 
i    help.  No  matter  how  large  or  small 
i    an  order  may  be  it  receives  atten- 
I    tion  the  day  it  is  received.  We 
immediately    write    the  customer 
whether  the  order  is  being  filled 
or  not. 

Credit  Business  Dropped 

"In  1916  our  business  had 
grown  so  rapidly  that  it  was  neces- 
sary for  us  to  carry  more  stock  than 
our  capital  would  warrant.  We 
were  handicapped  by  lack  of  cash, 
but  pulled  over  until  the  fall  of 
1918.  Goods  were  getting  higher 
in  price,  and  our  charge  accounts 
were  rapidly  growing.  It  was  then 
that  I  decided  to  turn  the  business 
into  a  cash  proposition  and  to  dis- 
continue charges. 

"In  July,  1918,  I  started  to  run 
page  advertisements  in  our  news- 
papers advising  the  public  that  on 
and  after  Sept.  1  we  would  sell  for 
cash  only,  but  that  we  would  refund 
money  for  any  article  purchased 
that  was  not  in  every  way  satisfac- 
tory. When  September  rolled 
around  I  put  a  stop  to  the  credit 
business.  I  was  confronted  with 
the  complaints  of  customers,  'I  owe 
you  nothing;  I  have  always  paid  my 
bills  and  now  you  refuse  to  credit 
me.  You  are  making  a  mistake. 
We  will  buy  elsewhere.' 

"Our  business  fell  off  in  Sep- 
tember  and   October,   and   I  in- 
structed our  buyers  to  mark  mer- 
 I    chandise  closer— to  sell  on  a  small- 
er margin  of  profit.    We  soon  con- 
vinced the  public  that  our  method  of  doing 
business  was  to  their  benefit.  We  eliminated, 
in  the  change  to  a  cash  business,  the  expense 
of  three  collectors,  three  ^  bookkeepers  and 
one  auditor,  also  the  cost  of  stationery. 
Public  Appreciates  Value 

"During  1918  prices  were  climbing  daily, 
but  when  we  closed  our  business  for  that 
year  we  had  our  collections  down  so  low 
we  closed  the  balance  of  our  charge  accounts 
and  advised  our  customers  they  owed  us 
'nothing.  Since  that  day  business  has  in- 
creased up  to  the  present  time,  which  has 
proved  to  me  that  the  public  will  pay  cash 
if  it  gets  value  with  proper  service." 

Mr.  Coplon  believes  the  most  important 
element  of  merchandising  to-day  is  buying. 

Merchants  throughout  the  State  make 
the  Coplon  establishment  a  port  of  call,  and, 
after  talking  with  Mr.  Coplon  about  "how 

(Continued  on  page  75) 
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Special  Offerings 
't/o     arm ent  © uue rs 


COATS,  SU  ITS,  WRAPS 


DUN  JUNE  SALES.  New  York  repre- 
'  '  sentative  will  make  proper  ready- 
to-wear  purchases  without  any  charge 
to  you.  Be  convinced.  Wire  or  write 
your  wants  today.  H.  HARRIS,  1270 
Broadway,  N.  Y. 


"TWEED  SUITS,  variety  of  styles,  latest 
,  ■  fall  shades,  now  ready  for  immedi- 
ate delivery.  Also  suits  of  tricotine  and 
Poiret  twill.  SAMUEL  P.  LASS,  130  W 
29th  St.,  N.  Y. 


DRESSES 


'^pOSEBUD  FOR  COTTONS"  —  Lin- 
tnnr  P'''nte<3    voiles,  ginghams. 

t.i.7o-?7.5n:  linens,  organdies,  dotted 
voiles,  $4.5n-$12.75;  wash  skirts.  $1.25- 
$5.00.  ROSEBUD  MFG.  CO.,  37  W.  26th 
St.,  N.  Y.    Chicago,  914  Medinah  BIdg. 


pEATURING  summer  frocks,  imported 
'  organdies,  dotted  Swiss  and  ging- 
hams. Wire  or  write  for  assortment  of 
six  dresses.  $3.75  to  $17.50.  DAVID 
SCHWARTZ,  135-141  W.  29th  St.,  N.  Y 


\A/INNERS  — Quick  sellers.  Newest 
dotted  voiles,  organdies,  $4.62i/4. 
STOUTS,  linene,  voile,  satin,  crepe  de 
Chine,  $4.62y2-$12.75.  Send  for  our 
prize  sample  assortment.  RAINBOW 
DRESS  CO.,  147  W.  26th  St.,  N.  Y. 


I  A.  HARTSTEIN  &  CO.,  5  W.  31st  St., 
'■  N.  Y. — Latest  beautiful  creations  of 
Stoffel's  Swiss  organdies  and  dotted 
Swisses,  newest  shades,  $8.75-$16.75. 
Samples  on  request.  All  dresses  have 
Stoffel  labels. 


f^REAT  REDUCTIONS  in  summer 
dresses.  Variety  styles;  voiles,  $3.75- 
$5.00;  organdies,  $3.75-$10.00 ;  ginghams, 
$3.75-$7.50.  Immediate  delivery.  Wire  or 
write  wants.  WEINGARTEN  BROS., 
145  W.  30th  St.,  N.  Y. 


E. 


DEUTSCH,  makers  of  Primo  dress- 
es, 23  W.  32nd  St.  Final  clean 
up  Summer  dresses  regular  and  stouts. 
Do  not  miss  this  opportunity.  Have 
no  salesmen  to  come  to  you.  Call  at 
once,  cannot  submit  samples,  positive 
orders  only. 


LJAVE  YOU  HEARD  of  our  six  dress 
•  '  a  week  plan  whereby  you  get  six 
brand  new  dresses  each  week?  Write 
us  at  once.  You  will  be  interested. 
MEYER  CLOAK  &  DRESS  CO.,  2-4 
So.    Hanover   St.,    Baltimore,  Md. 


Krjr)  CHILDREN'S  ORGANDIE  dress- 

es  to  close  out  at  $3.75,  values 
$5.00  to  $S.50.  SONN  &  BLAU,  119  West 
24th  St.,  N.  Y. 


IMPORTED  ORGANDIE   DRESSES,  14 

'  to  40.  $8.50-$10.00.  Dotted  Swiss  and 
embroidered  dot  voile  dresses,  $8.50- 
$10.00.  Delivery  at  once.  SONN  & 
BLAU,  119  West  24th  St.,  N.  Y. 


SKIRTS 


CKIRTS,  3000;  closing  out  white  serges, 
gabardine  surf  satins  neatly  tailored, 
remarkable  values.    G.  N.  C.  SKIRT,  258 
Fifth  Ave.,  N.  Y. 


WAISTS 


\A/AISTS — Variety  silk  fabrics,  regu- 
*•  lars  and  stylish  stouts.  Leading 
shades  and  black.  Stock  on  hand.  Im- 
mediate shipment.  Wire,  phone,  write 
for  sample  assortment,  or  for  repre- 
sentative. ORIGINAL  SUPREME 
WAIST  CO.,  115  W.  30th  St.,  N.  Y. 


mC-VERY     WAIST     A  PICTURE"— 

*—  Porto  Rican  hand-made  blouses, 
$3.75  each;  imported  French  voile,  geor- 
gette, crepe  de  Chine,  also  stylish  stouts. 
$3.75-$6.75.  Samples  on  approval.  PIC- 
TORIAL WAIST  CO.,  366  Fifth  Ave., 
N.  Y. 


For  Your 

Summer 
Sales 


No.  154 

Pure 
Worsted 
Slipover 

made  in 
all  colors 

$27.00 

per  doz. 


Fibre  Tuxedo  Goats  for  IMMEDIATEJDELIVERY 

$54  per  doz, 

ROYAL  KNITTING  MILLS 

35  West  31st  St.,  New  York 


BATHING  APPAREL 

MILBURY  ATLANTIC 


A  Line  of  Distinction 

When  you  stock  Milbury  Atlantic  Bathing  Goods 

you  have 

The  Best 
Merchan- 
dise  that  gives 
you  satisfied 
customers. 
Goods  well 
made,  good  ma- 
terial, full  sizes. 

Exceptional 
Values 

Send  for  net  price 
lists. 

Shall  be  pleased 
to  submit  samples 
to  reputable  deal- 
ers. 

Also  tremendous 
assortment 
SHAWLS  and 
SWEATERS. 

The  MILBURY  ATLANTIC  MFG.  CO. 

543  Broadway  New  York 

MILLS — Rahway,  N.  J, 
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Outlook  in  Domestic  Leather  Glove 
Field  Develops  Brighter  Tone 


Smaller  Retailers  Show  Greater 
ness — Sleeve  Fashions 

GRADUAL  improvement  in  conditions  is 
encouraging  the  manufacturer  of  do- 
mestic leather  gloves.  Fulton  County 
has  endured  a  long  period  of  depression  and  in- 
activity in  spirit  of  stoicism  which  speaks 
well  for  the  resourcefulness  and  courage  of 
the  men  in  the  domestic  leather  glove  indus- 
try. .  J 
Now  that  the  tide  is  gradually  turning  and 
orders  for  fall  are  trailing  in,  a  feeling  of  re- 
lief from  the  intense  strain  is  apparent. 


Faith  in  Prospects  for  Fall  Busi- 
Offer  Big  Opportunities 

rect  from  a  fashion  standpoint,  otherwise  the 
response  from  the  consumer  will  be  negligible. 


Prices  Are  Reduced 

The  enterprise  of  the  smaller  retail  stores 
in  anticipating  their  requirements  for  early 
fall  is  largely  responsible  for  the  brighter  out- 
look. Strange  to  say,  it  is  not  the  leaders  in 
the  retail  field  who  are  showing  the  most  faith 
in  the  immediate  future  of  the  ^  domestic 
leather  glove  business. 

In  spite  of  the  fact  that  production  has 
been  carefully  curbed  and  regulated  to  meet 
the  moderate  demand,  and  prices  have  been  re- 
duced substantially  on  practically  all  grades 
of  domestic  leather  gloves,  the  average  big 
store  is  still  standing  pat  on  a  platform  of  not 
buying  until  the  retail  selling  season  actually 
opens. 

Too  Much  Conservatism 

Various  motives  govern  this  tight-fisted 
policy.  Some  of  the  larger  retailers  are  carry- 
ing over  sufficient  stocks  of  domestic  leather 
gloves  to  open  the  fall  season  and  are  recep- 
tive only  to  new  ideas  to  "sweeten"  these 
poorly  assorted  stocks.  Others  are  pinning 
their  hopes  almost  entirely  to  various  types  of 
imported  leather  gloves,  expecting  such  goods 
to  fulfill  the  function  of  capes  and  mochas. 
In  other  instances,  it  is  a  question  of  financial 
expediency  to  refrain  from  investment  until 
the  fall  season  opens.  Whatever  the  cause,  the 
Economist  is  of  the  opinion  that  caution  may 
have  been  carried  too  far. 

Better  Grades  in  the  Ascendency 

The  average  manufacturer  in  Fulton 
County  has  also  been  following  a  "stand  pat" 
policy  by  reducing  the  risk  of  heavy  invest- 
ments in  raw  products  until  he  could  ascertain 
the  trend  and  the  size  of  the  fall  demand.  Un- 
der the  chaotic  price  conditions  existing  dur- 
ing the  past  six  months  it  has  not  been  wise 
for  him  to  store  up  surplus  leather  or  to  put 
any  liberal  quantity  in  work  and  he  has  re- 
frained from  doing  so  to  any  great  extent 
As  a  consequence,  he  faces  the  new  season  with 
only  moderately  large  stocks  which  will 
dwindle  quickly  under  the  pressure  of  even  the 
moderate  demand  which  is  certain  to  come 
during  the  next  few  weeks. 

Gloves  of  poor  quality  at  "liquidation 
prices"  still  tend  to  clog  the  channels  of  de- 
mand for  regular  glove  merchandise  of  stand- 
ard grade,  but  the  influence  of  merchandise 
which  has  only  price  to  recommend  it  is  de- 
cidedly on  the  wane. 

While  so-called  "bargains"  both  m  domes- 
tic and  in  imported  leather  gloves  are  of  value 
to  stimulate  action  during  the  dull  period  m 
leather  glove  selling,  they  will  have  consider- 
ably less  worth  at  the  opening  of  the  tall 
leather  glove  season.  A  vital  thing  at  that 
time  will  be  to  feature  choice  glove  merchan- 
dise which  is  not  only  fine  in  quality,  but  cor- 


Many  New  Styles 

The  splendid  opportunities  which  the  new 
sleeve  fashions  otfer  for  the  presentation  oi 
various  types  of  fine  leather  gloves  are  fully 
appreciated  by  the  domestic  leather  glove  man- 
ufacturers. In  their  efforts  to  reduce  prices, 
the  leaders  in  this  field  have  not  sacrificed  in- 
herent merit,  and  as  a  consequence  the  most 
advanced  fall  glove  styles  shown  reflect  great 
credit  on  their  producers. 

Because  of  the  tendency  toward  width  at 
the  bottom  of  the  sleeve,  especial  attention  has 
been  given  to  gauntlet  and  strapped-wrist  ef- 
fects in  infinite  variety  in  the  better  grades  of 
cape,  mocha  and  lamb  gloves.  Care  has  been 
exercised  to  provide  a  generous  width  to  the 
flare  of  the  glove  and  full  measure  m  the 
length  specifications.  This  type  of  glove  is 
considered  the  one  best  bet  for  wear  with  the 
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long  tight  sleeve  of  the  tailor-made  as  well  as 
with  the  long  flowing  sleeve  of  the  newer 
frocks  and  wraps. 

Mousquetaires  for  Early  Fall 

In  mousquetaires  confidence  is  placed  in 
12  and  16-button  lengths  for  September  and 
October  selling  for  wear  with  the  short  sleeves 
of  the  frocks  left  over  from  the  spring  season, 
and  for  use  with  the  extremely  wide  sleeves 
of  the  more  dressy  fall  gowns,  blouses  and 
wraps. 

From  all  present  indications,  there  cer- 
tainly will  be  no  surplus  in  leather  mousque- 
taire  gloves  of  standard  grade,  whether  im- 
ported or  domestic,  because  the  wholesaler  has 
had  very  few  orders  booked  in  advance  for  fall 
delivery  and  he  has  hesitated  to  incur  the 
heavy  risk  involved  in  making  up  substantial 
stocks  of  mousquetaires  on  speculation. 

The  possibility  of  a  slight  stiffening  in  the 
prices  of  mousquetaires  during  the  fall  season 
is  likely  under  these  conditions.  Already, 
prices  have  been  increased  on  a  few  numbers 
of  children's  gloves  because  actual  experience 
proved  that  they  could  not  be  made  and  sold 
profitably  at  the  prices  quoted  earlier  m  the 
season.  On  the  contrary,  quotations  have 
been  shaved  a  trifle  where  manufacturing  con- 
ditions justified,  but  generally  speaking,  prices 
on  fall  leather  gloves  are  sufficiently  well  es- 
tablished for  the  retailer  who  has  deferred 
booking  his  order  to  proceed  with  confidence. 


New  Season's  Styles  Lend  Great 
Importance  to  Dress  Trimmings 


The  season  for  dress  trimmings  is  again 
upon  us.  For  spring  and  summer  wear  little 
of  this  merchandise  of  a  unique  or  novel  type 
is  shown  or  used,  but  with  the  fall  season, 
dress  trimmings  become  an  important  feature 
for  both  manufacturer  and  retailer. 

At  the  present  time  the  coming  season 
looks  as  though  it  would  break  all  records  for 
this  merchandise.  All  of  the  advance  Pans 
models  which  have  made  their  entry  into  this 
country  are  extravagantly  trimmed.  Braids 
particularly  lead  the  procession.  These  braids 
are  of  all  types  from  the  flat  hercules  of  all 
widths  and  the  narrow  soutache  to  the  wide 
novelty  and  embroidered  braids.  They  are 
being  shown  for  use  on  both  the  new  coats  and 
suits. 

The  flat  hercules  braid  is  at  present  the 
leader  for  this  type  of  trimming.  The  black 
cire  braid  is  favored  for  color  although  navy 
and  white  are  close  seconds  and  the  brilliant 
colors  such  as  red,  blue,  green  and  the  varying 
shades  of  henna  and  jade  are  being  used  to 
some  extent. 

Ornate  Girdles  Well  Liked 

Next  in  favor  to  the  braids  are  the  ornate 
girdles.  Instead  of  losing  prestige  after  a 
period  of  preeminence  last  season  they  have 
come  back  more  gorgeous  and  more  eccentric 
than  ever.  These  are  of  individual  style  and 
hardly  two  models  are  alike.  Combinations 
of  beads  of  all  kinds— wooden,  glass,  and  semi- 
precious stones — are  used  with  silk  cords, 
fringes,  tassels,  carved  placques  and  anything 
that  will  lend  itself  to  this  type  of  ornamenta- 
tion. 

On  many  of  the  newest  dresses  and  early 
fall  coats  are  seen  the  silver  and  gilt  girdles 
which  are  made  up  of  links  and  ornamental 
disks.  The  clasps  on  these  girdles  are  some- 
times studded  with  either  imitation  or  real 
jewels,  and  the  ends  are  hung  with  tassels  or 
metal  drops  finished  to  match  the  clasp. 


Spangled  robes  will,  no  doubt,  be  leaders 
for  evening  wear  during  the  coming  season. 
The  newest  importations  are  shown  with  the 
straight  bodice,  a  waist  line  and  either  a  full 
skirt  or  panels.  Some  of  the  straight  line 
chemise  robes  are  also  in  evidence  and  both  the 
solid  spangles  and  those  arranged  in  lighter 
weight  designs  are  in  demand. 

Colors,  as  usual,  tend  largely  to  black, 
either  solid  or  in  combination  with  moonlight, 
coral,  ruby  or  emerald.  Practically  all  of  these 
robes  are  made  in  such  a  way  as  to  feature  a 
girdle  of  tulle,  chiffon  or  beads  to  match  the 
color  in  the  spangles.  Prices  of  this  mer- 
chandise are  somewhat  lower  than  last  season 
and  the  demand  is  very  much  greater. 

Fringes  Hold  Favor 

Spangled  bands  and  flouncings  are  also 
much  sought  for  the  formal  gowns  that  are 
being  presented.  These  flouncings  are  usually 
of  net  and  only  lightly  embroidered  in 
spangles.  Later  in  the  season,  undoubtedly, 
more  solid  effects  will  be  seen. 

Fringes  and  fur  bands  continue  in  favor, 
while  passementerie  has  more  popularity. 


The  Schaller  Co.,  Watertown,  la.,  has  been 
incorporated  for  $300,000.  This  step  was 
taken  to  make  it  possible  for  two  department 
heads  to  purchase  interests  in  the  firm.  They 
are  John  N.  Lynch,  head  of  the  dry  goods  divi- 
sion, and  who  has  been  with  the  firm  since 
1910,  and  W.  E.  Naylor,  who  has  been  head  of 
the  ready-to-wear  department  for  the  past  two 
years. 

The  Winsted,  Conn.,  branch  of  the  W.  W. 
Mertz  Co.,  of  Torrington,  has  been  purchased 
by  George  C.  Poulton  of  Newark,  N.  J.  F.  S. 
Robinson  will  be  general  manager  of  the  store. 


See  article  on  Parasols,  page  77. 
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IRENE  — A  fine  quality  over- 
seam  real  kid;  dressy  but  conserva- 
tive at  a  moderate  price,  in  all 
colors  with  four  row  embroidery 
and  contrasting  hem. 

V.  PERRIN  ^  CIE. 


Office  and  salesrooms: 

222^224  Fourth  Ave.,  New  York 
105  South  Dearborn  St.,  Chicago 


Gloversville,  N.  Y.  Grenoble,  France  Montreal,  Canada 
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Fashion  Exhibit  Features  Mode 
Built  on  Conservative  Lines 

Three  Piece  Suit  Given  Prominent  Place  in  Style  Show  at 
Delmonico's— Semi-Fitted  Knee-Length  Suits  Win  Interest  of 
Buyers— Embroidery  of  Conventional  Nature  Adorns  Dresses 


A COMPREHENSIVE  display  of  women's 
street  garments  was  shown  on  Thurs- 
day of  last  week  to  more  than  350  resi- 
dent and  out-of-town  buyers  in  the  gold  room 
in  Delmonico's,  New  York  City. 

A.  E.  Lefcourt  of  A.  E.  Lefcourt  &  Co.  and 
the  Realart  Dress  Corporation  was  the  organ- 
izer of  this  display,  which  was  staged  as  a 
fashion  show. 

In  furthering  the  idea  of  offering  salable 
merchandise  to  the  retailer,  Mr.  Lefcourt  pre- 
sented over  two  hundred  costumes,  including 
suits  and  street  dresses  all  practical  and  wear- 
able. In  fact,  the  outstanding  feature  of  the 
entire  show  was  the  lack  of  eccentric  and  rad- 
ical styles. 

This  line,  being  one  of  the  first  to  be  com- 
"plete  for  fall,  carries  considerable  weight  with 
buyers  now  in  the  market  looking  for  early 
merchandise.  The  style  tendencies  for  the 
coming  season  are  as  yet  unsettled,  and  a 
showing  of  this  type  is  bound  to  make  an  im- 
pression from  a  fashion  standpoint. 

Three-Piece  Suit  Predominates 

As  already  stated,  the  lines  were  conserva- 
tive both  in  suits  and  dresses. 

The  much-talked-of  three-piece  suit  was  in 
evidence,  with  boxcoats  predominating  in 
either  wrist  to  finger  tip  length. 

Fur  trimming  played  an  important  part 
in  making  the  collars  and  cuffs  and  pockets  of 
these  jackets  while  the  dresses  of  the  three- 
piece  costumes  were  untrimmed. 


Semi-fitted  knee-length  suits  received  much 
attention,  and  from  all  indications  will  be 
favored  for  fall.  These  models  were  beltless, 
with  fitted  underarm  seams  and  long,  tight 
tailored  sleeves.  The  collars  buttoned  close  to 
the  throat. 

Velvets  Favored 

Velvets  and  velours  in  deep  copper  shades 
and  dark  blues  attracted  the  most  attention 
in  this  class.  The  richness  of  the  fabric  was 
sufficient  trimming  within  itself,  except  for 
fur  at  the  collar.  No  embroidery  was  used  on 
these  suits.  However,  embroidery  was  much 
in  evidence  on  the  dresses.  It  was  decidedly 
conventional  in  design  and  lacked  the  bril- 
liance of  color  so  prominent  last  season.  A 
self-tone  or  a  single  contrasting  color  was 
used  as  well  as  metallic  embroideries.  Braid- 
ing also  was  favored. 

Low  waists  and  bloused  bodices  predomi- 
nated with  loose-paneled  skirts,  mounted  on 
black  satin  underdresses.  Many  neck  finishes 
featured  high  turnover  collars  with  an  open- 
ing in  the  front  of  the  blouse  showing  an 
undervest  of  white  lace  or  black  satin ;  others 
opened  to  the  waist  line  in  a  V  shape  with 
turnback  revers. 

Long  Sleeves  in  Majority 

Long,  loose  sleeves  were  in  the  majority. 
Braiding  or  embroidery  below  the  elbow  added 
a  new  note  to  the  sleeves. 

Coat  dresses  were  well  represented  in  slip- 
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over  styles  with  embroidery  either  placed  on 
the  lower  half  of  the  skirt,  above  the  hips  or 
covering  the  entire  bodice. 

"We  are  living  in  a  new  age,  and  it  be- 
hooves us  to  take  cognizance  of  the  dawn  of 
this  new  era,"  said  Mr.  Lefcourt,  commenting 
on  the  exhibit.  "The  ready-to-wear  industry 
cannot  make  any  material  headway  unless  the 
traditions  of  yesterday  are  swept  aside  and 
a  new  pace  is  set.  In  my  opinion,  it  is  noth- 
ing short  of  commercial  suicide  for  any  con- 
cern to  practice  to-day,  the  antiquated  methods 
of  days  gone  by." 

Advancement  Is  Needed 

"There  is  a  crying  need  for  advancement, 
for  progress,  and  new  goals  have  to  be  set 
and  new  standards  achieved.  After  all,  the 
ready-to-wear  industries  is  only  what  those  in 
it  make  it." 

"Our  American  designers  are  entitled  to 
more  encouragement  than  they  have  been  re- 
ceiving in  the  past,"  he  said.  "We  in  America 
know  what  the  American  woman  wants  from 
a  style  vievsrpoint  and  it  is  our  duty  to  func- 
tion in  her  interests  by  doing  better  season 
after  season  and  raising  the  entire  industry 
to  a  higher  plane,  so  that  when  merchandise 
reaches  the  retail  stores  of  the  country  it  will 
find  a  quick,  responsive  and  appreciative  con- 
sumer appeal." 

Buying  the  surplus  stocks  of  two  of  the 
largest  makers  of  children's  dresses,  the 
garments  ranging  in  size  from  two  to  twenty 
years,  Sage,  Allen  &  Co.,  Inc.,  Hartford, 
Conn.,  recently  offered  to  their  customers 
12,640  dresses  at  $1  each.  The  dresses  were 
made  to  retail  at  prices  between  $2  and  $7.75, 
and  it  was  well  that  the  whole  second  floor 
was  taken  over  for  the  day's  selling,  for  the 
space  was  crowded.  Many  of  the  sizes  were 
closed  out  in  the  first  hour,  and  at  the  end 
of  the  day  a  great  part  of  the  whole  lot  had 
disappeared. 


Youth  is  exemplified 
in  the  blue  poiret  twill 
dress,  at  the  extreme 
left,  with  its  circular 
skirt  and  flaring  bodice 
trimmed  in  gold  and 
black  silk  braid. 

Poiret  twill  in  reindeer 
brown  fashions  the  sec- 
ond dress  which  also  car- 
ries an  air  of  youth  in 
the  short  cavalier  cape, 
fitted  basque  and  gather- 
ed skirt.  Both  models 
from  Schulman  & 
Houptman. 


Three  piece  suit  of 
tan  duvet  de  laine  trim- 
med with  self  colored 
chenille  embroidery  edg- 
ed with  beads,  is  third 
model.  The  underdress 
is  made  with  suspender 
effect.  The  collar  is  of 
mink'.  From  M.  Altman 
&  Co. 

At  the  extreme  right 
is  shown  brown  marvella 
modeled  into  a  semi- 
fitted  coat  with  flaring 
side  panels,  one  of  the 
smartest  new  fall  silhou- 
ettes. Fur  trimming  in 
patches  on  coat  skirts  is 
also  a  fall  feature  as  well 
as  fur  collars  and  cuffs. 
From  Wasserman,  Salz- 
berg  &  Leto. 


Sketched  by  an  Economist  artist. 
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Van  Raalte  did  not  originate 
the  fashion  of  wearing  veils. 

That  had  its  beginnings  long 
before  history  was  written. 

But  Van  Raalte  Veils  best  give 
to  the  wearer 

— that  subtle  charm  of  mystery 

— that  provocative  touch  of 
glamor — 

which  has  held  mankind  in 
thrall  since  woman  first  discov- 
ered the  magic  of  the  veil. 

This  is  one  reason  why  your 
customers  prefer  Van  Raalte 
Veils. 

VAN  RAALTE  COMPANY 

Fifth  Avenue,  30th  to  31st  Streets,  New  York 
12  West  St.,  Boston  105  S.  Dearborn  St.,  Chicago 
25  Kearney  St.,  San  Francisco 


VAN  RAALTE 


Makers  of  VAN  RAALTE  Silk  Gloves, 
Silk  Underwear,  Silk  Hosiery  and  Nets 
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Instruction  of  Inventory  Takers 
Keeps  Confusion  at  Minimum 

Here  Is  a  Method  That  Is  Worth  a  Trial— Several  Super- 
visors on  Each  Floor  Insure  the  Proper  Working  Out  of 

System 
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The  advantages  of  this  system  cannot  be 
over-estimated,  and  more  and  more  it  is  su- 
perceding the  old  methods.  It  gives  a  record 
which  is  concise  but  complete,  every  item 
vouched  for  by  two  persons  and  the  detail  and 
data  preserved  in  original  form  taken  at  first 
hand.  One  point  to  be  noted  is  this:  Tags 
cannot  be  numbered  in  printing  them.  Be- 
fore actually  doing  the  work  no  one  can  tell 
how  many  tags  of  different  colors  will  be 
used;  and  it  is  essential  that  tags  be  num- 
bered consecutively  regardless  of  color. 


WITH  many  stoi*es  about  to  undertake 
inventory,  the  method  described  in 
the  following  article  is  of  timely  in- 
terest. It  was  installed  some  years  ago  in  one 
of  the  largest  stores  on  the  Pacific  Coast  and 
has  given  splendid  satisfaction.  This  store 
finds  it  best  to  give  such  careful  instruction 
to  inventory  takers  as  enables  them  to  do  the 
work  quickly  and  accurately  and  with  a  mini- 
mum of  confusion.  Every  effort  is  made  to 
shorten  the  time  necessary  for  the  work,  as 
the  longer  the  period  the  greater  the  upset- 
ting of  store  work.  To  insure  accuracy  and 
thoroughness  several  supervisors  are  em- 
ployed on  each  floor,  who  go  around  looking 
for  cases  of  overlooked  stock,  errors  in  desig- 
nation, slighting  of  their  works  by  those  tak- 
ing stock,  etc.  . 
The  method  here  described  is  used  m 


o 


o 


INVENTORY  TAG^ 


TPTT 


BY 


lOT 

no 


UELESHMZEBS 


TotaS.  AuAn-i 


H  U  M  O  K 


TOTAl  AWAY 


NET  auANTITV 


FlMAl, 


many  well  organized  stores.  It  permits  tak- 
ing stock,  two,  three  or  four  times  a  year  with 
little  confusion,  and  is  good  for  both  large  and 
small  stores. 

Methods  of  Segregation 

Most  stores  now  have  some  method  of  seg- 
regating their  merchandise  as  to  the  length  ot 
time  the  article  has  been  in  stock.  This  sug- 
regation  can  be  shown  by  using  different  col- 
ored slips.  For  instance:  Blue  for  current 
year  merchandise;  white  for  last  year  mer- 
chandise; yellow  for  older  stock.  If  no  such 
segregation  is  desired,  then  only  one  color  slip 
need  be  used.  In  describing  this  method  of 
taking  inventory,  we  will  consider  the  three 
segregations  as  above  mentioned.  _ 

The  following  form  is  suggested  and  in- 
expensive paper  may  be  utilized,  as  indelible 
pencil  only  is  required.    The  tags  are  9  by 


3%  inches.  The  form  of  the  slip  may  be 
changed  to  suit  the  individual  store.  Many 
stores  like  to  take  both  the  cost  and  retail 
prices  and  a  place  for  this  may  be  arranged 
on  the  tag,  as  well  as  any  other  information 
that  is  desired. 

The  work  should  be  carried  on  by  teams 
of  two;  where  more  than  one  team  works,  they 
may  be  lettered  Team  A,  Team  B,  etc.  A 
team  may  be  allotted  to  each  department,  or 
two  if  necessary.  One  member  counts  or 
measures  the  merchandise,  and  makes  the  tag, 
the  other  comes  immediately  after,  recounts 
or  remeasures,  verifying  tag  and  signing 
same,  attaching  it  to  the  merchandise. 

Number  the  Tags 

Tags  must  me  numbered  from  one  up,  con- 
secutively, without  regard  to  color,  each  team 
starting  with  a  number  one  tag.    Great  care 
must  be  taken  in  numbering  tags  as  they  are 
being  used ;  no  numbers  should  be  repeated  or 
skipped.    Use  good  legible  writers,  and  see 
-that  the  tags  are  fully  filled  out,  as  to  quan- 
tity, price,  etc.    The  supervisors  must  watch 
this.    Goods  taken  away  or  sold  during  the 
process  of  inventory  must  be  indicated  in  the 
space  provided  on  the  tags.    Teams  must  not 
sum  up  any  quantities  on  the  tags,  or  deduct 
from  the  original  quantity  any  goods  taken 
away ;  this  and  all  other  figuring  will  be  done 
by  the  office.    Tags  should  be  placed  on  each 
article  where  it  is  at  all  possible,  so  that  it 
can  be  seen  at  a  glance  that  the  entire  stock 
has  been  taken.    This  means,  of  course,  one 
tag  for  each  group  of  goods  bearing  the  same 
price,  lot  number,  etc. 

Teams  Are  Changed 

After  the  tags  have  all  been  attached  to 
the  merchandise,  another  team  takes  charge. 
This  team  consists  of  the  manager  or  some  ex- 
ecutive and  another  person  called  a  compiler. 
The  manager  passes  from  shelf  to  shelf,  case 
to  case,  and  drawer  to  drawer,  taking  up  the 
tags.  He  is  able  to  see  clearly  that  each  ar- 
ticle has  a  tag,  and  he  must  be  careful  to  get 
all  the  tags;  and  consecutively  numbered  as 
they  are,  he  will  be  sure  to  get  the  entire 
stock.  As  he  takes  the  tags  he  passes  them 
to  the  compiler;  who  scrutinizes  them  to  see 
that  there  are  no  missing  numbers  and  that 
they  are  properly  made  out  in  every  detail. 


Slips  Are  Sorted 


When  the  slips  are  all  collected,  the  com- 
piler takes  them  to  the  office,  where  they  are 
sorted  according  to  color,  and  renumbered 
from  1  to  100,  and  stapled  together  in  books 
of  100  slips  each.  They  are  then  figured  by 
the  office  force  on  each  slip  itself,  and  the 
total  of  each  book  of  100  slips  taken.  The  to- 
tals of  all  the  books  in  each  department  are 
added  together  and  after  the  departments  are 
totalled,  you  have  the  entire  store  inventory. 

This  provides  a  result  as  nearly  perfect  as 
is  humanly  possible,  also  making  an  original 
record,  eliminating  the  usual  errors  of  calling, 
copying  and  transferring.  The  little  books 
may  be  banded  together  and  take  very  little 
room  in  the  vault  and  form  a  marvelously  per- 
fect and  permanent  record. 


Patou  Displays 
Models  at  Fete 

"The  Something  New  for  a  Pari- 
sian Does  Not  Mean  the 
Eccentric,'*  He  Writes 

Paris  Office  of  the  Dry  Goods  Economist^ 
2  Rue  des  Italiens 

A FETE  at  the  Pre  Catelan,  in  the  Bois, 
called  the  "Fete  du  Bon  Gout,"  was 
■  organized  by  Andre  de  Fouquieres  for 
the  benefit  of  the  City  Charities  of  Paris. 
This  event  was  called  "Fete  of  French  Tra- 
ditions and  of  French  Elegance." 

The  program  consisted  of  Greek  dances 
by  prominent  premieres  danseuses  of  the 
Opera;  a  Cancan  dance,  and  a  so-called  mod- 
ern dance  by  Harry  Pilcer. 

The  closing  number  of  the  program  was 
called  "La  Surprise"  and  consisted  of  an  ex- 
hibition of  over  70  models  by  Jean  Patou.' 
Monsieur  Patou  had  been  asked  to  exhibit 
his  models  as  illustrating  the  simple  ele- 
gance in  style  which  is  preferred  by  the 
true  Parisian. 

The  following  is  a  translation  of  the- 
explanation  given  by  Monsieur  Jean  Patou 
of  his  models : 
"Madame, 

"Do  not  expect  to  see  robes  of  a  sumptu- 
ous beauty. 

"Do  not  imagine  that  the  models  which 
will  pass  before  you  pretend  to  revolution- 
ize Fashions. 

"They  have  but  one  aim:  to  show  you 
that  youth  and  simplicity  of  line  are  charm- 
ing, and  that  'the  something  new'  for  a 
'Parisian  does  not  mean  the  eccentric  and 
the  complicated. 

"They  have  but  one  object:  to  justify  the 
name  of  the  'fete  of  to-day.'  " 

Signed    JEAN  PATOU. 
This  fete  was  one  of  the  most  brilliant, 
thus  far,  of  the  summer  season  and  was  at- 
tended by  all  of  the  fashionable  world  of 

Many  of  the  most  important  American 
importers  were  present  and  were  apparently 
much  interested  to  see  the  type  of  garments 
worn  by  the  Parisian. 


A  Correction 

In  listing  the  names  of  the  tenants  in  the 
Garment  Center  Capitol  in  last  week's  issue 
the  name  of  Horatio  Simon  &  Co.,  was  inad- 
vertently included,  instead  of  the  name  of  A. 
Gershel  &  Co.  Horatio  Simon  is  still  located 
at  15  East  26th  Street,  in  the  premises  for- 
merly occupied  by  A.  Gershel  &  Co.  Bob  Davis 
is  now  associated  with  A.  Gershel  and  they 
will  be  located  in  Garment  Center  Capitol. 


Progressive  department  heads  have  their 
salespeople  read  the  Economist. 


48 


DRY  GOODS  ECONOMIST,  JUNE  25,  1921 


Our  Anniversary -10  Years  in  Business 

FOR  THIS 

OCCASION 
ONLY 

10%  DISCOUNT 

From  Prices  Quoted 

LIMIT  One  Box 
Each 
Number 
to  a  Customer 


When  You  Say  "Popular  Priced  Laces" 
We  Want  You  to  Mean  "Hacker" 

While  we  have  large  quantities  on  hand, 
we  suggest  immediate  action  to  in 
sure  receiving  your  share  of  this 
extraordinary  offering. 


CHICAGO— August  1-2-3-4-5-6 
Palmer  House,  Room  540 


MEET  US  IN 

NEW  YORK— August  1-2-3-4-5-6 

Tlst  Regiment  Armory,  Spaces 
501-502-725 

WE  WILL  BE 
THERE 


LESS 
10% 


CHICAGO — August  8-9-10-11-12-13 
Coliseum,  Spaces  311-312-307 


FRED'K  HACKER  &  CO. 


31-33  West  21st  Street 


New  York 
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Here  is  a  Useful  Memorandum  Pad 
for  the  Merchandise  Man 

Calendar  of  Suggestions  for  July  Will  Come  in  Useful-Keep  It 
Handy  So  That  You  Can  Refer  to  It  at  Will 


July 


By  Ernest  C.  Hastings 


1921 


Friday 


Monday 


IGo  over  July  clearance  ad. 
Fourth  of  July  merchandise  on 
bargain  tables  Saturday.  What 
stock  of  screens  and  awnings  left? 
Be  sure  that  flags  are  out  and  well 
displayed.  Find  out  what  call  for 
knitted  scarfs  and  silk  sweaters. 


nTry  to  get  some  good  wash 
skirts  for  $1  sale  on  21st. 
Is  wash  silk  sale  started 
right?  Romper  sale  for  kiddies  for 
18th.  Have  toy  department  arrange 
a  display  of  sand  toys.  Try  to  get 
low-priced  middies  for  a  sale. 


1  S 


Monday 


Monday 


Ian  furniture  sale  public- 
ity campaign.  See  if  romp- 
ers are  going.  Make  up  an 
old-fashioned  muslin  sale  for  the 
29th.  Get  up  big  notion  sale  for 
some  day  next  week.  Camera  and 
camera  supplies  should  have  more 
ads  now. 


2^  See  if  furs  are  in  for  Aug- 
C\  ust  sale  and  check  up  ad 
plans.  Mark  down  awnings 
and  screens  for  final  clearance.  Put 
small  grass  rugs  on  bargain  tables. 
Plan  a  big  drive  on  house  furnish- 
ings for  middle  of  August.  Give  in- 
structions as  to  markdowns  to  be 
taken  during  inventory. 


Saturday 

2 Put  vacation  things  on  bargain 
tables.  Buyers'  meeting.  Get 
information  as  to  wash  silk  sale 
for  11th.  Check  advertising  and  sell- 
ing percentages  for  June.  Should 
have  luggage  sale  for  about  7th. 
Try  to  get  cheap  cotton  dresses  for 
a  sale. 


Tuesday 


Tuesday 

-i  ^  See  that  shirt  sale  ad  is 
I  A  ready.  Read  ECONOMIST. 
Make  hammock  and  porch 
swings  move  faster.  Go  over 
woolen  dress  goods  prospects  for 
fall.  A  petticoat  sale  next  Saturday 
for  vacationists.  Get  organdy  dresses 
for  sale. 


Tuesday 


H  r\  Plan  August  fur  sale  adver- 
I  M  tising.  Plan  big  toilet  goods 
^  sale  for  26th.  Read  Econo- 
mist. Feature  some  cheap  silver- 
ware for  knives,  forks  and  spoons. 
Try  out  a  good-sized  ad  on  fireless 
cookers  and  ice  cream  freezers. 
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5 See  if  fur  orders  are  placed  for 
August  sale.  Is  July  clearance 
sale  going  good?  Read  Econo- 
mist. Plan  children's  gingham  dress 
sale  for  14th.  Investigate  bathing 
suit  stock.  Have  sale  of  quilts  and 
blankets  fo-r  campers. 


Wednesday 

6 Prepare  for  big  shirt  sale  July 
16th.  Plan  $1  sale  of  men's 
straw  hats  for  9th.  Have  auto- 
mobile wearables  in  windows.  Might 
Ibe  good  time  for  ad  on  boudoir  caps. 
Check  up  buyers'  vacation  schedule. 
Feature  golf  things. 

Thursday 

7 Check   August    furniture  sale 
plans.    Get  ready  for  luggage 
sale  the  11th.   Have  silk  kimono 
■sale  for  vacationists  Saturday.  Silk 
hosiery  sale  for  next  Monday.  Fea- 
ture some  aprons  for  next  Thursday. 
Get  sandals  for  children. 


Wednesday 

■<  C\  Have  window  put  in  of  new 
I  ."S  fall  millinery.  Final  effort 
-*-  ^  for  July  clearance  sale  Sat- 
urday. See  how  many  spring  coats 
and  suits  are  left  and  cut  them  the 
limit.  Have  sporting  and  athletic 
goods  in  Friday's  ad. 


Wednesday 

^  r\  See  ad  proof  for  porch  dress 
/X)  sale.  Have  sports  things 
^  ^  put  in  the  windows.  Plan 
screen  sale  for  Monday.  Have  ad 
on  bathing  suits  for  23rd._  Feature 
undermuslins  for  vacationists.  Plan 
a  big  silk  waist  sale  for  the  end  of 
the  month.  Check  up  departmental 
gains  to  date. 


Tuesday 

See  if  toilet  goods  are  prop- 
erly displayed  for  sale. 
Read  Economist.  See  how 
many  refrigerators  in  stock  rooms. 
Plan  a  two-day  pre-inventory  sale 
for  29th  and  30th.  Look  into  hos- 
iery prices  for  fall.  Is  there  any 
demand  for  wash  skirts  and  what 
price? 


Wednesday 


i^ri  Have  advance  fall  things 
/  put  in  the  window  if  not  in. 
Try  to  group  white  shoes 
for  a  sale  Saturday.  Have  auto  veil 
ad  for  30th.  Are  silk  gloves  selling 
propeTly?  Olfer  soft  collar  shirts 
for  campers.  Give  buying  allotments 
to  department  heads  for  August. 


Thursday 

MSee  if  dresses  are  in  for 
July  22.  Is  toilet  goods  sale 
success?  How  are  kids' 
dresses  going?  Put  little  more  pep 
in  white  shoe  selling.  See  toy  buyer 
as  to  prices  and  orders  placed.  Get 
some  bathing  corsets  and  advertise. 


Thursday 

^  H  How  are  $1  wash  skirts  go- 
\  ing?  Get  ready  for  boys' 
^  wash  suit  sale  for  28th.  Are 
there  many  men's  wash  ties  left? 
How  many  knit  underwear  orders 
placed  for  fall?  Ought  to  be  some 
novelties  in  hand  bags  to  sell  now. 
See  that  stock  of  tennis  and  sports 
shoes  is  complete. 


Thursday 

2r~)  Are  wash  suits  properly 
displayed  for  sale?  Suggest 
Turkish  towel  sale  for  early 
in  August.  See  if  you  can  get  art 
package  goods  cheap  for  August 
sale.  Summer  corset  sale  for  Aug- 
ust. Go  over  August  plans  with 
adman.  Talk  over  advisability  of  a 
fashion  show  for  fall. 


Friday 

8 Have  porch  dresses  ordered  for 
big  sale  22nd.    Put  picnic  ac- 
cessories on  bargain  table  Sat- 
urday.   Plan  sheet  and  pillow  case 
sale  for  18th.  Try  a  mark-down  sale 
of  baby  carriages  soon.    Sale  of  sta- 
•  tionery  for  vacationists. 

Saturday 

9 See  that  shirts  are  in  for  16th 
sale.  Buyers'  meeting.  Plan 
-  toilet  goods  sale  for  Uth.  See 
if  enough  cheap  china  is  in  stock  for 
sale  about  19th.  Go  through  all  ware- 
houses and  stock  rooms.  Sale  mat- 
.  ting  cases  for  picnics. 


Friday 

-<  Ask  buyer  if  blankets  are 

I  in  or  on  the  way  for  the 

August  sale.  $1  wash 
waists  for  bargain  tables  Saturday. 
Plan  grass  rug  sale  for  25th.  Write 
for  corset  demonstrations  for  early 
in  September.  See  what  percentage 
of  jewelry  orders  are  now  placed  for 
Xmas. 


Friday 

^"X  ^  Are  porch  dresses  selling  ? 
j/^  Cheap  straw  sailor  hats  for 
^  the  bargain  table  Saturday. 
Check  availability  of  linens  for  fall. 
Plan  another  big  luggage  sale  for 
28th.  Get  some  bed  spreads  for  good 
sale  30th.  Reduce  prices  on  men's 
summer  weight  suits  and  plan  a  sale. 


Friday 

Bathing  suits  ,and  acces- 
sories for  the  bargain  tables 
Saturday.  Be  sure  all  mark- 
downs  and  mark-ups  are  in.  Better 
check  up  placing  of  orders  for  school 
supplies.  Have  buyers  get  sprinkling 
of  fall  merchandise  at  once. 


29 


Saturday 

-4  See  how  shirt  sale  starts. 

I  \\  End  clearance  sale.  Buyers' 
J-  \J  ineeting.  Write  Economist 
about  fall  merchandise  conditions. 
Have  paper  napkins  and  picnic 
plates  displayed  in  department.  Go 
through  the  departments  for  odds 
and  ends  to  close  out. 


23 


Saturday 

Have  fur  and  furniture  sale 
stulfers  gotten  out  for 
monthly  statements  and  for 
packages.  Buyers'  meeting.  Plan 
georgette  crepe  sale  for  28th  if  it 
can  be  had  at  a  price.  Display  first- 
aid  kits  for  vacationists.  See  about 
special  signs  for  the  fur  and  blanket 
sales. 


30 


Saturday 

Have  inventory  slips  pulled. 
Buyers'  meeting.  Have  win- 
dows dressed  for  blanket 
and  fur  sale.  Go  over  order  file  and 
cancel  or  renew  overdue  orders. 
Check  up  help  for  fur  and  blanket 
sale.  Give  buyers  an  outline  of  mer- 
chandise policy  for  rest  of  summer 
and  fall. 
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REG.  U.S.  PAT  OFF. 


^^^^^^^^^^^^^ 
Silkr-Siockiii^s  fhat"^ar 


$106,559.57 

For  tke  Montk  of  May 

The  two  retail  shops  in  New 
York  have  a  total  counter  space 
of  110  feet.  One  shop  is  at 
1  West  34th  Street— the  other 
at  504  5th  Ave. 

Following  are  the  daily  net  sales 
in  both  shops  for  the  month  of 
May,  1921.  They  are  worth 
the  study  of  all  merchandisers. 


Monday, 
Tuesday, 
Wednesday, 
Thursday, 
Friday, 
Saturday, 
Monday, 
Tuesday, 
Wednesday, 
Thursday, 
Friday, 
Saturday, 
Monday, 
Tuesday, 
Wednesday, 
Thursday, 
Friday, 
Saturday, 
Monday, 
Tuesday, 
Wednesday, 
Thursday, 
Friday, 
Saturday, 
Tuesday, 


May 
May 
May 
May 
May 
May 
May 
May  10- 
May  11 
May  12 
May  13- 
May  14- 
May  16- 
May  17- 
May  18- 
May  19- 
May  20- 
May  21- 
May  23- 
May  24- 
May  25- 
May  26- 
May  27- 
May  28- 
May  31- 


-$3750.22 

-  3834.41 

-  3416.29 

-  3242.06 

-  3234.76 

-  5860.66 

-  4118.91 

■  3684.28 

-  4061.77 

■  3726.94 

■  3661.31 

■  6232.72 

■  3717.12 

■  3654.03 

■  3969.58 
3592.37 

■  4672.30 
6258.73 
3813.14 
4483.31 
3233.30 
4478.26 
4967.05 
6052.89 
4843.16 


$106,559.57 


A  Typical  Month — Not  the 
Largest  Nor  the  Smallest 
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Gxrflbam  SilkHosieru  (gj"^ 

MANUFACTURERS  '^'^ 

516-Fifth  Ave.     New  Tork 

Mills:  Philadelphia  and    New  York 


Incldentally- 
Our  quarter  century 's- 
Experlence- 
Means  a  whole  lot- 
In  the  efficient  handling 
Of  YOUR  sale- 
For  it  assures- 
A  thorough  knowledge - 
Of  that- 

Un certain  element- 
The  buying  public. 
Pact  is- 

We  overlook  NOTHING- 
In  YOUR  sale- 
That  insures - 
It's  complete  success- 
And  your  SATISFACTION.  ' 
That's  one  reason- 
Why  we've  been- 
In  business- 
For  a  quarter  century. 
I'd  tell  you- 
All  about - 
KELLY  service- 
If  I  had  the  coupon 


T.  K.  Kelly  Sales  Systei 

2548  Nicollet  Ave. 

M 

inneapolis,  Minn. 


I  Size  of  my  stock 


-State. 


British  Knit  Wear 
Prices  Unstable 

Buyers  from  United  States  in  Many 
Cases  Fail  to  Make 
Purchases 

London  Office  of  the  Dry  Goods  Economist, 
11  Haymarket,  S.  W.  1 

PRICES  of  knit  underwear  and  hosiery 
are  so  unstable  that  it  is  difficult  to 
arrive  at  any  price  level  which  might 
be  regarded  as  likely  to  last  any  length  of 
time.  This  unsettlement  is  the  chief  obstacle 
in  the  way  of  overseas  trade.  There  is  so 
much  stock  on  the  market  at  prices  which 
manufacturers  cannot  repeat  at  present  costs 
of  production  that  the  price  situation  is  ex- 
tremely complicated.  Manufacturers  and 
wholesalers  are  selling  to  get  immediate  cash 
rather  than  to  establish  any  sort  of  price 
level. 

Buyers  from  the  United  States  have  vis- 
ited here  and  returned,  in  many  cases,  with- 
out making  purchases.  This  is  not  because 
the  goods  are  unsatisfactory,  but  because 
the  buyers  have  been  unable  to  fathom  the 
intricacies  of  the  price  muddle. 

Future  Prices  in  Doubt 

They  have  been  offered  attractive  lines 
at  tempting  prices;  but  when  the  question 
of  repeat  orders  has  been  discussed  the  man- 
ufacturer has  been  unable  to  offer  a  definite 
price  which  comes  anywhere  near  to  ap- 
proaching that  quoted  for  goods  in  stock. 
Buyers  of  job  lots  seem  to  be  the  only  ones 
able  to  do  much  business,  and  they  are  hav- 
ing the  time  of  their  lives. 

There  is  a  cheerful  tone  prevailing,  never- 
theless, despite  the  coal  strike  and  the  seri- 
ous check  it  has  caused  the  knitted  goods 
industry.  One  reason  for  this  is  the  further 
reduction  of  operatives'  wages  announced 
last  month.  At  that  time  one  penny  per 
shilling  of  the  war  bonus  was  taken  ott. 
This  was  the  second  time  such  a  reduction 
was  made,  and  when  the  index  figure  of  the 
Board  of  Trade  shows  the  cost  of  living  to 
be  only  115  per  cent  above  the  level  of  July, 
1914,  still  another  penny  will  come  off. 

Any  reduction  beyond  that  must  come 
after  consideration  by  the  Joint  Industrial 
Council  of  the  Hosiery  Trade,  which  exists 
to  make  amicable  adjustments  of  wages  and 
working  conditions. 

Cut  Affects  Prices 


The  total  reduction  in  pay  is  not  large; 
but  it  enables  manufacturers  to  make  sub- 
stantial price  reductions.  Half -hose,  for  in- 
stance, can  be  had  at  very  reasonable  prices 
now  as  compared  with  the  prices  demanded 
a  few  months  ago.  Women's  stockings  also 
are  down  considerably,  though  the  best  qual- 
ities still  are  fairly  dear. 

There  are  large  stocks  which  were  accu- 
mulated when  manufacturers  were  slow  to 
realize  the  proportions  of  the  business  slump 
and  continued  operating  at  full  speed.  Many 
bargains  may  be  obtained  from  these  stocks. 
There  are  newlv  manufactured  goods  too, 
which  reflect  the  fall  in  yarn  prices  and  the 
wage  reductions;  but  it  is  not  worth  while 
quoting  prices,  since,  as  said  above  prices 
are  subject  to  a  great  deal  of  variation  and 
uncertainty.  ,  , 

It  is  warmly  contended  that  retailers  have 
not  given  their  customers  full  advantage  of 
the  bargain  possibilities.  Certainly  with 
some  notable  exceptions,  the  shops  do  not 
show  such  decrease  in  prices  as  the  public 


DRY  GOODS  ECONOMIST,  JUNE  25,  1921 

has  a  right  to  expect  under  the  circum- 
stances. 

High  Priced  Stocks  Remain 
The  defense  of  the  retailers  is  that  they 
have  not  yet  been  able  to  work  off  goods 
bought  at  the  peak  of  the  market.  The  over- 
seas buyer,  however,  should  remember  that 
manufacturers  are  inclined  to  retaliate  on 
these  retailers  by  giving  preference  to  in- 
quiries from  abroad. 

The  market  for  knitted  underwear  of  all 
descriptions  was  very  disappointing  last 
winter,  and  a  considerable  amount  of  reason- 
ably priced  merchandise  is  at  the  disposal 
of  buyers.  Those  who  are  in  a  position  to 
push  medium  and  heavy  wool  underwear 
should  get  in  early,  as  prices  usually  harden 
in  the  autumn.  "Opera"  underwear— knitted 
for  wear  with  evening  dress,  without  sleeves 
or  neck  and  with  knee-length  legs— in  both 
silk  and  artificial  silk,  is  keeping  well  up 
in  price;  but  some  lines  are  down  as  much 
as  30  per  cent  as  compared  with  last  winter  s 
figures.   

Cold  Weather  Hits 
Underwear  Sales 

Warmer  Days  Bound  to  Stimulate 
Turnover  of  Lightweight 
Goods 

The  cool  weather  which  has  been  experi- 
enced in  many  sections  of  the  country  has  been 
holding  back  sales  of  lightweight  underwear. 
Now  that  the  warm  months  are  definitely  with 
us,  however,  retail  business  in  this  line  has 
picked  up  comfortably,  and  goods  are  going 
over  the  counter  at  a  more  rapid  rate. 

Wholesalers  say  that  business  is  far  better 
in  women's  lines  than  in  men's  goods,  es- 
pecially two-piece  garments  of  the  latter  class, 
though  these  have  picked  up  recently.  The 
slow  movement  of  these  garments  is  attributed 
by  many  people  to  the  amount  of  Government 
goods  which  has  come  on  the  market.  It  is 
believed,  however,  that  it  will  not  be  long 
before  the  greater  part  of  these  goods  has 
gone  into  distribution,  leaving  the  way  clear 
for  a  more  normal  distribution  of  newly  man- 
ufactured underwear.  Mills  are  producing 
much  less  than  a  normal  output  of  underwear, 
and  this,  rather  than  abnormal  demand,  ac- 
counts for  the  slow  deliveries  of  women's 
goods  which  have  bothered  the  trade. 

Very  little  has  been  done  with  fall  under- 
wear by  retailers.  The  small  orders  placed  by 
jobbers  do  not,  probably,  reflect  actual  needs 
so  much  as  a  desire  to  get  their  stocks  in  shape 
for  the  belated  demand  which  must  come  when 
the  light-weight  season  nears  its  close.  So 
far  there  is  no  evidence  that  the  retailer  is 
taking  more  than  a  nominal  interest  in  fall 
goods. 
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A  large  crowd  attended  the  auction  of  the 
salvage  underwear  stock  of  the  Roxford  Knit- 
ting Co.,  held  in  New  York  this  week.  Most 
of  those  present  were  small  jobbers,  but  a 
sprinkling  of  retailers  also  bid.  Among 
them  were  the  Goerke  Co.,  Newark,  N.  J. ;  the 
Wm.  Filene's  Sons  Co.,  Boston;  Rothenburg 
&  Co.,  New  York,  and  Tepper  Bros.,  Plainfield, 
N.  J.  In  the  sale  were  included  both  ribbed 
and  flat  knit  shirts,  drawers  and  unionsuits 
as  well  as  nainsook  goods,  all  men's  and  boys'. 
Sea  Island  shirts  and  drawers  brought  36 
cents  per  garment;  lisle,  29  cents;  nainsook, 
271/2  cents.  Nainsook  unionsuits  brought  49 
to  60  cents,  and  white  knit  unionsuits,  both 
ribbed  and  flat,  from  52V2  to  60  cents. 


Artificial  Silk  Hose 
Price^^o  Up 

Future  Costs  Depend  Largely  on 
Maintenance  of  Demand  and 
Strength  of  Japanese 
Holders 

IN  the  hosiery  market  it  is  noticeable  that 
cotton  hose  are  much  more  quiet  than 
they  were  some  time  ago.  This  is  simply 
the  reflection  of  a  demand  at  retail  counters 
which  emphasizes  silk  and  artificial  silk 
stockings  and  turns  up  its  nose  at  those  of 
cotton.  Artificial  silk  hose  have  gone  up 
in  price  during  the  last  week,  one  of  the 
most  important  wholesalers  having  increased 
his  price  25  cents  a  dozen — to  the  jobber. 
This  puts  the  former  50-cent  retail  number 
on  a  slightly  higher  plane.  There  is  evi- 
dence of  a  scarcity  of  artificial  silk,  due  to 
the  unexpected  demand  which  has  developed 
for  the  finished  product  and  this  naturally 
is  causing  increasing  firmness  in  prices,  es- 
pecially where  the  silk  is  held  by  dealers. 

One  hears  it  said  that  fall  silk  hosiery 
will  be  lower  in  price  than  that  offered  now. 
Evidently  this  expectation  is  based  on  a  be- 
lief that  raw  silk  is  to  come  down.  Undoubt- 
edly, the  present  level  is  artificially  main- 
tained, just  as  was  the  high  level  at  which 
the  material  was  held  before  the  break  last 
year. 

Silk  Out  of  Line 

Also,  considering  the  ratio  between  pre- 
war prices  and  to-day's  prices,  silk  is  out 
of  line  with  other  raw  materials.  Either 
other  materials  will  have  to  go  up  or  silk 
will  have  to  come  down.  Much  depends  on 
the  strength  of  Japanese  holders  and  the 
continuation  of  spirited  demand  here.  Makers 
of  broad  silks  are  not  doing  an  especially 
lively  business  and  hence  are  not  consuming 
normal  quantities  of  silk. 

On  the  other  hand,  the  Japanese  syndi- 
cate was  able  to  maintain  the  pegged  price 
successfully  during  a  trying  period,  and 
though  raw  silk  has  fluctuated  all  over  the 
lot  during  the  last  two  months,  it  is  now  at 
a  higher  level  than  has  been  seen  for  some 
time.  The  following  figures  indicate  the 
shifting  about  which  has  occurred:  Sinshiu 
No.  1,  the  lowest  grade  of  Japanese  silk,  was 
$5.80  on  May  4,  $5.55  on  May  13,  $5.45  on 
May  24,  $5.75  on  June  4,  and  $6.10  on  June  17. 
The  highest  grade,  used  in  the  best  hosiery, 
ran  as  follows:  $6.65  on  May  4,  $6.40  on 
May  13,  $6.30  on  May  24,  $6.55  on  June  4, 
and  $6.65  on  June  17. 

Production  Sold  Ahead 

Possibly  the  best  answer  to  the  question 
of  fall  prices  is  this:  One  of  the  largest 
makers  of  full-fashioned  silk  stockings  has 
sold  his  entire  production  up  to  1922  at  an 
advance  of  about  $1  a  dozen  over  prices  ob- 
tained on  deliveries  up  to  August. 

In  the  meantime,  Philadelphia  mills  mak- 
ing seamless  and  mock  seam  silk  stockings 
have  had  so  many  orders  in  the  last  seven 
weeks  that  several  are  running  with  night 
shifts  and  certain  kinds  of  help  are  scarce. 
One  of  the  best-known  makers  of  men's  half- 
hose,  too,  is  actually  busier  than  he  has  ever 
been  before,  all  numbers  being  in  active  de- 
mand. 

P.  A.  Halperin,  representing  the  Londoi) 
Hosiery  Co.,  London,  England,  has  come  to 
this  country  on  a  buying  trip.  He  will  remain 
here  four  weeks. 
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FFiANKLIN 

WOOLEN  HOSIERVd 


ooLen  ^OLj  nose 
for  Children 

Note  the  fine  texture  and  perfect  weave  of 
Franklin  Brand  Golf  Hose  for  children. 
Observe  how  well  this  hosiery  fits — all  wool 
and  English  style  knitting  certainly  pro- 
duces an  unequalled  finish! 

Boys  and  girls  are  particular — especially 
those  between  the  ages  of  8  and  1 4,  and 
they  let  their  preferences  be  known. 

The  sturdy  grace  of  fit  and  finish  of  Franklin 
Brand  affords  an  appeal  that  should  leave 
no  doubt  as  to  your  choice  of  Golf  Hose  to 
meet  the  popular  demand  this  fall. 

SULLOWAY  MILLS 

FRANKLIN,  NEW  HAMP. 

E.  M.  Townsend  &  Co.,  Sole  Agents 
345  Broadway,  New  York 
Boston  Philadelphia  Chlcetgo 


^^^^^^^^^ 
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Cool  Weather  Fails  to  Stem  Buying  gj^ 
Of  Men's  Apparel  on  a  Large  Scale 

Sports  Clothes  Stand  in  High  Favor— Browns,  Grays  and 
Blues  to  Be  Popular  Colors  in  Fall  Lines— Price  Reductions 
Will  Aid  Retailers— Tweeds  in  Norfolk  Effects  Expected  to 
Sell  Well  in  New  Season 


STYLES  for  men's  and  boys'  wear  for  the 
fall  and  winter  season  have  become  well 
established,  prices  have  settled  to  a  firm 
basis,  a  satisfactory  volume  of  healthy  ad- 
vance orders  has  been  placed  by  foresighted 
merchants  and  prospects  are  bright  for  a  sea- 
son of  good-,  substantial  trade.  Despite  the 
exceptionally  cool  weather  which  has  prevailed 
in  virtually  all  portions  of  the  country  thus 
far  this  season,  leaving  the  real  summer  trade 
still  to  come  with  the  arrival  of  hot  days,  the 
degree  in  which  the  public  has  resumed  buy- 
ing has  been  a  real  surprise  and  a  pleasant 
one  to  the  average  merchant. 

In  men's  and  boys'  clothing,  suits  of  a 
variety  of  woolens  such  as  cassimeres,  cheviots 
and  unfinished  worsteds  in  pencil  stripes, 
checks  and  the  herring-bone  weaves  are  to 
remain  strongly  in  vogue.  Those  materials 
and  patterns  have  enjoyed  exceptional  favor 
this  season,  because  they  represented  a  change 
over  previously  existing  fashions,  and  it  seems 
desirable  to  continue  their  use  for  the  coming 


season. 


Rough  Weaves  Well  Liked 


The  rougher  weaves  which  are  so  appro- 
priate for  golfing  and  general  sports  wear 
clothing  have  gained  a  very  strong  position  in 
the  public  mind,  and  far  be  it  from  the  manu- 
facturer or  merchant  who  is  clever  to  dis- 
courage that  attitude.  Sports  clothing  has 
put  more  "pep"  into  the  business  than  any 
other  single  thing. 

They  are  to  be  seen  on  well-dressed  men 
everywhere.  Sports  clothes  are  worn  as  busi- 
ness suits  and  have  taken  an  extremely  strong 
hold  on  the  average  man  because  they  oiTer 
opportunity  for  something  new  and  a  show 
of  individuality.  A  modified  form  of  the  golf 
suit  will  sell  very  well  this  fall.  Golf  suits 
this  season  have  been  made  up  by  many  manu- 


Several  new  notes  are  featured  tn  this  new 
sport  shirt.  It  is  made  of  white  corded  poplin 
with  low  short-point  attached  collar  with  tapes 
in  back  and  front.  Principal  features  are  two 
box  pleated  expansion  breast  pockets  and  box 
pleats  in  the  back.  It  also  has  the  two-button 
Broadwav  cuff?.  Made  by  Earl  &  Wilson, 
Troy,  N.  Y. 


facturers  in  four  pieces— coat,  vest,  long 
trousers  and  knickers  for  golfing. 

Browns,  grays  and  blues  will  hold  high 
positions  in  the  color  scheme  in  the  clothing 
world  this  fall. 

Prices  Ought  to  Be  Right 

There  will  be  a  real  demand  for  fine  quality 
merchandise  at  reasonable  price   and  with 


This  fall  suit  for  sportswear  or  general  loung- 
ing has  a  single  breasted,  three  button,  soft  roll 
front  coat  with  four  patch  pockets  with  extra 
flaps.  Fancy  buttons  on  pockets,  sleeves  and 
front.  The  back  is  made  with  pointed  yoke 
and  an  inverted  pleat  running  from  the  point 
to  the  bottom  of  the  coat.  It  is  a  30-inch 
length  coat.    Made  by  Cohen  &  Lang. 

the  substantial  reductions  in  manufacturers' 
prices  over  those  quoted  a  year  ago  it  will  be 
possible  for  the  merchants  to  offer  some  very 
attractive  goods  at  attractive  prices  this  year. 

With  the  exception  of  labor  prices,  costs 
which  enter  into  the  manufacture  of  clothing 
have  been  pretty  well  shaken  down.  Workers' 
wages  have  not  dropped  in  proportion  to  other 
costs  and  there  is  very  little  possibility  of  any 
substantial  reductions  being  made  in  that  di- 
rection for  some  time  to  come. 

Soft  Roll  Effects  a  Good  Bet 

Soft  roll  effects  in  coat  fronts  will  be  the 
correct  thing  for  fall,  with  not  a  great  deal 
of  change  in  the  general  lines.  Sack  coats  will 
be  made  of  average  medium  length  and  there 
will  be  a  wide  variation  in  trims,  pockets, 
vent  lengths,  etc.  Double-breasted  models 
have  sold  particularly  well  this  spring.  Be- 


Negligee  style  soft  shirt  ivith  double  cuffs 
of  novel  fabric  and  pattern,  in  silk  with  cotton 
mixture,  in  jacquard  design,  in  a  pretty  blend 
of  lavender  and  green.  Made  by  W.  M.  Step- 
pacher  &  Bro.,  Inc.,  Philadelphia,  Pa. 

cause  they  don't  look  as  well  as  the  single- 
breasted  coats  when  left  unbuttoned,  they  have 
quite  naturally  declined  in  favor  during  the 
past  few  weeks,  with  the  advance  of  summer 
weather.  But  double-breasted  coats  have  been 
in  strong  enough  demand  to  insure  a  return 
to  favor  this  fall. 

Merchants  Gain  Courage 

Reports  from  all  sections  of  the  country 
indicate  that  clothing  merchants  are  placing 
orders  for  fall  with  renewed  confidence.  There 
seems  no  sane  reason  why  merchants  should 
not  place  at  least  50  per  cent  of  their  normal 
requirements,  insuring  ample  goods  on  hand 
for  the  opening  of  the  fall  selling  season  in 
September  and  placing  the  remainder  of  their 
orders  as  the  need  appears. 

There  is  no  question  but  that  the  time  is 
ripe  for  some  designer  to  produce  a  new  model 
which  would  spring  into  instant  favor  with 
the  public  but  up  to  this  time  no  such  model 
has  made  its  appearance.  Merchants  would  be 
in  a  position  to  order  such  a  style  if  it  should 
be  created  later,  without  overstocking  them- 
selves. 

Fewer  Fabric  Patterns 

There  are  fewer  fabric  patterns  for  the 
coming  season  than  usual.  Merchants  are  re- 
alizing that  the  days  of  easy  selling  are  gone 
and  advanced  orders  already  placed  provide 
for  a  wide  assortment  of  sizes,  including  longs, 
shorts,  stouts  and  semi-stouts,  indicating  that 
they  mean  to  let  no  customer  leave  the  store 
for  lack  of  sizes  to  fit  him. 

Tweeds  made  into  semi-sport  models  with 
Norfolk  effects  are  counted  upon  as  good  sell- 
ers for  fall,  following  their  introduction  and 
favorable  receipt  this  season.  Browns  and 
brown  mixtures  are  to  be  in  good  demand. 

Cuffs  are  making  their  appearance  on  many 
coat  sleeves  for  fall  and  disappearing  from  the 
bottoms  of  the  trousers.  The  effort  to  intro- 
duce the  English  idea  of  the  flaring  trouser 
bottoms,  making  them  bell  shaped  like  the  bot- 
toms of  sailor  trousers  has  not  and  probably 
will  not  gain  much  ground  in  this  country. 
They  are  ungainly  looking  and  only  the  ex- 
treme dresser  would  be  attracted  by  them. 

Salesmen  Are  Recalled 

Some  suit  manufacturers  have  recalled 
their  salesmen  from  their  road  trips  because 
of  the  comparatively  small  volume  of  orders 
received  for  fall  and  are  planning  to  send  them 
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"It's  the  Only  Satisfactory 
Glove  That  I  Ever  Wore'' 

So  says — or  thinks — the  workingman  after  he  has 
worn  ASBESTOL  gloves  or  mittens  long  enough 
to  find  out  that  they  actually  serve  and  do  the 
things  claimed  for  them — that  they  really  have 
long  life  and  stretch  his  glove  expense  over  a 
longer  period.  Always,  after  his  first  tryout  of 
ASBESTOL  gloves  or  mittens,  his  first  thought  in 
buying  new  ones  is  to  look  for  this  trademark: 


.SBESTOl 


Off- 


These  gloves  are  shapely 
and  roomy,  but  not  bun- 
glesome.  They  are 
strongly  made  and  the 
seams  do  not  score  the 
hands.  The  material  is 
horsehide,  tanned  and 
treated  so  that  it  has  an 
extra  toughness  and  re- 
sists hard  usage.  The 
trademark  "ASBESTOL" 


comes  from  the  ability  of 
this  specially  tanned 
leather  to  stand  intense 
degrees  of  heat  or  to  go 
through  steam  and  hot 
water  without  injury,  dry- 
ing out  smooth,  soft  and 
comfortable. 

There  is  a  special  style  of 
glove  for  every  class  of 
workingman. 


Ask  your  Jobber's  salesman. 

Eisendrath  Glove  Company 

2001  Elston  Ave.,  Chicago 


TWO  GOOD  LOW 


(LA 


RROW 

Collar 

FOR  IMMEDIATE  TRADE 
REQUIREMENTS 

Cluett.Peabody  6'Co.  Inc^^^^AKEns.  Troy. N.Y 


iPopsi'  Wa^f)  ^uitsi 


Only  $12.00  Dozen 

Net  30  Days 

Here's  a  "smashing"  leader.  Fill  a  window,  run  an  ad.,  and 
you  will  start  your  wash  suit  business  with  a  push  that  will 
keep  it  coming  all  season. 

Every  suit  labeled  and  made  of  Duretta  Cloth  in  solid  white, 
and  white  with  combinations  of  navy,  brown,  green,  cadet  and 
pink;  sizes  3  to  8. 

No  less  than  a  dozen  of  a  style  sold.  No  samples  submitted. 
Order  now — and  be  sure  that  your  first  order  will  be  large 
enough  to  supply  the  rush. 

(§ott)am  i^obeltp  Companp 


37-41  West  26th  Street 


New  York 


out  again  during  the  first  part  of  the  coming 
month.  It  is  figured  that  by  the  first  or  second 
week  in  July  the  merchants  who  have  declined 
to  place  advance  orders  will  have  had  ample 
time  to  compare  values  represented  in  the 
various  lines  and  will  be  ready  to  do  business. 

The  fact  that  merchants  generally  are  plac- 
ing small,  conservative  orders  when  they  place 
any,  is  an  excellent  sign,  for  it  indicates  sane 
management  and  means  there  will  be  none  of 
the  orgy  of  cancellations  from  which  the  whole 
trade  suffered  so  severely  a  year  ago. 

Deliveries  Hold  Back  Work 

Manufacturers  have  been  delayed  in  their 
work  considerably  by  the  slow  delivery  of 
heavyweight  piece  goods  from  the  mills.  An 
improvement  in  deliveries  has  helped  the  sit- 
uation during  the  past  few  weeks. 

Ulsters  and  ulsterette  types  will  be  the 
fashion  in  overcoats,  being  about  the  only  type 
suitable  for  the  heavy,  fleecy-faced,  plaid- 
backed  overcoating  material  which  will  be  the 
feature  of  the  season.  Coats  in  fancy  effects 
for  the  younger  men  with  a  great  variety  of 
styles  should  be  popular  but  practically  all  of 
them  will  be  double  breasted  with  belts  and 
wide,  flowing  bottoms.  Fancy  pleats,  belts, 
pockets,  collars  and  lapels  will  lend  individu- 
ality to  the  styles.  The  raglan  sleeve  will  be 
widely  used. 

Orders  for  overcoats  are  rather  brisk  with 
most  manufacturers.  Because  of  the  ad- 
mittedly inferior  wearing  qualities  of  the 
fleecy-surfaced  materials  many  retailers  are 
going  lightly  on  that  class  of  garment  despite 
the  predictions  of  popularity.  They  contend 
that  customers  will  be  dissatisfied  with  the 
service  the  coats  will  give  and  they  prefer  to 
push  hard  finished  materials. 

Coat  Stocks  Are  Light 

Generally  speaking,  stocks  of  coats  are 
light.  The  vogue  of  the  heavy  ulsterettes  will 
stimulate  an  excellent  volume  of  light  topcoats 
next  spring  for  "between  seasons"  wear.  It 
is  figured  that  the  quality  of  overcoat  which 
was  priced  at  $50  last  year  can  be  sold  at  $35 
this  year. 

Woolen  piece-goods  mills  have  been  refus- 
ing to  accept  reorders  in  some  instances  be- 
cause of  the  preparation  of  spring  woolen 
sample  lines.  The  spring  openings  are  ex- 
pected to  take  place  early  this  year,  probably 
soon  after  July  4.  Because  of  the  difference 
between  heavyweight  and  lightweight  goods, 
a  slight  reduction  in  prices  is  expected  for 
spring. 

Small  Orders  Placed 

The  men's  furnishings  trade  is  proceeding 
very  slowly.  Merchants  are  placing  orders  in 
very  small  quantities  and  manufacturers  are 
exercising  great  caution  to  prevent  any  sur- 
pluses or  cancellations. 

In  the  shirt  situation  there  has  been  an 
orgy  of  sales  at  low  prices  in  which  good  values 
have  been  presented  at  prices  from  $1.50  up- 
ward. Many  manufacturers  have  not  yet 
opened  their  fall  lines,  but  plan  to  do  so  early 
in  July.  Those  who  have  opened  and  sent 
salesmen  out  are  reporting  very  satisfactory 
orders. 

Because  of  the  great  demand  this  season 
for  white  shirts  and  those  of  tans  and  other 
solid  colors,  the  fall  season  will  undoubtedly 
bring  a  big  sale  for  colors  again  in  both 
stripes  and  figured  materials. 

Not  much  change  in  style  is  noted  in  hats, 
caps  or  neckties  for  fall,  with  the  exception 
that  ties  will  have  a  tendency  toward  slightly 
larger  proportions  than  this  season's  merchan- 
dise. A  good  volume  of  orders  has  been 
placed  for  hats  and  caps  and  an  improvement 
has  been  noted  in  the  neckwear  trade  during 
the  past  week  or  two. 
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Orders  for  Fall 
Clothing_Run  High 

Manufacturers'  Association  of  New 
York  Still  Working  Out  Details 
of  Labor  Pact 

Following  the  settlement  of  the  strike  be- 
tween the  Clothing  Manufacturers'  Associa-  , 
tion  of  New  York  and  the  Amalgamated 
Clothing  Workers,  which  had  tied  the  New 
York  market  up  tightly  for  six  months,  sev- 
eral of  the  manufacturers  have  received  a 
volume  of  fall  orders  in  excess  of  their  expec- 
tations, they  declare.  Although  an  official 
peace  has  been  signed,  there  still  remain  many 
details  of  production  standards  to  be  worked 

out.  .  . 

An  important  move  in  the  situation  is  the 
appointment  of  Dr.  William  M.  Leiserson  as 
impartial  chairman  of  the  arbitration  board 
for  the  market,  the  same  position  he  holds  in 
the  Rochester  and  Baltimore  markets.  Mark 
L.  Abrahams,  president  of  the  Clothing  Manu- 
facturers' Association  of  New  York  and  offi- 
cials of  the  Amalgamated  are  bending  every 
effort  to  straighten  out  the  many  entangle- 
ments which  face  them.  There  is  hope  that 
every  detail  soon  will  be  satisfactorily  taken 
care  of. 

The  workers  accepted  a  wage  reduction  of 
15  per  cent  through  the  settlement  and 
granted  other  conditions  which  manufactur- 
ers report  enables  them  to  compete  favorably 
with  manufacturers  in  other  markets.  The 
last  official  report  available  was  that  only 
eleven  manufacturers  had  actually  signed  the 
agreement  with  the  union  but  statements  have 
since  been  given  out  indicating  that  many 
more  have  joined. 

The  group  of  manufacturers  who  refused 
to  make  any  concessions  to  the  union,  headed 
by  William  Bandler,  formerly  president  of  the 
Clothing  Manufacturers'  Association  of  New 
York,  and  who  withdrew  from  the  Associa- 
tion, 'have  re-formed  the  old  New  York  Cloth- 
ing Trade  Association  and  are  continuing  the 
battle  against  the  Amalgamated. 


Notes  of  the  Trade 


Despite  great  pressure  which  has  been 
brought  to  bear  by  the  men's  furnishers  of  the 
country,  there  are  no  indications  that  the 
collar  manufacturers  have  any  intentions  of 
further  reducing  prices  in  the  immediate  fu- 
ture at  least.  With  wholesale  prices  remain- 
ing at  $2.40  a  dozen,  it  is  impossible  to  sell 
collars  at  retail  for  less  than  25  cents.  Mer- 
chants declare  a  reduction  permitting  of  a 
price  of  20  cents  would  boom  business. 

Andreas  Burkhardt  of  Cincinnati,  presi- 
dent of  the  National  Association  of  Retail 
Clothiers,  recently  sent  a  telegram  to  the  shirt 
and  collar  manufacturers  association  of  Troy, 
asking  that  a  committee  be  appointed  to  meet 
with  a  committee  from  the  Clothiers'  Associa- 
tion for  consideration  of  collar  prices  but  the 
request  was  denied. 

Wage  reduction  of  ten  per  cent  has  been 
ordered  by  James  Mullenbach,  chairman  of  the 
arbitration  board  for  the  Chicago  cloth  hat 
and  cap  industry,  for  the  cap  makers  of  that 
market.  The  decision  follows  a  similar  cut 
made  in  the  New  York  market  recently. 

Proposal  for  a  further  reduction  in  wages 
has  been  rejected  by  the  Hat  Finishers'  Union 
of  Danbury,  Conn. 

Plans  have  been  made  for  the  semi-annual 
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convention  and  style  show  of  advance  spring 
clothing  designs  of  the  American  Designers' 
Association  to  be  held  at  the  Hotel  Breslin, 
New  York  City,  July  7,  8  and  9.  Three  awards 
are  to  be  given  for  the  best  clothing  designs. 
The  affair  is  open  to  all  clothing  designers  and 
merchant  tailors  of  the  country.  Models  must 
be  made  36  or  38  size. 

Workers  Make 
Wage  Appeal 

Decision  of  Dr.  William  M.  Leiserson,  arbi- 
trator, is  being  awaited  in  the  demand  of  the 
Joint  Board  of  Shirt  and  Boys'  Waist  Work- 
ers' Union  of  New  York  for  an  increase  m 
wages  over  the  reductions  made  February  1. 

At  the  recent  hearings  Boris  Maruchess, 
executive  secretary  of  the  United  Shirt  Manu- 
facturers' Association  declared  that  the  reduc- 
tions made  last  February  were  voluntary  on 
the  part  of  the  union  and  were  to  remain  in 
force  until  the  first  of  the  coming  year.  He 
contended  that  the  present  demand  was  there- 
fore not  in  order. 

The  union  claims  were  that  the  reduction 
of  25  per  cent  for  operators,  20  per  cent  for 
pressors  and  15  per  cent  for  cutters  were  too 
large  and  that  the  cost  of  living  has  not  re- 
ceded as  much  as  was  anticipated. 

In  contrast  to  the  situation  in  New  York 
city  where  higher  wages  are  being  asked  is 
the  dull  business  conditions  in  the  shirt  and 
collar  industry  in  Troy.  Cluett,  Peabody  & 
Co.,  have  reduced  operations  to  a  schedule  of 
three  days  a  week.  The  factories  are  operated 
Tuesdays,  Wednesdays  and  Thursdays  and  the 
curtailment  is  due  to  lack  of  orders. 

Earl  &  Wilson  have  announced  that  the 
customary  annual  vacation  of  two  weeks  will 
be  doubled  to  four  weeks  this  year  beginning 
the  middle  of  July. 


N.  Y.  Stores  Stage 
Sales  of  Clothing 

Many  of  the  large  clothing  departments  in 
New  York  stores  have  been  staging  reduced 
price  sales  on  men's  clothing  and  drawing  re- 
markable numbers  of  customers.  One  of  the 
latest  was  that  held  in  John  Wanamaker's 
store.  In  the  Broadway  men's  clothing  de- 
partment, suits  which  had  been  priced  at  $40 
and  $42.50  were  reduced  to  $29.50  and  there 
was  a  great  rush  of  buyers.  In  the  Burling- 
ton Arcade  department,  suits  formerly  priced 
at  $60  and  $65  sold  very  well  at  the  reduced 
quotation  of  $46  but  the  volume  was  much 
smaller  than  in  the  $29.50  garments. 

The  cheaper  suits  included  cheviots,  fancy 
worsteds,  blue  serges  and  cassimeres.  The 
higher  priced  merchandise  consisted  of  blue, 
black,  brovra  and  gray  woolens  with  hairline 
stripes ;  gray,  brown  and  heather  herringbone 
weaves;  unfinished  worsteds,  blue  and  brovioi 
flannels  and  shepherd  plaids. 

Stern  Brothers  also  staged  a  very  success- 
ful suit  sale  priced  at  $35  and  James  McCreery 
&  Co.  did  a  huge  volume  of  business  with  a 
$35  sale  of  goods  advertised  as  an  advantage- 
ous wholesale  purchase. 


A.  J.  Pauly  has  succeeded  C.  E.  Bagwell  as 
buyer  of  women's  shoes  for  both  the  upstairs 
and  basement  departments  of  the  Smith-Kas- 
son  Co.,  Cincinnati.  E.  Held,  formerly  mana- 
ger of  the  fourth  floor  shoe  department,  will 
assist  Mr.  Pauly  in  buying. 
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The  Seam  That  Sells  the  Garment 

(actual  size) 


The  Flatlock  Seam  Sells 
Underwear 

"Now  you're  talking!  I  can  do  business  with  you 
today.  Glad  to  see  that  your  firm  has  opened  its 
eyes  to  the  many  advantages  of  knit  underwear  made 
with  the 


seam 

Underwear  buyers  in  the  leading  department  and  dry  goods  stores 
everywhere  have  found  that  garments  finished  with  Flatlock  are 
tne  best  sellers,  give  the  most  satisfaction  and  increase  the  sood 
will  among  customers. 

The  reasons  for  the  popularity  of  Flatlock  are  many.  It  is  a 
strong  seam,  for  it  forms  a  perfect  union  of  two  abutted  cut 
edges.  No  matter  how  many  stitches  are  cut  it  cannot  rip  or 
ravel  m  either  direction.  It  is  a  comfortable  seam,  lying  smooth 
and  hat  without  ridge  or  welt.  And  it  is  a  handsome  seam— its 
silky  smoothness  adds  much  to  the  appearance  of  knit  underwear. 

Specify  garments  made  with  the  Flatlock  seam  in  your  next  order 
for  knit  underwear  and  use  it  as  a  selling  point  over  the  counter 
Your  underwear  department  will  profit  accordingly. 


Trade  Mark 


n^g.  V.  S.  Pat.  Off. 


WILLCOX  &  GIBBS  SEWING  MACHINE  CO 

HOME  OFFICE:  658  BROADWAY,  NEW  YORK 

Corner  Bond  Street 
Willcox  &  Gibbs  S.  M.  Co.,  Ltd.,  London,  Paris,  Brussels,  Milan 

Canadian  Representative:  W.  J.  Westaway  Co.,  Ltd.,  Main  and  McNab  Streets,  Hamilton;  McGill  Buildin 


g,  Montreal. 


Trade  Mark 


Reg.  U.  S.  Pat.  Off. 
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U.  S.  Business  Fails  to  Understand 
Viewpoints  of  Latin  Neighbors 

Cultivation  of  Friendship  with  South  American  Republics  of 
Great  Importance,  Walter  B.  Andrews  Holds— Wave  of  Can- 
cellations  Was  Largely  Fault  of  Foreign  Exporters,  He  Finds 


SINCE  the  fullest  prosperity  for  this  coun- 
try depends  upon  the  profitable  market- 
ing abroad  of  our  export  surplus,  and 
since  South  America  offers  perhaps  the  most 
fruitful  of  all  fields  for  the  development  of  our 
export  trade,  the  cultivation  of  friendship  and 
understanding  with  the  republics  to  the  south 
of  us  is  an  undertaking  which  should  enlist 
the  interest  of  every  business  man.  This,  in 
brief,  is  the  view  expressed  by  Walter  B.  An- 
drews of  the  John  S.  Boyd  Co.,  Inc.,  who  re- 
turned recently  from  a  visit  to  the  principal 
South  American  countries. 

,To  a  large  extent,  Mr.  Andrews  thinks, 
the  views  regarding  the  South  America  mar- 
ket generally  prevailing  in  this  country  are 
based  on  misunderstanding.  We  judge  the 
South  Americans  by  our  own  standards  and 
our  own  conventions,  taking  it  for  granted 
that  wherever  they  depart  from  our  accepted 
notion  of  things  they  are  in  the  wrong.  As 
a  typical  instance  of  this  kind  of  misunder- 
standing Mr.  Andrews  cited  the  matter  of 
contracts. 

Latin  Views  o£  Contract 

The  South  American  merchant,  as  a  gen- 
eral rule,  he  said,  simply  cannot  regard  the 
terms  of  a  contract  as  literally  binding.  He 
feels  that  he  has  a  right  to  disregard  it  if 
the  market  goes  against  him.  On  the  other 
hand,  he  has  a  very  sensitive  feeling  of  what 
is  due  to.  his  honor  and  the  reputation  of  his 
house,  and  he  is  willing  to  use  every  effort  to 
make  a  fair  settlement  of  his  obligations. 

Mr.  Andrews  said  that  he  had  found  no 
difiiculty  in  effecting  a  perfectly  fair  and  sat- 
isfactory adjustment  with  South  American 
merchants  of  contracts  outstanding  after  the 
slump  came  in  the  markets.  In  this  respect 
he  found  a  much  more  willing  and  conciliatory 
spirit  in  South  America  than  was  shown  by 
many  merchants  elsewhere. 

South  America  Hard  Hit 

The  wave  of  cancellations  from  South 
America  last  year,  he  said,  was  no  different 
from  what  occurred  in  other  markets,  includ- 
ing our  own.  And  South  America  was  es- 
pecially hard  hit.  The  most  severe  slump  took 
place  in  farm  products,  which  constitute  the 
great  bulk  of  South  American  exports.  Under 
the  circumstances  the  fulfillment  of  contracts 
was  a  practical  impossibility  on  the  part  of 
many  South  American  importers. 

Furthermore,  cancellations  were  in  many 
instances  the  fault  of  the  foreign  exporter. 
There  were  exporters  who  took  advantage  of 
the  South  American  buyer  when  the  market 
was  high  and  goods  were  scarce.  They  made 
deliveries  which  were  not  up  to  sample.  They 
made  deliveries  at  their  own  convenience.  And 
after  the  slump  came  there  was  a  flood  of  de- 
liveries that  were  withheld  when  the  market 
was  rising. 


Take  Market  Seriously 

If  we  are  to  succeed  in  trade  with  South 
America,  Mr.  Andrews  said,  we  must  take  the 
market  seriously  and  study  carefully  its  needs 
and  its  point,  of  view.  It  is  a  great  market, 
offering  unlimited  possibilities,  but  it  calls 
for  intensive  cultivation.  The  American  man- 
ufacturer faces  much  more  severe  competition 


in  South  America  than  he  does  in  the  home 

There  he  has  to  meet  not  only  the  competi- 
tion of  other  American  manufacturers  in  his 
own  line  but  the  competition  of  several  manu- 
facturers from  each  of  a  number  of  European 
countries.  He  cannot  meet  this  competition 
successfully  if  he  regards  the  South  American 
market  merely  as  a  convenient  dumping- 
ground  for  the  surplus  products  he  cannot  dis- 
pose of  at  home. 

He  KnoM^s  Merchandise 

As  far  as  dry  goods  are  concerned  at  least, 
Mr  Andrews  said,  the  American  exporter 
should  bear  in  mind  the  fact  that  the  South 
American  buyer  is  a  keen  judge  of  merchan- 
dise. This  is  particularly  true  of  the  retail 
buyer.  In  South  America  men  do  not  go  into 
the  dry  goods  business  in  haphazard  fashion. 
They  do  not  jump  into  responsible  positions 
overnight.  When  a  boy  goes  to  work  in  a  re- 
tail store  he  adopts  his  work  seriously  as  a 
life  career.  He  gets  a  long  and  careful  train- 
ing. And  by  the  time  he  becomes  a  buyer  he 
has  an  expert  knowledge  of  the  merchandise 
he  handles. 

In  dealing  with  such  buyers  the  American 
manufacturer  must  take  great  care  that  his 
deliveries  are  according  to  sample  in  every  re- 
spect. A  reputation  is  easily  hurt  but  not  so 
easily  mended;  and  in  dealing  with  a  people 
among  whom  reputation  counts  for  a  lot  this 
point  should  be  prominently  borne  in  mind. 

It  should  be  remembered,  also,  that  the 
South  American  buyer  is  not  only  a  judge  of 
merchandise  but  knows  just  what  kind  of 
merchandise  he  needs.  He  is  familiar  with 
conditions  in  his  own  locality;  he  is  familiar 
with  the  tastes  and  wants  of  his  community. 
Too  many  American  trade  representatives  take 
the  position  of  telling  him  what  he  ought  to 
have.  And  this  is  particularly  irritating  to 
sensitive  people  who  know  their  own  business. 

Does  Business  in  Own  Way 

Differences  in  temperament  and  manners 
are  a  very  important  consideration,  and  the 
salesman  who  cannot  adapt  himself  sympa- 
thetically to  these  differences  had  better  stay 
at  home.  The  South  American,  as  a  general 
rule,  does  not  do  business  in  our  way.  His 
way  is  more  suave  and  courteous,  and  some- 
what more  formal.  To  deal  successfully  with 
him  requires  tactful  negotiation  rather  than 
aggressive  salesmanship.  He  is  naturally  sen- 
sitive to  any  suspicion  of  an  overbearing  atti- 
tude on  the  part  of  the  United  States  toward 
his  country,  and  this  sensitiveness  is  apt  to 
apply  to  the  attitude  of  individual  Americans 
toward  himself  personally. 

For  in  the  minds  of  other  people  the  indi- 
vidual and  his  nation  are  difficult  to  separate. 
The  impression  made  by  an  American  upon 
the  people  he  meets  abroad  is  bound  to  influ- 
ence their  impression  of  his  nation  as  a  whole. 
The  American  salesman  in  South  America, 
therefore,  must  regard  himself  as  a  sort  of 
ambassador,  representing  not  only  his  house 
but  his  nation,  and  charged  with  the  duty  of 
cultivating  friendship  and  understanding  on 
behalf  of  both. 

In  the  stress  of  competition  he  will  find 
competitors  who  are  not  above  playing  upon 
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national  fears  and  jealousies,  and  the  patriotic 
obligation  rests  upon  him  to  combat  such 
prejudices  by  his  courtesy,  tact  and  honesty. 

Under  the  circumstances,  Mr.  Andrews 
considers  it  particularly  unfortunate  that  the 
United  States  should  have  chosen  this  time  to 
pass  a  tariff  measure  that  discriminates  pri- 
marily against  those  products  which  form  the 
bulk  of  South  American  export  trade.  The 
doubtful  benefits  to  be  derived  from  such  a» 
measure,  he  thinks,  are  far  outweighed  by  the 
unfavorable  impression  created  in  countries 
where  it  is  important  for  us  at  present  to  lay 
the  foundations  of  close  and  cordial  trade  re- 
lations. 

Competition  Getting  Strong 

Already  other  countries,  especially  Ger- 
many, are  coming  back  strongly  in  the  South 
American  market.  We  are  going  to  face  there 
a  competition  much  keener  than  that  which  we 
encountered  before  the  war,  and  the  strong 
foothold  we  gained  there  during  the  war  is  m 
danger  of  being  completely  undermined  by 
such  measures  as  the  Emergency  Tariff  Act. 

If  we  lose  the  South  American  market,  Mr. 
Andrews  thinks,  we  lose  a  very  great  oppor- 
tunity. It  is  a  big  market  and  constantly 
growing.  The  conditions  created  by  the  slump 
of  last  year  are  gradually  passing  away.  The 
huge  stocks  of  merchandise  accumulated  after 
the  market  broke  are  being  liquidated.  The 
flock  of  speculators— mostly  aliens,  by  the  way 
—who  throve  so  freely  during  the  boom  period 
is  being  squeezed  out.  Agricultural  products 
are  beginning  to  move  again.  It  will  not  be 
long  before  South  American  commerce  has  re- 
gained its  feet.  And  it  will  make  a  lot  of  dif- 
ference to  our  own  prosperity  whether  or  not 
we  can  hold  the  big  share  of  that  commerce 
which  we  ought  to  have. 


Film  Cut  Price 
Campaign^  ropped 

Business  Men  Inform  Backers  Prop- 
aganda Would  Be 
Harmful 

The  idea  of  a  national  cut  price  day  which 
has  been  urged  by  The  Timely  Films,  Inc., 
through  films  distributed  by  that  company, 
has  been  abandoned.  Letters  lo  a  large  num- 
ber of  business  men  resulted  in  replies  to  the 
effect  that  such  propaganda  would  produce 
no  favorable  movement  of  prices  and  would 
be  bad  for  honestly  conducted  business.  Re- 
tailers especially  protested  against  the 
scheme.  Schuneman  &  Evans,  Inc.,  St.  Paul, 
Minn.,  in  replying  to  the  film  company's  letter 
stated  that  their  money  volume  has  been  well 
ahead  of  1920  every  month  of  1921  and  that 
goods  volume  has  been  nearly  50  per  cent 
greater.  Nevertheless,  there  has  been,  each 
month,  a  net  loss  in  profits, 

Schuneman  &  Evans,  Inc.,  incidentally, 
late  in  May  indulged  in  the  same  sort  of  prop- 
aganda many  other  stores  have  featured.  That 
is,  they  made  price  comparisons  of  100  items 
in  the  store,  giving  1920  and  1921  prices.  The 
difference  is  this:  That  the  list  of  reductions 
went  to  the  firm's  buyers  and  not  to  the  pub- 
lic. "It  is  not  necessary  to  make  any  defense 
before  the  public  that  we  serve,"  says  a  let- 
ter to  buyers;  but  for  the  information  of  de- 
partment heads  and  the  thorough  posting  of 
salespeople  the  list  was  compiled.  The  biggest 
reduction,  59  per  cent,  was  in  silk  shirtings 
and  the  smallest,  15  per  cent,  in  bed  springs. 
The  average  throughout  the  store  was  30  per 
cent.  This  list  was  sent  as  part  of  the  firm's 
answer  to  the  film  company. 
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Sutton  Insurance 

This  New  Button  Service 
Makes  for  Better  Business 

The  greatest  source  of  confusion,  impairment  of 
profit,  and  unsatisfactory  customer  service  in 
your  and  every  Retail  Button  Department  is  the 
steady  accumulation  of  loose  buttons  of  all  kinds 
and  sizes.  Until  this  problem  was  solved,  your 
Button  Department  could  not  yield  its  full  re- 
turns, for  buttons  detached  from  their  cards  soon 
become  non-salable  merchandise.  La  Mode 
ingenuity  has  found  the  one  sure  v^ay  by  v^hich 
this  loss  can  be  eliminated — 

NEVERLOOSE 

The  Button  Insurance 

By  applying  Neverloose  to  the  back  of  a  card  of 
buttons — under  and  over  the  thread — all  the  but- 
tons are  held  securely  in  place.  Anyone  can  ap- 
ply Neverloose.  It  dries  quickly  and  when  dry 
has  absolutely  no  odor  nor  sticky  surface. 

Note  What  Neverloose  Does 

( I  j  It  retains  the  buttons  firmly  on  card,  permitting  cutting 
of  one  or  more  buttons  without  the  remainder  becoming 
loosened. 

(2)  It  does  away  with  the  old-fashioned  method  of  re-sew- 
ing buttons  on  cards.  It  eliminates  the  mussy  practice  of 
pasting  paper  over  the  back  of  button  cards. 

(3)  It  avoids  the  waste  of  an  accumulation  of  odd  and 
shopworn  buttons  in  tills  and  boxes. 

(4)  It  aids  prompt  service  by  keeping  button  stock  intact 
and  easy  to  get  at. 

Neverloose  is  sold  at  $1.75  per  quart  can,  suffi- 
cient for  use  on  800  to  1000  cards  of  buttons.  - 
Individual  brush  and  complete  directions  accom- 
pany each  can. 

Can  you  afford  not  to  insure  your  stock  at  this 
negligible  cost?  Many  of  the  largest  stores  have 
already  found  Neverloose  indispensable.  You 
will  also. 

Ask  our  salesmen  who  are  now  in  your  territory 
to  demonstrate  Neverloose  to  you,  or  order  by 
mail. 

B  B'-UMKNTHAL,  &  Qo. 

MANUFACTURERS, IMPORTERS  &  EXPORTERS  OF 

15  East  26th  Street 
New  York  City 


One  of  fheLine 
Thai-  is  Different 


abardinG  /iner\^ 


A  DELIGHTFUL  variation  from  the 
ordinary  is  this  smart  new  shape  and 
finish — large  flat  sheet  in  rep-gabar- 
dine effect,  envelopes  to  match. 

ATTRACTIVE  flat  display  box,  die  stamped 
title;  paper  and  envelopes  silk  ribbon  tied. 

Request  sample  stretchei 
showing  size  and  tints. 


Established  1846 
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ADVERTISING  RATES. 
single  insertion 

Full  Page   $27B 
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One-quarter  page   80 
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SUBSCRIPTION  PRICE. 

Weekly  Monthly 

United   States  $6.00  a  Tear  $1.75 

Postage,  50c.  to  $1.00  additional  west  ol 
Mississippi  River. 

CANADA  AND  FORBIQN. 

Weekly   $7.50 

Monthly    2.00 

Postage  paid. 
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Regular   26 

World  Wide   $1.00 
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Truth  in  Fabrics  Measure  Draws  Fire 
From  Trade  Organizations 

Senate  Committee  on  Interstate  and  Foreign  Commerce  to  Get 
Briefs  from  Six  Associations  Opposing  French  -  Capper  Bill  — 
Proposition  Would  Constitute  Class  Legislation  and  Increase 
Prices  to  Consumer,  Briefs  Agree 


AT  hearings  before  the  Senate  Committee 
on  Interstate  and  Foreign  Commerce 
six  important  trade  associations  will 
appear  to  oppose  the  French-Capper  Truth 
In  Fabric  bill.  Their  members  all  are 
vitally  interested  in  it,  for  one  is  the  American 
Association  of  Woolen  and  Worsted  Manufac- 
turers, makers  of  wool  fabrics;  two  others 
are  the  Cloak,  Suit  and  Skirt  Manufacturers' 
Protective  Association  and  the  Dress  and 
Waist  Manufacturers'  Association,  makers  of 
women's  garments  out  of  wool  fabrics,  and 
the  sixth  is  the  National  Garment  Retailers' 
Association,  final  distributors  of  those  gar- 
ments. 

These  organizations  are  fighting  the  bill 
because  they  believe  its  effects  would  be  in- 
jurious and  becau'se  they  believe  its  purpose 
is  purely  selfish.  Specific  reasons  are  given 
below  in  resumes  of  briefs  they  presented  to 
the  committee. 

According  to  the  National  Garment  Re- 
tailers' Association,  passage  of  the  bill  would 
hurt  the  South,  at  a  time  when  that  section 
is  particularly  in  need  of  help,  since  it  would 
prejudice  consumers  against  fabrics  in  which 
both  cotton  and  wool  are  used. 

Bill  Would  Give  Wrong  Impression 

It  would  tend  to  impart  to  the  consumer 
the  impression  that  all  virgin  wool  is  of  equal 
worth,  which  it  is  not.  The  bill  does  not 
provide  for  specifying  the  quality  of  virgin 
wool  used  and  so  deceives  the  consumer  who 
relies  on  the  virgin  wool  label  as  a  guarantee 
of  quality. 

It  is  class  legislation  for  the  good  of  wool 
growers  only. 

It  would  increase  prices  of  fabrics  and 
clothing  at  a  time  when  everyone  is  asking 
for  chaaper  goods.  The  avowed  purpose  of 
the  bill  is  to  increase  the  consumption  of  wool. 
The  bill  would  confirm  in  consumers'  minds 
the  mistaken  impression  that  shoddy  is  simply 
an  inferior  substitute  and  so  would  increase 
sales  of  virgin  wool  fabrics,  regardless  of 
their  merit,  and  the  law  of  supply  and  de- 
mand would  raise  virgin  wool  prices  accord- 
ingly. 

Costs  Would  Be  Increased 

Retailers'  overhead,  and  consequently  the 
cost  of  clothing,  would  be  increased  by  the 
necessity  for  close  inspection  and  checking  of 
fabrics  and  labels. 

Since  prices  of  virgin  wool  goods  would 
rise  higher,  a  large  section  of  the  consuming 
pnblic  would  find  them  out  of  their  reach,  and 
this  well  might  give  rise  to  social  unrest  based 
on  the  cry  that  to  the  people  of  small  income 
would  be  left  only  fabrics  made  very  largely 
of  shoddy. 

Why  Not  Enforce  Present  Laws? 

The  association  also  calls  attention  to  the 
fact  that  thirty-six  states  have  advertising 
laws  which,  if  enforced,  would  make  the 
Truth  In  Fabric  bill  unnecessary. 

The  Cloak,  Suit  and  Skirt  Manufacturers' 
Protective  Association  takes  an  angle  which, 


naturally,  differs  somewhat  from  that  of  the 
retailers,  but  it  is  an  effective  presentation. 
In  all  the  briefs  digested  here  there  is,  neces- 
sarily, some  over-lapping.  The  clothing  man- 
ufacturers' arguments  follow. 

Manufacturers'  Side  of  It 

To  produce  good-looking,  good-wearing 
fabrics  at  a  moderate  price  materials  other 
than  virgin  wool  are  necessary.  To  meet  buy- 
ers' price  requirements,  should  the  bill  become 
a  law,  it  would  be  necessary  to  use  fabrics 
made  of  all  low-grade  virgin  wool,  which 
would  have  neither  the  appearance  nor  the 
wearing  qualities  of  fabrics  containing  both 
virgin  and  reworked  wool. 

The  misconception  of  shoddy  fostered  by 
the  bill  would  tend  to  make  both  retail  buyers 
and  consumers  suspicious  of  goods  so  labeled 
as  to  indicate  its  presence,  working  a  hardship 
on  both  manufacturer  and  retailer. 

The  bill  represents  class  legislation.  If 
wool  goods  are  to  be  labeled,  so  as  to  indicate 
their  raw  material  content,  why  not  silk,  cot- 
ton and  linen  goods? 

Make  Truth  DifBcult 

Unscrupulous  manufacturers  could  evade 
the  law,  due  to  the  extreme  difficulty  of  de- 
termining the  presence  of  reworked  wool,  thus 
putting  law-abiding  producers  at  a  disadvan- 
tage. 

The  Government  would  be  burdened  with 
considerable  expense  arising  from  the  neces- 
sity of  maintaining  a  staff  of  well-paid  ex- 
perts to  inspect  the  making  not  only  of  fabrics 
but  of  garments  also,  to  assure  consumers  that 
labeling  is  being  done  honestly. 

The  consumer  would  pay  more  for  his 
clothes  and  receive  no  corresponding  advan- 
tage. 

Dress  Men's  Views 

The  Dress  and  Waist  Manufacturers'  As- 
sociation makes  similar  points. 

Cost  to  consumers  would  be  increased.  It 
would  be  difficult  to  convince  consumers  of  the 
merit  of  any  cloth  labeled  to  indicate  the  pres- 
ence of  shoddy,  no  matter  what  its  actual 
quality  might  be. 

Increased  consumption  of  virgin  wool 
would  result  in  higher  wool  prices  and  so 
higher  fabric  and  garment  prices. 

Cloth  made  of  virgin  wool  well  may  be  in- 
ferior to  that  made  partly  of  shoddy,  so  the 
virgin  wool  label  would  be  no  protection  to 
the  consumer.  Knowing  nothing  of  wool 
grades,  the  consumer  would  assume  all  varie- 
ties of  virgin  wool  to  be  good.  Therefore,  the 
manufacturer  or  retailer  trying  to  keep  his 
standards  high  would  be  at  a  disadvantage  as 
against  the  user  of  inferior  wool. 

More  Expense  to  Consumer 

The  bill  is  class  legislation.  If  wool  goods 
are  to  be  labeled,  why  not  fabrics  made  of 
other  materials? 

The  expense  of  enforcing  the  law  would 
be  a  burden  on  the  consumer. 

The  brief  of  the  American  Association  of 


Woolen  and  Worsted  Manufacturers  goes  at 
length  into  the  subject  of  shoddy  and  virgin 
wool  and  the  understanding  and  misunder- 
standing of  these  terms.  It  is  very  informa- 
tive, but  space  considerations  make  it  neces- 
sary to  give  only  some  of  the  chief  points  em- 
phasized. 

The  bill  would  open  the  way  to  use  of  the 
poorest  grade  of  virgin  wool  on  even  terms 
with  the  best  grade.  The  shortest  combings, 
even  mill  sweepings,  are  virgin  wool  and  en- 
titled to  be  used  in  cloth  bearing  that  label, 
never  having  been  used  in  another  fabric. 
But  certainly  this  sort  of  wool  is  inferior  to 
even  medium-grade  shoddy. 

Use  of  Shoddy  Helpful 

Despite  the  bill's  proponents'  assertions  to 
the  contrary,  shoddy  and  cotton  are  not  used 
to  enable  the  manufacturer  to  make  a  larger 
profit  than  he  could  make  if  he  used  all  virgin 
wool.  They  are  used  chiefiy  to  obtain  a  variety 
of  finish  and  appearance. 

It  is  not  the  presence  of  shoddy  that  makes 
clothes  poor  quality.  It  is  the  presence  of 
poor  shoddy,  and  the  same  is  true  of  virgin 
wool.  If  poor  virgin  wool  is  used  the  quality 
of  the  fabric  will  be  poor. 

It  is  impossible  to  judge  the  "quality"  of 
a  fabric  from  its  raw  material  content,  since 
quality  is  relative  to  the  use  to  which  the  , 
goods  are  to  be  put.  A  very  fine  fabric  made 
of  the  longest  staple  wool  may  be  so  delicate 
as  to  be  far  inferior  in  wear  to  goods  made 
of  coarser  wool.  The  construction,  or  weave, 
of  a  fabric  also  has  much  to  do  with  its  con- 
sumer satisfaction,  whether  expressed  in  wear 
or  appearance;  so  it  is  clear  that  the  mere 
presence  of  a  virgin  wool  label  will  not  guar- 
antee satisfaction  to  anyone. 

Where  Foreigners  Would  Gain 

Foreign  fabrics  will  have  a  distinct  ad- 
vantage, since,  though  they  must  be  labeled 
the  same  as  domestic  goods,  there  will  be  no 
means  of  checking  up  on  their  content  at  the. 
point  of  production,  and  it  is  practically  im- 
possible to  detect  the  presence  of  shoddy  in 
the  finished  cloth  arriving  in  this  country. 

The  price  of  wool  will  be  raised,  as  is  ad- 
mitted by  representatives  of  the  National 
Sheep  and  Wool  Bureau  of  America — and  as 
is  desired  by  that  organization. 

The  National  Association  of  Wool  Manu- 
facturers presents  arguments  against  the 
French-Capper  bill  closely  resembling  those 
given  above. 

The  labeling  provided  for  in  the  bill  fails 
to  tell  the  consumer  what  grade  of  virgin  wool 
he  is  getting  and,  equally  important,  what 
grade  of  shoddy,  some  of  which  is  much  better 
than  other  kinds. 

Consumers  would  be  misled,  since  the  pres- 
ence, absence  or  proportion  of  new  wool  in 
a  fabric  is  not  a  fair  test  of  its  value.  Poor 
fabrics  of  low  grade  virgin  wool  would  hold 
an  advantage  over  superior  goods  containing 
a  proportion  of  shoddy. 

The  marking  and  labeling  system  to  be  im- 
posed by  the  bill  would  add  considerably  to  the 

(Continued  on  page  76) 
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LADIES  BELTS 

In  White  Kid  |    DT7T  TTC 

In  Black  and  White  J   otji^  1 3 

For  Sportswear 

Very  popular  and  smart — splendid  sell- 
ers— ^in  %  and  1  inch  widths. 

We  have  them  for 
immediate  deUvery 


To  Retail 
For 


c  $1  00 


50^1 


WIRE,  PHONE  or  WRITE 

Yours  for  "Always  Something  New" 


19  West  34th  Street 


New  York 


should  be  the  backbone  of  your 
juvenile  department.  A  planned 
and  graded  series  for  children 
from  six  to  fourteen  years  of  age. 
Every  book  bearing  this  imprint  is 
clean,  wholesome  and  instructive. 
A  parent  who  buys  one  Bradley 
book  always  comes  back  for  others; 
you  can  be  sure  of  a  year  'round 
demand.  Descriptive  matter  and 
price-list  will  be  furnished  on  ap- 
plication. 

Nationally  Advertised 


MILTON  BRADLEY  COMPANY 
Springfield  Mass. 


No  rubber  to  rot 
with  heat  and  sweaty 


■'A  Full  Yecr's  Wear 
in  Every  Pair." 


Sold  in 
Over  30,000  Stores 

More  than  30,000  merchants 
throughout  the  country  have 
proven  that  the  Nu-Way 
Line  does 
sell — and 
re-sells. 


Suspenders — Garters — Hose  Supporters 

Always  elastic — yet  no  rubber  to  rot  nor  deteriorate  on 
your  shelves.  Phosphor  Bronze  Springs  give  plenty  of 
stretch  without  strain  on  buttons  or  garments. 

Our  guarantee  is  "A  full  year's  wear  in  every  pair" 
of  Nu-Way  Strech  and  Excello  Rubberless  Suspenders, 
and  six  months'  wear  in  every  pair  of  Garters  and  Hose 
Supporters.  Such  a  guarantee  builds  sales  and  profits 
for  the  dealer. 

Get  the  Nu-Way  Display  Rack 
Sent  with  special  assortment  of  Nu-Way  Strech  or 
Excello  Rubberless  Suspenders,  on  Guaranteed  Sale  Plan 
with  privilege  of  returning  unsold  portion  at  our  ex- 
pense, if  not  satisfied  after  60  days.  Thousands  of  these 
display  racks  have  gone  out  but  not  one  has  come  back. 

Nu-Way  Goods  sell  easily  and  quickly  when  properly 
displayed.  Write  today  for  Display  Rack  and  Suspender 
assortment  on  this  same  plan.  Give  it  a  chance  to  boost 
your  profits. 

NU-WAY  Products  sold  direct  to  dealers. 
EXCELLO  Brand  sold  through  Jobbers. 


J^^HEN  two  persons  match 
wits  in  the  usual  sense  of 
the  phrase,  they  are  trying  to  get 
the  better  of  one  another. 

Economist  wit -matching  is  done  in 
a  spirit  of  helpfulness. 

There  are  plenty  or  gooa  men,  but 
which  one  of  these  has  the  wit,  the 
particular  k^nd  of  knowledge  ana 
ability,  that  makes  him  fit  ideal y 
the  job  you  have  open?  > 

If  he  is  to  be  found,  the  Economist 
Want  Page  will  bring  you  his 
address. 


Buying  Regarded 

(Continued  from  page  39) 

it  is  done,"  are  shown  through  the  store  and 
advised  on  any  points  about  which  they  may 
submit  inquiries.  This  experience  has  been 
the  means  of  converting  many  a  pessimist 
into  an  optimist.  Mr.  Coplon  said  he  is  glad 
to  help  other  merchants  to  keep  the  trade 
which  out-of-town  mail-order  houses  are  get- 
ting from  their  communities. 

Merchants  Can  Get  Business 
"I  have  been  convinced  that  merchants 
can  hold  this  business  by  watching  the  re- 
ports of  large  mail-order  houses  and  noting 
the  manner  in  which  their  sales  fall  off," 
he  said.  "It  is  up  to  the  merchants  to  give 
their  customers  value  and  take  from  the  mail- 
order houses  that  trade  which  is  rightfully 
theirs." 

What  Advertising  Does 

Advertising  plays  an  important  part  in 
the  business  of  the  Coplon  store.  Last  year 
the  firm  spent  $35,000  in  newspapers,  maga- 
zines two  and  four-page  circulars,  cata- 
loges  billboards,  car  signs  and  other  media. 
A  greater  amount  is  being  spent  this  year. 
Bulletin-boards  are  located  all  over  the  city, 
and  the  roads  to  the  city  are  peppered  with 
appropriate  signs  about  the  store.  _ 

The  employees  are  well  organized  and 
function  smoothly.  Thursday  evening  each 
week  all  the  managers,  buyers,  decorators 
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and  the  advertising  department  hold  an 
executive  session  to  discuss  plans  for  the 
week  This  is  a  feature  which  has  proved 
profitable.  The  sales  force  has  been  trained 
by  experts  in  the  art  of  approaching  and 
waiting  upon  customers.  No  matter  how 
Sge  the  crowd  in  the  store,  no  customer 
is  allowed  to  waste  time  waiting  for  service. 
There  are  salespeople  in  plenty.  They  are 
taught  that  no  customer  shall  wait.  _ 

The  Coplon  store  conducts  a  semi-annual 
style  show  in  the  spring  and  in  the  fall,  when 
the  latest  merchandise  is  shown  on  living 
'iels  brought  from  New  York  Pubhc  talks 
are  also  given  for  the  benefit  of  the  cus- 
tomers A  good  orchestra  from  out  of  town 
s  secured  Ld  frequently  souvenirs  m  the 
form  of  elaborate  bouquets  are  given  to  the 

^^'^  Credit  is  due  Charles  Coplon  for  building 
up  a  business  of  about  one  million  and  a 
quarter  dollars  in  such  a  small  community 
and  an  establishment  which  stands  as  a 
mecca  for  the  people  of  New  Bern  and  easi 
ern  North  Carolina^^  

Store  Executive  Killed 

Tames  H  NealTassistant  superintendent 
for  Boggs  &  Buhl,  Inc.,  Pittsburgh,  is  dead 
from  a  bullet  wound  inflicted  by  bandits  who 
took  from  him  the  firm's  daily  bank  deposit  of 
$45  000.  The  men  have  not  been  apprehended, 
Though  rewards  totalling  $6,000  have  been  of- 
fered A  large  part  of  the  sum  stolen  has 
been  recovered. 


Says  Blouse  Trade 
Is  Not  Pushed 

Waist  League  Asserts  Retailers  Can 
Do  Much  to  Increase 
Sales 

Retailers  are  not  giving  blouses  the  con- 
sideration they  deserve,  according  to  the 
United  Waist  League  of  America.  This  or- 
ganization has  made  a  survey  of  the  blouse 
situation  and  finds  that  sales  of  this  article 
can  be  increased  easily  if  the  retailer  will 
only  give  it  better  window  display  and  more 
advertising  space. 

Says  a  statement  authorized  by  the  league: 
"A  careful  inspection  of  the  advertisements  of 
ready-to-wear  in  the  newspapers  and  the  re- 
port of  observations  made  by  the  league's  rep- 
resentatives on  window  displays  show  that  in- 
sufficient newspaper  space  is  being  devoted  to 
the  blouse  department  and  that  blouse  window 
displays  are  few  and  far  between. 

"While  the  league  is  cognizant  of  the  fact 
that  it  cannot  dictate  the  policy  of  i-etail 
stores,  it  surely  can  point  out  that  reports 
from  its  statistical  department  show  that  the 
stores  which  are  devoting  good-sized  space  to 
blouses  and  are  devoting  window  space  to 
attractive  showings,  are  the  ones  doing  the 
business." 

Progressive  department  heads  have  their 
salespeople  read  the  Economist. 


DRESSES 


COATS  &  SLITS 


WAISTS 


FURS 


□dresses 

^  for  Girls,  Flappers  &  Juniors 

Specializing  on 
Silk,  Taffeta,  Georgette  ' 
and    Crepe   de  Chine 
Also,  white  and  colored  organdies. 
Novelty  Dotted  Swisses, 
Voiles,  Batistes  and  Nets 

The   Little   Goddess   Dress  Co. 
6-8  W.  18th  St.,  near  5th  Ave.,  New  York 

Phone,  Chelsea 


now 
showing 


A.  L.  COHEN  i 

"The  Merit,"  New  York's  big 
Coat  and  Suit  line  and 
30  other  BEST  EASTERN  LINES  ^ 
Waists-  Dresses-Coats  -  Suits  -Skirts 

204-5-6  Medinah  Bldg.,  Cor.  Jackson  Blvd.  and  We«»  St 
CHICAGO 


'pu'prGck-l^avis  Co. 

•p^5^gner5  ar>a  ^ManuPacmrets  oP 

6Kclu5ive"plou5e5^ 

215  WesT.Vlonroe  S^^s^r 


Made  by 

MITCHELL  BROS.  CO. 

367  W.  Adams  St.      at  tlhe  Bridge 
CHICAGO   


STOUTS 

WOLF  &  LATNER 

COATS    -  SUITS 

WOLF  STOUT  DRESS  CO. 

DRESSES 

Correctly  styled  and  priced  for  their 
specific  purpose. 
122-124-126  W.  26th  St.  New  York 


Cotton 
Waists 


THE 
HIRSCH-  Silk 
STRAUSS  Bloxis^s 
CO. 

Samples  gladly  submitted 

16  So.  Market  St.,  Chicago 


fiOTTLIEB  BROS. 

VJ      MANUFACTURING  FURRIERS 

Popular  FUR  House 

OF  AMERICA 

22-24  WEST  271.^  ST..  NEW  YORK, 

CHICAGO  OFFICE  -  223  JACKSON  BOULEVARD 

W  F  DROeSEMUELLER 
SAN  FRANCISCO  OFFICE-  l35KEARNTf  ST. 

I.  HANAIO  


ACKMAN'S 

FURS 

"i4mcrica's  Leading  Fur  Line" 

NEW  YORK,  35  W.  35th  Street 
CLEVELAND,  110  St.  Clair  Ave.,  N.  E. 


J 


Good  "Values 
Exclusive  Styles 
Trlcotlne* 
Serges 
Jerseys 
Satins 
Georgette 
Taffetas 
S15.00  to 

$40.00 
Send  for 
samples. 

Prompt  .-oTO 
deliveries     15°  w 


DRESSES 
THE 


29th 


Tel.:  Watklns 
7350-7351 
St.     New  York 


MUSLIN  UNDERWEAR 


PL AYSUITS 


The  Quicker  Way 

Instead  of  hunting  around  for  their 
letter  or  card  look  through  the 
Buyers'  Merchandise  Guide— it  s  the 
quick  way  of  finding  their  addreM 
and  line. 


IDEAS 

Cuts — Ads — Circulars 
Show-cards— Letters 
Window  Trims  — Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  details! 

Merchants  Business  Building  Service 

231  West  39th  Street  New  York  City 


Palentei  January  8lh  I9I8 
Copyrighted  name  for  one-piece 
garment  for  children  1  to  8  years. 
Made  and  Guaranteed  by 

LEVI  STRAUSS  &  CO.,  San  Francisco,  Cal. 

325  W.  Jackson  Blvd..  Chicago    377  Broadway,  N.  Y. 
Franklort,  Ind. 


*[hc  Economy  Garment 
"America's  Play  Garment" 

is  as  well  made  as  the 
famous  Outerall  one-piece 
work  garment.  Assorted 
.styles.  Samples  on  request, 

Michigan  Motor  Garment 
GOii  Greenvilloi  Mich 


MARKS 
FURS 

Made  in 
DETROIT 

Write  for  our  whole- 
sale fur  catalog. 
It  is  free 


CHILDREN'S  WEAR 


WASH  SUITS,  ROMPERS  and  SLEEPING 
GARMENTS  to  retail  at  popular  prices 

THANHOUSER  &  WEILLER 

Coca-Cola  Bldg.,  Baltimore,  Md. 
N.  y.  OfSce:  1182  Broadway,  Room  90S. 


SKIRTS 


LABELS 


BUTTON  MACHINES 


I  B  B  O  N  S 


STAR  SKIRT  CO. 
15  E.  26th  St.  New  York 


"STAR  SKIRTS" 


Guaranteed 
Wash  Skirts 


Chicago  Office,  Great  Northern  Hotel, 
Suite  722. 


MAKE  BUTTONS  WHILE  CUSTOMERS  WAIT! 
Their  own  or  your  material 
EASY— ECONOMICAL— PROFITABLE 


Outfits  $20  up 

S.  MENKIN,  Inc. 

149  W.  28th  St.,  New  York 

60  Years  Experience  behind  our  Service 


S&K  RIBBONS 

-SILKS 

and  SPORT  SILKS 

SMITH  €r  KAUFM  ANN,  INC. 

19  East  letK  Street. New- York 
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Fabric  Measure  Draws 

(Continued  from  pag-e  71) 

cost  of  goods  to  the  consumer  without  giving 
him  anything  of  value  in  return,  both  in  cost 
to  manufacturers  and  expense  of  Government 
oversight. 

The  stamp  placed  on  white  or  light-colored 
fabrics  would  be  conspicuous  in  the  finished 
goods,  if  indelible,  and  if  not  indelible  would 
open  the  way  to  fraud. 

It  would  be  difficult  to  regulate  foreign 
fabrics  entering  into  competition  with  domes- 
tic goods. 

The  Merchants'  Ladies'  Garment  Associa- 
tion contents  itself  with  attacking  the  bill  on 
the  following  grounds: 

It  improperly  an  incorrectly  attacks  the 
question  of  misrepresentation  of  merchandise; 
it  sets  up  false  standards  for  judging  the  dif- 
ferent kinds  and  grades  of  fabrics;  it  would 
seriously  impair  and  impede  commercial  prog- 
ress, and  it  would  entail  an  unnecessary  ex- 
pense in  the  production  of  merchandise  with- 
out benefit  to  the  consumer. 

The  association's  brief  goes  thoroughly  into 
the  technical  side  of  garment  production  in 
contract  shops,  explaining  the  difficulty  of  get- 
ting garments  labeled  correctly  when  materials 
from  a  number  of  wholesale  customers  are  cut 
and  made  up  at  once  and  by  a  class  of  workers 
whose  knowledge  of  English  is  very  limited 
and  to  whom  the  data  on  the  labels  would  mean 
nothing. 

It  also  goes  into  the  question  of  increased 
cost  through  decreased  production,  due  to  the 


confusion  sure  to  arise  in  the  shops;  and 
finally,  points  out  that,  though  the  farm  price 
of  virgin  wool  might  be  raised  only  moder- 
ately by  the  effect  of  the  bill,  by  the  time  over- 
head and  profits  had  been  figured  by  all  the 
factors  through  whose  hands  it  must  pass,  the 
increased  price  to  the  consumer  would  be  no 
small  sum. 

These  are  the  arguments  against  the  Truth 
In  Fabric  bill  set  forth  by  four  representative 
organizations  of  men  interested  in  the  wool 
goods  trade  from  different  angles.  Many  of 
them  alfeady  have  been  urged  by  the  Dry 
Goods  Economist.  They  point  out  the  diffi- 
culties to  be  inflicted  on  manufacturers  and  re- 
tailers alike  and  show  that  the  interest  of  the 
consumer,, so  touchingly  referred  to  by  the 
bill's  advocates,  is  advanced  little,  if  at  all. 
They  should  be  considered  well  by  readers, 
for  they  go  far  to  show  the  insecurity  of  the 
ground  on  which  the  bill's  advocates  stand. 


Tibbins  Makes  Change 

Harry  Ulmer  Tibbins,  for  sixteen  years 
advertising  manager  for  Stone  &  Thomas, 
Wheeling,  W.  Va.,  has  resigned  his  position 
with  that  concern  and  is  now  associated  with 
the  Pettis  Dry  Goods  Co.,  Indianapolis.  Be- 
fore he  left  Wheeling  the  managers  of  depart- 
ments and  others  in  the  store  presented  Mr. 
Tibbins  with  a  handsome  thin  model  Elgin 
watch,  gold  cased,  with  a  suitable  inscription. 
Samuel  A.  Boal,  who  is  succeeded  at  the  Pettis 
Dry  Goods  Co.  by  Mr.  Tibbins,  is  now  associ- 
ated with  the  Sterling  &  Welsh  Co.,  Cleveland. 


Roubaudi  Shows  Wide, 
Printed  Satin  Ribbons 

Paris  Office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

Wide  printed  lacquered  satin  ribbons  are 
the  marked  note  of  the  new  collection  shown 
by  Roubaudi  for  the  winter. 

Metal  brocaded  ribbons  and  metal  bro- 
caded and  printed  lacquered  satin  styles  also 
are  featured. 

Among  the  most  successful  novelties  in 
the  line  is  a  matelasse  ribbon  in  metal  on 
satin  ground.  It  is  shovra  in  all  over  floral 
designs  in  relief.  One  of  the  most  effective- 
is  called  "Field  of  roses"  and  is  shown  with 
the  rose  pattern  in  matelasse  effect  in  silver 
or  in  gold  on  a  plain  colored  satin  ground. 

A  satin  ribbon  in  a  new  shade  of  blue 
called  "blue  bird  Talue,"  is  brocaded  in  silver- 
in  matelasse  effect.  This  is  a  clear  blue,  be- 
tween a  China  and  a  pastel. 

_  Attention  is  called  to  a  line  of  six-inch- 
wide  heavy  surah  ribbons  with  wide  printed 
patterns  in  "Copt"  design  through  the  center., 
Taffeta  ribbons  with  clear  cut  floral  patterns- 
in  velvet  brocade  are  featured. 

Marked  emphasis  is  laid  on  ribbons  in 
wide  sash  widths.  Narrow  varieties  have  but. 
a  limited  representation  in  the  line  at  this- 
house. 


In  addition  to  house  dresses,  corsets  and* 
lingerie.  Miss  Jennie  Lipman  hereafter  will' 
buy  blouses  for  the  Hecht  Co.,  Washington, 


HOSIERY 


LADIES  FULL  FASHIONED" 


SI  Lie 
HOSIERY 


J.R.Beaton  Co.,1 


331  Fourth  Ave. 


nc. 


New  York 


Real  HosiERy  Ualue 

Xo.  6S0  Ladies'  pure  silk  finest  gauge. $10..50 
Xo.  eOO  Liidies'  pure  sill;  lace  ankle..  10.50 
Xo.  e.30X  Ladies'  pure  .silk  lace  inserted.  22. 5<) 

Xo.  100  Ladies'  full  mercerized   3.2.5 

Xo.  240  Men's  pure  silk  finest  gauge.,  7.00 

ALL  THE  NEW  COLORS 
Mill  to  retailer  Write  for  sample 

LAZAR  SILK  HOSIERY  MILLS 

 Clifton  Heights,  Pa. 


Illlcr 


50CK  S  FOR  WEAR 

From    Mill  "  Retailer 

9^'/.  /^r  SAMPLES  ^jPGICES 
S.S.MILLER  HOSIERY  MILLS 

Rfcadirg  Pa.  U  S. A. 

NECKWEAR 


ALU'niATTHE    NAME  FMPLlE.-i! 

POLLOCK  t>  LOWENBHUM 

40  WEST  20th  STRF^-NLV  YORK 


HOSIERY 


tTh/oH.inaI 
w  and  only  man- 

The  Trads 

the  genuine  » 
Racine  Feet,  The  Trade  Mark  with  a  reputatioofeputation 

^    RACINE  FEET  KNITTING  CO. 

m  BELOIT,  WISCONSIN 


t 

s 


"Made  in  D.  S.  A." 


THE  BEST 

CHILDREN'S  HOSIERY 

Sold  by  jobbers  everywbere 

RANDOLPH  MILLS 

Philadelphia,  Pa. 
E.  M.  Townsend  &  Co. 

Selling  Agents 
345  Broadway     New  York 

"No  Beams  to  Injure 
the  Feet." 


LOW  PRICED  COTTON  SOX 
FOR  MEN -SAMPLES  SENT 
ON  REQUEST 

RHyCPSIDE  KNITTING  niLtS 

READING  PA 


KNIT  GOODS 


The  Leading  Sweater  House 
16-18-20  West  32nd  St.,    New  York 


GLOVES 


IDEAS 

Cuts  —Ark—  Circulars 
Show-cards-  Letter" 
Window  Trims— Folders, 
etc.     Supplied  exclusively 
to  one  merchant  in  a  town. 
Write  for  detailsl 

Merchant*  Business  Building  Service 

231  We.t  39lh  Street  New  Vork  City 


LOVES 


English,  French,  American 

Wholesale  Department:  ' 
2  West  37th  Street         New  York 


BUCKSKIN 

Mocha,  Cape  Suede 
in  leading  Styles  for 
Men  and  Women. 


GATES,  MILLS  &  CO.,  •'"''^f'^""'' 


Telephones|6329|Qfa„g^^,y 

Lewis  &  Locke 

Importers 
KID  and  FABRIC  GLOVES 

J 60  Fifth  Avenue,  New  York 

Nortnwest  corner  21st  St. 


KNIT    GOOD  S 


Art  Silk  Tuxedo 
Coats  and  Sashes 

BATHING  SUITS 
THE  ROSE  KNIT  GOODS  CO. 

1251-5  W.  9th  St.,  Cleveland,  Ohio 
N,  Y.  Office,  409  Wilson  BIdg.,  1270  B'way 


SHOES 


BATHING  SHOES 


IN  STOCK 
Ballet  Slippers 
Gymnasium  Shoes 
Bathing  Shoes 
Boudoir  Slippers 


BROOKS  SHOE  MFG.  CO. 

PHILADELPHIA,  PA. 


Ladies  COMFOKT  SYio^s 

Soft-Flexible  Leather 


lOVir  $2.8'!  Pair 

Ottler  Styles  on  Request 

Made  in  CX>  E  EE  widths 

Sold  m  36  Pair  Lots  . 

FOB  Factory 


HIGH  »3  J5  Pbir 


THE  HELD  CORPORATION 

»!  UNION  S<VJMLB     NEW  YORK 


YDC-TOP 

SHOE 

No.  177— All  Glazed  Kid 
8-inch  Welt.  "YDE-TOP,"  1%- 
inrh  Cuban  Heel,  arch-supporting 
shank  piece,  extra  long  counters. 
B-4y2-8:    C-3-8ys:    D    and  E 

S-0   $6.50 

Add   25c  for   sizes   8%  to  9. 

The  HOLTERS  COMPANY 


Men's 
Fine! 
oes 

Rockland 
Quality 


LACES  &  EMBROIDERIES       MUSIC  PUBLISHERS 


KaTy  fabrics 

White  and  Wash  Goods, 
Laces,  Embroideries, 
Handkerchiefs,  Crepe 
de  Chines,  Georgettes 

Krower-Tynberg  Company,  Inc. 


32-46  W.  23rd  Street 


Now  York  City 


200%  Profit 

That  should  appeal  to  you 

The  McKinley  Edi  tion 

Standard  Classic  and  Teaching  Music  will 
produce  that  result 
Write  for  Samples 

McKINLEY  MUSIC  CO.,  Chicago 
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Unique  Parasol 
Models  Displayed 

Both  Brilliant  and  Pastel  Shades- 
Artistic  Designs  Done  in 
Velvet  Ribbons 

The  height  of  the  parasol  season  is  here 
and  some  unique  models  are  being  shown. 
While,  as  is  usual  at  this  time  of  the  year 
many  eccentric  designs  are  presented,  f ew  ot 
these  parasols,  however,  really  become  the 
vogue.  Although  models  of  this  sort  "sweeten 
the  line  and  bring  attention  to  the  department 
and  to  window  displays  and  in  this  way  prove 
their  value,  they  are  not  ready  sellers 

The  airplane  shape,  the  single-sided  parasol 
and  the  little  carriage  model  which  dates  back 
a  generation  or  two,  appear  only  to  cause  com- 
ment and  then  slip  back  into  oblivion  agam 
A  few  are  seen  each  season  but  they  do  not 
"catch  on"  in  a  way  to  become  a  real  style 

The  most  popular  numbers  are  those  whicti 
retain  the  accepted  shape  but  lend  variety  by 
the  color  and  fabrics  employed.  Practically 
all  of  the  summer  colors  from  the  very  brilli- 
ant to  the  more  delicate  pastel  shades  are  pop- 
ular The  fabrics  range  from  chiffons,  laces 
and  georgettes  through  silks  and  satins  of  all 
kinds  to  linens  and  ginghams.  They  are 
shirred,  ruffled,  draped  or  cover  the  frames 
tightly.  The  edges  may  be  regular  or  irregu- 
lar and  the  timmings  vary  with  each  model. 


Particularly  artistic  are  some  of  the  appli- 
aue  design  done  in  velvet  ribbons  of  a  darker 
?one  thaS  the  silk  employed.  Contrasting  col- 
ors are  also  seen  and  artificial  flowers  are 
Sten  flattened  on  the  surface  of  many  of  the 

"^"Thlrndt;  are  either  of  wood  or  pyroxlyn 
in  a  color  to  match  or  harmonize  with  the 
cover.  Carrying  loops  are  not  so  popular  as 
Sey  were  and  longer  handles  are  seen  on  many 
cf  the  newest  importations. 

Bits  of  News 

Max  \.  Aaron,  vice-president  and  general 
manager  of  the  Friedberger-Aaron  Mfg.  Co., 
Philadelphia,  recently  was  tendered  a  surprise 
dinner  by  directors  of  the  firm  in  appreciation 
of  his  twenty-five  years  service  with  the  or- 
ganization. 

F  W  Richter  has  been  appointed  buyer 
and  manager  of  the  new  basement  house- 
furnishing  department  of  the  Ideal  Co  Mas- 
sillon  Ohio.  In  addition  to  goods  ordinarily 
included  in  this  department,  Mr.  Richter  will 
buy  toys  and  luggage. 

The  National  Association  of  Leather  Glove 
Manufacturers  has  offered  a  prize  of  $100  for 
the  best  slogan  to  sell  American-made  leather 
gloves.  A  committee  of  advertising  men  will 
choose  the  strongest  slogan  for  adoption  at  the 
fall  meeting  of  the  association.  Entries  m 
the  contest  should  be  made  before  Oct  1,  and 
addressed  to  Dudley  P.  Osborn,  2201  Waban- 
sia  Avenue,  Chicago. 
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London  Favors 
Jumpers  of  Silk 

Woolen  Knitted   Garments  Losing 
Foothold — Leicester  Shoes  Find 
Market  Here 

London  Office  of  the  Dry  Goods  Economist, 
11   Haymarket,  S.  W.  1. 

The  woolen  knitted  jumper  has  lost  favor 
to  a  marked  degree.  It  is  being  replaced  by 
a  garment  of  silk  or  artificial  silk.  Gar- 
ments of  the  latter  material  are  coming  into 
favor  for  both  inner  and  outer  wear  for  the 
summer  months  on  all  sorts  of  occasions  and 
in  winter  for  indoor  wear,  even  in  the  ball- 
room. 

The  women's  fancy  shoes  for  which  Lei- 
cester is  noted,  especially  in  the  welted 
classes,  already  have  some  market  in  the 
United  States.  During  the  visit  of  the 
American  retail  delegation  opportunity  was 
taken  to  impress  them  with  the  goods  turned 
out,  with  some  degree  of  success.  There  is 
reason  to  believe  that  there  will  be  some 
business  done  with  the  United  States  in  cer- 
tain high  grade  lines  of  fancy  shoes. 

The  Capitol  Department  Store  has  suc- 
ceeded the  Riff  and  the  Fashion  stores  at 
Fayetteville,  N.  C.  Through  an  error,  the 
latter  was  named  as  the  Fair,  in  a  recent  is- 
sue of  the  Economist. 
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rrrn   «•  ki^*\  I  mm  ¥@U  sill  I  Manhattan  Tradin?  Corooration 


Hair  Net 

ctical  folder 


Uo^ue 

The  net  in  the  pra 

— patented — (not  an  envelope) 
Dependable  Quality 
Single  and   Double  Mesh 
Cap  and  Fringe 

SEIDNER  &  HITZIGRATH 

24  East  21st  Street,  New  York 

Samples  and  quotations  upon  request 


Staple  Envelopes  of  Every  Description 

547  West  27th  St.    N  E W  YOR  K 


Manhattan  Trading  Corporation 

E.  C.  Dieckethoff.  President 

Q      Foreign  &  Domestic  G 


NOTIONS 


Sole  Agents  for  the  Lightning  Needle  Co.® 

27-33  West  23rd  Street  New  York  City 


Silk  Hair  Wavers 
Permanent  Waving  Fluid 

"Keep  the  Hair  in  Wave" 
L.  M.  GARRITY  &  CO.,  Inc. 
31  Bedford  Street         Boston.  Ma.». 


DoN'T  Forget  To  Get 


the 


Close 'Fit  Hair  Net 

E  MITTELSTAEDT,  INC. 

84-85  University  PI.  ^ew  York 


THIMBLES 

,FINE    THIMBLES  OF 
c  f«  R  I  PT  lO  NSa     STAN  DAK  O 
o*riKiNCS  AND  D^PtAV  CABINETS: 
FOR    ILLUSTRATED  FOLDER 

JOBBER'S  NAME. 

The  ANSOMIA   NOVELTY  Co. 

A  H  SON  I  A,     CONK.  ij.b.l^. 


ll°ALWAYS  SHARP,  " 
DEPENDABLE  SOISSORa 
AND  SHEARS. 

MADE  IN  AMERICA 
AT  INTERESTING  PRICTIS 
SHIPPED  PROMPTLY 

\1UI  EYERSWARP  SUEAR  CO. 


Beauty  Boxes 

All  the  rage.  We  make 
a  number  of  styles.  Write 
for  our  circular  No.  120- 
E,  showing  Beauty  Boxes. 
Tlie  Effliee  Com- 
pany 
Mfrs.    of   Ladies   Hand  Bags 

AU   Styles   and  Prices 
300-306      So.      Franklin  ^  f 
Chicago,  111. 


BRIDGEPORT 


CONNECTICUT 


T.  B.  M.  GATES 

432  Fourth  Ave.,  N.  Y.       ^  M 


{and  Tooled^pye./  £?  Ba^ 

r   Alyo  G.*6^eral  Line  of 

iMenXPocKe'tbaok/  Game 

Collar  Ba^r  Manicure/-  Etc 
A.I..  R-EEDCO. 

373 -FIFTH  AVE.  NEW  YORK. 


Corner  29th  St. 

Narrow  Wovin  Fabrics 

Notions  and  Small  Wares  ^  , 

Sole  Selling  Agent 
KIRBY.BEARD  &CO.Biriningham,Eng. 
Hair  Pins,  Pins,    Needles,  Needle  Cases  ? 


BRAIDS  & 


TRIMMINGS         ART  NEEDLEWORK 


Do  you  need  a  good 

BUYER? 
DISPLAY  MAN? 
ADVERTISING  MAN? 
CARD  WRITER? 

ECONOMIST  WANT  ADS 

BRING     BEST  RESULTS 


An  Easy  Index — 

That  is  what  you  will  find  the 
Buyers*  Merchandise  Guide  is 
as  you  check  over  the  trade 
marks  and  names. 


328  Fourth  Ave.,  N.  Y. 

SUPERBA  BINDING 
BRAIDS,  CORDS,  DRESS  TRIMMINGS 


FANCY  LINEN 

EMBROIDERY  MATERlALi 


"Peri-Lusta"  HTmH  "9'"^^*?*V' 

Mercerized        m,2Jm  ^^UK 
COTTONS       ^ERltU^  SILK 
Complete  Requirements  for 

NEEDLEWORK  DEPARTMENTS 

Campbell,  Metzger  &  Jacobson 

932  Broadway,  NEW  YORK,  Cor.  22nd  St. 


Sanitary  Napkins— Made  in  eleven  sizes. 
5  to  22  ounces  per  dozen. 
Prices  and  samples  on  request. 
Desirable  territories  open. 

PALMYRA  KNITTING  COMPANY 

PALMYRA.  N.  J. 


Harrow 

banimadc 

HUMAN  HAIR.  NET 

eaxh.  net  ^uztrAnte^a^ 

KAUIMANN  BROS. 

UinFTH  AVI,.    NEW  YORK 


Manufacturers  of 

FEATHERBONE  Dress  Specialties 
GIRDELIN  Dress  Belting 

Three  Oaks,  Mich. 

New  York  Chicago       San  Francisco 


RICIinRDSOM'S 

PURE  MERCERIZED 
SILKS  COTTOMS 
.=    -=    fOP  SEWING 
l^^llr  EMBROIDERING 
IBiMa^  CROCHETING 

Richardson's  lOc  Crochet  BooKs 

RICHARDSON  SILK  COMPANY 
£s  Chicago     Manufacturers     New  VorK 


SFBand 

SANITARY  NAPKINS 

Conveniently  and  aUracUvely  paclied,  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;  and  compressed  in  individual  boxes. 

Write   for    interesting  prices. 
HYGIENIC     FIBRE  COMPANY 
SOO  Broatlway     New  YorU  City 


Conditions  Demand 
Reduced  Costs 

H.  L.  Bernbaum  Asserts  Decreased 
Business  Makes  Cut  in  Operat- 
ing Expenses  Essential 

Many  garment  retailers  are  confronted, 
this  month,  with  a  decreased  volume  of  busi- 
ness as  compared  with  last  year's  figures. 
This  is  a  natural  state  of  affairs  and  not  un- 
expected, according  to  H.  L.  Bernbaum,  mer- 
chandise manager  for  the  Frank  &  Seder  Co. 

"Business  in  all  lines,"  he  says,  "has  fallen 
oif  and  calls  for  intensive  merchandising. 
The  decrease  can  be  offset  somewhat  by  reduc- 
ing unnecessary  expenses,  adding  new  depart- 
ments, concentrating  and  reducing  the  number 
of  employees,  retaining  the  most  eflficient. 
Where  four  sales  persons  or  stock  clerks  have 
been  employed  in  the  past,  two  probably  can 
do  the  work  now." 

The  situation  should  be  talked  over  with 
them  and  those  who  are  retained  should  be  im- 
pressed with  the  necessity  of  extending  the 
scope  of  their  work.  Advertising  appropria- 
tions can  be  regulated  so  as  to  cover  the  same 
ground  in  smaller  space.  More  care  should  be 
given  to  incidentals  such  as  lighting,  deliv- 
eries, office  work,  etc. 

"We  have  added  a  men's  clothing  and  fur- 
nishings department  which  is  doing  an  excel- 
lent business.  We  have  also  added  a  silk  and 
linen  piece  goods  department.    The  business 
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which  these  two  departments  are  doing  is  more 
than  offsetting  the  falling  off  of  business  in 
our  other  departments. 

"The  public  should  be  able  to  buy  ready-to- 
wear  merchandise  next  fall  at  prices  not  less 
than  20  per  cent  lower  than  they  were  last 
year,  on  popular  priced  goods.  The  reduction 
is  more  apparent  in  this  class  of  merchandise 
than  in  the  higher  grades.  Garments  which 
sell  up  to  about  $39.50  should  show  clearly  a 
difference  in  price.  It  is  more  difficult  to  make 
reductions  apparent  in  the  more  expensive 
garments." 


New  Export  Trade 
Directory  Issued 

The  192i-1922  edition  of  the  Export  Trade 
Directory,  published  by  the  American  Ex- 
porter, at  370  Seventh  Avenue,  New  York,  has 
just  made  its  appearance.  This,  the  seventh 
edition  of  this  standard  work,  contains  1036 
pages  and  lists  a  total  of  7462  names.  It  in- 
cludes a  complete  list  of  export  merchants  and 
commission  houses  in  the  United  States,  a 
total  of  2459  houses  in  16  cities. 

Information  regarding  each  of  these  houses 
is  given,  including,  among  other  things,  their 
foreign  connections,  the  markets  they  cover 
and  the  products  in  which  they  deal.  Among 
new  features  is  a  list  of  325  branch  houses  in 
the  United  States  of  foreign  concerns  buying 
only  or  chiefly  for  their  headquarters  over- 
seas. There  is  also  given  a  list  of  combina- 
tions of  American  manufacturers  for  export 
business  organized  under  the  Webb  act. 


'  Salesmen  Seek  Aid 
of  Retailers 

That  many  retailers  have  taken  steps  to  se- 
cure representation  in  the  wholesale  market 
and  so  reduce  the  number  and  extent  of  their 
buyers'  trips  is  one  of  the  effects  of  high  rail- 
.  road  passenger  and  Pullman  rates,  and  of  hotel 
charges. 

The  same  saving  can  be  achieved,  accord- 
ing to  the  National  Council  of  Traveling 
Salesmen's  Association,  by  co-operating  with 
that  organization  in  its  fight  to  secure  modi- 
fication of  railroad  and  hotel  price  schedules. 

In  fact,  says  the  salesmen's  organization,' 
it  IS  to  the  advantage  of  the  retailer  to  take 
this  method  of  reducing  expense,  rather  than 
to  open  offices  in  the  market.  This  statement 
IS  made  on  the  ground  that  buyers  who  get 
into  the  market  but  seldom  lose  that  personal 
touch  with  merchandise  conditions  and  with 
their  wholesalers  which  is  necessary  to  their 
best  interests.  Local  buying  offices,  it  is  re- 
marked, prevent  this  contact. 

Another  argument  advanced  as  to  why  re- 
tailers should  assist  the  salesmen's  body  is  that 
traveling  men's  expenses  are  added  to  mer- 
chandise costs,  and  so  the  retailer  pays  not 
only  his  buyers'  expenses  but  wholesalers' 
salesmen's  expenses  as  well. 

The  William  Strauss  Co.  is  the  name  of 
a  new  concern  in  Hopkinsville,  Ky.  which 
IS  opening  a  department  store  in  the  building 
formerly  occupied  by  the  J.  A.  Anderson  Co 


NOTIONS  &  FANCY  GOODS 


BABY  GOODS 


BABY  GOODS 


mSDON(S 

SAFETY  PINS - 

'Qhe  A  Point  Pin 


HEAVY  SPRING  BRASS  WIRE 
EXTRA  HEAVY  NICKEL  FINISH 
LOMC  TAPERING  POINTS  -  NON-PULLING 
CAPS  U  GUABDS  SECURELY  ASSEMBLED 


mSDONMFG.CO.,  Naugatuck.  Conn. 


'Ribboncraft 

Makers  of  Gifts  for 
Baby  and  Milady 

31  Union  Square  NEW  YORK  CITY 

223  W.  Jackson  Boul.       CHICAGO,  ILL. 


"SELECTE"  NOTIONS 

iSiPMIIHIIWB^ 


CMALL  wares  and  fancy  goods  at 
'-'  loivest  prevaUing  market  prices. 
Sole  Agent  for  D.  P.  Tayler  &  Co. 'a 

PISS   AND  HAIRPINS 
GOTHAM  LEATHER  GOODS  CO. 


Small  Wares.  Fancy  Goods  &  Buttons 
i  Tminh  Ave.  aT  I8II1  SLNfwYorit  Boston  Offiof  U  OamxySt  i 


i 


INFANTS'  GOODS 


Crib  and  Carriage  Pads 
—Bibs  of  all  Styles- 
Crib  Screens  —  Chair 
Pads  —  Intermediatory 
Pads — Diaper  DraweKS. 
The  pioneer  expert  line, 
icnown  for  purity,  qual- 
ity, durability  —  profits. 

15  Laight  St. 


Excelsior  Quilting  Co.,  JfEw'^YORK 


Hriginal  SANITARY  Nursery 
Playthings  for  BABY 

Rattledy  Rite 

$25  or  $50  Rite  Assortment 

It's  the  Rite  Line 

Seo  0iot0t,  3lnc. 

No.  119  West  42nd  St.,  New  York 

Opposite  Bush  Bldg. 

YARNS 


Pennant 
Darning  Cotton 

30yd.;8-ply;4-End 
High  Quality 

Ask  Your  Wholesaler 

Blodgetl&OrswellCo. 

Pawtucket,  R.  I. 


"STORK" 
BABY  GOODS 

Sheeting,  pants,  bibs,  diapers, 
knockabouts.  None  genuine 
without  the  word  or  the 
bird. 

THE  STORK  CO. 

88  Broad  St.,  Boston,  Mass. 


WHEN  IN  DOUBT— 

Look  it  up  in  the  Buyers' 
Merchandise  Guide — the 
name,  the  address  or  the 
brand. 


Creators  of  boxed 

CjIFT  NTOVELTIBSStfflJ" 


223  nrT/A  AVE.  NEW  VORK 


BABY     N  OVE  LX I  E  S 

Coat  Hanger.si,  Trin- 
ket Boxes,  Hot  Water 
Bags,  Safety  Pin 
Holders,  Baby  Arm- 
lets, Teething  Rings, 
Rattles,  Decorated 
Sets,  Record  Books, 
Scales. 

JOS.  H.  JOSEPH 

Manufacturer  —  Importer 
31-33  W.  31st  St.,  N.  Y. 


Children's  Garment 
Drying  Forms 

NON-RUSTING 

PATENTED 
Write  for  Circular  No.  31 

J.B.TFMBERLAKE 
&  SONS,  Mfrs. 

Jackson,  Michigan 


For  Everybody 

Profitable  because 

Original 

Popular  Price* 


YOUR  HELPSITUATION.To-DlY 


Can  be  solved  by  the  aid  of  the 
"GRAPHIC  SERVICE" 
WRITE  for  further  Particulars 
THEGRAPHIC  INSTRUCTOR 
WEST  39th  STREET 

New 
York 
City 


or 


Richard  G.  Krueger 

395  Fourth  Ave.  new  york 

send  for  catalogue 


I  TYROLER'S  EAR  CONFORMER  CAP 

Prevents  projecting  or  folding 
III  infants'  -ears  wliile  asleep  or 
lying.  Removes  and  corrects  all 
lenilency  of  ears  to  protrude, 
^^iinitary,  washable.  Each  cap 
scDaiate  package. 
:)  sizes— small,   medium,  large. 

Cotton  ,$4.50  per  doz. 

SilU   6.00  per  doz. 

All  year  round  seller  in  infant 
wear  dent. 

Tyroler  Mfg.  Co.,^^^         ^V,?,*"  s* 


DOLLS   &  TOYS 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 
Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


PILLOWS 


FLOOR  COVERINGS 


BEADS 

Frinijes  Spangles  Trimmings 
Tassels  Necklaces  Girdles 

PEARLS 

Lea'l<;rs  ol  the  World 

ROSENBERG&CO.,lnc. 


36  W,  38tii  St, 


Nev/  York 


Roily  Rattle  — it  FloaU.I  Water  Baby— in  aMorted 
Atsorted  cliaraclers  at         rtyla  $2^5  fn  5i  1 

$4;  $6  &  $75»       I      ^     ^  ^ 

Handpainted  Nov- 
elties, Rattles, 
Toy  Sets,  Dolls' 
Toilet  Sets,  etc. 

Sig. Schwartz  Co. 
110W.32ndSt..  N.Y. 

Send  for  catalog  10 


^IBRtPILLOWS 

assure  large  profits  and 
satisfied  customers 

THE  SANITARY  FEATHER  CO. 

422-428  S.  Canal  Street  Chicago 
Write  for  Price  List 


NAIRN 
LINOLEUM 


Complete    stocks  car- 
ried at  our  ■warehouses,  located  at 
Chicago,  St.  Louis,    Kansas  City,    Denver,  Galrestjn, 
San  Francisco,    Los  Angeles,    Seattle,    Portland,  Ore. 
THE  NAIRN  LINOLEUM  CO.,  Newark,  N.  J. 

Sole  Selling  Agents 
W.  &  J.  SLOANE  563  Fifth  Ave.,  N.  V. 
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Silk  Nets  Shown 
for  Winter  Wear 

Variety  of  Wide  Flouncings  Dis- 
played by  Roubaudi 

Paris  office  of  the  Dry  Goods  Economist, 
2  Rue  des  Italiens 

Silk  nets  heavily  embroidered  in  metal, 
in  metal  and  silk  or  in  jet  are  featured  by 
Roubaudi  Freres  for  winter.  Emphasis  is 
given  to  open-mesh  craquele  ground,  al- 
though both  the  fine  Alencjon  and  filet  nets 
are  represented. 

Here,  as  elsewhere,  quantities  of  wide 
flouncings  are  shown.  One  of  the  most  note- 
worthy novelties  is  a  skirt-width  flounce  in 
invisible  black  craquele  net,  covered  with  a 
heavy  and  a  flat  pattern,  and  in  a  brilliant 
and  a  dull  gold.  The  entire  ground  is  cov- 
ered with  this  embroidery,  so  that  the  eifect 
is  as  though  the  net  were  entirely  in  metal. 
The  same  flounce  is  also  offered  in  silver  in 
the  same  combination  of  a  brilliant  and  a 
dull  flnish  and  in  a  heavy  and  in  a  light 
pattern. 

Attention  is  called  to  a  line  of  black  net 
flouncings  embroidered  in  square  motives  in 
square,  black,  gelatine  paillettes  and  in 
heavy,  triangular,  black  paillettes. 

Vermicelli  patterns  in  metal  on  an  in- 
visible craquele  black  net  ground  are  also 
prominent. 
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Quantities  of  embroidered  nets  in  multi- 
colored effects  are  shown,  and  mixtures  of 
silk  and  metal  nets,  embroidered  in  mixtures 
of  chenille  and  metal  and  in  chenille  and 
silk,  are  also  in  evidence. 

An  Alengon  net  flounce,  incrusted  with 
round  motifs  of  colored  kid  overlaid  with 
a  silk  embroidery  and  framed  with  a  silk  and 
metal  embroidery,  is  shown  as  a  high  novelty 

Quantities  of  colored  beads  in  glass  and 
in  wood  are  shown  on  net  grounds.  A  long 
and  varied  line  of  fancy  jet  and  wooden 
belts  are  also  featured  by  Roubaudi. 


G.  A.  Scruggs  Dead 

Gustavus  A.  Scruggs,  one  of  the  founders 
of  the  Scruggs-Vandervoort-Barney  Dry 
Goods  Co.,  St.  Louis,  died  recently  at  the  age 
of  eighty-six  years.  For  more  than  forty 
years  Mr.  Scruggs  was  an  invalid  having 
suffered  permanent  injuries  from  a  fall.  Mr. 
Scruo-gs  was  prominent  in  charitable  work, 
but  not  for  many  years  had  he  taken  active 
part  in  the  business  he  helped  to  found.  He 
is  survived  by  one  brother  and  a  sister. 


Gifts,  the  official  organ  of  the  Gift  and  Art 
Association  of  America,  prints  its  first  issue 
this  month.  It  is  devoted  to  the  interests  ot 
the  gift  and  art  industry.  The  first  number 
sets  a  high  standard  in  printing  and  illustra- 
tion, the  cover  being  especially  attractive  m 
both  desigli  and  coloring. 
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Omaha  Firms  Adopt 
Parcel  Post  Idea 

Economist  Correspondence,  Omaha,  Neb. 

Seven  downtown  stores  have  adopted  the 
system  of  delivery  by  parcel  post,  inaugu- 
rated here  June  1.  They  are:  J.  L.  Bran- 
deis  &  Sons;  Thompson,  Belden  &  Co.;  the 
Eldredge-Reynolds  Co.;  the  Thomas  Kilpat- 
rick  Co.;  Browning,  King  &  Co.;  the  Nebraska 
Clothing  Co.,  and  the  Drexel  Shoe  Co.  Ap- 
proximately 100,000  packages  are  delivered 
daily.  It  is  estimated  by  Postmaster  H.  S. 
Daniels  that  the  cost  per  package  amounts 
to  only  6.5  cents,  as  against  a  former  cost 
of  14.8  cents. 

Local  parcel  post  rates  are  m  effect: 
Five  cents  for  the  first  pound  and  one-half 
cent  for  each  additional  pound.  The  maxi- 
mum  weight   per   package   allowed    is  70 

pounds.  . 

Twenty-two  trucks  are  in  use,  making  two 
deliveries'  a  day  over  the  same  routes.  In 
some  suburban  zones  there  is  only  one  de- 
livery a  day.  Goods  purchased  before  noon 
are  delivered  in  the  afternoon  and  goods  pur- 
chased in  the  afternoon  reach  their  owners 
next  morning.     Regular  mail  men  operate 

the  trucks.  • ^  , 

A  garage,  132  by  147  feet,  has  been 
equipped  bv  the  Government  to  house  the  42 
Federal  trucks  in  use  here.  In  addition  to 
the  22  trucks  used  for  retail  parcel  delivery, 
eight  motorcycles  are  employed. 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


STORE  EQUIPMENT 


DISPLAY  FIXTURES 


WRITE  FOR  CATALOG, 


EVERYTHING  IN  FIXTURES  | 

Write  for  Catalogues 

CURTIS  LEGER  FIXTURE  CO. 

232  West  Jackson  Blvd.,  Chicago,  111. 


Ask  to  sec  the  -mcCaskev  trip.- 

WRITE  FOR  samples  ANO  PRICES 

The  mcCaskey  register  Co. 

ALLIANCE.  OHIO 


furniture 
equipment 


MANUfAaURERS  FOR  OVER 50  YRS. 


HSCHMANNCO. 

229  to  239  West  36th  Street,  H.  Y. 


BEST  STEEL 
DISPLAY  RACKS 

Rug — Comfort — Lace 
Curtain— Portiere— Blanket 
Linoleum — Drapery 

John  H.  Best  &  Sons 


GALVA 


Illinois 


BALDWIN 
P^kag^**  Carriers 

give  most  service  for  the  least 
money.  For  neatness,  speed,  easy 
operation    absolutely  unequalled. 

Jas.L.  Baldwin  &  Co.,  Mfrs. 

356  W.  Madison  Street,  Chicago 


Build  to  Fit  the  Business 

Consult 

FREDERICK  PEARSON 

Advisory  Specialist 

PI  ANNING  -  EQUIPMENT  -  OPERATION 
OF  MODERN  DEPARTMENT  STORES 

Highest  Marshall  Field  Bldg. 

Hignest  Washington  Street, 

References  23  E.  ^^^Jj^jcIgO 


Ideal  Line  Rolling    Step  Ladders 


Fifteen  Styles.  Satis- 
faction Guatanteeil. 
Lasts  a  Life-timn. 
Write   tor  Catalogue. 

Daynite 
Furniture  Mfg.  Co. 

Cape  Girardeau,  Mo. 

Factory  at 
J   213     Chouteau  Trust 
Bldg..  S'..  Louis.  Mo. 


Wax  Figures 

The  finest  and  most  complete 
line  in  America.  Also  very 
latest  creations  In  Papier  Mache 
Forms. 

Write  tor  latest  catalogue. 

FRENCH 
WAX  FIGURE  CO. 

73  W.  Water  St. 
MilTvauliee,  "Wis. 


PAPER  BOXES 

For  Christmas  and 
other  days,  in  sizes 
\   you  want, 
j    Catalogue  on  request 

THeI^ARSH-BURGESS  CO. 

DUNKIRK  Dept.  G,        NEW  YORK 


UNIT  CALCULATORS 

Correct  Frecalculated  Answers 
for  Measurements,  per  piece, 
dozen,  yard. 

The  Meilicke  System  of  loose- 
leaf,  hinged  and  tabbed  cards 
insures  instant  and  accurate 
computation  of  Piece  Goods 
problems. 

MEILICKE  CALCULATOR  CO., 

338  North  Clark  St.,  Chicago. 


CURTAINS 


LACE  WINDOW  DECORATIONS 
&  COTTON  NETS 

Dobsons  and 
M.  Browne  &  Co.,  Ltd. 
Nottingham,  England 

Specimen  Samples  and  cata- 
logues at  D.  G.  E.  Buyers 
Ir5ormation  Dept.,  239  West 
39thSt..N.Y. 

Wholesalers   &  Importers  Only 


Make  Your  Show  Windows  Pay  Your  Rent 

Our  line  of  Period 
Display  Fixtures 
willhelpyou  make 
effective  Window  ^ 
Displays. 
Send  for  Catalog 
No.  92 

THE  OSCAR  ONKEN  CO. 

3547  W.  4thSt..Cincinnati,Ohio.  U.S.  A. 


PAPER  SHREDDERS 


'^S  in  1  Air  Brushes 


"Made  in  all  sizes.     Better  in 
every  way  for  show  card  and 
window    background  use. 
Write  for  catalogue.  ' 
r  Brush  Co.,  Dept.  F,  1227  Wash.  Bl.,  Chicago 


Plain  and  Novelty  Curtains. 
Double  Bordered  Voiles  and  Marquisettes. 
The  lines  that  give  life  and  action  to  your 
Upholstery  Department. 

Martin  Manufacturing  Company 

Factory:    West  Newton,  Mass. 
353  Piftli  Ave.,  New  York, 
entrance  aronnd  tbe  corner  on, 
Thirty-flrst  Street. 


Stop  Hiding  Your  Merchandise.  Display  It. 

Give  your  merchandise  a  chance  to  sell  itself,  thru 
attracUve  displays.  Make  it  easy  for  customers  to 
Buy— easy  for  you  to  sell. 
The  S-X  Display  Backs  will 
give  you  this  service,  and 
more.     Write  for  circulars. 


SYLVAN 
SPECIALTY 
P|»  SHOP 
W  552  W.  Lake  Str., 
Chicago.  Illinois 


UPHOLSTERY  MATERIALS 


B.  &  R.  Paper  Shredder 

Destroys  discarded  con- 
fidential papers,  checks, 
correspondence,  etc.  It 
saves  the  paper  stock  to 
be  used  for  excelsior. 
Send  for  leaflet. 

BMeldt&Rapp  Company 

108  N.  Jefferson  Street 
CHICAGO,  ILL. 


Putnam's  Improved  Cloth  Chart 


Write 


THE  A.  E.  PUTNAM  COMPANY,   Washington,  la 


Advertising  Ideas  is  a  monthly 
digest  of  the  best  of  the  cur- 
rent retail  advertising.  It  is 
invaluable  to  the  advertising 
man  in  a  retail  store. 

Advertising  Ideas 

239  W.  39th  St.,  N.  Y. 


UPHOLSTERY 
CRETONNES 
TAPESTRY 
VELVETS 

PETER  SCHNEIDER'S  SONS  &  CO.,  Inc. 

IMPORTERS 
20-22-24  EAST  20th  ST..         NEW  YORK 
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ECONOMIST       WANT  ADS 
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LINES  WANTED 


CALESMAX,  long  experience,  wants  line  of 
^  merit  for  dry  goods  and  gentlemen's  fur- 
nishing stores  on  Long  Island.  Have  automobile 
and  established  trade.    BOX  2253,  Dry  Goods 

ECON-OMIST. 


BUSINESS  OPPORTUNITIES 


store  managers,  executives,  should 
^  get  a  copy  of  "The  Advertisement  Writer." 
Full  of  business  building  ideas.  Contains  hun- 
dreds of  advertising  headlines,  show-card 
phrases,  little  selling  talks.  Dollar  for  copy  to 
WALTER  THE  ADMAN,  United  Store, 
Pueblo,  Colorado,  Dept.  E. 


DO  YOU  WISH  TO  RETIRE? 

Pay  Highest  Cash  Prices 
For  Entire  Stocks  of  Merchandise. 
No  Stocks  Too  Large. 
I.  SINGER, 
582  Broadway  &  21  Throop  Ave., 
Brooklyn,  N.  Y. 
Phone  5371  Stagg. 


TP  OR  SALE — One  of  the  largest  and  finest 
book  stores  in  the  State,  carrying  exclusive 
lines  of  office  equipment,  commercial  stationery, 
etc;  established  in  1903.  R.  M.,  Box  945,  New- 
ark, Ohio. 


t  F  you  wish  to  retire  or  sell  your  store  as  a 
going  business,  drop  a  line  to  GOODSTEIN 
B-ROS.,  P.  O.  BOX  822,  Trenton,  N.  J.  All 
communications  held  strictly  confidential. 


FOR  RENT 


A  THREE-STORY  BRICK  BUILDING,  21 
ft.  by  110  ft.,  cement  basement,  office. 
Equipped  with  Shelving,  Counters,  Tables,  Elec- 
tric Light,  Gas,  Water,  Electric  Elevator.  Lo- 
cated in  the  heart  of  business  district.  One  of 
-the  best  locations  in  the  City.  A  splendid 
opening  for  an  up-to-date  Dry  Goods  or  Shoe 
Store.  A  splendid  chance  to  make  money. 
Write  Box  116,  Ironton,  Ohio. 

DEPARTMENT  SPACE  FOR  RENT 
Approximately  8,000  sq.  ft.  of  floor  space  in 
well  established  store  in  a  large  Pennsylvania 
City.  Big  opening  for  ladies'  ready-to-wear. 
New  big  building  in  business  center.  Posses- 
sion in  good  time  for  fall  season.  BOX  2237, 
Dry  Goods  Economist. 


DEPARTMENTS  TO 
LEASE  IN  SPECIALTY 
WOMEN'S  WEAR  STORE 
IN  DALLAS,  TEXAS. 

SHOE  DEPARTMENT 
AND  SMALL  WARE  DE- 
PARTMENTS SUCH  AS 
HOSIERY,  NECKWEAR, 
LEATHER  GOODS, 
JEWELRY  NOVELTIES, 
ETC.  WONDERFUL  OP- 
PORTUNITY. FOR  PAR. 
TICULARS  WRITE: 

LA  MODE 
DALLAS,  TEXAS 


DRY  GOODS,  NOTirjNS  AND  MILLINERY 

LOCATION. 
_  Centrally  located  corner  in  live  manufactur- 
ing city.  Excellent  opening  at  present  time. 
Will  give  long  lease  at  reasonable  figure.  Ad- 
dress the  owner,  A.  C.  GR.\CE,  LITTLE 
FALLS,  N.  Y. 

rOR  RENT — Prominent  corner  store-room  in 
best  business  block  in  Tucson,  Arizona, 
at  rental  of  five  hundred  dollars  month — on 
graduated  lease — ten  years  if  necessary.  Faces 
three  seventy-five-foot  streets.  Dimensions  of 
room  45  x  100  ft.,  with  full-sized  basement. 
Adjoining  store  room  available — size  26  x  100, 
at  two  hundrtd  dollars'  monthly  rental  on 
graduated  lease. 

Big  opportunity  for  live,  exclusive,  ready- 
to-wear,  dry  goods  and  women's  furnishings 
store.  University  town-  with  fifteen  hundred 
college  students.  Population  twenty-seven 
thousand.  Resources  are  copper,  cotton,  cattle, 
railroad  and  banking  center.  Finest  climate 
in  world.  Available  until  August  first.  P.  W. 
REI!F,Tf„  Tucson,  Arizona. 


As  the  Economist  circulation  covers  such  a  wide  area,  whenever  possible 
give  name  and  address.     If  a  box  number  is  used,  give  some  idea  of  location 
of  business.     For  example,  "Pennsylvania,"  Box  810,  Dry  Goods  Economist. 
In  "Position  Wanted"  ads,  state  preference  as  to  location,  if  any. 
All  replies  to  box  numbers  are  forwarded  daily  from  the  Economist  office. 


IF,  in  answering  Economist  Want  Ads  directed  to  this  office,  you  supplement 
your  letter  with  additional  matter — photographs,  samples  of  ads,  etc. — 
be  sure  and  send  sufficient  postage  to  cover  the  cost  of  forwarding  them  to  the 
advertiser.  The  Economist  can  only  forward  first  class  mail  covered  by  2c 
postage. 

Rates: — Position  Wanted — 40  cents  per  line.     All  other  headings — SO  cents  per  line. 
6  words  or  fraction  thereof  usually  constitute  1   line.    Minimum  amount  accepted  4 
lines.    Capitals  considered  as  two  lines.     Boxed  display  ads — $7.00  per  inch;  Position 
Wanted — $6.00  per  inch — minimum  amount  accepted  1  inch. 
Blank  space  to  be  charged  at  line  rate. 

Three  consecutive  insertions  for  douhle  the  one  time  rate. 
Forms  close  one  week  previous  to  date  of  issue. 
No  accounts  opened. 


BUSINESS  OPPORTUNITIES 


BUSINESS  OPPORTUNITIES 


WANT  TO  INVEST 
$100,000  to  $200,000 

IN  A  GOING  RETAIL  DEPARTMENT  STORE  IN  A 
NORTHERN  OR  EASTERN  METROPOLITAN  CITY 
BY 

AN  EXPERIENCED 
EXECUTIVE 


AGE  44,  WITH  A  GILT  EDGE  SUCCESSFUL  RECORD 
OF  TWENTY-FIVE  YEARS,  WHICH  WILL  BEAR  THE 
CLOSEST  INVESTIGATION,  WHO  DESIRES  TO 
TAKE  AN  ACTIVE  INTEREST. 

HAVING  BEEN  AN  EMPLOYER  AND  POSSESSING 
EFFICIENCY  AND  RESOURCEFULNESS  AND  A 
BROAD  VISION,  AS  WELL  AS  AN  INTIMATE 
KNOWLEDGE  OF  MERCHANDISING,  THERE  IS  NO 
DOUBT  OF  THE  POSSIBLE  RESULTS  IF  THE  PROP- 
ER CONNECTION  CAN  BE  MADE. 

ALL  COMMUNICATIONS  STRICTLY  CONFIDEN- 
TIAL.   ADDRESS  G.  P.  O.,  BOX  464,  NEW  YORK. 


FOR  RENT 


IVTIILLINERY  department  to  be  leased  in  a 
new  progressive  popular  price  department 
store  to  open  about  Sept.   1st  in  the  best  lo- 
cation in  Altoona,  Pa. 

Only  concerns  financially  able  to  go  after  big 
volume  will  be  considered.    Write  to 

BENDER  &  BRETT, 
Altoona,  Pa. 


SHOE  DEPARTMENT  TO  LEASE 
Established  Women's  and  Children's 
jiopular  priced  Shoe  Department,  in 
large  Department  Store  in  city  of 
175,000,  to  lease  to  reponsible  firm 
operating  Shoe  Departments  in  Depart- 
ment Stores.  Correspondence  invited. 
Address  BOX  2260,  Dry  Goods  Econo- 
mist. 


C  ILK  and  woolen  yard  goods  department  to 
be  leased   in   a   new   progressive  popular 
pi  iced  department  store  to  open  about  Sept.  1st 
in  the  best  location  in  Altoona,  Pa. 

Only  concerns  financially  able  to  go  after  big 
volume  will  be  considered.    Write  to 


BENDER  &  BRETT, 
Altoona,  Pa. 


FOR  SALE 


DEPARTMENT  STORE 

near  Pittsburgh,  in  city  of  20,000.  Annual 
business  $225,000.  Stock  about  $65,000;  can 
be  reduced  if  required.  Owner  engaged  in 
other  business — and  Would  consider  partner- 
ship with  right  party— or  sell  outright.  Store 
room  88  x  80  ft.;  two  floors. 

KAUFMANN  BROS.,  DUQUESNE,  PA. 


rOR  SALE — General  Merchandise  store  in 
Portland,  Oregon,  doing  $160,000.00 
yearly  on  approximately  $60,000.00  invest- 
ment. 26  departments,  all  new  stock,  business 
on  a  cash  basis.  Owner  dead,  for  sale  by 
estate.     Box  2201,  Dry  Goods  Economist. 


pOR  SALE— Two  Lamson  Baskets,  carriage 
and  receiving  station  complete.    Used  five 
months.    Outfit  for  $55.00. 

BOX  2245,  Dry  Goods  Economist. 


"TWO  GRAND  RAPIDS  WARDROBE  GAR- 
*  MENT  CASES,  practically  new,  glass 
sides,  heavy  plate  tops.  Sizes,  6  feet,  10 
inches  by  4  feet  4  inches.  6  feet  high,  only 
$400.00  for  the  two.  J.  D.  REESER,  Sayre, 
Pa. 


HELP  WANTED 


A  "BIG  TIME"  RETAIL 
SALES  AND  ADVERTISING 
MANAGER 

This  is  the  advertisement  of  one  of  America's 
big  department  stores  in  an  Eastern  city. 

We  can  get  all  the  good  advertising  writers 
we  want.  But  what  we  are  after  is  a  man 
who  has  the  experience  and  the  vision  to  direct 
the  advertising  from  a  merchandise  point  of 
view;  who  can  plan;  w'ho  knows  what  to  do, 
as  well  as  how  to  do  it. 

We  are  not  looking  for  a  man  out  of  a  job; 
we  want  to  tempt  a  successful  man  with  a 
record. 

Address  BOX  2246,   Dry  Goods  Economist. 


ADVERTISING  MANAGER 

Capable  of  writing  forceful  selljing 
copy  in  attractive  displays.  Samples  of 
advertisements  required.  State  age, 
married  or  single,  references  and  de- 
tailed experience  with  names  and  dates 
covering  full  time  as  advertising  man- 
ager; state  salary  expected,  all  in  first 
letter. 

SAUL  WOLFSON  DRY  GOODS  CO. 
SAN  ANTONIO,  TEXAS 


ADVERTISING  MAN— We  require  the 
^  services  of  an  advertising  man.  One  who 
thoroughly  understands  medium  priced  de- 
partment store  work.  State  salary  and  ex- 
perience. Address  BON  TON  DEPART- 
MENT  STORE,   Altoona,  Pa. 


ADVERTISING  MANAGER 

Exceptional  opportunity  for  real  live 
hustler;  must  have  popular  price  de- 
partment store  experience.  Apply  by 
mail  or  in  person. 

GILMERS,  Inc., 
NORFOLK,  VA. 


ASSISTANT  DISPLAY  MANAGER  for 
^  progressive  department  store.  Must  be 
experienced  card  writer.  Good  prospects  for 
right  man.  Give  all  details  in  first  letter. 
SMITH  -  METZGER  -  WRIGHT  COMPANY, 
Warren,  Pa. 


ASSISTANT  manager,  familiar  with  women's 
ready-to-wear.  Must  be  live  wire.  Good 
opportunitv  for  the  right  man.  DAVIS 
BROS.,  W.  Ferry  and  Grant  Sts.,  Buffalo, 
N.  Y. 


BASEMENT  BUYER  and  MANAGER 
WANTED  by  the  largest  department 
store  in  Western  Kentucky.  Lines  to  be 
handled  are  Shoes,  Ready-to- Wear  and  Dry 
Goods.  State  full  experience,  give  references, 
d  salary  desired  in  first  letter.  BOX  2197, 
Dry  Goods  Economist. 


BUYER 
FOR 

BASEMENT    SHOE  DEPARTMENT 

Apply    by    mail    to  KAUFMANN'S, 
"THE    BIG  STORE," 

PITTSBURGH,  PA., 
c/o  Merchandising  Dept. 


BUYER  and  MANAGER,  experienced,  for 
Notions,  Leather  Goods,  and  Toilet  Goods 
Department.  State  salary  desired  and  names 
of  houses  where  previously  employed. 

STEIGER-VEDDER  COMPANY 
Hartford,  Conn. 


BUYER 

CLOAKS,  SUITS,  FROCKS  AND  CHIL- 
DREN'S APPAREL.  Must  be  a  woman  who 
has  had  experience  and  capable  of  showing 
results.  Excellent  opportunity  and  salary. 
BOX  2247,  Dry  Goods  Economist. 


DUYER  waiitcd  for  cloak  and  suit  depart- 
ment.  one  of  the  best  department  stores 
New  York  State.  State  full  experience,  age, 
salary;  confidential.  BOX  2251,  Dry  Goods 
Economist. 
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Look  for  This  Label  on 
All  Blabon  Art  Linoleums 


Linoleum  Is  The  Ideal  Flooring  For 
America's  581,000  Retail  Stores 

Think  How  Much  Your  Share  of  This  Business  Right 
in  Your  Town  Would  Be  Worth  to  You 

The  dealer  who  shows  real  initiative  in  pushing-  and  popularizing  smooth, 
silent,  sanitary  Blabon  Floors  in  this  fertile  field  will  show  a  surprising 
profit  at  the  end  of  the  year. 

There  is  almost  a  total  absence  of  dust  raised  in  walking  where  Blabon 
Floors  are  used  because  the  smooth  surface  makes  it  impossible  for  dust 
to  lodge.  Display  windows  laid  with  Blabon  Floors  are  easier  to  clean, 
and  show  the  goods  to  better  advantage.  Tell  the  merchants  these 
things— or,  better  still,  put  Blabon  Floors  in  your  own  store  and  bring 
them  in  to  see  them. 

Every  building  in  your  business  district  is  a  prospect — there  is  no  lost 
motion  between  calls — because  they're  all  in  one  restricted  area.  The 
upper  floors  of  many  of  these  buildings  are  occupied  by  offices,  lodge 
rooms,  or  dance  halls — all  desirable  prospects  for  Blabon  Floors. 

Personal  solicitation  is  most  effective,  but  "Linoleum  as  a  Money  Maker" 
gives  many  worthwhile  selling  suggestions.  This  interesting,  illustrated, 
book  contains  information  regarding  our  complete  line  of  profitable  dis- 
play material.    Let  us  mail  you  a  copy — -without  obligation. 

Blabon  Korsho  Linoleum  Rugs— with  beauty  of  design  and  softness  of  appearance  found  in  woven  rugs— are  increasingly 

popular.   New  business  follows  their  display  in  store  or  window. 


The  George  W.  Blabon  Company 


Trade  Promotion  and 
Demonstration  Department 
Philadelphia 


PHILADELPHIA 


Head  Office  of  the 
Sales  Department 
212  Fifth  Avenue,  New  York 
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R  O  X  B  U  R  Y 

CARPETS  AND  RUGS 


iioxminr 

Reg.  U.  S.  Pat.  Office 


Generations 
of  Housewives 

* 

since  1859  have  been  and  are  firm  believers  in 
the  long  wear  and  honest  value  woven  into 
every  yard  of  ROXBURY  Carpets  and  Rugs. 

Each  generation,  over  a  period  of  sixty-two 
years,  has  sought  the  ROXBURY  diamond 
trade  mark  on  carpet  or  rug,  to  make  sure  of 
its  genuineness;  having  found  it  they  bought, 
secure  in  the  knowledge  that  this  emblem  de- 
noted lasting  satisfaction. 

Merchandise  that  for  three  generations  has 

retained  the  good-will  of  critical  and  economi- 
cal purchasers  and  maintained  its  high  rating 
among  the  trade  in  general,  is  the  kind  you 
need  to  stimulate  sales  in  your  floor  covering 
department. 

"ROXBURY" 
Makes  Life-Long  Friends 


George  Nicols  &  Company 

Sole  Selling  Agents 
212  FIFTH  AVE.,  NEW  YORK 


Boston — 99  Chauncy  St. 


Chicago — Republic  BIdg. 


San  Francisco — 833  Market  St. 
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HOW  TO  SELL 

SECTIONAL  LACE 

Here  is  an  easy  way  to  sell  more 
Sectional  Lace. 

Cut  two  or  three  curtains  of  three 
or  four  sections. 

Display  them  in  your  drapery  depart- 
ment. Let  the  salesman  call  attention  to 
the  fact  that  because  of  the  sectional 
feature  he  can  fit  almost  any  window  or 
door.  These  displays  will  sell  the  cus- 
tomer before  she  starts  to  buy,  and  the 
salesman  won't  have  to  take  the  heavy 
bolt  down  every  time  to  show  the  goods. 


What  is  a 

Retail  Profit? 


IF  you  think  it  is  the  40%  or 
50%  you  add  to  the  cost 
of  your  goods,  get  rid  of  the 
notion  at  once. 

Here  for  example  is  the  ex- 
pense record  of  a  New  York 
store  for  1920. 

Percentage 
on  Sales 
1920 

Payrolls  of  various  kinds 
(but  not  including  deliv- 
ery, workroom  or  proprie- 
tors' salaries)    12.90 

Advertising  expenses  (not  in- 
cluding payrolls)    3.80 

Rent   2.49 

Heat   0.30 

Miscellaneous  (including  tele- 
phone and  donations)  ....  5.80 
Total  (be  it  noted  that  this 
total  doesn't  include  inward 
freight  or  expressage )  .  .  .  .  25.20 

Now  note  two  things: 

First:  freight  and  express 
(considerable  items)  are  not  in- 
cluded. 

Second:  these  percentages 
are  based  on  selling  price,  not  on 
cost. 

Therefore  if  that  store's  aver- 
age mark-up  was  40%  then  the 
expenses  were  35.28%  on  the 
cost  of  the  goods. 

And  the  retail  profit  was 
4.72%  on  each  turn  of  a  dollar! 

Now,  of  course,  the  gross 
mark-up  probably  was  more 
than  40%. 


But  out  of  that  gross  mark- 
up had  to  come  both  mark- 
downs  and  freight  and  express. 

So  if  the  store  averaged  6% 
on  each  turn  of  its  capital  it  was 
mighty  lucky  indeed — mark- 
downs  were  many  and  sweeping 
last  year. 

That  means  that  if  the  capital 
was  turned  once  each  dollar 
earned  6c. — might  have  been 
better  loaned  on  mortgage  and 
the  work  and  risk  of  store-keep- 
ing eliminated! 

But  if  you  turn  capital  4  or  5 
times  a  year  and  make  6%  on 
each  turn — then  store-keeping 
becomes  an  interesting  business. 


* 


RETAIL  profit,  then,  de- 
pends partly  upon  how 
frequently  you  turn  your  capi- 
tal— 

— upon  your  ability  to  keep 
full  stocks  without  full  stock- 


rooms 


In  short  it  depends  in  part 
upon  the  right  use  of  the  Job- 
ber's services,  for  it  is  the  Job- 
ber's business  to  act  as  your  re- 
serve stock — keeping  your  capi- 
tal active  and  eliminating  those 
costly  season's-end  mark-downs. 

Use  the  Jobber. 


Philctdolphia^ 


Manufacturers  of  Curtain  Nets,  Lace  Curtains, 
Art  Lace  and  Dress  Laces 


\ 
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Farr  &  Bailey  Quality 

Plus  the  Gold-Seal  Guarantee 


For  forty  years  the  manufacturing  plant  pic- 
tured above  was  the  home  of  the  famous  Farr 
&  Bailey  Linoleums  and  Cork  Carpets,  recog- 
nized as  the  best  goods  of  the  kind  manufac- 
tured in  the  United  States. 

When  the  plant,  business  and  good  will  of  the 
Farr  &  Bailey  Company  were  acquired  by  the 
Congoleum  Company,  Inc.,  the  same  skilled 
workmen  were  retained.  The  entire  plant  at 
Camden  is  still  devoted  to  the  manufacture  of 
these  famous  floor-covering"s. 

The  same  high  quality  of  ingredients  is  main- 
tained, the  same  high  standards  followed,  the 
same  craftsmanlike  attention  given  to  every 
detail.  The  same  crews  who  worked  for  years 
under  the  Farr  &  Bailey  management,  super- 
vised by  the  same  floor-covering  experts,  are 
still  turning  out  the  same  quality  products  for 
the  Congoleum  Company,  Inc. 


But  beyond  that— 

In  order  to  assure  a  product  that  will  be  abso- 
lutely satisfactory  to  both  dealer  and  con- 
sumer, the  Congoleum  Company  is  placing  its 
definite  guarantee  on  all  these  goods.  Every 
roll  of  these  Linoleums  and  Cork  Carpets  now 
bears  the  Gold-Seal  that  pledges  "Satisfaction 
guaranteed  or  your  money  back."  And  every 
word  of  that  pledge  is  lived  up  to — always. 

It  is  from  the  form  of  this  guarantee  that  the 
products  are  now  known  as  Gold-Seal  Battle- 
ship Linoleum,  Gold-Seal  Inlaid  Linoleum. 
Gold-Seal  Plain  Brown  Linoleum,  and  Gold-Seal 
Cork  Carpets.  * 

Thus  the  Gold-Seal  Linoleums  and  Gold-Seal 
Cork  Carpets  on  the  market  today  are  the 
same  genuine  Farr  &  Bailey  products —  plus 
the  Gold-Seal  Guarantee  that  makes  sales  and 
satisfied  customers. 


DRY  GOODS  ECONOMIST,  JUNE  25,  1921 


7 


Gold-Seal  Battleship  Linoleum 

This  genuine  Battleship  Linoleum  is  made  from  the  best 
grades  of  linseed  oil,  gums,  twice-ground  cork,  and  colormg 
matter,  firmly  pressed  on  a  tough  burlap  base,  thoroughly  sea- 
soned and  cured.  The  product  conforms  strictly  to  the  rigid 
requirements  of  the  United  States  Navy.  Built  to  stand  up 
under  the  terrific,  pounding  wear  given  the  decks  of  battle- 
ships, Gold-Seal  Battleship  Linoleum  will  render  practically 
unlimited  service  on  the  floors  of  public  buildings,  theatres, 
restaurants,  offices,  hospitals,  homes,  etc.  Made  in  Brown 
and  Green;  Light,  Medium  and  Heavy. 

Gold-Seal  Cork  Carpet 
Gold-Seal  Cork  Carpet  is  made  of  the  same  quality  ingredients 
used  in  Gold-Seal  Battleship  Linoleum,  but  the  cork  is  not  so 
tightly  compressed.  Consequently  the  carpet  is  thicker  and 
softer— as  velvety  quiet  underfoot  as  the  heaviest  woven  car- 
pet. It  is  recommended  for  use  wherever  absolute  quiet  is 
necessary,  and  is  remarkably  durable.  Made  in  Brown, 
Green  and  Terra  Cotta;  poHshed  and  unpolished. 

Gold-Seal  Inlaid  Linoleum 

A  high  grade  genuine  inlaid— composed  of  wood  flour,  hn- 
seed  oil,  various  gums  and  high  grade  pigments.  The  at- 
tractive patterns  go  clear  through  to  the  burlap.  Minimum 
thickness — .105  inches. 


T 


HIRTY-THREE 
factory  buildings,  cov- 
ering six  large  city  blocks. 
This  monster  plant,  at  Cam- 
den, N.  J.,  is  devoted  exclu- 
sively to  the  manufacture  of 
Gold-Seal  Linoleums  and 
Gold-Seal  Cork  Carpets. 


^OLD 
SEAL 


GUARANTEE 

SATISFACTION  GUARANTEED 
OR  YOUR  MONEY  BACK 

•REMOVE  SEAL  WITH 
DAMP  CLOTH 


The  Gold-Seal  Guarantee,  pasted 
on  the  face  of  all  genuine  Gold- 
Seal  Floor-Coverings  is  positive 
assurance  of  customer  satisfaction 
and  good  ivill. 


CONGOLEUM  Company 


INCORPORATED 


Philadelphia  New  York  Chicago  Boston    Kansas  City    Pittsburgh    St.  Louis 

Cleveland      MinneapoHs        Dallas      Atlanta  Montreal 


San  Francisco 
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An  Expert  in  Retail  Selling  Wrote  This  Course 

in  Linoleum  Salesmanship  for  You — It  Is  Free 


^'T~)UT  us  down  for  the  new  course  in  Constructive 
^  Linoleum  Salesmanship  "  wrote  the  ten  floor- 
covering  salesmen  of  House  &  Hermann,  Wash- 
ington, D.  C.  ''We  are  confident  that  it  will  not  only 
help  us  sell  more  linoleum,  but  will  improve  our  gen- 
eral salesmanship  as  well." 

The  advance  enrollment  for  this  new  Armstrong 
course  in  Constructive  Linoleum  Salesmanship  num- 
bers more  than  five  hundred,  including  salesmen, 
buyers,  department  managers  and  store  ov/ners. 
Whether  old  in  experience  or  new  at  the  game,  these 
men  feel  that  they  can  get  some  good  pointers  from 
the  course. 

To  help  the  man  on  the  floor  to  improve  his  sales- 
manship was  exactly  the  thought  that  J.  G.  Pattee, 
expert  lecturer  on  the  Dry  Goods  Economist  staff  and 
instructor  in  retail  selling,  had  in  mind  when  he  wrote 
these  lectures.  Mr.  Pattee  is  a  salesman  himself,  and 
has  been  one  all  his  life.  He  entered  the  employ  of  the 
R.  H.  White  Company,  Boston,  as  a  stock  boy  at  $2.50 
a  week;  steady  advancement  as  a  retail  salesman  in 
various  departments  finally  brought  him  a  depart- 
ment managership.    Mr.  Pattee's  later  experience  in- 


cludes three  years  as  a  manufacturer's  salesman, 
ownership  of  a  store,  and  organizer  of  educational 
courses  in  large  retail  establishments.  He  has  traveled 
from  coast  to  coast,  visiting  practically  every  impor- 
tant store  in  the  country.  His  course,  therefore,  is 
based  upon  many  years  of  active  retail  experience, 
personal  knowledge  of  salesmanship,  and  unusual 
opportunities  for  observation. 

Constructive  Linoleum  Salesmanship  consists  of  a 
series  of  lectures,  printed  in  convenient  pocket-size 
booklets.    Here  are  the  titles  of  some  of  the  lectures : 


History  of  Retail  Selling 
The  Three  Factors  of  a  Sale 
The  Mental  Law  of  Sale 
Attracting  Attention 
Arousing  Interest 
Creating  Desire 
Closing  the  Sale 
Introducing  Further  Purchases 


Gaining  the  Customer's  Good  Will 
Requirements  of  an  Efficient  Sales- 
man 

Selling  Linoleum 

Initiative 

Sound  Judgment 

Self-Control 

Getting  After  Business 

Self- Analysis  Charts 


Anyone  interested  in  selling  linoleum  may  enroll  for 
this  course,  without  charge.  The  lectures  will  be 
mailed  at  intervals  of  two  weeks.  Send  us  your  name, 
the  name  of  your  firm,  your  position  and  your  home 
address  now.  You  will  be  enrolled  at  once,  and  will 
receive  the  first  lecture  by  return  mail. 


Armstrong  Cork  Company,        Linoleum  Department,        Lancaster,  Pa. 

FArmsiron6s  Lmoleum= 


Jar  Every  Floor  in  the  House 
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In  a  City  of  36,230,  One  Department 
Store's  Sales  of  Hoovers  Have 
Exceeded  $80,000! 

we  shall  be  glad  to  supervise  the  adop- 
tion and  operation  by  your  store  of 
the  identical  rherchandising  methods 
that  are  used  so  successfully  by  the 
James  Black  store,  as  well  as  by 
hundreds  of  other  prominent  stores 
in  cities  of  all  sizes. 

A  small  investment  suffices  because 
the  turnover  on  Hoovers  averages  six 
to  twelve  times  a  year.  Little  floor 
space  is  required.  Net  profits  are 
therefore  large.  In  addition,  The 
Hoover  invariably  attracts  desirable 
new  patronage  to  a  store. 

Will  you  discuss  the  Hoover  project 
with  our  representative  in  your 
locality?  Write  us;  without  obliga- 
tion, he  will  present  the  figures  on 
many  other  department  stores  and 
tell  you  what  volume  of  sales  can  be 
achieved  by  your  store. 

The  Hoover  Suction  Sweeper  Company,  North  Canton,  Ohio 

The  oldest  and  largest  makers  of  electric  cleaners 
The  Hoover  is  also  made  in  Canada,  at  Hamilton,  Ontario 

'^^e  HO  OVER 

It  Beats  ...  as  it  Sweeps  as  it  Cleans 


The  possibilities  that  exist  in  every 
city  for  the  large  sale  of  Hoovers 
through  department  stores,  are  well 
,  illustrated  by  the  achievements  of 
The  James  Black  Dry  Goods  Co., 
at  Waterloo,  Iowa. 

For  the  three  years  of  1915,  1916  and 
1917,  this  store's  sales  of  Hoovers 
totaled  $18,431.75.  The  next  three 
years,  1918,  1919  and  1920,  by  aggres- 
sive eflForts,  they  trebled  their  volume, 
increasing  it  to  $55,050.31,  an  average 
ofover  $18,000  a  year.  For  1921they 
are  working  toward  a  goal  of 
$35,000!  To  date,  then,  this  one  de- 
partment store  has  sold  Hoovers  to 
the  value  of  more  than  $80,000  in  a 
city  of  36,230  people! 

Waterloo,  as  a  city,  harbors  no  advan- 
tages for  the  sale  of  Hoovers  that  do 
not  equally  exist  in  your  locality.  And 
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Side  Line  Nothing! 
They're  Bread  and  Butter 

Don't  consider  your  comfort  department 
a  side  line!  Stock  up  with  a  few 
Loupilcos  and  you'll  find,  if  you  haven't 
already,  that  they're  bread  and  butter  to 
business.  You'll  find  that  they'll  keep 
your  salesmen  on  their  toes  filling  orders, 
your  stenog  busy  writing  for  more,  and 
you  yourself  thanking  your  lucky  stars 
that  one  department  at  any  rate  is  hold- 
ing up  its  end  right-straight-along. 

If  Loupilcos  Sell  and  Keep  On 
Selling,  What's  the  Answer? 
Simply  This: 

Loupilcos  are  irresistible  to  customers.  They  satis- 
fy— permanently.  Just  bury  your  nose  in  one  of 
those  soft,  fluffy,  fleecy,  comfort-giving  comforts, 
sniff  the  freshness  of  materials  used  and  you'll 
know  why.  And  then — when  it  comes  to  price — 
there's  another  surprise  for  you  and  yours.  From 
$14.00  a  dozen  up  and  sufficient  variety  in  design 
to  satisfy  the  universe.  And  we  repeat — unless  you 
want  to  sell  your  Loupilcos  fast,  better  hide  them 
under  the  counter.  Otherwise  they're  gone  cash- 
and-carried ! 

Sample  Dozen  Gladly  Sent — 
Write  Us  Today  ! 

No  obligation.  Just  drop  us  a  line  to  the  effect  that 
you'd  like  to  try  out  a  sample  dozen.  And  if,  by 
any  chance,  they  don't  do  the  trick,  you  can  return 
them.  Louisville  Bedding  Company,  Incorporated. 
Louisville,  Kentucky. 

tOUPILCO 

JLi^COMFORTS 
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STRAIGHT  LINE  METHODS 


Retail  Store 


Can  be  Reduced 


As  a  service  to  the  retail  merchants 
we  are  conducting  a  nation-wide  in- 
vestigation covering  all  items  of  store 
expense. 

Your  co-operation  in  this  investi- 
gation will  enable  you  to  obtain  defi- 
nite comparative  current  facts  and 
figures  for  many  stores  similar  in 
character  and  size  to  your  own. 

It  is  only  through  such  a  compari- 
son with  other  similar  stores  that  you 
can  obtain  a  definite  measurement  of 
your  own  expense  condition ;  for  your 
own  statistics  tell  you  only  whether 
your  expenses  are  increasing  or  de- 
creasing and  not  where  they  should 
be  increased  or  decreased. 

r  ^ —    ~  -i 

If  you  knew  what  other  department 
stores,  dry  goods  stores,  ladies'  and 
men's  specialty  stores,  etc.,  were  ex- 
pending for  the  operation  of  their 
business  you  would  have  a  definite 
guide  and  measurement  which  would 
be  of  incalculable  value. 

Our  booklet,  outlining  the  scope  of 
this  work,  is  ready  for  your  consider- 
ation. Its  contents  reveals  oppor- 
tunities of  which  you  may  take  ad- 
vantage for  amazing  savings  in  your 
store  expenses.  Write  us  for  your 
copy. 

ADDRESS  CHICAGO  OFFICE: 

ERNST  6c  ERNST 

AUDITS  -  SYSTEMS 
TAX  SERVICE 

1038  Continental  and 
Commercial  Bank  Building 
CHICAGO 

OFFICES  IN  26  OF  THE  COUNTRY'S  LARGEST  CITIES 


STRAIGHT  LINE  METHODS 


DRY  GOODS  ECONOMIST,  JUNE  25,  1921 


25 


parte^^iUlc^enjie  Corporation 

151  fiftf)  ^benue,  i^etD  forfe 


Manufacturers  and  Distributors 
of 


— Registereil— 


INTRODUCING 
HUDSON  CRETONNES 
PRICED  TO  MEET 
POPULAR  DEMAND 

These  are  really  very  striking  cretonnes  which 
will  sell  quickly  and  profitably  in  your  store  at  29 
cents.  They  are  exceptional  value,  full  of  color 
and  life,  and  will  adequately  meet  and  satisfy  the 
popular  demand.  In  fact,  they  are  good  enough 
for  loose  covers  as  well  as  draperies. 

Half  a  dozen  arresting  patterns  and  thirty  rich 
color  combinations.  We  know  of  nothing  to  equal 
them  at  anything  like  the  price.  Send  your  sam- 
ple order  now. 

Now  shown  on  the  road  and  in  salesroom  by 

Louis  Bernstein  Wm.  H.  Geary 

Thomas  Clowry  George  O.  Howe 

Edward  J.  Dmding,  Jr.  Fergus  W.  McKenzie 

Harry  C.  Earle  William  A.  Peters 

John  Elliott  E.  W.  Ross 
David  A.  Fyfe 
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F.  Schumacher  &  Co. 

IMPORTERS 

MANUFACTURERS  and  JOBBERS 

Upholstery  Fabrics 

OF  EVERY  DESCRIPTION 


TO  THE  TRADE  ONLY 

BOSTON   420  Boylston  Street 

PHILADELPHIA  .  Finance  Building 
CHICAGO  Heyworth  Building 


60  West  40th  Street     New  York  City 


The  Buyers' 
Information  Department 

of  the  Dry  Goods  Economist  is  the  com- 
mon ground  on  which  the  personalities 
that  make  the  Economist  can  meet  the 
active  personalities  in  the  dry  goods 
business. 

The  Buyers'  Information  Department 
has  no  commercial  interests  except  your 
own. 

Its  interest  is  in  serving  you  to  the 
best  of  its  capacity.  And  it  can  do  this 
well. 

BUYERS'  INFORMATION 
DEPARTMENT 

A  time  and  money  saving  institution 
free  with  your  Economist  subscription. 

Call  when  in  New  York. 

Write  when  at  home. 
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Exempt  from  all 
Federal  Income  Taxes 

Municipal  Bonds 

To  Yield  5.25%  to  6.25% 

We  shall  be  glad  to 
answer  any  questions 
pertaining  to  govern- 
ment, state,  city  or 
county  obligations. 

A.  B.  Leach  &  Co.,  Inc. 

Investment  Securities 

62  Cedar  Street,  New  York 
105  S.  La  Salle  St.,  Chicago 

Philadelphia     Boston         Cleveland  Detroit 
Minneapolis     Scranton      Hartford  Pittsburgh 


ELLIOTT  &  CO.,  Ims. 


Manufacturers  and  Importers 

Table  Damasks ,  Napkins,  Crashes, 

Staple  and  Fancy  White  Goods, 

Quilts,  Satin  and  Crochet 
Irish  Linens. 

GRANITE  LINEN  COMPANY 

Manufacturers 

Huck  Towels,  Name  Towels,  ToweHngs, 
Homespun  Damask,  Napkins,  Art  Crashes,  Etc. 

Mini  WTTTTT! 


n  !  1 1 1 


The 


Tootal 

Broadhurst 

Lee  Co. 


MANUFACTURERS 
OF 
FINE 
COTTON  GOODS 


387  FOURTH  AVENUE  AT  27th  STREET 
NEW  YORK  CITY 


STOFFELS 

ORGANDIES 


People  who 

are  "doing  things"  in  big  cities  and 

small  towns- 

—merchants  and  store  workers  alike, 

read  and  use 

the 

Economist 

Want  Ad 

Columns 

There  is  no 

better,  direct  or  inexpensive  way  to 

reach  people 

experienced  in  retailing. 

^u^femacy  of  "STOPFEOb"  is  ditc  to  h^auitf  nmd,  psj-mo-n^nQs 
of  finish,  omd-'  coCor£  in  lOO  mar-iPi^lmis  skad^'S,  tsj  lis-j.  "^t- 

WBSTERW  OFnCB  AND  STOCKROOMS,  238  "W;  ADAMS  ''TREET,  CHtCA<SO. 
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The  Difference  Between  a  Hallmark 

and  a  Trademark 

Trademarks  are  used  by  manufacturers  to 
identify  their  goods— to  bring  out  indi- 
vidual features  and  to  link  up  with  adver- 
tising. 

Hallmarks  have  an  entirely  different  mean- 
ing. They  originated  in  the  ancient  "Trade 
Guilds"  or  "Livery  Companies." 


DRY  GOODS  ECONOMIST, 


JU\'E  25,  1921 


They  took  the  form  of  a  seal  which  was  stamped 
or  affixed  to  merchandise  to  assure  the  world  at 
large  that  the  material  bearing  the  seal  was  the 
real  thing. 

The  Hallmark  of  the  Irish  Linen  Society  is  used 
in  the  same  way.  It  guarantees  that  the  fabric 
is  made  of  pure  flax  and  that  it  is  indeed  true 
Irish  Linen. 

The  Irish  Linen  Society's  Hallmark  does  not 
conflict  in  any  way  with  individual  trademarks 
and  brands. 

It  is  applied  to  true  Irish  Linen  irrespective  of 
texture  and  weave  so  long  as  the  fabric  itself  is 
made  from  absolutely  pure  flax  yarn. 

The  Hallmark  is  a  guarantee  supported  by  the 
combined  responsibility  of  the  different  units  of 
the  Linen  industry. 

Specify  that  the  linens  you  buy  have  this  Hall- 
mark. 


IRISH  LINEN  SOCIETY 

^LFAST  IRELAND 

American  Office  and  Information  Bureau 
231  West  39th  Street,  New  York 
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S  there  any  good  reason  for 
handling  substitutes  instead 
of  the  genuine  A.  B.  C.  silk 
and  cotton  fabric  ? 


When  you  sell  a  substitute,  do  you 
make  a  good  sale? 

Do  your  customers  come  back  for 
more  ? 

Did  you  ever  have  a  complaint  about 
the  Quality  of  the  genuine  A.  B.  C- 
silk  and  cotton  fabric?  Did  you  ever 
have  complaints  about  the  quality 
of  substitutes? 

How  is  your  A-  B.  C.  stock  now? 


Note: — Women  in  every  part  of  the  country  know 
A.  B.  C.  by  name;  they  ask  for  it,  and  they  are  inva- 
riably satisfied  when  they  get  the  genuine.  W^e  intend 
to  tell  more  women  about  A.  B.  C.  quality  through 
educational  advertising,  so  that  you  will  find  it  even 
easier  to  sell  A.  B.  C.    See  next  announcement. 


ARTHUR  BEIR  &  CO.,  inc. 

MANUFACTURERS  OF  FINE  COTTON  GOODS 
52  WHITE  STREET  NEW  YORK 

BOSTON  CLEVELAND  CHICAGO 
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The  Ge7iiujie  A.  B.  C.  has  the  name  on 
the  selvage. 


FABRIC 


The  genuine  A.  B.  C.  silk  and 
cotton  fabric  zvill  outwear  any 
crepe  de  chine. 

It  will  retain  its  original  lustre. 

It  is  made  of  the  best  yarns  and 
only  special  silk  specially  prepared 
is  used. 

Each  piece  is  absolutely  uniform 
throughout. 

A.  B.  C.  is  the  most  satisfactory 
silk  and  cotton  fabric  for  dresses, 
slips,  zvaists,  bloomers,  pajamas, 
linings,  foundations,  fancy  zvork, 

etc. 

Comes   in   all   shades,  yard 
wide,  double  fold  on  reels. 


DOUBLE  FOLD  ON  REELS 
YARD  WIDE 


REG.  U.  3.  PAT  OFF. 

The  strongest  and  most  lustrous  silk  and  cotton  fabric  of  its  kind. 
Made  of  special  silk  prepared  by  a  special  process  which  assures 
evenness  of  weave  and  great  durability.  Excellentfor  slips,  waists, 
dresses,  bloomers,  kimonos,  pajamas,  foundations,  fancy  work, 

Mnings/etc.      A.  B.  C.  is  the  Original  Cloth 


52  WHITEST. 


NEW  YORK 


A^ote: — We  find,  by  checking  newspapers,  that  merchants  advertise 
A.  B.  0.  constantly  by  name  in  every  part  of  the  country.  They 
feature  A.  B.  0.  generously  in  their  advertising,  which  they 
pay  for,  because  A.  B.  0.  has  proved  such  a  satisfactory 
seller.  We  are  planning  a  national  educational  campaign  to 
help  all  merchants  sell  even  a  greater  volume.  See  our  next 
announcement. 
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JURIES 

Nets 

V^ICABRICS 
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— The  Finest  Textures  of  Europe  and  America! 

DISTINCTION  is  but  one  of  the  MANY  ADVANTAGES 
which   you   gain  by  selecting 


NEUBURGER  DEPENDABLE  TEXTURES 


METTLER  &  CO.'S 
Fine  St.   Gall  Organdies  in  White  and  Colors. 
Batistes  and  Fancy  Cotton  Novelties. 


DEPARTMENTS 
Dotted  Swisses  in  Staple  and  Fancy  Combina- 
tions.    White  and  Colors. 
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FP.P  STRONG 


The  "FERSTRONG"  Brand  is  a  guarantee  of 
high  and  uniform  quality  which  is  maintained 
in  all  repeat  business,  all  "Ferstrong"  materials 
being  made  of  the  finest  and  purest  cotton  that 
the  world  produces. 

These  materials  are  unrivaled  for  making  up 
ladies'  and  children's  underwear,  blouses, 
jumpers,  camisoles  and  all  kinds  of  dainty 
garments. 

In  appearance  they  are  equal  to  silk — in 
hygienic  properties  they  are  superior  to  silk,  as 
they  improve  after  washing. 

Their  economy  is  proved  by  their  durability. 

Here  are  a  few  Fer strong  Lines: 

FERSTRONG  196.  White  Cambric,  40  inches 
wide,  white  as  snow,  soft  as  silk.  Stamped 
FERSTRONG  196  every  two  yards  on 
the  selvedge. 

FERSTRONG  HALCYON.  Dyed  Cambric, 
40  inches  wide,  in  different  dainty  shades. 
Stamped  FERSTRONG  HALCYON 
every  two  yards  on  the  selvedge. 

CREPE-DE-FERSTRONG,  247— instead  of 
Crepe  de  Chine.  39  inches  wide,  in  a 
variety  of  dainty  shades.  Stamped 
CREPE-DE-FERSTRONG  every  two 
yards  on  the  selvedge. 

FERSTRONG  CREPE-DE-LUXE.  39 
inches  wide.  Stamped  CREPE-DE- 
LUXE every  two  yards  on  the  selvedge. 

Above  are  sold  in  lengths  of  about  40,  20  and 
10  yard  pieces.  None  genuine  without  selvedge 
stamps  as  described  above. 

Write  to  Messrs.  G.  Armstrong  &  Company, 
52/54  Faulkner  Street,  Manchester,  England, 
for  free  patterns  and  Shade  Cards,  also  prices 
and  full  information. 


36 


DRY  GOODS  ECONOMIST,  JUNE  25,  1921 


A  PRE-SEASON  GLIMPSE  OF  THE  LINE 
OF  FURS,  THAT  LEADS  THEM  ALL! 


Style  "FE" 

Brown  Kolinski 
Marmot  Scarf,  silk 
lined;  exactly  as 
illustrated. 

$12.50 


Style  "PE"-s 


Stole, 
choicest  quality,  length  2  J/2 
yards;  exactly  as^,  .  - 
illustrated  $14/.J3U 


Style 
QE" 

Stone  Marten 
Opossum  Chok- 
;rs  in  3  grades. 

$5.50,  $6.50 
and  $7.50 

Genuine  Stone  Marten 
Chokers, 

$12.50,  $25.00 
$30.00  and  $35.00 


Style  "OE"-Coney 

Cravat, 

silk    lined.      Black,  Brown 

or  Taupe;  exactly  ^ 

as  illustrated  4>4. /«3 


Orders  Booked 
for  Immediate  or 
Fall  Delivery. 


StyU 


"SE"-'2  Skin 
Mink 
Stole,    choicest  quality; 

trVted!  $275.00 


Neuburger 

Furs 
Are  Sold 

on 
"Value". 


Style  "NE"    —Blue  Fox 
Chokers. 
Choice  quality;  exactly  as  illus- 
trated.    Two  Grades. 

$50.00  and  $70.00 


Style  "JE"  -Grey 
S  q  u  i  r  - 

rel  Cravat,  choicest  quality, 
silk   lined    and   edged;  ex- 

illust  rated .  .   $25.00 


Style  "HE" 

— L  a  r  g  e  Coney 
Choker  Scarfs. 
Choicest  quality. 
Black  or  Brown;  ex- 
actly as  illus-  «[- 
trated  JpD.ZO 


WRITE 
FOR 
SAMPLES. 


Style  "ME 

Brown  W  o  I  - 
fox  Choker. 
Shape  exactly 
as  illustrated. 


Style  "KE"-<^  e  n  u  i  n  e 

Mole  Cravat. 

Choicest  quality .  .  .  .  $21.00 


e  "CE" — Large  Coney 
Cape  -  Stole 
with  pockets.  Black  or 
Brown;  exactly  as  $15  75 
illustrated  


Be  Sure  to  Call 
on  Us  When 
in  New  York. 


"THE  FUR  HOUSE" 


MAX  NEUBURGER  &  CO 

Nos.  64-66-68-70-72-74  West  23rd  Street,  New  York. 
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Know  the  Difference 


of 


Mohawk  Glove 

Silk  Underwear 


in 


QUALITY      FIT  FINISH 
FALL  192 1  LINE 

Now  ready  for  your  inspection. 

Vests  Union  Suits 

Knickers  Step-in  Chemise 

Bloomers  Camisoles 
Cami-Chemise 

WILL  BUILD  YOUR  BUSINESS 

upon 

FAITH 

CONFIDENCE 

REPUTATION 

Our  Representatives  will  call  on  you. 

MOHAWK  GLOVE  CORPORATION 

257  FOURTH  AVENUE,  NEW  YORK  CITY 


Branch  Salesrooms: 


BOSTON 
99  Chauncy  St. 

HOUSTON 
404  Kiam  Bldg. 

OUR  NEW  CHICAGO  OFFICE 
Westminster  Bldg-.,  Monroe  and  Dearborn  Sts 


SAN  FRANCISCO 
133  Market  St. 
PHILADELPHIA 
422  Bulletin  Bldg. 


SILK  UNDEF 

AND 

SILRHOSl 


Other  Mohawk 
Products 

Silk  Gloves 

Mocha-Suedene 
Gloves 

Woolen 
Gloves 

Silk  Hosiery 
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Wide-Awake  Merchsindising 

The  demand  of  the  hour 
Here's  how  to  do  it  for  sales  in  children's  under  waists— Let's  cooperate 


BEAR  WAIST 


BEAK 
WUST 


BEAR 

KNIT-WAIST 

'  "A  Bear  for  Wear" 


U  BEAR  WAIST 

for  Boys  and  Girls 

Wnh  Patented  "Wev-a-Mond"  Buttonhole; 
Ctin't  Bovcl,  Tear  0^t  or  Spread  With  Ua 


3  dozen  garments 
in  the 

BEAR  WAIST 
MERCHANDISER 


2  dozen  each  size- 
2/3  to  12/13 

Complete 


Rear  view,  showing  selling 
points  for  clerks. 


Front  view  of  BEAR 
Waist  Merchandiser 


for 
$12.00 

A  new  idea — it's  1/ x  15  inches — tal^es  up  little  counter  space 

Keep  BEAR  Waists  on  display  in  the  new  BEAR  Waist  Merchandiser — 
their  sturdy  wearing  quahties  and  fine  appearance  sell  them  at  once  to  every 
mother  who  looks  them  over. 

The  BEAR  Waist  Merchand  iser  has  separate  drawers  for  each  size  to  speed 
up  sales  and  to  warn  you  when  sizes  are  getting  low. 

A  complete  stock  in  a  very  small  space.  Try  this  new  merchandiser. 
"Whoop  up  your  turnover"  by  putting  one  in  each  of  the  following  depart- 
ments:   Boys',  Girls',  Infants',  Underwear  and  Corsets. 


Amazon  Products  Company 
366  Broadway,  New  York 


"Lefs  whoop  up  turnover" 


Please  ship  us  BEAR  WAIST  Merchandisers  and  have  same  billed  through 

(state  how  many) 


Name.  . 

Address , 


(Jobber's  Name) 
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Posed  by  Miss  Eileen  Riggin 
Olympic  fancy  diving  champion. 


Children's 
Underwear 

That  Fits 
and  Wears 


Special  attention  is  called 
to  the  back  of  the  pants 
which  are  made  wider 
and  higher  than  the  front, 
thus  providing  extra 
room  in  the  seat.  The 
vertical  front  buttonholes 
and  the  horizontal  back 
buttonholes  at  the  sides 
are  examples  of  the  many 
niceties   of  manufacture. 


Everything  that  we  have  learned  in  making  underwear  for 
particular  adults  is  put  into  the  R.  A.  children's  line. 

The  long  curved  gusset  in  children's  unions,  special  fullness 
over  abdomen,  no  creeping  or  binding  and  very  important, 
long  wear  fabric  and  special  "wear-forever"  seams,  make  a 
strong  appeal  to  the  trade  and  consumers. 

R.  A.  children's  underwear  furnished  in  unions  and  vests 
and  pants,  brushed  and  unb  rushed,  and  in  all  desirable 
lengths  and  styles. 

Sold  Only  to  the  Jobbing  Trade. 
Write  for  Dealer's  Book, 


J.  C.  ROULETTE  &  SONS,  HAGERSTOWN,  MD. 

ISAAC  L.  STERN,  Sales  Manager,  Room  905-6,  346  Broadway,  New  York 
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f  LAWRENCE 

FLAT-KNIT 


KNIT  fabric  next  to  the  skin  is  the 
most  comfortable  underwear  pos- 
sible. And  Lawrence  flat-knit 
undergarments  for  women  are  a  genuine 
comfort  summer  and  winter. 

They  are  tailor  cut.  That  means  perfect  fit. 
They  are  finished  by  Lawrence  processes. 
Which  means  perfect  permanent  seams, 
dainty  edgings,  painstaking  finish. 

Yet  Lawrence  garments,  because  they  are 
made  in  the  largest  knit  underwear  mill  in  this 
country,  are  the  highest  value  you  can  get 
into  the  department. 

Let  the  Wholesaler's  Salesman 
show  you  a  few  samples 


The  Lawrence  Manufacturing  Co. 

For  over  Sixty  Years  makers  of  the  Finest  Quality  Light  and  Medium  Weight  Bal- 
briggan   Shirts,    Drawers   and  Union   Suits   for    Men   and  Boys.      Also   Makers  of 
.        Lawrence  Women's  Flat  Knit  Union  Suits,  Vests  and  Bloomers,  and  Fibre  Hose. 


LOWELL,  MASS.  . 

E.  M.  TOWNSEND  &  CO.,  Selling  Agents 


New  York  City 

CHICAGO 
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EN  who  are  athletic,  who  ride  and  motor 
and  play  tennis  in  the  summer  time  are 
specially  good  prospects  for  the  Lawrence 
sock-length  union  suits. 

Here  is  a  suit  with  quarter  sleeves  or  free  athletic 
shoulders,  and  just  enough  leg  to  meet  the  socks. 

We  suggest  this  as  the  most  healthful  garment  any 
man  can  wear!  Knit  fabric  to  absorb  and  pass  off 
perspiration.  Protection  for  that  delicate  spot  behind 
the  knees — the  "popliteal"  space.  Tailor-cflt  to  pre- 
vent chafing  anywhere  and  to  furnish  complete  com- 
fort always. 

A  union  suit  decidedly  worth  featuring. 


Examine  carefully  the  samples  carried 
by  the  Wholesaler's  Salesman 


The  Lawrence  Manufacturing  Co. 

For  over  Sixty  Years  makers  of  the  Finest  Quality  Light  and  Medium  Weight  Bal- 
briggan  Shirts,  Drawers  and  Union  Suits  for  Men  and  Boys.  Also  Makers  of 
Lawrence  Women's  Flat  Knit  Union  Suits,  Vests  and  Bloomers,  and  Fibre  Hose. 

LOWELL,  MASS. 

E.  M.  TOWNSEND  &  CO.,  Selling  Agents 

345  Broadway  New  York  City 

BOSTON  PHILADELPHIA  CHICAGO 
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WAR  DEPARTMENT  SALE 

of 

NEW  AND  RECLAIMED 

Clothing  &  Equipage,  Textiles  &  General  Supplies 

Consisting  of 

UNDERWEAR— OILSKIN  CLOTHING  —  LEGGINS  —  MITTENS  —  OVERALLS  — 
OVERSHOES  —  TROUSERS  —  STOCKINGS  —  BREECHES — COATS — GLOVES — 
SHOES— DENIM  HATS— HAVERSACKS— OVERCOATS  —  FLANNEL  SHIRTS  — 
STEEL  COTS— TENT  PINS — TOWELS— TENT  STOVES  —  BLANKETS— ALSO 
DUCK— ANTI-GAS  CLOTH— JUTE  CANVAS— MOLESKIN— JERKIN  LINING  — 
SHEETING — WEBBING— AND  COATING. 

NOTE:  The  goods  offered  for  sale  are  stored  in  Brooklyn,  Chicago,  Atlanta  and  San 
Francisco  Zones.  All  bids  must  be  sent  direct  to  the  Quartermaster  Supply  Officer  at 
the  addresses  given  in  this  advertisement.  All  inquiries  for  further  information 
should  also  be  addressed  to  them.  In  no  case  should  bids  or  requests  for  further  in- 
formation regarding  these  sales  be  sent  to  Washington. 

All  of  this  merchandise  is  to  be  sold  by  sealed  bids  on  three  separate  and  distinct  closing  dates,  as 
follows:  June  29th,  July  5th,  and  July  7th.  Detailed  information  with  regard  to  commodities  to 
be  sold  and  the  special  dates  of  sale  on  said  commodities  are  given  in  this  advertisement. 

Sealed  proposals  will  be  received  by  each  of  the  Quartermaster  Supply  Officers  at  the  addresses 
given  for  the  merchandise  to  be  sold  in  their  zon  es  up  to  the  day  and  time  indicated,  when  they 
will  be  opened  in  the  presence  of  attending  bidders,  the  Government  reserving  the  right  to  accept 
or  reject  any  or  all  bids. 

Deposits:  A  deposit  of  10%  of  the  entire  amount  of  bid  in  the  form  of  cash  or  certified  check  shall 
accompany  bid  as  a  guarantee  for  fulfillment.  All  checks  should  be  made  payable  to  Quartermaster 
Supply  Officer,  in  charge  of  the  materials  on  which  you  bid.  Where  the  total  amount  of  bid  is  $250 
or  less  the  entire  amount  must  be  deposited  at  the  time  of  submitting  the  bid. 

Upon  notification  of  award  successful  bidders  will  be  required  to  pay  the  balance  in  cash  or  certified 
check  and  to  remove  the  goods  within  thirty  days  after  date  of  award.  In  case  of  default  the  amount 
of  deposit  will  be  forfeited  as  liquidated  damages  and  the  bidder  shall  lose  all  right  or  interest  in 
the  material. 

\ 

Inspection  of  these  commodities  at  point  of  storage  is  invited.  No  bids  will  be  accepted  "subject  to 
inspection."  No  alterations  or  modifications  of  the  terms  of  purchase  shall  be  permitted.  All 
materials  will  be  sold  "as  is"  and  under  no  circumstances  will  a  refund  or  adjustment  be  made 
on  account  of  supplies  not  coming  up  to  standard  of  expectation. 

On  the  purchase  of  all  dyed  or  bleached  fabrics  the  Government  reserves  the  right  to  deliver  material 
with  a  variation  of  one  ounce  per  linear  yard  in  weight  and  one  inch  in  width;  this  owing  to  the  fact 
that  fabrics  may  be  listed  according  to  construction  in  the  grey. 

Purchasers  of  army  uniforms  must  agree  to  remove  buttons  or  other  insignia  prior  to  their  resale. 

Important:  All  Bids  Must  Be  in  the  Offices  Mentioned  in  This  Advertisement  Prior  to  the 
Hour  and  Day  of  Sale. 

All  of  the  Items  to  Be  Sold  by  Each  of  the  Quartei'master  Supply  Officers  Are  Not  Listed  in 
This  Advertisement.  You  Are  Therefore  Requested  to  Wire  or  Write  for  Complete  Detailed 
Lists  of  All  Commodities  to  Be  Sold  at  Each  Zone.  Remember  the  Closing  Dates.  Immedi- 
ate Action  Is  Necessary  If  You  Wish  to  Secure  Any  of  This  Merchandise. 


SEE  FOLLOWING  PAGES 
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^^^^    Don't  Hesitate  to  Send  in  Yonr  ^^^^ 
^^^m      Bids"™Note  Minimnm  Bidding  ^^^m 

NOTE  CLOSING  DATES 

Bids  on  This  Item  Should  Be  Sent  to 
QUARTERMASTER  SUPPLY 

General  Intermediate  Depot 
Atlanta,  Ga. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
San  Francisco,  Calif. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 

OFFICER 
General  Intermediate  Depot 
1st  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  Close  June  29,  10  A.  M. 

ITEM  NO.  1.    S.P.D.  NO.  3856  CE. 
1,382,947  NEW  FACE  TOWELS  (Huck). 

Made  oi  cotton,   size  auoui  17/2  in.  uy  j//2  m. 
Weight  approximately  2j4  lbs.  to  the  dozen. 
Packed  500  to  900  towels  to  bale.    Stored  New 
Orleans.    Minimum  bid  considered,  500  towels. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
Atlanta,  Ga. 

Bids  Close  July  7,  10  A.  M.,  Pacific 
Time 

Bids  Close  July  7,  1  P.  M. 
Standard  Eastern  Time 

ITEM  NO.  1. 
24,659  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.  Packed  40  to  75  to  box,  and 
50  to  100  to  bale.    Stored  Ft.  Mason,  Calif. 
Minimum  bid  considered,  i  box  or  i  bale. 

ITEM  NO.  5.     S.P.D.  E-2602. 
3,280  PR.  WOOL  BREECHES  (Reclaimed) 

Color  Olive  Drab.     Assorted  sizes.  Stored 
Philadelphia,   Pa.    Minimum  bid  considered, 
500  pairs. 

ITEM  NO.  2. 
18,453  WOOL  COATS  (Reclaimed). 

Stored  as  follows :  16,819  at  Ft.  Mason,  Calif. ; 
packed  28  to  50  in  bales  and  20  to  42  in  boxes ; 
1,634  at   Presidio  of   San   Francisco,  Calif. 
Packed  average  27  in  boxes  and  35  in  bales. 
Minimum  bid  considered,  i  box  or  bale  as 
packed. 

ITEM  NO.  3. 
12,753  PR.  SUMMER  DRAWERS 
(.tieciaimea^.  (,cotton.j 

Packed  125  to  175  to  bale,  also  in  boxes.  Mini- 
mum bid  considered,  i  box  or  bale.    Stored  at 
Ft.  Mason,  Calif. 

ITEM  NO.  6.     S.P.D.  18169. 
1,308  COITON  COATS  (Reclaimed). 

Color  Olive  Drab.     Assorted  sizes.  Stored 
Madison  Barracks,  N.  Y.    Minimum  bid  con- 
sidered, lot. 

ITEM  NO.  7.     S.P.D.  E-2604. 
2,616  WINTER  CAPS  (Reclaimed). 

Stored  Philadelphia.    Minimum  bid  considered, 
lot. 

Bids  Close  July  7,  12  Noon,  Central 
Time 

ITEM  NO.  9.     S.P.D.  NO.  17247. 
19,839  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.    Stored  Baltimore.  Mini- 
mum bid  considered,  500  coats. 

ITEM  NO.  10.     S.P.D.  17822. 
35,187  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.    Stored  Baltimore.  Mini- 
mum bid  considered,  500  coats. 

ITEM  NO.  2.     S.P.D.  NO.  SE-853-CE. 
1,806  COTTON  BLANKETS  (Reclaimed). 

Commercial,    double,    assorted    colors.  Not 
packed — loose,    in    good    condition.  Stored 
Charleston,  S.  C.    Minimum  bid,  50  blankets. 

ITEM  NO.  4. 
1,185  PR.  RUSSET  SHOES  (Reclaimed). 

Stored  as  follows :  37  pr.  at  Ft.  Winfield  Scott, 
Calif. ;  boxed.    26  pr.  Seattle,  Wash. ;  boxed. 
53  pr.  Vancouver  Barracks,  Wash. ;  boxed. 
652  pr.  Ft.  Mason,  Calif. ;  boxed.   85  pr.  Alca- 
traz  Island,  Calif. ;  boxed.    90  pr.  Presidio  of 
Monterey,  Calif.;  boxed.    49  pr.  Ft.  Stephens, 
Ore. ;  boxed.    47  pr.  Ft.  McDowell,  Calif. ; 
boxed.    97  pr.  Rockwell  Field,  Calif. ;  boxed. 
47  pr.  Presidio  of  San  Francisco,  Calif. ;  loose. 

noint  named. 

ITEM  NO.  6. 
45,569  SUMMER  UNDERSHIRTS 
(Reclaimed).  (Cotton.) 

Packed  in  boxes  and  bales  averaging  114  to  885 
each.    Stored  Ft.  Mason,  Calif.    Minimum  bid 
considered,  i  box  or  bale. 

ITEM  NO.  5.    S.P.D.  NO.  SE-1202-CE. 
13,195  PONCHOS  (Reclaimed). 

In  good  condition.    Stored  Camp  Gordon,  Ga. 
Minimum  bid  considered,  100. 

ITEM  NO.  8.    S.P.D.  NO.  SE-248-GS. 
19,000  COTS,  LIBERTY,  STEEL 
(Reclaimed). 

Folding.     Black  enamel.    In  good  condition. 
Not  packed.    Stored  Camp  Gordon,  Ga.  Mini- 
mum bid  considered,  50  cots. 

ITEM  NO.  13.     S-P  D.  17809.CE. 
2,143  PR.  COTTON  BREECHES 
(Reclaimed). 

Color  Olive  Drab.    Assorted  sizes.    In  fair 
condition.  Stored  Ft.  Caswell,  N.  C.  Minimum 
bid  considered,  100  pairs. 

1,663  PR.  COTTON  BREECHES 
(Reclaimed). 

Color  Olive  Drab.    Assorted  sizes.    In  good 
condition.    Packed  in  boxes  and  bales.  .Stored 
Charleston,  S.  C.    Minimum  bid  considered, 
100  pairs. 

ITEM  NO.  11.     S.P.D.  19294. 
10,927  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.    Stored  Baltimore.  Mini- 
mum bid  considered,  500  coats. 

TTFM  NO   12      SPD  E-2608. 
277  COATS  (Reclaimed). 

Sheepskin    lined.     Stored    Philadelphia,  Pa. 
Minimum  bid  considered,  lot. 

ITEM  NO.  13.     S.P.D.  19075 
340  SERVICE  COATS  (Reclaimed). 

Wool.    Color  Olive  Drab.    English.  Stored 
Philadelphia.    Minimum  bid  considered,  lot. 

ITEM  NO.  7. 
3,297  BLUE  DRESS  CAPS  (Reclaimed). 

Packed  32  to  220  to  box.    Stored  Ft.  Mason, 
Calif.    Minimum  bid  considered,  1  box. 

ITEM  NO.  14.     S.P.D.  E-2612. 
352  WOOL  COATS  (Reclaimed). 

Color  Green.    Stored  Philadelphia.  Minimum 
bid  considered,  lot. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARIEKMASIEK  SUPPLY 
OFFICER 
General  Intermediate  Depot 
Ist  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  Qose  July  7,  1  P.  M., 
Standard  Eastern  Time 

ITEM  NO.  15.     S.P.D.  E-1482. 
779  CASES.     TELESCOPE.  PACKING. 
(Reclaimed). 

Stored  Schenectady.    Minimum  bid  considered, 
lot. 

ITEM  NO.  16.     S.P.D.  E-2615. 
4,002  WOOL  DRAWERS  (Reclaimed). 

Stored  Philadelphia.   Minimum  bid  considered, 
1,000  pairs. 

ITEM  NO.  15.     S.P.D.  NO.  1721.3-CE. 
2,721  PR.  COTTON  BREECHES 
(Reclaimed). 

Color  Olive  Drab.    Assorted  sizes.    In  good 
fonrlition.     Packed  in  boxes.     Stored  Camp 
I'.ragg,  .V.  C'.     Minimum  liid  consirlcred,  jcot 
pairs. 

ITEM  NO.  16.     S.P.D.  NO.  16969-CE. 
15,240  PR.  COTTON  BREECHES 
(Reclaimed). 

Color  Olive  Drab.    .Assorted  sizes.    In  good 
condition.    Packed  in  cases.    Stored  Ft.  Oglc- 
tborpf,        Minimnm  bifl  considered,  100  yiairs. 

ITEM  NO.  S.P.D.  NO.  14547. 
22,117  WHITE  COTTON  BAGS  (Reclaimed) 

Capacity  100  lbs.    Stored  Army  Base,  Brook- 
lyn.   Minimum  bid  considered,  lot. 

ITEM  NO.  17.     S.P.D.  E  2620. 
12,927  PR.  WOOL  GLOVES  (Reclaimed). 

Color  Olive  Drab.    Stored  Philadelphia.  Mini- 
mum bid  considered,  lot. 

ITEM  NO.  3.     S.P.D.  NO.  E-2556. 
2,083  PR.  COTTON  BREECHES 
(Reclaimed). 

Color  Olive  Drab,    Stored  Washington,  D.  C. 
Minimum  bid  considered,  lot. 

ITEM  NO.  4.     S.P.D.  17243. 
19,000  PR.  COTTON  BREECHES. 

Color   Olive   Dral).     Stored    Baltimore,  Md. 
Minimum  bid  considered,  1,000  pairs. 

ITEM  NO.  18.     S.P.D,  15304. 
3,300  HAVERSACKS  (Reclaimed). 

Stored  Schenectady.    Minimum  bid  considered, 
1 ,000. 

ITEM  NO.  19.     S.P.D.  NO.  E-2621, 
508  HOODS  FOR  OVERCOATS 
(Reclaimed). 

Color  Olive  Drab.    Stored  Philadelphia.  Mini- 
mum bid  considered,  lot. 

SEE  NEXT  PAGE 
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^^^P     Here  Is  Your  Chance  to  Buy  ^^^^ 
^^^^S      Goods  at  Your  Own  Price —  tf^^Sa 

SEND  BIDS  TO  QUARTERMASTER  SUPPLY  OFFICERS 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
xJtriLitjK. 
General  Intermediate  Depot 
1st  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Uepot 
1819  West  39th  Street,  Chicago,  111. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
1819  West  39th  Street,  Chicago,  111. 

£>ias  Close  July  7,  1  P.  M., 
(Standard  Eastern  Time) 

Bids  Close  July  7,  12  noon 
(Standard  Central  Time) 

Bids  Close  July  7,  12  noon, 
(Standard  Central  Time) 

ITEM  NO.  21.     S.P.D.  E-2625. 
628  MACKINAW  COATS  (Reclaimed) 

Color  Olive  Drab.   Unlined.   Stored  Philadel- 
phia.   Minimum  bid  considered,  lot. 

S.P.D.  NO,  18646. 

1,200  PR.  COTTON  BREECHES 

(Reclaimed). 

Stored  Omaha,  Neb.   Minimum  bid  considered, 

1  „i 

lot. 

S,P,D,  NO,  17475. 
712  FLANNEL  SHIRTS  (Reclaimed), 

Olive  Drab.    Stored  Jefferson  Barracks,  Mo. 
Minimum  bid  considered,  lot. 

ITEM  NO.  22.     S.P.D.  E-2629. 
90  OVERCOATS  (Reclaimed). 

Dyed  Green.    Stored  Philadelphia.  Minimum 
bid  considered,  lot. 

S.P.D.  NO.  19274. 
307  FLANNEL  SHIRTS  (Reclaimed). 

Olive  Drab.    Stored  Park  Field,  Tenn.  Mini- 
mum bid  considered,  lot. 

S.P.D.  NO.  19086-A. 
27,940  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.    Stored  Chicago.  Minimum 
bid  considered,  i,ooo  coats. 

ITEM  NO.  23.     S.P.D.  NO.  E-2631. 
3,150  PR.  PUTTEES,  WOOL  (Reclaimed). 
(Spiral.) 

Color  Olive  Drab     Stored  Philadplntiia  ATini- 
mum  bid  considered,  lot. 

LOT  NO.  1. 

27,211  PR.  MARCHING  SHOES 
(Keclaimed). 

Assorted  sizes.   Stored  Chicago,  111.  Minimum 
bid  considered,  lOO  pairs. 

S.P.D.  NO.  17255. 
10,157  COTTON  COATS  (Reclaimed). 

Stored  Ft.  Benjamin  Harrison,  Ind.  Minimum 
bid  considered,  i,ooo  coats. 

ITEM  NO.  24.     S.P.D.  E-1283. 
1,403  PR.  MARCHING  SHOES  (Reclaimed) 

Stored  Philadelphia.    Minimum  bid  considered, 
ICQ  pairs. 

S.P.D.  NO.  18750. 
10,049  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.    Stored  Ft.  Leavenworth 
Kans.    Minimum  bid  considered,  i,0OO  coats. 

S,P,D,  NO.  C-1144. 

^  9A/t    C¥Tivnvfi7u  iTivrrkfucTJiDnrc 
&UiTliVlll.K  LIIMJlliKslllKla 

(Reclaimed) . 

Stored  Omaha,  Neb.   Minimum  bid  considered, 
500. 

ITEM  NO.  25.     S.P.D.  E-2636. 
33,145  PR.  COTTON  STOCKINGS 
Keclaimed  ) . 

Stored  Philadelphia.   Minimum  bid  considered, 
S,ooo  pairs. 

S.P.D.  NO.  18664. 
1,939  COTTON  COATS  (Reclaimed). 

Stored  Omaha,  Neb.    Minimum  bid  considered, 
i,ooo  coats. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
1819  West  39th  Street,  Chicago,  111. 

ITEM  NO.  25.     S.P.D.  E-2637. 
7,298  PR.  STOCKINGS  (Reclaimed). 

Medium  weight.    Stored  Philadelphia.  Mini- 
mum bid  considered,  lot. 

S.P.D.  NO.  17471. 
2,177  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.    Stored  Ft.  Riley,  Kans. 
Minimum  bid  considered,  i,ooo  coats. 

ITEM  NO.  27.     S.P.D.  E-2041. 
634  TARPAULINS,  BLACK. 

These  are  new,  but  in  poor  condition.  Various 
sizes.    Stored  Army  Base,  Brooklyn.  Mini- 
mum bid  considered,  lot. 

S.P.D.  N0.19814. 
3,139  COTTON  COATS  (Reclaimed), 

Color  Olive  Drab.   Stored  Omaha,  Neb.  Mini- 
mum bid  considered,  i,ooo  coats. 

Bids  Close  July  5,  12  noon, 
(Standard  Central  Time) 

ITEM  NO.  28.     S.P.D.  E-2598. 
1,175  PR.  WOOL  TROUSERS  (Reclaimed) 

Color  Olive  Drab.    Stored  Philadelphia.  Mini- 
mum bid  considered,  lot. 

S.P.D.  NO,  14066, 
19,668  CANVAS  WATERING  BUCKETS 
(New,  Folding). 
Stored  Chicago.   Minimum  bid  considered,  300. 

S.P.D.  NO.  17458. 
1,795  COTTON  COATS  (Reclaimed). 

Color  Olive  Drab.    Stored  Stottfield,  111.  Mini- 
mum bid  considered,  lot. 

ITEM  NO.  29.     S.P.D.  E-2645. 
24,738   UNDERSHIRTS  (Reclaimed). 

Fleeced  lined.    Stored  Philadelphia.  Minimum 
bid  considered,  i,ooo. 

S.P.D,  C-924-A, 
1,417  WINTER  DRAWERS  (New), 

Fleece  lined.  _  Stored  Ft.  Riley,  Kans.  Mini- 
mum bid  cnnsidered   -pnn  nair<; 

S.P.D.  NO.  20955. 
8,861  PR.  DRAWERS  (Reclaimed), 

Fleece  lined  and  ribbed.    Stored  Jeffersonville, 
Ind.    Minimum  bid  considered,  i,ooo  pairs. 

ITEM  NO.  30.     S.P.D.  E-2647. 
13,452  WOOL  UNDERSHIRTS  (Reclaimed) 

Stored  Philadelphia.    Minimum  bid  considered, 

1,000. 

S,P.D,  C-924-B. 
446  PR.  WINTER  DRAWERS  (New), 

Heavy  rib.   Stored  Ft.  Riley,  Kans.  Minimum 
bid  considered,  lot. 

S.P.D.  NO.  15707, 
4,631  PR.  SUMMER  DRAWERS 
(Reclaimed), 

Stored  Camp  Pike,  Ark.    Minimum  bid  con- 
sidered, i,ooo  pairs. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
1819  West  39th  St.,  Chicago,  111. 

S.P.D.  C-941. 
3,922  PR,  WINTER  DRAWERS  (New). 

Fleece  lined,  heavy,  assorted  sizes.  Stored 
Camp  Sherman,  Ohio.    Minimum  bid  consid- 
ered, 200  pairs. 

S,P,D,  NO.  €-1494. 

3,343  DENIM  HATS  (Reclaimed). 

Stored  Chicago.   Minimum  bid  considered,  lot. 

S.P.D,  NO,  C-649. 
179  BLUE  OVERCOATS  (Reclaimed). 

With  capes.    Stored  St.  Louis.    Minimum  bid 
considered,  lot. 

LOT  NO.  2. 
6,733  OILSKIN  HATS  (New), 

Stored  St.  Louis.    Minimum  bid  considered, 
1 ,000. 

Bids  Close  July  7,  12  noon, 
(Standard  Central  Time) 

S.P.D.  NO.  19151. 
7,458  WOOL  BLANKETS  (Reclaimed). 

Commercial.    M  wool.    Stored  Jeflersonville. 
Minimum  bid  considered,  lOO. 

S.P.D,  NO,  19165. 
200  FLANNEL  SHIRTS  (Reclaimed). 

Color  Grey.    Stored  Selfridge  Field,  Mich. 
Minimum  bid  considered,  lot. 

S,P,D,  C-420, 
17,207  PR.  FOOT  LEGGINS  (New). 

Dismounted.    Stored  Columbus,  Ohio.  Mini- 
mum bid  considered,  250  pairs. 

SEE  NEXT  PAGE 
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Take  Advantage  of  This  Opportunity  to 
Buy  Goods  for  At  Once  Shipment— 


BID  ON  THESE  GOODS  NOW— 


Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
1819  West  39th  Street,  Chicago,  III. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
1819  West  39th  Street,  Chicago,  111. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
1st  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  Close  July  5,  12  noon, 
(Standard  Central  Time) 

Bids  Close  July  5,  12  noon, 
(Standard  Central  Time) 

Bids  Close  July  5,  1  P.  M., 
(Standard  Eastern  Time) 

S.P.D.  NO.  10488. 
8,095  PR.  CANTON  FLANNEL  MITTENS 
(New). 

Leather  palm.    Stored  St.  Louis.  Minimum 

S.P.D.  10398-C. 
4,785  PR.  STOCKINGS  (New). 

Cotton  and  wool  mixed.    Stored  Chanute  Field, 
111.    Minimum  bid  considered,  i,ooo  pairs. 

ITEM  NO.  12.      S.P.D.  19737. 
1,031  PR.  UNIONALLS  (New). 

Made  by  H.  D.  Lee  Co.    Sizes  as  follows : 
14  pr.  34;  4—36;  46—38:  167—40;  622—42; 
176 — 44;  I — 46;  I — 48.    Minimum  bid  consid- 
ered, lot. 

bid  considered,  500  pairs.  1 

S.P.D.  10398-D. 
70,732  PR.  STOCKINGS  (New). 

Cotton  and  wool  mixed.   Stored  Camp  Custer, 
Mich.    Minimum  bid  considered,  i,ooo  pairs. 
Note  :  The  percentage  of  wool  varies  in  the 
above  lots  of  stockings.    They  will  be  sold 
"as  is." 

S.P.D.  NO.  19227. 
1,508  PR.  OVERALLS  (New). 

Made  of  unbleached  Drill.    Stored  St.  Louis. 
Minimum  bid  considered,  100  pairs. 

ITEM  NO.  1.     S.P.D.  E-912. 
24,002  YDS.  CLOTH  (Anti-Gas). 

Color  Blue  Grey.    56  in.    27  to  28  oz.  Cotton 
warp,  wool  filling.    Not  packed.    Stored  Phila- 
delphia.   Minimum  bid  considered,  500  yards. 

S.P.D.  C-1280. 
2,765  PR.  LUMBERMEN'S  OVERSHOES 
(New). 

9  in.  tops,  assorted  sizes.    Stored  Columbus, 
Ohio.    Minimum  bid  considered,  100  pairs. 

Bids  on  the .  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
let  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

ITEM  NO.  2.     S.P.D.  E-913.  1 
36,585  YDS.  CLOTH  (Anti-Gas). 

Color  Blue  Grey.    54  in.    27  to  28  oz.  Cotton 
warp,  wool  filling.    Not  packed.    Stored  Phila- 
delphia.   Minimum  bid  considered,  500  yards. 

S.P.D.  NO.  16857. 
1,144  PR.  DRESS  TROUSERS  (New). 

Stored  St.  Louis.    Minimum  bid  considered, 
200  pairs. 

ITEM  NO.  3.     S.P.D.  E-1248. 
29,457  YDS.  DUCK  (Rubberized). 

Color  Khaki.  Width  29^"  (irregular).  Weight 
21.20  oz.    Construction  48  x  30.  Rubbejized 
and  lined  with  white  sheeting.  72  x  72.  Packed 
100  yds.  to  roll  and  330  yds.  to  case.    To  be 
sold  "as  is."    Stored  Brooklyn.    Minimum  bid 
considered,  500  yards.  i 

Bids  Close  July  5,  1  P.  M., 
(Standard  Eastern  Time) 

S.P.D.  NO.  C-1241. 
5,247  COTTON  UNDERSHIRTS  (New). 

Fleece  lined,  assorted  sizes.    Stored  Omaha, 
Neb.    Minimum  bid  considered,  500. 

ITEM  NO.  5.     S.P.D.  E-2320. 
2,090  OILSKIN  COATS  (New). 

Color  black.    Size  as  follows:  72—00;  738—0; 
630 — i;  650 — 2.     Maker   unknown.  Stored 
Edgewood  Arsenal,  Md.    Minimum  bid  con- 
sidered, 100  coats. 

ITEM  NO.  4.     S.P.D.  12415. 
121,028  YARDS  DUCK. 

Color  Olive  Drab.    No  blue  line,  one  raw 
selvage.    Width  30^  in.    Weight  14  oz.  Con- 
struction 47  x  30.    Packed  300  yds.  to  bale. 
Stored  Schenectady.    Minimum  bid  considered, 
500  yds. 

S.P.D.  NO.  14383. 

^l,UiTt'     lArVUo    1.FIJV^JV     v_  X 1  Crticu^ . 

Color  Olive  Drab.   Width  37  in.    13  oz.  Con- 
struction 46  X  32,  3-ply  warp  and  2-ply  filling. 
Made  by  Goodin,  Reid  &  Co.    Stored  Jeffer- 
sonville,  Ind.    Minimum  bid  considered,  500 
yards. 

ITEM  NO.  6.     S.P.D.  E-2468. 
3,999  PR.  LUMBERMEN'S  OVERSHOES 
(New). 

Made  by  A.  A.  Cutler  Co.,  Goodyear  Lincoln 
Brand  rubber  with  reinforced  toes  and  heavy 
rolled  edge  soles.    12  in.  tops  of  heavy  black 
cowhide  with  watertight  bellows  tongue;  front 
larp  with  rawhide  laces     Not  for  wear  over 
shoes.    Sizes  as  follows:  100  pr.  size  7;  50  pr. 
7H  ;  399—8 ;  250—85^  ;  950— ;  i,65ck-io  ;  300— 
II;  300 — 12.    Stored  at  New  Cumberland,  Pa. 
Minimum  bid  considered,  lOO  pairs. 

ITEM  NO.  5.     S.P.D.  12418. 
6,773  YARDS  DUCK. 

Color  Olive   Drab.     No.  2.     No  blue  line. 
18H  in.    13.70  oz.  Construction  28x18.  Packed 
130  yards  to  bale.    Stored  Schenectady.  Min- 
imum bid  considered,  500  yards. 

S.P.D.  NO.  14377-A. 
98,405  YARDS  DUCK. 

Color  Olive  Drab.    No.  10.    35  in.  Weight  in 
grey  14.32  oz. ;  finished  w^eight  13.75  oz.  Con- 
struction 49  X  29;  3-ply  warp  and  3-ply  filling. 
Made  by  Mt.  Hope  Finishing  Co.    Stored  Jef- 
fersonville,    Ind.     Minimum   bid  considered, 
500  yards. 

ITEM  NO.  6.     S.P.D.  12415. 
9,886  YARDS  DUCK. 

Color  Olive  Drab.    No  blue  line.    One  raw 
selvage.    Width  30  in.    14.10  oz.  Construc- 
tion 37x27.    Packed  300  yards  to  bale.  Stored 
Schenectady.    Minimum  bid,  500  yards. 

ITEM  NO.  7.     S.P.D.  19737. 
424  PR.  COMBINATION  OVERALLS 
(New). 

Sizes:  17  pr.  size  38;  190—40;  167—42;  50— 44- 
Stored  Philadelphia.    Minimum  bid  considered, 
lot. 

S.P.D.  iNO.  14r>77-li. 
18,891  YARDS  DUCK  (Treated). 

Color  Olive  Drab,  No.  10.    36  in.    Weight  in 
grey  14.73  oz.    Finished  weight  18.50  oz.  Con- 
struction 48  X  31.    3-ply  warp  and  3-ply  filling. 
Made  by  Eastern  Finishing  Works.  Stored 
Jeffersonville,  Ind.    Minimum  bid  considered, 
500  yards. 

ITEM  NO.  7.   S.P.D.  12415. 
7,180  YARDS  DUCK. 

Color  Olive  Drab.     No  blue  line.     30^^  in. 
13.5   oz.     Construction   45x30.     Packed  300 
yards  to  bale.    Stored  Schenectady.  Minimum 
bid,  500  yards. 

ITEM  NO.  8.     S.P.D.  3827. 
62,748  POUCHES  (New). 

For  small  articles.     Made  of  canvas.  Size 
5  in.  x  8  in.    Fitted  with  heavy  pouch  web 
strap  2  in.  wide  which  extends  4  in.  above 
pouch  and  which  is  hooked  to  attach  to  waist 
belt.    Packed  400  to  case.    Stored  Schenectady. 
Minimum  bid  considered,  i  case. 

S.P.D.  NO.  10380. 
92,234  PR.  STOCKINGS  (New). 

Cotton  and  wool  mixed.     Stored  St.  Louis. 
Minimum  bid  considered,  1,000  pairs. 

ITEM  NO.  8.     S.P.D.  12415. 
35,659  YARDS  DUCK. 

Color  Olive  Drab.    No  blue  <hne.    soyi  in. 
15.84  oz.     Construction  48x38.     Packed  300 
yards  to  bale.     Stored  Schenectady.  Mini- 
mum bid,  500  yards. 

S.P.D.  NO.  10398-A. 
800,673  PR.  STOCKINGS  (New). 

Cotton    and   wool   mixed.     Stored  Chicago. 
Minimum  bid  considered,  1,000  pairs. 

ITEM  NO.  9.     S.P.D.  E-2326. 
612  SLICKERS  (New). 

Black,  assorted  sizes.    Stored  Edgewood  Arse- 
nal, Md.    Minimum  bid  considered,  lot. 

ITEM  NO.  10.     S.P.D.  E-I689. 
2,567  SLICKERS,  OILED,  FOOT  (New). 

Black.    Made  by  Tower  Mfg.  Co.  Assorted 
sizes.     Stored  Army  Base,  Brooklyn.  Mini- 
mum bid  considered,  100. 

ITEM  NO.  9.     S.P.D.  19520. 
8,535  YDS.  DUCK  (Water  Repellant). 

Color  Olive  Drab.    Width  41  in.  Weight  16.90 
oz.    Construction  44x26.    Packed  200  yards  to 
roll.  Stored  Buffalo.  Minimum  bid,  500  yards. 

S.P.D.  10398-B. 
10,076  PR.  .STOCKINGS  (New). 

Cotton  and  wool  mixed.    Stored  Ft.  Vyayne, 
Ind.    Minimum  bid  considered,  1,000  pairs. 

SEE  NEXT  PAGE 
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Send  Your  Bids  Direct  to  Quarter-  ^^^^ 

ITIrlStPF  Slinrilv  Of  fioffci»c  Qt  A  rlrlv*iAce^e 

M.M.RaiSM.%jM.  kju.|jijiy  vrlillyt;!  o  dl             ti^ooCh  Im^^^mi 

Given—  J^^^mL 

NOTE  CLOSING  DATES 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 

OFFICER 
General  Intermediate  Depot 
1st  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 

OFFICER 
General  Intermediate  Depot 
Ist  Ave,  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 
OFFICER 
General  Intermediate  Depot 
1st  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  Close  July  5,  1  P.  M. 

(Standard  Eastern  Time) 

Bids  Close  July  5,  1  P.  M., 
(Standard  Eastern  Time) 

Bids  Close  July  5,  1  P.  M., 
(Standard  Eastern  Time) 

ITEM  NO.  10.     S.P.D,  3887. 
20,095  YARDS  DUCK. 

Color  Grey.    Blue  line.    Single  filling.  29^ 
in.    12  oz.    Construction  72x26.    Packed  1,000 
yards  to  bale      StorpH  RmrvVKm  "i\/r.*.^;*J,, 
bid,  I  bale. 

ITEM  NO.  20.     S.P.D.  14435. 
2,249  YARDS  DUCK. 

Color  Grey.    45  in.    19.5  oz.    Blue  line.  Con- 
struction 44x30.     Packed  200  yards  to  bale. 
Stored  Brooklyn.    Minimum  bid  considered, 
3  bales. 

ITEM  NO.  32.     S.P.D.  15512. 
2,283,529  YARDS  WEBBING. 

Color  Olive  Drab.    Width  54  in.    Weight  .31 
oz.     Packed  30,000   yards   to   case.  Stored 
Schenectady.    Minimum  bid,  i  case. 

ITEM  NO.  11.     S.P.D.  12587. 
6,927  YARDS  DUCK. 

Color  Grey.    No  blue  line.    Width  18^2  in. 
15.42  oz.     Construction   28xtS      Vurh-^A  tt/-> 
yards  to  roll.     Stored  Brooklyn.  Minimum 
bid,  s  rolls. 

ITEM  NO.  21.     S.P.D.  17746. 
11,444  YDS.  CANVAS,  JUTE. 

Natural.     40    in.     22.75    oz.  Construction 
12x10.     Packed  500  yards  to  bale.  Stored 
Philadelphia.    Minimum  bid,  500  yards. 

Note.  —  The  following  items  of  Coatings 
are  not  baled  or  cased.    They  are  all  stored 
at  Army  Supply  Base,  Brooklyn,  and  all  are 
covered  by  S.P.D.  No.  E-3348.    When  bid- 
ding  on  these  lots  be  sure  to  specify  above 

*  •JL^  •       u'BA j./^!.     jii.    vuiiiidjinjH     wmi    X ic JIl 

number. 

ITEM  NO.  22.     S.P.D.  17747. 
22,598  YDS.  CANVAS,  JUTE. 

Natural.    Raw  selvage.    4314  in.    20  oz.  Con- 
struction  18x16.     Packed  750  yards  to  bale. 
Stored  Philadelphia.    Minimum  bid,  i  bale. 

ITEM  NO.  12.   S.P.D.  12427. 
10,365  YARDS  DUCK. 

Color  Grey.    Blue  line.    60  in.   28.40  oz.  Con- 
struction 34x24.     Packed   120  yards  to  roll. 
Stored  Brooklyn.    Minimum  bid,  5  rolls. 

COATINGS 

ITEM  NO.  35.    652  YARDS. 

Warp  and  filling,  vi^ool  mixed.    Width  30^^  in. 
16  oz.    Grey  mixture.    Style  523-1.    Made  by 
Charlton  Mills.    Minimum  bid,  lot. 

ITEM  NO.  23.     S.P.D.  3382. 
30,283  YDS.  CANVAS,  JUTE. 

Natural.    40  in.    19  oz.    Construction  12x10. 
Packed  750  yards  to  bale.    Stored  Philadel- 
phia.   Minimum  bid,  i  bale. 

ITEM  NO.  13.     S.P.D.  14801. 
15,294  YARDS  DUCK. 

Color  Grey.     No  blue  line.     No.  4.    44  in. 
30.25   oz.     Construction  30x20.     Packed  108 
yards  to  roll.     Stored  Brooklyn.  Minimum 
bid,  5  rolls. 

ITEM  NO.  39.     803  YARDS. 

Cotton   Warp.     Wool  mixed   lilling.     29  in. 
Weight   II    to    m  oz      Blue   mixturp  Stvlp 
B-200-32.    Made  by  Bellingham  Mills.  Mini- 
mum bid,  lot. 

ITEM  NO.  25.     S.P.D.  15909. 
476  YDS.  JERKIN  LINING  (Shrunk). 

Oxford  mixture.    56  to  58  in.    26  to  28  oz. 
Cotton  warp.    Packed  loose.    About  50  yards 
to  roll.    Stored  Brooklyn.    Minimum  bid,  lot. 

ITEM  NO.  14.     S.P.D.  15352. 
37,701  YARDS  DUCK. 

Color  Grey.    No  blue  line.     23  in.     No.  4. 
Construction  32x20.    Packed  120  yards  to  roll. 
Stored  Schenectady.    Minimum  bid,  5  rolls. 

ITEM  NO.  40.     7,417  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    30  in.  11 
LU  1^  uz.    jnediner  iviixiure.    otyle  J-iuO-75- 
Made  by  Douglas  Mills.    Minimum  bid,  500  ■ 
yards. 

ITEM  NO.  26.     S.P.D.  14904. 
'>9"«i   I  US.  Lri\jL,tjolS^liy  (L.nam  Cloth). 

Color  Grey.    55^4  in.    20.60  oz.    Packed  350 
yards  to  bale.    Stored  Brooklyn.  Minimum 
bid,  2  bales. 

ITEM  NO.  15.    S.P.D.  14480. 
58,963  YARDS  DUCK. 

Color   Grey.     No  blue   line.     Raw  selvage. 
37/4  in.    No.  9.    17.20  oz.    Construction  36x30. 
Packed  150  yards  to  roll.    Stored  Schenectady. 
Minimum  bid,  4  rolls. 

ITEM  NO.  41.     3,983  YARDS. 

Cotton  Warp.     Wool  mixed  filling.    29  in. 
II  to  15  oz.    Blue  mixture.    Style  J-151-50. 
Made  by  Douglas  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  27.     S.P.D.  15370. 
4,837  YARDS  MOLESKIN. 

Color  Olive  Drab.    51  to  52  in.    16  oz.  Con- 
struction 80x52.     Packed  400  yards  to  roll. 
Stored  Schenectady.    Minimum  bid,  i  roll. 

ITEM  NO.  16.     S.P.D.  14452. 
6,706  YARDS  DUCK. 

Color  Grey.    No.  4.    64  in.     No  blue  line. 
Construction  28x22.    Packed  icq  yards  to  roll. 
Stored  Brooklyn.    Minimum  b.d.    ^0  yards. 

ITEM  NO.  28.     S.P.D.  15312. 
17,468  YARDS  MOLESKIN. 

1    Pilf^l'   ()lf\7'f*   Tl  fQ  n        \A/ 1  n+ri    Ct    i-r\    r'o  -Im      A        i  +■ 
V^UIUI    J^ll  V  C   LJl  cLU.       VVlULll   ^1    lU    S.^  111.      VV  'Clgnt 

1.05  yard.    Construction  84x52.     Packed  180 
yards   to   roll.     Stored   Schenectady.  Mini- 
mum bid,  3  rolls. 

ITEM  NO.  42.     1,054  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     29  in. 
12.6  to  14  oz.    Style  O-551-47.    Brown  mix- 
ture.    Made  by  Caryville   Mills.  Minimum 
bid,  500  yards. 

ITEM  NO.  17.     S.P.D.  12301. 
46,566  YARDS  DUCK. 

Color  Grey.    No.  6.    36  in.    Blue  line."  Raw 
selvage.     Construction   36x26.     Packed  100 
yards  to  roll.     Stored ,  Brooklyn.  Minimum 
bid,  500  yards. 

ITEM  NO.  29.     S.P.D.  15371. 
4,791  YARDS  MOLESKIN. 

Color  Olive  Drab.    51^/2  in.    16  oz.  Packed 
350  yards  to  roll.    Stored  Schenectady.  Mini- 
mum bid,  2  rolls. 

ITEM  NO.  43.    2,283  YARDS. 

Cotton   Warp.     Wool  mixed  filling.     30  in. 
12.6  to  14  oz.  Brown  mixture.  Style  O-551-47. 
Made  by  Caryville  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  18.  "  S.P.D.  13304. 
4,668  YARDS  DUCK. 

Color  Olive  Drab.    No.  2.    18  in.     i3-90  oz. 
Construction  28x20.   No  blue  line.    Packed  100 
yards  to  roll.    Stored  Schenectady.  Minimum 
bid,  SOD  yards. 

ITEM  NO.  30.     S.P.D.  15351. 
4,178  YARDS  MOLESKIN. 

Color  Olive  Drab.    52  in.    16  oz.  Construc- 
tion 82x52.    Packed  350  yards  to  roll.  Stored 
Schenectady.    Minimum  bid,  2  rolls. 

ITEM  NO.  44.     3,750  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    29^  in. 
12  to  13  oz.    Oxford  Mixture.    Style  J-111-13. 
Made  by  Douglas  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  19.     S.P.D.  12855. 
11,745  YARDS  DUCK. 

Color  Olive  Drab.    No.  4.    22  in.    32x20.  No 
blue  line.    Packed  100  yards  to  roll.  Stored 
Schenectady.    Minimum  bid,  500  yards. 

ITEM  NO.  31.     S.P.D.  13948. 
107,774  YARDS  SHEETING. 

Color  Slate.    36  in.    Weight  2.60  yards.  Con- 
struction 74x30.     Packed  700  yards  to  bale. 
Stored  Brooklyn.    Minimum  bid,  I  bale. 

ITEM  NO.  48.     964  YARDS. 

Cotton   Warp.    Wool  mixed   filling.    30  in. 
12.50    oz.     Blue    mixture.      Style  J-160-50. 
Made  by  Douglas  Mills.    Minimum  bid,  lot. 

SEE  NEXT  PAGE 
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^^^^r    War  Department  Sales  of  Surplus  Stocks 
^^^S  ■    Present  a  Rare .  Opportunity— Use  14 

WRITE  FOR  COMPLETE  DETAILED  LISTS 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 

OFFICER 
General  Intermediate  Depot 
1st  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 

OFFICER 
General  Intermediate  Depot 
Ist  Ave.  and  59th  St.,  Brooklyn,  N,  Y. 

Bids  on  the  Following  Items  Should  Be 
Sent  to 

QUARTERMASTER  SUPPLY 

OFFICER 
General  Intermediate  Depot 
let  Ave.  and  59th  St.,  Brooklyn,  N.  Y. 

Bids  Close  July  5,  1  P.  M., 
(Standard  Eastern  Time) 

Bids  Close  July  5,  1  P.  M., 
(Standard  Eastern  Time) 

Bids  Close  July  5,  1  P.  M., 
(Standard  Eastern  Time) 

Note,  —  The  following  items  of  Coatings 
are  not  baled  or  cased.    They  are  all  stored 
at  Army  Supply  Base,  Brooklyn,  and  all  are 
covered  by  S.P.D.  No.  E-3348.    When  bid- 
ding on  these  lots  be  sure  to  specify  above 
S.P.D.    number    in   connection    with  Item 
number. 

Note. — The  following  items  of  Coatings 
are  not  baled  or  cased.    They  are  all  stored 
at  Army  Supply  Base,  Brooklyn,  and  all  are 
covered  by  S.P.D.  No.  E-3348.    When  bid- 
ding on  these  lots  be  sure  to  specify  above 
S.P.D.  number  in  connection  with  the  Item 
number. . 

Note.  —  The  following  items  of  Coatings 
are  not  baled  or  cased.    They  are  all  stored 
at  Army  Supply  Base,  Brooklyn,  and  all  are 
covered  by  S.P.D.  No.  E-3348,    When  bid- 
ding  on  these  lots  be  sure  to  specify  above 
S.P.D.    number    in    connection    with  Item 
number. 

COATINGS 

ITEM  NO.  77.     11,181  YARDS. 

Cotton  W^arp.     W^ool  mixed  filling.    30  in. 
12  to  13  oz.    Olive  Mixture.     Style  J-151-55. 
Made  by  Douglas  Mills.    Minimum  bid,  500 
yards. 

COATINGS 

ITEM  NO.  63.     1,686  YARDS. 

Cotton  Warp.     Wiool  mixed  filling.     30  in. 
12.25  oz.    Green  mixture.    Style  22-14.  Made 
by  Schuster  Mills.    Minimum  bid,  500  yards. 

COATINGS 

ITEM  NO.  49.     8,417  YARDS. 

Cotton  Warp.     Wool  mixed  filling.    30  in. 
I3-7S  oz.    Grey  mixture.    Style  0-iS-  Made 
by  Caryville  Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  64.     1,890  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     31  in. 
11.75    oz.     Heather    mixture.     Style  22-28. 
Made  by  Schuster  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  80.    2,119  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    2gyi  in. 
13.25  oz.    Blue  Mixture.  Style  J-151-66.  Made 
by  Douglas  Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  52.     1,416  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     31  in. 
13  oz.   Brown  mixture.    Style  202-3.    Made  by 
Schuster  Mills.    Minimum  bid,  500  yards. 

ITEM  NO,  82.     17,404  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    29^  in. 
12.25  oz.    Dark  Blue  Mixture.    Style  J-160-66. 
Made  by  Douglas  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  67.     1,023  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     30  in. 
12.7s   oz.     Heather   mixture.     Style  223-28. 
Made  by  Schuster  Mills.    Minimum  bid,  lot. 

ITEM  NO.  53.     2,491  YARDS. 

Cotton   warp.     Wool   mixed   filling.     31  in. 
14  oz.     Dark   Grey   Mixture.     Style  202-5. 
Made  by  Schuster  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  83.     2,656  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    30  in. 
12.25   oz.     Blue  and   Olive   Mixture.  Style 
J- 160-55.    Made  by  Douglas  Mills.  Minimum 
bid,  500  yards. 

ITEM  NO.  68.     3,051  YARDS. 

Cotton   Warp.     Wool  mixed  filling.    30  in. 
13  oz.    Brown  mixture.    Style  223-29.  Made 
by  Schuster  Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  54.     5,437  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    .303/2  in. 
12.75  oz.    Style  202-0.    Olive  mixture.  Made 
by  Schuster  Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  84.     11  283  YARDS 

Cotton  Warp.    Wool  mixed  filling.    29^^  in. 
12.50  oz.     Blue.     Style  J-251-49.     Made  by 
Douglas  Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  70.     3,226  YARDS. 

Cotton   Warp.     Wool  -mixed  filling.     30  in. 
12.75  oz.    Oxford.    Style  J-iii-83.    Made  by 
Douglas  Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  55.     1,522  YARDS. 

Cotton  Warp.    Wool  mixed  filling.     31  in. 

OZ.     -cveQ   anu   -orown   iviixiurc.  oiyic 
202-12.    Made  by  Schuster  Mills.  Minimum 
bid,  500  yards. 

ITEM  NO.  85.     3,345  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     29  in. 
13.25  oz.    Dark  Blue  Mixture.    Style  N-12-30. 
Made  by  Dewey  Mills.     Minimum  bid,  500 
yards. 

ITEM  NO.  71.     1,622  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    291^  in. 
II  to  15  oz.    Style  J-160-79.    Blue  mixture. 
Made  by  Douglas  Mills.     Minimum  bid,  500 
yards. 

ITEM  NO.  56.     808  YARDS. 

C  r\i-ir\r\    AA/ii  rn        ^A/r»r>l    m  1  vpfl    fi  1 1 1  n  o*       C>Ci^Ai    1  n 
\^L>LtLHl     VV  dl  jJ.         VV  UUl     I1I1A,CU.     lllilii^.       ^Kf /2.  iii. 

13.24   oz.     Brown.     Style  203-3.     Made  by 
Schuster  Mills.    Minimum  bid,  lot. 

ITEM  NO.  86.     427  YARDS. 

Cotton  Warp.     Wool   mixed  filling.    30  in. 
13  cz.    Dark  mixture.    Style  H-8414.  Made 
by  Hayward  Mills.    Minimum  bid,  lot. 

ITEM  NO.  74.     6,532  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     30  in. 
12  to    13   oz.     Dark   Blue   Mixture.  Style 
J-151-79.    Made  by  Douglas  Mills.  Minimum 
bid,  500  yards. 

ITEM  NO.  57.     1,025  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    30^  in. 
12.75  oz.    Grey  Mixture.    Style  203-5.  Made 
by  Schuster  Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  87.     478  YARDS. 

Cotton  Warp.    Wool  mixed   filling.    29  in. 
13  oz.    Blue  mixture.     Style  H-8415.  Made 
by  Hayward  Mills.    Minimum  bid,  lot. 

ITEM  NO.  75.     2,518  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    29^/2  in. 
12  to  13  oz.    Style  J-iii-27.    Dark  mixture. 
Made  by  Douglas  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  58.     2,545  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     30  in. 
12.50  oz.   Olive.    Style  203-6.    Made  by  Schus- 
ter Mills.    Minimum  bid,  500  yards. 

ITEM  NO.  88.     29,003  YARDS. 

Cotton   Warp.    Wool  mixed  filling.     30  in. 
12.75  oz.    Dark  Grey  Mixture.    Style  O-12. 
Made  by  Caryville  Mills.    Minimum  bid,  500 
yards. 

ITEM  NO.  76.     1,050  YARDS. 

Cotton  Warp.    Wool  mixed  filling.    29^^  in. 
12  to  13  oz.    Blue  and  Grey  Mixture.  Style 
J-iii-39.    Made  by  Douglas  Mills.  Minimum 
bid,  lot. 

ITEM  NO.  60.     744  YARDS. 

Cotton  Warp.     Wool  mixed  filling.     31  in. 
12  oz.    Olive.    Style  220-14.    Made  by  Schus- 
ter Mills.    Minimum  Ijid,  lot. 

ITEM  NO.  93.     811  YARDS. 

Cotton  Warp.    Wool  filled.    31   in.     14  oz. 
Brown  mixture.     Style  W-207-3.  Minimum 
bid,  lot. 

DON'T  DELAY  IN  SENDING  IN  YOUR 
BIDS— AT  ONCE  ACTION  IS  URGED 

HUMP  HAIR  PINS 

THE  MERIT  OF 
THE  HUMP  HAIR  PIN  HAS  COMPELLED  RECOGNITION 

BY  ITS  OWN  FORCE 

Immediate  recognition  of  the  unequaled  quality  and  finish,  and  the  distinctive  merit 
of  these  now  famous  QUALITY  Hair  Pins  wherever  introduced,  has  within  a  brief 
period  of  a  few  years  created  a  world  wide  demand  for  the  HUMP  Hair  Pin.  It  must 
to-day  be  considered  as  one  of  the  greatest  of  all  notion  staples. 

LIBERTY  BELLE  HAIR  PINS 

IN  STANDARD  SHAPES  AND  SIZES 

The  exceptional  finish  and  excellent  quality  of  this  line,  unexcelled  in  the  lower- 
priced  Standard  Shape  Hair  Pins,  is  so  generally  recognized,  that  the  large  distribTi- 
tion  of  all  Liberty  Belle  numbers  since  they  were  first  placed  on  the  market  several 
years  ago,  stands  as  a  record  for  this  or  any  similar  article. 

Progressive,  up-to-date  Dealers  and  Managers  of  Notion  .: 
Departments  everywhere  are  making  it  their  policy  to 
order  and  always  keep  full  stock  assortments  of  Hump 
Hair  Pins  in  all  sizes,  and  Liberty  Belle  Standard  Shape 
Hair  Pins  in  Cabinets,  Tube  Bundles  and  Paper  Wrapped. 

HUMP  AND  LIBERTY  BELLE 
HAIR  PINS  MEAN:- 


STANDARDIZED 


QUALITIES 

VALUES 

PRICES 

COUNTS 

PACKAGES 


Full  Counts — Better  Hair  Pins — Maximum  Values 

Order  from  your  Jobber  or  mail  us  your  order  with  name  of  the 
Jobber  through  whom  shipment  can  be  made. 

THE  HUMP  HAIR  PIN  MANUFACTURING  CO. 

SOL.  H.  GOLDBERG,  President 

CHICAGO 


ORDER  FROM  YOUR  JOBBER 


Hump  Hair  Pins 

Keep  the  Hair  in  Place** 


Single  Size  Paclcages 

{20  Count) 

Nos.  1,  2,  3,  4,  5  —  One  size  to  the 
package.  Twelve  packages  to  the  bundle, 
banded.  12  bundles  to  the  gross. 
Per  Gross  Packages,  $4.50 


Assorted  Size  Package 

{40  Count) 

No.  6 — Assorted  sizes.  Five  sizes  to 
the  package.  Twelve  packages  to  the 
bundle,  banded.  12  bundles  to  the 
gross.    (Order  No.  6.) 

Per  Gross  Packages,  $9.00 


Metal  Display  Stand  (Height  15  inch.  ) 
Free  to  Dealers 


Light  weight 

Extra  strong 


Unequaled 
Hair  Pin 
Merit 


Finest  Flexible  Steel 


No.  6 


Assorted 
Sizes 


PATENTED 

Keep  the  Hair  in  Place 

m/S  PACHAGE  CONTAINS  ASSORTED  SIZES  -  JO  s 

MADE  BY 

THE  HUMP  HAIR  PIN  M FG. CO.  CHICAGO, U.S  A 


Single  Size  Package  Open 
One  size  only  to  the  package 


SOL  H.  GOLDBERG,  PF 


Assorted  Size  Package  Closed  {40  Count) 


These  five  sizes  are  scientifically  designed  to  meet  every  requirement 
for  ALL  hair  pin  sizes  and  weights  and  for  every  kind  of  hair. 


Actual  oize 
Order  By 
Number 


No.l  No.  2 
Short  Long 
Invisible  Sizes 


ALL  SIZES  ARE 
EQUALLY  IN  DEMAND 

EVERY  SIZE 
IS  NEEDED 


No.3J       No.  4 
Short      Medium  Long 
Standard  Sizes 


Nos.  1,  2,  3,  4,   ^     Per  Gross  Packages   $4.50 

No.  6 — Assorted  Packages  of  5  sizes.  Per  Gross  Packages,  $9.00 


Assorted  Size  Package  Open 
{5  sizes  assorted) 


Keep  all  sizes  in  stock 
KEEP  OPEN  PACKAGES  ON  DISPLAY 
Open  packages  mean  sales 


THE  HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 

SOL.  H.  GOLDBERG,  President 


ORDKR  FROM  YOUR  JOBBER 


Liberty  Belle  standard  shap_e  hair  Pins 

Full  Counts— Better  Hair  Pins— Maximum  Values 

Assorted  Cabinets 

Actual  Size  and  Colors 


Invisible  Sizes 


Standard  Sizes 


Single  Cabinet,  Actual  Size 
(60  Count) 


No.  1005 


60  Count.  Assorted  Standard  and  Invisible,  5  sizes.  Black,  Crimped. 
Twelve  Cabinets  to  the  Carton.  Twelve  Cartons  to  the  Gross. 
Per  Gross  Cabinets.  $4.50 


Smooth  Points 

Perfect  Shape 


No.  1012 

130  Count.  Assorted  Standard  and  Invisible,  5  sizes.  Black, 
Crimped.  Twelve  Cabinets  to  the  Carton  Twelve  Cartons  to 
the  Gross. 

Per  Gross  Cabinets   $9.00 

Non-Rust 

Satin  Enamel  Finish 

Superior  Quality 

THE  HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO,  ILL. 

SOL.  H.  GOLDBERG.  President 


Single  Cabinet,  Actual  Size.    (130  Count) 


ORDER  FROM  YOUR  JOBBER 


Dberty  Belle  standard  shaps  Hair  Pins 

Full  Counts — Better  Hair  Pins— Maximum  Values 

AssortQd  Cabinets 

Actual  Size  and  Colors 
No.  1110 


Non-Rust 

Satin  Enamel 

Finish 


Smooth  Points  i 
Perfect  Shape 


e  w  U.  S,  A 


50  Count.  Assorted  Standard  and 
Invisible,  5  Sizes,  Bronze,  Crimped. 

Twelve  Cabinets  to  the  Carton 
Twelve  Cartons  to  the  Gross 

Per  Gross  Cabinets  $4.50 


No.  1025 

40  Count.   Standard  Sizes 
only.   Black,  Crimped. 

Twelve  Cabinets  to  the  Carton 
Twelve  Cartons  to  the  Gross 

Per  Gross  Cabinets,  $4.20 


Standard  sizes 


Invisible  sizes 


Superior 
Quality 


No.  1016 

70  Count.  Assorted, 
Invisibles.  1 }(  and  2 
inch.  Black,  Crimped. 

12  Cabinets  to  the  Carton  —12  Cartons  to  the  Gross 

Per  Gross  Cabinets  $4.50 


No  1200  50  Count. 
Black,  Crimped,  In- 
visible. Sizes  1  y^,  and  2  inch. 

No.  1205    50  Count.  Black, 


Crimped,  Standard  Sizes  2f 
2V2,  25^  and  3  inch. 

One  Size  only  to  the  Cabinet 
Twelve  Cabinets  to  the  Carton 
Twelve  Cartons  to  the  Gross 


No.l  200  per  gross  cab'ts  $4.00 
No.1205  "  "  $4.50 


No.  1100  40  Count. 
Bronze,  Crimped,  In- 
4'     visible.  Sizes  1  ^  and 


No.  1120 

50  Count.  Assorted 
Invisibles.  1  %  and  2 
inch.  Bronze,  Crimped 

12  Cabinets  to  the 

Carton. 
12  Cartons  to  the 
Gross 

Per  Gross  Cabinets, 


2  inch. 

No.  1105  40  Count. 
Standard  Sizes,  2!4»  2 

One  Size  only  to  the  Cabinet  Twelve  Cabinets  to  the  Carton 

Twelve  Cartons  to  the  Gross 

No.  1 100  Per  Gross  Cabinets,  $4.00      No.  1 105  Per  Gross  Cabinets,  $4.50 

THE  HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO,  ILL. 

SOL.  H.  GOLDBERG,  President 


$4.50 


OROKR  FROM  YOUR  JOBBER 


OUR  NEW  TWO-PIECE  CABINETS 


LffiERTY  Belle  standard  shap_e  hair  Pins 

Full  Counts — Better  Hair  Pins — Maximum  Values 

Assorted  Cabinets 

Actual  Size  and  Colors 

One  pattern  only  to  the  number 


60  Count.  Assorted, 
Standard  and  Invisible, 
5  sizes.  Black,  Crimped. 
Twelve  Cabinets  to  the 
Carton,  Twelve  Cartons 
to  the  Gross. 

Per  Gross  Cabinets 
$4.80 


Superior 
Quality 


No.  1055 


Smooth  Points 

Perfect  Shape 


No.  1045 


No.  1040 


Non-Rust 
Satin 

Enamel 
Finish 


No.  1065 


Standard  Sizes 


Invisible  Sizes 


THE  HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO,  ILL. 

SOL.  H.  GOLDBERG.  President 


ORDER  FROM  YOUR  JOBBER 


OUR  NEW  TWO-PIECE  CABINETS 


;erty  Belle  standard  simpe  Hair  Pins 

Full  Counts — Better  Hair  Pins — Maximum  Values 


Assorted  Cabinets 

Actual  Size  and  Colors 

One  pattern  only  to  the  number 


.-as 


130  Count,    Assorted    Standard  and 
Invisible,  5  Sizes,  Black,  Crimped. 

Twelve  Cabinets  to  the  Carton. 
Twelve  Cartons  to  the  Gross. 

Per  Gross  Cabinets  .  $9.60 


No.  1070 


Smooth  Points 
Perfect  Shape 


Non-Rust 

Satin 
Enamel 
Finish 


No.  1075 


Superior 
Quality 


THE  HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO,  ILL. 

SOL.  H.  GOLDBERG,  President 

ORDER  FROM  YOUR  JOBBER 


OUR  NEW  TWO-PIECE  CABINETS 


IlBEKIY  Belle  standard  shape  HAiR  PiNS 

Full  Counts — Better  Hair  Pins— Maximum  Values 


Assorted  Cabinets 

Actual  Size  and  Colors 

One  pattern  only  to  the  number 


130  Count,  Assorted  Standard  and 
Invisible,  5  Sizes,  Black,  Crimped. 

Twelve  Cabinets  to  the  Carton. 
Twelve  Cartons  to  the  Gross. 

Per  Gross  Cabinets  .  $9.60 


Non-Rust 

Satin 
Enamel 
Finish 


Superior 
Quality 


No.  1090 


Invisible  Sizes 


No.  1095 


THE  HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO,  ILL. 

SOL.  H.  GOLDBERG,  President 


ORDER  FROM  YOUR  JOBBER 


Hair  Pins 


Full  Counts — Better  Hair  Pins—Maximum  Values 


Single  Size  Cube  Cabinets 

Actual  Size  and  Colors 


ORDER  FROM  YOUR  JOBBER 


EKTY  Belle  standard  Shap_e  HAiR  PiNS 
Full  Counts — Better  Hair  Pins — Maximum  Values 

Tube  Bundles 


In  Assorted  Color 
Bristol  Tubes 

No,  805 

35  Count.  Bronze,  Crimp- 
ed, Invisible.  1^  and  2 
inch. 

Per  gross  Bundles  $2.75 


No.  808 

20  Count.  Bronze,  Crimped, 
Medium  Weight.   2^4,  21/2, 

and  3  inch. 
Per  gross  Bundles...  $2.25 


No.  905 

35  Count.  Black,  Crimp- 
ed, Invisible.  13|  and  2 
inch. 

Per  gross  Bundles,  $2.10 


Non-Rust 

Satin 
Enamel 
Finish 


Invisible 


No.  908 

20  Count.  Black,  Crimp- 
ed, Medium  Weight.  2}(, 
2/2,  2}i  and  3  inch. 
Per  gross  Bundles,  $1.85 


One  Gross  Carton 
Four  %  Gross  Boxes  ( One  size  only) 
to  the  Carton 


No.  910 

20 Count.  Black.  Straight, 
Med  ium  Weight.  2%  ,21  2, 
2^4  and  3  inch. 
Per  gross  Bundles,  $1.85 


No.  920 


Smooth  Points 

Perfect 
Shape 


14  Count.  Black,  Crimp- 
ed, Extra  Heavy.  21  2,  234: 
and  3  inch. 

Per  gross  Bundles,  $1.85 


No.  940 

14  Count.  Black,  Straight, 
Extra  Heavy.  21^,  2)4  and 
3  inch. 

Per  gross  Bundles,  $1.85 


No.  950 

12  Count.  Black,  Crimp- 
ed, Medium  Weight.  2>/, 
21  2,  2^  and  3  inch. 
Per  gross  Bundles,  $1.10 


One  gross  Carton  (4  sizes  assorted) 
20  Count.  Crimped,  Medium  Weight. 
2'/,  2/2,  2^4  and  3  inch. 

No.  815 

Bronze,  per  gross  Bundles,  $2.25 

No.  915 

Black,  per  gross  Bundles,  $1.85 


Superior 
Quality 


Extra  Heavy 


THE  HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO,  ILL. 

SOL.  H.  GOLDBERG,  President 


ORDER  FROM  YOUR  JOBBER 


Liberty  Belle  standard  shape  hair  Pins 

Full  Counts— Better  Hair  Pins— Maximum  Values 

Paper  Wrapped 


No.  740 

10  Count.  Black,  Straight,  Medium 
Weight.    2)4,   2/2,  2)i  and  3  inch. 
Twelve  Papers  to  the  Bundle.  Twelve 
Bundles  to  the  Carton, 
rer  gross  Papers  $1.00 


No.  745 

10  Count.  Black,  Straight, 
Medium  Weight  2X,  2>^, 
2i^  and  3  inch.  —  Sixteen 
Papers  to  the  Bundle.  Nine 
Bundles  to  the  Carton. 

Per  gross  Papers  $1.00 


Smooth 
Points 


No.  750 

10  Count.  Black, 
Crimped,  Medium 
Weight.  2)(,  2}i, 
2}(  and  3  inch. 

Twelve  Papers  to  the  Bundle.  Twelve 
Bundles  to  the  Carton. 
Per  gross  Papers   $1.00 

No.  755 

10  Count.  Black,  Crimp- 
ed. Medium  Weight.  2'X, 
2)4,  2^4  and  3  inch. 
Sixteen  Papers  to  the 
Bundle.  Nine  Bundles  to 
the  Carton. 

Per  gross  Papers.  .  .$1.00 


One  Gross  Carton 
{9  Bundles) 


Non-Rust 

Satin 
Enamel 
Finish 


No.  760 

10  Count.  Black 
Crimped.  Extra 
heavy.  2]/^,  2}^, 
and  3  inch. 
Twelve  Papers  to  the  Bundle. 
Twelve  Bundles  to  the  Carton. 
Per  gross    Papers   $1.25 


No.  765 

1 0  Count.  Black,  Crimped. 
Extra  Heavy.  2V2,  2%  and 
3  inch.  Sixteen  Papers 
to  the  Bundle.  9  Bundles 
to  the  Carton. 
Per  gross  Papers  


Superior 
Quality 


ORDKR  FROM  YOUR  JOBBER 
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Are 
You 
Getting 
Your 
Stare 
of  tke 
Demand 

for 

WEST 

Hair  Nets 

Softex 
Skampoo 

Electric 
Hair  Curlers 


JylyJh'ons  of  VC^omen 
are  reading  the 

WEST  MESSAGE 

m  their  favorite  magazine 
every  month 

Here  Are  Some  of  Tie 
Advertisements  in  T^iniature 


WEST 
HAIR  NETS 

Three  Brands 

Gold  Seal.  .  .  25c 
iourist .  3  for  50c 

Beack  and  Motor  15c 

Gray  and  ^White 
DouhJe  'Price 


THE  WEST  ELECTRIC  HAIR  CURLER  CO. 

Hancock  St.  and  Columbia  Ave.,  Philadelphia,  Pa. 

Canadian  Distributor— H.  B.  HOLLO  WAY  &  CO.,  Toronto,  Canada 
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Here's  why  you  should 
sell  all  DeLong  Notions 


"C^OR  thirty  years  De  Long  Hooks  and  Eyes  have 
been  advertised.  No  amount  of  money  spent  in 
advertising  in  one  or  two  years  could  secure  the  pres- 
tige the  name  De  Long  has  won  over  this  long  period. 
It  does  take  many  years  for  lasting  good-will  to  be 
firmly  rooted  in  the  public  mind. 

The  women  who  buy  De  Long  Hooks  and  Eyes  will 
buy  De  Long  Safety  Pins,  Snaps,  Klix,  Safety  Pins 
and  Hair  Pins  if  they  know  De  Long  makes  them.  We 
are  telling  them.  The  articles  themselves  are  of  the 
best  materials  and  workmanship  obtainable. 

Any  dealer  who  sells  De  Long  Hooks  and  Eyes  can 
sell  De  Long  Snaps  and  Pins  just  as  easily.  Let  a 
woman  see  them  displayed  with  the  familiar  trade 
mark,  "See  that  hump?",  which  she  has  known  favor- 
ably since  she  was  a  child,  and  she  will  be  much  more 
than  half  sold. 

Concentrate  on  De  Long  Notions.  Stick  to  the  one 
line  which  has  a  generations-old  reputation  for  qual- 
ity. You  don't  need  more  than  one  brand  of  Hooks 
and  Eyes.  Perhaps  you  don't  need  more  than  one 
brand  of  Snaps  or  Pins.  It  means  less  money  tied  up 
in  stock,  quicker  sales,  and  therefore  more  profits. 


Send  for  catalog  and  prices  of 
DE  LONG 

Hooks  and  Eyes  Toilet  Pins 

Hook-and-Eye  Tape  Hair  Pins 

Safety  Pins  Snaps 

KLIX  • 


-  Old  King  Cole 

Was  a  merry  old  soul, 
A  merry  old  soul  and  trump; 

So  he  called  for  his  pipe 

And  he  called  for  his  bowl, 
And  he  murmured, 

"See  that  hump?" 

Now  this  hump  to  him 

Was  the  synonym 
Of  Fortune's  golden  lump, 

So  he  put  the  stress 

On  his  own  success 
When  he  murmured, 

"See  that  hump?" 

"Why,"  exclaimed  the  King, 

"Here's  a  tiny  thing 
Beside  which  I'm  a  chump ; 

For  my  ancient  name 

Of  familiar  fame 
Cannot  match  with 

'See  that  hump?'  " 

{Reprinted  from  an  old  De  Long  advertisement) 


DeLong 


ST.  MARYS,  CANADA 


Hook 
8  Eye 


Company 


PHILADELPHIA,  U.  S.  A. 
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HAIRLIGHT 
FANETTE 


(U.  S.  and  Foreign  Patents) 


The  hairdressing  styles  are  changing — drastically,  here  is  an  opportunity  for  merchants  to  reap  the  benefits  that  will  fol- 
low, with  the  specially  designed  Hairlight  Fanette,  Fan  Puff  and  Crown.  The  patent  comb  holds  roll  in  coiffure  securely— 
it  is  ventilated — keeps  the  head  cool  and  so  saves  the  hair.  |      !      '      '  ■ 


FAN  STYLE 

HAIR  DRESSING 

Hairlight  Fanette 

Regular  size — i  doz.  in  box. 
$7.50  dozen 

Hairlight  Fan  Puif 

Regular  size — i  doz.  in  box. 
$7.50  dozen 


Assorted  shades  to  the 
box,  terms  3%  ten  days. 


Hairlight  Crown 

(uncovered  rolls) 

Small  and  medium  sizes. 
$3.75  dozen 

Medium 
$3.75  dozen 


Assorted  shades  to  the 
box,  terms  3%  ten  days. 


Supplied  in  attractive  display  boxes,  also  Photo  Show  Cards  with  first  order  for  your 
counter  and  window  display.    Electros  on  request. 

THE  HAIRLIGHT  COMPANY 
LEOMINSTER  MASSACHUSETTS 

Sales  Agents 

AUSTIN- WALKER  SALES  CO.   H.  A.  AUSTIN  CO. 

215  FOURTH  AVENUE,  NEW  YORK  234  SO.  FRANKLIN  ST. 

31  Bedford  St.  917  Central  Building  206  Sheldon  Building  CUirxm 
Boston  Los  Angeles  San  Francisco  v^rn»^/\ov^ 


DO  YOU 
WANT  A 
BUYER? 


How  many  readers  of  a 
daily  newspaper  are  quali- 
fied for  a  buying  position? 

The  Economist's  circula- 
tion, concentrated  on  store 
executives  and  buyers,  as- 
sures you  contact  with  peo- 
ple who  can  qualify  as 
buyer — ^who  know  mer- 
chandise. 

Your  advertisement  in 
Economist  "Wants"  is 
100%  efficient. 

DRY  GOODS  ECONOMIST 

239  WEST  39TH  STREET,  NEW  YORK 

4900  Bryant 


The  Season's  Biggest  Ribbon  Buy 

You  need  this  assortment  to  feature  your 
special  July  sale. 

A  REMARKABLE  OFFERING 
DUE  TO  STOCK  TAKING 


Assortment  HK 

Magnificent  Fancy  Ribbons, 
Taffetas,  Satins  and  Moires  in 
65,  70,  80  and  96  ligne,  con- 
taining 27  pes.  @  $4.50  per 
pc. 

Unmatchable  in  quality  un- 
approachable in  value. 

Wonderful  69c.  to  $1.25  per 
yd.  sellers. 


$4 


•50 


per  piece 


Assortment  AS 

An  assortment  of  remarkably 
beautiful  Fancy  Ribbons, 
Satins  and  Moires,  Hairbow« 
and  Warps,  in  widths  of  80. 
100,  120  and  130,  containins; 
50  pes.  equally  assorted  at  the 
SACRIFICE  PRICE  OF  $1.69 
per  pc. 


$1 


.69 


per  piece 


Make  Your  July  Ribbon  Sale  a  Buyword 

You  cannot  lose  as  we  GUARANTEE  SATIS- 
FACTION. We  will  ship  the  above  "ON 
APPROVAL."  Return  at  our  expense  if  not  sat- 
isfactory. 

The  H.  &  B.  Ribbon  Corporation 

33  West  21st  Street         New  York  City 
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DRESS  COTTONS 


LININGS 


LINENS 


LINENS 


UbM 

IUai*T|IIED  TBAOE  MASK 

Clafuns  Incorporate!) 

NEW  YORK 


The  Gilbert  Manafac- 
f^iL    "i  I      taring  Company's 
|llD6rr3p     Linings  converted  and 
distributed  solely  by  us. 

Complete  range  of  everything  carried 
in  a  Lining  Department. 

CLAFLINS  INCORPORATED 
H.  P.  Bonties,  President,  New  York 


SPERO 

^—eotton  Goods-^ 

"Best  in  tub  Woblo' 

Richard  Haworlh  and  Company,  Limited 
Spero  Mills  on   M'nchester  Ship  C»nal 
The  Model  Factories  of  Lancashire 


♦'HOOSIER" 

The    best    36-iDch  brown 

domestic    in  America 
Buv  it  by  fhe  bale;  sell  it 
by  the  bolt 

Sold  by  all  wholesalers 
IndianzGotton  Mills 

Cannelton,  Ind 


MADEIRA 

Hand  Embroidered  Linen* 

with  the  ProgrMs  Brand  Libel  «te  ^0  y^ar. 

».  guarantee  of  quality,  flue  wutk-  '<feti,»' 
man^hip  and  attractive  designs. 

Handkerchiefs,  Napkins,  Luncheon  Sets  and.. 
Covers,  and  a  large  variety  of  Noveltiei. 

Campbell,  Metzger  &  Jacobson 

932  BrojBdway,  NEW  YORK  Cor.  22nd  St. 


DERRYVALE 


If  it's  "Derryvale 
it's  "Irish.  Linen' 

DERRYVALE  LINEN  COMPANY 
23  Bast  Street,  N.Y. 


WHITE  GOODS 


EillllllllllllllllllllUIIIUIIIIIIIIIIIIIIUIIII>l>llllllllll>>>>IIIIUIIIIIllllll>l>>lll>>>>">>lll"l>><l^ 

INDEX  I 

Buyers'  Merchandise  Guide  | 


HorrOckses'y&/'  Excellence 
N  NAINSOOKS 
AND  FINE  COTTONS. 


USAgents  - 

Wright  »  Graham  Co., 
IIO.Frankhn  St..  New  York. 

Canadian  A0ent  — 
~  J.  E  Ritchie. 

59l,St..Calherine  St,W  Montreal.Qu. 


KING  PHILIP  MILLS 

The  Home  of 

NAINSOOKS 

H        S.  H.  Howe,  Selling  Agent 

48  Leonard  Street,  New  York 


ALRECO  FABRICS 

Complete  lines  of 
Staple  and  Novelty 

WHITE  GOODS 

"The  Right  White  Merchandiu" 

Samples  on  request 

A.  L.  RE  ID  &  CO. 

White  Goods  Specialists 
44-46  E.  25th  St.,      New  York 
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DRESS  GOODS 


SILKS 


SELLING  AGENTS 


FERSTRONG  QUALITY  FABRICS 

Made    out    of    the  world's 
finest  Cotton,  and  the  near- 
«  est    approach    to    Silk  yet 

produced  in  Cotton  Goods. 

PaUerns  and  Prices  on  Application. 

George  Armstrong  &  Co.,  52-54Fau!knerSt. 

Manchester,  England 


BRADFORD  NEW  YORK 

W.  W.  Rycroft  &  Co. 

66  Leonard  St.,  NEW  YORK 

Phone  5477  Franklin 

Imported   Mohairs,    Sicilians,   Wool  and 
Cotton  Dreas  Goods 
Domestic  Cotton  Wash  Goods  and 
Dress  Goods 
Venetian  and  Alpaca  Linings 


f]Al£D0^PGl/1TeD 

FABWCS 

Promoted  through  style  ser- 
vice and  national  advertising 
Oriental  Silk  Printing  Company 
109  East  29th  Street.  New  York. 


r 


WINDSOR  PRINT  WORKS 

CONVERSE  &  CO.,  Selling  Agenta 
86  to  88  Worth  Street 


Reg.  U.S. 


Pat  Office 


PERCALES— FLANNELETTES— WASH  GOODS 
For  Jobbing  and  Cutting-Up  Trade 


MORRIS  WOOLF  SILK  COMPANY 

Importers,  Converters  and  Distributors 
We  carry 

The  Most  Complete  Stock  of  First-Class 
SILK  MERCHANDISE  IN  AMERICA 

Adams  and  Wells  Sts.  Chicago 


INTRODUCING 

^-ouT  plans,  ideas,  cuts,  etc.,  in  your 
advertising  means  sure  resuitii;,bigger 
business,  better  profits.  An  exclusive 
service  for  the  best  retailer  in  every 
town.  Full  details  FREE  upon  re- 
quest. 

THE  ECONOMY  SERVICE 
23J  W.  39th  Street  New  York  City 


W  O  O  LENS 


WHOLESALE  DRY  GOODS 


BLANKETS 


Real    HARFIS,     LEWIS  and 
SHETLAND  HOMESPUNS 

Direct  from  the  M.ikers 
The  Aristocrat  among  Tweeds  (or 

Sporting  Suits 
Patterns  anj  Prices  on  Appllcallnn. 

S,  A.  NEWALL  &  SONS 

(D.o.  i:.) 

Stomoway,  SCOTLAND. 

Slalt  Shade  DctheJ. 


I 


MARK 


CLAFLINS  Incorporated 

H.  P.  Bonties.  President,  New  York 

Wholesale  Dry  Goods 
Importers,  Exporters  &  Converters 


BLANKETS 
PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
Grove  Mills,  Halifax,  England. 
Teiegram.s  and  Cables,  "Blankets"  Halifax 
Codes  A.B.C.  5th  Edition  &  Bentiey's 


IRISH  LINEN  SOCIETY  ] 


BELFAST     IRELAND  '  , 

A  CO-OPERATIVE  NON-PROFIT 
ORGANIZATION  OF  THB  IRISH 
LINEN  INDUSTRY  FOR  THE 
DEVELOPMENT  AND  IM- 
PROVEMENT of  IRISH  LINEN 
231  WEST  39th  STREET,  NEW  YORK 


DRESS  LINENS' 


"OldBl 

EACH"  Linen  G^Ij? 

PURE  IRISH  LINEN 

&> 

LINEN  DAMASKS 

I'i-l'i  East 

■26™  street      New  York. 

WE  ARE  NOW  jlECEIVING 

D.  M.  C. 

Cottons  from  France,  in  Large  Quantities 

THE  F.  SCHULEMANN  CO. 

4S  East  20th  St.   N.  Y.  City 


WASH  CLOTHS  &  TOWELS 


"^^rr/ELTE^r  wash 

/.  W  CLOTHS 

Embroidered  Shell  Edge  made 
from  our  patented  cloth. 

Electric  Dish  Cloths 

Trade  Mark  Registered 

Electric  Knitting  Co.,  Inc. 

COHOES,  N.  Y. 


TURKISH  TOWELS 

BATH  MATS         WASH  CLOTHS 

HOHLFELD  MANUFACTURING  CO. 

PHILADELPHIA 

New  York  Salesroom  61   White  St. 


D  I^^OWE  lTat^  Li 

A  cotton  towel  that  absorbs,  is  firm,  and 
full-bodied,  that  is  bleached  white  and 
washes  white ;  that  costs  no  more  than  the 
ordinary  buck  toweL 

Sample   on  Request. 

John  R.  Lankenau  Co.,  Boston-11,  Mass 


"RAVELPROOF"  WASH  CLOTHS 
•AT  YOUR  JOBBERS  • 

PUTNAM  KNiniNG  CO.  GaH0E5,NY. 


Sanitary 

Cleaning  Cloths 

for  Kitchen  &  Household 
Sponge-Dish  Cloths. 
Scrub,  Paint,  Dust  and  Pol- 
ishingCIc^hs.  Imitation  Chamois.  Iron  Holders,  Broom 
Covers,  Tinsel  Pot  Cleaners.Glass  and  Kitchen  Towels, 

JOHN  RITZENTHALER 

Succ.  Adolf  Fricke 
7314  FRANKLIN  ST..     NEW  YORK  CITY 
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HELP  WANTED 


DUYER — Dry  goods.  Must  be  experienced  in 
all  piece-goods  lines.  Must  be  a  good 
salesman  and  be  able  to  take  charge  of  the  de- 
partment. In  answering,  state  age,  references 
and  salary  expected.  RUBIN'S  Dept.  Store, 
Waukegan,  111. 


DUYER — Exceptional  opportunity  is  open  for 
"-'  a  man  who  understands  buying  of  silks, 
dress  goods  and  domestics.  One  who  can 
invest  a  small  amount  of  money  with  services 
will  be  given  50%  of  the  profits  of  this  de- 
partment. Store  is  located  in  a  town  of  50,000 
in  Michigan.  All  communications  strictly  con- 
fidential. Write  BOX  2220,  Dry  Goods 
Economist. 


DUYER — Florida  department  store  has  an 
^  opening  for  an  experienced  buyer  for  its 
ready-to-wear  department.  Experience  in  han- 
dling millinery  desirable  but  not  essential. 
Write  fully  regarding  experience,  qualifications 
and  salary  to  P.  O.  Box  42,  Tampa,  Fla. 


DUYER— LEVY  BROTHERS  Dry  Goods  Com- 
^  pany,  Houston,  Texas,  requires  the  services 
of  a  high  class  buyer  for  Ladies'  and  Misses' 
Cloaks,  Suits,  Dresses  and  Skirts.  Only 
those  with  actual  Southern  experience  need 
apply. 


BUYERS— MANAGERS— SALESMEN 

3  Adv.  Sales  Mgrs.,  modern  Dept.  stores, 
large  cities.  Central  West  and  Pacific 
Coast   $4,000  to  $5,000 

Dry  Goods  Mgr.  specialized  dress  goods,  un- 
derwear, hosiery,  gloves.  Middle 
West   $5,000   plus  bonus 

5  drapery  upholstery  salesmen  decorators,  ex- 
perienced in  estimating.  Dept.  stores. 
Centra!  West  and  Calif  Salaries  open. 

4  Linen  Salesmen   Salaries  open. 

Leather  Goods  Buyer,  West  $3,000 

Write  or  wire,  give  age,  exp.,  refs. 

INTERSTATE  CO., 
Kittredge  Bldg.,  Denver,  Colo. 


DUYER — Men's  Furnishing  Goods.  Must  be 
_  thoroughly  experienced,  with  sufficient 
ability  to  increase^  very  largely  an  already  good 
size  business.  Give  full  details  in  first  letter 
regarding  all  experience,  length  of  service  in 
each  position,  age,  references  and  salary  ex- 
pected. 

H.  P.  WASSON  &  CO. 
Indianapolis,  Ind. 


BUYER  PIECE  GOODS 
Silk,  cotton  and  woolen  dress  goods  in  live 
store.     State  qualifications  in  first  letter. 
THE  HARRIS  &  MOWRY  CO. 
WOONSOCKET,  R.  I. 


BUYER,   READY  TO  WEAR, 

FOR  A  LARGE  POPULAR  PRICE 
DEPARTMENT  STORE. 

An  exceptional  position  for  a  capable 
Women's  and  Misses'  Ready  to  Wear 
Buyer  and  Manager.  Must  be  a  live 
wire,  thoroughly  experienced  and  know 
how  to  create  big  volume  of  business. 
Give  full  details  of  your  experience 
and  ability.  State  age  and  salary  ex- 
pected.    Big  future  to  the  right  man. 

THE  WEISBERGER  CO., 
RICHMOND,  VA. 


BUYER— UNDERWEAR 

A  large  specialty  store  in  Philadelphia  desires 
to  engage  a  man  who  has  'been  successful  as  a 
buyer  of  underwear.  If  you  have  had  first 
class  experience  and  are  an  up-to-date  manipu- 
lator and  can  back  this  up  by  a  successful  rec- 
ord we  would  be  pleased  to  hear  from  you. 
Salary  no  object  to  right  man.  BOX  2257,  Dry 
Goods  Economist. 


pUYER    for    women's  ready-to-wear; 

must  be  thoroughly  familiar  with 
New  York  market,  capable  of  handling 
not  only  high  grade  merchandise,  but 
popular  _  priced  lines  as  well,  and  with 
the  ability  to  expand  an  already  large 
and  going  business.  A  creditable  and 
successful  record  is  essential.  Give  full 
particulars  in  first  letter.  All  com- 
munications held  in  strict  confidence. 
Address  immediately 

GILMORE  BROTHERS 
Kalamazoo,  Mich. 


HELP  WANTED 


COMBINATION  AD-MAN  and  WINDOW 
^  TRIMMER  for  a  ladies'  ready-to-wear 
store  in  a  Southern  City  of  150,000  popu- 
lation. Prefer  young  married  man,  one  that 
is  ambitious  and  willing  to  work  for  advance- 
ment. State  salary  wanted  in  first  letter,  also 
submit  specimens  of  work.  BOX  2204,  Dry 
Goods  Economist. 


COMBINATION  MAN,  LIVE  WIRE,  FOR 
^  BUSY  POPULAR  PRICED  DEPART- 
MENT STORE.  GOOD  ADVERTISER, 
FIRST  CLASS  SHOW  CARD  WRITER 
AND  WINDOW  TRIMMER.  GOOD  PO- 
SITION AND  EXCELLENT  CHANCE  FOR 
FUTURE  FOR  TKE  RIGHT  MAN.  SEND 
SAMPLE  ADS  AND  STATE  FULL  PAR- 
TICULARS ABOUT  YOURSELF,  SALARY 
WANTED,  ETC.  BOX  184,  SYRACUSE, 
N.  Y. 


CORSETIERE,  experienced,  wanted  at  once. 
^  Give  references,  experience,  and  salary 
wanted  in  first  letter.  J.  F.  RUSSELL  COM- 
PANY, Fort  Dodge,  Iowa. 


pORSET  WOMAN— An  expert  Fitter  and 
^  one  who  can  make  alterations;  experi- 
enced in  buying  and  must  be  a  first  class 
saleswoman.  State  salary  wanted,  also  experi- 
ence in  first  letter.  BOX  2207,  Dry  Goods 
Economist. 


r\RY  GOODS  MAN— We  have  an  excellent 
^  permanent  position  paying  four  to  five 
thousand  for  a  real  dry  goods  man  who  can 
buy  for  and  merchandise  the  dry  goods  de- 
partments doing  $125,000  in  an  established 
department  store  doing  nearly  half  million,  in 
a  town  near  Kansas  City.  BOX  2221,  Dry 
Goods  Economist. 


V/TANAGER  and  MERCHANDISE  MAN 
for  women's  wear  lines  in  basement, 
such  as  millinery,  waists,  housedresses,  pet- 
ticoats, corsets,  children's  wear,  etc.  Apply 
direct  now  or  for  the  last  ten  days  in  June, 
to  the  Specialty  Stores  Association,  10  E  32nd 
Street,  New  York.  E.  E.  ATKINSON  & 
COMPANY,  Minneapolis. 


HELP  WANTED 


NOTION  Buyer,  high  class,  experienced, 
required  by  large  jobbers  and  exporters. 
Must  be  willing  to  reside  in  Texas,  Address 
P.  O.  BOX  902,  El  Paso,  Texas. 


RESIDENT  AGENTS  in  principal 
large  cities  of  the  United  States, 
such  as  Boston,  Philadelphia,  Chicago, 
San  Francisco,  New  Orleans,  St.  Louis, 
Cincinnati,  etc.,  etc.,  to  represent  large 
European  manufacturer  of  laces  _  and 
embroideries  in  their  respective  cities, 
for  import  orders  only.  Other  lines 
may  be  added  later  for  the  same  repre- 
sentation. 

Agents  having  established  offices  pre- 
ferred. 

Terms:  Strictly  on  commission  basis. 

Address  "AGENTS  EMBROID- 
ERY," Box  2218,  Dry  Goods  Econo- 
mist. 


SALESMEN — A  big  mill  manufacturing  fine 
all  cotton,  and  Cotton  and  Silk  Mixed  Wash 
Goods,  and  Draperies,  wants  good  live  men  on 
a  commission  basis  for  Michigan,  Wisconsin, 
also  for  Southern  States.  Address  giving  refer- 
ences and  territory  covered.  "Mill  Agency," 
P.  O.  Box  233,  Essex  P.  O.,  Boston  10,  Mass. 


SALESMAN — Electric  Window  Advertising 
Novelty,  Changeable  colors;  removable 
fronts;  every  store  wants  them.  Big  seller: 
50%  commission;  exclusive  territory;  appoint 
own  agents.  GOLDBERG,  467  Broadway, 
New  York,  Dept.  98. 


SALESMEN 
Open   to    engage   several    experienced  waist 
salesmen.    We  make  both  tailored  and  novelties, 
cottons  and  silks.     ASH  &  CO.,  925  Filbert 
St.,  Philadelphia,  Pa. 


Paying  Propositions 

Economist  Want  Ads  are  paying  propositions.  They  go 
before  a  trained,  alert  body  of  readers  who  have  con- 
fidence in  themselves  because  of  years  of  making  good. 
The  small  cost  of  insertion  makes  the  telling  of  your  story 
a  direct,  result  giving,  economical  way. 


MANAGER  for  dress  goods  department  carry- 
ing $40,000  stock.  Must  take  complete 
charge  and  assist  in  the  buying.  Good  salary 
and  bonus  to  live  wire  who  will  ^  develop  de- 
partment having  great  possibilities.  BOX 
2259,  Dry  Goods  Economist. 


ANAGERS,  thoroughly  experienced,  to  run 
popular  price  department  stores  for  a 
chain  store  syndicate.  Men  who  have  had 
thorough  experience  will  only  be  considered. 
Interesting  proposition  for  the  right  parties. 
In  replying  to  advertisement,  state  length  of 
experience,  reference,  age  and  nationality. 
LOCK  BOX  2252,  Dry  Goods  Economist. 


MAN  capable  of  managing  a  drapery  and 
floor  covering  department,  in  a  city  of 
130.000  inhabitants;  an  old  established  busi- 
ness. Make  application  to  BOX  2217,  Dry 
Goods  Economist. 


MAN  to  buy  for  Toilet  Goods,  Jewelry, 
Leather  Goods  and  Stationery  depart- 
ments. State  in  first  letter  as  to  age,  experi- 
ence and  salary  wanted,  if  married  or  single. 
Give  references.  Address  BOX  2222,  Dry 
Goods  Economist. 


MAN  to  take  charge  of  silks,  dress  goods 
and  all  yard  goods  departments,  one 
thoroughly  versed  in  domestics  for  live  pop- 
ular priced  store,  one  who  also  has  had  other 
merchandise  experience  preferred.  Address 
LEO  G.  FEDERMAN,  Peoria,  III. 


MAN  with  knowledge  of  advert'sing  and 
window  trimming  to  take  full  charge 
men's  clothing  store.  Liberal  salary  plus 
bonus  based  on  sales  to  capable  merchandiser 
to  develop  the  business.  ROSENBAUM 
BROS.,  Plainfield,  N.  J. 


REPRESENTATIVE- PROMINENT  NEW 
YORK  COTTON  CONVERTERS 
WANT  A-1  REPRESENTATIVE  FOR  CHI- 
CAGO. LONG  AND  CLOSE  ACQUAINT- 
ANCE WITH  JOBBING.  MANUFACTUR- 
ING AND  LARGER  RETAIL  TRADE  AB- 
SOLUTELY ESSENTIAL.  REPLIES  MUST 
GIVE  FULL  PARTICULARS  AS  TO 
PRESENT  AND  PREVIOUS  CONNEC- 
TIONS AND  'LENGTH  OF  SERVICE. 
BOX  2233,  DRY  GOODS  ECONOMIST. 


CALESMEN  WANTED— A  few  high  class 
salesmen  to  start  after  July  1st  with  our 
full  line  of  men's  and  women's  gloves — 
specializing  on  motor  gloves.  Must  have 
established  trade.  WALRATH  GLOVE  CO., 
Gloversville,  N.  Y. 


SALESMAN — Rare  opportunity  for  high-class 
garment  salesman  with  acquaintance  and  estab- 
lished trade  in  Nebraska  and  South  Dakota. 
This  territory  will  be  available  for  the  coming 
Spring  trip.  Only  those  of  first-class  selling 
ability  and  acquaintance  in  the  territory 
will  be  considered.  Applications  must  con- 
tain full  particulars  to  receive  attention. 

HOVLAND-SARDESON-McCOLM  CO. 
Cor.  Adams  &  Wells  Sts. 
Chicago,  111. 


CALESMAN  to  represent  in  South  Atlantic 
'-'  Coast  States,  in  conjunction  with  one  or 
more  other  lines,  on  commission  basis,  leading 
line  of  braids  and  dress  ornaments.  BOX  2059, 
Dry  Goods  Economist. 


SALESWOMAN — A  department  store  in  a 
~  city  of  15,000  in  Michigan  invites  applica- 
tion from  an  able  and  experienced  saleswoman 
\vho  is  ambitious  for  promotion  to  first  posi- 
tion, and  who  will  make  good  as  saleswoman 
to  deserve  advancement  in  course  of  a  season 
or  two.  State  age  and  description,  also  experi- 
ence and  salary  willing  to  start  with.  Address 
C.  J.  Cronin,  THE  CRONIN  CO.,  Alpena, 
Mich. 


SHOE  BUYER 

'I 

With  department  store  experience 
wanted  by  live  department  store  cater- 
ing to  better  and  medium  trade  Only 
men  with  a  successful  record  can  be 
considered.  Write  full  particulars,  age, 
salary  and  all  references  in  first  letter. 
Position  open  July  Ist. 

THE  LOUIS  TRAXLER  CO., 
DAYTON,  OHIO 


HELP  WANTED 


SALESWOMAN  —  A  progressive  department 
store  in  a  West  Virginia  town  of  twenty- 
five  thousand  population  handling  a  popular 
priced  line  of  ready-to-wear,  requires  a  good 
saleswoman  thoroughly  experienced;  one  who 
would  be  capable  to  assist  in  buying  and  tak- 
ing charge  of  the  department.  Splendid  oppor- 
tunity for  advancement.  State  age,  experience 
and  salary  expected.  BOX  2157,  Dry  Goods 
Economist. 


CHOE  SALESMAN,  experienced,  who  would 
^  be  capable  of  taking  charge  of  department. 
DAVIS  BROS.,  W.  Ferry  and  Grant  Sts., 
Buffalo,  N.  Y. 


CHOE  SALESMAN  WANTED,  having  an 
established  trade  to  carry  our  line  of 
children's  shoes,  sizes  2-8  stock  proposition. 
Following  territories  open:  All  states  with 
exception  of  New  York,  Penn.  and  New 
England  States.  This  is  a  quality  line,  has 
been  on  the  market  for  years  and  money  can 
be  made  by  a  live  wire.  Strictly  5%  com- 
mission basis. 

THE  MILLER  SHOE  COMPANY, 
Foster    Court,    Salem,  Mass. 


C  UPERINTENDENT— A  MAIL  ORDER 
HOUSE  REQUIRES  THE  SERVICES 
OF  A  GENERAL  SUPERINTENDENT; 
ONE  POSSESSING  AGGRESSIVENESS, 
AMBITION  AND  A  THOROUGH  KNOWL- 
EDGE OF  HANDLING  HELP  IN  AN 
EFFICIENT  MANNER.  STATE  IN  FIRST 
LETTER,  OTHERWISE  NO  ATTENTION 
PAID  TO  APPLICATION,  AGE,  REFER- 
ENCES, EXPERIENCE  AND  SALARY  EX- 
PECTED. BOX  2206,  DRY  GOODS  ECONO- 
MIST. 


WAIST  BUYER. 

A.  I.  NAMM  &  SON 
FULTON  ST.,  BROOKLYN 

One  with  a  successful  past  record, 
thoroughly  familiar  with  the  market; 
a  keen  merchandiser,  "business  get- 
ter" and  "style  picker."  To  one  quali- 
fying a  remunerative  position  is  open. 
Also  excellent  future  prospects.  Con- 
fidential. Apply  Mr.  LESTER  LANS- 
BURGH. 


VV/INDOW  TRIMMER  and  CARD  WRITER, 
experienced.  Must  have  experience  in 
ladies'  ready-to-wear  and  dry  goods.  State 
salary  wanted  and  reference.  R.  S.  GOLD- 
STEIN, Brownsville,  Pa. 


VY/INDOW  TRIMMER  and  card  writer 
wanted  for  a  medium  priced  department 
store.  Must  thoroughly  understand  trimming 
stocky  and  sales  windows.  State  salary  and 
experience.  Address  BON  TON  DEPART- 
MENT STORE,  Altoona,  Penna. 


WINDOW  TRIMMER  —  DAVIDSON 
BROTHERS  COMPANY,  Sioux  City, 
Iowa,  require  the  services  of  an  expert  window 
decorator.  Good  salary,  good  position,  and  ex- 
cellent working  conditions.  Address  in  confi- 
dence, Davidson  Brothers  Company,  Merchan- 
dise Office,  Siou.x  City,  Iowa. 


WOMAN  WANTED  WITH  RETAIL 
EXPERIENCE  IN  LADIES'  AND 
MISSES'     DRESS  DEPARTMENT. 

A  large,  live  specialty  store  about 
three  and  a  half  hours  distance  from 
Chicago,  wants  the  services  of  woman, 
age  between  thirty  and  forty,  who  has 
retail  dress  experience,  to  act  as  buyer's 
assistant  in  our  Women's  and  Misses' 
Dress  Department.  Must  make  a  good 
appearance,  have  pleasing  personality, 
and  know  how  to  handle  help.  And 
must  be  a  good  stock  keeper. 

THIS  IS  AN  EXCELLENT  OPPOR- 
TUNITY AND  CONNECTED  WITH 
WONDERFUL  POSSIBILITIES 
FOR  PARTY  WHO  HAS  ABOVE 
QUALIFICATIONS.  NO'NE  BUT 
EXPERIENCED  NEED  APPLY. 
BOX  2254,  Dry  Goods  Economist. 


VY^OMAN  to  take  charge  of  corset  department 
Y  in  department  store  near  New  York 
City.  Also  to  buy  for  infants'  and  children's 
department  (2-6).  Liberal  salary  and  per- 
manent position.  BOX  2258,  Dry  Goods 
Economist. 


VOUNG  _  MAN  experienced  in  general  mer- 
*  _  chandise,  for  assistant  to  manager  of  Bar- 
gain Basement;  must  be  a  detail  man.  able  to 

arrange  copy  for  ads  and  must  have  Southern 

exDerience.    Good    salary    and    bright  future. 

PFEIFER  BROS.,  Little  Rock,  Ark. 
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HELP  WANTED 


POSITIONS  WANTED 


WOOLENS 

We  produce  a  strong  popular  priced 
line  of  dress  goods,  tricotines,  serges, 
cloakings. 

We  want  a  number  of  live  wires  with 
following  among  the  retailers  to  repre- 
sent us  throughout  the  West. 

All  territories  are  open  and  liberal 
arrangements  await  men  who  can  show 
they  are  producers.  Will  consider  resi- 
dent men  and  those  who  would  carry 
our  goods  as  side  line. 

An  unusual  opportunity  is  offered  to 
representative  salesmen. 

BOX  2248,  Dry  Goods  Economist. 


POSITIONS  WANTED 

ADVERTISING  AND  SALES  MANAGER 
Experienced  in  advertising  and  sales  prob- 
lems through  association  with  leading  concerns; 
a  voung  man,  25,  seeks  an  executive  position 
with  a  representative  house;  college  graduate, 
a  worker,  physically  and  mentally  equipped  to 
grapple  with  the  arduous  duties  of  such  a  posi- 
tion; splendid  references.  BOX  2256,  Dry 
Goods  Economist. 


B 


UYER  and  MANAGER  of  Dress  Goods,  silks, 

white  and  colored  wash  goods,  open  for 
position  after  July  1st.  Over  fifteen  years'  ex- 
perience, A-1  reference.  Address  BOX  2244, 
Dry  Goods  Economist. 


BUYER  and  Manager  of  Notions,  Toilet 
Goods,  Jewelry,  Leather  Goods  and  Sta- 
tionery would  be  interested  in  hearing  from 
progressive  firm  wantins-  live  merchandiser. 
BOX  2214,  Dry  Goods  Economist. 


BUYER  and  MANAGER  of  Women's  ready- 
to-wear,  desires  connection  with  progres- 
sive concern  where  ability  will  be  recognized. 
At  present  employed.  Best  reference.  Apply 
BOX  2243,  Dry  Goods  Economist. 


BUYER  AND  MERCHANDISE 
MANAGER.  WOMEN'S  READY-TO- 
WEAR,  FURS  AND  KINDRED 
LINES.  DESIRES  TO  MAKE  A 
CHANGE. 

A  modern,  aggressive  merchant  and 
executive  of  proven  ability;  a  profit 
and  a  business  getter;  active  and  ener- 
getic; 36  years  of  age;  16  years  of 
retail  ready-to-wear  experience;  10 
years  as  buyer  and  manager. 

At  present  his  annual  ready-to-wear 
sales  amount  to  a  million  dollars,  whxh 
he  is  conducting  on  moderate  stocks  in 
very  profitable  manner. 

INVITES  CORRESPONDENCE  OF 
MERCHANTS  WHO  HAVE  ROOM 
FOR  A  REAL  EXECUTIVE. 

Answer  BOX  2166,  Dry  Goods  Econ- 
omist. 


DEPARTMENT  STORE 
GENERAL  MANAGER 
AND  MERCHANDISE  MAN 
OPEN  FOR  CHANGE 

If  you  have  a  business  of  two  to  five 
millions  and  need  an  aggressive  man 
who  knows  how  to  control  purchases, 
get  turnovers  and  show  profits  during 
a  falling  market,  and  at  same  time  con- 
trol expenses  and  build  volume,  I  would 
be  glad  to  hear  from  you. 

I  have  had  a  very  broad  and  success- 
ful experience  in  department  store  man- 
agement, covering  general  merchandis- 
ing, financing,  expensing,  credits,  ad- 
vertising and  general  policies. 

I  am  thoroughly  acquainted  with  mod- 
ern department  store  methods  and  sys- 
tems and  know  how  to  handle  buyers, 
superintendents  and  other  heads  to  get 
real  results  and  co-operation. 

I  can  show  a  very  successful  record 
and  furnish  best  banking  and  com- 
mercial references.  Would  invest  in 
the  right  business. 

Address  BOX  2250,  Dry  Goods 
Economist. 
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INDEX  TO  ADVERTISERS 


pvISPLAY 
'-^  displaying 


MAN,  over  14  years  experience, 
all  lines  of  department  store 
merchandise;  quick  at  his  work;  efficient;  fa- 
miliar with  metropolitan  displays;  age  35,  good 
personality;  best  references.  BOX  2255,  Dry 
Goods  Economist 


MAN  with  28  years'  experience  in  Window 
Dressing,  Card  Writing,  Advertising, 
Buying,  Selling  and  Managing  wishes  position. 
Have  managed  small  department  stores  and 
5  to  25c.  stores.  Prefer  position  in  Virginia 
or  West  Virginia.  A-1  references  and  all  in- 
formation furnished  in  reply.  BOX  2230, 
Dry  Goods  Economist. 


ERCHANDISER  and  buyer  for  Laces, 
mmings,  Ribbons,  Neckwear,  Hand- 
kerchiefs and  Gloves.  Can  handll  large  vol- 
ume; far  West  or  Middle  West  preferred. 
BOX  2213,  Dry  Goods  Economist. 


MERCHANDISE  MANAGER 

Now  successfully  merchandising  nine  depart- 
ments embracing  all  lines  of  women's,  misses' 
and  children's  ready-to-wear,  seeks  new  con- 
nection. Thoroughly  informed,  expert  buyer, 
efficient  organizer.  Net  sales  increased  first 
five  months  this  year  $125,000  maintaining 
better  than  35  per  cent.  1920  showed  33  per 
cent  increase,  not  including  discounts.  Main- 
tained harmonious,  efficient,  co-operative 
organization.  Satisfactory  reasons  for  wanting 
to  change.  Will  buy  women's  specialty  gar- 
ment store — a  small  department  store  or  gen- 
eral store.  All  details  first  reply.  BOX  2235, 
Dry  Goods  Economist. 


MEN'S  and  BOYS'  FURNISHINGS  and 
CLOTHING  BUYER,  over  ten-years' 
successful  experience  with  large  department 
store  in  big  cities,  wishes  to  connect  with 
progressive  store.  At  present  located  in  South. 
BOX  2208,  Dry  Goods  Economist. 


Want  Ads  .....SO,  81,  82 

Special  Offerings  to  Garment  Buyers  40 

Amazon  Products  Co   53 

Ansonia  Novelty  Co   77 

Armstrong  &  Co.,  G  35,  74 

Armstrong  Cork  Co   8 

Austin-Walker  Sales  Co   73 

B.  &  J.  Envelope  Co   77 

Baldwin  Co.,  Jas.  L   79 

Barbe  McKenzie  Corp   25 

Beaton  Co.,  Inc.,  J.  R   76 

Behles-Bluthenthal    Co   79 

Beir  &  Co.,  Arthur  30,  31 

Best  &  Sons,  John  H   79 

Blabon  Co.,  The  Geo.  W   3 

Blodgett  &  Orswell  Co   78 

Blomfeldt  &  Rapp  Co   79 

Blumenthal  &  Co.,  B   68 

Boag  Ribboncraft  Company   78 

Boott  Mills   34 

Bradley  Co.,  Milton   72 

Brooks  Shoe  iVlfg.  Co   76 

I 

Campbell,  Metzger  &  Jacobson  74,  77 

Castle  Braid  Co.,  The   77 

Centemeri  &  Co.,  P   42 

Claflins,    Incorporated   74 

Cleveland  Garme.nt  Mfrs.  Ass'n   38 

Cluett,  Peabody  &  Co.,  Inc   58 

Cohen,  A.  L   75 

Cohen  Brothers  Mfg.  Co.,  Inc   76 

Congoleum   Co  6,  7 

Cross  Co.,  Mark  .  76p 

Curtis-Leger  Fixture  Co   79 

Daynite  Furniture  Mfg.  Co   79 

De  Long  Hook  &  Eye  Co  ■   70 

De  Luxe  Brush  Co   84 

Derryvale  Linen  Co   74 

Dobsons  and  M.  Browne  &  Co.,  Ltd...  79 
DuBrock-Davis   Co   75 

Economy  Service   74 

Effbee  Co.,  The   77 

Ego  Trading  Co   77 

Eisendrath  Glove  Co   58 

Electric  Knitting  Co.,  Inc.,  The   74 

Elliott  &  Co.,  James   27 

Ernst  &  Ernst   24 

Eversharp  Shear  Co   77 

Excelsior  Quilting  Co   78 

Freeman,    Leon   75 

French  Wax  Figure  Co   79 

Garrity  &  Co.,  Inc.,  L.  M   77 

  76 

  77 

  74 

  58 

  50 


Little  Goddess  Dress  Co   75 

Louisville  Bedding  Co   24 

McCaskey  Register  Co.,  The  79 

McKinley  Music  Co   76 

McKeag  &  Co.,  H.  S   74 

Manhattan 'Trading  Corp   77 

Marks    75  . 

Marsh-Burgess  Co.,  The   79 

Martin  Mfg.  Co  2,  79 

Masland  &  Sons,  C.  H   26 

Mellicke  Calculator  Co   79 

Menkin,  Inc.,  S  • .  75 

Merchants'  Service   75 

Michigan  Motor  Garment  Co  .75 

Milbury  Atlantic  Mfg.  Co.,  The   40 

Miller  Hosiery  Mills,  S.  S   76 

Mitchell  Bros.  Co   75 

Mittelstaedt,  Inc.,  E   77 

Mohawk  Glove  Corp   41 

Montag's    68 

Morse,  Inc.,  Leo   78 


Co. 


•  1, 


J.  W. 
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UYER — 10  years'  experience  with  three  of 
the  largest  houses  in  New  York  for  jewelry, 
silverware,  leather  goods  and  other  kindred 
lines.  Excellent  references.  BOX  2242,  Dry 
Goods  Economist. 


  MANAGER     of  acknowledged 

ability,  now  employed  by  one  of  the  larg- 


DISPLAY 
ability,  now  employea  iiy  one 
est   department   stores   in    Canada,    wishes  to 


connect  with  progressive  department  store 
catering  to  the  better  class  trade.  Salary  $65 
per  week.  No  Cardwriting.  ^OX  2211,  Dry 
Goods  Economist. 


DISPLAY  MAN  and  CARD  WRITER,  first 
class,  experienced,  desires  to  connect  with 
progressive  department  store.  West  preferred. 
Can  furnish  good  references,  pictures  of  dis- 
plays, background  work,  show  cards,  etc. 
Calgary;  BOX  2183,  Dry  Goods  Economist. 


DISPLAY  MAN  and  C.-ird  Writer,  thoroughly 
qualifi'd  and  steadv  worker,  will  consirler 
connection  with  gcncr;tl  or  department  store; 
Btocky  or  artistic  displays  as  ref|uired;  refer- 
ence*.   BOX  2249,  Dry  Goods  Economist. 


MILLINERY  BUYER  EXECUTIVE 

with  merchandising  ability  to  build  up  large 
business.  Years  of  experience.  Can  produce 
quick  results.  Apply  Box  2203,  Dry  Goods 
Economist. 


PRINTING  MGR.,  Asst.  Supt.,  large  western 
dry  goods  house,  open  for  above,  or  buyer 
of  office  supplies  and  printed  matter.  Must  be 
in  city  over  300,000.  BOX  2219,  Dry  G&ods 
Economist. 


SILK  AND  DRESS  GOODS  BUYER 

Open  for  position  Aug.  1st.  22  years'  expe- 
rience, last  6  years  as  buyer  of  Silks  and 
Dress  Goods.  Have  proved  ability;  thor- 
oughly familiar  with  New  York  market.  36 
years  old.  BOX  2234,  Dry  Goods  Econo- 
mist. 


TESTING  TEXTILES — A  woman  who  has 
been  teaching  the  subject  and  has  a  strong 
chemistry  foundation,  wants  commercial  ex- 
perience. Salary  no  object.  Prefer  the  East. 
BOX  2193,  Dry  Goods  Economist. 


YOUNG  MAN  desires  pl.nco  ns  assistant  to  ex- 
ecutive in  managtincnt  of  depiirlment  or 
chain  stores.  ITnvc  6  years  experience  as  gcnernl 
manager  of  a  chain  of  3  slores  located  in  coal 
mining  towns  in  Western  Pcnn..  and  doing  an 
average  annual  tjusincss  of  $525,000.00  in  gross 
sales,  comprising  groceries,  dry  goods,  shoes, 
hardware,  etc.  Prefer  location  in  Penna.  or 
Ohio.  Best  of  references  furnished  and  rea- 
sons given  for  desiring  change  at  this  time. 
Address  BOX  2241,  Dry  Goods  Economist. 


Gates,  Mills  &  Co  

Gates,  T.  B.  M  

Goddard  &  Sons,  Inc 

Gotham  Novelty  Co  

Gotham  Silk  Hosiery  Co.,  Inc 

Gottlieb  Bros   75 

Graphic  Instructor   78 

H.  &  B.  Ribbon  Corp.,  The   73 

Hacker  &  Co.,  Fred'k   48 

Hairlight  Co.,  The   73 

Haworth  &  Co.,  Ltd.,  Richard  74 

Held  Corporation,  The   76 

Hirsch-Strr.uss  Co.,  The   75 

Hohlfeld   Mfg.  Co   74 

Holters  Co.,  The   76 

Hoover  Suction  Sweeper  Co.,  The   23 

Horrockses'    74 

Howe,  S.  H   74 

Hump   Hair  Pin    Mfg.  Co.,  66a  66b,  66c, 
66d,    66e,   66f,    66g,   66h,    661,  66j. 
Hygienic  Fibre  Co   77 

Indiana  Cotton  Mills   74 

Irish  Linen  Society  28,  29,  74 

Jackman's  Sons,  Wm   75 

Joseph,  Joseph  H   78 

Kaumann   Bros   77 

Kelly  Sales  System,  T.  K   50 

Krower-Tynberg  Co.,  Inc   76 

Krueger,  Richard  G   78 

Lankenau  Co.,  John  R   74 

Lawrence  M.fg.  Co.,  The  55,  56 

Lazar  Silk  Hosiery  Mills   76 

Leach  &  Co.,  Inc.,  A.  B   27 

Levor  &  Co.,  S.  M   27 

Lewis  &  Locke   76 


Nairn  Linoleum 

Neuburger  &  Co   32 

Neuburger  &  Co.,  Max   36 

Nevershrink  Skirt  Co   75 

Newaii  &  Sons,  S.  A   74 

Nicols  &  Co.,  George   4 

North  American  Lace  Co...-   5 

Nu  Way  Strech  Suspender  Co  72 

Old  Bleach  Linen  Co.,  Ltd  74 

Onken  &  Co.,  Oscar,  The   79 

Oriental  Silk  Printing  Co   74 

Palmyra  Knitting  Co   77 

Paasche  Air  Brush  Co   79 

Pearson,   Frederick   79 

Perrin  &  Cie.,  V   44 

Pohlson  Galleries     78 

Pollock  &  Lowenbaum  .  .  •  V  

Preston  &  Co.,  S.  Craig..'...'.;;  78 

Priestley  Bros   74 

Putnam  Co.,  The  A.  E   79 

Putnam  Knitting  Co   74 

Racine  Feet  Knitting  Co   76 

Randolph    Mills   76 

Reed  Co.,  A.  L   77 

Regent,  The   75 

Reichmann  Co.,  The   79 

Reid  &  Co.,  A.  L   74 

Rice  &  Hutchins   76 

Rice  &  Wallenstein   72 

Richardson  Silk  Co   77 

Risdon  Mfg.  Co   78 

Ritzenthaler,   John   74 

Riverside  Knitting  Mills   76 

Rose  Knit  Goods  Co.,  Inc.,  The  76 

Rosenberg  &  Co.,  Inc   78 

Roulette  &  Sons,  J.  C   54 

Royal  Knitting  Mills   40 

Rycroft  &  Co.,  W.  W   74 


78 
79 
74 
26 
78 
10 


Sanitary  Feather  Co  

Schneider's  Sons  &  Co.,  Inc.,  Peter... 

Schulemann  Co.,  The  F  

Schumacher  &  Co.,  F  ^ 

Schwartz  Co.,  Sig  

Scranton  Lace  Co.,  The  

Seidner  &  Hitzigrath   77 

Smith  &  Kaufmann,  Inc   75 

Standard  Textile  Products  Co.,  The  22 

Star  Skirt  Co   75 

Stork  Co.,  The   78 

Strauss  &  Co.,  Levi   75 

Sulloway  Mills   52 

Sylvan  Specialty  Shop  


79 


Thanhouser  &  Weiller   75 

Timberlake  &  Sons,  J.  B   78 

Tootal  Broadhurst  Lee  Co.,  Ltd   27 

Tyroler  Mfg.  Co   78 

U.  S.  Shipping 


Board   83 


Van  Raalte  Co   46 

Viegeimann,  Robert   75 

War  Department  61,  62,  63,  64,  65,  66 

Wardner,  W.  K   78 

Warren  Featherbone  Co.,  The   77 

West  Electric  Hair  Curler  Co.,  The 

Willcox  &  Gibbs  S.  M.  Co  

Windsor 
Wolf  &  Latner 
Woolf  Silk  Co., 


69 
60 

Print  Works   74 

  75 

Morris   74 
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The  ships  are  there.  Good  ships,  making  the  ports  of  all 
the  world,  with  freight  rates  and  schedules  that  are  on  a 
competitive  basis. 

"American  ships  for  American  goods"  is  as  vital  a  thought 
as  can  be  presented  to  business  men.  The  development 
of  the  American  Merchant  Marine  is  imperative  if  America 
is  to  progress — and  that  development  is  in  the  hands  of 
American  Business. 

U.  S.  SHIPPING  BOARD 

WASHINGTON,  D.  C. 


For  sailinss  of  passenger  and  freishl  ships  to 
all  parts  of  the  world  write  Division  of  Opera- 
tions, Traffic  Department,  U.  S.  Shipping 
Board  Emergency  Fled  Corporation, 
Washington,  D.  C. 


DRY  GOODS  ECONOMIST,  JUNE  25,  1921 


After  Twenty  Years  of  "Trying" 


FOR  twenty  years  the  inventive  minds  o£ 
America  have  been  trying  to  develop  a  maga- 
zine shaving  brush.  A  brush  that  would  cut  down 
the  number  of  necessary  operations  to  the  daily 
shave. 

Just  as  the  safety  razor  and  the  magazine  pencil 
were  invented  over  and  over  again,  until  finally 
some  one  did  produce  the  perfect  article. 

The  Duo  Lather  Brush  which  we  introduce  to 
the  jobbing  trade  of  America  in  this  issue  of  the 
business  papers  IS  the  perfect  article. 

And  we  realize  at  the  very 
outset  that  to-day  a  new  product 
of  any  kind  can  be  sold  only  by 
well-planned,  powerful,  intelli- 
gently directed  ADVERTIS- 
ING. 

A  campaign  utilizing  every 
conceivable  medium  of  publicity 
that  reaches  the  potential  buyer 
of  the  goods. 

To  be  genuinely  successful  to- 
day a  product  must  make  money 
for  everybody.  No  enterprise 
can  become  big  or  powerful  that 
makes  money  for  only  a  few. 

The  Duo  Lather  Brush  comes 
to  you  a  perfect  product — guar- 


Sectional  View 
of  Brush  and 
Refill— 

NEEDLE  VALVE  IN 
HOLLOW  FEED  TUBE 


RUBBER  SETTING 


BRUSH  END  DETACHABLE 


HOLLOW  FEED  TUBE 


COLLAPSIBLE  CREAM 
CARTRIDGE 


LATHER  BRUSH 


anteed  for  five  years.  Supported  by  a  clean,  busi- 
ness-like policy  that  will  delight  you,  unlimited 
confidence  in  the  future,  no  competition,  but  a 
thorough  understanding  of  what  the  jobber,  the 
dealer,  and  the  consumer  demand  from  the  manu- 
facturer. We  have  spent  two  years  in  preparatory 
work — getting  ready  to  present  this  proposition 
to  you. 

What  we  want  now  is  an  acknowledgment 
from  the  jobbers  of  the  country  to  the  effect  that 
they  endorse  our  policy  of  merchandising  our 
product  through  the  "regular 
channels  of  trade"  and  advertis- 
ing it  to  them  through  trade 
media,  together  with  a  statement 
of  their  willingness  to  assist  us 
in  securing  national  distribution 
immediately. 

Copies  of  the  new  barber 
demonstration  plan,  "America's 
First  Thousand  Barber  Shops," 
and  the  "60%  newspaper  plan  of 
the  Duo  Lather  Brush"  will  be 
sent  to  jobbers  and  dealers  on 
request. 


Deluxe  brush  company 

Philadelphia,  U.  S.  A. 


